
How Are Targeted Sites 
Changing The Online 

Landscape: What Are The 
Opportunities?



Media consumers   
have never had   
greater choice



Australians are embracing targeted sites



Obsessive content breeds fanatics

More than 300
“New Moon” posts

in six weeks



How can marketers capitalise 
 on that audience?

• Tim Duggan, Marketing Director, Sound Alliance

• Jo Gaines, NSW Sales Director, SheSpot

• Wendy Hogan, VP & Managing Director, CBS Interactive

• Chris Janz, Managing Director, Allure Media



Using data to drive   
better   

engagement
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CBS Interactive ‐
 

World’s premier content network

Rank Property % Reach
1 Google 74%
2 Microsoft 60%
3 Yahoo! 49%
4 Facebook 38%
5 Wikimedia 28%
6 AOL 22%
7 eBay 22%
8 Amazon 20%
9 Ask Network 18%

10 CBS Interactive 17%
Source: ComScore Worldwide December 2009



Pioneers in contextual digital marketing

• Depth of vertical content leads to data 
insights into audience interest in product 
categories

• Intention to purchase and preference for 
various brands indicators

• Audience influenced by advertising and peer 
recommendations



Exposure Drives Greater Consideration

34%



Where the User Starts, Matters

Awareness page types contain content 
with multiple brands/products. 

Consideration page types focus on a 
single brand/product.

Consideration of the carrier’s Products Among Users that Start on........    



Exposed CNET Wireless Users Purchased 
 More Products

Without  Ad Campaign

With Ad Campaign

CNET Users confirmed purchases at 2‐3x higher rate 
 than natural traffic on the wireless carrier’s site



5 MM PV 13.2 MM PV 5.6 MM PV

TRAX 2009 – Key title in 2007

AccoladesLaunchPre-OrderKick Off

Marketing solutions for entire product lifecycle



Daily Momentum around Release Date

Source: GameSpot Trax, 

Ads 
Started Ads 

Finished

Follow up 
Interactive Skin

This graph is showing the direct effects of advertising on 
traffic to the game space, and how this drives competitive 
mindshare between releases around the same time.

Game 1

Game 2

Game 3

Game 4

Game 5



Becoming part of   
the conversation   
in trusted social   
communities
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Understanding what motivates social 
 communities to take action

•
 

Objective: Communicate to 
 mums that Smart Rinse is a fun 

 and easy way to help keep 
 childrens teeth clean

•
 

Kids health is No1 priority for 
 mums – Create event to 

 encourage families to be happy 
 and healthy

•
 

Facilitate product trial and 
 interaction between users –
 distribute samples to mums in 

 target demo

•
 

Recommendation included 
 reach and relationship elements



cassp - 1:01 PM on Tue-18-Aug- 
2009
Hi, we received ours yesterday, and 
the kids are now very keen to do their 
teeth. My 7 year old son decided this 
term he didint need to clean his teeth 
anymore, but thanks to Smart Rinse 
brushing is now back in favour again. 
Both the kids love both flavours, 
although my daughter prefers the 
berry. Will definately be buying this 
from now on.

gussie - 9:23 AM on Tue-18-Aug-2009
8 yr old son loves the Berry flavour! He 
cannot not decide which is his favourite, he 
loves both the Mint and Berry. I can see Kids 
Listerine will be a regular item on our 
shopping list. 

One‐to‐one – “Trusted Social Communities”

1. Ads featuring product

2. Editorial featuring product

3. Build engagement & word of mouth

5. Trial, then talk…..

4. Product to consumer

*98% audience 
 participation.

*Mum blogs 
 viewed 4k times.

*Total reach 
 estimate: 150k.



“Strangers with Experience”



Join the conversation to build brand affinity

•
 

Objective: Connect with women in 
 their world trialing social media in 
 an unobtrusive but relevant way 

•
 

Campaign: Join an existing 
 conversation ‐

 
$$ saving tips ‐

 started by mums on Kidspot Social 
 and stoke it becoming relevant and 
 a true partner in their crusade

•
 

Make the company relevant and 
 part of the fun–

 
offering $499 

 shopping sprees to tie in to the 
 group and reward mums for their 

 contributions



Share the exercise with the broader group

•
 

The resulting content also 
 featured (and still does!) 

 on Kidspot Family Budget.

•
 

These tips were viewed 
 over 20,000 times.

•
 

“Online mums tackling the 
 Global Financial Crisis”

 
tip 

 by tip was such a 
 compelling story that it 

 made the 5 o’clock news!!

•
 

Commonwealth Bank is 
 not only part of the 

 conversation but is the 
 hero in it!



How context   
amplifies   

your message
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Recent activity on Inthemix

CONTENT HUB ON INTHEMIX

INTHEMIX TV SPONSOR

HOMEPAGE & NEWSLETTER 
SPONSOR

FESTIVAL GUIDE SPONSOR

EDM’S TO ITM DATABASE



Brand Recall

1%

6%

11%

13%

41%

8%

6%

3%

5%

8%

13%

7%

30%

33%

38%

39%

62%

74%

91%

0% 20% 40% 60% 80% 100%

Smirnoff Black

Sony

Fuzzy

Ipod/Apple Mac

Smirnoff

Telstra/Bigpond Music

 Heineken

Nokia

PS2

Technics

Ministry of Sound

Smirnoff Ice

Spontaneous Awareness Prompted Awareness

VIRTUALLY UNIVERSAL AWARENESS

INDEPENDENT DIAGEO RESEARCH STUDY 2006: TOTAL SAMPLE 18-29 : N=990



ITM Users: Drinking Behaviour
Smirnoff RTD Nett

Male 18-29
Source:   TNS Tracking Data 

Quarter 1 F05 
* 

outliers deleted

TNS Tracker
n= 300

ITM Sample
n=496*

Ever Tried 50% 81%

Drunk Past 4 Weeks 8% 46%

Drunk P4W - On 6% 39%

Drunk P4W - Off 6% 34%

Average # Drinks 7.8 11.5*

Significantly higher incidence of consumption and volume



Cool Wave by Sponsorship Awareness
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Significant cool shift for Smirnoff Ice associated with ITM.  

Total sample 18-29 : n=990



Earned Respect

Example: Smirnoff EDM Cut‐Through

Relatively standard comp but 4500+ 
 entries

Over 50% opt‐in rate 

Audience highly charged and 
 connected with brand

Earned results
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