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How to bring Marketing back in Touch
with Reality?
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... or not

“this will change everything”

Internet sales as a percentage of total retail sales (2007-2022)
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Dick’s Sporting Goods is using its loyalty program A

to better target customers

By Sagib Shah
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Dick’s Sporting Goods is investing in data analytics, Al and online advertising to

convert more shoppers into returning customers.
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We are here to sell...







BROAD TARGETING?

CONTENT MASS
MARKETING MARKETING
(SOCIAL
MEDIA)
KPI'S KPI'S
EXISTING CUSTOMERS? MARKETING NEW CUSTOMERS?
DEPARTMENT
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RELATIONSHIP PERFORMANCE
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Chance of converting:
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a3
Share of people who newly subscribed to a streaming service B
in the first half of 2020 who still have it COMMERCIA

Netflix

- Hulu
Disney+

HBO Max

CBS All

Access
Starz

Showtime

Apple
TV+
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Months since
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~75% retention rate

HBO(M X

~55% retention rate
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Of the thousand and one variables which might affect buyer behaviour, it is
found that nine hundred and ninety-nine usually do not matter.

Many aspects of buyer behaviour can be predicted simply from the penetration

- Andrew Ehrenberg
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1957: Paper presented to the
Royal Statistical Society
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THE PATTERN OF CONSUMER PURCHASES*
A. S. C. EHRENBERG

erg shows how data on purchases of
nondunbll: consumer goods can be fitted by the negative
binomial distribution, and discusses applications of this finding.
He also considers a simple model for purchases made in differ-
ent periods of time and some quick and easy methods for
calculating standard errors.

GENERAL INTRODUCTION
Consumer Purchasing Data

We are concerned here with the ordinary private consumer’s pur-
chases of non-durable consumer goods. These goods are usually
characterised by being marketed in pre-packed and branded form.
Data about such purchases are obtained by market research techniques
such as, in the case of Attwood’s, the continuous consumer panels (see
reference 1) based on random samples of either houscholds or indi-
viduals and operated in various European countries including Great
Britain. (The samples used in market research are almost always large
in the statistical sense, so that no small-sample theory is required.)

The basic unit of time for measuring consumer purchases is usually
a week, one week being generally like another. Most analyses are,
however, made over periods of 4 or 13 weeks. For any such period of
time, we therefore know how many consumers in the sample bought
0, 1, 2, 3, 4, or, in general, r, units of the given product, i.e. we know
the frequency distribution of purchases. We generally also know what
each of the consumers bought in preceding periods and can continue
to watch his subsequent purchases,

The problem considered in this paper is the fit of the negative bi-
nomial distribution to such data. Product-fields analysed include the
following:

Bread, Breakfast Cereals, Canned Vegetables, Cat and Dog Foods,

Cocoa, Coffee, Confectionery, Detergents, Disinfectants, Edible

Fats, Food Drinks, Household and Toilet Soaps, Jams and Marma-

lade, Polishes, Processed Cheese, Sausages, Shampoos, Soft Drinks,

and Soups.

The Negative Binomial Distribution
The Negative Binomial Distribution is a two-parameter distribution

* Based on a paper read to the Study Section of the Royal Statistical Society on 24th
April 1957,
P?]Now with Research Services Limited.
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The theoretical number of purchases of brand j per buyer is calculated as

s {P,, > rp(rin) }/ll—p(on,
n=|

r=1

Source: Goodhardt, Ehrenberg & Chatfield (1984)
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¥ A lot do a little
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% of people switching (11 years) - A lot do a little, a little do a lot e

0 1 2 3 4 or more

VEKTIS & THE COMMERCIAL WORKS ANALYSIS



Distribution of no. of cigarette packets purchased

(12 months, 2001)
600 -

No. of HH's

1-10 41-50 81-90 121-130 161-170 201-210 241-250 281-290
No. of packets purchased in year

Source: Dawes (2014) Cigarette Brand Loyalty and Purchase Patterns: An Examination Using US Consumer Panel Data, Journal of Business Research 67, p.1933-1943



LIGHT BUYERS MATTER. A LOT.

WORKS
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The biggest challenge
Ain marketing:




“Addressable TV gives advertisers the chance to
dramatically reduce waste circulation by eliminating
exposures to people not interested in their product
or brand.”

“Thanks to advancements in measurement

capabilities, advertisers are expanding their line of
sight to focus on specific programming that delivers
higher conversions.”

