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Hands On With
ROI Brain™ Software

Part 4




Agenda

1.
2.
3.

4
5
6

/

Theory: SIRFs, Calculations & Logic
Theory: MONICA Algorithm
Theory: Design Principles, Product Tour

. Practice: Hands-on with ROI Brain™ Dashboard
. Practice: Hands-on with ROl Brain™ Planning Software

. Practice: Hands-on with Support & The "What's New, What's Next, What's Desired” cycle

. Certification Quiz
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Up Next: Practice — Hands On
Note: Ensure your login works
http://dashboard.marketingevolution.com/

User Name: first.last
Password: R3ach!
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Hands On With The
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ROI Brain™ >
2058 &
Orientation: Toolbar o s =
® &

TASK 1: Find & open the “Learning Agenda”

- 1

Overall Business

* Summary Results

* Hub & Spoke

* Budget (searchable)

* Milestones

* Process Flow

* (RACI): Responsible, Accountable, Consulted, Informed
*  Overall ROI “Frontier Curve”

e (Calendar

i
Apry 1st

P Sty et ot Sy P Py Moy o vom 8 247

TASK 2: Who is responsible for weekly optimization?
TASK 3: Find spend on paid search for Q1 2017
TASK 4: What is the definition of success?
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Hands On With The
ROI Brain™

Orientation: Current
* Hero Chart
e Upside (% and S value)
* View media in the mix
* Business Success
* Zoom Feature

Ovte o Basms Boasvmms o

UCL Urioue Vgl

* Download PNG, Copy to report e S , oot fﬁi”ﬂ]ji]
’ Map s .nmn,H”"' I |
e Openin New Window ! i 11 U
* Turn on layers RN e
* Leading Indicators TR o —
 Search, Social, Etc. ~  wal- e ~
e Lagging Indicators e — - S
*  Competitive Visits Sasont i - Yo e S e - Wb Nt 0 \Wo A - T Vrsnn .
* Hover
*  Turning on/off trends =
* Download CSV
TASK: Above or below their business goal? e e e e
TASK: How much upside from optimization? s
|38 312007 Q 1264 ar

TASK: Was there any radio in this campaign period?
TASK: Compared to December, is search up?
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Hands On With The
ROI Brain™

Orientation: Approve Optimization

TASK: Search for “Dynamic” ads. How many?
TASK: Find how many “in stream 15sec liveramp”

Optimized
Current
Difference

Search (multi-key words)
Sort
Yes/Discuss/Edit

* Edit & re-optimize
Excel Output
Column View Control

TASK: Who is the biggest winner?
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Hands On With The S—
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Orientation: Optimization Drivers
* Frequency to Lift Response Function (FLIRF)

* Hover, Download CSV, Chart, Sort & Ratio
* Message Targeting

* Message Asset, Targeting Bulls-eye e
* Creative Response B— : . L
* Sort, Ratio of difference, Search & Filter . , T e

{
1‘ ¥

* Message & Media Optimization =
e Creative Rotation by spend table, More Details button, Map - '

e Summary tables & charts == =% __ﬂ-
* Explore Further (Tabs) i e

e Detailed Digital Data = o a

* Looker (cross-tabbing) R s - —_—

. i imizati —— — e

Alternative Optlmlza.tlons ~ — e

TASK: For 65+ year olds, what is the Index of best vs. worst TV message? —eaen
TASK: For TV Ad 1, what are some networks/programs to match the right

i
'}
I O

people with the right message? v = ey

TASK: Search for “Cathy” in creative heatmap for TV L. =

TASK: Search for 320 x 50 to find all the ads of that size S it AT ol B st e s lh l el
v wer o = = ===

TASK: Overall, is Cable TV increasing of decreasing in budget
TASK: What is the click through for “Trueview Tracker - Targeting Segment
2 - In-Stream Creative 3 - 2:30 - Channel List” MARKETING 7)
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Hands On With The
ROl Brain™

Orientation: Map
* lLayers
* Indexes

Find the index by DMA of minivan buyers
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Historical Reports

Hands On With The
ROI Brain™

Orientation: Historical
* Reports

* Approved Optimization T

*  Optimization Drivers P T = S
TASK: Find & open the January 2017 Monthly (pdf) S e s ima v
TASK: How much was Travel Channel Non-Prime changed S -

in Q4 2016 Optimization? S
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Hands On With The
ROI Brain™

Orientation: Learning Agenda

e Test & Learns

* Roadmap for marketing/advertising tech
 Enhanced data streams

When To Use Learning Agenda:

* What are test & learns you have going that aren’t yet in ROl Brain?
Add it to the backlog.

