IPA TouchPoints - the first three

ealS

TouchPoints

Belinda Beeftink
November 2009

IPA



IPA TouchPoints

 Why did we do it?

 What did we do?

 What were the hurdles?

e How have we overcome them?
e Lessons

e Questions




Why did we do it?




IPA TouchPoints: Why

The world Is changing fast:

e power of any single medium iIs declining

e consumers increasingly in control

* need to know more than numbers

o all industry research is single media based

Credibility gap for the industry
IPA



How IPA TouchPoints came about

- WARNING | - Conducted by request

* Designed by industry

e Launched 2006

CHALLENGES| . Emulated globally
AHEAD

N

—
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Deliverable 1 — The Hub Survey

A time based study of how consumers
spend their time:

 where

e with whom

e main activities

 media (usage and attitude to)
e mood

o lifestyles and attitudes

* shopping habits

IPA



Deliverable 2 —
The Channel Planner

The first, industry available, multi-
media planning system.



IPA TouchPoints: Requirement/Remit

“A tool which evaluates mixed media
schedules, both for planning and post
campaign evaluation”

 To deliver new and fresh insights In Its
own right

» To act as a gateway across data sources

e NOT to act as an alternative to current
iIndustry research

IPA



The Hub Survey — 2 parts

Zirea (D

Records Information

By half hour:

*Where were you?

*Who were you with?

*What were you doing?

«If travelling, mode of travel and reasons for
travel.

*Media consumption

*What mood were you in?

*Were you alert or relaxed? At the end of the
day:

«Cinema going

eAdvertising mail

*Telemarketing calls received

«Commercial text messages received

Asks respondents for their attitudes and
habits in the following areas:
*Television

*Radio

*Press

*Outdoor

«Cinema

*Online

*SMS text and picture messaging
*Event and broadcast sponsorship
Direct Marketing

*Technology Ownership
sLifestyles

*Attitudes

*Shopping

*Travel




The IPA TouchPoints Hub Survey

Self-Co_mpIet.ion PDA Diary
Questionnaire

Circa 5,000 sample of adults in
GB

Undertaken by TNS using RDD
and access panels

Telephone recruitment, postal
delivery and return

£20 Iincentive

National TouchPoints zirea (@

_ Survey ,
Your Lifestyle and Media Habits

A0

=
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The IPA TouchPoints Channel Planner

BARDB Proprietary Data Reg'j';',gﬂfg
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Modelled data for On-line, Search, SMS and Direct
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A unique view of consumer lives and living




Connections; Interrelationships

& multi-dimensional insights

Life-stage @ Lifestyle

Demographics

Where at Who with Multi-tasking

Sponsorship Out of home media

Direct Mall

Mobile phone I Text j@8 Travel @ Shopping Technology

Communication Brand/product values
IA




Multi channel planning

Understanding the benefit and value of each media
vehicle and each medium (SEARCH in TP2!)

Demonstrating the unique reach that each delivers on
the schedule

Demonstrating the delivery of the schedule against the
planned / behavioural target as well as the buying target

Demonstrating cost benefit

Brand portfolio analysis

Traditional media vs non traditional media
Media partnerships

Delivering the bottom line to the advertiser

IPA




Why TouchPoints Is unique

e Diary data — context

e Multiple media activity
e Multi channel analysis
e Cross platform analysis



Who Is using TouchPoints?

44 Agencies
12 Media Owners
1 Advertiser

57 Subscribers after three years!

IPA



What were the hurdles?







