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PREMIUM PARTNERS

AD AGE PREMIUM PARTNERS REPRESENT AN ELITE
GROUP OF SOLUTION PROVIDERS TO MARKETERS AND
THEIR AGENCY PARTNERS. THROUGH INNOVATIVE,
STRATEGIC AND GROUND-BREAKING COLLABORATION
WITH THEIR CLIENTS THEY'VE CREATED SUCCESSFUL
PARTNERSHIPS FOR TOP BRANDS. WORKING WITH AD AGE
PREMIUM PARTNERS DELIVERS SUCCESSFUL RESULTS.

AETN The Fastest Growing
. Network Group in Ad

. 3 Supported Cable.

PE Jpme H

The newiy expanded AETN
now has one of cabie’s biggest and most successfui portfoiios. And
Q12010 proved to be a historic quarter for our family of networks.
No other cable group offers advertisers three iconlc brands that
are aii in the TOP S against TV's most coveted consumers ~ adults,
men and women. ASE has become one of the top networks among
A25-54 with a #5 ranking. LIFETIME, with a #5 ranking among
W25-54, knows exactly what women want. And HISTORY, with a
#3 ranking among M25-54, continues to be the piace guys go.

lfsaﬂtﬂphthmtthctwﬂlholovwhndmmumyou
need to reach. And it’s only just the beginning.
providing an extensive suite

' " of brands that attract a vast

worldwide audience. With more than 80 original content sites,
3000 content producers, and 80% original content, AOL owns
and operates the largest family of original sites on the web. AOL
is focused on producing quaiity content, attracting engaged
consumers, and providing advertising services across AOL's owned

AOL..GROW WITH US.

AOL is an oniine mexia comparry

. and operated properties and the world's leading ad network,

Advertising.com.

Flmlouthovmcmlnlpyounhlwcywrmrﬁ.ﬂnqqmat
advertising.aok.com or emall us at sales®corp.aol.com.
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Surprisingly Human

More Warriors. New Tactlcs. No Mercy. Captain Paul Watson's
Sea Shepherd Conservation Soclety return for a new adrenaline-
fueled season of WHALE WARS on Friday, June 4 at 9 PM (ET/
PT), waging a iife-and-death battie to stop the annual whale hunt
in the name of research. Watson and his group of internationai
crew have added two vesseis to their fiedging armada to take a
hard-iine approach to eradicate whailng. The series documents
the group’s three month expedition across icy Antarctic
waters at the far end of the giobe as both Sea Shepherd and
the Japanese whalers engage In an environmental showdown
with mililons of doliars at stake, even if that means not ail crew
members make It back to port together.
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- TV UPFRONT

THE NEW AD-BUYING MEASURES
THAT MAY BE ON TAP THIS FALL

From multiplatform accounting to shopper-based data, marketers
look to expand reach in negotiations with network advertising sellers

SR BY ANDREW HAMPP ahampp@adage.com

ADVERTISERS GOT what they wanted
in 2007: They started paying for ads
on ratings for commercial
breaks, not the shows the ad inter-
rupted. But they still want more.
Since that time, marketers and ad
buyers have tinkered with the idea of
. 3 ;-';Othﬂ o lar ad
measurements to the mix. As mar-
prepare to negotiate with net-
work ad sellers for the upfront, which
Awg.id\messﬁllneedc;‘bk:ytw;kﬂd?
checked in wi yers
andAsemear&mmseewhatnewidms
migh: be on tap for next season.

Iummmmusmmﬂsml
Since TV netwo! i
ers and measurement companies
alike have been struggling to find
ways to web TV audi
the same way they do linear TV
. be;ie sl:ntfotm i
p NBC pio-
m this trend with its Total
Audim:l Measurement ) Index,
which helped Winter Olympics
advertisers measure the reach of their

deals during the games, among other

programs.

This year, ESPN will go to market
with its first major cross-inedia ini-
tiative, ESPN XP, to measure its cov-
erage of the World Cup, which starts
June 11. For the first time, advertisers
will be able to measure their sponsor-
asll:‘i?smFSPN’s'IV,wzb,mdb,pﬁm

mobile p ies using media-
consumption Em ﬁuu:\nsmulﬁple
vendars that shows which platforms
<onsumers are migrating to and how
often. Nielsen Co. will fuse data from

“No one knows what the duplica-
tion across media is for ESPN, so
we'll be able to supply that informa-
tion,” said Artie Bulgrin, ESPN's sen-
ior VP-research and analytics. “This
they lack on how to effectively plan a
ampaign that will give them the
ure the impact of that exposure in
terms of generating brand awareness
across multiple platforms.”

