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Advertising expenditure $AU millions 200615
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Internet advertising — wired by category (A$ millions)
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_ Forecast data

Aust $ 2010 2011 2012 2013 2014 2015

2011-2015

Sources: PricewaterhouseCoopers LLP, Wilkofsky Gruen Associates, |IAB Australia. .
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Share of total advertising expenditure
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$AUD Jul 2020un 2011 Retail FMCG
Television $777,890,411 $496,486,110
Newspapers $335,259,356 $14,627,847
Digital $63,673,914 $42,711,389
TOTALS $1,467,155,653 $706,327,416

SMI Advertiser Category Data at June 30, 2011
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Forecast: Social Media Revenue Worldwide
20 10—2015(Gartner 11 Oct 2011)

M Social Media M Display Ad i Social Gaming

2010 2011 2012 2015
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Global social media expenditure forecasts
e-marketer

social Network Ad Revenues Worldwide, 2009-2013
ithons and % change

$9.99

2009 2010 2011 2012 2013
M soclal network ad revenues [l % change

Note: includes paid advertising appearing within social network sites, social
network games and social network applications; excludes spenaing by
marketers that goes towsard developing or maintaining a social network
presence

Source: eMarketer, Sep 20117

132400 ey earketer.com
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US social network advertising revenues

US Social Network Ad Revenues, 2009-2013
billions and % of total US online ad spending

2009 2010 2011 2012 2013

social network ad revenues %144 5200 5274 5390 5481
Total US online ad spending 2270 32600 33130 33580 341.20
social network % of total 63% T.F% 88% 1046% 11.7%

Mate: includes paid advertising appaanng within social netwark sites, social
netwark garmes and social network aoplications, excludeas spenaing by
marketers that goes toward developing or maintaining a social network
prasence

Source: aMarketer Sep 2071

132427 weanw eMarketer.com
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$9

Social Display ®Social Non-display $8.3
% -
$7.9
$7 1
s $5.9
R & [ $0.3 |
T 85 - $4.7
= $3.4 2 $7.7
— $6.6
R 0.1
$3 $2.1 $ $5.6
$2 1 —56:6— ‘:9_-5
$3.3
$1 4 $21
30 T T T T T
2010 2011 2012 2013 2014 2015

Propeietary and Confidential. Copyright © 2011 BLA/Kelsey. AT Rights Reserved.
Note: Numbers are rounded,
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What Works¢ THE CONSUMER PERSPECTIVE

Nl tos di ff i c usotial tampagignsswithout ereéattng a |
linkage to social communities & networks. 0

The opportunity of engaging consumers is as strong as ever,
however the rules of engagement have changed.

Copyright © 2012 The Nielsen Company. Confidential and proprietary.



TODAY:
1.SETTING THE SOCIAL SCENE IN AU
2. TRUST & ENGAGEMENT WITH SOCIAL ADJ
3. SOCIAL RESEARCH LEADING CAMPAIGNJ




Starting at the end; what do we already know?

o

Upwards brand shifts have already been proven through online advertising. We have
moved beyond the click through

Brand advertising does work in the social environment but recommendation is a

critical play.
Australians are engaging more with social T time spent on social sites vs non-social
Mar keters focused on Apush marketingo hav

Australian consumers trust highly in peer recommendations and social media is the

next best thing for recommendation

Copyright © 2012 The Nielsen Company. Confidential and proprietary.




SETTING THE SOCIAL SCENE IN AU




Online advertising now represents one fifth of total ad spend, and
rising

Online advertising share of main
media ad spend

General
display
=P 24%
r
% S53% giigc?gr%s
Source: PWC Media and Entertainment Outlook 2011-2015; Aug 2011 23%
: Classifieds

Copyright © 2012 The Nielsen Company. Confidential and proprietary.
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Relevance and utility improve acceptance of online advertising bu
privacy remains a concern

Online Australians agree that:

4 3 D/D a ® @ ..300/0
“If ads are relevant to " '; “Ads on websites
my interests & needs : * can be useful
| don't mind them” s attimes”
37% S 26%
2010 2010

“I'm happy for advertisers to know my online
usage patterns if it means I'll see more
relevant ads when I'm browsing websites”

16%

stable compared to

2010

Copyright © 2012 The Nielsen Company. Confidential and proprietary.
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Exposure to online advertising via mobile phone is growing

————————— 37% of online Australians who use an interet capable phone - 42% e mm————
- amongst

o o . ; : smartphone
can recall receiving advertising delivered to their mobile owner%

Of those that recall:

53%

Ad on a website

Video ad on a website

Copyright © 2012 The Nielsen Company. Confidential and proprietary.




Those with a smartphone are far more likely to have been exposed to online
advertising via mobile

= Smartphone Internet capable non smartphone

59

Ad on a website

52

Ad in a mobile application
10

SMS ad/promotion
77

Video ad on a website

MMS ad/promotion

11

Copyright © 2012 The Nielsen Company. Confidential and proprietary.
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Social Gaming Making it work

And what about Social Gaming?

with
A Speaking of high levels of engagement. Eg: Zynga games Scragnble friends

i farmville, words with friends, scramble with friends, m I—

Tap here to remove ads! >

hanging with friends.

A Zynga's games on Facebook have over 240 million Thanks for pisying!
Could you take a second and rale us

monthly active users —

; Dﬂ Diiepa79 has invited you to

A Creative execution is critical to shift engagement from the Pyt

Your turn to finish Rou

game play. (KS\ Scramble with Kungfu-ange
nd 2

>

Entice & allow consumer to share.

ﬂ Facebook [ J Twitter
A—

Attractive Audi offers,
ready to drive away.

