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7.0 Campaign Management and Adserving
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Campaign Management & Adserving Activity... e & BRe P —laln -
S t t z B, Have you evar clicked e
f 1 t w = ' your mouse right HERE? —
| Mow, we're not here to endorse any vendor in particular, but e - o s 4 '
i 0 Maa e for the purpase of this exercise we thought you might find =" ] T
these videos found on Doubleclick.com interesting, and they
- ¥ will give you an overview of the market as well

Let's take this up a level and make sure what you review is
relevant to your cause...
Hyou're a:
» Brand marketer or work at an agency, watch Brad
- : Bender's video
‘Campaign Managemmt & * Media seller/publisher, watch Jonathan Bellack's
Adserving Activity. Video

Once you click on the link, remember to go ta your group to
record your thoughts

Welcome to this introductory eLearning module that will prepare you for your upcoming “Introduction to Digital Media”
training program. The material found here will give you a taste of the topics we'll cover in more detail in your face-to-
face session, or within future modules. With this module we want to give you a chance to become familiar with the
concepts by exploring them in your own time.

The objective of the Introduction to Digital Media course is to introduce you to the fundamentals of online advertising,

which may be new to you. This short module will give you a chance to become familiar with the jargon, and have a play
with some of the sites and concepts we'll cover in your training session.

What is Digital Media?

Now, let's put things into perspective. When
addressing the changes in media, Rupert

Murdoch said the technology is shifting power “To find something comparable, you have to go back 500 years
away from the editors, publishers and the to the printing press, the birth of mass media ... Technology is
media elite. Now it's the people who are taking shifting power away from the editors, the publishers, the
control. establishment, the media elite. Now it’s the people who are

taking control” - Rupert Murdach, quoted in Wired, July 2006
We're in the midst of a seismic change in the
way media is produced and consumed. The web
has become part of everyday life, which is part
of the reason you're here.

As you know, many media and marketing
professionals are under pressure to grow the
online side of the business.

There are new players, new jargon, new
planning/selling/buying models.

You need an overview of the market,
knowledge of the players, and how online
media is being bought and sold.

Your training session will give you the terms, tools, tips and tactics you can use to do your job in this new media landscape.

So, what is digital media? Henry Jenkins, in his book “Convergence Culture - Where Old and New Media Collide,” says
“Digitization is the process by which images, sounds, and information get transformed into bytes of information that can
move fluidly across media platforms and be easily reconfigured in different contexts.”

What does that mean? Let's go back to Murdoch's quote - the technology that makes digitization possible has given
consumers the power to choose when, where, and how they access media content. No longer are they content to live
around programming schedules. This in no way means “traditional” media channels are on the way out - people want
good, well produced content as much as ever. They just want to choose the platform they access it from.

s Contact us for pricing and to book your program +61 2 9997 4417 or info@digitalchameleon.net or visit www.digitalchameleon.net 01
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Market Snapshot

Nielsen's “The Global Online Media Landscape” report points to some long-term opportunities for the online medium:
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- Around the globe, the online population is looking more like the overall population, meaning that access is moving
from being a luxury to a basic requirement.

- Packaged goods, pharmaceuticals and telecommunications are moving online at a pace not seen before.
- Audience growth and engagement of online video is forcing marketers to re-assess the value of the online experience
- Adoption of social networking capabilities, by consumers as well as companies, has crossed the chasm.

- Search continues to be an indispensible tool. Search across social media networks is the likely next opportunity for
search engines.

- Access to social networking sites via mobile devises nearly tripled during 2008, largely due to rising smartphone
penetration and improved network speeds.

See full report in your Resource Bank.

APRIL 2009

nielsen

The Global
Online Media
La n dS Cca pe Identifying Opportunities in a

Challenging Market

Audience Measurement

In your full course, you'll learn about the various ways
website audiences are measured for buying and selling
advertising. There are research services that buyers and
sellers subscribe to - such as Nielsen Online's NetRatings

and Comscore, as well as some free services. C m S CO R E

Beware that the free resources aren't proper research,
but you might want to visit some of them and see what
information is available. Some examples of these are
available via your module.
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Campaign Strategy, Planning &

Campaign strategy & objectives will be covered in your course. You'll learn how important it is to understand each
campaign’s objectives, to know what metrics equal success for a campaign, which vehicles work for different objectives,
and how to measure campaigns based on objectives.
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Sponsorship

Content Integration High Impact Ad Units

Search Engine Marketing

. BRAND RESPONSE
Applications

Online Ad Units ™ __ DIRECT RESPONSE

, Email

CPC/CPA Deals
Contextual Placements /

We'll also take a look at online planning & buying - who sells what and the vast range of media options.

