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On today's episode, we discuss how in-flight measurement helps marketers do more with less,
the importance of anintegrated cross-platform/media performance view, and how to be
thoughtful about selecting KPlIs. "In Other News," we talk about the significance of Nielsen
regaining its accreditation for national TV ratings and what to make of Netflix struggling to
livestream its "Love Is Blind" reunion. Tune in to the discussion with our analyst Paul Verna and
Stephanie Gall, senior manager of measurement products at Cint.

Subscribe to the “Behind the Numbers” podcast on Apple Podcasts, Spotify, Pandora,
Stitcher, Podbean or wherever you listen to podcasts. Follow us on Instagram

Cint is a global insights company. Our media measurement solutions help advertisers,
publishers, platforms, and media agencies measure the impact of cross-platform ad
campaigns by leveraging our platform’s global reach. Cint’s attitudinal measurement product,
Lucid Impact Measurement, has measured over 3000 campaigns and 480 billion impressions
globally.

INSIDER eMarketer

INTELLIGENCE Copyright © 2023, Insider Intelligence Inc. All rights reserved. Page 2


https://podcasts.apple.com/us/podcast/behind-the-numbers-emarketer-podcast/id1113097936
https://open.spotify.com/show/7C9j1qi6NI4Uct9gWfFdxk
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Episode Transcript:

Marcus Johnson:

Hey, gang, it's Tuesday, April 25th. Listeners, welcome Behind the Numbers Daily, an
eMarketer podcast made possible by Cint. I'm Marcus. Today's fact, the highest score you can
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get in 10-pin bowling is 300. Great. That certainly puts my hideously low 94 into perspective.
Could have done without knowing that. Anyway, today's real topic is taking measure of in-
flight campaign optimization.

In today's episode, first in the lead, our Principal Analyst and Digital Advertising and Media
Desk Lead Paul Verna speaks with Stephanie Gall, Senior Manager of Measurement Products
at Cint, about how in-flight measurement helps marketers do more with less. Then I'll see you
folks after the break for In Other News to discuss Nielsen regaining its national accreditation
from the MRC and Netflix struggling to livestream Love Is Blind.

Paul Verna:

Welcome, Steph. It's great to have you.

Stephanie Gall:

Thanks for having me. It's great to be here.

Paul Verna:

I'd like to start by asking you to define in-flight or real-time measurement.
Stephanie Gall:

Sure. So, in-flight measurement means we're able to provide insights on how a campaignis
doing while it's still running. So, we do these brand lift studies alongside the campaign dates,
but traditionally it's been the end of a campaign. So three months in, after all your inventory
has run, you're finally getting an understanding of what tactics, what creatives and what sites
or placements have been most effective.

And what we're able to do now with impact measurement for our customers is provide them
insights as the campaign is still running. So, they're really getting an idea within a few weeks of
that campaign starting of what is most effective, what tactics are generating the greatest
brand lift for their particular brand.

Paul Verna:
And how does this help marketers effectively do more with less?

Stephanie Gall:
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Because they're able to understand their campaign's efficacy in real time, they're able to make
adjustments throughout their campaign. They're not having to wait until the end of the
campaign to identify what is most effective. So, they could look at a particular creative or
message and see that it's resonating with a particular audience and start rotating that creative
more heavily where they know they're reaching those particular people.

Paul Verna:
So Steph, are you able to give a real world example of what that looks like?
Stephanie Gall:

Of course. One of the customers we worked with was the Ad Council, and they were working
on a campaign at the time to provide messaging around vaccines. And something that they
were really interested in was, given their limited budget, it's not a big brand, they don't
necessarily have a ton to spend, but being able to make adjustments based on the responses
to their messaging in real time, in-flight. So they were really focused on respondents, people
who were kind of vaccine-hesitant. So they had a very specific target audience that they
wanted to understand how receptive they were to various creatives, various messaging.

Were there certain platforms that they were more likely to receive that message well on? And
so they were able to utilize our tool to identify those specific people who responded
hesitantly to potentially getting the vaccine. And then also understand who within that
audience was most likely to be receptive to the ads that they were serving, based on what
creative they were getting, as well as some information about those people.

Where did they live? What was their profile? And what they were able to do was understand
quickly within the campaign who was most receptive, and then adjust their buy based on that
information to continue to target those people who were most likely to respond well to the ad
campaign. And so this was really a great way for them to utilize their budget as well as they
could by testing and targeting and then retargeting, which is something we definitely
recommend, is being able to utilize those results in real time to get the most out of your
budget.

