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The big shift continues.....

Percent of Marketing Spending Shifted
from Traditional to Digital According to US Markéeters,
March 2011

% af respondants

Node: w the past 3 yedrs. redd chat as sy thad 18% of respondants
shited 109 of markedng spancing from adebonal b dgial
Sowrce: REWHVUS, A Chent's Look Ahead & AZencaes " Aom 25 2011

'TTFLE] weeeres eisliarkeker com



and why???.

Key eMarketer Numbers—Top Trends for 2012

US smartphone users
(millions & % of mobile
phone users)

107
90 (44%)

2011 2012

US adult ereader users
(millions & % of internet
users)

46
33 (24%)
(18%)

2011 2012

US tablet users
(millions & % of internet
users)

55
(23%)
(15%)
2011 2012

US online video
viewers (millions &
% of internet users)

T
71%
(68%) maanr)

US mobile video
viewers (millions &
% of online video viewers)

US online video ad
spending (billions &
% of online ad spending)

$3.1
(8%)

2011 2012 2011 2012 2011 2012
Source: eMarketer, 2011
134557 www.eMarketer.com



RESEARCH BRIEF

FROM THE CENTER FOR MEDIA RESEARCH
HOME SUBSCRIBE BRIEF REPORTS

Tuesday, Dec. 13, 2011

Mobile Email Click And Open Jumps 51%

According to new release from Knotice, the "Mobile Email Opens Report,” featuring email opens and click
activity via mobile device across 11 industry segments, mobile email opens climbed by 51% in the first half of
2011, The share of all email opens cccurring on mobile devices in the first half of this year was 20.24%, compared



What's in store for retail in 2012

From Dec 2011 | By Su=an Reda | Tag=s: Business and Strateqy, Cover Story




Digital Scales
Up

or

Down

as you need It

B The Right Wiy Education: The : ZFac Efron:
'\- LA To Fight the Case for National He Might Just
i Somali Pirates Standards L BeaMovic Star

The recession has changed more than
just howw we live, It'schanged what
we value and what we expect—even after
the economy recovers. A special report



What we’ll cover today

e A Digital Perspective — Best Buy

e Assets & Tools

e Performance & Accountability



Best Buy on Digital

http://www.youtube.com/watch?v=-rTzIAWI4Ms&feature=player _embedded



Assets & Tools

Assets Tools
o Datab_ase e Transparency
o Website(s) e SEO/SEM
o F.B Pag_e e Display
e Linked-in page e Mobile
e Twitter acct e Email

e Other brand
touchpoints

e Content
e Creative

e Social Media & Commerce



Tools

e Transparency
Your online reputation — track with Samepoint.com
Deal with issues openly or directly

Reviews Rule + Help SEO
It's about Word of Mouse now.....



9Uoctane R

Why Online Consumer Reviews
Matter

By Lauren Plewacki, Account Coordinator

It his Book Winning the Zera Moment of Truth, Google's Managing Director of
U.& Sales Jim Lecinskd distussesiie lgooriance of onling consumer reviews

Why
& time has come to embrace customer reviews. Whether you use the
nat, many consumers refer to them when trying to make purchasing decision
Why do consumers go online for reviews? They're looking for opinions of

people like themselves. They see reviews as unbiased and feel like they can
learn about a product or service without being pushed, manipulated or simply
sold en something.

geople would be surprised to learn that the vast majority

are posives 0 shortage of

thern. As more users have posted reviews, Goagle has seen a heavy increase

in search terms including the words “ratings™ and “reviews.” It's human nature.
we like to share our positive experisnces with others.
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From the Blog

+ Breaking Down Google's “Zero
Moment of Truth”

90octane’s Shannon Anderson
to Speak on Paid Search Testing
at SMX East 2011

90octane Is an Inc. 5000 Fastest
-Growing Private Company for
Third Year
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Tools

Search Engine Optimization
e Journey not a destination
e Content & Structure of your website
e Context
e Links — in from relevant sources
e Video
e Relevancy
e Most SMBs now outsource SEO
e Demand Accountability & Monitor Traffic Growth



Tools

Search Engine Marketing
e Only pay for clicks
e Premium Portals vs. Random Sites
e Conversion Ads Matter
e Optimization Matters
e Take me to the right place!
e Many providers — including local media.
e Demand transparent reporting
e \Works hand in hand with SEO
e Self Administer or Outsource? — most outsource



Tools

e Display Advertising
Behaviorally Targeted
Demographically Targeted
Publisher
Local Sites — biggest Local Voices — TV, Print. Radio

National — for geo, behavioral, vertical, retargeting,
custom content...

