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Measurement is
fabulous...unless
you're busy measuring
what's easy to
measure as opposed
to what's important”

Seth Godin



Why pick this topic?

LAY Online video Online video issues:
Audiences spend Increased complexity
continue increasing to » Non standard goal setting
. . Imperfect data
to decline fill the gap
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Focus on efficiency measures

not actual ad delivery
(When/How often/Who)
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Effectiveness will be driven by the right people seeing the
right ads at the right time

Efficiency is just how much it costs to deliver them
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Typical TV vs OLV flighting

Impressions

FTATV 30s

15s 100 80 80 80 80 420
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50@3+ 45@3+ 40@2+

TV OLV

Typically pulsing or bursting Low weight continuity
Weekly TARP Goals Goals set for the whole period
Burst R&F Goals Frequency caps set for the whole period
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Plann

What is the optimal frequency for online video?

What is the optimal flighting pattern?
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Theory vs Reality
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Optimal frequency and flighting research dates back to the 60’s
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Two dominant theories emerge with similar conclusions:
Some repetition is good! But not in the same week!

Krugman ‘65 and '72:
Optimal burst frequency is 3 (+/- a bit)
(Over 1 month)

- +

Announcement Complicated Message
Simple message Changing perception
Promotion Change in behaviour
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Ephron '98:

(Subsequently supported by Ehrenberg, Sharp,
Binet, Field)

Optimal frequency is 1 per week for 52
weeks of the year

Ephron: Applies “recency theory":
Someone is always in the market for your product so you
need to hit everyone all the time.

Sharp: Asserts that repetition builds “mental
availability”; brand recognition at point of sale
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Digital research tells us that higher frequency levels can lead to a brand damaging user
experience

Difference in Frequency and Purchase Intent
Purchase Intent Q4 /2008 Rich Media
2

p——

2 4 6 8 : 10
Frequency (Number of Exposures) 7
1

-2 Video

Source: Source: Dynamic Logic Global MarketNorms, Q4/08
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Optimal campaign frequency will be one per week

Delivering maximum weekly reach of the target audience
for as long as possible

Without exceeding 7 OLV exposures in a campaign

[ ) [}
164 Planning for Success: MeasureUp 2019 ebIC|UI‘|'Y




In 2019 to date, the average online video campaign length in the Ebiquity pool is 11 weeks
and the average weekly impression volume is 470,000

The below data is from a typical OLV campaign (Target audience P25-54):

B Impressions

900,000 -

800,000 -

700,000 Average weekly impressions

600,000 - are 557k

500,000 - Average weekly viewable
impressions at 83% are 462k

400,000 -

300,000 - .

Average weekly viewable
200,000 - and completed impressions
at 61% are 282k
100,000 -

2019-02-24
2019-03-03
2019-03-10
2019-03-17
2019-03-24
2019-03-31
2019-04-07
2019-04-14
2019-04-21
2019-04-28
2019-05-05
2019-05-12
2019-05-19
2019-05-26
2019-06-02
2019-06-09
2019-06-16
2019-06-23

Source: Client X H1 2019 — Online video includes forced view 15s and 30s, Bumpers 6s and skippable, but excludes in banner and social video
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Typically, when we see the frequency distribution for a low weight continuity campaign it
can look like this

1,200,000 -~

1,000,000 - Lots of Unique Browsers saw the ad once...

800,000 - Is once enough over the whole campaign period?

600,000 -

Impressions

400,000 -

200,000 -

0

1 2 3 4 5 6 7 8 9 10
Frequency

Source: Ebiquity pool
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But for some specific media vendors, the frequency distribution can show problems with
higher frequency levels and wastage

23%
of UBs saw the ad more than 7 times
7 9

10 11 12 13 14 15 16+

No. of Unique Browsers

350,000

300,000

250,000

200,000

150,000

100,000

50,000

°°-

Frequency

Source: Ebiquity pool
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Frequency at these levels is wasted money

No. of Unique Browsers / Impressions . .
a /1mp W Unique Browsers M Impressions

1,400,000 -
1,200'000 i § ................................................................................................... )
s
1,000,000 -
23%
of UBs saw the ad more than 7 times
800,000 -
o
600,000 - : 60%
: of impressions were delivered at potentially brand
: damaging frequency levels
400,000 - :
o l J J J
1 2 3 4 5 6 : 7 8 9 10 11 12 13 14 15 16+
Frequency

Source: Ebiquity pool
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Cookies drive frequency caps and reporting of reach for most tech platforms

e People delete their cookies h
e Browsers automatically delete cookies:
o Safari ITP2.3 Approx. 37% of AU web browsing
o Firefox ]‘ (statcounter.com) | Are frequency caps doing the job they are
e Cookies are limited in app meant tos
e Cookies don’t work on Connected TVs
e Often “Supply Side” controlled not advertiser controlled | ‘

Not over long periods of time
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What can advertisers do




What can advertisers do NOW to optimise flighting and frequency for OLV?