Paul Verna:

It seems that this real-time capability would work really well in an integrated or cross-
platform type of view. So | understand you have linear TV partnerships with Samba and
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iSpot.tv. Can you talk a little bit about those?
Stephanie Gall:

Yeah. So, traditionally, linear TV has been a hard medium to measure and has suffered from the
latency in getting the data and understanding the impact of that sort of media channel. But as
we know, it's expensive to buy ads on linear TV. But for upper-funnel metrics, it's a huge driver,
generally. If you're running a brand awareness campaign, how can you not include some linear
TV? So with our partnerships, we're able to process impression data from linear TV campaigns
within a few days and immediately route those ad impressions over to our research
marketplace and assess the impact of the ads that are running on linear TV, utilizing that real
data we're getting from iSpot or from Samba and connecting that with our respondents to
understand how impactful the linear TV part of a campaignis. In addition to all of the digital
ad exposures that we're able to track.

So, we have a dashboard, basically, that provides our customers with a holistic view so they
can see how their entire campaign is performing, as well as digging specifically into different
facets of those media channels. So looking specifically at linear TV by network, by ad length,
by creative, they're able to look at those breakouts more specifically and understand where
on TV are they having the most impact. As well as which audiences on which networks are
most receptive to their messaging. And that really allows them to fine-tune their campaign
and make sure that they're airing the right messaging, the right creatives to have that
intended effect.

Paul Verna:
So, Steph, in that context, how important is integrated reporting?
Stephanie Gall:

Integrated reporting is really essential to our customers. They want to be able to have one
measurement solution which encapsulates their entire campaign and provides them with
standardized reporting across all of their different channels. They don't want to have
questions about methodology differences in terms of how that measurement is being
calculated. So they're always looking for as much of a one-stop shop as they can in terms of
one vendor, one dashboard, one understanding of methodology. And so we know that it's
really important for them to have that holistic view from us as their brand lift measurement
partner.
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Paul Verna:

Yeah, | know ad measurement is a huge topic for us. Our ad measurement report | think was
our most widely read last year, so it's definitely something that's very much on the minds of
everybody on the buy and the sell side. Now, when you're talking to your clients about KPls,
what isimportant for them to consider in terms of how they select those KPlIs in light of what
they're trying to achieve with their campaign and measuring it accurately?

Stephanie Gall:

We think it's really important for customers to take some time when they're thinking about
their KPls. Really think about who is my brand? How much awareness is there already
potentially about this brand? Watching the creatives, understanding what the messaging is.
What are these creatives trying to drive a viewer to do, or drive a certain favorability or
purchase intent? What is the message? And that's really important to consider when selecting
your primary KPI. Because you want to select the KPIl where you're most likely to see success
based on how the creative is tailored, what is the message that the creative is pushing, to
ensure that you're setting yourself up for success as well as the brand. So | think altogether
just really knowing what it is that your campaign is trying to do when selecting those key KPls.

And best practice, obviously, is to really focus on one KPI. But we know with budgets being
cut and everybody's working with less these days, so sometimes you have to measure multiple
KPlIs as part of one study. And we do allow that for our customers because we know that
while there may be a primary goal, they're also interested in different aspects of how their
campaign is having impact. Could be a brand awareness campaign for a medium-sized brand
of some kind, but they're also interested in how did my messaging also drive favorability of
my brand? Is my ad sticking with those who are seeing it? Do they recall seeing specific
messaging? So there can be side byproducts in addition to that overall goal potentially of
awareness, for example.

Paul Verna:

And | would think with upper-funnel campaigns across all the many different touchpoints
where they may happen, whether it's linear TV or connected TV, or even social or even retail
media, that setting those KPIs and tracking them is probably really critical to tailor them to
each of those formats. Is that right?

Stephanie Gall:
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For sure. Yeah. There are certain platforms, certain channels that lend themselves better to
certain KPlIs. So depending on what your goals are, you can see which of those platforms is
helping you reach that goal and potentially shifting budget around. And that's the beauty of
the in-flight measurement is that you're able to make those adjustments as your campaign is
still running to really maximize your spend and identify where you're having the most success
in real time.

Paul Verna:

I understand Cint is rolling out a couple of new products that you're all very excited about,
understandably so. Can you tell me about those, starting with Study Creator?

Stephanie Gall:

Sure. Yeah. We are trying to empower our customers to be able to set up their own studies. So
with the Study Creator is sort of a new wizard with a lovely new workflow that really simplifies
the study creation process, so that not a lot of training, not a lot of previous subject matter
expertise in setting up surveys is necessary. But our customers are able to go into our tool and
within 10 minutes set up a survey, tagging it for tracking. And really do it all themselves
without having to do the back and forth of approvals, and is this ready? Can | see the test
links? And they're able to do all of that themselves. And of course, we will continue to guide
them and provide all of our expertise. But we were somewhat surprised at how many of our
customers were really excited to be able to take on the survey center process themselves.