Copyright © 2012 The Nielsen Company. Confidential and proprietary.




Social media has quickly become a mainstream category in the
Australian media landscape

1 72% 2 71%

Browse other people’s Read other peoples’ online
content on social reviews, discussions or comments
networking platforms about brands, products or services

3 67%

Send private messages via . 4
social networking platforms :

Update their social
- networking profile

“a

5 61%

Public messages (wall posts,
status updates etc) via social
networking sites

Copyright © 2012 The Nielsen Company. Confidential and proprietary.
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More than 2 in 3 online Australians have a social media profile,
most likely on Facebook

13, 000

11,000

5,000
7,000
- I l . .

3,000
Falrfax Badia

=

Google Facebook NineMSM/MSN eBay Yahoo! Fairfax Media Google Blire MEN /MSH

The average Facebook user spends
3x more time on-site each month than

other main publishers

Source: Nielsen Online Ratings, November 2011

Copyright © 2012 The Nielsen Company. Confidential and proprietary.




Facebook shows no signs of decline, but many Australians utilise
multiple social media platforms

EMain Profile Second Profile

Facebook

YouTube

Twitter

LinkedIn

Google +

Friends Reunited

Yahoo! Groups

Copyright © 2012 The Nielsen Company. Confidential and proprietary.




Social mobile continues to show solid year on year growth

60

16-24 vrs : 84%
7 25-34 yrs : 81%

- 35-44 yrs : 59%

N 45-59 vs : 37%
60+ vrs : 16%

o B |

30

20

0

2011 2010 2009 2008 2007

Proportion of social media users who have accessed Social Mobile

Copyright © 2012 The Nielsen Company. Confidential and proprietary.




Australians are increasingly consuming online content & services
0KSANI WR26Y GAYSQ YR Waz2OAlf

@ e

A1

Update social

Maps / directions Email Weather info networking profile Weather info

Top online activities while commuting Top online activities in cafes / bars / restaurants

Copyright © 2012 The Nielsen Company. Confidential and proprietary.
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Brandrelated engagement on social media saw the greatest
Increase in adoption in 2011

““““““ D{h o \ T

57%

46%

Click FB ‘Like' button
for brand/organisation

Use ‘share’ buttons
to share content

B E-ef
47% 39%

42% 33%

Connect with organisations / Post reviews of brands /
brands via SN sites prods or services

Copyright © 2012 The Nielsen Company. Confidential and proprietary.
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TRUST & ENGAGEMENT WITH SOCIAL ADS




CONSUMER TRUST

IN “EARNED" ADVERTISING
GROWS IN IMPORTANCE

Nielsen's Global Trust in Advertising Survey of more than
28,000 Internet respondents in 56 countries shows that while
nearly half of consumers around the world say they trust
television (47%), magazine (47%) and newspaper ads (46%),
confidence declined by 24 percent, 20 percent and 25 percent,
respectively, between 2009 and 2011

@incite
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To what extent do you trust the following forms of advertising?

Global Average Recommendations from people | know
Consumer opinions posted online

Editorial content such as newspaper articles
Branded Websites

Emails | signed up for

AdsonTV

Brand sponsorships

Ads in magazines

Billboards and other outdoor advertising

Don't Trust Much/
At All

Ads in newspapers

Ads on radio

Ads before movies

TV program product placements
Ads served in search engine results
Online video ads

Ads on social networks

Online banner ads

Display ads on mobile devices

Text ads on mobile phones

Copyright © 2012 The Nielsen Company. Confidential and proprietary.

47% E
47% 539%
47% 539%
47% 539%
46% 54%
42% 58%

41% 59%
40% 60%
40% 60%
36% 64%
36% 64%
33% 6/%
33% 67%

iNncite



To what extent do you trust the following forms of advertising/recommendation?

(Percentape of respondents answering “trust completely” or “trust somewhat’) Recommendations fram people | know
opinior
anded Website
f ent su i
nails |

Our region in particular has
higher levels of trust in
general advertising. sl o

SINg
in
Ads onrad
Ads before mowvies
program product placements
In search e t
line video a
Danner ads
ispla r ban Jevi
table

Source: Nietsen Global Trust In Advertising Survey, Q3 2011

Copyright © 2012 The Nielsen Company. Confidential and proprietary.
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Brandrelated engagement on social media saw the greatest
Increase in adoption in 2011

Social vs. Non-Social ads
Nielsen analyzed results from 79

Facebook campaigns over a period
of six months to determine how well
ads with social messages
FACEBOOK succeeded at breaking through to

POPULATION the audience.

FRIENDS OF FANS

My friend likes this brand

Copyright © 2012 The Nielsen Company. Confidential and proprietary.




Brandrelated engagement on social media saw the greatest
Increase in adoption in 2011

Difference in Ad Recall for Social On average, social ads

vs. Non-Social Ads generate a 55%

greater lift in ad recall
than non-social ads, though
individual cases may vary.

us controd)

* Lift in Ad Recall

(exposed mim

NON-S50CIAL  SOCIAL

Copyright © 2012 The Nielsen Company. Confidential and proprietary.




Brandrelated engagement on social media saw the greatest
Increase in adoption in 2011

Average Online Brand Effect Results

6%

This shoul dnd
a surprise as existing
Online Advertising has
already been proven in
Australia with upward

1% shifts across brand

- measures.

