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CONGRATULATIONS
TO DONNA SPECIALE

on receiving the
Groundbreaker Award.

Thank you for your leadership and your commitment
to innovation and the future of advertising.
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CYNOPSIS MEASUREMENT & DATA CONFERENCE | AUGUST 2, 2018

Cynopsis held its Measurement & Data Conference on August 2 at Dream Downtown in Manhattan.
GroupM, News Corp, Discovery, 605, Nielsen, Ultimate Data, Data + Math, TV Time, and The
Ad Club of NY sponsored the day. In an info-packed event, a lineup of experts tackled the burning
questions of the measurement world - such topics as what advertisers want, where mobile fits into
the mix, and what exactly to do with data that’s now accessible.

CHALLENGE 1: WHAT EXACTLY IS THE STATE OF THIRD-PARTY MEASUREMENT?

[Moderator] George lvie, Executive Director & CEO - Media Rating Council
Carol Hanley, Chief Revenue Officer - TV Time

Catherine Herkovoic, SVP of Client Solutions - Nielsen

Will Kreth, Executive Director - EIDR

Ben Tatta, President & Co-founder - 605

Moderator George lvie kicked off the day and session with a series of statements about the difficulties facing the
measurement industry, particularly since ways to view content keeps growing and changing. What are the ways to measure
all of these different forms? How is measuring mobile different? How is consumer choice playing into measurement? How is
data being audited and transparent. “It is up to you guys to raise those issues,” Ivie noted before turning to his panelists.

Catherine Herkovoic shared that the biggest challenges is the pace of change in the industry as consumers find so many
different ways to watch video. “We can take big data and solve some of the issues, but we need to take advantage of the
granular aspects of it, too. It is important to be able to understand the overall landscape.” Finding effective ways to measurer
all of the formats and communicate the information to clients in a way they are comfortable is always the goal at Nielsen, she
said. Ben Tatta pointed out how important to use the actual data to learn what’s working and what’s not. “Understanding that
is a way to really get the diagnostics of what’s working and what’s not so you can really deliver the intelligence,” he said.

Carol Hanley said that the granular data collected through her company’s app and its 13 million users allows it to show
how people experience different characters in a show. “If you take that data and put it right along the rating, it helps you
populate that rating,” she said. “It gives the buyer a fuller understanding of your audience.” For Will Kreth, he sees the
gathering of the data continuing to change. “Automation is a key side of it for now and the future,” he said. lvie ended the
panel by reminding the crowd again to keep asking questions about the data and where it comes. “It’s up to you,” he said.

CHALLENGE 2: IS AD ATTENTION TODAY’S MOST MEANINGFUL METRIC?

[Moderator] Eric John, Deputy Director - IAB Digital Video Center for Excellence
Julie De Traglia, VP & Head of Research - Hulu

Keith Kazerman, Group SVP, Client Solutions - Discovery

Dan Schiffman, CRO & Co-Founder - TVision

How long does it take for a brand’s message to actually take hold? Moderator Eric John led a spirited discussion about

the subject. Dan Schiffman reported that his company had done a fairly exhaustive study on the subject. “Three second of
exposure is the threshold that really drives awareness and recall for an ad,” he said. “If you can get a person to pay attention
for three seconds, you should have good outcomes.” Julie DeTraglia responded by noting that hulu only charges for an ad
when it has been fully viewed. “A lot of time and money and care is being put in on the content side of the ad, | hope people
are spending more than three seconds.”




John said that he’s seen research showing that six seconds is optimal. “Six seconds emerges out of the mobile-video
environment,” DeTraglia said. “One study says it’s best to be exposed to a 30-second ad first and then a six. But they are
working. They need to make sense with the content.” Schiffman agreed that ad relevancy is key to gaining attention. When a
commercial with Green Bay Packers quarterback Aaron Rodgers during a Packers game, it gets 42% more attention than if the
same commercial runs during an NFL game without the Packers involved.

Keith Kazerman pointed out that whatever data is pulled out, it is important to advertisers to show real understanding of the
numbers. “We are being held to a higher standard with the innovation.”

AWARD RECOGNITION: DONNA SPECIALE, PRESIDENT OF AD SALES - TURNER

Donna Speciale has been a trailblazer in reimagining advertising in the new age of media consumption. She
transformed how Turner collaborates with marketers to better use advanced data and premium content to

drive business outcomes for brands. She has also been a leading voice in the expansion of audience targeting,
including the groundbreaking launch of OpenAP, and has invested in award-winning brand studios that provide
powerful storytelling platforms for marketers. Speciale encouraged those in the room to keep innovating and
finding ways to work together. “We need to do a better job with collaborating with you to ease the process,” she
said, referring to agencies. She offered up a quote from record producer Jimmy lovine, ““Make fear a tailwind,
not a headwind.” We need to do that.”

