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Online has struggled to create standards
for the metrics that matter
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More time spent daily than anywhere else
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Clicks do not equal business results

No strong correlations emerge between CTR
and any of the Brand Effect metrics
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Nielsen NetEffect meta analysis indicate
no correlation between CTR and ROl
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Measuring against your business objectives

Did | reach the right Did | improve my Did | cause a customer
number of people and brand’s image and toact—to buya
theright type of change the attitudes product, sign up for
people? of customers? a service or make a

referral?



Reach



Studies show that Facebook can achieve
broad reach at far below the average cost

Reach
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Source: Aggregate Knowledge, based on a representative sample of campaigns from Q4 2012. Reach represents percent of total cookies reached; bars include
overlap so will sum to more than 100%. Cost per unique user calculated by total cost of reach divided by total unique users reached by each publisher.



Facebook reach is highly accurate

Facebook Facebook

77% e 27%

Online average Online average

Broad campaign accuracy Narrow campaign accuracy

Source: Nielsen OCR, October 2012



Facebook’s large base of users
is simply not found elsewhere
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Optimizing reach across platforms decreases CPM

Total campaign: CPM
P18-49, Feb 2012

$15.41

$11.98

$9.80
$8.29
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Source: Nielsen MIO



..without decreasing effective reach

Total campaign: Effective reach
P18-49, Feb 2012
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Measure cross-platform delivery with Nielsen XCR

Combined audience
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Facebook extends reach, complements TV

Female
audience

Male
audience
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Total Facebook discussions vs. all other social media

SX more chatter on Facebook

5X
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Incorporate measurement of Facebookinto
resonance systems used for TV, online and mobile
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Greater b.rand resonance than
other online ad campaigns
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Source: Nielsen Brand Effect norms, May 2012



Research polls measure brand resonance
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SPONSORED Create Ad

John Smith, Vikas Bhasin and Roslyn
Callahan Stewart like Subway.

RELATED POST —Mm—————————————
. Subway asked: It’'s Avocado Season!
“ww==  Which sub with avocado are you going
to try first?
Turkey & Bacon Avoce
Chipotle Steak & Chee

BLT with Avocado

Like This Page




Research polls reflect offline behavior

Intent, Attendance & Weekend Gross
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Source: Facebook internal polling & Box Office Mojo data, February 2011
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Nielsen Brand Effect measures ad
effectiveness at driving brand metrics

1. Ad displayed to user Control group created dynamically

Users randomly assigned to exposed & control groups while ads are

served, yielding two groups that are perfectly matched on targeting
and site usage
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Representative results delivered quickly
e Summary results with demographic cuts delivered in 3 days (2 days post ad run)

, * High response rates, 10-100x of other methods, ensure representative sample
S il o e e s & not “professional survey takers”

2. Polls nextday in ad context

Joha Smith, Vikas Bhasin and Roshyn
¥ Calahan Stewart bke Subway.
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OCM closes the in-store loop for your
Facebook marketing

Tha

T ——— “Facebook’s new Custom

| Audiences measurement could
Facebook’s New Offline Sales Measuren :
Could Make Ad Clicks Obsolete make it clear that someone

facebook didn’t just stumbleinto a
m—— physical store’s big Sunday sale,

e but instead saw an ad for it that
inspired their visit.”

- TechCrunch, December 2013



Offline Conversion Measurement: Nuts and bolts
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CLIENT: Identify an audience
you’d like to target from
your CRM

CLIENT: Split this audience
into two groups—test and
holdout—then upload to
Facebook

CLIENT: Target the test
group with media and
exclude the holdout group

CLIENT: Send encrypted
transaction datato
Facebook

FACEBOOK: Analyze ad
impression data and
transaction data to calculate
lift between two groups



Outcome measurement methodology
Propensity score matching

Match exposed and unexposed users based on demographics, Facebook
engagement, fan status, etc.

Compare ownership patterns across matched samples of exposed and
unexposed

7

Exposed to ads

Z

Ownership determined Ownership determined
pre-campaign and post-campaign pre/post



Outcome measurement internal test
Analysis controls for gender, age, fan status, FB engagement level, etc.

Percentage lift in device adoption Device adoption by ad exposure frequency
Control e
B wk4
B Exposed = wke
wk6
| | wky
wk 3 Wk 4 wk 5 wk 6 wk 7 1 ) 4 11 21 41 81
Weeks from campaign end Exposure frequency

Source: Internal Facebook data, 2013



Two core analyses to drive insights

Audiences Campaigns ROl insights




median return on
ad spend
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Moving towards a multi-touch attribution model

A A
attributes entire value of a conversion attributes value to observed touch point
to the last ad clicked or seen along the path to conversion

Miscalculates RO Provides a
by capturing
a holistic picture of the customer
journey across channels



Use MTA to identify optimal frequency
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Source: Aggregate Knowledge (all campaigns in flight between Jan 1 and May 23rd 2012)



Multi-touch models reduce CPA convertro

First test segment for this client:

Conquesting Fans of a competitor Facebook View-Through Beta: Overall Results

$762.48

Overall multi-touch attribution is
promising (3-day view, 30-day click
windows)

$110.88
$72.05

First- tough CPA Multi-touch CPA Last-touch CPA
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When clients moved from
allocating their advertising -
spend using last-touch

attribution to using multi-
touch attribution, they saw

Increase in actions,
conversions and sales

)
)

Source: Aggregate Knowledge, Q4 2012
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of people who saw a
Facebook ad andsthen

bought a productin
the store never clicked
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Source: Datalogix, June 2013
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Incorporate learnings into future marketing

ldentify your target
customers in your CRM

Create a test plan

to apply learnings,
repeat and optimize

Find them on Facebook
using our privacy- and data-
protective match process

Measure against your
business objectives

Reach them with relevant
Facebook ads




summary

Measure against your Business Objectives

Optimise for Reach, Resonance and Reaction

Plan TV and Facebook media together

Use Multi Touch Attribution models to determine your media split

Optimise ROl with the right message, to the right people, at the right time



Personal marketing at scale
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Make your
marketing
personal.

Again.