-1%
Brand Message Purchase Brand
Ad Recall Awareness Association Consideration Favorability
Well-executed online advertising can drive branding metrics.
X nielsen
Source: Nielsen

Copyright © 2012 The Nielsen Company. Confidential and proprietary.
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Retailers moved into #1 position as the most popular sector to
engage with via social media

- T 1 Retailers - T

2 Movies, TV/radio programs or personalities

t ’ 3 Restaurants, cafes, bars, clubs

Technology brands

Charities or not for profit
organisations

650/ general updates and information

56% offers / deals / coupons

490/, access to exclusive information

Copyright © 2012 The Nielsen Company. Confidential and proprietary.
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SOCIAL RESEARCH LEADING CAMPAIGNS




Social Research Leading Campaigns

1. LANGUAGE OF THE CONSUMER
OPPORTUNITY: ADVERTISING MESSAGING

Copyright © 2012 The Nielsen Company. Confidential and proprietary.



Social Research Leading Campaigns
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A Tale of Two Communities

(CWeightWatchers@

TONY FERGUSON

Weightloss Program




Comparison of Two CommunitiesDiscussion Topics

support and sharing
40% WW 31% TF

Weight Watchers Forum Topic Tony Ferguson Forum Topic
45% 45%
40% 1 40%
35%9 35%
30% - 30% -
2 25%
200/0' 20% -
150A)- 15% -
1004)- 10% -
’ 0% -
SN S 5 @ P O & N\ L 5 & <
& i é\o\o $e& ’6‘?} *\{‘ (‘J\QQ' & & N &F 3 N Qgg‘\ eéé\ &
oo g & & O & &L & & g R _\Q}Q Pt
QO«’“ (3,\‘?0 Q @}4& 0{,&\0 s\oob & %,\&Q A\ & d S{\,& c,Q'O e
< &
‘—)\)Q /6 v \)QQ $® 0 7 é“)
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A Tale of Two CommunitiesDiscussion Topics

exercise
25% WW 7% TF

Weight Watchers Forum Topic Tony Ferguson Forum Topic
45% 45%
40% - 40%
35% - 35%
30% - 30% -
25% 2504 -
20% - 20% -
15% - 15% -
10% 10% -
0 0% -
N\ X N L
&I FE, I TP TEFT TS S
e 2 o° & \@ ¢ &L E F N T Sl e\/
& \%@% Q@ &8 06 NN ® S \,&e 2 &
C)OQQ /6 14 \)QQO R\ @Q’\% o‘\ ’b\) é‘ ¢.,Q>

Copyright © 2012 The Nielsen Company. Confidential and proprietary.



A Tale of Two CommunitiesDiscussion Topics

physiology
2.5% WW 10% TF

Weight Watchers Forum Topic Tony Ferguson Forum Topic
45% 45%
40% - 40%
35% - 35%
30% - 30% -
25% - 2504 -
20% - 20% -
15% - 15% -
10% 10% -
° 0% -
Q N S X
&5 E, I TEFT TS S
e 2 o° & \@ ¢ &L E F N T Sl e\/
& \%@% ¢ @ N 06 e \&\Q N Y S \,@e c)Q/o &
B Qd g QQQO x & A G\"%

Copyright © 2012 The Nielsen Company. Confidential and proprietary.



Social Research Leading Campaigns

Language used:
ADHO or ADSO or

3

Dearest Husband

Essen l:|[:]t Dearest Son

Dearest Daughter

Audience Size:

300k monthly unique
Female skewed.

Think about what language resonates
with your audience

Copyright © 2012 The Nielsen Company. Confidential and proprietary.
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Final Thoughts

A Share with your consumersthey will take ownership of your brand if you allow
GKSY G20 LGQA F ANBFG az2dz2NOS 2F NBaStk
of how to market to them.

A 2dz2NJ I ROSNIAaAAY3I YySSRa aKz2g az2yYS (Y2«
their spaceg they are the publisher, author & moderator.

A Activate your consumers and they will be advocates within social media. Push
method is not natural within social.

A Get better efficiency from your Ad spend through understanding the platform you
advertising on. Listen.

A Think about how brands can also connect using creative messaging and leveragin
the trust of friends (Facebook).

Copyright © 2012 The Nielsen Company. Confidential and proprietary.
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5 things, Social Advertising




171 Target the individual, not the demographic
2 1 Ensure creative aligns with targeting

31T Optimise, optimise, optimise

41 Drive qualified traffic

51 Adapt the fastest



Target the individual, not the demographic

\'



Old School




New School




Picture your perfect consumer

!...




Granular, specific targeting = win

yhap ¥




Ensure creative aligns with targeting




#WIinning

Creative

Advert Pleview # Edit

15M Skrillex Mix v

Australia! Click here for
15M of Skrillex
Seamlessly mixed.
Listen in, Listen up!

nil

View on site - Create a similar advert

Targeting # Edit

This advert targets 120,340
users:

n who live in Australia
= age 18 and older A
n who like skrillex

Suggested hiﬁ:‘ﬁﬂl.-#D-U_EE ALD

Targeting



#WIinning

Creative

Advert Prpview # Edit

Aussie Environmentalists v
Through a simple click,

@' you can show support

for sustainable fishing.

Mike Watkins likes Tarong

View on site - Create a similar advert

Targeting # Edit

This advert targets 265,780
UsSers:

s who live in Australia

s who live in Sydney, N5SW

= age 14 and older

» who are in one of te categories:
Charity/Causes, Enygironment or
Pets (All} A

Suggested bid: p0.31-p.63 AUD

Targeting
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Optimisation




Static versus Dynamic

B




Db Fachinn Dalico Dad Carnat Blioniag Awbisd Trithh Wabrk W ol
! IS Yigeo rasnion rFoice e Carpet mOovYIies AWITUL 11rutn ZalCh w IKr'is

-~ .=
> -
e T IS A TWO-NIGHT
'/ | Al (g KARDASHIAN EVENT

- FAIRYTALE & f ¥ SUNDAY.OCT.9@8/7¢ °
- WEDDING : & MONDAY, OCT.10 @ 9/8¢

Kim Kardashian and Knis Humphries Divorcing!

