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Methods and Sample

The sales force survey was launched on March 15, when
invitations to participate were e-mailed to publishers and
sales executives at 1,360 U.S. and Canadian daily
newspapers. By April 2, 157 newspapers (11.5 percent)
representing a broad cross section of market sizes and
ownerships had responded to the survey; with 124
average responses per question (9.2 percent).

Total pageviews (Jan. 2010) for your

. _ 4,084,883
newspaper's primary URL

Total user S'eSSI.OnS/VISItS for your 908,239
newspaper's primary URL

Total unique visitors for your newspaper's 442 550

primary URL
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The Boston Globe

Get home delivery

HOT TOPICS RedSox Home tax credit

Report: Health care costs  Your Town: Burlington EEI3

‘Idol' threat

In Boston, eyes and ears
are on "American Idol"
contender Siobhan

X Magnus of Barnstable.
pei® N\ Could she go all the way?
« A-Rod to be questioned in drug probe
Charles P. Pierce: Heat on for A-Rod doc
Toyota adds vehicles to oil hose fix effort
Sony Play Station bug may mean data loss
« PHOTOS Bill Brett's party scene

« Study: Time helps prevent panic in crises
« T:Bus drivers better than ever | Are they?

.

boston, com
FAN SHOP

Heart test studies raise

issues for young athletes

Two studies of a heart test designed to reduce the risk,
albeit rare, of sudden death from an undiagnosed heart
problem are likely to reignite debate. (Boston Globe)

« Study: Some weigh hastening death for terminal children

Thousands taken in bridal party scam

People paid at least $15 each to attend a Boston bridal
show that police say is an Internet scam. (Ecston Globe)

Louis Fabian Bachrach Jr., 92, who took
iconic photographs of politicians, dies

INSIDE REAL ESTATE: Homes Rentals Open houses

FEATURED DEALER

(49 |Only $249/mo*

voves | Brand New 2010 Honda CR-V LX
Silko Honda | Route 44 | Raynham, MA

P | More Deals from Silko Honda

Open your first
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© Chron.com ' Web Search by YaHoO!
ADDING ENERGY TO THE

BYNAMO %

Chﬁ)n com'’s Anna-Megan Raley ".
puts in a vigorous workout at the
soccekteam’s tryout for dancers

Top candidates in Houston
Lead candidates for the Republican
gubernatorial primary make last-minute
pitches to voters. Video: Jason Witmer and
Mayra Beltran. 3/1/10
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The Advertising Gap

|l ncreasingly, the right place to find vy
the first three quarters of 2009, time spent online grew three percent, and the

overall active digital universe is up nearly four percent based on recent

figures. But the ad dollars havenot foll owe

For brand marketers to fill the gap created by internet activity vs. internet ad
spend they need the confidence that they are not only reaching the right
people but also that their advertising has had the desired impact. To get
there, we need to convince them of three basic things:

Convince them that advertising on the web reaches a desired audience
efficiently.

Convince them that the advertising message is actually seen and has
an impact on the consumer.

Convince them that a dollar spent on the web actually pays for itself in
offline sales.

This will require a leap away from the impressions and clicks mindset towards
a more precise, meaningful and 360 way of measuring brand campaigns. »

N

John Burbank, CEO, Nielsen Online Division


http://blog.nielsen.com/nielsenwire/online_mobile/facebook-users-average-7-hrs-a-month-in-january-as-digital-universe-expands/
http://blog.nielsen.com/nielsenwire/online_mobile/facebook-users-average-7-hrs-a-month-in-january-as-digital-universe-expands/

WRONG

» Reach - The focus on reach was based on how many of my “custom
targets/most valuable customers® actually saw an advertisement?

» Frequency - On average, how many times did my desired audience see the
ad?

¥ Efficiency — Does it cost more or less to do this online versus other media?

» 100K impressions
were delivered

[z

John Burbank, CEO, Nielsen Online Division



WRONG

» Test and Control (Exposed vs. Unexposed)

» Relying on Online sales s , o
» Did | impact sales offline, which is where my customers shop?