Ad Networks
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Tools

e Mobile Sites & Apps

e Mobile Display & Pre-roll

Publisher
Local Sites — biggest Local Voices — TV & Print sites/apps
National — by geo

Ad Networks

PewResearchCenter Publications

35% of American Adults Own a
Smartphone

One Quarter Use Their Phone for Most of Their Online Browsing

Summary of Findings




Clickthrough Rate for Mobile vs. Online Banner Ads
in North America, Q1 2011

Mobile banner 0.61%
-0.07% Online banner

Note: on the MediaMind network; includes campaigns with at least one

active mobile ad o _
Source: MediaMind, "Tiny Screen, Huge Results: Maximizing Mobile
Advertising Performance, " July 5, 2011

129580 www.eMarketer.com

US Marketers Who Have or Will Integrate Mobile
into Their Nonmaobile or Cross-Platform Campaigns,

May 2011
% af fotal
Don't know
% Not applicable NGk appicatie
| % h
’
Have integrated moblle Wil integrate maoblle

Source: Chwel Marketer, "201 1 Molve Markehng Swvey. ™ dne 13, 2071
Ly vt W PMark gl CiEn




Tools

E-Mall

= Grow your own — best practice

= The market is accustomed to commercial emaill
« Ultimate Upsell tool

Social Media

= It’s a conversation....not a push medium

= It’s about value you bring to someone “liking” your business
= It's about how you improve your market or industry

= It’s about transparency

Social Commerce

= Does it make financial sense?

« Can you upsell?

= Can you handle the volume?



Performance and
Accountability Metrics

e Can they prove their audience?

e What’s your value metric? Site traffic?
Completed Lead Forms?

e Impressions

e Click Through Rate

e Page Views

e Unique Visitors — schizophrenics

e Time on site

e CPM — Cost per thousand users reached
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11/05/2010 15:19
Eastern Daylight Time
Date/Time Generated  (GMT-0400)
ARA 300x100 Monthly
Query (1584120}
candis.snowden
{candis.snowden@linme
Creator|  dia.com)
Report Type  Advertiser
Fox Interactive Media
Metwork Mame | (LIN) - DFP
Date Range  10/01/10 - 10/31/10
Interval  Manthly
Selected Sites
Selected Creative Sizes  300x100 (5336)
Advertiser  LIN [Sample
Report Fields Report Metrics
Date Site Name Ad Slot Size Impressions Delivered
1-Oct-10 lin.kasa 300x100 30825
1-Oct-10 lin.knva 300x100 38753
1-Oct-10 lin.krge 300x100 759182
1-Oct-10 lin.kwbg 300x100 45
1-Oct-10 lin_kxan 300x100 1382758
1-Oct-10 lin.wala 300x100 510584
1-Cct-10 lin.wang 300=100 1139966
1-Oct-10 lin.wawy 300x100 2086942
lir kit 3NN 1N £7a7

BUFFALO::Key Measurements

July 2011 Key Measures

AT

7.9
Total Uniqus Visfors (000). Averags Minutes per Vit

Dsts Source: comScore.

18
Average Daiy Vaitors (000}

o

Average Visits per Viaior

A
Total Pagea Viewed (NM)

Total Uniaue Visitors (000) Trend Mosaic USA Group of Visitors
Manth VIVE.COM
010 - WMosaic USA Group (12 of 12) Visits Share:
Aug2010 a4z I tictio Fringe 16.38%
Sep-2010 EN) B Unscsie Arerica L ses
0ct-2010 271 I te-colar Frackbone 1106%
Nov-2010 532 I = ffhznd Sububie 10.28%
Pec-2010 48 €1 Smalltowsn Cordertment 945%
Janeem = R Ursien Essenee 54%
Fee-20mt e H  aspiring Conlemporaries 828%
War-2011 457
WEN rerican Divratty 7E5%
Apr-2011 243
I Furai vilages and Fams 731%
Nay-2011 522 f—
& Remols Aneics 293%
Jun-2011 4230 —
a0 . I ctruccing Socicties 2.12%
Data Source: comScare L Waryrg Litestrl=s uno%
Gender i 52 0ax B oo pringe
Datz Source: Hitwize Best described os:
Racially mixed, lower-middle-class clusters in clder single family homes,
semi-detached houses and low-rise apartments in satelite cities
Upscals America
Best described a5:
Callege-educated couples and families living in the metropolitan sprawl

Female, 48010

Data Saurce: Hitwize

eaming upscale incomes providing them with large homes and very
comfortable and active ifestyles




Resources...many are'

e Google Analytics

e SamePoint.com

e SurveyMonkey.com
e Emarketer.com

This justin.....
e IAB.net OpenForum.com from Amex...
P TVB.OI’g See “mastering online marketing

e Online-publishers.org
e Pewresearch.org

e MediaPost.com

e IMediaconnection.com



In the end...it's about....




Questions?

AMERICAN ADVERTISING FEDERATION

EMERALD COAST



