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e Qverview of the Internet as “New Media”
- History
- Reach
- Audience
e QOverview of an Emerging Demographic
- “Echo Boomers”/*“Lost Boys”
- Trends
- Targeting
e Online Opportunities and Challenges
- Online & TV

- Online examples
e Q&A
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Just ten years ago (10/27/94) , the first online
ads launch on HotWired.com

e Few people believed at the time that the web would ever be a serious ad
medium. This was during the age of the online services. The web had an
uphill battle.

e There was no ad serving, no reporting and no way of tracking anything.

e Each section had one sponsor per month. Each section had a 468 x 60
banner that sat atop its home page and then recurred on subsequent
content pages.

e They charged $15,000 per sponsor, per month. Why? Because that's what
a page in the print magazine cost at the time.

e Among the Initial sponsors were: AT&T, IBM, Network MCI, Volvo, Club
Med and Sprint

Source: Doug Weaver, The Upstream group: www.getthedrift.com
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Yearsto Reach 50 Million Americans

Television -13
cable T RN 10
Internet .5
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e 158 Million active online users monthly?

e The internet spans every age

e Highest levels are for those under 24, with use among those 18 and
under approaching 100 percent?

 Marginally higher percentage of men going online

Source: 1. comscore MediaMetrix, Sept '04; 2. USC Center for the Digital Future. “Ten years, ten trends’ 9/04
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e |n fact, in 2003 the Digital Future study found over three-quarters
of Americans (75.9%) are now online and using the Internet in some
way. And they are using it more.

e 1In 2000, the average number of hours spent online each week was
9.4. In 2003, it is 12.5 hours — a 33% increase in just three years.

e As Internet access and hours online continue to increase, online
usage is altering the ways people interact with one another, shop
and purchase products, attitudes toward personal privacy and
financial security, and the time people commit to other activities.

Source: eMarketer, “Look who is online now.”, 9/30/04
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“And as media fragmentation continues...
and as new choices continue to emerge
and technology leaps out ahead of
consumers' wishes to change the way they
behave... it's incumbent upon us all... to
think differently about how we'll connect
with consumers in the future .”

» Steven Heyer, President and COO of Coca-Cola Co.
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1. "The Media Habits of the Nation Are Changing" — Over the last 10
years, Net users are increasingly "buying time" they used to spend watching
TV to spend it online.

2. "The Changes in Buying Online Are Just Beginning" — The intensity of
credit card concern is declining and Internet users are buying more
frequently online.

3. "Privacy and Security Concerns Remain High" — Not only do Net users
worry about their personal and financial information online, but they are also
concerned about their time online being monitored. Issues with viruses,
spam and phishing do nothing to allay these fears.

4. "The Internet Has Become the #1 Source of Information for Users" —
And, the spread of broadband has accelerated this trend.

5. "E-Mail: E-Nuff Already?" — It's the most important reason why people go
online, but concerns about spam, inbox overload and time commitments are
piling up.

Source: eMarketer, “Top 10 Trends from Internets first 10 years.”, 9/30/04
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Look to answer the following questions:

v Is your audience online?
v' What do they like to do online?
v' Where are they?
v What’s the best way to reach them?

v Is online a good compliment to TV advertising?
v' Can online advertising expand the brand’s reach?
v' Can online advertising deliver a creative message that is as impactful as TV?

v' Can online advertising be Context-sensitive
v Targeted: What they need when they need it
v' DON’T become the next spam - as soon as you do, you lose them

©2004 J. Walter Thompson. All rights reserved.
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e High Penetration 1!
- 75% of Men 18-34 in the US are online
- 26,467,000 Online users
- 15% of web population, but...

- account for 38% of time spent online

e Access online through multiple touch points 2
- At-home (94%); work (57%); wireless (11%)

e Early adopters of the Internet: Average 3-5 years tenure 2

- 91% have been online 3+ years; 83% have been online 4+ years

e Access mostly via broadband - 77% Broadband Access 2

Source: 1 Media Metrix, September 2003; 2 @plan, Winter 2004

11
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e They actively keep abreast of current news, events and are entertainment
focused (M18-34 Online Comp)

- Entertainment - 55%
- Sports - 49%
- Technology - 40%
- Music - 38%
e They are also technophiles (M18-34 Online Comp)
- Download mp3's - 47%
- Download software - 46%
- View/ Pay bills online - 41%
- Download multimedia content players - 38%
e Watching less primetime television in the 2003 - 2004 season
- Nielsen reports a 4.5 minute decline in time spent
- Total primetime M18-34 viewership declined 7.7%