John Burbank, CEO, Nielsen Online Division



Predictions: Place your ad bets

1. Despite the current gap and economic stagnation, we will see an acceleration in the shift of
brand dollars to the web.
Losers: Those publishers who cling to impressions / clicks.
Winners: Those who guarantee the delivery of working mom's over 40 with two kids, two cars, or
whatever their ideal audience is.

2. Marketers will make buys leveraging cross-platform information.
Losers: Those who cannot express value in the wider media context.
Winners: Those who understand their audience and how they use media across TV, Internet and
Maobile.

3. Data quality will matter more and more.
Losers: Those data providers whose conclusions fail in-market validation.
Winners: Those who go to the extra effort and expense to deliver reliability.

[z

John Burbank, CEO, Nielsen Online Division



Some concerns regarding what we sell

newe now know that 16% of
of clicks and that this 16% represents the lower

Income and education segments of the total user

base. Do we really want to be held accountable as an
Industry by metrics generated by the lowest common
denominator and a minority
think of too many successful models using these types
of metrics. o

Jim Spanfeller, the outgoing president and CEO 4
of Forbes.com . August 24, 2009 "Z



http://paidcontent.org/article/419-publishers-are-killing-web-advertisings-potential-with-misguided-pricin/www.forbes.com
http://paidcontent.org/article/419-publishers-are-killing-web-advertisings-potential-with-misguided-pricin/www.forbes.com

NThese metrics drive the conrn
objectives of online advertising away from demand

creation (which is basically the definition of

advertising) to demand fulfillment or, put another way,
direct responseée natadvedisingd r e s [
It I s something different. ¢&
Internet to become a demand-fulfillment medium

almost exclusively, to our detriment. 0

Jim Spanfeller, the outgoing president and CEO 4
of Forbes.com . August 24, 2009 "Z
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US Online Clickers*, b ber of Clicks, July 2007
of respondents)

Heavy Moderate Light
td+t:linlﬂ: (2-3 clicks) {1 clic

Nan

% Internet populatian 10% 16% 68%
% of chckers 18% F1% 51%
% of chcks S0% 0% 20%

Source. comScove, Starcom USA and T EG‘E‘."—'I. ‘Natwral Borm Clickers”
clted in press release and wided to eMarketer, Febvuary 12, 2008
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A Heavy clickers' demographics were also very different from
those of most Internet users. On average, heavy clickers were
25 to 44 years old, with annual household incomes under
$40,000. They were online four times as much as-clakers,
but were not big spenders.
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http://twitter.com/home
http://twitter.com/itzswanson
http://twitter.com/invitations/find_on_twitter
http://twitter.com/account/settings
http://help.twitter.com/
http://twitter.com/logout
http://forkfly.com/
http://twitter.com/forkfly/following
http://twitter.com/forkfly/followers
http://twitter.com/forkfly/lists/memberships

A The results of an update to "Natural Born
Clickers" research, conducted two years ago
Indicate that the number of people who click
on display ads in a month has fallen from 32%
of Internet users in July 2007 to only 16% In
March 2009, with an even smaller core of
people (representing 8% of the Internet user
base) accounting for 85% of all clicks.
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U.S. Online Advertising Spending,
by Format, 2008-2013

(in $ milljens)

200¢& 200¢ 201 2011 2012 201¢
search $10,54¢ $11,95¢ $14,96¢ $16,64¢ $18,34(
display ads $4,877 $4,65¢ $5,03¢ $5,42¢ $5,54:
video $734 $1,05¢ $2,10¢ $3,13¢ $4,092
classifieds $3,17¢ $2,671 $2,412 |$2,55¢ $2,831 $2,97¢
rich media $1,64: $1,691 $2,07¢ $2,35¢ $2,641
lead
generation $1,68: $1,76¢ $2,13¢ $2,39¢ $2,60¢
e-mail $40E $392 $431 $472 $521
sponsorships $387  $31¢ $38€  $43¢6  $484

total $23,44¢ $24,500 $26,80(/ $29,70( $33,70( $37,20(

Source: eMarketer, April 2009 “Z




Breakdown of online current spending of

small business owners
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