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EXPLORING THE IMPACT OF MULTI-SCREEN MIXOLOGY
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MIX AND MEASURE

Cross-Media Device Ownership And Usage

online 1,014 adults

SU rvey respondents 18+

11X
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of the online
universe

24 different connected devices



UK: CONNECTED DEVICE OWNERSHIP

68% Of The UK Own A Smartphone
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MIX AND MEASURE

The Findings
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MIX AND MEASURE

How Does The Mix Impact Brand Recall?
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MIX AND MEASURE

How Does The Mix Impact Impression Of The Brand

INCREMENTAL
THREE+ DEVICES ET
Informative +429% 20%
Trustworthy +27%  15%
Innovative +35%  15%
Positive ) .
Impression +36% 13%

YuMe ﬂ'



context .
forward combating

dependent ' : .
memory RUEECE encoding ad fatigue




MIX AND MEASURE
More Screens = More Triggers
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ATTENTIVENESS AND RECEPTIVITY

Mobile Devices Offer The Key To High Attention

Influence of Device on Attention”
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Receptivity: PC n=7,637, Tablet n=1,118, Smartphone n=1,057.
Attention: PC n=1,402, Tablet n=1,055, Smartphone n=694. *Indexed so average importance is 100




ATTENTIVENESS AND RECEPTIVITY

Higher Attention = Higher Brand Metrics

Brand Metrics By Attentive Audiences

14%
OVERALL FAVORABILITY 10%

-3%

PURCHASE INTENT
-3%

15%

RECOMMENDATION INTENT 12%
0%

Low Attention [l Moderate Attention [l High Attention

Control n=482, Low n=876, Moderate n=1,891, High n=402 YL'ME ‘(



MIX AND MEASURE

The Output Of This Research Is The ‘Reach Calculator’

)
YuMe &’ - e ot e g
;:d;:an‘.h simuletar — cremted by YuMe and powsred by 1 > 3

Reach Calculator - L
somenro v nielsen
Total Budget £1,120,000 . Budget Shifted to Digital 8% . Demographics[¥] é 7] lil o ~ v

Computer Maobile Tablet CcTvV

(3% (] (2% [} 2% 2] (1% [}

91.8% total reach (vs 84.8 % TV only reach)

Computer Mobile Tablet cTv
23.4% 25.8% 25.8% 13.1%
Total Reach by Platform GRPs Impressions Platform Share of Total Reach
millions
TV 84.8% 271.5 103
Computer 23.4% 58.4 6.7
Mobile 25.8% 38.7 4.5
v Computer 147 Mose15% Tabot 1530 crves
CcTV 13.1% 19.7 2.2
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MOBILE IS A BIG PART OF THE MEDIA DAY

It Reaches Places Other Media Can’t

Location of Usage (Ever Used)

100
Tablets popular o "
at night
PCs dominate

working hours = 50
Mobiles brighten ; - \ 25

i the commute D i /7 1
i i i 0

Country

Base: Smartphone owners

NN R\

-, Share of Device Page Traffic on a Typical Workday

- y
\\ P ".o":q.\f (:)'Q_..-"'- \3? e B Restaurant W Cafe or coffee shop
@? ¥ Doctor's office M Airport
M At a social gathering/function/event H Public transport
B School
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MOBILE IS LIKE CRACK COCAINE

Everyone Is Checking Their Mobile On A Regular Basis

Average no. of times per day UK smartphone users check their phone
43 34 24 22 15

18 YuMe ﬂ'

Source: Inpsos MORI: Global Mobile Consumer 2014



MINUTES PER DAY OF MOBILE USAGE

All This Checking Of Phones Is Adding Up: Over 2 Hours P/Day

150

100

Minutes With Phone Per Day
B 2010 2011 2012 2013 M 2014

19

Source: emarketer



MOBILE IS BIGGER THAN DESKTOP

It Is Also A Key Part Of The Consumer Journey

EEREEEEREEN

Desktop vs. Mobile Web Traffic

2011 2012 2013

s Pl obile Website Traffic =l=Deckiop Website Traffic

2014

20

52%

of traffic to retail

websites in Q2
2014 came via
smartphones and
tablet devices
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MOBILE IS A POINT OF SALE TOOL

And Used Across A Range Of Categories

HOW IN-STORE SHOPPERS ARE LUSING MOBILE DEVICES

— 75 |:y OF SMARTPHONE OWNERS ARE
0 'SMARTPHONE SHOPPERS!