- Male viewers are tuning out of individual shows more rapidly than before
Source: @plan, Winter 2004
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43% of online users, ages 18 to 34, said the
Internet was more important to their day-to-
430, day lifethan TV

The Internet isincreasingly important to

young adults
For communicating with friends
Asautility

28% Source of news and entertainment

B Describes my attitude

@ Neutral

O Does not describe my attitude

Question: Please indicate to what extent each statement describes your attitudes: The Internet is more important
than TV in my day-to-day life.

Source: Jupiter Research/Ipsos-Insight Individual User Survey (6/03), n = 1,536 (ages 18-34, US only)
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e Data suggest that use of the web may indeed be a contributing factor to

the measured decline in primetime TV viewing this season among men 18-
34

e Spending significantly more time online each week than they spend
watching television.

Men 18-34 Years Old

25, 21.0

Hours per week

Internet Usage TV Viewing

Source Onling Publishers Association Mulli-channe! Media Brands Study, November 2003
Conducted by Frank N Magld Assoclates
n=4.988

Source: Media Metrix, September 2003
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e Provides several of the key strengths of each medium:

Broadcast TV’s mass audience and audio/visual elements
Cable’s TV demographic targeted capabilities and audio/visual elements

Magazines strengths:

e Reaching targeted demographics

e Alignment with specific image

e Offers robust information
Newspapers’ in providing robust information with local reach
Radio ‘s audio with local reach

Outdoor’s image showcasing respectively

e Creates a deeper experience and intellectual bond with the consumer

« Provides brand messages at a specific time of need

©2004 J. Walter Thompson. All rights reserved.
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* Online ad spending in the US totaled $2.37 billion in Q2 2004 (total 1st half,
$4.6 billion)

— Up 42.7% over spending in the second quarter of 2003, and a 6% increase since
the Q1 2004

« 7t consecutive quarter of growth for Internet advertising spending.

o Search comprises 40% of the Internet advertising spending market,
compared to 29% in Q2 2003.

« All ad formats except email advertising were up
— Likely due to proliferation of spam

* Marketing and media budgets are projected to grow in 2005 — with online
budgets growing fastest, according to Millward Brown.

Source: eMarketer, “Online spending up again”, 9/21/04
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e Online advertising is the perfect complement to TV
- Reach light TV viewers
- Multiple touch-points with heavy TV viewers

- Extend reach both quickly and cost efficiently

For the campaigns studied, “heavy” TV viewers see the ads
most often, while “light” viewers have low exposure

Heaviest Ad | Heavy Ad | Medium Ad Light Ad | Lightest Ad
Exposure Exposure Exposure Exposure Exposure

Ad Freq. Ad Freq. Ad Freq. Ad Freq. Ad Freq.
Highest High Medium Low Lowest

Online is especially good at increasing reach and frequency of
consumers #4 and #5, who are “light” TV viewers.

Source: Doubleclick/Nielsen//NetRatings/IMS “Cross media reach and frequency planning studies, March 2003
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The combination of print, television, and online lifts brand metrics the most.

20%
15% 14%
Average
increase in 10% 10%
four brand 10%
metrics*
5%
0%
Television Print Online Print and Print, television,
only only anly television and online

*Note:The four metrics incdude: 1) unaided awareness; 2) alded awareness;
3) brand image; and 4) purchase intent.

Base:consumers exposed to each medium or combination

*Source: The MSN, ARF Dove Nutrium Bar Case Study 2002, Forrester Research
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"What is the optimal media mix to achieve marketing goals?"

The three key findings

e using a static budget, optimal results are achieved when online
advertising is 10-15% of the marketing mix

e adding online advertising expands reach and coverage

e increasing online allocation produces better overall results by increasing
the ROI

Source: Doubleclick/Nielsen NetRatings/IMS “Cross media reach and frequency planning studies, Mar 2003; IAB Cross Media Optimization Studies, 2002 - 2003
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e Deliver a powerful message to increase awareness and generate buzz

e Integrate the DOT programs into the content and activities M18-34 seek
online

- Games, entertainment, sports, music

e Offer unique, creative solutions to drive traffic and create excitement of
DOT programs through innovative ad placements

©2004 J. Walter Thompson. All rights reserved.
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e Intro Messages and Roadblocks / Page Takeovers
e Full-Screen Superstitials

e Floating Ads

e Game Loading Screen

e Custom Site Skins

e Content Sponsorships

e Nested Content/ Branded Games
e Branded “IM”vironment

e Branded Video Players

e Demo-Targeted Ad Units

e SMS

©2004 J. Walter Thompson. All rights reserved.




