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DALLA TV ALLA VIDEO STRATEGY: LAPPROCCIO FERRERO

Edoardo Felicori — Region Media Manager Italia Ferrero
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Uno scenario in evoluzione: le sfide di oggi per gli advertisers

FRAMMENTAZIONE ON-DEMAND ATTENZIONE
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Crescono i device e le modalita di fruizione cross-screen
dei contenuti

93.2 MIn —— conNecTeEDDEVICES ———  +26%

2022 vs. 2017

16.7 Min CONNECTED TVs +211%

2022 vs. 2017

3 PERSONE SU 5 UTILIZZANO FREQUENTEMENTE IL MOBILE MENTRE GUARDANO LA TV

5 DEVICES PER FAMIGLIA
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Le audience video sono sempre piu polverizzate

La Tv Lineare perde audience

e T
l_Audltel

54%
Average daily reach
(2023 — Adulti 25-54)

-13pp

Daily reach trend
(23 vs 13 — Adulti 25-54)

La fruizione del video online

82% 71%

Traffico internet generato Monthly Reach % on pop

da contenuti video
(2023) ) (illl Tube
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Crescono gli utenti di contenuti on demand

DA

m 1 (1)
1719 10 amazon prime 54/)
Utenti con abbonamento a Daily reach online
@ .
pagamento BISNSP"‘ tv/streaming
(2024) NETFLIX (2023 — Adulti 25-54)

L'offerta video si allarga grazie a nuovi media e
formati innovativi

sgoel o
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E’ necessario avere un approccio olistico al video

TE! N
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ADVANCED TV ACCELERATION

Diffusion of CTV and
Smart TV

&

Main sports events on
OTT platforms

...

>

T

SVOD platforms
opening to advertising

il

Multiscreen approach to
on demand contents
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Video strategy per Ferrero

TARGET MEDIA FORMATI KPI

Media orchestration:

Definizione del target di selezione dei Content orchestration: . . . .
.. . : . N Individuazione dei KPI di
comunicazione e delle touchpoints e Selezione dei formati piu . . . . .
L . . . misurazione dei risultati

personas definizione del ruolo di efficaci ed efficienti

ciascun mezzo
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Video strategy per Ferrero

INCREMENTAL REACH %
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Media first approach: l'orchestrazione dei contenuti
Il contenuto si adatta al media: nuovi formati | formati di adattano all’obiettivo
Awareness STATIC ADS (Image/Stories) or for storytelling goals
l I I VIDEO AT 6" (if strictly required)
STATIC ADS (Image/Carousel/Static Story)

Consideration
or VIDEO ADS (in stream included)

= ' Conversion  STATIC ADS: (Image/Carousel/Static Story)

Il linguaggio si adatta al media LAl come enabler: DCO

P=QO=0 =0 A ..

o vvow |

L

i
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World Nutella Day: esempio di formato video interattivo
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Misurazione dell’efficacia della creativita: pre e post test

T g

SO
o ey
E . . i ) VE :
Pillar #1: ‘Consumer Perception’ Rating Guidelines WsTR Overall
(Responsibility: CSU) ‘Consumer Perception’ §
KPls Ratings
(Ideally measured as close as possible to Overall MEDAL RATING is Average of ‘Campaign Profile’ and ‘Impact on Perception’
the campaign airing dates) to be recommended by CSU on basis of overall fact-based assessment and/or exceptional contexts)

‘Campaign Profile’

+ Recognition
« Brand Linkage

« Made you want to buy 3-4 KPIs are Above Norms 3 KPIs are Above Norms 1-2 KPIs are Above Norms >1 KPl is
« Enjoyment AND AND AND Below Norms
No KPIs Below Norms 1 KPI is Below Norms 1 KPl is Below Norms

’ Each KPI carries a rating of ‘Above Norms’, ‘

‘In Line with Norms’ or ‘Below Norms’ I Notes: If campaign aired for < 6 months before GAT assessment, consider improvement in KPIs along with absolute value vs Norms
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Ottimizzazione delle creativita digital per migliorare le

performance delle campagne

= Prima della messa on air e durante il
flight di campagna vengono analizzati gli
items qualitativi di ciascuna creativita

= Ad ogni creativita viene associato un
Quality Score e vengono identificati gli
aspetti da ottimizzare

z creativex

Fully integrated with

Yy @O Q p ¢

@) oOMeta . amazon
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Aspect Ratio

Brand Audio Mention

Brand Early

Branding (Overlaid)

Call to Action: In Creative Text
Framing

Humanize

Pacing

Sound On

Supers Present

Aspect Ratio

Brand Early

Branding (Overlaid)

Call to Action: Platform Button
Humanize

Music

Optimal Length
Optimized for Sound Off
Post Copy Length
Simple Message

Supers Present

Thumbnail Branding
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Ottimizzazione delle creativita digital per migliorare le
performance delle campagne