B 4 A] OF THESE SHOPPERS USE THEIR PHONE ~ IN-STORE SMARTPHONE USE BY CATEGORY

T0 HELP SHOP WHILE N STORE
37%

Appliances Grocery  Baby Care  Electronics lhusnl'mld Hndthﬁ Apparel

Source: Google Shopper Marketing Agency Couneil and M/A/R/C Research
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MOBILE SPEND IS GROWING YEAR ON YEAR, EVERY YEAR

So Advertisers Are Piling More Money Into It

. 20%

of total Search

31%

of total Display

1%
of total Other (incl.

' ' ' Classifieds)
2008 2009 2010 2011 2012 2013 H1 2014
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MOBILE ADVERTISING IS MORE THAN BANNER ADS

Most Advertisers Are Formulaic

Standard Standard
mobile-web in-app

Pre-roll

Expandables /
* Interstitials

m 320 x50
® 300 x 250
=728 x90

160 x 600
m 320 x 480
= 300 x 50
® 250 x 250
® 468 x 60
® Others
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THE ROUTE TO PURCHASE IS GETTING MORE COMPLEX

Consumer Journeys Aren’t Linear. Far From It.

Friends and
Family

25 ©2013 YUME. ALL RIGHTS RESERVED. YuME {



THE ROUTE TO PURCHASE IS GETTING MORE COMPLEX

Data Is Collected From Tons Of Places And Isn’t Consistent

Google EB/ 3rd
31 party Analytics or party /
/Radian6 other Web Buddy
esl analytics Media...

[N

mumsnet Product faCEbOOk
bconsumer & information, Mum connects GO Og e
expertreviews  pranded content with other mums

+ Where to Buy to get ideas Site listings, prices,
product ratings

Adwords /

DFS/
Other

Analytics
from
Ecommerce
partner

.

Product

description Price comparison &
Analytics P GA or

from expert reviews Other Web

Ecommerc mMvSiinermarkat Analytics
e partner

- RE 31 party , ..
X-sell & Up-sell - /Radian6 - - - Branded content,

content, promotions product demo,
expert advice,

g product comparison
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THE ROUTE TO PURCHASE IS GETTING MORE COMPLEX

Getting A Single-customer View Across Devices Is Tricky

94%

€€ OF CUSTOMERS HAVE DISCONTINUED
COMMUNICATION WITH A COMPANY
BECAUSE THEY RECEIVE IRRELEVANT
PROMOTIONS AND MESSAGES. gy
Blue Research

27

78%

€€ OF CUSTOMERS DON'T RECEIVE CONSISTENT
EXPERIENCE ACROSS CHANNELS. gy

HAccenture

82%

€€ OF ENTERPRISE MARKETERS HAVE NO
SYNCHRONIZED VIEW OF CUSTOMER DATA. 5y

Forrester
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CONVERSION TO SALE IS NOT AS STRONG AS DESKTOP

For (Mobile) Sales There Are Hurdles To Overcome

Barriers for Mobile Purchase

100

rs
S IT E I SS U E S Il Cannot see detailed product/service information

[l Hard to compare prices and options

[ Cannot trust credit card security on mobile device
T R U ST I SS U ES Screen size is too small

Il Hard to type

M Information is not rich enough

I Takes too much time to open the web site page

DEVICE ISSUES T

Il Battery life is short

ccess tend to be interrupted

I Mot used to smariphone interface
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TIP 1 FOR IMPROVING DIGITAL PERFORMANCE

Use Attribution Modelling To Set Budgets Properly

Different Types of Attribution Algorithmic Attribution

Attribution model

W

Last click model 18%

Last Interaction First Interaction Linear \ 28%
21%

100% 100%
I I 20% 20% 20% 20% 20% —

Position Based Time Decay Customized I Affiliate @\ - 1%
5%

2%

Display
Organic Search

30% 0% 10% 0% a0% 0% 5% 5% 45% 5% 25% 15% 45% 10%
— . _— Untracked

Data: VIQ; January 2014, all campaigns in scope
Conversions include : 02 Shop Confirmation, 02 Business Confirmation, 02 Upgrade Confirmation, o2
Freesim Confirmation, 02 Recycle
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TIP 2 FOR IMPROVING DIGITAL PERFORMANCE

Use An Integrated Stack For A Clearer Consumer View

' doubleclick
*

by Google

Adobe

T ! T e
"- T =

—— T

——EEEE

Unified technology stack
for campaign management
/analytics

o Programmatic planning &
m  buying to drive efficiencies

=

BETTER PERFORMANCE
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TIP 3 FOR IMPROVING DIGITAL PERFORMANCE

Banners Are Boring...Do More Interesting Stuff

L TSI . __
Cross-platform sequential messaging Impactful interstitials
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RAPID DIGITAL EVOLUTION

e S )16TTALSTRATEGY & ROADMAP

COMPLEX JOURNEYS — STACK STORYTELLING

BTG DATA —_—

BIG INSTGHTS
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Thank You