Rich media large size advertisement
introduces the site before homepage
loads that enables an advertiser to
position a nearly full-screen
advertisement in front of the user while
they wait to enter the site.
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100% exclusive; Own
all inventory on a page

Log In | Register
Email Alerts | My Owened | by Wishlist
[Erter Game Title

= m—r.

Games List
Reviews

Reader Reviews
Previews
Features

News

Editors’ Choice

Very impactful with
dominate share of voice

; ("ramvcu 16N

Release Dates
Hardware
Guides
Cheats

FAQs

Mailbag

Chat

Boards R
IGN Gamestore Nintendo DS vs. PSP, Round 2

We see how the two systems stand up to each other three months S
B—ciawes) their debut

Insider Members
‘Insider Channel
Nideo Reviews
-Strategy Guides
-Join Insider
-Join Founders

enjoys the explosive
faste of new

Games

PlayStation 2
Hhox
‘GameCube
‘PC Garmes
‘Game Boy
-Sony PSP

Mireless
KiZana
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ADVERTISEMENT

= ” S t.t. | TUNE IN TO

u -spreen upers_l ia THE FAIRLY
ad u_nlts are the online ODDPRRENTS
equivalent of a TV EIIIGS,P‘ISUP ERHERO
commermal,_ taking MONDRY. FEBRUNRY
over the entire web 16TH @ E/7C

) NICKELODEON!
browser as the user is

delivered from one
content page to a
subsequent page.

SOUNp OFF
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Floating ads cut
through the ad clutter
by “floating” above the
page and content.
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&5 Yahoo! - D%Ds - Entertainment - Help
YAHOOLMOVIEW__‘

Inside Fntertainment: tovies « Music = TV « Games » Broadcast
=

HALLOW HA.
MOVIE CLIPS

THE INTERMET MO VIE BUIBE

Movie Search

Search aur Movie D33
I— d
Advanced Search

A
a film by DI Pooh

Inside Yahoo!
Box Office

. . 3 L d ending 11/11/2004
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In Theaters
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[T T T T, Enter ¥our Location: re.a. 95051 or Santa Clara. A Flowe
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Introduces content: high
intensity ad unit captures a
teen’s attention at the time
they are most alert on the site
— while they are waiting to
play a game (or to be

com Games - Microsoft Internet Explorer

redirected to the page where _ Salad
a game is for them to play). Sensational Sonthwestern
The Game Loading Screen is I Sweepstakes

a rich media unit that enables o= S IR X
an advertiser to position a | e L
nearly full-screen

advertisement in front of the
user while they wait to play.
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Some partner
sites will redesign
the look-and-feel
(including fonts,
colors, and
Imagery) of either
their entire site or
specific targeted
site sections for
one day, to reflect
the brand image
of the advertiser.
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Opportunity to
associate your
brand with fun and
entertainment

ror a weneoee o, Leverages the
o B == e popularity of

popular areas
within sites to reach
young men

NEWE CAMPBELL ﬁ MERCEDES MCNAB
.
= § MARIANELA PEREYRA @ JAMIE SALE

Bdges: ”:;:; AKE OUR SURVEY!

io
enterin
bel Exclusive FHM reviews
at www.SchickQuattro.com

i JAMUARY 2004 OM SALE
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A chicken sandwich you can _
feel really good about eating — choice today

Enjoy this guilt-free

Sponsored by: Wendy’s
" Main ChatY Private W

Chat Optian= Help
O Wha's Here (9417 | Taokens |
AlTpar .
SHOMA-Ar
4 [ICEDODOE Sponsored text link
aureaprimaziond 495,113
bhotime2 432732,

6 Welcome to Fogao!l MOTE: Lising -
Auto' software to play these games
is againstthe rules, and it will get
wour account blocked and prizes
forfeited. See Latest Mews for more
infa.

