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THE MARKETING
TEAM BEHIND
THIS BRAND IS
CLUELESS

|

[ooo S -

WELL,WE DID ASK FOR
“TRANSPARENCY" AND
"AUTHENTICITY" WHEN WE
BRIEFED OUR AD AGENCY.
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“Do you use
Canadian

real milk?" ocan
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A digitalis ecosystem

Briefs campaign
digital objectives
Includes potential
high value audience
targets within brief
Assists in tier 1 data
strategy formulation
e.g. data sources

Supports with
strategic audience
recommendations
Assists (J3 lead)
technical set up
Audits market
activity &
performance with J3
EMEA

Develops over
arching data
strategy for brands
inc. HVA’s,
messaging & data
partners
Coordinates all
stakeholders &
leads tech set up

© CADREON

“reprisemedia

Implement technical
integration

Set up high value
audiences in
platforms (GA, DS,
DBM)




A value ch

The Precision Cost Chain is More Complex, But Can Be More Transparent

ion supply chain, individual ; — traditionally blind to a 5 — are itemized and

llustrative example;
p [ — cost Al Cost 3 Cost #3 Cost 84 COST OF MEDIA

i3 o Cwner data Media Dwne i i
Media Budget M'E-dlar::\lllsr tech fedia Owner data Fh‘lzrgi;nnr Ad Serving wﬂrt::ﬁ‘-dla
05! i} 2P
TRADITIONAL
MODEL BLIND
BLIND - BLIND - BLIND == 50.04CPM
(est 540)
Soffware costs for 39 Party Data Mark-ups & Profif Standard Fure Madia Cost
inveniory managemeant Used for Targating Margin Ad Trafficking (Estimated)
Initial Inevestment Cont F1 Cost #2 Cost 3 Cont 74 LOST OF MEDIA
- Working Madi
PRECISION MMI&BU*&E S = - . Eﬁrwnﬂ “SEHI-'H Ia
MODEL
11%-
EMEA $100 - 9% - 5% - = $0.04CPM $70-75
13.75%
Platform fo access 19 29 or 37 parfy data  Execufionidgmt Fes Standard Pure Madla Cos!
inventary to build target audisnces {ine! margin) Ad Trafficking (Known)

Requires partner selection and ongoing management
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KPI FRAMEWORK
REACH & AWARENESS

METRICS HOW IS IT MEASURED?

- OnTarget Reach % PRIMARY - Mielsen DAR f ATLAS

= CostperViewable On Target Impression «  Above + |AS B Spend data
. n Time View (Video only) - AS

A KPI| keret AR

= Owerall Engagement rate

=  Fublishers infernalmetrics

SECONDARY . Cadreon internal mefrics

l\_,|IC,|»<S kes, shares ;'- Mefrics to monitor closely representative
of campaign exposure L intensst

- 1AS

«  \Viewability Rate
Abowve + Spend data

= Cost per Viewable Impression

HYGIENE

KPI's fo closely monifor and opfimise when requined

JB| fobmonaotmen



DIGITAL TOUCHPOINTS

Web Site

Customer Display Video Addressable Email Search
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Purchase

$4.30
$4.80

$3.20
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