Display Advertising

Here's one of the first banner ads that ran on the web - on the Wired magazine site. Have a look at the headline ...

Have you ever clicked e

your mouse right HERE? — Will

October 1994 AT&T ad (one of the first internet ads) on HotWired. Source: Doubleclick’s “The Decade in Online.”

The IAB has established standard online ad formats that you can view in your module or on the IAB Australia and NZ
sites.

Banners are still bought and sold online, but technology and creativity has surged ahead and rich media dominates the

advertising on the web today. Rich media refers to ads using animation, sound, video and/or interactivity. In your course
we'll look at examples of great online ads.

03
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We'll also review pricing models for online advertising.
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Brand Performance Hybrid
CPM IMPRESSIONS (Cost per COSTPER CLICK CPM +CPA
1000)
e 100,000 banner 10,000 CLICKSAT S1CPC = Combination buy e.g. CPM with
impressionsat $20 CPM.  10,000x S1 = 510,000 a CPA rate attached

e 100,000/1,000 =
100x20=52,000 for

100,000views of your ad.
SPONSORSHIP COSTPER ACQUISITION
Flatfee, generally including $50/completed applciation or
exclusivity, content integration purchase —100 ‘acqusitions’ =
and contextually relevant $5,000
placement.

TIME
Weekly, daily—fixed price,
estimated unigues & impressions

Campaign Measurement & Adserving

Campaign tracking and delivery are where the rubber meets the road. In this session you'll see why it's so important
that what you're measuring tracks back to the original campaign objectives.

We'll look at adserving - the technology that delivers online ads and manages the inventory you're buying and selling.
Adservers are the brains behind campaign delivery.

Social Media ‘

In your course, we'll also review some of the @

social networks people are spending time on. GECOND.
You may have your own pages on Facebook, I FE u e

or you may read (or even write!) blogs.

flickr

Vour Warld Yo Imsgination

Some of the sites we'll cover include

&
Wikipedia, Second Life, YouTube, Facebook, m ace
MySpace, and Flickr. “ : ylerMmh fﬁtEhﬂﬂk

WIKIPEDIA

We'll also look at Web 2.0, what it means and how marketers are using it.
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One of the “killer applications” of the web is search. It's probably something you often use and probably don't think
about how it works or how Search Engines make money. In some markets, search dominates the online category in
terms of where advertisers are spending their dollars.
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Do you know the difference between paid search (SEM) and organic or free search (SEOQ)? Here is an example of
organic search results that are ranked in terms of what the search engine sees as relevant results.

Google b’lxed mortgage interest rates Search w

Search: ' theweb & pages from Australia
ot Rosults 1 - 10 of about 48,300 for fixed morigage [ntorest rates. (0.20 seconds)
Fixed Interest Mortgage Sponsored Links Spansored Links
HelpMaChoose com.au/Mortgages  Choose from the top 3 Morigages best suited (o your needs in 5 mins
Fixed interest mortgage with Mortgage Choice.
www aussiecom sy We Can Check Out Mone Mortgages in 1 Minute Than You Can in 1 Month! Voled Best Morigage Broker 2008,

MorigageCholce.com,au

Australian Morigages
wew.scholce com.au  eChoice will match you 1o a home boan that suils your needs for free Lowest Morigages
Wart A No Fuss, Low Rate Mol

Vislt Zipgybed & Register Today!
winw, 2ipybid. oom.au

¢ com auVatabloMortgage
New South Wales

Beal the banks with RAMS
RAMS has the bigger rate reduction
RAMS passing on mane of tha RBA cul
WWW, faMS_com auw/ratecut

Inmnwamdanmuvmmw modeling ..
com aifixed_vaninble - aﬁh-

th«' Similpr pages - Note this

More msults from www. yourmongnge.com.ou s

7.62% Mortaage

Easy Mertgage Crlina Application
No Fees. All Oplicns. Fast Precess.
www, LoanAustralin. com.au

Jpity maone on your homae loan?

Why
6.97% Variable & Comparison Rats.
www, pnadinect.com, au

asopm ,.mwlnmmﬂmmuv\fmhm”wﬂm Inwmrm- b
8 much .. 235PM Parpatual recpsns incoma

ows, smh.Com. awbusiness/st-gaorge-cuts- I'lud-maﬂgluo mu 2008091!-4454 htmi -
Yimilar pages - Nota this

Beal Morigages
Wa'll boat your home lcan interest
rate guamantesd. Contact us today!
www. 13beal_com.nu

\WiRLL DANSg: X0 LU ananig Kate Morgage MiEAA Morgage /.
pion you take out a8 Mortgage or Homa Loan, you can choosa to havo an intorest rate jh
ced, vasiable, or split (a combination of the twe). ...

ks ofbaorrowing. com I nn‘immuld=mHPmi¥mﬂT ok -
Similar poges - Note this

6.25% Fixed Loan
Low Rate No Fee Home Loans. You

n cmmlnmmammnm«vm Ilormo fompare
gma loan and mortgage interest rates using our free ..
gorm.auhome-loans! - T0k - Cached - Sirmilar pages ‘."."!?l?.!"!!i

8l 7.19% ..
business, an-wn aulbusis

The site owner pays nothing to the SE when someone clicks on his search result.

