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MANAGING DIGITAL COMMUNICATIONS: SOME DATA

Data & Trends: an overview
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MANAGING DIGITAL COMMUNICATIONS: SOME DATA

PWC: How leaders see digital

62%
50%
49% .
45%  46% Synonymous with IT
41% 41% 41% 37%
33% Technology investments
29% in all parts of business

25% I Customer-facing

technology activities
14% 11 % 3% B Technology innovation-
related activities
[ Data and analytics activities
CIO CMO CDO

Source: PwC, 2015 Global Digital IQ® Survey, Base: 1,988
Q: How does your organization define digital? Select up to two statements that best describe your company.
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PWC: Digital value (perceived by managers)

2%
Improve decision making
2% through better data analytics
Enhance brand and reputation 1%
Disrupt our own or other industries
2%
) 1%
Improve talent retention
and recruitment Combat new industry entrants
: 1%
4% | Other
Achieve cost savings
5%
Innovate our products 45%,
Grow revenue
12%
Increase profits
25%
Create better customer
experiences
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PWC: Digital spending for customer efforts surpasses IT

27@,10 28 nfll

23%
21%
20% 19% | : | =0%

Africa Asia Central and Latin Middle North Western
Eastern America East America Europe
Europe

Marketing and sales B Other functions
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European Internet usage by age

Typical weekly hours spent on each activity’

16-24

25-34

Using the 35-44

Internet 45-54

55-64

B 65 orover

Watching
TV
(noton a
computer)
Playing
video
games
Reading
newspapers

(not online)

* Base is 23,119 European

online consumers.

6 :l3 16 é i2 115 Source: European
Technographics Benchmark
Hours per week Survey, 2009
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PWC: Going beyond advertising. Household spending on
generation

$0 $20,000 $40,000 $60,000

. Housi
Greatest generation -I @ Housing
(1928 or earlier) @ Eating out
Entertainment
Silent generation - I . Clothing
(1929 to 1945)
Food at home
Baby boomers - . All other spending
(1946 to 1964)
eesmien P
(1965 to 1980)
Millennials - I
(1981 to now)

$0 $20,000 $40,000 $60,000

Source: U.S. Department of Labor, Nov. 2016 (based on analysis of generational data from
the Bureau of Labor Statistics)



MANAGING DIGITAL COMMUNICATIONS: SOME DATA

UNIVERSITY OF ROME TOR VERGATA
BUSINESS ADMINISTRATION

PWC: User experience is the king

Examples:

Accessibility
Affordability Artificial intelligence
Authenticity Augmented reality
Con\(/:eonélence Blockchain
e Chatbots
g;itg\zzfg;ﬁ’t; J Digital assistants
Entertainment User e
Fun, funny experience  Machine learning
Participation 3 RObOtlff T
Personalization ERisO ,O
Virtual reality

Bri
S;\;/Sr?t); Voice interfaces
Simplicity 4DX
Spontaneity

0 “sumer WISsh IiSt
S9 ' C oud
IBOIOUqQal ﬁ\.\‘.\qe“

Perspectives from the Global
Entertainment and Media Outlook 3

2017-2021
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What about advertising and the
difference
between old and new media?
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Historical advertising market share

Advertising Revenue
$100 1 ($ billions)

$90 -
$80 -
$70 1
$60 -
$50
$40 -
$30 -

- Hﬁ“i— "
$20 % 3¢ 3 — iq‘?‘i_,,— — —x

$10

$0

2010 2011 2012 2013 2014 2015 2016 2017

—4=—Internet —W—Television —&—Newspaper —<—Radio
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Advertising revenue market share by media — 2017 ($ billions)

Magazines ﬂ_ $2o.9} -0.9%
Radio - $17.6 } 0.6%
Newspaper - $17.0 } -7.1%
OOH - $9.6} 4.3%
Music ﬂl $2.5} 8.7%
Video Games ﬁI $1.5 } 15.4%

Cinema I $0.9 } 0.0%

} Growth rate from 2016 to 2017

IAB internet advertising
revenue report

2017 full year results
An industry survey conducted by PwC and sponsored by the
Interactive Advertising Bureau (IAB)
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MANAGING DIGITAL COMMUNICATIONS: SOME DATA

What happens if we focus on the E&M industry?