SOURCE: FORBES.COM (2019) - ADDRESSABLE TV IS CREATING NEW ADVERTISING CAPABILITIES...AND THEY ARE NOT GOING AWAY
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Small chance
of converting

Many lapsed
& light buyers

Higher need
to advertise

High chance
of converting

Fewer, recent
heavy buyers

Lower need to
advertise
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Average purchase frequency Average purchase frequency

1.8 1.5

I1x 2x 3 7x 8x 9x

Market share
9%

SOURCE: NIELSEN, BENNET & GRAHAM (2011) & GRAHAM, SCRIVEN & BENNET (2012)

Market share

3%
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VMERCIAL
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Double Jeopardy

Source: Ehrenberg, A.S.C. (1969) "Towards an Integrated Theory of Consumer Behaviour," Journal of the Market Research Society, 11 (No. 4, October), 305-37.



Purchase frequency

Repeat buying

100% loyal buyers

Share of category requirements
Share of wallet

Retention

Churn

Defection

Cross-sell

Engagement
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Big differences in penetration

SOURCE: BENNET & GRAHAM (2011)
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Penetration (%)

SOURCE: ROMANIUK & SHARP, HOW BRANDS GROW PT2 (2016)
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Average #

-E of products

Penetration (%)

SOURCE: LINKEDIN B2B INSITUTE & EHRENBERG-BASS, HOW B2B BRANDS GROW (2021)
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Average #
of contracts

Penetration (%)

SOURCE: LINKEDIN B2B INSITUTE & EHRENBERG-BASS, HOW B2B BRANDS GROW (2021)



Share of people who newly subscribed to a streaming service
in the first half of 2020 who still have it
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80
70
60
50
7-month
retention rate (%) 40
30

20

10

Penetration: paying Subscribers 2021 (millions)

Sources: Antenna, Statista, Fool, Hollywood Reporter, The Verge, The Desk, Androidauthority, iMore.
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. Apple TV+
30 (Paying subscribers are estimated at 3/5 of total base by industry press)

20

10

Penetration: paying Subscribers 2021 (millions)

Sources: Antenna, Statista, Fool, Hollywood Reporter, The Verge, The Desk, Androidauthority, iMore.
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Dick’s Sporting Goods is investing in data analytics, Al and online advertising to

convert more shoppers into returning customers.
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@ AdNews Newsletter A d
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Opinions Campaigns Events Current Issue Content Hub

Retention is the new growth, says Adobe CEQ 2ol = @

The AdNews enewsletter, brings

e N you the latest advertising and
@' By Pippa Chambers | 27 March 2019 0 Comments O media news direct to your inbox!

and get the
weekly newsletter free!

Source: http://www.adnews.com.au/news/retention-is-the-new-growth-says-adobe-ceo






Think pink!

BROAD TARGETING?

KPI'S KPI'S

MARKETING
DEPARTMENT

KEEPING CUSTOMERS? ATTRACTING CUSTOMERS?

KPI'S

KPI'S

TIGHT TARGETING?












So our work needs:

Reach
Relevance
Recognition



Shift into a forward gear
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The State of Attention

8 things marketers need to know

Professor Karen Nelson-Field
August 2022



1. Framing the Attention Economy

© Amplified Intelligence
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ad

At its most basic, attention can be defined as
concentrated awareness towards a reduced
number of stimuli in our environment, while
ignoring other stimuli for the purpose of mental
evaluation.

Easy to say, hard to achieve.

Prof. Karen Nelson-Field
Amplified Intelligence

© Amplified Intelligence
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Attention with gaze detection

e Active (eyes-on-ad) attention
e Passive (eyes-nearby) attention
e Non-Attention

No Attention. No Impact.

March 2022 © Amplified Intelligence



for TV

e Active (eyes-on-ad) attention
e Passive (eyes-nearby) attention . :
e Non-Attention g N ‘g A% "

© Amplified Intelligence
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And Outdoor

No Attention. No Impact.

March 2022 © Amplified Intelligence



Digital

We take omnichannel
attention seriously.

All attention models collected and trained by
the same mathematical values according to the
same academic definition.

Only when models are equal in this way can
omnichannel attention be truly universal.

© Amplified Intelligence




2. Is attention even valuable?

© Amplified Intelligence



Proven consistently short
term outcomes

Active Attention and brand
choice uplift (STAS) is related
= more seconds more uplift.