Today 9:23 AM POT by GINA SERPE

i [} 694 people like this. Be the first of y

| N ) . Ml - e ' f. o

\_..'n“', nunam ¥y, AN Kargasmnans iairy-lae

A P ¢ ~ e p— ‘" - P .J
_A romance has come 10 an abrupt end



Dynamic

Linked ﬂ.;. Go to Linkedin Ads »

v Michael Watkins Add Connections

Home Profile Contacts Groups Jobs Inbox ZJ] Companies News More People + Sear f«r:*.v:m:-:n:

Future of Soclal Media - Web 3.0 and The Future of Social Media 2012 Forum in Sydney, 25th-27th June - From IBR Conferences Pty Ltd

- 3 Improve your Profile View profile
Michael Watkins ca
Social Strategist

Ask for recommendations

Create your profile in another language

Edit Photo

— 100% pfOfl e comp!eier‘ess
Michael Watkins

digiocial 19 interesting facts that can be found in facebooks IPO prospectus -
THE AUSTRALIAN #
o Documents: Understanding the Facebook Prospectus

dealbook nytmes con REGISTER
o Facebook's S-1 filing with the Securities and Exchange TODAY FOR

Commission is the first step toward an initial public offering. X i
DealBook is annotating the 148-page prospectus to decipher THE I" I{I f,I .

the giant social networkjs revenue, profit and... 28 DAY
: . DIGITAL PASS

Current  Director at mkl77 (formerly mudo media) Edit

Social Media Lecturer at Adschool Australia Edit (Ch('k here to 1 egistel ”0\9
Founder at blublocks Edit

sSee a

+ Add a current position Who's Viewed Your Profile?

15t Senior Social Strategist at One Green Bean
Senior Social Strategist at Tongue 1 A Your profile has been viewed by 14 people in the past



Media agencies
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What is qualified tra

SUPRE fans only.
Floral Summer Dress

10% of all online

i‘ l 7 stock, only for SUPRE

fb fans. Promo Code
FB1S.

SUPRE fans only
22 online stock, only for
SUPRE fb fans. Promo
Code FB15

'}./"R“ fans on Y

' $35

com.au

FHared Jeans. 10% of all
e stock, only for
PRE fb fans. Promo

e FB

~WwWo

" 15
U LD



Benefits of Qualified traffic

Higher dwell time

Higher conversions

Higher engagement

Higher likelihood of repeat visits



Being first in, pays off




Being first in, pays off

Soclal moves so fast.

Advertisers who adapt just as
fast, benefit.



SUPRE

75,000 fans for 4k

0.053c a fan in mid 2009



Crunchy Nut Cornflakes

100,000 fans for 90k

0.9c afanin early 2011



171 Target the individual, not the demographic
2 1 Ensure creative aligns with targeting

31T Optimise, optimise, optimise

41 Drive qualified traffic

51 Adapt the fastest



Thanks!

Mike Watkins
@digiocial

2"d May 2012
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ADVERTISING IN
SOCIAL MEDIA



Kie

ISE

A KINECT

4 FAMILY NIGHT

JACOB'S CREEK

—
> %e:m/m?

SHIRAZ

SPORTSCRAFT
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IAB: SOCIAL ADVERTISING

FANS MANAGED

4/,/3/9/8/,/5/6]2

Bubble O’ Bill Ice Creams
o v _ike [ Ashley Ringrose, Chris Coward and 1,122,344 others like this.

N ¥ .
A > 5 ) Ve
R:lA)8ERA0 A

Official Rio the Movie
Like [ Ashley Ringrose, Dougal Strachan and 885,480 others like this.

* BREE
s ! ™

Official Narnia: Voyage of the Dawn Treader

K3 Ashley Ringrose, Rojak Maelstrom and 730,591 others like
this. - Admin Page - Insights

aENe . PHLE AR N

Official Water for Elephants Movie
B Ashley Ringrose, Matthew Willis and 350,895 others like this.
E

IMEPOINTA




Social Landscape

lJ Facebook
5l StumbleUpon
Twitter

@ Reddit




You can also include

E Adwords with Google+ Niche is nice!

Youtube TripAdvisor
LinkedIn 3 Yelp!

ebY eBay @j Dribble

® Flickr Deviant Art
Pinterest Z= Spotify

L4 Forums




Traffic drivers

StatCounter Global Stats
Top 7 Social Media Sites in Australia from Apr 2011 to Mar 2012

Facebook

StumbleUpon

F
|

reddit

Tvatter

LinkedIn

Digg

Other

L
0% 14% 28% 42% 56% 70%
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http://gs.statcounter.com/

A quick overview

Be selective
All require different strategies = lots of work
Direct response

Buzz can be deceiving

a B~ WD P

Have a goal




What is your goal?

A More fans?

A More engagement?
A Product Education?
A App installs?

A Video Views?

A Event RSVPs?

A Web traffic?

A Brand awareness?




STUMBLEUPON.COM



What is StumbleUpon?

A Simple web/mobile tool bar

AClick to visit Arandomo sit
ALi ke or fhateo any page

A 25 Million worldwide and growing by 1M a month

A ~400k+ Aussies

A Old news = no buzz




Is that it?

