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Clean & Clear (J&J) — nHTerpmpoBaHHas KamnaHus

KAHAIbI MPOABUXEHUA U
UHCTYPMEHTDbI:

- BpeHanpoBaHHbIN BUOeO-KaHan Ha mail.ru

— COo3aaHune U npoasmnxeHme nrpbl-BUKTOPUHbDI

—-— Meana-KaMnaHund Ha rnopTtanax n B bnorax c
TapretTMuHrom Ha TVIHeVI,D,)KepOB

— NONCKOBaA KamMraHua ¢ TapretTMuHroMm Ha
TI/IHGI/I,EI,)KGDOB Mo NMONUCKOBbLIM 3anpocam

. 7 OCICI| media — noces BUAeo0-MaTepunarnos B

- l“l,l
. 5 briorax, cosgaHue 1 nogaepxka npodgansos
| repoes cepuana B coumnanbHbIX CETAX
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« CraTuctuka meauitHon kamnanum (ad serving), cCTaTUCTUKa NOMCKOBOM peKriaMbl
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Outline:
Introduction

Collision of Data [/ Technology & Media

3 Challenges

- Big players: “All things to all people”
 Lack of interoperability
. Need an online/offline “currency”

3 Things to do. What to do if you...?

* dre an agency
« dre an advertiser
e dre dn entrepreneur
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lrcamaescdins| Worldwide 0
- Isobar: Digital Marketing arm of Aegis Media

« 3,500 people in 40 countries
» 90 people in Russia (AdWatch/Isobar)

 Offerings include: Online Mediq, Search, Mobile,
Social Mediqg, Creative, Web Consulting & Build
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My Background

- Entrepreneur: Founded Molecular
(http://www.molecular.com) in 1994. Web
Consulting and Build

- Molecular acquired by Isobar in 2005

« Currently Global Chief Operating Officer of
Isobar




DAata — Technoloayv and Media are Collidina



We need to change marketing priorities

Campaié;n—base Continuous
mm) Consumer
Thinking Interactions
Outcomes
Outputs (Client Business
(Reach, Frequency, Performance
“Impacts”) metrics)
Controlled Organic

mmm) Conversation

“Talking at”
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And it only has some of the information you need



Think “Consumer Centric” not “Campaign Centric”

Ad
o

Search
Organic
Pai

o Consumer
web Centric
Analytic Model

Email
Campai

Dashboard and Reporting

Custom
er
Sales
data




Beliefs

« Consumer Centric data model

- Data gets smarter with every touch point with
the brand

- Leverage industry standards. Integrate instead
of Build

 Collecting data, and making it transparent
(reporting) is only step one. Turning the data
iInto knowledge and actions is the real objective
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Challenges
« AOL, Google, Yahoo, MSN:

« For the advertiser?

« Are they a publisher?

- Are they an exchange?

« Yes to all! — creates a challenge

« Lack of interoperability. Need more help from
trade associations. Goal: Open source [ open
architecture.

- Need more innovation around connecting
online and offline.
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What to Do:

 If an Agency: Get data & technology savvy
FAST! Build talent, embrace technology.

- If an Advertiser: For every initiative, think about
the data. Own it. Aggregate it. Leverage it.

« If an Entrepreneur: Start companies! Massive
opportunity!
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