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The Nielsen Company

A Global company, long-established with an excellent reputation for media
monitoring, market information and audience measurement

A 4™ Most Influential Company In The Worldo * , accuracy of
core pillar of the company

To

Uni que ability to analyse audiences?o
media and markets

Core capability to provide highly-customised insight and analytics
Nielsen covers 95% of global online ad spend

Nielsen is considered the online market currency in many countries

To T o I

As a market leader Nielsen uses patented online methodologies to gain
unique online market insights

*
(BusinessWeek, Jan 2009)
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Because youoOre worth

ARegional media can prove it has a quality audience online

ARegional media can prove it reaches a significant audience size online

BUT

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

AHow well can it prove that advertisers money is actually working online?
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SiteCensus ‘ Market Intelligence ‘

Mew Zsaland - Total Traffic

Ranking Trend History Geo target Duplication Demographics Adv demographics

Generate Report B dontcollapse A

Select report period: | ‘2 Including date: 3 Select report type: 4 Select publisher: expand view | select all |}

[ i 01/06/09 By Brand Iakst Aggregate

& Weekly By Publisher . 24T Girl Ltd
O Monthhy By Category - 3media Group
By Category Sites - ACP Madizs Haw Zzsland
- Action Media Lid
- AdHub Limited

.. Market Intelligence

All Sites

5 Selectdata:

Select tem{=) below and click "Generate Report’ to view just those item(z) Generate Latest Report >> Generate Report >>
Market Intelligence Ranking Report
Market: New Zealand - Total Traffic > By Publisher (Website data) El=1R
Period: Monthly, 01/06/09 - 04/06/08 previous month  next month
Rank [ Publisher Gl Ave Daily UB ElAve Daily UB%  EUE EUA EUBChange % [ UA Change % EIPl ETotal Sessions ETT ("000 :
F - Market Aggregate 1,832 228 100.00 4,153,706 - -75.78 - 257,503,008 14,538,017 3.2
O Trade Me Ltd a 579 975 31851 3227583 - -73.85 - 178,065 153 4,421 210 47
] = ‘vahoo!Xtra (i 285 665 2105 805,762 - 72.80 - 9945305 3352 659 3
O 3 APN Holdings NZ Lid a 274506 15.00 554 535 - -75.85 - BYTT.E14 1,873,595 T
[] 4 Fairfax Mew Zealand Limited [ ] 263215 14.37 679,004 - -79.35 - BB5ETIT 1,859,435 £
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Designed to assist online media buying/selling

WEB METRICS ' REPORTS \ CLASSIFICATION
Page Impressions Ranking Publishing Groups
Unique Visitors Trending Brands

Streaming Counts Duplication Sets Regions / Categories
Duration Demographics All/Select Sites
Frequency by Audience Profiling by

Un/Scaled Coverage Geo-targeting

Market Reach Search Referral

ALL BY DAY / WEEK / MONTH
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Web Traffic Profiling

MI 6s unique collective sampling and pr
year-long profiling (flexible - clients design the survey)

GMG Tindle P Hi'r”r'g Northcliffe
Website A Website B Website C . Website E
Website D

FOR EXAMPLE: \

If a user visits
Newsquest Site A and

N ¢ o X UG ' L8 completes a profiling
MI Survey ‘ ‘~"‘ 27 g ' survey, then also
- JI ‘ § visits JP Site C &

Datab ase ¢ V& e | €l 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

Integration into Nielsen Hybrid (UKOM)
with retrospective data

Publish Data API can be used to feed into
. I.S &fs JICREG Locally Connected
using
Market

Intelligence Provide Profile Predictive Targeting to
Tag i ncrease publishers

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

ldﬁg:%/tlijnngd%?gﬂd MedA'ﬁ‘OEﬁiT)?]mg/ Media Optimisation Post-Buy Analysis
AAdd media ADetermine the Aldentify the best AMeasure the GRP
/consumption optimum share of programs & delivery of the media
/lifestyle variables to budgetto TV, websites in reaching schedule and
refine the Internet & other the marketing target determine what
development of the media, in terms of ACompare delivery of programs performed
marketing target maximising historical schedules well and which
exposure to to guide decisions badly.
marketing targets AMeasure
engagement

AUnderstand brand
impact of specific
campaigns,
placements &
creative

AUnderstand
campaign impact on
purchases
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Online Advertising Targeting

Advertisersodo Target

.
Predictive Profiling
-
Behavioural
J
o
Contextual (Page)
-
Manual Placement
J

Groups
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Targeting T People Focused Advertisements

ATargeting is the bridge between media planning, media
buying and media optimisation
AAdvantages of targeting:

I Target groups can be described by different variables.

I The target group can be reached regardless of the content
areas.

I Less wastage: The advertisement reaches the target group
directly.

ATarget people not their behaviours!
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Predictive Targeting Approach

AWhat can you see in this picture?

Als this a car?

NO, you can see what it is!

This is how the prediction process works!

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

A 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 1 well-defined targeting products.

ANielsen Targeting: standardized products for digital advertising

I Nielsen Targeting Socio-Demographics
I Important socio-demographic characteristics like gender, age or education

I Nielsen Targeting Affinities
I The most i mportant fields of iIinterest, e

I Nielsen Targeting Lifestyle
I Lifestyle oriented target groups

I Nielsen Targeting Region
I Target groups based on country regions

I Nielsen Targeting Homescan
I Consumer target groups based on Nielsen Homescan or Nielsen Consumer
Research data - FMCG i Targeting
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Foundation for integrated & trusted ROI

= Gettoday's gossip Sy Lt;:e‘ & Se:(es = T:u eq ( ] .
GLAVOURE === B B = = Nielsen Reporting
User Market Intelligence
Instant Glamour with James prof“e Cam palgn AnquSIS
JBar:?sv::wnsnaresmesecretofnnwmget Survey Vldeo An alytlcs
Sastar Do et sosson i tow soing . J
B3 share this story
Predictive Single Interface Overlay panel
Profile Reporting user data
Targeting
System \l,

: User profile . i Tag data for
Publ i sh API — Ni el s en Oy Hybrid —> UKOM

Ad Server Server Panel
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