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Today’s Agenda

e About Nielsen Online

* An Initial Thought-Starter

* Relevant Market Backdrop

o Super Bowl ROI: The Big Picture in Measurements
e Case Study: Nationwide

 Thoughts & Recommendations
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About Our Presenters

* Pete Blackshaw, EVP, Nielsen Online Strategic Services (NOSS)
o Executive VP, Nielsen Online Strategic Services
o Led or co-led Super Bowl analysis since 2003

» Steven Schreibman, VP of Advertising and Brand Management, Nationwide
o Leader of Nationwide's Super Bowl campaigns
o Involved in Super Bowl in 2005, 2006 and 2007

e Mike Switzer, Communication Consultant, Nationwide

o Helped execute PR components of Nationwide's Super Bowl campaign

* Emily Sobol, Senior Consultant, Nielsen Online Strategic Services (NOSS)
o 2005-Present: Analysis/Consulting Leader of Super Bowl Work
o Experience with over 100 Client Engagements
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About Nielsen Online

A fully integrated set of best-in-class products for consumer insights,
brand management, retail measurement and competitive intelligence

Nielsen//NetRatings :\: Nielsen
* The market leading toolkit for * The globBH&ZM@rttriCS

online media planning and standard for consumer-

competitive intelligence generated media on the Web
— Audience measurement — Brand tracking/audit
— Consumer profiling — Threat tracking
— Video tracking — Brand associations
— Retail measurement — New Product Launch
— Advertising tracking
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Initial Thought-starter




What's Going on Here?

W Game B Halftime

B i

W Colis

I & Kevin I

I ® Fed I |a Federlide
Superbo

W Commercials
@ Snickers @ Bud

@ Doritos

@ Godaddy
W Ads @ Careerbuilder

Who Owns the Conversation and Why?
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Relevant Questions

« Who owned or led the conversation?

Bud spent more overall; shouldn’t they be closer?

Did other campaign elements reward Nationwide?

Why Kevin Federline and not another spokesperson?

Is the buzz positive or negative?
* Who specifically is talking, and why?

 Who gets the credit? Any rewards?
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Market Landscape




Today’s Landscape...

e Consumers In Control...but not total control

 Media Fragmenting, Attention Elusive, Trust Eroding

« Marketing Investment Dramatically Shifting Online

» Search Rewriting Rules and Redefining Brand “Equity”

* Blog and Web 2.0 Publishing Bringing New Agility/Flexibility
 The Growing Co-Dependency of Offline and Online Content
 Broadband is Here -- On Demand Everything, Especially Video

A New Age of Engagement, Participation & Co-Creation
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Consumer-Generated Media...

1ouJa1U| abe1s Ajueg

Social Media/CGM2 Wave

iﬁmyspace.com...

a place for friends

del.icio.us

This CGM approved
by Pete Blackshaw

Yﬂl.lmﬁ

flickr

Recent Internet (Rich Media)

1 lTHisy E

The Wave of Consumer Emulation

You could create Frito-Lay Bowl ad

Updated 2/14/2008 1:18 PM ET E-mail | Sawe | Print | Reprints & Pemmissions | Subsoibe to 5

ii myspace.com.

a place for friends




Outstanding Challenge For Advertisers: Trust

Telavision
Publications
Jaurnalism
.%Eruadcasters
' Print Newspapers \
Sl @ Advertisers '
Magazines =~ DllbOards. @ Retailers |
Commercials
Website Slogan \ @ Agency
Banner Ads @ Marketers _
Consumers Advertising M Froduct
@ subliminal, ®FaSe  mypgiar |
, [ ] Hev_eﬁue M Company
@ Misleading Target
\ B Tactics - S
& Spam. @ Deceptive
& Bombarded
@ Soliciting : B S0 stakeholders
. . . B Laun media
Key Implication for Advertisers
Spend more to break through? il campaigns
I ?
Ads as entertainment/event” negative associations




Therefore a Super Bowl Ad?