2 o
100
KINDER SORPRE: SCONDE
UNA FANTASTIC A
Tatal Pre-Flight Posts Creative Quality Score Average Creative Quality Score | PER1TUOI §

=

624 | 45.51% 84.55%
=
Post Breakdown Adoption Rate By Creative Guideline
100% Pre-Flight 100% Pre-Flight
Creative Quality Guidelines Hypotheses
‘ 46% Aspect Ra
Opti —— ).} “  Details | Guidelines
43% N o P> ovaso

Details Guidelines
1% —
WEIGHT  STATUS
o
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L'importanza della Brand safety per Ferrero

Already pre-set in your dashboard

ILLEGAL OFFENSIVE
ADULT ALCOHOL DOVWMNLOADS DRUGS HATE SPEECH LANGUAGE VIOLENCE
Low Risk Moderate Risk Lowr sk Low Risk Low Risk Low Risk Lowy Fisk
VERY HIGH RISK VERY HIGH RISK VERY HIGH RISK VERY HIGH RISK VERY HIGH RISK VERY HIGH RISK VERY HIGH RISK
IAS HIGH RISK HIGH RISK HIGH RISK HIGH RISK HIGH RISK HIGH RISK HIGH RISK
INTEGRAL AD SCIENCE WMODERATE RISK MODERATE RISK MODERATE RISK MODERATE RISK MODERATE RISK MODERATE RISK MODERATE RISK
LOW RISK LOW RISK LOW RISK LOW RISK LOW RISK LOW RISK LOW RISK
VERY LOW RISK VERY LOW RISK VERY LOW RISK VERY LOW RISK WVERY LOW RISK VERY LOW RISK VERY LOW RISK
Already pre-set in your dashboard
ADULT ARMS CRIME DEATH PIRACY HATE OBSCENITY DRUGS SPAM DEBATED TERROR
HiGH HIGH HIGH HIGH HIGH HIGH HIGH HIGH HiGH HIGH HIGH
MEDIUM MEDIUM MEDIUM MEDIUM MEDIUM MEDIUM MEDIUM MEDIUM MEDIUM MEDIUM MEDIUM
Low LOowW LOwW LOW LOW LOwW Lo Low LOW LOW LOwW
MO RISK NO RISK NO RISK MO RISK NO RISK NO RISK NO RISK MO RISK NO RISK NO RISK MO RISK
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Le issue nella misurazione

Mancanza di un dato di Total Reach

® . |
l_Audltel
'. Audicom
A

Spot
TV Lineare
(offline

X-Roll
(online)

Spot
TV Lineare
(online)

Media Agency tools
T

PUBLICIS .0
Reach by Reach Group
Adults2554 14| 24| 34| 44| S5+| 6+4] 74| 8+| 9+| 10+| Edit|
T 71.1| 64.1] 58.5| 53.8] 45.7[ 46.2| 43.0[ 40.1] 37.6[ 35.4
VoL 43.9| 23.4| 10.3| 41| 20| o0.s| 02| 01| 0.0| 0.0
Total Reach 83.9] 74.5| 65.6] 59.3| 54.3| 50.0| 46.5| 43.2 40.4| 37.9
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Codice Unico Spot Video: CUSV
Formato video (TV, CTV, Smartphone, PC e Tablet)
Metriche: legitimate stream e tempo speso totale
B 2= sy
L'importanza dei MMM
ROAS
Display Social media  Online video Total Media



Oltre la Reach: work in progress

WORKS

WHEN

IT DELIVERS
Attenzione

Attenzione/Coinvolgimento
di un consumatore ad un
annuncio pubblicitario

ananananananan

Attention

Persistence

Relevance

Persistenza

La capacita di un canale di
“trattenere” un target nel

tempo

_ RIGHT
REACH

PUBLICIS

Rilevanza
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Sales correlation

85%

La pertinenza del contesto

e del contenuto in cui
appare il messaggio
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Oltre la Reach: work in progress

—— VIEWABILITY
| @ | VIDEO QUARTILES
L TIME-IN-VIEW
—— ADDENSITY
.’__D L DEVICE/FORMAT
 AD SHARE OF SCREEN
— USERSCROLL
% - VOLUME UP/DOWN/MUTE
QUALITY ATTENTION ™ b PAUSE/UNPAUSE

L EYE TRACKING/FOCUS by L_LII'=TT
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Wrap up
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Occorre un aggiornamento frequente sull’evoluzione dello scenario video
per cogliere le nuove opportunita offerte al mercato

Adottare un approccio creativo “Media First’’ per massimizzare |’'efficacia
del messaggio sulle diverse piattaforme

Approcciare le novita in logica test and learn per comprenderne I'impatto
sul business

'importanza della Brand safety per difendere |la reputazione e I'equity dei
Brand

Accelerare la definizione di nuovi standard di misurazione
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