Charles Kennedy, ABC's senior
VP-research, hopes to apply similar

dolog dn:primetime pro-
gramming in the near future.
idea that you could watch an episode
of ‘Dancing With the Stars’ on the
iPad and TV means the level of

MIND MATTERS:
Mel Berning,
ASE's exec VP-
adsales, is
excited about
the prospects of
neuroscience

research,

engagement on each of those devices
may be different,” he said

NEURGSCIENCE

What better way to dr\nea;t;m th::‘:iew-
er’s engagement with an get-
ting inside their heads—literally?
A&E Networks will become the lat-
est network to experiment with
brainwave activity this upfront
through a new parmership with
NeuroFocus, a company that meas-
ures consumers’ brainwaves and eye-
ball movements to determine their
recall and emotional engagement
with programming and advertising.
The partnership represents the most
extensive pact NeuroFocus has made
with a TV partner to date, with plans

tiveness of the creative itself.

Mel Bemning, A&E'’s exec VP-ad
help prove or expel some of the
myths of commerdal i

pod
is the better place to be. This will test
the attentiveness as measured by
actual brainwave activity and also
whether the content itself provides a
better environment,” he said.

But outside ofl:s)!i. marketers
might not quite be to cut deals
based on brain-level data.

“I don't know that there’s enough
oftlmtacmssd'teboardtobeavax'sélabhlf
onan footing to make it
ble ﬁedimely," said  Peter
Sedlardk, senior VP-director of
insights at independent media-buy-
ing firm TargetCast. “But if there is
wﬁﬁ:;‘damdnuhawsmydimt

much a particular program or
network is going to be delivering a
superior audience from a size per-

SHOPPER-BASED DATA

Marketers’ ultimate goal is to meas-
ure how much product their ads
moved at the store. One measure-
ment o;x:pany, TRA, thﬁ g;‘nut o
change that last year part-
nerships with CBS, MTV Networks,
Discovery Communications, WPP’s
Group M and Publids Groupe's
MediaVest to marry second-by-sec-

ond set-top-box viewing data from
Tivo with shopper-card data from
grocery stores under its Media
TRAnalytics platform.

However, TRA data is still Igmted
in scope. Dama from grocery and con-
venienp: stores may be valuable to
MediaVest dients such as Kraft,
Procter & Gamble and Coca-Cola,
but they’re only part of the equation.

“Many of these hz;np::s :II(E
good at getting sophisticated pack-
age-goods data, but we don't have as
good information for movies, auto-
motive and finandal marketing,
which are important categories for us
too,” said ABC’s Mr Kennedy.
“Given the consumers we get from
‘Lost” and ‘Grey’s Anatomy,’ a lot of
times they're buying the products
advertised on these shows on a day-
to-day basis. The question we as an
industry are asking is ‘Is this data
representative of the whole coun-
try?”

SET-TOP-80X DATA
Last summer, more than a dozen of
the top media companies, media-
buying agencies and marketers
formed the Coalition for Innovative
Media Measurement to identify the
best practices and potential new stan-
dards for media measurement. Jane
Clarke, who was appointed CIMg:
managing director in January, sai
one of the committee’s first efforts
will be to test pilot programs for set-
top-box data with potential partners
later this summer CIMM members
believe that some Tbe networks are
under-represented the current
Nielsen diaries and sample sizes.

“We're all about getting more
data. The dama right now are not rep-
resentative of all the cable, telco and
satellite homes” Ms. Clarke said
“This can enable unmeasured, high-
ly targeted networks to be measured
and provide granularity for smaller
networks [that] are not measured. It
can also get out-of-home data and
second-home viewing data.”

David Shiffman, MediaVest’s sen-
|ior VP—eonner:uotha ns research amdl anla‘-
ytics, added that the agency is look-
ing at set-top-box-based companies
such as TRA and Rentrak to help
redefine “retum on investment” in a
post-commercial ratings landscape.

"Wehavexielotmomdamnow
where we're able to build brand-spe-
dfic case studies around true day-
part, network-level ROI as well as
target audience-based ROI to help us
understand where the value of our
buys is coming from,” he said.
“Marketers themselves have multi-
ple databases, so we want to do some-
thing different with those and see
where those high-value consumers
live and track them on an ongoing
basis.”



