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into a laptop 1.6kg light?
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Media banner performance  Targeting & Optimization  Continuous R&D Frequency Capping
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Branding
VS
Direct Response



Online Percelved as Direct
Response?

Total dollars are
spent on

37% Total dollars are
spent on Direct
Response Marketing
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Only Online
dollars are spent
on

77% Online dollars
are spent on Direct
Response Marketing
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BEYOND Brand Money i_s Still
Lacking Online

2009 U.S. Measured Media Spend
$147 Billion
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2009 U.S. Online Media Spend
$24 Billion

6% of
branding
dollars

F\ -
\ | 30% of direct
response
dollars

Direct
Response
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Awareness

Favorability
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 Cost Per Engagement

 Time & Interaction as the new currency
online

* Brand Safety

 Did You Reach Your Audience?
« ROI
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