Q Stumble! All ~ [ like it! (@ - | B3 “#4 Sharer % Info ; gmc . Likes s Connections Tools~

PAGE. 86 IAB: SOCIAL ADVERTISING ‘ﬁmp



| guess people like it

€ stumbleupon

http://www.hdwallpapers.in/wallpapers
/milky_way_sky-1920x1200.jpg

Stumble This

Stumblers Who Like This

Info
ame ~ mrtruffie
Y - {05, shis
P <)
Liked By (25} 1
HBFOLLOWING
omething Yvror
m_m‘ frozenflames47 jdean540
Discovered in m \ o o
Photography m B=oLLov . BEOLLOW
m Innocentd... " b
i BrFoLLoy
Comments About This
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What is Nanotechnology?

Selected 0 [ Animation (862) [ Movies (2198)

Popular (31) [ arts (1660} [C] music (2470)
ArtsiHistory (38) [ Bizarresoddities (2281) [ oniine Games 1181)
Commerce (31) [C] Books (1243) [ Photography (2265)
Computers (43) [ cars (875) [ poiics (138)

Health (34) [l cats (324) ["] Programming (138)
Hobbies (28) [C] computers (996) [ satire (529)
Home/Living (33) [Z] Environment (581) [ science (1275)

Media (23) ["] FoodiCooking (1646) [C] self improvement (1353)
Music/Movies (80) [—] Graphic Design (748} [“I shopping (823)
Outdoors (16) [C] Heatth (1125) [C] software (369)
Regional (27) [T Humor (3035) [l rravel (1493)

Religion (17) [l internet (1288) [CIvideo Games (1209)
SciTech (39) [] internet Tools (727} [C] web Development (142)
Society (58) [ Linuxiunix (103) [ weblogs (74)

Sports (36) [ macos (169)
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Targetinge too easy

Bad targeting

Bird Watching (59) Lefthanded (79)
Ceftic Music (36) Magic/llusions (1520}
Conspiracies (753) Paganism (68}

Exotic Pets (536) Paleontology (77)
Hunting (21} UFOs (366)

Good initial test

[¥] Banking (59) [¥] Financial planning (95}
Business (252} Investing (129)
Capitalism (33} Management/HR (46)
Daytrading (38) Options/Futures (40}

Entrepreneurship (246) Petroleum (23)
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How much?

A5ci20c per fAstumbl eod

A No min spend

A Max spend based on audience




Lifetime

F R E E ! ? Created Score Paid Free Cost ECPV

Jul 31, 2008  62.50% 3,711 35,108 $185.55 0.45¢
Oct 22, 2009 73.95% 3 667 29 665 3184.35 0.55¢
Jul 20, 2010 &3.62% 10,948 12,721 35047.40 2.31¢
Decd 2010 6571% 21,319 2,008 $1,065.95 4.05¢
sep &, 2010 78.63% 7 267 4 508 $363.35 3.09¢

Oct 24, 20059  30.3%% 940 3,702 F47.00 1.01¢
Jan 8, 2012 &4.06% 42 397 2,571 32,119.85 4.71¢

PAGE. 91 IAB: SOCIAL ADVERTISING



—AAAAA-AAA
BegetofAotBlogodo|
Bl il il ot ok |

-
~
< >
) E -
., “lm m M
= £ <
. 9



http://9by9.tv/

When to use?

A Goal: Want to drive traffic
A When you have interesting content

A & you can define the targets interests

A & supplement other advertising




Final Tip

Stumble to Facebook = BAD




TWITTER



Twitter Promoted Tweets/Hashtags

A Your tweet or #hashtag promoted to users
A Pay $120k per day

A Can only device & geo target

A Guaranteed hijacking

I Users

I Spambots



http://www.clickz.com/clickz/news/2076931/twitter-builds-sales-force-eyes-japan

Hashtag Hijacking G !icnotas mor  foton

These #McDStories never get old, kinda like a box of
McDonald's 10 piece Chicken McNuggets left in the sun for

a week.
24 lan 12 4 Reply 13 Retweet * Favorite
Terry 2 Follow
e (@ StMizzousky

The McRib contains the same chemical used to make voga
mats, mmmmim #McDStories

24 Jan 12 4= Reply £ Retweet W Favorite
a Elizabeth Leyland ¥ Foliow
@Lizzieley

M McDonald's & While eating my Chicken McNuggets...I ponder how many

el lab rats had to die making them. #McDStories

Meet some of the hard-working people dedicated to 24 Jan 12 4~ Reply T3 Retweet Wy Favorite
providing McDs with quality food every day #McDStories —

med.to,/zEckINn May

19 Jan 12 4~ Reply £ Retweet Wy Favorite @Alice_2112

Hospitalized for food poisoning after eating McDonalds in
1980. Never ate there again and became a Vegetarian.
Should have sued. #McDStories

January 24, 2012
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When to use?

A When you want to get fired




When to use?

A Goal: Want to generate buzz

A Use #hashtags with more creativity & less $$$



http://mashable.com/2012/03/23/twitter-hashtag-campaigns/

FACEBOOK
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WHAT IS FACEBOOK?

Altods aé.




FACEBOOK AD MYTH

Facebook ads are NOT a reach/branding
medium.

Reach and frequency mean little
Frequency of 10+ is OK.

CTR, Conversion Rate & Cost per Fan

are the metrics to pay attention to.