Could Save 52300/Year. Find Out Hew
waww, myrate. com_au'fixed_loan

Mom Sponsomd Links =
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And these are the paid search results, which are bought on a cost per click.
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Welh lmages Groups BMews Froogle Deskicp mere s

GODS!E [broadband Enarch | Adstuad tassh

Search! & the web O pages from fhe LK

L Web 7,200,008 for hroadband [defnivon]. 0,11 seconds)
LI Broadband Cffars Sporuoned Links Trenrored Cnks
wewve_ uloffer. comil 1 Compare b andd providens S over £200 wath our deals.

broadband

Tincal Bvoadband, unbmited usage,
frow connection. £14.99 per month.
wh tiscall coouk

Vhich Broadband Provider?
weerwe BrmadbamiChocker cauk  Find and compars all the major UK broadband sendces by postcode.

Combins Brosdband & phons
wreree asln pipex nit Pay st £14. %pm and get up te 2Mb Broadband £ 500 mins of free calls

Bioaillanid Cosls
v Hide - Aboua Swa all 1k latasd March 2006
- Hide - Abaua Bl
9 Oidar Shy - Miws Sky One Sky Showbiz Sky Spats Sky Spons Breadband TV - 9 056m ut :::I.:::: ﬂ:ﬁ"ﬂﬁm‘
ET_Binadband ifiars - BT Broadband affers Got any questions aboul buying - 5 Gdam

Aooid Beadband Bip Ofs
¥ou must read this Uk guids before
committing 1o 8 breadband puchass

wherer bt comdbanadband’ - 1k - Cached - Simile pags
v i s adBanid-doats co uk
Or:iwﬂ"'ﬂ dband I;‘ d !ij’mﬂDSLBﬁ sty d ettt far b i 2l B asllranl koo £14.59
e e % PR AR Supeefast, high qually bioadbar
e, bt comysraasibandib_info jep - 88k - Cachod - Simile pages Fewa migration and manthly contract

wowrer i lipeehraadivand com

stowest - Broadband Intemet .- L0l EN0N0 - CAS 1xt
Telwwwst Commuricasions is one of the Uiy lsigeet csblie communications companieg Compae bisadbanid pices snd sflsrs
v lalewe st co.ukd - 11k - 10 War 2008 - Cachad - Sinilar pages Frwe Broadband hilphne mailabls
’ o firsd-uik-chuili. €0 ik
ADSL quide: The LIK's largas] independent ADSL review site - Yo
ADSLguide Thi Us pramier guide 16 braadband 1SPs, technology news snd user

ET Broadbansd fom £14 55
Brice proveder .., Speed now dovbied an BT Breadband
4 DIYOE St with free modem & connection
v BB vl am . offers-pags com

wan Firvd 1 labest and greatest bio adband news m
weerer adslguice arg ubsl « 86k - 10 ae 2005 - Caghe.

. [L=E]
Howe it works, different Typas of connections, and a diabupibeeadbaml comparison chasd
‘wearve b co.ukfMroadb amal! - 225 - 11 Mar 2006 - Cached - Sienelsr pagos

Broadband.-nelp com: LIK Broadband Reviavs - Latest Industry News
Infarmation on ADSL, Cable Modems and & comprehensr Braadband ESP Bsting in the Lk

U Brgadiani From £9.99
Cormpang UK Chikp Bicadbaid Offera,
Frivék Modem's & Sat-Up. Apply Onling

wwer gt hinipar €0 uk

- Broadiand 8 Mb Max §9.99
weerw kv aibliamnd:help. comi « 2k « Cuched « Similar pagoy Fres Wik Space, Free Bmail, Free i
SEI, CGl, PHP, Fros D Hoa1
T ister_ Broadband Mews for ihe w o
BT boss bigs up broadband for SMEs. Someons has to 17 Jan 2000 1613
Rorihern Ireland boasis blankei broadband coverage. The full monty, 100 per cent, .. Muoes Sponeored Links
weer thiteginter oo ubAsscomahraadbanil - 25k - Cpched - Similar pages

Do some searches yourself and try to notice things you may not have paid attention to in the past. Where are
the paid ads and the “organic” search results? Do you tend to click on paid results? Be aware of your habits - do
you tend to look beyond the first page of search results, or do you refine your search terms if you don't find what
you're after? We'll cover all of this and more in your course.