* What are some technologies you are exploring? Add it to the
backlog.

* What are some data you could add to make ROI Brain smarter? Add
it to the backlog.

Person STATUS DUE DATE

Accountable

DIGITAL DISPLAY

1) Test digital display advertising to make it a more productive channel for UCL

2) Better understand the potential impact digital display may have on product/brand awareness
3) Use digital display to test messages that may be used in TV and other channels

Develop creative assets for first round testing CE - Jarett DONE
Integrate DCO into ROI Brain ME - Jenn DONE
Design Framework for Test ME - Adam DONE
Create creative pipeline for future testing CE - Jarett DONE pher
Test Facebook Lookalike models on Desktop Display JF — Sean DONE

Test Message/Placement combinations

Onboard a Data Management Platform (DMP) ME - Jenn
In-House Option - GA360/Google with JF

Generate a Digital Asset Manager (DAM) ME - Jenn

MULTI PLATFORM
1) Utilize cross platform messaging test to determine optimal TV/Digital media mix
2) Test messaging on/offline to determine which media environments are top traffic drivers

Utilize Samba to test (1) broader media mix and KWG - Kim
(2) online/offline messaging strategy

ONLINE VIDEO
1) Test online video pre-roll as channel for boosting brand awareness or intent-to-visit
2) Develop strategy for developing cost effective creative to test formats and messages

89

. . . . . 3
TASK: Is the DCO integration into the ROI Brain completed or not- et BT A A oo Yoiliibe i m——
Design framework for testing other creative JF - Sean Completed | 11/11
options/formats on the 28th,
revisions
from Larry
Update/Organize/Optimize CARFAX YouTube Page JF — Sean DONE 11/1
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Hands On With The
ROI Brain™

Orientation: Support
e Support Ticket

TASK: Enter a support ticket.
TASK: Check on a ticket

AV A iarenent

Marketing Evolution Support

Yesoooss! You can ratsn o Matatng Eausan 0000 sgees! SOm 33 o0ons pervand

What do you need help with?

Softeare Tz Sapnont
1 4041 D0ws DCRRRRNS LRI CUF AT OF B Ve PRtate M. M ol 1O 2o

oot & queston?

'ﬂ’ Software/Technical Support

ftachma fapboned

¥ Drg srxd crop Ses, peade scoserabots, or browas

<~m Cononl

g N N

¥ Atlassian

A Sevion Do

MO U5 Meose Outols, o If you're using C
i ux more sbout your protlem, such a8 N erroem

Attech m scresroat o video captase ¥ you can

Give g n Sref decrpton of Be proiSen you M petencng o

o or £ O
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MARKETING
EVOLUTION

90

Section: 1 2 34567




Rhythm for Optimization
Recommended Rhythm

30min Dashboard Review
Weekly* Forecast for week ahead
Actions: Message rotation, targeting and media mix optimization

2hr Monthly Deep Dive

Monthl : : o :
y Actions: Learning agenda prioritization and process improvements

3hr Quarterly Strategy Workshop

update, learning agenda read-outs, process
improvements, system use and best practices
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Up Next: Hands-on with ROl Brain™ Planning Software

1.
2.
3.

v

Theory: SIRFs, Calculations & Logic
Theory: MONICA Algorithm
Theory: Design Principles, Product Tour

Practice: Hands-on with ROI Brain™ Dashboard
Practice: Hands-on with ROl Brain™ Planning Software

Practice: Hands-on with Support & The “What's New, What's Next, What's Desired” cycle

. Certification Quiz
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