CAGR minus GDP growth by segment, 2016-21

1026 0 10% 20%
Internet video I 6.0
Internet advertising - 4.3%
Four major
Video games 2 _[growth drivers}
Internet access j o.5%
Cinema | B
Out-of-home ads | B
Music - -2.0%
TV advertising N -2s
B2B -2
E&M 4.2%
Radio - -3.4% GDP 5.6%
Traditional TV & video 2
Books 5
Magazines I 5.0
Newspapers [N 3.3
e | 0| 10% 20%

@ GDP CAGR %

Note: E-sports and VR have been excluded from this chart because their very high growth
rates (from very low bases) would distort the scale
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What are the ads data trend
if we focus on digital?
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PWC: growth trends internet advertising

Quarterly revenue growth trends 1996 — 2017

(8 billions) FY 2016 vs. FY 2017 ($ billions)
$30
0
$25 - 21.4% $88.0
$20 - .

Revenues for FY 2017
$15 - totaled $88.0 billion,
$10 - $15.5 billion (21.4%)

8 higher than in FY 2016
$5 1
$0 -

Ch oo XN NTULO N O = AN Mg DY
@@@mooooooooooasﬁﬂﬂﬁﬁﬁ
OO0 COOCOO0O0G6R0 000 OO0
TR B Y - B - =Y - B - S BT I VAT T

FY 2016 FY 2017
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PWC: Drivers of the growth

% share of total revenues

201
$3 0= o Top 10 lTOp 25 i ] Remaining o/o Q‘;OS’ZD'Q
$55 | 18%
$20 - : ;ﬁ o
74%

$15 -
$10 -
$5 -
so I

2004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014
2015
2016
2017
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Ad formats -
FY 2016

Total-

$72.5

billion**

FY 2016~ FY 2017
Ad formats -
FY 2017
m Search Total-
® Banner $ 8 8 N
m Video billion**
' Other*
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———————————

2007 — 2017 (8 billions)
B Mobile -

B Non-Mobile --p 71 ,4 %

Mobile CAGR _ -~
ot 3%
Overall CAGR

$23.4 $o227

$21.2

24

2007

2009 2010 2011 2012 2013 2014 2015 2016 2017
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(: Social media advertising 50.1%

revenue 2012 — 2017 ($ billions) CAGR -~

2012 2013 2014 2015 2016 2017

PwC | IAB internet advertising revenue report
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From mass media to my media (PWC)

Uni

<
L
H
P
2

di Roma
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ONLINE MARKETING

Online marketing communication

Advantages

Can offer or send tailored messages
Can trace effects or insights

Contextual placement

Can place advertising based on

search engine keywords

Allows for co-creation with consumers

(co-creation of ads: Superbowl)

Disadvantages

« Consumers can screen out most

messages

* Ads can be less effective than they

appear

« Lost control over online messages

via hacking/vandalism
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Doritos Announces Five Finalists in User-Created Ads.avi
Doritos Time Machine - Crash the Super Bowl 2014 WINNER OFFICIAL.avi
Ronald McDonald Chicken Store Massacre.avi
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ONLINE MARKETING

Communication options

( )
o Web sites
..... = 100% M- \ )
: “ ( )
Search ads
g
Display ads
g
E-Mail

Ease of use
Physical attractiveness
Microsites

Paid search or pay-per-click ads
Search engine optimization (SEO)

i‘fi CANGER | JOURNEY
I\ OFAUFETME B

=

THESE ARE DISPLAY ADS

Personalize the content of your e-mails
Offer something instead of direct mail
Make it easy to opt and unsubscribe
Combine e-mail and social media

21
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Key Elements of a Web site

Commerce> -

@munic@ Customization
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SOCIAL MEDIA MARKETING

