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/I Solutions gemiusDirectEffect
Tracking scripts, siteentric
measurement
Measuring the delivery,

MAIN OB‘] ECTIVE instant response, delayed

Measuring campaign response post view, actions,

effectiveness target page conversions.
“ CAMPAIGN

TRACKING

BRANDING

, _ TARGET
gemiusBrandingEffed REACH

Control and exposed
guestionnaires filled in by users

gemiusProfileEffe

Panel data combined with
tracking scripts

Campaign impact on brand
awareness, perception, messag
associationetc,

Postbuyanalysis of campaign
audience profile.

Demographic composition of
campaign




:£a:Gemius

A 7%

s[?;jfei:t,Eé'f?e"éit""f

// Background

g A
| WO TR TR

L\

miu

Cooperation with Media Houses on gemiusDirectEffect
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Research methodology
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Technical platform

offering the possibility to run complex campaign effectiveness studies
03ASYAdza. N} YRAYIAIOFFSOGS IASYAdzat NPFAE SOFFSOG X
website).
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gemiusDirectEffect
isa quantitativestudy.

Trackingscripts

embedded in the codes of a campaign'screatives are responsible for monitoring
impressionsandclickson the creatives Thesystemcanalsoservethe creatives

Cookietechnology

is usedto differentiate individualusers(cookies) Thistechnologyenablesus to present

information about the number of impressionsand clickson the advertisementaswell as

the number of users(cookies)whom the campaignreachedand who directly responded

to the campaign,either by clicking on the creative or later visitingthe  R@S NI A & SN a
website (without clicking) In severalcountriesgemiusDirectEffecalso givesinformation

onthe numberof realusersreachedbythe advertisingcampaign

Geographical origin
Ad ARSYGATASR 08 (KS dzaSNRa 600221A8Q40 Lto
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/I Ad campaign tracking Solution
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Which creative formats
proved effective and in what

o What was the way’?
e engagement of users
(cookies) within the
campaign?
gemiusDirectEffe Which placements
HOW did the campaign tracking prove\cliv if:;:-z\t/:;/;?and in
campaign perform
over consecutive Main aim is to evaluate theg
days? direct effect of the
campaign
Where did the users How did the Campaign
(cookies) who were influence viewing the
exposed to the campaign target page and
connect from?

performing actions?
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/' Reach and campaign effectiveness
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Cookie CTR Cookie
== First (mlm Next

impressions 2 C'L%ks X
e ( (D

And many others:
Frequency

Actions

Closures

Costs (CPM, CPC, CPA
effectiveCPM CPU, CHL
Operating Systems
Browsers

Regions

Cities




Create your owrcategories,

labels & indicators!

Clicks  CTR~ Interactions ~ Actions

Impressions

ﬁ ‘fou can use every indicator that you see above for
creating the formula and math operators, such as +

MName: Click -/ = () are also available.

Formula: - (impressions*CTR)+120 . g [ )

ﬁ ‘fou can also use numbers to modify values, for
example to multiply statistics,

Comments:
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Proper user identification

10 000 000

¢
o) |

\". 5

8 000 000

AN

f

ingemius

{
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. Real User:

2 z
E'- &%
4000
2 000 000 I I
0 l S — 0%
29-11 06-12 13-12 20-12 27-12 03-01 10-01
Bu ERU - RU%
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Il Analysis ofuserslandingon a campaignmicrosite/ action pages
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Users on the campaign microsite / action
pages

QU | ] ] ) ] ]]] )] )
I LI 1111111111 B

tttt AN

Wt click on the ad Example: Loyalty of users visiting hyundaimotor.cz

Clicked
on the ad * ” ” * Post-click visitors (cookies)
* ' t t Post-view visitors (cookies)

f

%2

A
&
)

I

35,8%

Postclickgroup Postview group AL/ S | L
Visitors (cookies) who didn't
have contact with the
campaign
0% 10% 20% 30%

40% 50% 60% 70% 80% 90% 100%
@1 page view

W2 page views
0 6-10 page views

[03-5 page views
@11 page views and more
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Number of Users Number of interactions
generating interactions

Anykindof interactions ITlOuUSeover, reply, start play, etx
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Il Simple handling ofmulticlick creatives
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go Boss * 3.3/ 3.4 oz * Tester | —

)
)

