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New Realities
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Once Upon a Time, Marketing = Media + Creative

ATraditional media was primary (sole?)
venue for communications objectives
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But Fragmentation Fractured That Proposition
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Music Was The Canary In The Coal Mine

ADigitization changed production, distribution and consumption
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And DVRs Were To Be The Last Nail In The Coffin
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With A Digital Revolution Blooming In The Aftermath
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But Traditional Media Never Died
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But Traditional Media Never Died

ANew advertisers rely on it for mass branding effects

Top 10 Network TV Advertisers

1987 2007
1 McDonald's AT&T Wireles
2 KFC Verizon
3 Burger King '
4 Miller Lite
5 Budweiser
6 AT&T T-Mobile
7 Wendy's Subway
8 American Express Toyota Tundra
9 Miller High Life J__Lowes
10 Advil 10 Wendy's
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But Traditional Media Never Died

ALargebrand -based advertisers: focu

Network TV Prime Time Reach - Live Only Adults 18-49
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But Traditional Media Never Died

A6 And frequency

_ Total US Population: Hours Spent With Media
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But Traditional Media Never Died

AThis is true in establ
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Source: Magna, WARC, InternetWorldStats. Weekly reach figures for France and UK, daily for other countries. Reach definition for magazines = issue reach in France, Italy and Spain. www.Magnalnsights.com

Internet reach typically = % of population online monthly per Nielsen NetRatings, ITU and other sources as of June 30 2007 (except for US = March 31, 2007)



But Traditional Media Never Died

A6 And emerging ones

Media Reach By Country
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13 Source: Magna, WARC, InternetWorldStats. Weekly figures for Brazil and Russia. Russia, China and India magazines are issue reach figures. Indian TV and radio = daily, newspapers www.Magnalnsights.com
= jssue. Chinese TV = weekly and radio = daily. Internet typically = % of population online monthly per Nielsen NetRatings, ITU and other sources as of June 30 2007



But Traditional Media Never Died
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But Traditional Media Never Died
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But Traditional Media Never Died

AReflected in actual usage
AConventional TV popularity: 100x vs. Online in 20117?

Popularity Factor of Comventional TV

in 2011
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Consequences of Reach and Frequency Paradigm
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