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The importance of Valuing Earned vs.
Paid Media

Marketers FROM

are moving A broadcast-based marketing

relationship with consumers \

TO

A relationship that more explicitly
considers how traditional paid media
drives ‘earned media’
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We Will Evaluate The Three Forms of Ad
Execution Avalilable on Facebook

1. Homepage Ads

This is How to Fly b

@ america

Everyone deserves to be
happy. In-Flight WiFi,
movies, music,
on-demand food and
more. Climb Aboard.

PAID MEDIA EARNED MEDIA

g | B badendastn st . (_} 51,930 people are fans of Virgin America.
- . s commered n Ty Yarmbsu's i - | 1 Become a Fan

2. Homepage Ads with Social Context

This is How to Fly X
Everyone deserves to be
happy. In-Flight WiFi,
Movies, music, on-

Q\america demand food and more
. . Climb Aboard

Meg Criffing Sloan, Ryan Ali, and € other
friends are fans of Virgin America.

%: Become a Fan

3. Organic impressions

O O

Alex Wu and Libby Leffler became fans of Virgin America.
E_l,.r_uu'. an hour ago - Become a Fan
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How “BrandLift” Works

What's on your mind?

Sponsored

Glitter your way

X
CGlitter your way through
the day. Glitter
Hairspray keeps you
sparkling all day long.

Automatic, randomized
holdouts

Facebook’s ad systems automatically generate a

e o @R @A e @« small control group of users called a “holdout” who
Bt Kt i new ofce itk icuin are identical to those targeted by your campaign,

B4 san Francisco, CA 2 Soonsored | _’33 Become a Fan

E e e [ Bisoomas ] except that they were randomly selected to not see
&) Links

Sviseo your ads

e By § minutes ago via Emal - Comment - Like - Share

afan of Glitter Hairspray.

Become a Fan |
Kilsdf [ By Become a Fan |
Phoenix Facebook may Share your respon
pretty good show! anonymous form only, (2]
wath: 3:07
Highlights

DFWIMA iHack 2009
2 friends are tagged.

Example Poll Results

Research Poll
T ok 111} ::i\::::)at‘:?heard of Clitter brand % : : :
, O ves A comprehensive PowerPoint deliverable
What's on your mind? . . . .
e o @@ av O No highlighting study results and brand effect metrics:
£ coworkers & Kjlsdf in new office o Not sure
SN - ) -Results for up to four standard brand attitude and
a- usage questions via single-question surveys and
BN Video O N . q
s ? . two custom single/double question surveys
R -Delivered within days of the end of the survey

fielding
-In-depth presentation of findings

Highlights

DFWIMA iHack 2009
2 friends are tagged.

-’
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3 key metrics evaluated

1 e Awareness

» “Have you heard of Glitter Hairspray?”

2 Message
Awareness
*  “Which of the following companies uses the slogan ! & Research Pol

il Mave you heard of Glitter brand X

“Shine throughout the day”?
*  “Which of the following brands do you associate with
the message ‘Shine throughout the day’?

3 @ Purchase Intent

*  “How likely are you to purchase a Glitter hair product this

month?
*  “Would you be interested in trying the Glitter Mousse?”

hairspray?

0O ves

O™
O Not sure

» Survey collection 24 hours post exposure

* Minimum of 3,000 respondents

« Studies compared against a normative Nielsen database to determine overall
effectiveness and awareness results.
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BrandLift: A Continuous Measurement Service

« 6 months of research

 Consisting in surveys of over 800,000 Facebook users

- And more than 125 individual Facebook advertising campaigns

« From 70 brand advertisers

S & $
” Microsoft: |RESemmé.
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Understanding the Value of a Social Media Impression

What Did We Unearth?

Findings based on

« 14 campaigns representative of more successful campaigns that included:
— the “Become a Fan” engagement unit, and
— advertisers from a range of categories (CPG, entertainment, retail...)

« Results were aggregated across the 14 campaigns:
— To provide more generalised findings
— To ensure the confidentiality of advertiser-specific results
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Impact of Paid Media Exposure on Facebook

Difference between control group and exposed

10% This is How to Fly X

)| Everyone deserves to be
happy. In-Flight WiFi,
Delta versus control movies, music,
on-demand food and

maore. Climb Aboard.

51,930 people are fans of Virgin America.

4% ’.ﬂl Become a Fan

2%

Ad Recall Awareness Purchase Intent
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Homepage Paid Ads with Social Advocacy
Improve Campaign Performance

Difference between control group and exposed

This is How to Fly *
0 - - -
16% Home page ad expsoure | Eueryone deserves 3 be
happy. In-Flight WiFi,
\g" movies, music, on-
m Home page ad expsoure with soial Elyl=lgla-) demand food and more.
advocacy Climb Aboard.
10% Meg Griffing Sloan, Ryan Ali, and 6 other
friends are fans of Virgin America.
8% 8% -
El Become a Fan
4%
2%
Ad Recall Awareness Purchase Intent
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Marked Affect on Brand Metrics if There An
Organic Element

Difference between control group and exposed

30% Home page ad expsoure
oo
. frins
mHome page ad + organic .
B i
.
| B
n
HA —
- s
|
13%
10%
8%
4%
2%
I I Alex Wu and Libby Leffler became fans of Virgin America
Ad Recall Awareness Purchase Intent B about an hour ago - Becomss 3 Faa

nielsen
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More Organic Exposure = Greater Impact

Difference between control group and exposed

33%

32%

1-2 m3-9 | 10+

15%

15%

7%

3%

Alex Wu and Libby Leffler became fans of Virgin America

Ad Recall Awareness Purchase Intent B, about an hour ago - Become a Fan
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How To Maximise Reach & Engagement

Stepl start with
engaging Home Page Ad

Alex Wu and Libby Lefler became fans of Virgin America
E, it an howr ago - Become a Fan

= users interacting with ad
= unit in friends feed
e -
= y B Facebook User Reach Index
Saw HP Ads 112
Facebook User Engagement* Index H Saw Organics Only
Engaged with Ad 1on Saw HP Ads + Organic
B Engaged with Organics 106
100
100
Reach
Increased Reach

And Increased User Engagement

!‘!1.6.1.8.(?!1 O S * Engagement = click through, video play, RSVP, vote on a poll etc
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BUT...Organic impressions are difficult to scale

Total Campaign
. Reach

Organic Reach

nielsen
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Paid Impressions Open Door, but Advertising Still Needs
to Spark Engagement & Connection

Yl - =
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To Amplify Reach & Deliver Brand Engagement ih

Evian Campaign: Reach Total Campaign vs Paid For Click To Exposure

000s
1,276 230%
Percentage of those
140% Exposed. tg Pa‘ld for ’Ad
703 who visited ‘Evian
76%
Exposed to YT Exposed to YT Exposedto YT Percentage of those .
PaidforAd  Paidfor Ad+ Paid for Ad + Average Time  Audience  Online GRPs Exposed to Total Campaign
Watch Pages Watch Pages + Spent with Reach who visited ‘Evian’

Video Brand
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As Such You Need The "Right” Mixture of Paid +
Earned + Self Created Media

nielsen

Reach

P N

Impact
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Conclusion

* Buying social media is different than buying standard
online media

» Critical to understand advertising both in terms of

— Paid media and
— How earned media & social advocacy contribute to campaigns

» Social advocacy and earned impressions can impact

consumers in 3 important ways
— By making them more likely to notice an ad (Ad recall)
—To take away Iits message (Awareness)
—To increase their interest in making purchase (Purchase intent)

* The next step is to expand this understanding to offline
sales and long-term brand value
(and outside of Facebook)
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Thank you!
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