BAD USER FUNNEL

— RUN ADS

$ = MONEY SPEND
= BRAND EXPOSURE
= BRAND ENGAGEMENT
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GOOD USER FUNNEL

$ =MONEY SPEND

RUN ADS
= BRAND EXPOSURE
$ B = BRAND ENGAGEMENT
[

M = BRAND EXPOSURE WITH FRIEND

GET FANS — GENERATE STORIES —

- GET
INTERACTIONS

| M
i |

ey =

RUN STORIERRADS ——

=t

ORGANIC FANS

GET WEB TRAFF

>

A A

)
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TOO MANY OPTIONS!
A Premium vs. Marketplace A Events
A External URL A Places
A Standard Page Like Ad A Application
A Page Post Ad | App used story
I Photo I App share story
I Video A Page Like Story
I Poll A Page Post Like Story

| Text A Argh! Ads




THE HARD WORKING LIKE AD

Xbox Australia and New Zealand

Halo Anniversary is out
' now, Click here to geta
custom Service to Halo

badge

You like this.
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THE PAGE POST AD

Xbox Australia and New Zealand
Xbox Australia and New Zealand : : :
: : : Design your ultimate Halo medal with
Halo: CE Anniversary is out now. What's 3
: our 10-year Anniversary accolade
got you most excited - co-op mode, builder. D
achie...

465 0125 B 40
4 23 B 1

. Jacob's Creek asked: Where will you
be watching the Melbourne Cup today? Xbox Australia and New Zealand
K Time to dust off those opinions - what's
At wor your pick for the best game of 20117 -
At home kronjob

ro41 1343 - share
2 maore, ..

PAGE. 108 IAB: SOCIAL ADVERTISING



THE SPONSORED STORY

E Ashley Ringrose likes Jacob's Creek.,

Jacob's Creek

e Like
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THE EVENT AD

Enjoy an outdoor movie

Enjoy an evening of open
air cinema with great
wines, delicious food and
picturesgue surroundings
at the Jacob's Creek
Visitor Centre

E RSVP * Ashley Ringrose will be attending:
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HIGHLY COMPETITIVE

facebook search

hley Ringrose Home

Ads and Sponsored Stories You May Like

m Recently viewed Sponsored stories

We Wish

Daily design inspiration
featuring great home
furnishings, accessories,
art & design.

&) Like- 696 people like this.

TAB Sportshet

et all the latest 2012
Rugby League news &
odds on the TAB
Sportsbet page. Like us
today!

g} Like- 55,203 people like this.

Puffin Books Australia

Read an extract from this
outstanding new
adventure series for
readers aged 6-9 by
Justin D'Ath, creator of
Extreme Adventures.

&) Like® 5,623 people like this,

OzForex

Win 8x §1,000 of fravel
— money! Get your OzForex

4 Trawvel Card and win.
.” Details on our wall.

&b Like® 1,637 people like this,

IAB: SOCIAL ADVERTISING
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AndroidPIT.com

AndroidPIT.com is the
go-to-place for
everything Android. Know
the news, read our
unbiased

g Like* 7,323 people like this.

TargetWeight

Stay young by tracking

your Weight, Steps & BP

o on your iPhone or iPad.
2M+ users Like it!

+PRO
g Like- 3,739 people like this,

Schweppes Australia

1 The cocktail revolution
has begun. Rise up and
follow Cocktailbike to
unleash your creative
side!

&) Like- 43,1585 people like this,

Cha-Ching!
TR VVheel. of. FORTUNE!
. Spin these new SLOTS
EEE[‘JE? and win today!

-

Sandi Krakowski

Millionaire Maommy
Blogger-Teaches free tips
on Wordpress, Blogging,
Copywriting.

g Like: 22,062 people like this.

Attix

Looking to create more
] !fa J storage in your home? We
1 4 have a huge range of
attic ladders for DIY

& Like* 870 people like this,

Must Be 18+ To Play
. Click to play the #1 war
strategy game of 2012;
r BATTLE PIRATES. Rule
the seas!

Building Cities is Boring

Blowing cities up is way
more satisfying.
Wasteland Empires - play
naw!

Create an advert

See Wilson Luna 5-6 May
yourfamilyyourmoney.com

nw Claim 52037 Tickets for
FREE to Wilson Luna
Millionaire Incubator

Bootcamp Event in
Sydney

LIVE AFL now on

Now you can get LIVE AFL
with FOXTEL on Xbox
360, There's no lock-in
contract and no
installation. Give your
¥box more game.

Can You Beat Level 17

Peace is not an option.
Play War Commander!
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COST PER FAN/CLICKS: 6 MONTHS







TARGETING



GLORIOUS DATA

A Friends of Fans A Precise Interests
A Age A Category Targeting
A Gender A Existing Pages

A Language

A Sexual Interest
A Location
A Education level

A Family Status
A Mobile




TARGET WITH A PURPOSE

BIEBER FANS

GAMERCHIX
WITH DEGREE

TREKKIE FAN BABES

PRINCESS LEIA
COSPLAYERS

THE RAREST POKEMOHN

Estimated reach
15,820 people

m who live in Australia

m between the ages of 18 and
30 inclusive

m who are female

m who like justin beiber or
justin bieber

m who are single

m who are interested in men

BIEBER FAN BAITING

Estimated reach
1 ’ 520 people

m who live in Australia

m between the ages of 18 and
30 indusive

m who are female

m who like video games, xbox
360, xbox, nintendo ds,
ps3, nintendo, nintendo
wii, psp, wiior playstation

