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() African American

@® Asian
O Hispanic

® White




HHI > $100K DENSITY: LOS ANGELES
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Contextual Location Targeting:
Wednesday, 7:42PM, Wrigley Field

Behavioral Location Targeting:
Frequent Dining, Boutique Men's Wear,
Concert-Goer

Demographic Location Targeting:
HHI, Age, Ethnicity, Life Stage

3rd Party Data Profile Targeting:
Owns an Acura, Purchases Crest, Male/
Female




S50...HOW DOES
LOCATION COMPARE TO

TRADITIONAL AUDIENCE
TARGETING?
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180 MILLION

SMARTPHONE USERS
IN THE U.S.




PER PERSON, PER DAY
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PLANNING
TARGETING

CREATIVE

MEASURMENT
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| was so excited to
receive this RFP

But then | started

reading it.
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E] GOALS & OBJECTIVES

CJ INCREASE STORE FOOT TRAFFIC
0 BUILD BRAND AWARENESS
CJINFLUENCE OFFLINEPURCHASES

U DRIVE MOBILE PURCHASES

¢O TARGETING

) BEHAVIORAL TARGETING

[J CROSS-CHANNEL TARGETING
0 SPECIFIC APP TARGETING

0J RE-TARGETING

0 LOCATION TARGETING

MOBILE MAR

K
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CAMPAIGN JOURNEY

«/ CREATIVE

0 IAB BANNERS

O INTERSTITIALS

CJ RICH MEDIA

CJ DYNAMIC CREATIVE

CJ VIDEO

Q MEASUREMENT

0 BRAND LIFT

0] FOOT TRAFFIC ATTRIBUTION
OJ VIDEO VIEWS

O CTR

0] SOCIAL ENGAGEMENT

0] SALES LIFT
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<O TARGETING

0 BEHAVIORAL TARGETING

0J CROSS-CHANNEL TARGETING
O SPECIFIC APP TARGETING

0J RE-TARGETING

O LOCATION TARGETING
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0 IAB BANNERS

O INTERSTITIALS
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O MEASUREMENT

O BRAND LIFT

0 FOOT TRAFFIC ATTRIBUTION
0O VIDEO VIEWS

O CTR

0] SOCIAL ENGAGEMENT

0J SALES LIFT

Ko, DT T B R e e Sl s e D 2GRN Y



Thinknear

GOALS &
OBJECTIVES




WHICH MOBILE MARKETING
OBJECTIVES MATTER MOST
TO BRANDS AND AGENCIES?

Brand
Awareness

Offline
Purchases

Online Conquest

Purchases Compet-
itors

Th i N |( nedag I"® Source: Industry Index / Thinknear



The Incredible Story Of How Target Exposed A Teen
Girl's Pregnancy

Guslubin &2 A ¥ &
®Feb.16,2012,10:27AM A 34,420 O 17
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WHICH MOBILE TARGETING CAPABILITIES
MATTER MOST TO BRANDS AND AGENCIES?

Audience Cross-channel Behavioral Specific App Retargeting
Targeting Targeting Targeting Targeting

Thin kneq r® Source: Industry Index / Thinknear



-
O
()
-

4

R

L

-

D




E 0/ = 0.48% Banner
15-30% » W 700/0

Increase in 0.53% interstitial
Post-Click 2015 Growth

Conversions 1.14% rich media



MEASUREMENT
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SUMMVWAT ‘j

o Start with mobile objectives, not
“‘campaign objectives applied to mobile”

o Align targeting and creative strategies for better
performance

o Measure what matters and share with your partners

o Mobile is the only "on-the-go” channel, plan for it
¢ Thinknear’
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Thank you!

Brent Fraser Brett Kohn
Thinknear, CRO Thinknear, VP Marketing
BrentF@thinknear.com @brettkohn
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