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HES xdetd, AdEF diEste A vAY w=HEd digte] Fad o AHAE S4UES x2F

ok ZH7te] AdEFE AE digdte A wAE =gEel digh 5o A4 HEE, & 29 =
ZI(log of outcome, 351), Ho]Z(base, 352), @ <l Aol Z1(log of outcome with a lag
factor, 353), <|%-2] Z1(log of external, 354), Al 7122 Zi(log of relative price, 355), % A
wie] Z1(log of relative distribution, 356)° Whdt s o EFIG. Z74e <IEZ= TV(361),

E(print, 362), #t]2(radio, 363), =<2 (outdoor, 364), <IE{Yl ZM(internet search, 365), <AEH
9](internet query, 366), 3] (hispanic, 367), ZAF(direct, 368), ©o|HMEE(events, 369), ¥
(sponsorship, 370), B ZIEHB7HE E3ete th¢] 7helate]Ee] 24zl oigh Fa a&g¢kE(advertising
efficiency values)® 2152 | £33},

1= e Re) A2 Hkd ASAER AW A5 AR o5 0§t 219 AolAF ®A
S HaZdolnolth, ASAE Ao o)ud ojmeag D], A6l AANEE A=) 9
dsta, 210 AEBMU03)S HEBTH AHEATE o WHOR Qe Ao] RushH, gL AES
WDE Aadth. A§A7k ok ARS 23 9A g, AgAE A AEE B skl AESU2
IBEIEE

gt

/AR REoA mdgEel o3 AAE HolA] HaEHolE EASE S5kt HaEdols
] @ E(scenarios, 501-506)= @A, 772 AREAE f1ste] AAEAY, AHEATE AT
ZA S 9ate] AAE 71£9 & A A (existing offering prescription)dl th-&3tct, Zhzhe] Aye] e
giste], taZeels A9 WA (name, 511), AlWE] 29 AW (description, 512), AV 7t A4dH
dt(date, 513), H AvE] 2o Aeli(status)E EF3H AREARE AlvhE] Qe o 13 2o ARE A7) ¢
ste], 1 WA, BE O s AYske Al 95k ’\]LPE]OC T o= e A9 Bt
ol T3, Abgxr HAeEle] Aold et UuAelAdsly] Y& A3 4 ‘”—E 9 oJ o (550) FE3F
gk, @AY ®BY)/Ey REE A H52)d Hate], ¥ 992 AA(create) REE A H(551), H
(compare) REE 943 §(553), F4l(send) REE 913 ®(554), 2 2tAl(delete) RES A% HH(555)& X
et AREAE g&ste REE 7I1EAI7)7] A5k o] BE F o= e AEE o gl

L 6-9% HA A" 4 2 Hjtol HAe el o AAFE o wjEel dig BRE 2437 st
o] Aol o3 AlTH ‘:V\é‘ ]O]Eg =AE, &= 62 A4 Y (current revenue, 601), dA Azt nf
A" A Z(current annual marketing spending, 602), 2t FwWke] U} WXk o= A% E(anticipated growth
rate, 603), FH WEEZ ¥XHE F59(gross profit, 604), E &l WEEFEZ ndH vl H/HE&
(market share, 605)3 #2 &S g IES dgstr] AT VEEFES HoFr. HzZdols AR

37 Y8t ALgA7E AEE 5 A (save) AEZ(698), X AY1E &4 3k

J; o

_>,i
+ il

N

rlr

oK

1-r1

i)

L
L

=z
)

ol A

Lo

2 30
rlr W

7 ARD £HRES A4
So e 91 e aBdelz Aol Fsel ABAIL BT + AL A& (contine) AEE(609)E
o Zga.

=7 U el U@ A%ES aqar] g8 AAeel s AFH E e PaZeelelt. ozle
AY2E £H5, Z A A4 (industry newness, 701, wh3l AFA(702), AY A (703), L vA
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= 88 4RSS e 915kl WAedel o8 AT ® o2 taZeelelth, oAe AgAT Aes

E &AE, A AR FEl=e] AA(801), whAlelA o] IAF $12](802), W AE(803), R 74 A
20Dl tiE #HES JYstr] Aste] ol & F e VEEES 7M.

T 9¥ SAWUES 887 Hste A E o AT = e taEdolott. o] AL AREATE AR|[AE
T A& (customer segment detail)o] 23hd AR AREF AA Y] 93 o] F e AEZ(90D) S
xgreitt,. faFdels FUHAQ PUAE HAHEY #ES AASY] A AEEO10 92 92005 G
i i}E(910)}— AREAZE i wiEel diske] Aol 9l IAbel] ofg B A4 (branding
messaging) % XXX (positioning) =HES WEA(clarity) ¥ U (consistency)o] Wt FHES A

of 2|A3}7] f15le] o]8E 4 v}, AE(910)E O] |317] A8, AFEAE d8d 2 HEAY SHE & %
dgk e digste AE o xEgHE = Jo gde] AS Mdsity. ARgx) FAte] Fae] AS5HE
(persuasiveness) ¥ E@%(likeability)ol] tigh HHEs HES Al AT 5 A = FE(9200%=

Apaiet,

£ 102 AgA7 AE dnsel de B4l FHE AUSES 7] flstel W vEel U@ An FAF o
Aol o8] AFR A upAeld txEeel mAlshe taZeolwelth, txZeels A A}
o A oA AiE AnE duab] ool AaU S ol AELA0D, A Dol gheie A
2 Ang Pras] sdae] MEa 4 Qi ASB1002), 2 AR} Avel BAw o] B £ Aus A

Aol AA wiAY oikE dsty] fste] HAT Ee| o3
ATE HaFdgols =Aste tagdolkreltt. dHzZ#els 29 4, F AA wAE i (s "aiA
1=l e sA(revenue, 1120) 3 AA| AR o 4kell Wik =l (profit) (5, "H]-& F-¢] mAE 7]
(marketing contribution after cost)")(1130)s EZEAletE TPE(1110)E =E3gtt.  HAHE XEQIE

ot
N
oft

(113D)E %9 FH130)9] H= A0R A¥sio] mpebd hgabis AP AF el $100& A=l v}
AY AF2 PEag. EAEABDE Foli vAY AZ od 449 Fold A5y Aug tenja
ZLAE2DY ol o] WY AZeNA ASsE A4 £l S AMe Vet HelB(1150)e A

A wiAY A& W 2R Aabel] WE F7HEC ARE ATt HolES, A4 viAY AE(1161), ol
A wAY A&(1162), % o] & 71| YEM(delta)(1163)2] ZtZtol| diste], o] miAI" X|ZE9] e tjste] Al
g9 FY(revenue, 1151); o] uAR AE9] oA Zgid o= 5% AEE 2 A¥2=E9 H]&(costs
of goods and services, 1152); ©] wlAIY &9 ¥l 5= Fvlx(gross margin, 1153); "HAIY A&
(marketing spend, 1154); % o] uAY &9 HHAAN oFH #]E Fo wAY 7o (marketing
contribution after cost, 1155)& =A]3H},

Fo FHAE AHostar oAl I sk MA vAE dAb #Ee ARsEr] fste], HAREE WA o
& el At AA WA o4k BEAds AATTE. o] §¥A e 0.013 0.30 Akole] ®Iflel A, o]
HE ol fFAEES eWeto]=dtt(overridden). A E=, Zhzto] di% wiEol g 549 gkl A
e g 24 AARE whEbA, 0.10 BE 0.11 59 27| @#E43E 2FFqozy w@Egds ALts.
o] 24 AtEC Ui AE HEL oldle] & 1o =A|E.
Z 1
At At AE Al MEZ AR A AhE 23 F4

e 0.05 0.1 0.05 -0.03 0.04

=3t 0 0 0 0 0

v -0.02 -0.03 -0.02 0.02 -0.03
2 At Age E 7 B=AE AEE(T0D ] tedth. oE 5o, HEF(701)9] S AAusrt

