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Because Youôre Worth It...

Delivering ROI to advertisers beyond ñthe clickò...
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The Nielsen Company

Å Global company, long-established with an excellent reputation for media 

monitoring, market information and audience measurement

Å ñ14th Most Influential Company In The World ò*, accuracy of our data is a 

core pillar of the company

Å Unique ability to analyse audiencesô behavioural characteristics across all 

media and markets

Å Core capability to provide highly-customised insight and analytics

Å Nielsen covers 95% of global online ad spend

Å Nielsen is considered the online market currency in many countries

Å As a market leader Nielsen uses patented online methodologies to gain 

unique online market insights

*(BusinessWeek, Jan 2009) 
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Because youôre worth it...

ÅRegional media can prove it has a quality audience online

ÅRegional media can prove it reaches a significant audience size online

BUT

ÅHow well can you target those audiences that advertisers require online?

ÅHow well can it prove that advertisers money is actually working online?
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Market Intelligence
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Designed to assist online media buying/selling

by by

WEB METRICS

Page Impressions

Unique Visitors

Streaming Counts

Duration

Frequency

Un/Scaled Coverage

Market Reach

REPORTS

Ranking

Trending

Duplication Sets

Demographics

Audience Profiling

Geo-targeting

Search Referral

CLASSIFICATION

Publishing Groups

Brands

Regions / Categories

All/Select Sites

ÅALL BY DAY / WEEK / MONTH
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Web Traffic Profiling

GMG

Website A

Tindle

Website B

JP 

Website C

Northcliffe

Website E

Trinity 

Mirror 

Website D

MI Survey

Database

MIôs unique collective sampling and profile survey means highly effective 

year-long profiling (flexible - clients design the survey)

FOR EXAMPLE:

If a user visits 

Newsquest Site A and 

completes a profiling 

survey, then also 

visits JP Site C & 

Trinity Mirror Site D, 

their profile is 

reported across all 

three sites. This is 

very efficient 

sampling. 
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Market Intelligence opens up significant options

Publishers 

using 

Market 

Intelligence

Tag

Integration into Nielsen Hybrid (UKOM) 

with retrospective data

Provide Profile Predictive Targeting to 

increase publishersô ad serving ROI

Data API can be used to feed into 

JICREG  Locally Connected

Custom Analytics from overlaying 

Panel-based user information
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Developing ad solutions to support media allocation, 
creative optimisation and ROI

Identify/understand 
Marketing Target

ÅAdd media 
/consumption 
/lifestyle variables to 
refine the 
development of the 
marketing target

Media Planning/ 
Allocation

ÅDetermine the 
optimum share of 
budget to TV, 
Internet & other 
media, in terms of 
maximising 
exposure to 
marketing targets

Media Optimisation

ÅIdentify the best 
programs & 
websites in reaching 
the marketing target

ÅCompare delivery of 
historical schedules 
to guide decisions

Post-Buy Analysis

ÅMeasure the GRP 
delivery of the media 
schedule and 
determine what 
programs performed 
well and which 
badly. 

ÅMeasure 
engagement

ÅUnderstand brand 
impact of specific 
campaigns, 
placements & 
creative

ÅUnderstand 
campaign impact on 
purchases
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Online Advertising Targeting

Predictive Profiling

Behavioural

Contextual (Page)

Manual Placement

Advertisersô Target Groups
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Targeting ïPeople Focused Advertisements

ÅTargeting is the bridge between media planning, media 

buying and media optimisation

ÅAdvantages of targeting:

ïTarget groups can be described by different variables.

ïThe target group can be reached regardless of the content 

areas.

ïLess wastage: The advertisement reaches the target group 

directly.

ÅTarget people not their behaviours!
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Predictive Targeting Approach 

ÅWhat can you see in this picture?

ÅIs this a car?

NO, you can see what it is!

This is how the prediction process works! 

Å Nielsen Census Solution is recording various different characteristics of your users 
through Market Intelligence, but not every characteristic for every user is known.

Å The solution: In the case of missing characteristics, Nielsen Targeting completes 
these profiles with similarity comparisons of other user profiles (prediction model). 
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Nielsen Targeting ïwell-defined targeting products.