Free Christmas shipping

Buy your gifts on-line

Hugo Boss

(e
=

A

NEW NIXON 51-30 WATCH HIC

Nixon Watches

4 oz Men's EDT Cologne
NIXON QUATRO WATCH BLAC

HNOH Black/Creen THE RIOW 38 MEN'S COLOGNE & mL. EDT MINI

SLR

Nixon Newton Yellow Watch - L A p p I e iph one C ameras

IN'S COLOGNE 0.17 0z / 5 mL EDT MINI

Apple®
Hobile
Model: MCE

- iPhone® 4 with 16GB Memory
one - Black (Verizon Wireless)
A | SKU: 2024814

Canon EOS 50D Nikon D90

Sony Alpha 700

Requires a voiee pl
higher
agef

DxOMark Sonsor

— 100 DxOMark Sevso [ 1100 DrOMark Sensor 100
Apple® - iPhone 4 with 32GB Memory - Black 2 227 223
AT&T) - — p—
Mod K41 SKU: 1049087 Color Depth \— 26 Color Dopth — 26 Color Dopth — 28
h rear-facing camera Oyramc Rango |y 15 Oynamic Rango | 15 Oynamic Range |y 15
LowLight IS0 [y 2528 Lowlght IS0 |y 2526 Low-Light 180 |y 2526
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Il Wide variety of rich media creatives ( demo.adocean.l
continuously developed )

13 IV 1981

DemoPortal

AdOceon

LAYER EXPAND TEXT VIDEO SCROLL OTHER
»Lorem
»Ipsum
» Dolor Lorem ipsum dolor sit amet
» Sit Consectetuer adipiscing elit
> Amet Sed varius, metus
» Consecteur Sollicitudin, ligula odio
» Adpipiscing Urna, pharetra nisl velit at
 Elit Lacus. In habitasse platea
. Dictumst. Donec sem quam
it : Pulvinar interdum quis
B Nunc congue porttitor .
‘» . 7] . Consectetuer in, purus
- { P
» Cursus = is massa ultricies convallis.
> Nulla
>Praesent -
Accumsan Lactus Donec Ligula l Lorem | Accumsan Tellus ML |
»Aliquet Fusce aliquet eleifend est. Mauris Cras egestas. Curabit id sem
pulvinar libero id augue. Nam id sem ut dui ut purus. Parturien nibh. »
» Lectus mauris venenatis molestie. »
> In
Y ComthRi: « Praesent rhoncus ultrices quam. » Donec rutrum nisi vitae libero.
« Mauris semper velit eget mi. » Suspendisse malesuada laoreet nibh. \
« Quisque ac lorem id dolor fringilla elementum. « Cras non neque et quam elementum \
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Proin ut cursus nulla. Praesent accumsan aliquet lectus in commodo.

Aenean lacinia leo a ante sollicitudin interdum. Aliguam quis varius elit. Vestibulum quis orci tellus. Fusce at arcu sapien hello, in blandit
lectus. Suspendisse aliquet fadilisis ligula iaculis mattis. Nam at eros at odio dapibus cursus non eleifend sapien.



http://demo.adocean.pl/?x=TVO

I

N

:£2Gemius
Interface (Ajax based, multitasking)
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Advanced user rights

2

Media

House
Owner \

2 & s =

Advertiser

Media

Publisher
planner MHL
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Campaign name: | Dema Campaign

g

[
¥
4

Intuitive campaign management

Start: | 29-11-2010 16:53

]

End: | 23-04-2011 23:59

The longest possible can

Client: demo_dient

———
Flight information

Campaigns _ Demeo Campaign X Placement:
Hum. of creatives:

History Trafficker: | dema_trafficker
1
. — Creative names: Button @ )
{l Go to statistics o add~ [=] v eied > || Search| g pressions progress: 12,55 % |~ ] <« 31-01-2011 | e\ Y Media planner: demo1, demo_mediaplz
Placements Clicks progress: 265.34 % = Thu, 3 Feb Fri, 4 Feb Sat, 5 Feb Sun, 6 Feb
Campaing settings . Actions progress: = —f
[ campaign ad space Start: 2010-11-29 18:53
Properties El Stop: 2011-04-28 23:58 Global URL: | http: /fwww.adocean-g
o " Ra.idom
lacemen
D Hstory (1) Buton /" 98 Delivery server: et3.adocean.lan
Creatives = B1I|Ad0cean MainPage
|:| HomePage (2)
Landing pages =] BD
s =
Media plan [ ] Adetworks (1) DoubleBilboard_3CT_Exp Currency: | EUR
[®) [P Agencies (1) Billboard_3CT_End, DoubleBilboard_3CT_Exp
Scripts &[] Publishers (1) Billboard_3interactions, Billbeard_3CT_End, DoubleBillboard_3CT_Exp | Plan
Alert settings DDﬁdvertisingCampaigns 0) ) )
[E. Planned impressions: | 12000000
Planned dicks: | 1n0ooo00
Planned actions: | spogog
| Custom fields
Comment: | Test Empaigrﬂ
Creatives
o agd- §= + |[searen b Campaign Custom ID: | 2p1p1129
N N Deli T Ti lats Form Created Wersion - .
¢ ame =ose) Jee S First Campaign Custom Category: | Foc valuel
= 1 Button publisher is Button 2010-11-30 16:37 P =
|} 2 DoubleBilboard 3CT_Exp GDE+ 5 Billboard/Banner/Box Double Billboard 2010-11-30 16:358 1 E ] / % Semndary Campaign Custom 50C Value?
|} 3 Bilboard_3CT_End GDE~ 15 Billboard/Banner/Box Billboard 2010-11-30 16:34 1 B= / % Category: =
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Charts