W, HAYE = A AP HHo2RE 2AAA 0.055 A L=

%(701)4 e

A

= E =

AolE AZHW, AAEE e A4 APozRH 24A4 02 Adelv; AEE(T0D Hakgl A
Al

]_

EAY
o= 0=
Aut~E AT, HAPEE A A AHoRRE 2R -0.028 AEgith. fAHA, vhAE
AfS = 74 BAE AEE(704)0 dlgsta, AR AR A & 8 EAlE AEEZRB0D W&, »
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L, AUEE, ohdhel S 2004 A ek ol 2R A v ol e lg3iel A 5
] =

Aol
A= =8
o= g

MY s =M
HEAd =a
gl 2359l w8 (COGS) =
Fol=P (P = o] 39| 43+2] 26 A olF
ntel o], S, C, M9 )
A= AR o] B A A
(ol-‘q, =1} “]]E]—: 70—]11 74 o]]) 4

sata] (1) S=p*M"

olo] HEHA] 7] =

o N
u’u

AL=g 59| = Tk
(CL 2 25D M2l 2]E = 47
T4 (DolA] Al L=S 2 2l5)a
Fro 7l ok wl ol Wiske] o) 2
A S e A g
saba) (2 P=[S*(1-C)-M]
P+M
Al zol dlste] #84 (2) Fol : &:mhﬁ
Nuagors sz e EEM)_pye

(1-0)
PE M, C, 23 % ieke] gmA] Eolste] Mo g Al P o5
P=[p*M**(1-C)]-M

. dapP

XE9 s
dM

2
o

7

=([(-C)pa]*m")-1
002 ARAs MDY Az 1=[(1-C)pa |+ M*"

st 1 =

Mol Wke] Eol: M=|—0t

([(I—C)ﬂa]}

2A 3kl o A=A R ok Hu1A 2]l
[A-C)Ba(a-1)]*M** <0 ?

Y
&

<
Ir
Ko

;
o it o

X]% Y= (spending mix) AHE WoF7] flate] Hde|Eo] osf AlTE tizZo]oltt,

of o& AHE A «2k(1201)S EFeTE.  ARSARE ofle]l ZAIE HlE G xo
o] diks AT F o”jr taEeeols 3k AFEALE nAE oike] A Aol I3
Aste] AL F e AESE(1202 2 1203)S X33, gaZgols g9
TR ARE = ]6}5 Hol&(1210)& o x3etr. ZAzbe] =5-(1211-1222)=
Zrzhe] 29 olgte] AfE, & dA WS IF(1204), o]FH I WEE
Bz w3k &8 & (dollar allocation to brand in thousands, 1206), &t
2] 83 (dollar allocation to product in thousands, 1207), = dzje] st} o]
A2 FAH ZF Zo](dollar difference in thousands between current and ideal)
(12149) 258, ANeges ZUE Fao] g3 &GS 15%c14 10%=2 74
oA 3308 @ BHlEd gl ZRE Fao] AEFE Ao, 2209 &
= g g o, ZHE niA g dAle] IS o)Al g} 1857k
g o g9, fgazZdols AFEA) v AE #EE(bar chart report)E o4t 2 viAE FFE T 499
S XFIAY e WA ES AxErfo]=ely] flete] o]&d £ YT H(1230)S U EFST. AREAE

&
rsi'ﬂ

N
il

o2 |»
] (e

et 0? 2 g e &

Yo
ot

d

]_

o I

rﬁm’&
d
=)

~
—

2

o0 ol O oft o |
ot
o

ox
2 K
oo, N
H S
m?ﬁ*v
oft
= rﬁ
o o Lo
i) it
i S U )
r%LmErsLi
mxl

(M xo g rft
et
=
U

ol —{0 L

o
S
o
B
Nl
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[0045]

[0046]

[0047]

[0048]

[0049]
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7b A @A E(1231-1233) & AdEste], TV, gHe, ¥ ZYHE v}
X EO FLEES(1250, 1260, 2L 1270)0] F7}EA &= 2 g}
2 AFAQ TVelo] dA WMESE SIS fg vp(1252), AolE Tvele dA WEg IS 9%k uh(1253), #
=20 TVl o)Al WMEE TS 3 vp(1257), E AolE TVell gk o]l NEE ddS $g v}
(1258)5 *3gstt. & ¥ E FEER fAlsI.

B F7h4Q)
AR E 699 BAE 23 tAcle] fAHR LA A H AT o] gale] AgARTE HEHG, =
W4 szl make] AFEARNRE gHEe] RAHE el HAE(13000S wA @

T 14E A wiEd did A e =W HE(measures), & A (cognition), HA(affect), T A
(experience)d] ©&FE EA8hs TRAAEOY. o ©EHE HLEo| tidh g i miEol tiste] AR}
g8 AFE = 130 EAE SS9 Fhol 7]z}

T 16w &= 1 EAE Al MY EE2H S5 Hold x3bed digt 4o miAY &5 dIEY HMEES
EABE HelgExolth, o& Eo], & 16w H2 QA 23o] W F3ke] o] ddE did mlEE diste]
TV 44%, ZHE 2] 12%, ZHE AF 0%, ZF)L 5%, =< 0%, A A 10%, A Fi1o] 5%, 25 v}
A 12%, FHLE/INEE 7%, PR/7IEF 5%, B A 0% NEEERE nAE Fhrngo] ddHooF st AS
vebdth,  olE 9 ESY 9l 1FEY 7442, delrdged xdE #A wiAY =¥HEY TFEC diste]
ehgeld ¢1x @ 7244 AF3ojEd s aFstE, % 3o ZAE AEH Ze Az % SH¥AE V)
Z3ho}

T 162 & 159 Hol&e 93] 54 x7] ddo] v EHe 21E(1600)0 tiste] ofE A A s ojof
SteEAlE A g

T 172 HAYETE 242e viAY Sl AEH dY 98 of9A AAsEAE EASE ZEAAEC|T

22 A|22(1700)% A&Abel 2l 54 Ao

F(affective percentage)@ o] uld

E9 + - & g538r. o] Fo = g =

Bk, olRAd L T A Fruf Alo]FE9] J2(a number of purchase cycles per year) B UZ#AY H]E&
z 5

(cost per impression)°] FalxA] Zzte] &

T 182 & 179 =AE ZAAE Uitk HF 2AHS TAEE TEAALE Y. ZEA2(1800)= oY vl =
oiate] HAeEe oa AAFE HA A ditel] FielEs HX AFAE 2AYE § B gedke s
e lae

T 197 Al 7HA Aeld FEER H71A" A AEd Zo], e did EEY Gl et s
ofgt Yars T AAHES xAs] A8 FHAgEHA o ATE tlaEYolE EAlshE taEdolEe|t).
taZdole Zzto]l AME(circle)S ztv #dd ti wWiEE, H(pack) A, o B, 2 ¥ Co 7245 139 H
o F FF= AE(1910)0F EFeTr. AZo] FA A= wiEe g A4 L o)A WA wAE it
S uERdo], 457 24Q1(1920) SR H-E9] ZH7te] A Ee] A B Wk wjEd tiste] wiAE A Fo] dwiwkE
S7F e fAaEolof sh=AE UERAT. oE Eol, W Ad digh AF(1911)2 45° 219 S 9ol vk
AP # Ae] gkl wAR A Eo] FUbEooF S vpERdTE. HEgh, 7 AE] AE E/EE WAe, b
Sohe di% wiEel diz] A Ed o] 54E oAl HA wAR ool AEE= g sk, Low)
ol digt AAl g0 v]elE W, gaEdels ®=e Zhzte] @y o viEo] digk dA 2 o)Al
kAl A& (market share) @ EF(volume)S YERNE v} 2 ZE 233t F7(1930)S 233t dx=&
ol wa & 119 FE(1150)e] TAE A FAe ARE EAeHE RE(1940)S T3

