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“ALL DOTS CONNECTED...

Grossed and de-duplicated total reporting across all devices, access points and business models

CONNECTED DEVICE SMARTPHONE

Linear

Programs
& Ads

Content

Dynamic

Ads




I WITH COMPARABLE MEASUREMENT

The alignment of all metrics between linear and digital




MEASURING ADS AND CONTENT SEPARATELY

TOTAL AUDIENCE
Total Ad Ratings Total Content Ratings
Includes: Includes:
Digital Ad Ratings Digital Content Ratings
+ +

TV Ad Ratings TV Program Ratings




‘S CREATING A RATINGS SOLUTION FOR VIDEO,

AUDIO AND TEXT
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Video Ratings Audio Ratings Text Ratings



DIGITAL AD RATINGS
THE STANDARD IN DIGITAL AD MEASUREMENT
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DIGITAL AD RATINGS IS THE INDUSTRY LEADER
AMONG BOTH MEDIA BUYERS & SELLERS

Cumulative Number of Global Digital Ad Ratings Campaigns

> 95% of commitments
we will make this year
will be guaranteed

via Digital Ad Ratings
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Rob Master Donnie Williams
VP Media, Unilever CDO, Horizon Media

We think Digital Ad Ratings
70 OOO empowers us and media companies

. . . Advertisers are clamoring for a
Digital Ad Ratings helps our clients
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Brian Weiser
Wall St. Analyst



GLOBAL COVERAGE
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HOW DIGITAL AD RATINGS WORK?

Nielsen tag fires Blind tag sent to data
provider (Facebook) and
blinded demos returned

Demos calibrated with
external dataset

Reports delivered over-
night via MediaView
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COMPARE
TO TV




IT’S NOT 100%...
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PRECISION VARIES WITH NARROWNESS OF CAMPAIGN TARGET

18+ 25+ 25-54 25-44 FEMALE 25-44

Source: Nielsen digital ad ratings global benchmarks and findings through Q4 2015, UK
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SOME VARIABILITY BUT GENERAL PATTERNS

ALL 25-54

69%

-

Source: Nielsen digital ad ratings global benchmarks and findings through Q4 2015
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EUROPEAN INSIGHTS - #1

Ad inventory delivered on a mobile
device outperform inventory
delivered to the desktop



EUROPEAN INSIGHTS - #2

Display outperform video
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EUROPEAN INSIGHTS - #3

Do traditional publishers still
outperform ad networks?
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ON-TARGET IS NOT ENOUGH... REACH EFFICIENCY
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COMMON CURRENCY

REACH

EFFICIENCY
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nielsen

AN UNCOMMON SENSE
OF THE CONSUMER™