Sequence

Evaluate Bursts .
Rationally
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Flighting strategies usually follow one of three broad approaches

Burst

Pulse

Always on / \

Source: https://www.thinkbox.tv/Getting-on-TV/Planning-and-Buying-TV/How-should-you-phase-your-TV-campaign
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https://www.thinkbox.tv/Getting-on-TV/Planning-and-Buying-TV/How-should-you-phase-your-TV-campaign

Recent Ebiquity Analytics modelling suggest that heavier weight bursting of video delivers
improved ROI for FMCG advertisers

CURRENT OPTIMISED

160 160

140 140
120 120
100 100
80 II"> 80
60 60
40 40
20 20
0 0

o o
N Y ,'\/ oy Y %
< <\’ Q N * <\ \ %
w @ ¥ * w® Y W

999

Current versus Optimised: Movement towards burst delivers 7.1% efficiency gain
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A quick search uncovers a number of proof points for the advantages of managing ad
sequencing

o Sequencing Ads More Effective Than

Se(!)uencmg video ads lifts recall Call-to-Action Messages [Study]
118 /0 9 Google finds A joint study by Facebook, Adaptly, and Refinery29 shows that sequencing ads result in more conversions than call-
AUTHOR Dive Brief:
Freasss * Google made its Video Ad Sequencing tool available globally following a
beta period, enabling marketers to cut the same creative in different

to-action (CTA) messages. So how can marketers improve their sequencing ad strategy?

As marketers strive to find the best way to engage consumers, a new study from Facebook, lifestyle

) ) website Refinery29, and social media advertising technology company Adaptly suggests that
Date published

July 15,2014 sequencing ads could be a viable solution.
i Categories
PUBLISHED ways to run a series of ads across screens and ad formats so they can Stats The study reveals that sequencing ads engage consumers more effectively than sustained call-to-
. Nov. 19, 2018 tell a story that unfolds over time, the company said in a blog_post. action (CTA) messages. When personalized, sequencing ads, which were delivered during the
H OW B ra nds Are Creat I n More N N o o O o research period of May 2014, increased overall view-throughs by 87 percent, and conversions by 56
* New research conducted with Ipsos found that sequences of six-second

percent.

Eng aging Messaging SHARE IT and TrueView ads can drive results across customer journeys, and

sequencing a six-second ad followed by a TrueView ad increased ad
recall by 118% and purchase intent by 40%. Using the same creative cut

in PosT The research is based on a controlled experiment where Adaptly conducted a campaign in
Facebook's News Feed to encourage users to sign up for Refinery29. Facebook and Adaptly worked
in different ways can drive upper funnel metrics like ad recall, and

sequences using different creative messages can boost purchase intent

by 67%.

together to build an audience consisting of more than 2 million Facebook users, and then separated

AUGUST 2017

Nicole Perrin @ eMarketer

Contributors: Maria Minsker, Tracy Tang, Debra Aho Williamson

the audience into three treatment groups: a sequenced group, a sustained CTA group, and a control

group. Refinery29 then designed three different creatives for each treatment group.
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https://www.marketingdive.com/news/sequencing-video-ads-lifts-recall-118-google-finds/542561/
https://www.clickz.com/sequencing-ads-more-effective-than-call-to-action-messages-study/30577/
http://totalaccess.emarketer.com/reports/viewer.aspx?r=2001926

Adjusted flighting plan delivering less frequency per week, less wear out, and more weeks on
air

WK 1 WK 7 WK 10 WK 11 WK 12 TARP.S/
Imps/Views

15s 100 80 80 80 80 420

L J L J | J

Y
50@3+ 40@2+ 40@2+

oLv Skippable 30s 1,000,000
30s Forced View 2,000,000

15s Forced View 2,500 1,000 2,500 2,500 8,500,000

R . o

Frequency cap at 1 per week per platform / vendor

6s Bumpers
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Why is all of this important?

ebiquity




Our ‘Tipping Point’ research points towards future challenges
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Efficiency is important, but the most important
thing is that the right ad is delivered to the right
person at the right time.
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ebiquity

Thank you for your time.

About Ebiquity

We are a leading marketing and media consultancy

Our focus is on helping brands make better informed marketing
investment decisions
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https://www.linkedin.com/company/ebiquity-plc/
https://www.youtube.com/user/ebiquityglobal
https://twitter.com/ebiquityglobal