AR AN dEA, HAAZEE WFE A (syndicated media), MiFE AL= dolg, AW ujx, <Agul
&5 dlo]E (internet behavioral data), A1 A Aol do]E (natural search query data), 5 A4 &5
tlo]E](paid search activity data), @#B]A, &rje, THES 2 ujx] dolg, A2} %= Holg, F4
ZAF dlo]H (tracking survey data), A2 dlojd, 714 oy, F24 A 22 8§ deold, A4 =
Y A& dlolH (competitive marketing spend data), % 22}l R =&l Ald= dHolyHE &3t th9
o
o

dol 94 AaE F o) o] RomiE 24 volEE n @)
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chpe AAeEel A, HuelEE olstel B A mels thgsl /b FHE F bt o ds EFFh

1) BAl=/ZFgloldE Q79 tidt E4 BHXESEE(communication touchpoints)® HA g vl (Minimum

Distance Matching)

2) 2 8759 o

o
ML
S

1)
=
i
-0,
2
R
ME,
oM,

3) AEAS v A wjA A5ZEE, D HF A= (experience factors)

4) A viAl, AeHl wiA 2 AE

L
i
(e
o

oft

Y

2

3}(joint optimization)

5) A= )3 USMSD(user-specific multi-source data) % Alibe] Q3 =gloly WEEe] %3

i

6) RIS AP dolE) 2uEe A 4535
D RW YA, EAA R4 2 AR A9 A A5

8) P B B Sure] oAl ZHEOND ZA7I2A A AARE AEY "dlelE R 1A HolHE

9) Y Eetoln], HAs Wy 2 vbY ROLE ol&F AnEe ¥4 4TS, AN, dF L oo
=7

10) BH=/FTo|AE A5 B

1) Az Az wA
1.D) #HAHEHE AR0Qx), BAAffect)(Qy) R AAQz)ol &3 48 AEE5E o83k, o5 3719 A4
2 A, F, D(FAAOR 1, 2, 302 AP 3 LAE AAQL o] fete] BAE/FetoldE B aTE

(1.2) el B4 Adeldns el ul$ ge So B4 HALAES F A9 4L Bo elars
& wee & A 4 Adel deld, HAeE: nAs/FdeldE BARe 4u, 44 % 48 495

A= BR=/EgoldE ¢ v /g 7Fe] SSD(the sum of squared differences)®A o),

Distance = (Medium Cognition — Brand Cognition)*2 + (Medium Affect — Brand

Affect)’2 + (Medium Experience = Brand Experience)"2

"= 5 (exponentiation)S YERY.
9) BE 0
5 e 9o vt 1.1 2 1.29] 71&5o] v},

3) AEAQl viAe e v ko] s g W

A A3} 282 (core outcome equation) T3 o] (ThE o) Ao,

Outcomes = ( Base Outcome ) * (( Resource 1)"Elasticity 1) * (( Resource 2%
Elasticity 2) etc.

F7F glanso] el ezl

HAZE = F8H2] 304 AFHA wiAE, glaxsd AYdES AA(linking) s &9 "AH HE(direct
path)"2A ZAgst},

A= 274 AR AHYS £3HES o] BS st
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s))
5.4) JAEY EA A
A HAAel HeZ2 ¥de. A3 = B e
o] A (key phrasing)? FHIE(4£% USP(universal selling proposition)), Z&3} Z-& BT EXAMY9
HE 2 Bt A3ty Hu f dukgQl s dikstd dolES tEt).

tlo
5=

23 ake)

=

=20 VA £ 238 o)F HelH s U¥ m: AYE Adetn ABom £ e AN A
A SdeEel e AAsE AP g4 AE Aol nE EA UaBdel o, & 208 o
5o B2g mystt 27 tadolzA, o2RE ASA} Y 4P selueE dag,
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(financial factors)S A8e 4= Q== d17] 93] =
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st A, FHAzZEel 93 ol8" FT§4 QAAE
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=4 9 flo]y 238 W (scrubbing) &ag]Ee M-S g3},

%
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Coef3*In(Driver 3), etc.
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get.

8) DNM(Dynamic Native Momentum)
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DNN HlolEl AR Ao AT e Edge] BH 4Folth, SAAEE x' AW Aorie] HEES

2 3}(top-down optimization)Z
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HAgE s Bds/SetoldE Aus 93 A4 B 2 QUIE £33 (o]7]o 42 Compass SMB, Compass
Agency 2 Compass USMSD/DNM #x). o|& S0, thst AA g ESoA, HAGEE AUz ¢ 24, o =2
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=
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MRO(market response optimization)= H&FH o
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ﬂl‘ﬂ

o4, HAAEE AEs-nds 9 T2s-dks A34 BolEE ol §tel BElge] BLUIS F4
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ol EFES A7) pzel W@ viE] A4 WERG olgste], Ul MK 2xo] Azoniy A
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2ALE A Ao SoE BT, SeleldEE
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WEe) QAMESS Fgea S4ar
2 A5, HAdE = FeoldEd el FHE fas dFES Y] Al Adz=dl w3 St
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OJlHE o] &3}, Y4 HSoA, o]Fe FEo|JERRY Ay 9/EE =gy dolHE &£ Havl §l
T8 3o, 5 4Ee A 9 fAAES dEAY

HE-42 Holg

2SS 9% 271x1e] S dolE Fs, & Z2d 9 =golwr) dnk. AlFAEAIT Al REHES 98, ACE
e Ay or Ay AAY L @ dolH(combined time-series and cross-section data)E o]&3hc}

MSL(Multi-Source Library) @ A#(FZ W0 tisle], ACEE #lolB g g W BERHEE/AH| A gt A
A= =99 A AHOE o] &3},

MSL 2 ]2 =ElolnSof tldle], ACEE 274 W9 53 W4S5S o

WA 1 A B = A3 HolE gEAERSE olEd Egtol S i HolHE 53t dE S,
3 = )

ofo
roh
O

71z, w912 L A §-F el o Au|E= wiAd gigk ol AFe] sty o] 4] A3t xR HE 5
2 4 vk, dHolg & /\C% ?‘3 d (economy), 747 (competition), & (tracking), 7F24 #HA(pricing),
g A=(channel funds), #wjF-(salesforce), ZAmlH ZZ(retail store conditions), 22kl miAY %

2ol Y, 2 2o wad u] oJEE T,

Ay Ho=z o]z st 3PDS(3™ Party data sources)v EElo|AE-EA A ENAM dolgd digt Xfo]&(H4
oMo QF/E, o Hx)S 4 JAY F olEistz k. 1y, o]g AolES dUntHoR UA<
Aoz A7,

GHEL BAs/Aua X E O o] FHoeE o]Foly, gl BAsE T dig golr
gl dlolg oM, T 283 diolgd A A Hed 3PDS @i =gfolES He3th. AR
A, HAZEE RHeE/FEoldEEY AR dolg Ao ZolEd 7% HolE WES AAT.

7]1EA el WHE Sales= Base Volume times (Marketing Resource)"Elasticity ParameterZ 7 2|3} ZojH,

A7)olH = Al A5E Uehi,

Sales = (Base) * (Resource) * (Delta)

2 BAE(F, delg dam)el gatel, WA= AW, A 2 AAE Bt
9] ACE smols Rola. we, w9 AN, AAUEE 24 o Ee A
o QIAHL)E F7ba.
WA 2 0 og, HaeEs @
YAE ol gt muYS

_,d
)
o,
o
ih)
o,

ol
ol
N
)

_?{_',
i
oo
o

BAs 2 gl uAY wHe] zdtd] et B

Elasticity Parameter (Delta) = (c0 + c1 * Affect + c2 * Cognition + ¢3 *
Experience + c4* Local ).

AG c0-cdE HA-AF 39 X (least-squares regression analysis)g o]&3ste] AAHAY. zlo]lr g W
o 7t dlm=(H)E ACE-L 230)E AHEStaL Xt

AAR, oRe 44, 94 W Ahe] pAH ANZE AGS) 9% A 499§ (capacity) W, HAL
4% 9 e AL ovig,

o Eol, ArHom 2 F/1F Folshs dol WA A 2:E FANE AL, oHT I
oA goldt AWM= BEE 2= e BAsSe Hste] TV ulAle] BEie] Frbs: AL e, Zae
2] HE WEE A4ES An a7l we FAT. S0, doe @ AR o@ guEs 237

o whelye] g g BLUS %4

ACE-Lol Qi /1% mi a4 gy AMEES okt 2o FA4S Agd,
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84 3

Ln( Sales) = di1* Ln( Sales Prior Period) + d2* Ln(Base) + Delta *

Ln( Resource) + Other + Error

7y7rol Blaze o] A fARSHAl &ttt oo dE X FEle] "Delta's FHEE oE AAELS
Compass®l 7]&=o] Qt}.

