
Cross-Platform Metrics: 
Many things change, the math doesn’t. 
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Presentation Notes
Now you just heard David, Joan and Carol discuss three cross-platform measurement initiatives developed by CIMM. David reviewed USA TouchPoints, which is a consumer-centric measure of multiplatform use for planning. Joan and Carol described the work that their companies are doing to measure cross platform usage electronically and more passively – but with a focus on video.
 Let me say that in the world of cross-platform media, these three measurement initiatives should be considered complementary and all necessary, satisfying different needs at different levels of precision. 
We need the consumer-centric measures of USA TouchPoints for a 360 degree view of media behavior and insight. But we also need to make use of the best, and ideally passive measurement technology and analytics for critical content that runs across platforms - such as Video.  All the while, improving and maintaining the best-available measures of currency for each individual medium.
 Filling in the knowledge gaps about multi-platform usage and its impact on advertising is the challenge that CIMM has taken on… and a big question related to that is one of metrics. 
I’m here to say that while a lot has changed, the media math hasn’t …



Cross-Platform Metrics 

HOW OFTEN.   HOW LONG.   HOW MANY.   
FREQUENCY. TIME. REACH. 
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The problem we have today is that we can’t answer the most fundamental questions about media use, and yet few seem concerned.  Last month, the President and CEO of the ARF, Bob Barocci wrote a piece in Ad Age entitled: The Illusion of Precision: the Future of Media Measurement. In it Bob discusses a view that I share: that the dilemma of the digital age is that so much is either not measured at all or measured inadequately, and yet the perception is quite the opposite. It is the constant stream of data points that are available today that create the illusion of precision. But we are here today because we lack fundamental, properly defined measures of inter-media audiences and the impact on ad performance. And we desperately  need uniformity of media metrics across platforms – and  so we applaud the work that the IAB, ANA and 4A’s  are doing through their 3MS initiative along those lines – but we also need new cross platform measurement solutions to fill huge knowledge gaps about inter-media usage so that we can make holistic assessments  of  consumer audiences and  impressions  across platforms. 

Despite so much change in our business, for measuring content and the exposure to brand advertising the fundamental math hasn’t. In our view it continues to be about three basic measures: 
HOW MANY 
HOW OFTEN 
HOW LONG 
Or… Unduplicated Reach, Frequency and Time
With these three measurement variables standardized across media, we can answer the basic, necessary questions that are impossible today and finally establish a common language .




USERS AND USAGE 
How Many. How Often. How Long.  
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In traditional media, the variables of How Many, How Often, and How Long have been used for decades to create the quintessential metric of media currency – The rating. A.K.A. average audience. And it’s called a “rating” because it represents the rate of usage within a unit of time. To further illustrate the practical  importance of this for digital media , lets look at 2 fictitious web sites A.com and B.com.

Site A delivered 50M unique users in a particular month, while site B delivered 30M. 
However, users of site A averaged only 30 mins on the site – they visited infrequently and when they did, they didn’t stay very long.  Conversely, users of site B averaged 90 minutes on that site, because their behavior was different. They visited frequently and stayed longer when they did.  

As a result in any given minute, the potential audience to an ad is nearly twice as large on site B as site A.  
It’s this average minute audience – the same standard we use for national TV -  that best represents the potential audience to an ad at any given time.   



Stacking Minutes 
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Precise and common time-based metrics across platforms allows for 
direct comparisons and solid measures of incremental audience 
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Another benefit of the average audience concept is that it allows us to make direct comparisons of usage across media platforms and provide solid estimates of incremental audience. This chart illustrates an example of a report we generate at ESPN now. It tells us the proportion of our daily average minute audience coming from TV and digital media each day and throughout the average week. For example, on Sundays in 4th quarter, ESPN’s digital media represented 26% of ESPN’s total media usage.  So at any given time on Sundays, slightly more than 1 in 4 ESPN media consumers were on a digital platform. 

But to know more than that, like what is the incremental reach across platforms over time and what was the duplication across platforms – we need single-source cross-platform measurement



Cross-Media Usage is Not Zero-Sum 
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• The average person spends 77:28 with media per week 
• Additional media choices add incremental time to the base choice 
• Watching more platforms does not mean less time with TV, or Internet 

Source: Multimedia Mentor (Knowledge Networks) Spring 2011 
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To continue this discussion I need to make clear that MEDIA USE IS NOT A ZERO SUM GAME. But that was the conventional wisdom years ago before companies like Knowledge Networks started measuring cross-platform usage with single-source methods.  According to 2011 data from KN, Americans spend 77.5 hours with media per week, over 11 hours per day - more than we do just about anything else.  And we use media all day long, at home and increasingly away from home during opportunities we call “New Markets of Time”. 
This chart, shows the incremental time we spend with media as we add different platforms to our mix. As you can see, TV is not cannibalized and in fact the more media platforms or Touchpoints we use, the more time we spend with media.  This is the opportunity for marketers. 
But these are very high level measures and conducted only periodically. What we need ultimately is more granularity and on-going measurement for decision making and tracking performance.  
And when it comes to the most important metrics for cross-platform, we must consider the full Media-Marketing continuum, in other words the needs of sellers and buyers of media for advertising so that we are speaking a common language. 