CHALLENGE 3: THE BOTTOM LINE ON WHAT ADVERTISERS WANT

[Moderator] Howard Shimmel, President - Janus Insights & Analysis
Michele Donati, SVP, Managing Director - Horizon Media

Willie Jackson, VP Director, Solutions Architect - Starcom

Max Knight, VP, Marketing Science Services - Amobee

Sarah Morphis, Senior Manager, Digital Marketing - Del Monte

It is the age-old question: What do advertisers want, anyway? Even after this panel, the question still remains,
but a few things became clearer. More transparency, for one, is desired. Moderator Howard Shimmel started the
session by reminding attendees that Art Nielsen hadn’t started his company to find data to help advertisers to
understand how advertising was working but something that merely gave buyers and sellers help.

Things have changed. Three of the four panelists shared that they feel frustrated and uncomfortable with the
state of measurement before Max Knight said, “I’'m thrilled with the state of measurement because we’re all
waking up to what could be possible. To me, everyone is wonderfully dissatisfied. That leads to conversations
that will take us to a better place.” Sarah Morphis’s frustration stems from feeling like measurement is “out of
their hands,” she said. “We don’t have visibility to it.”

They all agreed, though, that the system is not all broken and bright spots do exist. “I feel like when we talk directly
to consumers and they can tell us what they want from products and advertisers and brands, that is good,” said
Michele Donati. “We can mine all this insight from social media and consumers have a strong voice now. Panel
research still has a place but it is something we feel less comfortable with fully depending on.” Willie Jackson
shared, “What’s actually happened has made us more intelligent about measurement and how to talk about it.”

CHALLENGE 4: WHERE DOES MOBILE FIT INTO IT ALL?
[Moderator] Orchid Richardson, SVP & Managing Director - IAB Data Center for Excellence

Lauren Bork, VP, New Media Marketing & Sales Integration - Marvel
Dan Chapsky, Data Scientist, Marketing Science - Facebook



Scott Levine, SVP, Product & Technology, Distribution - Univision Communications
Doug Sharp, VP, Data, Measurement & Insights — Oath

Mobile continues to be a bigger and bigger piece of the measurement puzzle. After all, according to Cisco, 78% of all
mobile traffic will be video by 2021. Scott Levine noted that his company filters everything through mobile. “If a company
comes to us and it doesn’t have designs for mobile, we ask them why,” he said. “The first touchpoint is mobile.” Dan
Chapsky agreed. “We think of everything in terms of mobile now,” he said. “We don’t think of mobile as a separate unit.”

Levine noted that Univision likes to start with assumptions and then prove them wrong. “People wouldn’t watch long-form
video on mobile phones, we thought,” he said. “Now we see an incredible amount of consumption on small screens: 45

minutes at a time.” With that knowledge, Levine says, the company is cutting up popular forms of content, such as soccer,
and putting it out again for mobile consumption. A video collection of goals scored at the recent World Cup is an example.

Doug Sharp told attendees about another positive element of mobile: “It has measurement built right into it,” he said.
“When people are looking at your content, are they exercising? Are people kicking back? With a phone, you get to see
these things. You get to see if the person goes into the store if you have location.” Lauren Bork agreed, saying that Marvel
tracks how users live in its apps and that informs the way the company approaches its storytelling. “One of the places we
weren’t telling stories was in the audio space,” she said. “ So we launched something that’s a new source of information
and a way of broadening the audience.”

Moderator Orchid Richardson encouraged the room to keep the conversation going and learn from one another as we
move forward as an industry.

AWARD RECOGNITION: HALL OF FAME: GEORGE IVIE, EXECUTIVE DIRECTOR &
CEO — MEDIA RATING COUNCIL

Trusted industry association Media Rating Council’s Executive Director and CEO, George Ivie, was honored with a Cynopsis
Hall of Fame Award for his tireless efforts toward achieving integrity in measurement. In his introduction, Howard Shimmel
said that advertising was always broken up into winners and losers, but lvie and his MRC are a special place where it’s not
about winning and losing but purely about the quality of the data and the research. When Ivie took the stage he shared his
award with his colleagues at MRC, noting that when he became the executive director in 2000, there were 40 members.
Now there are 160 - and 11 of those members are advertisers. When he started, no advertisers were part of the membership.
He’s also helped bring in advertising associations. The company has gone from 15 audits in a year to more than 100.