WA 3 H A e Deltad BAIS] S, 4g o) A4 FEel wwFor AU, A F7)
o meleliEEA AE BEUEES 2b gau A3 ZaE 9 HEteEen.  ddg 59 oL
.

Partial Component of Core Eq= ( CO *Ln (Resource) + C1* Affect*

Ln (Resource) 5. 5 )

olgfst 2y w Hoze myfHSFEe] HHEL FAHL dHolfH % FAo] AAH fFEC d#HE AL
RSl

shbe]l 3 Ee 7ML, error FEO] FARS EAtol® EFEa mHAolal FASiA Exdve Blolt
(iid).

gy, @ AR A3, 524 (homogeneity) 7Hg9] €2 JEHES WHHH A &S Flolt),

o] Z1& o] A (heteroskedasticity) o& dej#] drt.

A 40 o FAMAdS A3 sk, HAEHE ddEd dis] 28" 3= (Fixed Effects)S ©]§3h=
GLS(Generalized Least Square) F73 % th23sl= "7F5 XS (weights)" EUE A &3},

il
=
o
urt
flo
J%
5

N

, Je] FA WEFRA ol V|temKFEH, Adze gL, vzRyA ANRES
BRI EH:L(lag) f%“é—% o]83le] Ad A (serial correlation)d] whsle] A A s}t

F&2} o1E]H o]

AR HAAGENA, HAYEHE SFHIAE JHS 2437 g AFEAF SlHHo|~E AASaL, AFE ACE
T2 Axe ARZAM AATIT. = 24-49% ACE T2A|29 AAFo wAgEld o AAFHE SAA ALE
2 A FH o] 25 EASIE faEyo|=olt),

% 24 50 Aol U@ AAAE H587] 918 Agl o8l ol§HE AR 219 Adelt,
% 25 ARe 2eeldE Habd i AW AR Solb] 98 A4 A FL mAw

T 26 FEtoldES A9lS AEsy] 93k Ao)(2601)F ST, E 26 ACE BAlAA o] &E = Aol
A3AF 2B EEH o] &7Fsd thekdt F72 dolE FolA AEEy] 9E Ao} E(2602)S ¥ EE3)

&= 278 ACE ZEAZ] g st dAEs B4 R At A Aojes FIH. = 282 Fol

31 AAe] v=ys Ay ¥k olye), AJold vy e mdt dAe wlihs @S YEhE Rus

T HlEYZ2 AReA dqidEs ztold EAIE Wk oyt dAAlY] i T HlalEE

IS mAShE Batelth, = 332 A wE Aue] Aeld Jhe diEd] da Age H=
o} o~

% 3% Aold nlY $EEe] HPHon mzUs 42 mEet 0w odut 44 4R Rdg %A
Ak, = 362 54 B9l viAge] A AL EEFFES oldH, oAe thed WEUxs AnE =
o 4H AR 2Ye EA@t. & 37 ode T musS W Agse B4 goye
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100 HAgEE A2~ Ad Tt

ol g3l 1A FAWNE TIsE, JevEHES Husr] 98l
GLS(generalized least squares)& © =

~ —

SUR(Seemingly Unrelated Regression
Hed W olgstel B4 oS dae.

1) SAeEE AR WARES olgste], ol B 1w Y B o, A&d WAE A% S
B,
12) ¥4ele)
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quata, olAe T mEE Agd, T Seolw FAAEe AWUA A e e el Eefolw

14) FZo] Hj2Y 2 242 AUz S Fdo] B5(F7ste gd), 5 (HAste gd), e S 4T 3
Ul Folt, ol x5S $H ©HA el o3 AujdEd. FuE xEFete dREEe SEtolHES
W) 22 g=84ds z2te Ao 7didn. 74, 714 Z2rAd, 28 2 22 AAH HEES (&
F) Hy & g=Ed s b ¢ Jduk. E=3H, HEE A9, A EEfelide] XA ARIER WA A
o|Zof we} FAAe] FHof gt} gk, Jb4, vEAgde B4 ARQ1E JpA ok gkt
15) 99 AAde A, sAdgEE 247t FYARRE Holk el =glold] W] tia] FHE F8h el A
0o] ot AFE AFs}
Z 3

tetoly S 8T

A X

Rl X

A4 X

A X

=4 TR X

7H4 X

v @ el X

g 22l X

R o el e D e P X
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or] Y/ 428 gA He X

& 94 eolnejel AR %
el Fu S aFeta, 1 setilEE #d vl
F Wl ol .
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= g Au ek doleel o

16) HAYE = 22 BAH F4, &, A7 #Hde SHIG. a3
A 2 g golgt MEES(FEHZ A M 2AE (heteroscedsasticity) S E33le=
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& FEZFE o]gste] HriEY. gdd &5 #Fo] Hriya, g F1tel shh, 9 gebuE g4de] HrkE
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18) Al w3 a9 HAE, 2 23 (Granger) HAES 22 A YE] (endogeneity) 2 <1343k
A(causality)ol] 3 E&F HAEE 33},
19) 875 = A4 Ade tgSS g3y,
F 4
AA e 9
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HFE A2H 200
CPU 201
=g 202
78 AFL: 203
AFE #E57%
oA gon —204
vEgYa az 208
=93
356
Library of Elasticities (\/— /30
f 355\\0
351 34,8 35 37
IDEAL MIX IS RATIO OF ELASTICITES (" \“’z/- L0GS: 0% @
S.T. RIGHT META_DATA PROFILE @ “ 0 364 ¢ 367
- \@6\352@&@‘“ & \“4 362 /363 r e* 0° f a6 /309 |
Metadata Profle ~ Metrics @° [ \o‘)@‘ g-@ gp 361/ Ry o &
g &S e. Q & & &
LELL L P & & T ¢ \<“ \*‘j 0“ Qf ® O
(Study XXZ_101 R . ST .
Study Charactenst\cg
New product
1) Cognﬁmn score Medlum/_ 312
= Affect score Higl 314
Experience score Average/_ 315

320
X

330
A

Message clarity ~ Grid from budget l/—316

Message Grid from budge!
persuasweness

Study XXZ_102
Study Characteristics
New product Yes
Cognition score ~ Low
Affect score High
Experience score  Average
Message clarity ~ Grid from budget
Message Grid from budget
persuasiveness

(Study XXZ_1
Study Characte ristics
New product No
Cognition score ~ Medium
Affect score High
Experience score - Average
Message clarity ~ Grid from budget
Message Grid from budget
persuasiveness

0502040 5040 2 003 0025 0015 0035 004 002: 004 002 []01 0.01

10502 0.4°0.1504°0.12°0.03-0.0250.015  0.035* 0.04° 0.02° 0.04* 0.02 001" 0.01

1:050204:0.15:0.4:0.12- 0.03-00250.015 - 0.035° 0.04- 0,02 - 0.04 - 0.02 - 0.01" 0.01
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MSP Compass

{Home}| Ecatures

| Case Study |

Bestof all - it's Free!

Optimize market spend - Increase ROI.
MSP Compass shows you how to get the best return on your marketing investment.

It's easy - and free!

Don't have a MSP account?

421

Sign in to MSP Compass with your
MSP | Account

Email: [dave@msp.com

O

M Remember me on this computer.

