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EXPLAINING ON-BUYER TARGET VS. OFF-BUYER TARGET

FIGURE N.

TARGETING: ON-BUYER TARGET vs. OFF-BUYER TARGET

All Television Campaigns Digital Campaigns

On-Buyer Target On-Buyer Target
:{0)74 31%

Off-Buyer Target Off-Buyer Target

Source: NCSolutions ©2017; Period 2016-Q1 2017

Undeniably, the industry today has access to more data
and better tools to understand consumer behavior and
optimize advertising plans. But our research shows that,
by and large, advertisers aren’t making the most of these capabilities.
Targeting, in particular, is often underused—even misused. While the strength
of creative still carries a lot of weight in advertising, we fully expect that
future growth for the industry will come from reach, targeting and other
media drivers.

—Leslie Wood, Ph.D.,
Chief Research Officer, NCS
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Understanding consumer purchase cycles and
timing advertising closer to purchases can boost
sales dramatically.

Previous research demonstrates how exposure to an

ad just before a purchase occasion (generally in the
preceding 48 hours) results in a stronger conversion

to sales. To further test the recency effect, this study
focused on products and services that are likely to
be purchased on the weekend. The hypothesis was
that ad exposure on Thursday or Friday night (during
primetime) should have a greater impact on weekend
sales than ad exposure (also during primetime) earlier

in the week.

For products most often bought during the weekend,
advertising on Thursday or Friday had a dramatic
effect on sales. Thursdays outperform Fridays (3.5x
vs. 2.3x), but together they delivered almost three
times more incremental sales lift than other days of
the week.(see Figure O.)

The theory of recency was also part of a recent study
in which NCS participated, The Persuadables® NCS
segmented exposed audiences by purchase cycles
and determined the effect on ROAS. The study found
that when the ads were timed during the last quintile
of a household'’s purchase cycle, the ROAS was double
the return of ads that were exposed earlier in the
purchase cycle. The study also examined recency
among heavy purchasers and found them to provide
up to 16x the ROAS of the average segment.

In today’s world, many retailers and advertisers have
access to granular first-party data about their custom-
ers’ shopping behavior. They can tabulate historical
purchases and understand when someone might
be close to making a new trip to the store and what
items they’ll be in the market for. This research is
further encouragement to make the most of those
rich datasets, build systems to understand consumer
purchase cycles and buy ads on the right platform
and at the right time.

The importance of understanding the complexities
of recency continues to grow as time shifting TV
increases, affecting these dynamics.

FIGURE O.
RECENCY: THURSDAY/FRIDAY PRIME
DRIVES WEEKEND SALES

Sales Index vs. Any Other Programming

353

- 232

Thursday Prime Friday Prime

Note: Advertising lift measured on a 3-day rolling exposure window.
Thursday/Friday Prime does not include: News, Sports, Children’s
or Spanish Language.

Source: NCSolutions ©2017; Period 2016-Q1 2017

Context matters, but we'’ve yet to fully quantify its impact on sales. Stay tuned!

Context, the final element in the advertising effectiveness framework, has the smallest overall impact on sales.
While context has the potential to provide strong benefits for advertising, it requires creating content that

is properly matched to the surrounding program environment. In previous work, the only element NCS was

1 Joel Rubinson, NCSolutions and Viant. 2017. THE PERSUADABLES: How Advertisers Can Use the Principles of

Recency and Spend Level to Significantly Improve ROAS.
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able to measure was the use of the same commercial across different genres—a far cry from pet food ads in
pet-focused programs, or insurance ads right after the car crash in a TV drama. At this stage, we believe that
the value that was measured is just a small fraction of the potential impact that context can have on advertising.

BEST-PRACTICE RECOMMENDATIONS

What we found through our Campaign Performance
Audit (CPA) work to date is that there is a substantial
ROl difference between advertisers using the television
medium to its full effectiveness, and those using it less effectively. Our goal
with the CPA program is to provide each of our advertisers with the resources
to utilize the television medium to its full potential.

