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TNS

World’s largest custom research
business

One of the largest travel research
practice in the U.S

Company owned offices in over 90

> :
\@3% countries

.. Over 14,500 employees
T
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https://hta365-my.sharepoint.com/personal/jennifer_gohta_net/Documents/PATA/PATA%20TTRA%2002-02-2017/Lunch/Get%20Connected%20Edit%20(2).mp4
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33% of US consumers

“feel constantly followed
by brand advertising
! online”

42% of High Digital Users
39% of Heavy Online Video Viewers

37% of Millennials
36% of High Income Consumers
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“We eventually concluded that,
as the world was getting louder
and more complex, we were

simply just adding to ‘

. ’ ,
the NOISe... Marc Pritchard
Chief Brand Officer, P&G
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Using travel research to Re-Connect with the consumer the human...

Understand which
touchpoints matter

™

(Re)Connecting Marketing in the Digital Age
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Breaking down DMO touchpoint silos

Visitor Centers

9 o
o
g @

Earned Co-op marketing

Sponsorships
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Managing touchpoints holistically is one of the biggest challenges for

companies today

of companies acknowledge the ...yet only 7% feel they have
importance of touchpoint management will a satisfactory approach
increase in the future

VISITFLORIDA.


http://www.visitflorida.org/
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Not every touchpoint matters!

20%

of touchpoints

and that 20% is different from

——— > ...one brand to another

80%

Impact

Cz.m ...one category to another
deliver ...one country to another

...0ne customer experience to another

(Re)Connecting Marketing in the Digital Age
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Contribution of touchpoints

DMO Competitors

V/
Top 3 owned touchpoints

Website I o.26 I o.37 I 028

Brand presence in social networks I 0.02 . 0.03 I 0.01

Email newsletter B oo2 | ooz | 0.00

ETop 3 paid touchpoints

Television advertising I o I oo B 0.1
Radio B o5 I o s I o .4

Print advertisements
B oo06 B oo B oos

E Top 3 earned touchpoints

Recommendations by friends/family B o.14 - 0.10 - 0.06
The Huffington Post B oos W oos f oo
M visitor experience (per touchpoint) client brand M visitor experience (per touchpoint) competitor brands

SAMPLE SIZE: n. 1511
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Efficiency

$

Relative Efficiency of
Marketing Investment
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REMI — Experience vs. spend (Selected Paid and Owned Touchpoints)

TP experience Share of REMI™ (relative efficiency of
share (%) spend (%) marketing investment)

Banner ads

17% 12%
Kiosks 1,527

Outdoor Billboards

Website
Instagram
Print ads
Digital TV ads

TV Ads 14

34%
Radio Ads 29
Blog | 51
Facebook W 316
Mobile 19
Text Messaging 19

SAMPLE SIZE: n. 1051 "= TP experience share / share of spend
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Is it reach or quality?

Increase Reach Maintain

Increase Quality and Reach Increase Quality
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A consistently good service across multiple touchpoints is rewarded
with strong loyalty

Airlines

Relationship _,@/
strength

/@‘)—

1 channel 2 channels 3+ channels

Consistently good service

(Re)Connecting Marketing in the Digital Age
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Emotions are the driving force behind human behavior — touchpoints
that matter will tend to create emotional value

Airlines ‘y
| ° 3X stronger!

Relationship
strength

No strong emotional Strong emotional
touchpoint experience . touchpoint experience

(Re)Connecting Marketing in the Digital Age
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Using travel research to Re-Connect with the consumer the human...

Understand which Target when they
touchpoints matter are receptive

(Re)Connecting Marketing in the Digital Age
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“It's very important that
you think human-first,
not platform-first.”

William White
VP Marketing, Target
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We’ve forgotten there is a person on the other side of the screen

00 —
B -\
QU@ /@t

Brand Building Acquisition

N—

» Long-term = Conversion
= Perception = Click-thru
= Sales

= Engagement

(Re)Connecting Marketing in the Digital Age
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Programmatic must evolve to target people’s mindsets, not just
their behaviors

- ————— Mindset targeting: open to brand

Behavioral targeting: search, site visits, etc.

-+ Gen pop: difficult to influence

(Re)Connecting Marketing in the Digital Age
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Mindset targeting casts a wider net by finding people receptive to
the brand

Mindset targeting — open to brand Behavioral targeting
Sourced from Insights Data, Social Media, etc.

@

REJECTORS LOYAL BUYERS

(Re)Connecting Marketing in the Digital Age
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We can now activate attitudinal mindset through DMPs and

look-alike models

“Seed audience” for model
obtained through syndicated or
custom survey/social query

(Re)Connecting Marketing in the Digital Age

[ ]

Internet behavior

Look-alike model >

Purchase behavior
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Programmatic done well- Holiday Inn® Hotels

»ff' Holiday Inn

Brand Increase in hotel
consideration bookings
lift

https://vimeo.com/129538946



https://vimeo.com/129538946
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25
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When you have located the right person and found them at the right
touchpoint...

The right target The right message The right platforms

...and yet you still have to get through to them

(Re)Connecting Marketing in the Digital Age



ICANTAR TNS. | KANTAR

0
29% 3oy 30% 37%
of audiences claim to of men of 16-24 of light tv/heavy
use Ad Blocking year olds video watchers

(Re)Connecting Marketing in the Digital Age
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Favorability to ads in digital channels is low

Receptivity by Screen to Video Ads

(Re)Connecting Marketing in the Digital Age
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Receptivity to ads varies by format
(as well as device, placement, and content)

Receptivity by Format to Video Ads

Mobile app reward
Skippable pre-roll
Skippable mobile pop-up
Social click-to-play
In-banner click-to-play
Social auto-play

Pre-roll

In-banner auto-play

Mobile app pop-up

(Re)Connecting Marketing in the Digital Age
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2.54 seconds

(Re)Connecting Marketing in the Digital Age
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How do | design creative that & engages audiences?

Know what your audience is doing online. Quickly adapt new formats, platforms, and tools.

AN

Dove “Love Your Curls” (2016)

Snapchat Sponsored Lenses & Filters

(Re)Connecting Marketing in the Digital Age


https://www.youtube.com/watch?v=ou7CyPtkpng
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How do | design creative that attracts & ENGAGES audiences?

45% Humor
33% Reci procity (gives me something in return)

33% Category (interested in)

31% Brand

¢V EZ O

26% Character

(Re)Connecting Marketing in the Digital Age
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Example frequency analysis

Three frequency response curves will be delivered for each media channel (TV, Print, Digital). The example below shows 2 example frequency curves for the Digital
campaign. Understand how increased frequency of exposure to the digital ads impacts brand KPIs. What is the optimal frequency of exposure for the campaign? Am
| spending too much/too little? Should | focus on high reach or high frequency tactics in the future?

Average Frequency for

100% - N Optimal Frequency for
C =4.6 :
ampaign : 'Campaign = 10.6
90% - ! |
80% - : !
T0% - : l
: : Visit Consideration
60% - | |
50% - i :

40% :—_-__—-;F_#ﬂ’#ﬂﬂﬂﬂﬂpr
Visit Intent
20% -

20%

10%

Visit Consideration and Intent

D % T T T T T T 1
0 5 10 15 20 25 20 35

Digital Ad Exposure Frequency
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Using travel research to Re-Connect with the consumer the human...

Understand which Target when they Deliver content to attract,
touchpoints matter are receptive engage, and drive action

(Re)Connecting Marketing in the Digital Age
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You will win!

John.packer@tnsglobal.com
513.345.2066

Mahalo!



mailto:John.packer@tnsglobal.com
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