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Consumers first

Best Practices for Creating
Engaging Ad Experiences
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The web Is an advertiser-centric place
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We know your target isn't clicking

of all internet users click on one display ad per month

There is

of internet users account for 85% of all clicks no correlat.lon
between clicks
and brand metrics

of users are not comfortable clicking

Source: comScore, Inc. custom analysis, Total US Online Population, XPC Persons Panel, July 2007 data period




Display advertising needed
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on the purchase funnel

|AB Portrait generates higher ad effectiveness at every level of the purchase funnel

Slelaalo SNV | A\B Portrait Ad

Online awareness 41 % 51% @

Ad believability* 62% 73% @
Brand appeal* 55% 63% @

Brand interaction* 35% 4L6% @

Visit site/Become FB fan* 29% 43% @

Recommend to 24% 35%
family/friends*

Purchase
) 0 A
intent** 2% 7% @

FO rm ats *Top two box **Top box Competitive ads include 300x250 and 300x600




We know premium advertising works

But still had unanswered guestions

1 Who engages with online advertising?
2 What gets them interacting with display ads?

3 Can these people be targeted?

4 How can advertisers drive stronger engagement?
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We set out to answer those questions

Nielsen Panel Exposed Individuals/Engagers

Nielsen's tag
PANELIST ID 1234 contains both its

PANELIST_ID PANELIST ID and
5678 the ad’s

Impression 1D as
Data Collected: variables, enabling
* Online behaviors panel match
* Demographics
* Survey responses

Two great sets of data were brought together — AOL's
wealth of information about interactions on Premium
Formats and Nielsen’s online panel

Aol.
Formats

IMPRESSION_ID
ABCD IMPRESSION_ID
EFGH

Data Collected:
* Ad engagement

Match Panel n=10,629; Engagers n=595
Survey Respondents Non-engagers n=945; Engagers n=52




Our first finding...

Of Users say
they dislike online

advertising

42% say they dislike TV ads
19% of users say they dislike Print ads

ource: Nielsen Custom Study, August 2011

FO r'm ats Q: In general , how do you feel about advertising that you see online /
in pri

print/on TV? (top/bottom2 box)




Here's why they don't like online ads today

do not think online ads are creative

do not find display ads relevant to their needs

Stream game trailers faster than
you can say “incoming.”

find online advertising disruptive

Aol.
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But we know people are engaging...

Premium Formats interactions
INn three months
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Who are these people?

Users who actively, intentionally
interact with an ad unit.
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Engagers and Non-Engagers have the same demographic
profile, however Engagers are more likely to...

08%

more likely to watch
online video

FO r'm ats Source: Nielsen Custom Study, August 2011




69 7%

of Engagers say they dislike online ads...

Perception isn’t reality

FO r'm ats Source: Nielsen Custom Study, August 2011




Why Engagers dislike advertising
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Engagers aren't born...




We can change attitudes toward dlsplay ads
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Brands can change paths from advertiser-

centrlc ads to consumer- centrlc ads
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Give them a reason to interact

39%

enjoy seeing recipes
In online ads

FO r‘m ats Source: Nielsen Custom Survey, August 2011, sample n=997
* How comfortable are you with each of the following? (top box)




Not everyone interacts the same way

Three different targets, three sets of online interests
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Prefer categories

like automotive,
consumer electronics
and finance

more likely to believe they have
their intelligence insulted by
online ads

more likely to view
online ads as relevant

more likely to enjoy
high-def visuals

Source: Nielsen Custom Study, August 2011




Reaching Men

Help men gain information
or learn something new

Ads that help accomplish
a task are favored

Don't insult their intelligence
Men like to be targeted

Men will respond best to:

* Video * Content feeds
e Store locators * Product showcases




more likely to see online ads
as disruptive or distracting

more comfortable buying
Immediately after seeing
an ad

Prefer ads in the baby
care, toys, fashion,
cosmetics, food and
beverage categories

more likely to interact with
ads that offer discounts

Source: Nielsen Custom Study, August 2011




Reaching Women *

Utilize user-initiated video —
don't distract them with audio

Use apps that let them share, shop,
and accomplish everyday tasks

Give them the opportunity to buy
after they see the product

Women respond well to:

* Video * Coupons
* Quizzes * Social media feeds
* Polls * Window Shopper
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Millenials

more likely to feel connected to
brands they see advertised online

more likely to feel that online
ads encourage interaction with
the brand

Regularly make online
purchases in entertainment,
fashion, food, beverage

and baby care categories

Source: Nielsen Custom Study, August 2011
Note: Millenials is 18-34 years old in this study




Reaching Millenig

Choose applications that
encourage users to interact

Let them share information
and shop within ad units

Tell your brand’s story within
the ad units — don't focus
on direct response

Millenials respond best
to apps like:

* Video * Coupons
* Quizzes * Social media feeds
* Polls

Source: N\@8en Custom Study, August 2011




Engagers aren't born, they're made

Engagers span all demographic groups, including age, gender and income

* They say they dislike online advertising, but will engage with
experiences

Engagers consume a lot of online media, especially
More likely to than non-engagers

Is more important than getting
Engagers to click

H OW * Create highly engaging ads, they feel comfortable engaging with,
not ads that disrupt the user experience
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Thank you!

Questions?

Director of Product Management, Pictela
sam@pictela.com

Research, Director, Nielsen
jon.stewart@nielsen.com

Marketing Manager, Pictela
danielle@pictela.com
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Appendix
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With the right ads, users will engage

Percent of Segment Engaging with Ads

Female Male 18-34 35-54 Low Med High

Gender Age Income

Source: Nielsen Custom Study, August 2011
FO r'm ats *Engager: Rolled over an ad and performed at least one positive interaction




No one Is born an engager

Engagers and non-engagers have relatively
the same demographic profile

Engagers vs. Non-Engagers
(Audience Composition Percent)

B Exposed [ Engagers

Index: Index:
106 108

Female Male 12-17 18-34 35-54 55+

Aol *There is no statistical evidence that gender or age proportion
L of engagers is different from non-engager
(gender p-value = 0.3844, age p-value = 0.3497)

Formats A
Source: Nielsen Custom Study, August 2011




Engagers consume more online media

more likely to utilize social media

more likely to watch online video

more likely to use search

more likely to play games online

Source: Nielsen Custom Study, August 2011




Engagers are reqular, viable and modern consumers

made an online purchase within the last year

own a smart phone

watch at least 21 hours of television per week

of engagers own a gaming console

FO r'm ats Source: Nielsen Custom Study, August 2011