Since he started MRC he created standards for steps all along the sales funnel and he’s led the organization toward better
measurement across various platforms. “The world is much more complex,” he said, then joked, “There is a lot more to do,
but thank you for the award. We don’t usually get awards because half the people like us and half the people don’t.”

PRESENTATION BY DISCOVERY + DATAPLUSMATH

Sam Garfield, VP Data Strategy & Advanced Audience Platforms - Discovery
John Hoctor, CEO - DataPlusMath

With most of the morning featuring talk about the power of mobile and how the video world is fragmenting into so many
different platforms, John Hoctor and Sam Garfield stepped in during lunch to give their case for why television itself is still
a strong place to put advertising dollars. Hoctor said that people can be tempted to move all of their advertising dollars to
digital particularly when it is the place where a purchase takes place even if the consumer has been seeing a product in a
wide variety of other media before that. “We too often credit the last click,” he said, noting that the click may never happen
without the other touchpoints. So Hoctor set out to create a multistep attribution platform that provides partial credit for
different touchpoints along the way. Hoctor and Garfield proceeded to share case studies that show the lift of a product
using the platform. “Advance data plus good viewership sources and good vendor partnerships lead to good results,” said
Garfield. Hoctor noted that the average lift from each campaign was 6.8%. “We can look higher up the consumer journey to
see were the consumer had seen the product before. TV works,” he concluded.




CHALLENGE 5: THE BEST THINKING AROUND BRAND SAFETY
[Moderator] Louis Jones, EVP, Media & Data Practice -4 A's

Allie Bohm, Policy Counsel - Public Knowledge
Paul Donato, Chief Research Officer - The Advertising Research Foundation
Mike Reidy, SVP, Digital Entertainment Sales — NBCUniversal

Brand safety is a huge issue in today’s world as so much data is exchanged digitally. Privacy isn’t the only issue,
moderator Louis Jones noted in this wide-ranging session. Brands and consumers need to worry about fraud,
counterfeiting, and trafficking as well. “Now, most advertisers go though most of the day hoping that any of their brands
pop up in a brand-safety issue,” Jones said. Another issue is having privacy policies, Paul Donato noted, and figuring
out where to place them. “Some companies are putting consent down at the bottom of a page while others are using
banners to stay that using this site implies consent,” he said. “If you don’t have that, then people can’t have cookies.”

Allie Bohm views things completely from the consumer’s side of the equation. “People do expect privacy,” she said. “The
real thing about those privacy policies is that nobody reads them so we are trying to figure out how to have companies put
out the most important details for consumers to read in a way they understand.”

Mike Reidy was focused on a different issue: the ethics of billing for video ads that are only partially seen. “We won't bill
unless the viewer has seen the full 30-second ad,” he said. Jones tried to make sense of it all. “There are so many issues
here,” he said, “and we are working to address them all.”

CHALLENGE 6: ACCURATE ATTRIBUTION, WHERE ARE YOU?

[Moderator] Alice K. Sylvester, Partner - Sequent Partners

Marcus Ellington, Head of Industry, Media & Entertainment/YouTube - Google
Harold Geller, Executive Director - Ad-ID

Drew Holland, Director, Advanced Analytics & Data Strategy - A+E Networks
George Musi, EVP, Chief Data, Analytics & Insights Officer - Blue 449

Moderator Alice Sylvester kept this session jumping as the group grappled with how to deal with attribution issues. Drew
Holland stressed that it isn’t, and likely won’t be, a perfect model. “There is going to be data you can’t get,” he said. “As
long as we keep pushing for more and more and know we can’t be perfect, that’s the model we should all be pushing for.”

George Musi shared that he felt that the industry has strayed from fundamental rules of marketing. “The further away we
get from those fundamentals, the harder it is to do what we do,” he said. Focusing on a singular attribution isn’t smart,
he suggested. “The best way we can try to strive for the triangulation of information,” he said. “You can’t attribute one
thing. Let’s not forget that understanding comes from a lot of different places.”

Meanwhile, YouTube’s Marcus Ellington said that the company is doing a lot of studying its creative to see what is
driving consumers to action. “What is actually driving the action that we want?” he said. “We started to look at it frame
by frame to see which has the largest impact.”