No Attention. No Impact.
March 2022

STAS

Active Attention Seconds to Brand Choice Uplift

1
[ury

50

ow bR NG

Active Attention Seconds (r=.83,p=<.05)

© Amplified Intelligence



Proven consistently long
term outcomes

Active attention and days in memory
are related.

No Attention. No Impact.
March 2022

Days in Memory

Active Attention Seconds to Days in Memory

50

4

— Memory starts to kick in-at
— around-the 2.5 second mark.

More active attention seconds =

longer brand stays in memory.

-

0.0 10 15 20 25 3.0 3.5 4.0 45 50 55 60 65 7.0 75 8.0 85 9.0 95 10.0

Active Attention Seconds

(r=.76, p=<.05)

© Amplified Intelligence



Also proven that your brand will decline
without human attention!

e MA (Salience) is the Holy Grail measure of brand strength. It has a
causal relationship with Market Share.

e \We have found repeatedly that attention and MA are related.

e Lower attention platforms drive less mental
availability for you, and disproportionately more
mental availability for your competitor.

e So not only are your ads not working on
low attention platforms but your ads are working
harder against you.

No Attention. No Impact.
March 2022

JE@ Amplifigdiintelligence



3. Is attention even different to the way we
currently measure media?

© Amplified Intelligence



Yes, it’s different.

Which is why there is a viewability/attention gap.

Impressions

What advertisers

. - 70% 30%
thlnk they are paylng for MRC Compliant Not MRC Compliant

VS

What advertisers are 17% 44% 30%

. Viewable with . . . .
really paying for Sse attention Viewable with >0 attention Not MRC Compliant

0% 20% 40% 60% 80% 100%

No Attention. No Impact.

March 2022 © Amplified Intelligence



his fundamentally fails All Data, 97,409 ad views
because time in view can
equally mean distraction
or attention.

100

80 —ad_time_on_screen_seconds

——active_attentive_seconds

Which is why its

predictive power is g0
extremely limited (k2= 13, <000)
(R2 = .13) 40
20 'r‘ ’Him‘
(o]
[+] 20 40 60 80 100 120

Open web data collected 2022, 4 countries, zero active attention removed, removed time on screen above 120 seconds

© Amplified Intelligence



This is because human

o
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looks like thi

viewing

Active

Attention

We switch in and out of focus when

we consume media.

Attention

Non -
Attention

0

© Amplified Intelligence

No Attention. No Impact.

March 2022



4. At what point did measurement fail
us?

© Amplified Intelligence



When we stopped
measuring outward and
started measuring inward.

INTERSECT: X2

Human measurement versus
metadata

. strp

. today ~ datetime.now()
howlong ~ (today ltdate2).days

howlong - daywindow:
i.screen_name, 'has tu

newu ‘expe
urlset.add((newy

i.screen_name, ‘has ng

~



Metadata makes
assumptions about human
behaviour

Scroll Velocity,
d Coverage
ixel 9

i>
Q\II

Time-in-View,

No Attention. No Impact.
March 2022

© Amplified Intelligence
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Aggregated metadata tells you little about
the nuance of individual human viewing

A 5" 7
Time on screen (seconds)

Story Format == Newsfeed Format == Display Format

100%

50%

0%

Human attention data tells a different

story

Time on screen (seconds)

10’
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Platforms/formats display different
amounts of switching.

Active Attention

- Passive Attention

Which means they all deliver

different amounts of attentionj{

advertising.

Non Attention
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The ratio between ‘viewable’ and
‘viewable with attention’ differs PlatformA | = 26% 69% 6%

significantly.
Platform B 21% 38%
PlatformC 21% 50%
Plattormd | 1e% [11127%

PlatformE 7% 77%
0% 20% 40% 60% 80% 100%

Percentage of Impressions

MRC Compliant and attention MRC Compliant, zero attention @ Not MRC Compliant

No Attention. No Impact.

March 2022 © Amplified Intelligence



Platforms/formats
display diffe rent Ievels Platform Percentage of Views looking directly at Advertising

100%

Which means some platforms get
lots of attention early, others don’t.

- N

25%

Ad-length

© Amplified Intelligence




This is also why attention proxies
are an ill-fitting band-aid.

When attention models are trained on device based tags that
have underlying variation in their capacity to predict human
attention, it will compound error and the model’s predictive
quality will get worse at predicting human attention, not better,
because the model learns unintentional data artifacts.