The Gartner Hype Cycle

Peak of inflated
expectations

Visibility

Plateau of
productivity

Trough of
disillusionment

Trigger
>
Time




The Gartner Hype Cycle

Peak of inflated
expectations

Visibility

Plateau of
productivity

Trough of
disillusionment

Trigger
>
Time




The trigger

Peak of inflated
expectations

>

Visibility

Plateau of
productivity

Trough of
disillusionment

Trigger
>

Time




The Hype Cycle and IPA
Touchooints

Peak of inflated

>

Plateau of
productivity

enlightgfiment

Trough of
disillusionment

Trigger
>
Time




The peak of inflated expectations

Peak of inflated
A expectations

Visibility

Plateau of
productivity

Trough of
disillusionment

Trigger
>
Time




The trough of disillusionment

Visibility

Plateau of
productivity

Trough of
disillusionment

Trigger
>
Time




The point of mflectlon — mid 2007

Visibility

>

User (and non-user) feedback
« Commitment to second survey
e Survey enhancements

« Specification enhancements

Plateau of
productivity

enllghtment

Trigger

Time




The slope of enlightenment

Visibility

>

Plateau of
productivity

Slope of"
enlightg

Trigger
>

Time



Towards productivity

>

Visibility

Plateau of
productivity

Trigger
>
Time




One view







Location — All Adults
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Making It easy



What are the hurdles?

Managing expectations — never been done
nefore

People didn’t know what to expect
Delays on delivery for TP1

2 Iterations to get the IPD right
Analysis systems

People are time poor — difficult for a complex
database

Silo based skill sets
RECESSION!




Current and future i1ssues

e Silo based skill-sets....... still
» Accessing and analysing complex
databases

e Software limitations



Have we overcome the hurdles?




Overcoming the hurdles

 Resource — training

 Make it easy - work with systems
suppliers

 Ownership — agency strategy planners

* Incentive — advertiser endorsement
TouchPoints seminars

e Data analysis

« Expectations — building confidence



The proof is in the pudding!



How the Iindustry Is using TouchPoints data

® The Hub:

- being used in all stages of the communication
planning process

* The IPD:
- becoming a standard tool in media evaluation

e Growing body of case histories



A case study using the Hub




Compare The Market case study using the Hub

« CTM entered busy price comparison market at later
stage than biggest rivals.

« Aimed to differentiate itself with strong visual
presence of brand advertising and media strategy.

* In 2007 market spent heavily on TV - excluding
search TV accounted for 90% of competitive spend

e Over 70% of spend in evening



Google showed not exclusively evening

Huge quantity of price comparisons took place at their
desk, in the office, in the daytime...



IPA TouchPoints revealed ‘Commuter Corridor’

Shows best time and right channels to hit office workers frequently




Commuter Corridor Solution

Multiple
connection
moments with
office workers
first thing in
morning.

Deliver high
frequency in the
90 minutes before
they reached the
office.



A case study using the Hub

ONMD UK



Citroen C5 Case study using the Hub

e Challenge to maintain gains made from launch campaign
without the launch budget!

 Need to ensure awareness and purchase consideration
Increases for C5 were increased in year 2

* Need to concentrate on the lives of the “fleet user-
chooser audience” - the only way to deliver on a tight
budget



Targeting those in the car, listening to the radio and

alert, to spread functional messages

30

7\.,q —&— |n the Car
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/ —o— Alert (+80)
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15

10

OMD used product led, functional messages
across this period.




Targeting those watching TV and relaxed to engage with

more emotional, brand led messages
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The evening — particularly the late peak from 2000 — 2300 is
when they are most relaxed.




The TouchPoints contribution

Audience analysis showed OMD how little time the target had and

how much of their time was spent in the car.

TouchPoints showed OMD the best way to plan media to penetrate
the cocoon of the car and working day

But also to reach them in their precious moments of leisure time

The mood diary enabled OMD to plan advertising to suit mood

states in the two core strategic areas work and leisure



Mediaedge:cia

 The recent work we did for COI on Stroke Savers
showed that TouchPoints was unique In not only
showing where the audience was but also who they
were with .

 We needed to emphasise the fact that every second
counts when someone may be having a stroke. It was
therefore very important to catch potential Stroke Savers
throughout the day. This required a mix of TV, press,
radio, as well as display and out of home.

* Using TouchPoints we identified that many potential
Stroke Savers are family- spouses, children and
grandchildren.