Paul Verna:

Yeah, that seems like something they would definitely jump on. What about social
measurement? | understand that's another one.

Stephanie Gall:

Sure. Yeah, we talked a little bit about the importance of being cross-platform and
encapsulating all the different channels that our customers are running ads on. And some of
those channels are more difficult to measure than others, social being one that's always been a
challenge. So for social measurement, we are working on a solution that includes some
modeling based on our research panel, where we're asking questions generally across our
research marketplace to respondents to understand the general usage and interests of our
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millions of respondents on social media so that we can utilize that information and that data
to better predict if respondents were likely to have been exposed to ads on social.

So, we couple this modeling with different insights that we have from our respondents
generally in terms of their demographic information, their interests and hobbies, and score
each respondent based on the likelihood that they were exposed to ads on social. And we
couple that with the survey itself as we're asking questions about their social media usage. So
this will help us to include social as part of our brand lift measurement and show the more
holistic view of how a campaign performed across digital, linear TV and also social.

Paul Verna:
Well, thank you so much, Steph. We really appreciate your joining us today.
Stephanie Gall:

Thank you so much for having me. It was great to be here.

Marcus Johnson:

All right, that's what we've got time for the first half. Paul is sticking around for the second
half of the show. Thank you, sir. Today, in other news, Nielsen regains its national accreditation
from the MRC and Netflix struggles to livestream. Story one, Nielsen has regained its national
accreditation after losing it in 2021. Molly Cahillane of Adweek explains the Media Ratings
Council first stripped Nielsen's accreditation of its national ratings after the measurement
giant admitted to low-balling audiences nationally and locally early in the pandemic,
potentially costing clients millions of dollars. Ms. Cahillane points out that the reinstatement
does not include its digital TV ratings, local market TV service, digital ad rating service, or the
new Nielsen ONE service. But Paul, what's your take on Nielsen getting its accreditation back,
its national accreditation at that?

Paul Verna:

Well, at some point in the last year and a half, I've said that one of the potential beneficiaries of
the post-Nielsen era will be Nielsen. And by that | meant that Nielsen was really not out of the
running at any point as a currency, even though the loss of accreditation spawned this sort of
arms race of other providers for alternative currency. So that's still ongoing. There's still a lot
of testing and learning. And as you point out, Marcus, this reinstatement only applies to one of
the many services Nielsen is offering. But overall, it indicates that Nielsen is still in the game.
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And as we go into the upfront season, it always strikes me that even though practitioners are
looking elsewhere, they still consider Nielsen the main currency that they transact around.

Marcus Johnson:

Story two, Netflix struggles to livestream. The streaming giant apologized after a much
publicized livestream of its hit dating show called The Love Is Blind Reunion was delayed due
to a glitch. Netflix eventually canceled the livestream and filmed the show instead, releasing it
the next day. But Paul, Netflix struggling to livestream. Why is this a significant story?

Paul Verna:

Because Netflix is trying to step out of its comfort zone. It needs to step out of its comfort
zone to generate new revenue streams, and live programming is one of them. It's also one that
they have famously dismissed in the past, only to now consider it and test it. So the fact that
they failed in their first attempt or second attempt is not great news for them. On the other
hand, to put it in perspective, | can't think of a single streaming service that hasn't had an
outage or a stumble during a high profile livestream. It happens to virtually every service.
There's a different set of metrics that goes into live programming versus on-demand
programming, and | think Netflix is discovering that. So this is a stumble, but they will
overcome it. It's not the end of the world for them.

Marcus Johnson:

Yeah. To your point, this is Netflix's second attempt at livestreaming after it successfully
streamed a Chris Rock standup special in March. Netflix does plan to live broadcast the 2024
Screen Actors Guild Awards as well. That's what we've got time for this episode. Thank you so
much, Paul, for hanging out.

Paul Verna:
Always a pleasure.
Marcus Johnson:

And thank you to Stephanie, who joined us in the first half. Thank you to Victoria who edits the
show, James, you copyedits it and Stewart who runs the team. Thanks to everyone listening in
to Behind the Numbers Daily, an eMarketer podcast made possible by Cint. You can of course
tune in tomorrow for the Reimagining Retail Show, where host Sara Lebow will be speaking
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with Vice President of Content Susie David Kenyon and Senior Analyst on the retail team Zack
Stanbull all about Trader Joe's.
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