—401
—402

403
411 %

©2007 MSP - Compass Home - Terms of Service - Privacy Policy ~ Contact Us
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MSP Compass | Home | Profite [ Seanarios)] Tutorial | Case Study |
[ curent Scenarios v dave@ com | Sign Out |
/-—551 f552 /—553 /—554 /-—555
550 [ Create |[ ViewrEdit Y Compare ) send ][ pelete |
511 512 513 514
Name/_ Dascription Creatad/— Shtus/_
501 { Scepario name Daescription text area for scenario information 11/22/2006 — 9:15 am PST ACTIVE
502 { Scenario name Description text area for scenario information 11/22/2006 - 9:15 am PST ACTIVE
503 { Scanario name Description text area for scenario information 11/22/2006 - 9:15 am PST ACTIVE
504 { Scanario nams Description text area for scenario information 11/22/2006 - 9:15 am PST ACTIVE
505 { Scenario name Description text area for scenario information 11/22/2006 — 9:15 am PST IN-PROGRESS
506 { Scenario name 11/22/2006 - 9:15 am PST IN-PROGRESS

Description text area for scenario information

©2007 MSP — Compass Home — Temns of Service - Privacy Policy ~ Contact Us
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EH6

MSP Compass | Home |{Profile)l Scenarios | Tutorial | Case Study |
| Edit Profile Welcome, dave@anycompany.com ISLgn_Qusl

Compass: Scenario XYZ | Description
v

Step1 > Step2 > Step3 > Step4 >

Cumrent Revenue ($) _—601 Gross Profit (% of Revenue) 604
[[$256.000,000 [ [[40% il
(o] [w] Il
Current annual marketing spending ($) ,—602
[ $49.000,008 I Market Share (% Dollars) _—605
What i cipated growth ra 0%
t ti ] rate
for 1 year ahead for your ndustry? . 603 (eI ] [l
| 10%
4 ] [»]
—698 —699
|LSave | [ Continue > | J
©2007 MSP — Compass Home - Terms of Service — Privacy Policy — Contact Us
EH7
MSP  Compass | Home {Profie)l Scenarios | Tutorial | Case Study |
| €ditProfie Welcome, dave@anycompany.com | Sian Out

Compass: Scenario XYZ | Description

v
Step1 > Step2 > Step3 > Step 4 >

Which describes ‘Which describes Which describes What is the innovation

your industry? your market? your channel? level of your marketing?

d very new 3 very new 3 very new £ very new

[ fairly new Ll 3 fairly new 702 Effalrly new 703 [ fairly new 704
[ fairly established Mfairly established [3 fairly established (3 feirly established

3 very mature [ very mature [ very mature very mature

LI Save | [Continue >]

© 2007 MSP — Compass Home — Yamms of Service — Privacy Policy — Contact Us
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=98
MSP Ci >
ompass
P Home |;Profilei| Scenarios | Tutorial | Case Study |
| Edit Profile Welcome, dave@anycompany.com | Sian Qut I
Compass: Scenario XYZ | Description
v
Step1 > Step2 > Step 3 > Step4 >
What is the information content of How would you characterize
your marketing focus this year? your market share?
3 A lot of new content 801 [ Low and declining 803
A mix of old and new content MLow and increasing
[ Established content to sustain [ High and declining
[3 High and increasing
How would you characterize
your company? How would you characterize
O Industry leader 802 your pricing strategy? -
Top contender [0 Deep discount or price-focused position
[ New entrant to the field Premium or high-end position
{0 Specialty or niche position

I——|Save ] [Continue >

© 2007 MSP — Compass Home ~ Terms of Service — Privacy Policy — Contact Us

EH9

MSP  Compass

| Edit Profile Welnome. dave@anycompany.oom | Sign Qut I

Compass: Scenario XYZ | Description

Step1 > Step2 > Step3 > Step4 >

Would you like to include customer segment detail? } 901
OVes E{No

Please click an area on the chart to plot your assessment )
of your branding, messaging, and positioning
Excelient
Good
g 911 > 910
Fair
Poor
Below Belter than
913 ' Nomal Typical Normal Break Thru )
Y
912
Please click an area on the chart to plot your assessment "\
of your advertising
Excellent
Good
821 > 620
Fair
Paor
Below Better than
923'(Nom1al Typical Nomal  BreakThu -
Y
822
Persuasiveness
Ir Save | [Continue > J

©2007 MSP - Compass Home - Temms of Servics - Privacy Policy ~ Contact Us
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EHI0
US English Ed
MSP Compess s | Tutoriel | Gase Studv |
I Compass: Scenario XYZ | Description area for information Well dave@anycompany.com | Sign Qut

_J Home ][ Market Share ]rSpending Mix ][ P&L ]

Market Share: _—1001 Spending Mix: ~,—1002 P&L: —1003
TV-Natt (309
TV-Cable 207 - e o o
TV-Nat'l bs, = ﬁ @ 3
3% TV-Cable um _jﬁ il
M‘@' TV-Natt *
'/ TV-Cable - —%
TV-Natl 3759 -
TV-Cable ___19.5% J o e A
Click the chart above to Click the chart above to Click the chart above to
view more detail view more detail view more detail

© 2007 MSP — Compass Home ~ Terms of Service ~ Privacy Policy - Contact Us

MSP Compass | Home | Profile |S52RaeS) Tutorial | Case Study |
Igg%%ns:;?& iﬁoﬂlaﬁon Welcome, dave@anycompany.com | Sign Qut

[ Home | MarketShare || Spendingmix | PaL |

|| Save | | Optimize > | I
1161 1162 1163
Curcent($) Ideal($) Change (%)
151—
1152 Revenue $3,900  $4,573  117.3
“\Costof Goods/Services 33,003  $3,521 117.3 1160
1153 —Gross margin ~ $897  $1,062 117.3
1155 M54 ~Marketing Spend ~~ $85  $100  118.1
—\Mameﬁng Contribution After Cost ~ $812 $951 1173

1121
L B
5,000 | $ +_ [ fm—
4,500 e Al 1122
120 @] | T 7
4,0004>~ ?}‘ P&L Current Ideal Changd’ |
3500 oo ies Sia01 73| |
3000 ety Soe 356 400 183
2500 B Marketing Contribution Aer Cost si3 5951 1731
; > 1110
2,000
1130 0- ~ -0
100N, -0~ —-0——¢ 7 ) =N
500] ~ o
0 20 40 60 80 100 120 mJ

/—1 198 /—1 199
l| Save ] [ Optimize > | 1
©2007 MSP - Compass Home - Terms of Service — Privacy Policy — Contact Us
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[ US English [+]

MSP__ Compass | Home | Profile [{8cenarios]| Tutorial | Case Study |
Ichsngi?)sti%ns:reenaaz)?‘ l’f)}{ozl'rlt\aﬁon Welcome, dave@anycompany.com | Sign Out

[ Home | Market Share |(SpendingMix)  P&L |

| |
Budget: Special Issue Setting:
m‘g&',ﬁmﬂ (Ple;se select either Yes or No for the following questions
O ™ Include both Brand and Product Media spending?
$49,000,000 Iﬂ [ Is this the launch of a New Product?
p 1208
et At a5 Prohe 5, Dl
‘Current vs. Ideal
12111y . National Network [30%] 37% $12210 $8,140  (5,650)
22—qv_-cable [20%] 195% $6435 $4,290 (625)
1218—~padio [5%] 5% s$1.650 $4,100 (300)
121152_11'\% 160%] 10% $3300  §2.200 1,850
1210 J 1216 Outdoor 4 2%  $660  $440 120
" intemet Search L25%1 g% g1980 $1320  (2,075)
1218 Intemet Banner 3;7% 2%  $660  $440 120
1219 Local Events/Sponsorship T‘/:- 25%  $825 $550 1,076 .
lobal Events/Sponsorship === 3% $990 $660 800
‘m\%qrmgnal Meda (=28 29 660 440 (120)
122 Direct:1 _ﬂ—g;f— 6% $1,880 $1,320 (850)
PR/Buzz 5% $1,650  $1,100 180
- 100% $33,000  $22.000 $6,000

Customize Report {Please select the brands you would like to compare)

123141232~ 1233~ 41234~ 1236~ 1236~ 1237~ 1238~ 1239~ 1240~1241
YPIY Y, e T Ep ey,
j 1 Bu

1230 Internet Intemnet lobal r Oirect
TV Rado Print Outdoor §earh Banner focks Lrons ﬁggﬂ (h )

Spongor- Sponsor-
CTV-National & Cabi i

Curtent 165 [Brand: $8,820 - Product $5,880] 1254

1250 Ideal 1257

Tl g T 2
TV-Cable [———70%—T12 TV-Cable 10501256

[~Radio—
1260 Cument (51262
ldeal [_5%—1263

Print
1270{ Cument [ 15m—1212
ldeal 10 —1273
1298 —1299

L| Save | | Optimize > ] |
©2007 MSP - Compass Home - Tems of Servica - Privacy Palicy - Contact Us
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EWI3

COMPASS KEY STEPS (1-6 BELOW) OUTLINE COMPASS MEDIA
EELI%'E’\)Q#NE 1. Who is the target market for the brand or business?