First, Some Background on the Super Bowl

1967 2008
1982

49.1 HH Rating
Highest Ever

Called AFC/NFC Championship
Didn’t Sell Out
Halftime by College Marching Bands
50 Million TV Audience
TV Ratings Only Metric Used
$37,000 for .30 commercial

Wikipedia: A “de facto national holiday”
Estimated 130-140 million global audience
Halftime Show Spectacular
$2.7 million per .30 commercial
Pre Events, Post Events
Many more metrics

WIKPEDIA SAYS: (The Super Bowl) and its ancillary festivities constitute Super
Bowl Sunday, which over the years has become the most-watched U.S. (elevision
broadcast of the year, and has become likened to a de facto U.S. national holiday.
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The Big Question?

* I'm spending $2.7 million on a thirty-
second Super Bowl commercial. How
do | know I’'m getting full ROI?

e Equally important, am | doing everything
necessary across the entire marketing
mix to increase ROI?
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From the Black Box to the Soap Box?

e Are the old “black box” measurements sufficient to tell the full story
of what’s going on with user engagement around the game?

What this Measures? What Else is Out There?

Unique viewers Depth/nature of Engagement
Total households Incremental impressions
Audience Share Diffusion/Dispersion

Gross Ratings Points (GRPS) Emotional Texture
Target Ratings Points (TRPs) Unique to Online Audience Type, Media Spillover

Reach & Frequency Discontinuities/New Learning
Performance Relative to Others / ‘ Reactions from "Elusive” Audiences
SPEAKING SEEKING CLICKING
Internet Monitoring Search Queries Website Traffic
Did it stimulate buzz on Did the branding event Did event stimulate an
boards? How much? About stimulate desire For more info. actual site visit? How many,
what? Positive or negative? How much, and in what way? how long, where did they go?
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Co-Dependency of Offline & Online Content

« All the major TV and cable networks embarking upon

holistic viewer “engagement” models

niciscr@

Online Audience 3.1 M
RS5 Feed fes Yes Yes fes
Bookmarking Mo Mo fes Mo
Widgets fes fes fes fes
Corp Blog Yes Ma Ma Mo
ikis eg Mo Yeg Mo
"fideo Clips Yes Yes Yes Yes
Embedded “ideo e Yas Yes Yes
iTunes “ideo Y as Mo fes Mo
Official Youtube Content fes Yes Yes fes
Full %ideo On Site fes Yes Yes fes
Maohbile Tools es Yes Yes Mo
Message Boards Yes Yes Yes Yes
User Uploads Mo Yes Yes Mo
Other Blogs Yes Yes Yes Mo
Link to Other CGh Yeg Mo Yeg Mo
Feedback e Yas Yes "Agk Fox"
Frominent Search Y as Yas Mo Mo
Blogger PR Tool Kit Mo Mo fes Mo
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How We’'ll Tackle (pun intended) Measurements

K‘E")" qUEStiDHS we answer? » Ad-Evaluation Metrics: The analysis will rank buzz by volume,

emotion, appeal factors, and penetration among consumers.

» Did my multi-million dollar ad create _ : .
buzz? Why and how? * Rapid Reporting: Provide first-look data on both Monday and

« Was the buzz positive or negative? Tuesday morning to give you and your team a rapid read on how

« Did consumers get the main idea, or your spots did (or did not) generate buzz.

were they confused?

¢ Echo Effect: Dee derstandi f -platf
= Did consumers share ads with others? pen Understanding of cross-platiorm synergy

. , , between TV-based media and online echo effect.
» How did influential bloggers view the ad?

= Did the ads with Consumer-Generated
components get more buzz?

:\: Nielsen

« Did other game events — e.g. the half- BuzzMetrics

time show — help or hurt the brand’s buzz?

* Did the brand’s website contribute to

positive word-of-mouth? H ey! l]lCISCI‘J]

* Was my ad overshadowed by buzz from VideocenSus ---------
another ad?

