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UNDERSTAND THE TRUE AUDIENCE FOR DIGITAL CAMPAIGNS
STEVEN LI ZBr B/RIFFPEERSEISE

VICE PRESIDENT, NIELSEN CHINA, MEDIA DIVISION
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¢ Traditional TV is declining
Total Video consumption Is increasing
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Mobile now world’s
most important device
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40 % of U.S. homes
have SVOD access
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E-commerce is more... PERSONAL, DIGITAL, REAL-TIME



FERSTFERA , SRE AFEERNN. ARSI R s s

MORE AND MORE TIME ON NON TV SCREENS
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] DIGITAL ADVERTISING GROWING ,But LAGGING TV

_Elﬁ*ﬂr_%l&)\ VS EEW%&)\Internet vs TV Advertising Revenue

ﬂ} |,} f:'.zl&)\ VS ELE*MF%WMobiIe vs Internet Advertising Revenue

BEM SN FNS SN
Internet Advertising USD 32 BN USD 53 BN Mobile Advertising USD 7 BN USD 29 BN
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BIWSEA  ysp3eBN USD 79 BN BEFSSHMAN  cp3apn USD 53 BN

TV Advertising Internet Advertising
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Mobile Ad Spend as a % of Internet
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Internet Ad Spend as a % of TV




et - n
Lﬁ;ﬂ\“ﬁ: EWE&%WMEASUREMENT BUILDS MEDIA MARKETS .

ENERIS0ZE |, M S TmNRNERE ShizhARENE 7 GDPRIEK

Over the past 50 years, countries with measurement have grown the advertising market faster then GDP
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TV Ad SS in Measured Markets
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TV Ad SS in Non-Measured Markets
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INCREASE CLARITY, REDUCES UNCERTAINTY
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PANELS BIG DATA THE FUTURE OF
MEASUREMENT
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MEASURE TOTAL AUDIENCE FOR CONTENT AND CAMPAIGNS
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HOW DID IT CHANGE HOW DID IT CHANGE
ATTITUDES? BEHAVIOR?
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ENABLING DIRECT AND PROGRAMMATIC AD MODELS
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DIGITAL AD RATINGS BRINGING CLARITY
TO THE ADVERTISING UNIVERSE
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CURRENT AUDIENCE MEASUREMENT
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1 Video Views ! i‘ Click Through Rate ! i‘ Impressions 1 l‘ Page Views !
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“WHO SAW MY AD?”
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FRAGMENTATION: SMALL PANELS ARE UNRELIABLE
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China Hangzhou Female in
Hangzhou

1.37 billion 8.8 million 4.2 million
100% 0.64% 0.31%
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Female A20-30 in Hangzhou
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20-30

0.73 million

0.053%
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Female A20-30
in Hangzhou who
watched show X
via Youku on Sat.
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2,100 people
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MOBILE REACH
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Impressions
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ONLY MASSIVE SINGLE SOURCE PANEL CAN ACCOMPLISH UNDUPLICATED REACH ACROSS PC & MOBILE
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DIGITAL ADVERTISING RATINGS
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NIELSEN DIGITAL AD RATINGS IN THE US
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From the mid 2011 . M- J
N IfE— S ER RS (MRCY)
N s Only service approved by the Media Rating Council (MRC)
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180M+ Facebook members as panel ~____ . ‘U’
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23%%1]2 Sﬁgil—ﬁﬁfﬁﬁﬁ "' * 10wn 500 unique clients representing 19,000 campaigns

23 of the top 25 advertisers and their agencies S’ / and spend over $4 billion USD
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DIGITAL AD RATINGS RE- DEFINING DIGITAL MEASUREMENT
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. Delivery . GRrp Ratings comparable to TV Ratings delivered dally via on-line interface Privacy-protected methodology
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PRIVACY PROTECTION IS PARAMOUNT
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Nielsen only receives aggregated data, with no access to individual-level data
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Data provider cannot see advertiser’s campaign details
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NEUTRAL 3" PARTY MEASUREMENT — INDUSTRY STANDARD
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AN UNCOMMON SENSE
OF THE CONSUMER™

Ipany. Confidential and proprietary.
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