Integrated in-game branding —
Advertiser will be ‘top of mind’
when users are playing
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IM is one of the most popular environments for the target
demo, and Yahoo! Launch can create a branded, demo-
targeted “IM"vironment specifically featuring your ad

& mattstodder, -- Instant Message

#PBill & Lisa Roeder {roeder00) - adam_taggart 101 x| Fle Edt Wiew Friend Format Help |
File Edit WYiew Friend Format Help @ “E‘ @ @
5 i
@ FE :-:--@-” @ Send File Wiebcam  “oice Conference  Ignore o
Send File ‘febcam  “oice  Conference  Ignore T |
;I IN THE ZONE -
This conversation will not he P J ey
encrypted. lIrt | ‘ \ll
adam_taggart: c u [Btr... = i
This conversation will not he encrypted.
kakatherine: yt?
mattstodder: hi
mattstodder: can you talk? )
mattstodder: i have a meeting in a few minutes, if you want to talk
Fakatherine:ican talk now |
Now bring this character
i| to life and you could
4 WIN great prizes at
I 1]
oxyoxygen.com nc [
CLETIR A= I
[ B I U & & |l |10 || B mvironment
B 7 U farial =l =] | BAmwiranment |
| Send
NLast messane received on 2/17/2004 at 1:39 PM
I
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Branded Music Video Players and demo targeting the
advertising by age group and music genre.

@LAUNEH: Music ¥ideo Player - Microsoft Internet Explorer provided by Yahoo! =00 >

Lﬂ LJ MUSICAIE

ARTIST BROWSE
VIDEQ SEARCH _ Go: 0-9ABCDEFGH|IJKLMNOPOQRS T UMW XY E

Get more
Information

A ptist

Click Here

— Y BANDWIDTH

1 of sl SCREEN 300K, b
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Several partner sites offer the ability to target ad units
specifically to the target audience, meaning more relevance to
the user and no wasted impressions for DOT

BT mtv.com

¥ MTV.COM = MUSIC +SHOWS < NEWS -~ COMMUNITY @ SHOP » MTV2.COM

i Sites utilize user log-in

: and registration data as
basis for serving a
particular brand’s ads; ad
units are only served if
the user’'s demographic

JESSICA SIMPSON PLANS
BREATHTAKING TN THIS SKIN

Mews Main: Headlines
Mews Archive

Movie Mews :
Interviews

Choose Or Lose
Conflicks In The Middle East
Mews Correspondents

You Tell Us

The March 2 re-release of
| Jezzica Sirmpson's e This Skin will
indude cover versions of Berlin's
"Take My Breath Away" and

Robbie Williarms' "Angels" in
addition to bloopers and other If There Were A Party Of The

_ footage from the first season of :';ar Grammy, Outkast Would
Y "Mewlyweds," L

Mew Relearshn:_sm ; ! ¥ More Celebrities like Sharon Stone, .

Streaming aws : Christina Aguilera, Nas, Kelis

Sign Up For Daily News Updates LITTLE RUDY HUXTABLE ALL GROWN UP IN CHINGY'S 'ONE CALL' jick cannon , Cammanaad p ro I e I I Ia C eS e
' cLIP Paula Abdul hit the ATliens'

post-Grammy bash ata
Hollywood Hills mansion. The
party had gaming tables, a
dance floor and its own red
carpet.

. & 1 1

SE\ﬁRSIDDNNGMAKES UP BZK SHOWS; EX-BEANDMATES UNVEIL adve rtlser S targ et
SNOOP DOGG IN TALKS TO STAR WITH ADAM SANDLER IN
'LONGEST YARD' REMAKE

# Continued # More

FEaTURES
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e Creative possibilities are certainly more limited with SMS,
however offer large reach

e Best success integrating mobile into an overall brand campaign
(AT&T/American ldol)

Consumer receives
Consumer clicks on link _ offers, reminders,
off your site Consumer opts-in trivia/fun factoids

Agress | 3] Witpe) b Mustorprhanrel com)decrisvelaattie
T - & soarchwet [~ |- | Cimel - @My vahon [gawes - B pemnss - DLy -
Bapt. 1 04 ALI TIMIWI SN NITWHRKS:

B istone “ cov g favorie showsoa oV . I |
| HESTORY CHANNEL.LOM Brows oyt slctio f PV ncinioq £

DECISIVE

BATTLES

FRIDAY S/BC
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e Offers a captive and active audience that interacts with content in their
“downtime™!