1.1 &3 Adults, 18-49, both Male and Female
.2 [ Adults, 18-49, primarily Male
.3 O Adults, 18-49, primarily Female
4 O Youth, Ages 15-
.5 O Children, Under Age 15
1.6 O Adults, 50+
2. Please describe the business or product category
21 Consumer Involvement
Olow  Omedium Chigh
2.2 What level of information is needed by the customer
Olow  COmedium Cdhigh
23 Type of product or service
[durables Cnon-durables
Cconsumer product Oindustrial product
24 Is the product or service
[Ja luxury or premium positioned brand
[Ihigh priced relative to norms
O superior in quality
Please describe the business, product’s or service's share of voice
3.1 O typical/average

3.2 [ above average
3.3 [ below average

w

&

. What is the primary goal of the communications

4.1 O convey information
4.2 ] develop liking and emotional value
4.3 O reinforce habits

. What is the stage of life of the business, product or service

o

5.1 & New

5.2 [ Established
.3 O Mature

5.4 O Other

. What is the Reach objective over 12 months for the communications
O Percent of Target

o

23

~

. What is the duration of the customer's usage or buying cycle
7.1 O Frequently, daily or weekly
.2 [ Seasonal
.3 [ Once a year/annually
.4 O Once every 2-3 years
7.5 J Once in 10 years/
7.6 [ Special
Please describe the customer's prior experience, if any, with
the business, product or service
[INone [ Positive Word of Mouth
CJAverage [Below Average

~N~N~

g

9. Is brand “personality” considered a differentiator in the cateogry
CYes CINo

10. To what extent is the business, product or service required to
be supported

CINationally OLocally
1300

EH]14

A F0]
(FHES ol 43t AA 3 EF 2.257t E&old
2HE BN gAa 2 32 2.2 HUTFAE B Y94 AF, Auzod
(2 Ak 1 g2 2.1 B 2,27 R &)1 4.2 = 4.30] 44
2% 4% 3 5% 47 a2

2 &% 97t dgt=

1 %5 97} ok 2.0 A, 4.27F ok LBt

AY 3 =% 999 2.30] o
2 % 8o] Fgol A Gt
1 93 57k M2 FAoj A 8o gl&olH

1400
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Preliminary
iniial mix of resources
(If consumer product)

Compass Budget Deal
§10,000,000

§5,000,000
0

§0
§500,000
0

0
§25,000
80

80
§1.250
$0

1600

Starting
Allocations
Weights for
Freq Calcs
50
10

5
10

0

= o ov o o on

Percentages

Cognifion score  High
Afectscore  High

v

Print - magazines
Print - newspapers
Radio

Qutdoor

Intemet - search
Intemet - ad words
Direct marketing
Sponsorshipsfevents
PRiother

Street

Sub-total

W4 AH A4 B =3

AAEA B¢ =3

Add TV 5
Reduce/scale rest of lines -5

1

4
12
0
5
0
10
§
12
7
5
0

100

Rec'd Media Mix (starting, pre-adjustments)

2 3

4

5

6

High Low Medum High Medum Low

Low High Medium Medum High

20
%
5
5
0
P
10
1
0
0
0
10010

S oo oo oo oot S o S

7

8 9
Low  Medium

Low  Medium  Low

f national
5 100 A0 65
0 100 10 0
510 0 5
0 100 5 10
0 100 0 0
5 100 10 10
510 5 10
5100 5 0
5100 10 0
5 100 5 0
5 100 0 0
100 100 100 100
Reduce TV 10
Add 5 to newspapers

sn

S o oo o oo on T o S
=

=

Add § to sponsorships/events

_30_
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5

=

=

H

e
[=)

EH17

Hr
H e
oEn ol
TR Ho
T T AR L) R

g9l

AA 4 gejd BRASES A A5

e
e
w®
<]
2 A5 ~
de =g W49 m
2 HE ARE A cPI A
a3 k! Froquon -
EEEA g9 Effective ~ FREQ Annual  Ballpark o
% #3492 i holtaget WIS PROECENEUT punbase 3l (2007 Spenuin iy
Hx A=A (reach S impressions per cych r total Cost per by Type
=EEas C1112 e s YSies e no.  impression w
ase Lycle year impressions per W
FE 23R 6,260,000 TV 80 0.516 1.6 26 260,000,000 003  $7,800,000 = (e
mmwm o EZAE-FR 0.032 0.1 26 16.250,000 0.01 $162.500 = o
5000000 ZA=-AE 0.032 0.1 26 16,250,000  0.005 $81,250 =
gl 0.032 0.1 26 16,250,000  0.0025 $40,625 wr o
%9 0.032 0.1 26 16,250,000 0.01 $162,500 it w
NEPEE 0.065 0.2 26 32,500,000 0.01 $325,000 fold <]
A R-F o] 0.161 0.5 26 81,250,000 0.01 $812,500 L4 m
27 wAg 0.032 0.1 26 16,250,000 0.03 $487,500 [ =|
ZEANE/INEE 0.032 0.1 26 16,250,000  0.001 $16,250 s —_
PR/other: PR/7] & 0.032 0.1 26 16,250,000  0.005 $81,250 =
Street: A2 0.032 0.1 26 16,250,000 0.01 $162,500 W m
3.1 503,750,000 274 $10,131,875 vl % M
WTD &7 e~ TR of
ob T Kl iy
=
1700 1 G B ]
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MSP  Compass | Home (Bfafi) Scenarios | Tulorial | Case Study |
l Edit Profile Welcome, dave@anycompany.com | Sign Qut |
N. America USA _ Brands Channels Packs Key Assumptions
Market Response
1" Half 2007 pal, Current$ Ideal$ Change% Target Graph
Cases: 63 73 116% 13
Total Company AversgePrice: 10 10 100% 10
North America Revenue: $630 735 116%  $735
USA 1840 < |Costof Goods: $346  $404 116%  $404
All Brands Gross Margin:  $283 $330 116%  $330
All Channels Marketing Spend: $63 $71 113%  §71
. Al Packs Marketing CAC:  $220 $259 117%  $259
Marketing ROIl:  350% 3656% 104%  365%

o
(" [orporuntes |

400

350

300 Pack
250
200
150 -7
100 -

50 -~

. |07 50 100 150

1920 <

Ideal Opportunities

200 250 300 350 400

Current Opportunities

-
Marketshare | [ Contribution |

Case Volume l |Do|lar Volumel

Pack A: Market Share
Current

tdeal [IT5— ]

Pack B: Market Share
19304 |" Cument

dea
Pack C: Market Share
Current
Ideal

Pack A: Case Volume
Current: 200
Ideal: 230

Pack B: Case Volume

Current: 300 [b 43% | mdiv 57%
Ideal: 350 | b 43% | mdiv 57%

Pack C: Case Volume

Current. 150
Idea: 155

\

©2007 MSP - Compass Home - Terms of Servics - Privacy Policy - Contact Us
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=920
V> g ame /_2900
MSP logo FastPath ™
‘/ [Verfy Details\
Industry Data Simulate/ \ / Review/
Log Out
Selector Contral QOptimize \/ Export Result
Please select relaler
the Industry that bank
best describes
Jourbusiess car dealer 200
organization consumer products company

o

Cancel

W7ol A o] AF§A Aol S|z, dolH £xEe] oldlolst AP},

o] Ae&8L t}& #2] "Data Control"d] ¥ 2=ZHo]dt}.