We hope this pre-course preparation module gave you a taste of what's to come in the course, and has given you
a sense of what to expect. If some, or all, of this is new to you, spend some time clicking (and maybe having
some fun!) and exploring in this safe environment. You'll be that much further ahead during your course.

Thank you for your time, and we hope you enjoy the rest of the course!

If you haven't already enrolled in the Digital FastTrack series, here are some reasons to sign up today:

- You'll gain confidence in discussing, preparing, and evaluating digital media options and recommendations
- You'll be better equipped to approach integrated programs

- You'll be more confident discussing online options without having a "digital expert" in the room

- You'll be skilled in the fastest growing media sector

- And you can do it all in your own time, at your own computer!

For more information, or to order your subscription, visit us at www.digitalchameleon.net,
email: info@digitalchameleon.net, or call us on +61 2 9997 4417
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Geek Speak

Source: IAB Glossary of Interactive Advertising Terms v. 2.0 and Digital Chameleon

Ad Impressions The number of times an ad has been displayed; exposure; opportunity to
see. Online advertising is purchased on a cost per thousand (CPM) ad
impression basis. This does not refer to the number of people having
viewed the ad, but simply the number of times the ad was displayed.
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Cookies Code applied to users' browsers by a site so that the browser can be
identified at a later time. Commonly used by sites that require
registration, as well as by adservers.

CPA Cost per action or acquisition, is a pricing model involving an agreement
between advertiser and publisher as to the value of a specified action,
and the buy is negotiated and tracked on that basis.

For example, an advertiser might pay a site based on $%$% per lead
generated by the advertising that ran on that site. These can sometimes
by hybrid buys where there is a CPM component in addition to an agreed
payment for each action.

CPC Cost per click, is expressed as a dollar amount, and derived by dividing
total cost by number of clicks received.

Some online advertising is purchased on a CPC basis, most commonly via
ad networks, or as remnant inventory buys across large networks.

CTR Click through rate, is expressed as a percentage derived from dividing the
number of clicks an ad received by the number of impressions it
generated.

Hit When users access a Web site, their computer sends a request to the site's

server to begin downloading a page. Each element of a requested page
(including graphics, text and interactive items) is recorded by the site's
Web server log file as a 'hit'.

If 3 page containing two graphics is accessed by a user, those hits will be
recorded once for the page itself and once for each of the graphics.

Webmasters use hits to measure their servers' workload. Because page
designs and visit patterns vary from site to site, the number of hits bears
no relationship to the number of pages downloaded, and is therefore a
poor guide for traffic measurement.

oTP Over the page, refers to a rich media ad which runs over the editorial
content of a site for a specified number of seconds, and then reverts to
rest in a fixed ad unit on the page.

OTPs are generally frequency capped and bought on a daily basis for a
fixed cost, based on an estimated number of unique visitors to that page
in aday.

Page Views A page view (or page impression) refers to the number of times a web
page is requested.

If 3 page includes two ad units, every time that page is requested, it logs
one page view, and two ad impressions.

Pixel Short for picture element, a pixel is a single point in a graphic image.

Online advertising material specifications use pixels as the unit of
measurement. A standard size banner is 468 pixels wide by 60 pixels
high. 07
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Source: IAB Glossary of Interactive Advertising Terms v. 2.0 and Digital Chameleon

SEM Search Engine Marketing refers to pay for performance advertising on
search engines whereby advertisers bid on search terms/phrases in order
to optimise their placement within paid search results, often called
sponsored links.
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Search Engine Marketing is also used to refer to agencies which provide
SEM services.

SEO Search Engine Optimisation refers to technical things that can be done to
a website from the design stage which help the site naturally rank higher
in search results for particular terms and phrases. Also referred to as a
natural or organic search.

SOV Share of Voice is used by publishers to give buyers a sense of how much
of the inventory their ad will get based on the number of total
impressions available on a specific page, section, or site versus the
number of impressions they have purchased. Some ad units are sold on
an SOV basis, for example; four advertisers rotating through one ad slot
would give each advertiser 25% SOV.

Unigues Unigue browsers (UBs), unique visitors and unique audience are all terms
referring to the number of different users or browsers having visited a
website.

There is currently no industry standard in terms of a true and accepted
measure of people (or reach) for the purpose of buying and selling
advertising. Consequently, there are several different research tools and
methodologies in the market that are used by publishers and agencies/
advertisers.
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