Harold Geller commended Google and suggested that having more transparency throughout the industry would
improve it. “The quest for the industry has a great opportunity to open up and be more transparent,” he said. “To do that,
you need four data sets: private, public, dynamic, and static.” Geller knew getting all of that data would likely not be
possible, but thought it could be helpful to the industry. As Musi said, “Media’s purpose is not to drive sales, but media
is meant to drive outcome. You want to get the consumer to stop, understand, think differently, and hopefully to act. You
can’t drive someone to buy a car unless you haven’t done all the other things.”




CHALLENGE 7: WHAT TO DO WITH ALL THAT DATA
[Moderator] Tania Yuki, Founder & CEO - Shareablee

William Bock, VP, Ultimate Audiences - Ultimate Data
Danielle DeLauro, EVP - VAB

Scott Hendrickson, SVP, Sales - News Corp

Dan Stubbs, VP Audience Science - A+E Networks
Liam Copeland, VP, Intelligence - MRY

As the day attested, there is a slew of data out there about pretty much everything a consumer does. But what is the
most important data to study? Unfortunately, there isn’t a one-size-fits-all answer. Moderator Tania Yuki tried to get to
the bottom of it all. Scott Hendrickson said that News Corp. is “rethinking how we use all the different data sets” and is
“using the data for targeting for the first time.”

Yuki noted that there is a constant pressure to innovate but at the same time not take financial risks. “I call it the fourth-
down problem,” said William Bock. “Football teams go for it far less than they should because if they fail, the coach will
get blamed. People are afraid to change the status quo.”

Delauro said inertia is a huge issues. “Companies want to have all of these new data options but they don’t want to pay
any more for the service. There has to be some more return for he amount of work that’s being done.” That inertia, Dan
Stubbs said, is all about protecting the old business model.

The group seemed to agree that strong communication between the advertiser and the buyer pays off. “The marketer
really has to very carefully define the type of outcomes they want and set a realistic goal,” Stubbs said. “They need to
understand the steps in the middle that will get them there.” DelLauro suggested that marketers should be sure to focus
on both the short- and long-term outcomes. “Your ad now could influence a purchase a year from now,” she said.

Liam Copeland cautioned attendees against scapegoating data when a campaign doesn’t go as well as planned. “The
perception is that the answer is always in the data. It isn’t always going to tell you why something works or doesn’t
work,” he said. “It can tell you how. It can show you where something wasn’t right.”

CLOSING DISCUSSION: GROUPM
Jack Smith, Chief Product Officer - GroupM
Michael Wolf, Founder & Partner - Activate

To cap off the day, Jack Smith spent a few minutes getting inside the brain of Michael Wolf, who leads Activate. Smith
opined that advertising during the days of “Mad Men” was run by the liberal-arts crowd before the engineers of the Internet
age crashed the party. “Media, data, and technology merged,” he said. “We can’t separate those things anymore.”

Wolf agreed that this is true, but that a lot of decisions are still made by the liberal-arts majors. “At Amazon and Netflix,
everybody thinks the subscribers are joining for the original shows, but the reality is that they are joining to watch the
older content,” he said. These expensive originals are part of how Amazon and Netflix are selling their own image and
data may not have a lot to do with it. Recently it was announced that Amazon signed a deal to produce a show starring
Julia Roberts for two seasons. “There’s no way to measure the show before it debuts yet Amazon is committing for two
seasons,” Wolf said. “This may not be about data but about what they want from it.”

With a quote from William Goldman, Wolf cautioned the crowd, “‘Just because you spend, doesn’t mean you get.’
What’s exciting is that there’s so much farther to go.”




UPCOMING EVENTS

Cynopsis has a number of high-profile networking, training, and conference
events, along with must-enter awards programs in 2018.

DEADLINE: DIGITAL AWARDS ENTRIES

IMAGINATION AWARDS BREAKFAST

SEPT 25 e CLUB, NYC

ESPORTS BUSINESS SUMMIT (3 DAY EVENT)
CAESARS PALACE, LAS VEGAS

G 15
seP125

DEADLINE: RISING STAR AWARD ENTRIES

DEADLINE: SHORT FORM VIDEO AWARD ENTRIES

DIGITAL AWARDS LUNCHEON
THREESIXTY, NYC

\[1)'By#8 DEADLINE: SOCIAL GOOD AWARD ENTRIES

QUESTIONS?

For questions, contact Marketing Coordinator, Cathy Pearson, cathyp@cynopsis.com

To sponsor an event, contact VP of Sales & Marketing, Mike Farina, mike@cynopsis.com

Download Electronic Workbook & Presentations: www.cynopsis.com/2018-mdconf