ÅNielsen Targeting: standardized products for digital advertising

ïNielsen Targeting Socio-Demographics
ïImportant socio-demographic characteristics like gender, age or education

ïNielsen Targeting Affinities
ïThe most important fields of interest, e.g. ñfinanceò or ñshoppingò

ïNielsen Targeting Lifestyle
ïLifestyle oriented target groups 

ïNielsen Targeting Region
ïTarget groups based on country regions

ïNielsen Targeting Homescan
ïConsumer target groups based on Nielsen Homescan or Nielsen Consumer 

Research data - FMCG ïTargeting
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Foundation for integrated & trusted ROI

Page 

Tag

Ad 

Tag

Video

Tag

Publisherôs 

Ad Server

Nielsen Reporting

Market Intelligence

Campaign  Analysis

Video Analytics

Nielsenôs M.I. 

Server

User 

profile 

survey

UKOM 

Panel

Predictive 

Profile 

Targeting 

System

User profile 

API

Tag data for 

Hybrid

Overlay panel 

user data

Single Interface 

Reporting 
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Ad Effectiveness fulfils the other 

ROI requirement
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FMCG advertisers are starting to invest in 
online display

-16% -15%

7%

29%

All Advertisers FMCG only
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Source: Nielsen Media Research Jan- Aug 09 vs. 08
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But this is still a relatively small investment

2,068
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All Advertisers FMCG only
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Online Display TV

Source: Nielsen Media Research Jan- Aug 09 vs. 08



Confidential & Proprietary

Copyright © 2009 The Nielsen Company

Why the reticence to move display budgets online? 

ÅAll forms of effectiveness revert to direct 
response
ïThe click through hailed as the metric of choice
ïWhilst other media historically focussed on 

audience delivery and not ad effectiveness as their 
role

ÅThe Ad Impression fails to assess Onlineôs 
ability to deliver audiences

ïMeasures the machine not the person

ïCookie deletion rates drastically distort the impact of 
online

ïNo comparative measure with traditional/offline 
media

ÅEven Onlineôs attempt to demonstrate brand 
impact is flawed

ïSince these studies delivered via pop ups measure 
at the peak of consumption (post exposure) and 
thus over inflates onlineôs brand impact
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There is a genuine need to move the Internet effectiveness 
measurement forwards:

1. Develop the Online GRP/Effective GRP
Å Align / show delivery versus other media

2. Measure post exposure advertiser brand engagement
Å Fairer assessment of impact than the click through metric
Å Isolate unmanaged (viral/CGM) effect of online

3. Align brand effect surveys with traditional media 
Å A more realistic measure of long term branding effects of 

online up to 30 days post exposure

4. Measure the sales impact of online
Å Online sales via the meter
Å Long term of online in conjunction with other media 
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Ad Effectiveness has two main studies:

Behavioural Impact
(Tags + Panel)

ÅTotal Campaign Delivery

ÅReach & Frequency (e.g. GRPs for video)

ÅDemographic Profiling

ÅPlacement (Sites) 

ÅPlacement Overlap/Demographics

ÅCampaign Build (Exposure, Cumulative 

Audience over time)

ÅPost-Exposure Action (no click)

ÅPost-Exposure site engagement

ÅSearch impact

Brand Impact
(Tags + Survey)

ÅUnaided/Aided Brand Awareness

ÅAided Ad Awareness

ÅFamiliarity and Favourability to Ad/Brand

ÅKey Attributes of Campaign

ÅMessage Association to Ad/Brand

ÅCreative Impact

ÅBrand Image Associations 

ÅPurchase/Usage Intent

Use a combination of both
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* <img src="//secure-us. 

imrworldwide.com/cgi-bin/m?ci=ad-

eff&amp;cg=jiminyas " alt=""/>

New in 2009/10:  Ad Effectiveness Solution

Survey Research 

Now panel

Nielsen provides 

executive summary 

/ consultation 

Passively observe 

behaviours on 

Nielsen panel meter

Tag Online Ad 

Creative

Exposed (and 

control) panelists 

are sent a survey 24 

hours post exposure 

to determine the 

brand impact

Clients receive top-line 

performance 

summaries to evaluate 

campaign and creative 

performance

This allows us to 

calculate the audience/ 

demos, the contribution 

of media selected, 

creative used & post 

exposure behaviours

Nielsen tag inserted 

into ad creative. 

Those exposed to the 

ad picked up on the 

Nielsen behavioural & 

Research Now survey 

panels 