+ Did the new dynamic of online video
change the dynamic of word-of-mouth For More Information Contact:

|_|_';;.
sy Ty Mega Panel Emily Sobol, 646-854-7873
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In 2007, Nationwide, Bud & Snickers Led in Terms of Buzz

Buzz Volume

Nationwide and

Budweiser/Bud Light Agaregated $'6% Snlckers were the tWO
Doritos: (& A e 5 most actively blogged
oritos: regate s
Bud |_|ght Rock’ Papg?lijs%gsgogs abOU'[ |nd|V|dua| adS the
: Robots :
Coca-Cola: Aggregated 5.3% day after the game.
GoDagldy.ﬁgm:t arl\ljletlng - (y/o Doritos, with CGM ads,
ockbuster: Mouse .3% : .
CareerBuilder.com EZ Aggregated b generated impressive
FedEx: (2 Aggrfegated buzz levels as well.
aco Bel
_ Chevrolet: Car Wash
Garm|sn_; Na\/lwa?o(g '|\A\/|aposautruds) However, Overa”, there
ierra Mist: regate i
Bud Light:gFgecgption were |ots _O_f mls_sed
Cok E\r?_graldGNuts opportunities with
oke: Video Game :
Tg ota 'ﬁu?d'&ali(izv\,?\ggretgl_ated) Cross promotlon.
evrolet: Ain't We Got Love
Sprint: Broadband [z Some brands had .
Bud Light: CI E*Trade supplemental material
ud Light: Classroom :
Bud Light: Slap/Fist Bump === (behind the scenes, out-
_ Honda: Full Line takes, etc) and some
SalesGenie.com: Sales Gu }
Budweiser: Dalmation/Spot Wink == posted ads to website,
Bud Light: Great Apes | | | \ but most did not check
0% 5% 10% 20% off many “prime the
buzz” boxes.
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“Go Holistic or Go Home”

A Nationwide Insurance Case Study




From Fabio to Federline

* Fabio ad debuted in 2005 to rave reviews and amazing coverage

* Needed to top that!

Life Comes At You Fast

v
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Nationwide: The Art of Stakeholder Unity

CEO

Internal
Comm

Federline
Concept > External
cComm

v __ Business
Ad Agency Units
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Timeline: Power of early seeding in a buzz powered world

Federline Nationwide powe.r Of. ioeN?‘:'Jlgcg\.nde went with
t hired the mystique: > 9 o
concep Press got wind agility/adaptability:
created by best of the of Federline Nationwide decided to own
Nationwide. best shooting a SB the news and take credit-
(d|re((:jtor, commercial; sent out press release; there
sound, everyone was always the plan to share
mixing, etc) thought it was
early, but news sped up the
for McD'’s process
Uh-oh... National
Restaurant Association
doesn’t like concept
Power of
BINGO! puhat s supplemental:
It was a huge N Nationwide did out- ~_
| - Impressions, takes, behind- the -
investment, great media value, » Der PR as
planning and feeds to scenes, hired a DJ reinforcement:
execution, and bloggers so to make rap into Satellite tour- Federline
certainly not an that media extended re-mix and spoke to 31 local
: _ more to complement stations; serviced stills;
accident would live on the ad radio news release;
social media outreach;
USA TODAY, New York
~Times &WsJ—
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With a Buttoned-Up Website, Nationwide Didn’t

Miss Opportunities

Nationwide learned from the Fabio experience that it was critical to have supplemental material to keep
consumers on the website. They left nothing to chance when it came to maximizing return on their
investment (aka Super Bowl long tail) and checked off virtually every "prime the buzz" box ahead of time:

= Appealed to Influencers before SB

= Promoted the ad on their website

= Brand Search Engine

= “Send to Friend” / “Pass-Along”
= Provided “extras” on the site

= Latest ads section on site

= Google search advertising

= Video leaked to distribution sites
= Posted teasers on YouTube

= Exploited news media’s hunger

Extras

"

Tegiis! Wl faning Kavin

SEadsiding

Your search for “super bowl® yosdded these results: (1-10 of 15)

Ad Readily Accessible Via
Brand Website Search =S

Fassth | super bowld

See the ad now

It it ki el o comroaTe tese

aesfindar him

*E-1nall ko
Hparate ek

o nadne

Yo e-mad addness

Shave with you frlen:

ate Iebdondia nith COMTaE)

1]

=

Aggressive
Promaotion on

Home Page
Plus “Send a
Friend Links”

L7

In the Hudie o | Approved Sipeihow

Workters - Matheicaed

Michalob Amber Tow

G().leglé

Tum OFF Perscnalized Search (Heta) for these resulls

| T T T TR
i bl A0

-4
L

wab Personalized Results 1 10 of about 14,500,000 for sup et biw] ad il

on Google Video

Ridgeline Mudfiap - Hummar
Ma
Touc! all

Aggressive “Search” Buys ks

Against Consumer Curiosity

=

Kenvan Federkne TV Ad

Be the First to Sew Natiomwide's
New Commercial Stanng K Fed Toda
e Ml kirande, com

Super Bowl Ad

Browse & huge selécinn now

Firsd exactly whad yeu wani today
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With CGM2, Fans Kept Watching

= With more than 850,000 total views of its Super Bowl ad and “Behind the Scenes” video, Nationwide’s
YouTube presence surpassed all other non-CGM-based Super Bowl! advertisers, except Budweiser (9 ads).