© Amplified Intelligence



5. That’s easy, we will simply build better
creative.

© Amplified Intelligence



It can’t, each platform has its own Attention Elasticity

The range of attention seconds possible under the conditions of that platform or format.
Attention elasticity forms the attention opportunity for ad creative.

|
A

© 2012 Encyclopaedia Britannica, Inc.

© Amplified Intelligence



Performance of the creative is tempered by
platform functionality

Brand A
Brand B
Brand C
Brand D
Brand E
Brand F
Brand G
Brand H
Brand |

Brand J

Brand K
Brand L
Brand M

Platform Attention performance:

Platform A

7.0
7.2
6.5
6.9
6.4
5.5
5.8
5.9
6.0
6.1
5.4
4.6

Platform B

5.5
4.5
5.1
3.7
4.1
4.8
3.8
4.3
3.9
3.8
39
4.3

Best

Platform C

33
34
2.9
33
3.2
34
3.1
2.7
2.8
2.5
2.3
2.1

Platform D

2.9
23
2.8
3.2
2.7
24
2.7
2.5
24
2.2
2.5
24

o “WokFst

Avg Attention

Seconds

4.7
4.4
43
4.3
4.1
4.0
3.9
3.9
3.8
3.7
3.5
3.4

The same creative performs worse/better
in line with overall platform attention
performance.

Media placement dominates creative. If
creative was the dominant force of
attention, creative would perform equally
across all platforms, but it doesn’t.

© Amplified Intelligence



6. What does all this mean for marketers?

© Amplified Intelligence



It means the relativity of an

impression is undermined.

And it's not just the obvious, any
measurement system, model, methodology
or concept that relies on equitable
impressions will fail.

Inc. market mix modelling/econometrics, creative strategy,
budgeting/SOV analysis.

No Attention. No Impact.

I March 2022




It means the ability for a brand to be
noticed is getting harder.

e 40% watched actively in the first few
seconds.

e Branded moment appears at 19 sec,
where 5% of the reach you paid for is
looking.

W Active M Passive M Inactive Branded Moment © Amplified Intelligence




It means when ad budgets are skewed towards low
attention platforms, it’s hard for MA to grow.

20

85% <2.5 seconds

15 130,000 ad views, 1150 brands

10

Active Attention Seconds

5
| ||||‘| .I € |tiDII Iu|e|“°|y ”"esllold
: |||I||| I [ [T

No Attention. No Impact.
March 2022

© Amplified Intelligence



7. How are brands and agencies using human
attention data?

© Amplified Intelligence



Attention is hitting the tipping point

Q AgenCieS are being asked. Early Market Mainstream market
“What is your 2022 attention
strategy?”

Q A Pragmatics | Conservatives
Publishers are being asked: A
«“ 2 2 ‘

How will you deliver what movars S oy e e
2'5% jopters majort majori 16%

the brands want?” i i e

© Amplified Intelligence




Planning Signals

Applying attention weighting to existing
media plans and optimising for maximum
attention (being mindful of reach and
cost).

Outcome: more attention for the same
dollar.

© Amplified Intelligence



a.fn b L QRIS

Buying Signals

Probabilistic models for the purpose of predicting attention on
digital ad inventory at the point of the transaction on
programmatic platforms.

Outcome: reduce wastage by rejecting placements with low
attention or increase bids on placements predicted to return higher
attention, in real-time.

No Attention. No Impact.
March 2022
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Attention Measurement in Belgium

VIA has commissioned Amplified Intelligence for an attention study on
video in Belgium

The focus will be on BVOD & YouTube on mobile, and TV (on the TV
screen)

The study will be in 2 phases — the first phase has just started.
The first results are expected early October.
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8. Key takeaways from today.
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Understand how the flow on effects of inequitable
impressions might impact
your business.

Procurement often holds the cards and

must be part of the change. Help them to come to
terms with the need to pay more

for attention, when for the most part their remit is

cost reduction.

Talk to your creative teams on how they
might stretch attention elasticity.

Reverse the brand reveal and invest
more in distinctive assets.

Understand how different platforms perform and
understand how this fits your long and short-term
objectives.

Human data tells a different story, stop
measuring inward and start measuring

outward so build a new RFI for a new
measurement category.

No Attention. No Impact.
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GET TOGETHER



