Why All Marketing Is Inherently Local
March 2016

/l~
MARKETING J
EVOLUTION

PRIVATE AND CONFIDENTIAL

MarketingEvolution.com



Why All Marketing |s Local

-

Person Level Data Media Fragmentation

Marketing Evolution







Fundamental Disruption: A Move Away From Aggregated Data

20% more likely to buy

Women

Men

Sales Trend

Advantages:
= Personal message relevance = reduction in wasted impressions and discounts
g Real-time decisioning = faster response to changing market dynamics
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B StdDev < -1.0

0.0 < StdDev < 0.5
0.5 < StdDev < 1.0
B 1.0 < StdDev

StdDev < 0.5
StdDev < 0.0
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Tapestry Income Age Population Density

For ZIP Code 89511 Q.

Top Tapestry™ Segments

Household Type : Married Couples
Housing : Single Family

We've achieved our corporate career goals and can now either
consult or operate our own businesses. We're married couples
with older children or without children. Every home maintenance
chore in our lavish homes is handled by a variety of contracted
services. We can indulge ourselves in personal services at
upscale salons, spas, and fitness centers, and shop at high-end
retailers for anything we desire. We travel frequently, sparing no
expense in taking luxury vacations or visiting our second homes
in the US and overseas. Evenings and weekends are filled with
opera, classical music concerts, charity dinners, and shopping.
We support the arts and other charities, read to expand our
knowledge, and depend on the Internet, radio, and newspapers
for information. Spending time with family and a small circle of
close friends is a priority.
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Walmart vs. Target
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MARK

Proximity targeting + expandable units =
strongest lifts in foot traffic

Audience

Win the
savings game! o

Get the best advertised
price in town w’

No more driving around
Waimart looking for deal! W’

EVOLUTIO

Expandable Units

Average Lift Strong Lift

No Lift Average Lift

Pencil Units

* Statistical significance at 95%
Sources: Walmart Savings Catcher — Combined Publisher report; Walmart Savings Catcher Sub-Segment Performance
Findings on in-store purchase behavior to come
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Pizza Convenience Index

CIiCl's Domino's Godlather's Little Caesar’s Papa John's Papa Murphy's Plzza Hut Sbarro
5} =] o o o 8]

Chuck E. Cheese's

hitp.//oggodata.com

FHowingDato

hitp//Mowingdata.com

Pizza chains are everywhere, but

some are more popular than others
across the country. This map shows
the nearest pizza chain among the

ones above.
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Context Targeting can add significant value

.

Day of the week* Time of Day**

With 1 30
targeting

Without
targeting

100 100

Weekday vs. Weekend targeting

/Q'
= — (5 Time of the day targeting for industry with Strong Time of Day
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Person Level Data
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ABC, Los Angeles, Prime 8pm-11pm

Market Percentile Legend:

__Map | Satelite |
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Density of Store Locations by DMA

Source: Marketing Evolution

Best Buy Walmart

N
Well Above Average

Dunkin McDonald’s

Well Above Average
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Audience + Impact
Optimization

PRIVATE AND Ci

% UM on Marteting Objective
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Advertising Frequency to Lift Response Functions

Base Layer

= toner
Overlays
@ Current Precipitation
@ Temperature
® Green Acres, DMA
¥ Green Acres, Zip
@ Main Street USA, DMA
@ Main Street USA, Zip
@ Snack Food Spending, DMA
@ Snack Food Spending, Zip
@ Norm. Snack Food Spending,
DMA
@ Norm. Snack Food Spending, Zip
¥ Lamar OOH Boards
¥ #1 Green Acres & Main Street Zips
¥ #2 Retail Locations
¥ #3 Retall Location 1.5 mile buffer
@ #4 Geofenced Area

Average Freguency of Lxposere
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The Opportunity

Embrace Fragmentation

Go Local

Get Personal
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Why We Need To Embrace Fragmentation & Go Local / Personal

The Nature of Advertising Effectiveness Has Changed

1996

Best Touchpoints

for ROI
\

Positive ROI

2016

Best Touchpoints
me

-

Positive ROI

Stupid Simple National Buys By Demo = Complex National & Local Optimization
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||| Using the mobile toolkit to improve results