= In the week preceding the Super Bowl, “Kevin Federline (Rap Commercial),” a full-length version of the ad,
received nearly 400,000 views.

Game Water
Day Cooler
Report Report
# of Total # of Total
Views Views

Tailgate
Report

Kevin Federline (Rap Commercial)

Link to Video # of Total

Views

T —
M-A‘rmu FAST

Kevin Federline (Rap Commercial) 98,063 471,985 527,476
Kevin Federline Raps for Nationwide 121726 141171 149,029
Commercial
KFed Commercial Bit 38,245 112,996 125,423
Nationwide@Commercial - RollinVIP NA 4,134 67,983 Y ———p

NationwideA® Commercial - RollinVIP

KFed Commarcial Bt Kevin Federline Raps for Nationwide Comme

Ruie this video - —
e & Save o Faveriles [0 Share Video 3 Flagas
H A 10 Groups o] Postvides nappropniabe
1751 rwings A
'u"lumﬁ!?.‘-l'ﬂ- cumlr\.-ulu LLE LY Faibad 4974 Keras Late 1 1!ﬂ
Honors for This Video:
#10 - Most Viewed (This Week) - All
#3 - Most Viewe d (T his Uife ek - i - Al
- Englizt
#3 - Most Wiewed (T his Uife ek - i - English
#EE6 - Most Viewed (Thiz Month) - All
#22 - tMost Viewed (This Month) - i S Al
#21 - Most Viewed (Thiz Month) - i - English
#40 - Top Rated (Thi gel
#9- Top Rated (This &l i - Al
#40 - Top Rated (Thi g el ish
i English
- Al
- English
Q—._- —l— s B &&;i-__ —_— T -l
Ametravies @ Sweboraeites [ Shwevide I Flagas Rale B Vi ) o ioFavomes () Stareides B Fisg as Enalish
& um'.. &R Add to Groups 5] PostVideo  Inappropriabe :T(".:‘:;ﬁ & Aa015 Groups G Pasnass inappropnate "
- - b szed (This Month) - - English
Views: 67083 | Commenis 0 | Favoribed 3828mes | more shls views UFLAY)  Comvesmy 78l P P Bsss | jsia ey R YiA028 || | CommensadT) || Favomed- 2R med — e ety Al
Thare are 1 honors for this video =
AP o s g s W s It are 2 honors for ihés video
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Final Thoughts &
Recommendations




Key Questions for Brand Stakeholders

 What are we really measuring? Just reach & frequency? (Today,
the “engagement dynamics are far more robust and diverse!)

* What's the “latency” effect of driving ad conversation? (Great ads
get rewarded in perpetuity, creating a “free” media dividend)

» Are your agency stakeholders talking to one another? What about
your internal stakeholders?

* What level of “agility” exists in your campaign processes? Is the
website too inflexible for “event” adjustments.

* |Is “consumer affairs” internalizing the fact that the brand spent $2.7
million on an offline ad? Is this a legitimate “feedback moment” for
measuring the consumer reaction/emotion?
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Recommendations: Plot the Entire Map

Super Bowd

8,000 | e Buzz Message Boards

7,000 L

| Ad leaked to ===== Positive Sentiment

6,000 blogger

Official Announcemeant

5,000[ of Super Bowl Ad

4,000

# of messages

3,000
2,000
1,000

-
-
-
.
-
- =
-

lanuary February March

Sample BrandPulse™ leading indicator of brand buzz in relation to key Super Bowl milestones and
events. Key metrics include volume, source, and polarity/femotion.
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A Few Recommendations

 Arm Your Web Site (no excuses)

o Search Engine — Consumers search, so don't disappoint with empty results on your own site

o FAQ Engine — Ensure the FAQ engine is well-fed with relevant content about the ad

o Product Info — If ad focuses on a new product, ensure product has front page web real-estate

o Feedback/Contact Us — Ensure “TV Advertising” is categorized for feedback, and ad feedback
process is customized

e Put the Copy Online (multiple iterations, if possible)

o Advertise the Ad /Make it Easy to Spread/Share — On homepage, front & center.

o Diversify the Stream — Broadband v. dial-up, QuickTime v. Windows Media, YouTube, etc.

o Diversify the Portfolio — If there are multiple versions of copy (even outtakes), put em’ up.