= who have graduated from
university

m who are single

m who are interested in men

GAMER DUDES
WITH DEGREE

Estimated reach

920 people

who live in Australia

age 18 and older

who are female

who like star trek

who are single

who are interested in men

TREKKIE FAN BOYS

Estimated reach
3 r 160 people

who live in Australia

age 18 and older

who are female

who like star wars

who are single

who are interested in men

STAR WARS TOY
COLLECTORS

Estimated reach

fewer than 200 people

m who live in Australia

m between the ages of 18 and
30 indusive

who are female

whao like limumn or whbuntu
who are single

who are interested in men

LINUX MEETUP STUDS

Estimated reach
20,840 people

m who live in Australia

m between the ages of 18 and
30 inclusive

m who are male

m who like justin beiber or
justin bieber

m who are single

who are interested in women

PAGE. 117

Estimated reach
6_, 560 people

m who live in Australia

m between the ages of 18 and
30inclusive

= who are male

m who like video games, xbox
360, xbox, nintendo ds,
ps3, nintendo, nintendo
wii, psp, wiior playstation

m who have graduated from
university

m who are single

m who are interested in women

IAB: SOCIAL ADVERTISING

Estimated reach
3 r 120 people

m who live in Australia

m age 18 and older

m who are male

m who like star trek

m who are single

m who are interested in women

Estimated reach
1 3, 240 people

who live in Australia
age 18 and older
who are male

who like star wars
who are single

|
[ |
|
|
[ |
m who are interested in women

Estimated reach
680 people

whao live in Australia
between the ages of 1B and
30 inclusive

who are male

who like linuoe or wbuntu
who are single

who are interested in women




BUT DONOT OVER TARGET

WHO ISN'T TOO OLD

ANY WOMAN IN AUS

Estimated reach
4,3?1,6“0 people

m who live in Aunstralia
m zge 18 and older
m who are female

THAT LIKES MEN

ENJOYS SEX & SHARING
THAT WITH EVERYONE

AND IS SINGLE

& NEEDS A STUDY BUDDY

Estimated reach
2,163,100 people

m who live in Australia

m between the ages of 18 and
30 indusive

m who are female

PAGE. 118

Estimated reach

699 I 520 people
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who live in Australia
between the ages of 1B and
30 indusive

who are female

who are interested in men

Estimated reach

?2,16‘0 people

m who live in Australia

m between the ages of 18 and
30 indusive

m who are female

m who like sex, shower sex,
morning sex, i love sex or
middle night sex

m who are interested in men

Estimated reach
21 ,480 people

m who live in Australia

m between the ages of 1B and
30 indusive

m who are female

= who like morning sex,
middle night sex, sexori
love sex

m who are single

m who are interested in men

Estimated reach
460 people

m who live in Australia

m between the ages of 18 and
30 indusive

m who are female

m who like sex, shower sex,
morning sex, ilove sex or
middle night sex

m who are at university

who are single

m who are interested in men




OR GO TO BROAD

Estimated reach [?]

10,659,580 people

m who live in Australia

Estimated reach [7] Estimated reach [7] Estimated reach [?]

4,568,420 peopic 4,459,720 people 2,691,580 pecpie
m who live in Australia m who live in Australia m who live in Australia
m who are in the category m who are in the category Music

m who are in the category
Movie/Film (All) (Al Sports (All)
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TEST & LEARN: IMAGES




TEST & LEARN: COPY

Sydney's newest superclub
IS almost here. Like us to be
the first to know.

See Gyroscope play a
special FREE gig at Rock
Lily. Click here to rock out.

Love tea? 'Like' us!

VS.

Las Vegas style clubbing is
coming to Sydney. Click
here to find out more

FREE Gyroscope gig on the
15th of March. Click here for
details & get ready to rock

'Like" us if you think there's
nothing better than a cup of
tea!




TEST & LEARN: TARGETS

Eztimated reach [2] Estimated reach [?]

1 7 127 ,DBD people 935;?40 people

= who live in Australia m who live in Australia

m who are in the category = who —= in the category
Gaming (Social/Online) Gaming (Console)

VS.

Estimated reach [?] Estimated reach [?]

727,480 pecple 122,960 people

m who live in Australia

m in one of the categories:
Parents (child: 16-19yrs),
Parents (child: 13-15yrs),
Parents (child: 4-12yrs) or
Parents (child: 0-3yrs)

m who live in Australia

m exacty between the ages of
25 and 45 indusive

m who are single

m who are in the category
Parents (All)
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SYNC YOUR ADS & PROFILES

Jacob's Creek

What's your favourite cheese and wine combination match? We love Shiraz
with a quality Blue. Yummo.

Like - Comment - Share - July 5 at 2:34pm

Jacob's Creek ] 24 people like this.
] Tell us your favourite

L) View all 28 comments

i cheese and wine

¥ i i |

. combination! » # Mike 'Spud' Hewson | am enjoying a bottle of cabernet
==y

sauvignon with stichilton as i post this. (b4 nel tries to
correct me, yes it is called stichilton)

ly 20 at 1:46 - Lik
i) Like - Tom Ragg likes this. July 20 at 1:46am - Like

i Dokyung Jun le me see...anpang ?!

September 2 at 4:27pm - Like

il

Write a comment...
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OPTIMIZE REGULARLY




DONOT OV
DOIT



IF ALL ELSE FAILS USE ORANGE
+oRINT __I.Fu_ e ]
Aﬂ : s ijH ey onto ot news and sty ahesc of

HOME THIS ‘a’"EEh ISSUE MOEBILE APP EVENTS | WEBCASTS | BRANDED
P&G Finds Ol'ange Ads Work Better on
Facebook

MNot Unlike Continual Improvement Processes in Factories, CPG Giant Taps Data to
Constantly Refine Digital-Ad Effectiveness

By: Jack Meff Published: February 27, 2012

EiLke 1933 Tweet|{208| @ +1) 25 i share | 174 B =hare| [ email |8/ print| [ e

Digital is consuming more of Procter & Gamble ®'s media budget and has become so important that
the world's biggest advertiser is fundamentally changing how it creates those ads and applying what
it learns to other parts of the marketing mix.

PANTENE = PANTENEZ  P&G's optimization approach for digital is not
15, |

unlike the continuous improvement processes
LOWVE & LITTLE .
= long used on factory floors, and some of its
brands, including Pantene, are using
continuous data on consumers' response to
digital ads to tweak media buys and inform
creative elements.