Audio Websites Audience

Video Apps Context Dynamic

Push Day part Integrated
SMS/MMS Location Closed loop to

Display
Rich Media
Native

Social Weather payment

Search

: Programmatic
Email

Coupons

FORMATS CHANNELS TARGETING CREATIVE

37



||| Mobile Video improved results for Coke.
Manage frequency or rotate creative

Effectiveness at
High Frequency

Price

320
Jobie 100




| l'l 4. Walmart wanted to drive Intent and sales for Back to School grocery

MEASUREMENT TV VMOBILE
Awareness PARAMETERS

TARGET:

with
Moms | 18-49 | school
------------ kids

Purchase

DATA
__________ COLLECTION

Foot
Traffic

DIGITAL

;

FSI
2014 “i« ‘a
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||| With the same creative, Mobile Video had more
impact than video on other platforms

Frequency to Lift Response
Mobile Video vs. TV*

12%

MOBILE VIDEO

O
N

@ CABLE TV

6%

w
S

Point Increase in Price Perception

o
X

Frequency
. e: Walmart SC Survey; Data Collected from: 8/4-9/28

Walmart




Mobile was the most EFFICIENT DRIVER of actual sales

e W -

Walmart

Mobile

Purchase

_________ Digital

Foot
Traffic

*For each index, 100 = average value, Efficiency = Sales Impact
per Media Type/Spend per Media Type

-0 50 100 150 200
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The Opportunity

Embrace Fragmentation

Go Local

Get Personal
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Customers & retail locations highlight why location targeting matters

Honda

Well Below Average
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Ford

DMA Market Index
Well Below Average

Well Above Average

Your Optimal Ad Footprint




Hey, ANA: Monica's Coming For You and She Knows Who
. You Are, What You Spend

AdvertisingAge

ey
Budget Allocation Executve Summary
Overview:
- ’ .. Total Budget $10.300.003
Total TR 1,787
Duration (numbear of weeks) 3

-
T T 1

4 202 0008 (440N

Ricnscaseed People Impacted an All Obyectives
Fooumncy 99 31 o
Jih Purchase intent: 3823800 (4.0%) w
o )
(& Incremental Sales: 1 911,900 (2.0%) v
vy’
DA
N
Media by Cateqgory
Less  Bar Al
0w e W  tras —.p-
Meadia Spend 1* %Sof Spend Reach Freguency TRPs Attributed impact
Telgvsion 54 562 5900 00 44 3% 93467 90 31 S450 74 784122 00
Print $1.720 40000 16.8% 8258 4652 342 19 352727 0
Lagital 21,411 10000 13.7% £33 §.20 01 38 20200500

Digial - Moblie

Rado SHD3 400 00 7 8% a5 51 85778 532085 27071200
OOM $525.600.00 52% 3003 109.64 8774.35 17221300
Cinema 144 200 00 14% 148 1.00 1 68 135637
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New Media Planning Algorithms Deal With the Complexity

= Using Local boosts ROI by over 12%
— Top 200 Marketers $9.4 Billion/$47 million each

= [t accounts for Mobile increasing its share of budget by

1 5% over using demos alone.

Step 2: | Theaters per capita

v
. ' i ¢
| healnes Oy

Ceo Brand Standard Deviations [5gs 3

Well Below Average
Below Average
M Average +

T MMA

R Well Above Average
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Budget Allocation

Budget ' TRP Impact

Use of the SMoX and
other ROl data to create
. . . L+ Mobile

an optimized media plan Budget: $1,199,628
. . % of Budget 14.11
in under 4 minutes % of mpect 9.5

Region Media % of budget |° Spend Reach Frequency TRPs Attributed Impact
V¥ National Digital Portals  (8.0) $677.611 29.2 17.3 505.2 55,817
¥  National Digital Video (36.7) $3,117.220 445 2.0 89.0 554,810

Vv National Cable TV 312 82 659 95! 8 12.3 440.3 278,267

National $1,199,628
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Why All Marketing |s Local
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Person Level Data %= \Vledia Fragmentation
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