- 20 million PDAs in distribution in the US

« Most popular applications (in order of use): Calendar, Contact, database, Email, Local content
- 166 million wireless phone subscribers in the US (SMS available on over 80%)

e 62% of American Adults 18+ have a mobile phone

e Currently over 2.5 billion SMS messages are being sent per month in the US

e SMS messaging stats?:
- 2% of U.S. cell phone users have texted to a number on product packaging
- 1.3% to an advertisement
- 1.6% to a TV show
- 1.1% to a magazine
- .7% to a radio show

e Mobile phone user profile

- Estimated 100 million 18-25 year old mobile subscribers; 64% use SMS (short messaging
service)

- Mobile phone #s are numbers to the user

Source: 1. Vindigo Wireless update 2004-2005; 2. Enpocket Mobile Media Monitor
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2. Mobile phone content 3
sponsorships '

1. Advertising on PDAs SMS/Text Messaging

S0uTY

w Shop " EHouston & Norfolk S ‘ﬁ

JrFA0d T:55 pm
fram: the
history channel
bwio ks froem
lanight - walch
band of brothers

All
My List
Baby

Bicycle
Books
Cds, dv
Clothin
Compu
¥

BERMUDA

weww bermudatodrismacom

©2004 J. Walter Thompson. All rights reserved.



connectajwt

Digital Direct Data

e Carefully select sites to reach a precise demographic, or use sophisticated
profiling techniques to find that hard-to-reach customer (premiums
attached)

- Content relevant targeting (most common)
e Run your campaign within areas that attract an audience interested in your message
- Technical targeting options
e by domain, SIC, browser, computer platform, region, or country
- Site Registration Information- (Hotmail, WSJ.com)
e Age, Gender, Income, Zip Code
- Geographic Targeting

 Weather sites, Cities or Local Newspapers- (weather.com, citysearch, Herald.com,
Boston.com

©2004 J. Walter Thompson. All rights reserved.
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e Quantitative
- Total impressions served

- Clicks & cost-per-click

e Qualitative

- Partnership with Dynamic Logic, running an in-market, ad effectiveness study:
e Awareness (aided and unaided)
» Message favorability
 Message association
e Branding impact & key attribute measurements
e Most importantly, purchase intent

©2004 J. Walter Thompson. All rights reserved.
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e The Internet is entrenched in M18-34 lives

e Online is a key source for entertainment, communication, product
information and services

e Online can:
- Create a deeper experience with the consumer
- Provide your brand messages at a specific time of need
- Create synergy with offline vehicles

- Build brand loyalty

©2004 J. Walter Thompson. All rights reserved.
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e Questions?

©2004 J. Walter Thompson. All rights reserved.
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e Online video advertising spending is projected to rise to $657 million by
2009 — five times this year's spending level

e Fueled by advertisers' desire for cross-media integration and increased
online advertising effectiveness

- Usage and effectiveness of rich media — for branding purposes will increase
dramatically

- As broadband increases cross-media integration will be easier than ever to
achieve.

- Leverage production dollars spent for television

Northwestern Mutual
FINANCIAL NETWORK®

Its time for a

Source: eMarketer, “Video ads are streaming online”, 8/6/04
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e Average searcher conducts 34 searches per month!

e Users are more likely to use search as they gain more online experience?

- Search was used by 83% of online consumers in 2004, as compared with 72% in
2003

- Often, new users take quite some time to adopt new technologies/services,
however, novices learn to quickly embrace search

e Only 23 percent of searchers go beyond to the second page, with the
numbers dropping significantly for every page thereafter3

Source: 1. ClickZ “Broadband usage means more online spending”, 10/8/04; 2. Forrester, “What Consumers Use To Find Web Sites”, 9/29/04;
3. iProspect study, Spring 2002
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“How have you typically found Web sites you have visited in the past month?”

Search engine results

Alink from another Web site

Email from a friend or family member
Typed the Web address/URL

Word of mouth l I jggj

A print advertisement i

A television advertisement |

A news story |

A promotional email

A banner ad

Other ‘
(0% 15% 30% 45% 60% /5% 90%

Base: North American online households
(multiple responses accepted)

Source: Forrester's Consumer Technographics® August 2004 North American Devices, Media, & Marketing Online
Study and Forrester's Consumer Technographics® 2003 North American Retail & Media Online Study
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