Media Laws

\

Sarnoff’s Law Metcalfe’s Law

Reed’s Law
(Mass media)

(Mail marketing) (Social media)

s b A A

. . & & & & /
0 & by \%& \&/&&/& ,
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Social media

Means for consumers to share text, images, audio, and video information with each
other and with companies, and vice versa. They are rarely the sole source of
marketing communications for a brand (only some consumers want to engage with

some brands, and, even then, only some of the time)

Online
communities/forums

)

Social networks
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SOCIAL MEDIA MARKETING

Word of Mouth

Face-to-face and phone
Online

— Viral marketing (“word of mouse”)

How to start a buzz fire

-

© Be (usefully!) original
© Be smarter, easier, faster, direct
(& cheaper if possible!)

K© Identify and devote effort to influential y

mingione@economia.uniroma2.it
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Mobile marketing

( ) ( N\
Is uniquely tied to one user Is virtually always “on”
\. J . J
( ) é )
Allows for immediate consumption Is highly interactive
\. J . J

Mobile apps make the
difference!

© Copy should be only 50% of the screen
© Brands should limit ads to phrase pair
© Put the logo in the corner of ad frame
© Use only 1 or 2 bright colors (call to
action)

Crucial tool
to engage Millennials
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MEASURING DIGITAL COMMUNICATION

yffts
LN
A commenting 0,
A sherng
AL ehing

Engagement Pyramid

c
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[
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o
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Some indexes

@ sentiment index (fans likes/brand posts)
@ engagement index (fans comments/brand posts)

@ action index (fans posts/brand posts)

SocialMetrics ~ Features
Analytics Competitors Segmentation 10/10/2016 - 11/08/2016 &
Metric v Metric Dashboard @ Hep Share..~  Export..w

Metric Dashboard

N d t table p ts bel
Relative Metric
Dashboard
Cross Channel Connec t
Relative Cross Twitter Facebook Google+ Blog YouTube Tumblr Instagram Vimeo Linkedin SlideShare
Channel

Pinterest Vine Google+ Community

All Posts
Top Posts £ Manage Sources
Time to Post
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Example: Facebook insights

Mipiace” totali>  Amici dei fan? Persone che parlano di questo argomento? Portata totale per settimana’
236 $1,29% 93.570 ¢ 1,57% 15 @ 50% 550 #9,34%
isualizzazioni Pagina? tatori individuali?
I Post? (M Persone che pariana di questo argo ? M portata totale per settimana’
1
\ \\// \\/“
R o
21 Gen 28 Gen 4Feb 11 Feb
Visualizzazioni totali scheda’ Riferimenti esterni’
i ween s it 569 Bacheca 65 economia.uniroma2.it
Chi hai - (dati i : 125 Static HTML: iframe tabs 3 google.it
Sesso ed eta? 7 Wildfire's iFrames for Pages 2 facebook.involver.com
19 Foto
Come hai raggiunto le persone (Portata e F 11 Tuttoil della Pagi... v
9
Donne 51% 0.74% “ 3 i 1.3% 0.55% Portata’ Utenti individuali in base alla freqnenza’
: 534 55+ [¥#] Interazioni spontanee pagamento? [¢]Virale? []Tot:
Uomini 47% 0.55% - 1.8% 1.1%
5 0% 600
Paesi’ ngne
493 Italia 280 Roma 448 Italiano 0 150
12 Regno Unito 17 Napoli 43 Inglese (USA)
8 Belgio 14 Pistoia 40 Inglese (Regno Unito) ho-"
5 Russia 12 Frascati 6 Russo
4 Francia 9 Londra, Inghilterra 1 Spagnolo (Spagna)
3 PaesiBassi 7 Milano 1 Tedesco 21 Gen 28 Gen 4Feb 11Feb 1 2 3 4 5 610 11200 2+
2 Repubblica Ceca 7 Bruxelles, Belgio 1 Olandese

mingione@economia.uniromaz2.it
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Thank you for your kind attention!

(Hove B Nice Dayl)
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