« Know Thy Mavens: Stimulate, Gratify, or Sandbag Them

o Exploit Influencer Database — Any consumer who provides unaided feedback (e-mail, call
center), as well as other opt-ins, is an excellent candidate for early, “sneak peak” diffusion.

o Market Map Their Influence: Where are the key forums, blogs, complaint sites? Which ones
do media writers “listen in” on? A foundation on brand Internet monitoring is very helpful
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Additional Resources:

http://blog.nielsen.com/bowl360/ « Pee Slckanan

m |lgren B Watson

Faul Donato

karen Benezra

Road to The Big Game

A 360° View of One of the World's Biggest Marketing Events

= Tom diangas

Scott Brown

I
=]
=
m
]

Edward Franczek

Torm Pirovano

Manica il

niclsen

weLcoME FRoM NiELsEn's DO The Match-Ups Matter? ABOUT THIS BLOG
PETE BELACKSHAW January 2nd, 2008 by Tom Zlangas - No Cormprents e
...................................................................... This blag is a joutney inta the e
When the Cleveland Cavaliers advanced to the 2007 NBA Finals to face the San dynamic world of mn?dla )
Antonio Spurs, the cries were predictable. "The NBA's warst nightrmare " said some. meaSLlln.aments. We re uging the
"ABC is the big loser here," said others. Why? Cleveland had LeBron James, ad\remsmg event in the L.5. as
heir-apparent to Michael Jordan's throne. The Spurs were a model MBA franchise with cnnversatmngl launch pad to er
exceptional pl d San Antonio just weren't deeper auestions about marketi . _
"sexy” enoughl RECENT COMMENTS -hard NEA fans and prevent the POl crel e _«.:b
D007 Finala frl oo COnsUm T :
. W Road to The Big Game
= Scott Brown on Are “Wiewers

Nielsen's 360" View of One of the =

World's Biggest Marketing Events

= Peter on Are Yiewers Watching v
in Hi-Def? : I : I

= James on Kickoff to The Big
Gamel Ready to Engage?

YWatching in Hi-Def?

_'.

Go to the Blog now »

= Anonyrmous on How did it
become such a Big Event?

niclser Confidential 29
,,,,,,,, @ © 2007 The Nielsen Company




How We’'ll Tackle (pun intended) Measurements

K‘E")" qUEStiDHS we answer? » Ad-Evaluation Metrics: The analysis will rank buzz by volume,

emotion, appeal factors, and penetration among consumers.

» Did my multi-million dollar ad create _ : .
buzz? Why and how? * Rapid Reporting: Provide first-look data on both Monday and

« Was the buzz positive or negative? Tuesday morning to give you and your team a rapid read on how

« Did consumers get the main idea, or your spots did (or did not) generate buzz.

were they confused?

¢ Echo Effect: Dee derstandi f -platf
= Did consumers share ads with others? pen Understanding of cross-platiorm synergy

. , , between TV-based media and online echo effect.
» How did influential bloggers view the ad?

= Did the ads with Consumer-Generated
components get more buzz?

:\: Nielsen

« Did other game events — e.g. the half- BuzzMetrics

time show — help or hurt the brand’s buzz?

* Did the brand’s website contribute to

positive word-of-mouth? H ey! l]lCISCI‘J]

* Was my ad overshadowed by buzz from VideocenSus ---------
another ad?

+ Did the new dynamic of online video
change the dynamic of word-of-mouth For More Information Contact:

|_|_';;.
sy Ty Mega Panel Emily Sobol, 646-854-7873
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Questions
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Thanks for Listening!

Pete.blackshaw@nielsen.com

Emily.sobol@nielsen.com




