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1f you wateh TV, chances are you've come upon Mayher, the devil-may-care character who is
seemingly everywhere in commercials for Allstate %, Butin one new instance, the character will be
decidedly less mass market, appearing to talk to only a select few - by Allstate’s choice.

The No. 2 insurer has launched a new effort for renter's insurance, which will reach TV viewers who
rent, rather than own, their homes. The ads, beamed on a highly targeted basis by Dish Network
and DirecTV, mark the first time Allstate has used TV to advertise renter's insurance products but
also signal that addressable TV-advertising technology, long ballyhooed but seldom used, is starting
to gain momentum.




What can digital learn from
traditional?



Brands should tell stories, informed by
customer Insights

Red Bull

,‘d.éll The countdown is on for Red Bull Stratos. RSVP to be
RedBu alerted when it happens. http://win.gs/stratosRSVP
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32 MM people

Red Bull

S “Sometimes you have to go up really high to
RedBull understand how small you are” - Felix Baumgartner

Exclusive- What Felix Saw
Red Bull Stratos Live Jump
POV

www. redbull.com

Experience the moment Felix
Baumgartner broke the sound
barrier during his world-

Red BUII <0 record freefall in this

Red Bull | &8 Like 3 Subscribe | | Message # v | ( exclusive POV video.
32,704,152 likes - 1,876,031 talking about this 13 M M peop'e
Food/Beverages .L.‘Al‘_ﬁm- ‘
Red Bull Energy Drink is a functional beverage # ’hﬁ:q? v
vitalizing body & mind. Red Bull gives wings to people . amne eﬁ ) C
who want tov be mentally and physically active and ‘ ) ﬁﬂaﬂﬂ ot ' ’ Rec'i Bull >
About Photos redbull:tv Athletes Gariies ¥ Apps o R;eld Bull Felix has landed safely from his jump from the

stratosphere! http://win.gs/stratoslive

7 MM people




Creative matters, a lot

Eat Pray Love

Can't wait for Eat
Pray Love starring
Julia Roberts? “Like”
us now for clips and
updates from the
movie before it hits
theaters 8/13.

1,546,159 people like Eat Pray Love.

Lexus CT Hybrid

Trapped in a world of
monotone
oppression, watch
the dynamic Lexus
CT Hybrid escape
convention. Click
here to learn more.

886,038 people like Lexus,

Is your mom a Tide mom?

A lot of people tell us
they started using
= ‘b Tide because their
m mom used it when
they were growin
> Y g )

up.

[hﬂ What did your mom usually use?
Tide
Another brand

| have no idea
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2,530,417 people like Tide.




Creative strength & in-market performance for
each unique ad creative

Who's got the lips?

Tell us which
Facebook friend of
yours has the
prettiest pair of lips?
ChapStick®, Healthy
lips should never go
naked®.

3,043,151 people like ChapStick.
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Creative Scores - marketer ratings
1.Focal Point | |

In-Market Performance - Nielsen study

2.Brand Link [ | 1.Ad Recall
=:lpne | | 2. Purchase [
4.Reward E | Intent |
5.Noticeability | | (hypothetical data)
6.Point 18

(hypothetical data)



Correlation of sales lift and click-through rate

The random scatter of points indicates a lack of relationship between sales lift and click-through rate.

: . *  Correlation = -.07
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Click-Through Rate Source: Nielsen



Reach drives ROI

Median ROAS
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Marginal Profit

Frequency IS Important

Profit by marginal impression
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What can digital learn from
traditional?



Microtargeting can dramatically improve
efficiency

Bulk Import + Download + Upload Rl ICTTIRS

25683576 m Campaigns Images Page Posts Custom Audiences Funding Sources Billing

Create Ad || Revert Changes | | Duplicate | | Export Stats: Lifetime
Filter by Campaign
All Campaigns (1) Ad Name Campaign... | Campaign... | Campaign... Ad Bid | Title Body Destination | Location Age Sex Clicks CTR % | Awvg. CPM
Active Campalg... 4 @ (O Widgets Test Campaigi 10/23/12  Ongoing NfA Any All 0 0.000% $0.0

Paused Campaig...
Test Campaign

2 Errors: 1. Body required. 2. Countries required.

Creative Country:

Audience You can only target countries whose rate matches the value selected for this campaign Creative Preview:

Advanced Options

Age:  Any 5 — | Any 3 .
Pricing & Status R . N wh Estimated Reach
equire exact age matc
Placements fewer than 20
Sex: (=) All () Men (_ Women = who graduated from college

= who are in a relationship
= who are in one of the categories:
Newlywed (1 year), Parents (child: 0-3yrs)
Precise Interests: or Parents (child: 4-12yrs)

Broad Categories:  activities Away from Family
Business/Technology Away from Hometown
Baby Boomers

Ethnic

Engaged (1 year)
Evarts Engaged (6 months}
Family Status (3} Expecting Parents
Interests o Newlywed (1 year)
Mobile Users (All) Newlywed (6 months)

Parents (All)
v Parents (child: 0-3yrs)
v parents (child: 4-12yrs)

Mobile Users (Android)
Mohile Users (i0S)

Mobile Users (Other OS) Parents (child: 13-15yrs)
Movie/Film Parents (child: 16-19yrs)
Music

Retail /Shopping
Sports

3 categories selected

Connections: Target users who are connected to:

Target users who are not already connected to:

Friends of Target users whose friends are connected to:
connections:




Personalized marketing can dramatically

Improve effectiveness

Who'’s got the lips?

facebook

_= Heading out? Stay connected Sign Up
=l Visit facebook.com on your mobile phone. It's free and always will be.

Get Facebook Mobile

Birthday: Month: 4 Day: % Year: &%
Why do | need to provide my birthday?
By clicking Sign Up, you agree to our Terms and
hat e read and understand our Data Use
Policy, including our Cookie Use.

Tell us which
Facebook friend of
yours has the
prettiest pair of lips?
With ChopSaver Lip
Balm lips stay
healthy.

1,955 people like ChopSaver Lip Balm.

With vitamin E and
SPF 15, ChopSaver
Lip Balm’s alpine
formulation protects
you from dry,
cracked lips on the
slopes.

1,955 people like ChopSaver Lip Balm.



Iteration and experimentation lead to
Innovation and faster cycle times
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