




All media is digitizing 



What can digital learn from 
traditional? 



Brands should tell stories, informed by 
customer insights 

32 MM people 

13 MM people 

7 MM people 



Creative matters, a lot 



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

(hypothetical data) 

(hypothetical data) 



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

Source: Nielsen 
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Correlation = -.07 



Reach drives ROI 
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Profit by marginal impression 

Additional 

impressions 

increase profit 

Additional impressions 

generate increased retail sales 

but not enough to cover 

advertising and production cost 
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Number of impressions served per household 

Frequency is important 



What can digital learn from 
traditional? 



Microtargeting can dramatically improve 
efficiency 



Personalized marketing can dramatically 
improve effectiveness  



Iteration and experimentation lead to 
innovation and faster cycle times   