Impressions
1,500

7
=

A
@
o)

1,000

)

Realtime
Statistics

]
00:00 06:00 12:00 18:00

Clicks
NUMBER OF CLICKS
Cooke clicks
Non-cookie clicks
Total
CLICKING USERS AND SUCCESSFUL CLICKS
Clicking users
sC

suC

ar
CTR
UCTR
CTR direct impact
UCTR direct impact
Actions
NUMBER OF ACTIONS
Actions-pc
Actions-pv
Total
UNIQUE ACTIONS
UA-pe
UA-pv

Total

© 2010-10-06, 12:47 - 2011-01-11, 08:53

Impressions progress

EEs
aARE

I ]
a
a
]

Clicks progress

Gemius

THINKING BETGND

& Refresh

Actions progress

Clicks

0
00:00 04:00 08:00 12:00 16:00 20:00

36 537
209

36 746

31236
359

353

0.12 %
0.47 %
0.07 %

0.30 %

37
1518

1555

24
874

898

I time data

Impressions

Clicks

Costs

Total Cost

CPM

CcpPC

CPA

Cookie impressions and Unique users

NUMBER OF IMPRESSIONS

Cookie impressions

HNon-cookie impressions

Total

UNIQUE USERS AND FREQUENCY

Unique users

Frequency

Real users data

PREDICTION

JANUARY 2011

RU

RU%

DECEMBER 2010

RU

RU%

VALIDATED DATA

NOVEMBER 2010

RU

RU%

Other events - beyond campaign time

Before campaign

After campaign

29 939 663

36 74

no data
no data
no data

no data

29 764 737
174 746

29939 483

6 701 514

4.44

reach > 100 000
56 032

0.9514 %

reach > 100 000
865 059

14.5855 %

reach > 100 000
1403 965

0.24 %

Last update of statistics: 2011-01-11 08:53:01

BoRD

ers
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/ Edit campaign

Easyto-understand statistics Rankings

Time frame Ranking for: Scope:
2010-11-29 - 2011-01-15 =] Placements hd Indicators
Common
Dashboard Impressions - HEI@ &
Rankings
Time frames
0 1 000 000 2 000 000 3 000 000 4 000 000

Accumulation

Distributions

Premium
Real users

Costs

Technical
Operating systems
Browsers
Regions

Cities

AdOcean Offer/Publishers

AdOcean MainPage /'HomePage

AdOcean AboutUs/Clients

AdCcean AboutUs/History _

AdOcean Offer/Agencies
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Easyto-understand statistic, Time frames

‘// Edit campaign Single time frame | Compare time frames
2010-11-29 - 2011-01-15 = Time frame division Scope Group by
SLIIET e B Weeks h Dimension Indicators Dimension v
Dazhboard
Rankings Campaign placements - {[aal| ] & 8 settings
Time frames.
Accumulation
1 500 000
Distributions
Premium 1230000
Real users
Costs 1 000 000
Technical -
£ 750000
Operating systems. =
Browsers
500 000
Regions
Cities
250 000
0
29-11 06-12 13-12 20-12 27-12 03-01 10-01

B imp
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Easyto-understand statistics; Accumulation

/ Edit campaign Single time frame | Compare time frames
2010-11-29 - 2011-01 15E| Time: frame division Scope Group by
SITIILIT ThTes s B Weeks i Dimension Indicators Dimension w
Dashboard
Rankings Users- on Campaign placements - e
Time frames
Accumulation
1250 000
Distributions
i
™
u
Premium =
1 000 000
=
Real users =]
Costs g
o
g 750000
Technical 2
z
Operating systems c
P g sy 5 )
Browsers 3 500 000
=
Regions -
5
Cities = 250000
x
w
: I I I
0

29-11 06-12 13-12 20-12 27-12 03-0m 10-01

B New Users @ Acc. Unique users @ Old Users
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Easyto-understand statistics; Distributions

]

/ Edit campaign Distributions of Scope Group by
2010-11-29 - 2011-01-15[& ) R ) R
Impressions frequency v Dimension Indicators Dimensicn A
Common
Dashboard Unique users- on Campaign placements -
Rankings
Time frames

Accumulation

Distributions.

