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1. About the new media flow
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We need key Insights into multi-media

chPoints”
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TouchPoints
Diary

07:30AM to 08:00AM Tue 2/23/10 07:30AM to 08:00AM Tue 2/23/10

Where were you between And were you doing any of
07:30AM and 08:00AM on Tue these?
2/23M10 ?

Communicating (such
P o as talking in person or
L} My home or yard 8 by phone, texting,

email, etc.)
ﬂ My workplace _

v

Listening to the radio
5_\ Someone else's home




TouchPoints confirms OOH'’s importance

Listening To Commercial

it OOH =31%

of adult daily media
consumption

Watching Commercial TV
34%

Using The Internet
19%

Reading Newspapers Reading Magazines All adults
4% 1%
Source: IPA TouchPoints3
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We can see media habits by demographic
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Demographics

Product use
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The “media flow” concept
simplifies this complexity
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The evolution of the media flow
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The evolution of the media flow
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The evolution of the media flow

Lifeflow
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Person's life flow
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Dramatic increase in media

—We’ve moved from media scarcity to
digital media surplus

—People are living with and within a
multi-media world

—People are more mobile —benefits
OOH, but competition is intensifying
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Life flow

— People move constantly from ‘not
buying’ to ‘buying’ mode

— dunnhumby estimate the average
household makes 21 purchases a day...

— ...with main grocery shoppers buying
an average of 16 items daily
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Media flow

— Digital technology enables people to
step in and out of the media flow at will

— Most youngsters live in the media flow

— Accenture estimate the average UK
Individual 1s exposed to 1,009
commercial communications daily
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Navigating the flow

— Media planners need to place the
brand in the media flow where the
customers are stepping in

— But they step In at different points on
the spectrum of ‘not buying’ to ‘buying’

— So the media mix must account for this

OO neadce +n corctivro 1te nlaecre 1N thice
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highly competitive environment
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Each medium a ‘fisherman’s fly’ to choose
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2. What'’s proven to work
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30 years of cases to analyse and learn from
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More media options and media usage

N

P
No. media N

Average no.

% of media

Year of options listed in . . o
.rs media used by options utilised
competition author . . .
. . winners by winners
qlleStl()llllﬂll'e -
19080 0 \ 2.40 / 26.67%
1982 9 e 24.00%
1084 0 1.76 10.56%
19086 o] 300 22.22%
1088 0 1.63 18.11%
1990 9 1.01 21.22%
1992 0 1.70 18.89%
1094 9 1.77 19.67%
19096 10 1.72 17.20%
1008 1l 3.83 34.82%
2000 11 4.09 37.18%
2002 12 4.37 36.42%
2004 12 6.25 52.08%
2006 13 6.03 46.38%
2008 7.48 44.00%
2010 20 ) ( 9.18) 45.90%
" ® " ® o
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02% of winners use TV: OOH a core medium

Average number of additional media used by a medium
2002-2010

Sponsorship
Couponing

D

Cinema

PR

Sales Promotion

Radio

ine
Cutdoor

Other
Print
™

Source: Winning cases in IPA Cffectiveness Awards ‘open’ competitions 2002 - 2010



Key findings from IPA Effectiveness Awards

Emotional is better than rational
INn commercial communication

Marketing in the Era of

A"”““Y ‘Fame’ is the most powerful
driver of effectiveness

Peter Field, Marketing Consultant

e TV most effective medium,
leverages others

e Multi-media (3 or 4) are more
effective than 1

[DA dataMINE If TV Is a ‘given’ in most cases,
™ | where does OOH fit in?
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Five key roles for media in brand building

— Fame: creating ‘buzz’ and ‘talkability’

— Advocacy: enabling word-of-mouth/mouse
— Information: providing the product detall
— Price: price points and special offers

— Availability: telling customers where to buy

F.A.l1.P.A.= five ‘fisherman’s flies’
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3. Where OOH fits In

I\BA FEPE Congress: “Where OOH fits within the media flow” 27th May 2011




Which F.A.1.P.A. roles does OOH fulfil?

— Fame

— Advocacy
— Information
— Price

— Availability

I p FEPE Congress: “Where OOH fits within the media flow” 27t May 2011 Wr&ﬁ%



OOH can certainly create fame
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Hard for OOH to enable customer advocacy
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OOH can communicate information well
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OOH can communicate ‘headline’ price

vt B GTR
Please insert your card
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OOH can point to availability
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Degrees of OOH suitability for F.A.1.P.A.

— Fame v

X
— Information v
— Price v’
— Availability v/
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Summary

— ‘Fame’ and emotional communication most
powerful drivers of effectiveness and ROMI

— 3 or 4 bought media I1s optimum mix (but
no limit to benefits of ‘owned’ and earned’)

— TV proven most effective medium

— Increased number of screen-based media

NnlatfFnrme anAd hanchwhwid+h moancec manr ‘T\I’
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— OOH digital i1s a key player in this trend
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Conclusions

— People live increasingly in the media flow
stepping in and out at will

— They move often from ‘not buying’ to
‘buying’ mode

— Media skill is putting the brand into the
flow where and when it helps the customer

— OOH fulfils four out of five key F.A.l.P.A.
roles In the ideal media mix

— OOH Is a great partner for TV
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Use F.A.1.P.A. model to get OOH picked
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