—David F. Poltrack
Chief Research Officer, CBS Corporation
President, CBS Vision
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This paper is based on insights from two meta-studies.
Because these studies included all of the campaigns
that occurred during the measurement windows (i.e.

no “cherry picking”), they are a realistic representa-

tion of how campaigns are being executed today, to
help inform improvements that can be made in the
campaigns of tomorrow.

The first study was conducted by NCS and looked

at nearly 500 CPG campaigns that ran in 2016 and
Q1 of 2017 on all major media platforms: linear and
addressable television, online digital and video,

mobile, magazines and radio. Note that magazines
and radio combined only represent ~1% of the total
studies. The objective of this study was to examine
the relative contribution that a campaign’s creative
and media factors might have on sales.

For the household-level sales data, NCS extracted
in-store purchase data from a database of nearly 90
million households, matched those purchases to rele-
vant ad exposures, and segmented the results against
previous buyers and non-buyers of that particular

brand and product category. NCS used a proprietary
methodology that is based on machine learning and
can isolate the sales effectiveness of media elements
(e.g. reach and targeting) from the effectiveness of
the creative.

The second study was conducted by Nielsen to under-
stand the reach of TV and digital campaigns, and more
importantly to measure the unduplicated reach of

cross media campaigns. It looked at 863 campaigns
that ran on both linear TV and digital platforms, and

were tagged by Nielsen Total Audience (TAR) and

Nielsen Digital Ad Ratings (DAR). These included

all cross- media campaigns that ran in Q4, 2016 and
Q1, 2017, regardless of vertical (not just CPG) or
television network. The target for these analyses is

people ages 13+.

Our objective was to use all available real data at
scale to examine the link between advertising and
sales to understand what contributed to advertising
effectiveness.

NCS SALES EFFECT METHODOLOGY

NCS Connects the Media
People Consume with the
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ABOUT NCS

NCS makes advertising work better.
Our unrivaled data resources
powered by leading providers nCS
combined with scientific rigor and

leading-edge technology to

empower the CPG ecosystem to create and deliver
more effective advertising. With NCS’ proven
approach, brands are achieving continuous
optimization everywhere ads appear, through
purchase-based audience targeting and sales
measurement solutions that have driven over $25
billion in incremental sales for customers. Visit us at

ncsolutions.com to learn more.
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ABOUT NIELSEN

Nielsen Holdings plc (NYSE:NLSN) is
a global performance management
company that provides a comprehen 1]
sive understanding of what consumers

Watch and Buy. Nielsen's Watch seg

ment provides media and advertising clients with
Total Audience measurement services across all
devices where content—video, audio and text—is
consumed. The Buy segment offers consumer pack
aged goods manufacturers and retailers the industry’s
only global view of retail performance measurement.
By integrating information from its Watch and Buy
segments and other data sources, Nielsen provides
its clients with both world-class measurement as well
as analytics that help improve performance. Nielsen,
an S&P 500 company, has operations in over 100
countries that cover more than 90 percent of the
world’s population. Visit us at www.nielsen.com to
learn more.

In the fall of 2014, CBS introduced the Campaign Performance Audit (CPA), a multi-stage program for measuring
the effectiveness of advertisers’ television advertising campaigns. The CPA uses a full complement of research
and analytic tools to plan, execute and evaluate each television advertising campaign from the creation of the

ad to the calculation of the total ROI of the campaign.

CBS and NCSolutions have fine-tuned the measurement devices employed in the CPA to reveal

the full potential of television advertising today. CBS wants to help buyers produce effective ads, find the right
shows on which they should air, and measure the results using data from Nielsen, NCS and others.

We spend a considerable amount of time and resources every year to bring you insights from the latest measurement
innovations and the best minds in the business. We hope that you find the effort worthwhile in

furthering our collective knowledge for the industry.
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