Back => 232 39 Cancel => A9 Fa53; Newt => "Data control" 9
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GUMPASSE 9@ "¢l A RE

200

~

MSPlogo FasPah ™

/ /

212

X X X
/ \\/ Cl(j)i:?ol v v \/ Log Out
/

#

Marketing and Sales data

o o O

Data inputs to simulatefoptimize
my business results

Legend
redﬂﬂ

3 Not current
yelow
3 In process

green
3 Complete/Current

\/ => Active
X = Inactive

HE #1 ~ #4= A¥d o, 57 g @ S A REE B ET
449 18 25} fAdsa AAolE, o] AL =N welET,

4] 557 BA b B A4S nelET. 1 9ot FAe nolET

Back = 4tgd A=) Net=> dolel W 2%

_34_

ZIHSd 10-2011-0082597



200

~

Average Interest Rates

ii
& | (&

it now!
Get it now!

EH22
a2 2 - wARE 2 AL= doE
Data
/ \/ Control v v v Leg Ot
X v/ X X
Markefing and
Internet data Brand data External data
Sales data
&P oo
Consumer Ganfidence 000Qd
Index D D D Get it now!
Housing sterts RN it now!
oo
0ad

1

20

3
=
=

o=

8~

=3

<
S5
=
&
=

X

ECONOMY E|o| El(GDP, 48| A A& A F)ol oiet
4 NES o8& ZE AU HolBS 44

Getitnow! =» 4@ oF2(shell out)/ LW/PW A% / 4 ¥ Q(shell back in)
Back=> 28 1 WlolH AES

Cancel =) M2M 29 @

Ned = vh& @ - "Verify data” 9
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EH23

dHolg AEE - #'d 3

200
AH Y o8 ~

/

[

/

4
o |\ |
X X

Internet data Vet and Brand data Extenal data
Sales data
Natural Search Terms From Source data
To @ Target directory
Paid Search Terms From = Source data
To = Target directory
\ J = v J

212

231 2313
Y o
Next

o= A=l mal-g-m oz doleg 53

Back=> @ 2=
Cancel => M2M H22 g2 T8
Next => t}& ¥ - "Verify data" o=
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20

D»EE® (@I

8] @~ Google

11 Apple Yahoo! Google Maps YouTube Wikipedia News (204)¥ Popularv

Z RAPID RO

Please Login

ID or Email

NEED TO REGISTER YOUR ACCOUNT?

Password:

Lorem ipsum dolor sit amet, consectetur
adipisicing elit, sed do eiusmod tempor

I:l JRemember me for 2 weeks | incididunt ut labore.

Forgot your password?

Forgot ID? Get your free account now

MARKETSHARE g
PARTNERS 7
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EWH25
[ X7]e]
(CIRIOISIOIE] 8] @~ Google )
11 Apple Yahoo! Google Maps YouTube Wikipedia News (204)v Popularv
Google G ProJECTS
O Welcome, Paul Bates | Sign Out

S iom St | RAPID FOI

Company List | Create Company

Information Profile Contact | Licensing

Company Address 1 State
I | | EBEe——A
Address 2 Zip Code
I | |
City Country

I | EBe2——A

W26
[ X2]e]
CIDIOIBIOIE] &] @ Google D)
[ Apple Yahoo! Google Maps YouTube Wikipedia News (204)v  Popularv

NG @I FrOJECTS
G()()glﬁ Welcome, Paul Bates | Sign Out

s Ty70: IR &l Saios | RAPID O

Industry List | Create Industry | Define Defaults

Select Industry | m Data Select |
Automotive Google Paid Search M
Industry Google Natural Search d
Industry Industry AD Spend O
Industry
Industry Competitor AD O

Industry
Industry Marco GDP M
Industry Macro Cost of Living v
Industry A Macro Housing Stats O |a
Industry v Macro Misc |:| v

7 7

2601 RESET CANCEL SAVE 2602
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EH27
@20
CIDIOISIOIE]] 6] @- Google D,
[T Apple Yahoo! Google Maps YouTube Wikipedia News (204)v  Popularv

QI PROJECTS
y
GOO&IG Welcome, Paul Bates | Sign Out

- Data Source Type | User Role | User Type | Country | Region | Data Sets | License Type | Project Status | Internal Stage | Customer Stage P

m Definition Edit | Delete |
Input Definition m
Input Definition x|
Input Definition [x]
Input Definition @ m
Input Definition [ X]
Input Definition x|
Input Definition m

=28
20
CIDIGIESIONE] 8] @- Googe D)
[T1 Apple Yahoo! GoogleMaps YouTube Wikipedia News (204)y  Popularv

LUV PROJECTS

\
(’OOg‘le Welcome, Paul Bates | Sign Out

| Project ID: 7864583-8768|

Project Manager Company Subsidiary

I H } B0 ——————R

Project Status | Internal Stage |[Customer Stage| Delete
Project Name [Active——— | [open———F | [Receive—H | B
Project Name [Active———F | [open———F] | [Receive—H | EI
Project Name |Active—a [0pen—a |Receive—a u
Project Name [active——— | [open————F] | [Receive——H | EI
Project Name |Active—a [Open—a |Receive—ﬂ m
Project Name [Active———H | [open———F | [Receive——H | E
Project Name [Acive—— | [open———F] | [Receive—— | EI

_38_



ZIHSd 10-2011-0082597

20
CID]IC)] (@] ®] @~ Google

[0 Apple Yahoo! Google Maps YouTube Wikipedia News (204)¥ Popularv

LUV PROJECTS

y
GOOélC Welcome, Paul Bates | Sign Out

PR oo | TRapro

| Project ID: 7864583-8768 |

Profile Data Sources | Data Specifics | Parameters Get Data Reports

Project Name Project Manager Project Status
Google Contact: Name Company Internal Stage
Google Contact: Email Industry Customer Stage

I | BeF/———H —————X

Google Contact: Phone Number

[

EH30

020

(@] ®] @ Google

[I1 Apple Yahoo! Google Maps YouTube Wikipedia News (204)¥ Popularv

GIID PROJECTS

o
Gooble Welcome, Paul Bates | Sign Qut

i piocs JRSORNR == S R o

Profile Data Sources | Data Specifics | Parameters Get Data Reports

Update Parameters Parameters Status m
M Google ...l...1..1...1.../Data Source Update Available '@ B
M Industry . d. 1. .. /Data Source Update Available|
M Organization ..d..J..1.../../Data Source Update Available %

M Other ...l..1..1..1.. /Data Source Update Available ’%
|:| Google .11 1. ./Data Source Processing %
D Industry ...d..J..1..].../Data Source Processing E
O Marco .. 1. .. /Data Source Current u
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EH3]
020
@»e ® (2] &] @ Google D)
[0 Apple Yahoo! Google Maps YouTube Wikipedia News (204)¥Y  Popularv

Google

Profile

Engagement Scope

Data Sources | Data Specifics

LUV PROJECTS

Welcome, Paul Bates | Sign Out

1y Poocs (K FRapip o

| Project ID: 7864583-8768 |

Parameters Get Data Reports

(__Current Media Allocation )

Causal Models

Title:

Analysis Steps

Lorem ipsum dolor sit amet, consectetur adipisicing elit,

Model Results

sed do elusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud

Key Findings exercitation ultamco labons nisi ut aliquip ex ea .
Revenue [ Current P&L [Revenue Goal P&L [ Difference |
Budget AD Spend $200,000 $202,003 | $2,003

Response Curve Revenue: $5,000,000 $5,005,000 $5,000
Profit Gross Profit: | $2,300,000 $2,300,407 $407
C Current P&L D
Conclusions AD Spend: $200,000
Export Revenue: $5,000,000
P Gross Profit.  $2,300,000

BTV Radio [ Internet Display Internet Search Print Outdoor

EH32
20
(@] 6] @& Google D
[T] Apple Yahoo! Google Maps YouTube Wikipedia News (204)v  Popularv