TRUTH I5. |
LOVE A LITTLE
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http://adage.com/article/digital/p-g-finds-orange-ads-work-facebook/232931/

OR JUST IGNORE THE RULES

Sponsored Create an advert

Vanish NapiSan Australia
e« | Vanish NapiSan PowerShots Gelcaps

£ Like this Page
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AND STILL GET RESULTS

P sy a4 Vanish NapiSan PowerShots Gelcaps

Like * Comment - Share
T 543 people like this.,
[ 12 shares
iLJ view previous comments 50 of 163

Cynthia Parry works wonders on dours
22 April at 20:26 - Like

Madine Rogers Works every time,
22 April at 21:38 - Like

Meil Vincent love the dean.
23 April at 11:24 - Like

Sandra Hoskin deans good
23 April at 14:11 - Like

Faye Mulligan the best thing to get kids
dothes dean and very good value for your
dollar.

23 April at 16:24 - Like
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EVERYONE LOVES BENCHMARKS

Cost per fan Conversion Rate: (fans/clicks)
A Iconic brand: <$1 A Aim: 75%
A Average Brand: $1-2 A Average: 30%

A Unknown Brand: $2-3 A Stop: 15%
A Hated brand: Why?

CTR

A Existing Fans: 0.2%
A New Fans: 0.1%

A FB Average 0.04%
A Stop!: 0.02%
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Don't do this:

IAB: SOCIAL ADVERTISING

]im’s Blog Home About Contact Wi K7 D
' (N e @O
éleE e Like 0 ] Like

Jim’'s most awesome blog post!!! & Become a Fan on
THIS IS MY BEST BLOG POST EVERN! Fa_CEbDDk

| SFENT MORE TIME FOSITIONING ALL THESE STUFID
FUCKING BUTTONS THAN | DD WRITING THE ACTUAL  Bad
POST. BUT | AM A WORLD-REMOWNED MARKETER AND

THI S 15 HOW IT°S DONE! ALSO IF ¥OLU ENJOYED THIS [ FoLLow Us On

POST BE SURE TO LIKE IT ON FACEBOOK! Iﬂ )
' # Tweet | s B | Bt
C
BuchOBEC-00 .
. : PLEASE PRETTY
e3 Like I6 Like & LIKE THIS? PLEASE?
ITLL JUST
TAKE A SECOND &3 OH GOD I BEG YOU
= HAND BIGGER! 4=, BALLOON!!!
Still no? : : , TOUCH
Y ke the This one has nice boobies!!
o e ad( T THEM!

| JUST WANT SOMEOMNE
- THlS 'DNE |$ |W|S|BLE“ TO LIKE ME! |

HOLY SHIT T3 STEALTHI




Put your energy into
making things that are

G LIKEABLE<

NOT into some douchey

social media strategy.



http://theoatmeal.com/comics/facebook_likes

ASHLEY RINGROSE
@100FTZOMBIE

SLIDESHARE.NET/ SOAPCREATIVE
SOAPCREATIVE.COM

@SOAPCREATIVE

.
@) ! OF GREAT DIGITAL
B | ‘CREATIVE



http://www.slideshare.net/soapcreative/facebook-brand-pages-for-dummies
http://www.slideshare.net/soapcreative/2012-digital-predictions
http://www.slideshare.net/soapcreative/adage-digital-2010-6-foundations-of-great-digital-creative
http://www.slideshare.net/soapcreative/soap-creative-10-facebook-myths-busted

iab.

australia

What works: Advertising in Social Media

t dzof AAKSNBQ t SNRALISOUA ¢
Olivija HarveyAccount Director,
Marketing Solutions, AU & NZ, LinkedIn



Advertising in Social Media

Linkedin.

what works

Olivija Harvey
Account Director, Marketing Solutions



Each network offers a valuable and unique proposition

facebook '.'! XS

i

The Fm{mivmf The pula?ip broadcast

h@'t:wML )o?a, rm



Brand relationships have evolved

From what was once a brand controlled
monologue

xyzCo

To brand and consumer two way
dialogue




A truly global audience

5M+ 34N+
Sl m

M+

BRAZIL

3M+

AUSTRALIA

BOOM+cvers1 L 7 anguages | 2 ol

www.press.linkedin.com/about




Connect brands with their most valuable customers to build
strong, authentic relationships

Audience Context Impact
a ) s A e ———— =)
£

Jeff Weiner A \WAOTI\/ DAY MAR £ . ? s R
CES al Linkedin HUTC“\CTI VE TODA}Y il "E—A-‘AA_» gL R e

i
_ —_ Nissan set to ereate 2,000 jobs g B
JoI Wairver 1§ E D0 II'I-_FI Breat 10 A I.n'l'll-'ll'l |l'_‘:||r' i Char I'-|Il"l|'l_|||3' ~ X L
joidess claims 3= nejobie e ading inckcamor W ST
¢ CED = Linkedin ey il
Membier, Board of Darectors st BonarsChoose [ J
Member, Board of Direciors 3l Malaria He More o
[ Esmcufive n Resderces 3t Accel Parners o

Exscuve In Residerce at Greylock
Exscuive Vice President Metwork Dedsion 2t Yahoo! [

nibaraly of PRnrayhania - Toe Whannn Szhool
B pROplE Fn recommended Jer
S0+ conre chions

1 b Follow Sjell petis
J

Affluent, in-market: Professional Network effect extends
Increases receptivity environment engenders your marketing beyond
and decreases wastage trust and confidence the initial investment




Targeting - Power and accuracy of professional profile data

Profession
Seniority
Industry
Company Size

Geography

Education



LinkedIn brand engagement insights

Who Clicked On Your Ads?