MEASUREMENT GOALS 

6 

BEHAVIOR 
USERS & USAGE 

INSIGHTS 

MIX & WEIGHT 

IMPACT 
EXPOSURE 

TARGET AUDIENCE 

REACH / FREQUENCY 

PLANNING POSTING 

Presenter
Presentation Notes
First, on the Planning side, we need solid measures of Behavior to understand just how consumers use media…
We need to know the size of the audience across platforms in terms of unduplicated audience (users) and how much time they spend with each medium and across media (usage) – similar to the chart I just showed.
We also need insights about where and when consumers use each platform for context.
And then ultimately, evaluating these variables across platforms can inform a more precise media mix and weight for each medium

On the Posting side, we need even more precise measures of media Impact in terms of: 
Exposure – how much of the potential audience was exposed to the ad, or actually had the opportunity to see the ad? 
Did I reach my target audience efficiently across platforms? How much waste did I suffer? 
How did my campaign perform in terms of Reach and Frequency of exposure.  And how did each media touchpoint contribute to these variables?




USA TouchPoints: Best Available Screen 
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Source: USA TouchPoints Oct 2010-Feb 2011 
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We’ve already made some progress … On the planning side USA TouchPoints has already proven to be a viable tool for understanding behavior or usage  across media platforms and provide critical insights to inform decisions about media mix and weight. And because USA TouchPoints has a common unit of audience by time (Average Audience), the audiences for each medium can be stacked to give us an idea of the reach that can be achieved across media.



REACH OR FREQUENCY? 
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1,000,000 IMPRESSIONS – WHICH ONE IS YOURS? 
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On the posting side, we have tougher questions that simply cannot be answered today with any precision. We need more passive, real-time measurement solutions to answer questions like: I just invested in 10M ad impressions, but how did I get there?

High reach and low frequency?
Moderate reach and frequency?
Low reach and high frequency?

Critical questions to understand ad exposure performance, to inform and strengthen planning models and ultimately improve future campaigns. 
And of course this will require an effective universal watermark system, such as TAXI to verify exposure of ads across platforms. 




MODELING THE AUDIENCE 
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Reach % Real/Random I  Real/Random II  Real/Random III  

TV/Internet 299 233 166 

TV/Mobile 276 261 166 

THE DUPLICATION DILEMMA 

ESPN: STUDY OF REAL AND RANDOM DUPLICATION 
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And so if we can answer those questions with effective measures of unduplicated audience across media platforms, than we can solve the duplication dilemma for planning - to better inform media mix models that today rely in large part on estimated or random duplication that could understate or overstate true inter-media effects. 

This chart illustrates results from three studies ESPN completed comparing actual duplication of TV/Internet and TV/Mobile audiences to random duplication estimates. 
In each case, the estimate greatly understated duplication. 

For example, in Study 1 the TV+Internet reach was 3 times greater than what random duplication would have estimated. 

Clearly many modelers are doing a very good job, but the fact remains that we lack the input data to do this as precisely as possible and limit error. 
 



10,000,000 IMPRESSIONS? 
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So today,  this is all we really know about our 10M impressions – it’s what we get from our siloed measures.  
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10,000,000 IMPRESSIONS? 
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When in fact our Venn diagram should look more like this.  
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HOW MANY 

HOW OFTEN 

HOW LONG 

THANK YOU! 
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So to sum up, and keep it simple, we have three essential metrics that really have been the standard variables as long as media has been evaluated, and that hasn’t changed:
How many
How often
How long  
In combination, these variables can form practical audience estimates that represent the rate of usage of media and the potential audience impressions at any given time. 
So as we pursue single-source measurement solutions for planning and performance, these three metrics should be fundamental to our measurement goals. 
And since continuous, electronic cross-platform measurement may not be practical yet, we should seek standardization of media metrics across platforms based on How Many, How Often and How Long. 
Let’s call it the common language for media and advertising. It gives us both precision and utility. 

THANK YOU. 
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