David Fletcher Head of MedialLab, Mediaedge:cia




A case study using the IPD

EastEnders
MPG

Leading new thinking,



A BBC case study using the IPD

 MPG initially evaluated how BBC’s own rich media assets could fulfill
any campaign objectives

 Used IPA TouchPoints to understand the additional benefits of “paid
for’ media

* Imperative that any new media channels evaluated on comparable
basis to allocate budgets appropriately

* IPA TouchPoints facilitates assessment of each channel based on
reach and frequency against common audience



EastEnders: Ronnie and Roxy Campaign

* Launch of new Ronnie and Roxy
characters in Summer 2007 to re-engage
viewers with EastEnders.

e Particularly important to reach 15 - 24
year olds and enlist them as EastEnders
regulars.

« BBC’s own media inventory consisted of
promotional airtime on TV and radio and
banners on bbc.co.uk



EastEnders: Ronnie and Roxy Campaign

« MPG proposed outdoor campaign to
Increase reach to younger adults

« BBC only media reached 84.6% of
15 — 24 adults on average 5.5 times

« Addition of outdoor increased this by
10 % points to 94.6% at 19.9 times




Carat Case Study: using the IPD




SCA Bodyform case study using the IPD

Challenge:

Insight:
Stats:

Opportunity:

Launch new range from Bodyform parent brand,
and maximise cut through with lower budgets
than competitors.

Younger girls don’t just watch TV.

30% of target audience claimed they were more
likely to buy a product if it is advertised on a
website or featured in an online competition.

Demonstrate that Online can improve TV’s
reach and frequency without incremental media
spend.

How?

Source: CCS Jan 08
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IPA Touchpoints Demonstrated Benefits of

TV + Online

LTV only

TV + Online

(incremental)

40
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80 100

Source: Touchpoints 06
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Channel integration brief




Advertiser support

....and now part of the £250m
Buying brief!

Mandatory to use TouchPoints on ALL
Comms Planning briefs
AND

Buying briefs



Have we overcome the hurdles?

e \We're getting there
 Agency take up is key

e Advertiser support is key
e Evolutionary process

e Support is vital, and a two way
process



The future

* Working with the industry to
Improve/refine the TouchPoints
product

* IPA TouchPoints 3 released July
2010



Change of contractor — TNS to IPSOS

Complete revision of the e.diary and
the self completion questionnaire



New for TouchPoints 3

FOR THE SELF COMPLETION QUESTIONNAIRE

« WORD OF MOUTH: Added new questions on Word of Mouth,
developed in conjunction with leading WOM company Keller Fay.

— Questions can be analysed in two ways, first as they appear or if you want a
more precise measure, Keller Fay will provide a special analysis of the data to
identify word of mouth influencers both at an aggregate and category level.

« GAMING: New section on gaming added covering game console
ownership, types/frequency of games played, other usage of games
console, acquisition of games and attitudes to gaming.

« WATCHING FILMS: Added new questions on watching DVDs, Blu-
Ray, streaming and downloading movies.

« SOCIAL NETWORKING: Expanded the questions on social
networking to capture more individual site usage and more social
networking activities.




New for TouchPoints 3

FOR THE SELF COMPLETION QUESTIONNAIRE

« MOBILE INTERNET: Expanded questions on what
activities people are undertaking both on the internet and
on their mobile phones.

e VOD/STREAMING ON TELEVISION/RADIO: Added
guestions on the frequency of use of watching catch-
up/on-demand television services both via the television
set and the internet.

« THE INTERNET: Increased the number of named
websites covered, notably to take in the magazine
portals and social networking plus extending the range of
activities undertaken on the internet.




New for TouchPoints 3

The e.Diar

Added the following:-

o Collecting/dropping off children and the reasons for
travel screen

* Preparing food/cooking to the ‘what you were doing’
screen

» Using social networking sites added to the
‘communicating ‘ screen

* Revised the ‘what were you doing’ on the internet
section to include ‘watching television’, ‘watching
downloaded content’ to capture the mobile viewing
audience.




New for TouchPoints 3

e Fusion of UKOM Data
e Fusion of new POSTAR Data
 \Word of mouth metric



Final thoughts on TouchPoints

« This Is not about giving all the answers

* It has the potential to be the most
Important single source for
communications planning to date

|t allows us to ask new gquestions
* As powerful as our imaginations
 And build it into our own work



Questions?

www.Ipatouchpoints.co.uk