[N
Premium |
Real users = i
Costs M s5-6
W 7-0
- 10-14
Technical B i5-19
Operating systems
W 35-49
Browsers B s0-74
. 75-99
Regions @ 100 and more
Cities

Export~

Campaign placements

Cookie impressions uu cu Ulact UCTR Ub-pv
Total 1066 077 [ 100% ) 230 344 ([ 100% 137005 [ 100% ) 282 (100% ) 437839 (100% )
1 24 0% 3 0% 2 0% 0.13 4% 4 0%
2 T2 0% 25 0% 26 0% 0.35 12% 16 0%
3 345 0% 144 0% 107 0% 0.41 15% 126 0%
4 2420 0% 1085 0% 684 0% 0.44 16% 1178 0%
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Il Reporting
L L

[

Summary Periodic Reporting on a Campaig Reach Analyzing Benchmarks based on customize
Report Postbuy Report for a Campaign Report campaign / placement / creative categories
Comparison of Campaigns touch point and system advertising space
Report elements + Add~ Save report as template
i Chapter 1 Chapter 2
2 Descriptions Chapter period Chapter name Save chapter as template
Definitions il
Placement il 2 |[5¢|[a

My description @ - ranking

Add chart Dimensions Indicators
= Report modules
@ Acti Ranki Campaign Placement Actions Clicks lact Imp ARV LA

fons Hanking Campaign 1 Placement 1 - - - - - -
Ef creative Action Ranking Campaign 2 Ca I i ¥ . v i »
B Creative Ranking Campaign 3 Flacement 3 - - - - - -
EH Flight Creative Ranking B _ _ B _ _
FH Flight Ranking Total Total _ _ . - - .
[ Placement Action Ranking =
EH placement Creative Ranking Charts:
@ Placement ranking
EH Ranking Query s i _
@ Time Query 'MH\I//I\V‘/ -\ ’ Eu
- - | et
FH Actions Ranking 2%~
FH Ranking Query 2ixli=H |

¥



gDE_Reports
gDE_Reports/report.xlsx
gDE_Reports/report.docx
gDE_Reports/report.pdf
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Alertscan be set for impressiorglick,
successful click, action and interaction
statistics.

Advanced
Alerting
System

gemiusbirectEffect *

7/
2

¢ GRg

Automatic
Campaign
Optimizatio

The system can display more creatives with
the following settings: random, cycled,
sequential, best performing, share of voice.

Constant
Product
Developmen

Action path statistics special video statistics,
demography of campaign audience,-in
screen impressions and many more.
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II'" gemiusEffect; comprehensive
research study
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AD CAMPAIGN

g ~'.-tgemiusDirqctEffect X

TRACKING
To estimate the effectiveness of an How mzénty lt‘ﬁers were
advertising campaiagn. exposed 1o the
g paig campaign? How many

w actions were performed?

BRANDING

What was the impact
on the awareness of
the brand? What was
the impact on the
brand image and
purchase intent?

TARGET
REACH

What was the socio
demographic profile of
users who were exposed
to the campaign?
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Learn how your target group perceives your brand {Post test or Control/Exposed
method)

emiushirectEffect ¢

S

Position the brand versus its competitors

s
'5’d

Understand how the creatives were evaluated by the internet users

¢ N} O]l GKS

LINE RdzOl Qak aSNIBAOSQa ONFXYyR gl Sdzf | N @8

Optimize your creatives and landing pages

. DSG | ljdzAa Ol 20SNDASE 2F &2dNJ O
DirectEffect S ’

Check if you spend your ad budgets effectively

Find proper media buying models for your products and services

Track the action paths and detewhere your usersirop out (ose interest)

Get to know who is exposed to your ad campaign and who is interacting with it

Find out about new potential target groups interested in your products/services

ProfileEffect
Learn if your campaign reached the targeted audience

Build your knowledge and adjust your future communication
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Contact:

¢l Y# @a

gemiusDirectEffect Product Manager
E-mail: tamas.ac@gemius.com

Mobile: (+36 20)543 3628
Skypetamas.acs