Google

ADMIN  (({eN]=e3 &5}

Welcome, Paul Bates | Sign Out

crateproec | 7T 1]

| Project ID: 7864583-8768 |

Profile Data Sources | Data Specifics | Parameters Get Data Reports
Engagement Scope (Current Media Allocation ) (_Efficient Media Allocation ) ( Difference D)
Causal Models
- $30,000
Analysis Steps $10.000
Model Results ' $0
Key Findings -$10,000
Revenue -$30,000
Budget -$50,000
Allocation
Response Curve -$70,000
Profit ( Current P&L Y (Reach Revenus GoalP&L) (____ Difference )
Conclusions AD Spend: $200,000 AD Spend: $202,093 AD Spend:  $2,093
Revenue: $5,000,000 Revenue: $5,005,000 Revenue: $5,000
Export Gross Profit: ~ $2,300,000 Gross Profit:  $2,300,407 Gross Profit: ~ $407
7V N Radio [ Internet Display [ Internet Search [ Print Outdoor
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MarketShare Partners was engaged in April, 2008 to use econometric
modeling techniques to answer a series of strategic questions:

¢ How effective are Brand X's media investments and other marketing
in driving business performance?

e How does Internet search behavior affect Brand X's business
performance?

¢ Do traditional media investments affect Internet search behavior?

e \What is the optimal media mix to reach revenue goals and optimize
profit?

_41_



ZIHSd 10-2011-0082597

MARKETSHARE 67
Rapid ROI Results \ PARTNERS .

Client X Brand X
L
Engagement Scope[Causal Models|Analysis Steps|Model Results| Key Findings| Revenue T Profit T Conclusions 1

Traditional Direct Path Model:

Brand X Marketing

Marketing Spend by Medium
Distribution / Salesforce

Promotions

Pricing Business Performance

Competitive Advertising
Marketing Spend by Medium

How does Brand X’s
marketing activity and other
factors affect search and
business performance?

External Factors

The Economy
Other Significant Events
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Direct Path Model + Indirect Path Model With Google:

Brand X Marketing

Marketing Spend by Medium
Distribution / Salesforce
Promotions
Pricing

Business Performance

Competitive Advertising
Marketing Spend by Medium

How does Brand X’s
marketing activity and other
factors affect search and
business performance?

External Factors

The Economy
Other Significant Events
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Model Scope:

o Dependent Variable:
— Total Units for Client’'s Brand X
e Channels:
— Online
— Offline
e Geography: Brand X 210 DMAs
¢ Time Period of Data: 3+ Years of weekly data (03/2005 — 03/2008)
¢ Independent Variables: TV, Radio, Print, Out of Home, Online Display, Google
Natural Search, Competitive Advertising Spend, Macroeconomic Factors
e Econometric Models:
— Direct: Brand X as function of Independent Variables
— Indirect: Internet search behavior as a function of Brand X’s advertising
spend
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Direct Path Model Accuracy:

Overall, the model equation and the data it’ very well, with mean average percent
error (MAPEs) of 9% for the sales model.
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-------- Actual —— Backcast — Forecast
$200,000
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$100,000
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$50,000
Forecast MAPE = 8.5%
OO0 O
COO0OO0OO0OOCCCCOCOOODOO0OO0 OO0 O0OO0OCOCCCOCOOOOCOCOO0O0O
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Impact of Marketing Drivers:

A 10% increase in spending on Internet Search will result in a 0.22% increase in sales,

whereas the same increase in Print spending will only result in a 0.18% increase in sales.
Radio

Internet Display

Internet Search

Print
Outdoor
.00% .05% .10% .15% .20% .25%
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Interactive Effects of Media Combinations:

Radio + Internet Display
Radio + Internet Display + Internet Search

Radio + Internet Display + Internet Search + Print

Radio + Internet Display + Internet Search + Print + Outdoor

Internet Display + Internet Search

Radio + Print

0% 3% 5% .8% 1.0% 1.3%
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Incremental Impact on Revenue of a 10% Increase in Spend
Given current media mix

Radio

Internet Display

Internet Search

Print
o]

Outdoor

3 4 5 6 7 8 9 10 11 12 13
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The direct and indirect models demonstrate that TV, Internet, Search,
and Display work synergistically to drive Brand X’s Sales Volume

e TV is the most effective media investment in driving Brand X sales performance
* Radio is less effective
« Internet marketing has been highly effective
— Paid search is highly effective
— Display spending is also an important driver
e TV and display spending are important drivers of Internet search behavior
e Competitors’ marketing, both TV and search, has a negative impact on Brand X
sales performance
o External drivers, such as seasonality, holidays, and weather disruptions have a
small effect on marketing outcomes
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C Current Media Allocation D Budget  Allocation  Response Curve
Scenario 1:

Efficiently Research Revenue Goal

[ Current]  Revenue Goal P&L[ Difference]
AD Spend: $200,000 $202,093 $2,093
Revenue: $5,000,000 $5,005,000 $5,000
Gross Profit: $2,300,000 $2,300,407 $407
Wl TV [ Internet Display Print
Radio Internet Search Outdoor
C Current P&L D
AD Spend: $200,000
Revenue: $5,000,000
Gross Profit: $2,300,000
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Budget Allocation  Response Curve

(—_Current Media Allocation )  (_Efficient Media Allocation ) C Difference )}

$30,000
$10,000

$0
-$10,000
-$30,000
-$50,000
-$70,000

' To T = Tz<Tx =
. =L c 's5'a @ o
[ Y [ Internet Display Print = § & & § £ §_ 3
Radio Internet Search Outdoor o ta 3

C Current P&L D) (__Reach Revenue Goal P&L ) C Difference D]
AD Spend: $200,000 AD Spend: $202,093 AD Spend: $2,093
Revenue: $5,000,000 Revenue: $5,005,000 Revenue: $5,000
Gross Profit: $2,300,000 Gross Profit: $2,300,407 Gross Profit: $407
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Budget Allocation  Response Curve
(Recommended Spending by Channel) C Response Curve D]
$60,000 R )
300 evenue Current % Spend to Reach
$50,000 250 Spend Revenue Goal
200
$30,000
150 7
20,000
$ %"
$10,000 50
0 { Spen
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Legend Revenue EH Profit
C Current P&L D) Reach Revenue Goal P&L ) C Difference D)
AD Spend: $200,000 AD Spend: $202,093 AD Spend: $2,093
Revenue: $5,000,000 Revenue: $5,005,000 Revenue: $5,000
Gross Profit: $2,300,000 Gross Profit: $2,300,407 Gross Profit: $407
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C Current Media Allocation D Budget  Allocation  Response Curve

Scenario 2:
Optimal Media Spend to Maximize Profit

[ Current Max Profit P&L[ Difference|
AD Spend $200,000 $244,692 $44,692
Revenue: $5,000,000 $5,097,751 $97,751
Gross Profit: $2,300,000 $2,304,184 $4,184

W TV [ Internet Display Print
Radio

C Current P&L D]

AD Spend: $200,000
Revenue: $5,000,000

Gross Profit: $2,300,000
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AD Spend: $200,000 AD Spend: $244,692 AD Spend: $44,692
Revenue: $5,000,000 Revenue: $5,097,751 Revenue: $97,751
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Budget  Allocation  Response Curve
(Recommended Spending by Channel) C Spend for Profit Goal D]
$60,000 Revenue
300 Current % Spend to Reach
$50,000 250 Spend Revenue Goal
200
$30,000
150 5
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$ 100 é gj
$10,000 50
0 : < Spend
$o 0 50 100 150 200 250 300
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C Current P&L ] Max Profit P&L D C Difference )
AD Spend: $200,000 AD Spend: $244,692 AD Spend: $44,692
Revenue: $5,000,000 Revenue: $5,097,751 Revenue: $97,751
Gross Profit: $2,300,000 Gross Profit: $2,304,184 Gross Profit: $4,184
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Conclusions

Brand X should re-allocate budget to emphasize radio advertising, online
display & paid search.

Investments in print advertising should be reduced.
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