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Certification

The	ROI	Brain™

Theory	Part	3
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ROI Brain™ Certification

Rex Briggs 

Author: What Sticks & SIRFs-Up
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56

1. Theory: SIRFs, Calculations & Logic

2. Theory: MONICA Algorithm

3. Theory: Design Principles, Product Tour

4. Practice: Hands-on with ROI Brain™ Dashboard

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

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

7. Certification Quiz
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Use	Case

THE	NEED:

• Real-time	Learning	Needed	for	In-Campaign Adjustments
o Post	Hoc	Reporting	&	Marketing	Mix	Modeling	aren’t	enough

o Need	for	“leading	indicators”	to	make	mid-course	adjustments

o Insight	on	consumer	Motivation,	Message	&	Media	mix	

• Industry	leading	ROI	measurement,	across	media
o Stakes	too	high	to	rely	on	anything	less

SERIOUS	BUSINESS	CHALLENGE:

• “Most	Important	Launch	in	100	year	history”

• “Biggest	ad	blitz	in	Ford’s	history”

Rich	Stoddart

Ford

In- Campaign	Adjustments	

Section:			1		2 3 4		5		6		7	
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The	Speed	Advantage

MARKETING	EVOLUTION	DELIVERS	IN-CAMPAIGN	INSIGHTS:
• Online	Creative	Rotation	– down	to	specific	placements

• TV	Message	targeting	&	Mix	– down	to	specific	TV	programs

• Use	of	Radio,	Rodeo,	and	more.	

• Allocation	of	Spending	by	Segments	/	Media

• Media	Mix	(TV,	Magazine,	Radio,	Online)

• Timing	of	Spend	Versus	Competitors

RESULTS:
• $625	million	in	incremental	sales	due	to	optimization

• $90	million	in	incremental	profit	

• Industry	award

Bottom	Line:	10	Years	of	experience	

delivering,	refining,	and	automating	

person-level	in-campaign	optimization	

Campaign	ActivityMarketing	Plan Lagging	

Indicators

Learnings	and	optimization	cycle

Traditional	Optimization

In-Campaign	Optimization

The	problem	with	the	traditional	approach:	It	is	rear-view	mirror. It	is	slow,	and	not	very	detailed.	Can’t	answer	which	message	from	which	brand	should	go	to	

which	consumer – future	plans	assume	same	creative	and	competitive	context,	which	isn’t	always	the	case.	

Future	Plans

Section:			1		2 3 4		5		6		7	
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Why	Marketing	Evolution	Is	Different

Person-Level	Optimization

“Message”	ROI
Impact	happens	with	each	person	and	each	message	– media	ROI	misses.

Detailed	Optimization
At	the	message	and	insertion	level	– every	impression.	

Speed
Optimization	as	campaign	is	live.	Faster	on-boarding	than	competitors.

Simplicity
Dashboard	designed	to	make	optimization	easy	and	transparent.	

Leading	Indicators	&	Brand	to	Behavior
Only	ROI	system	to	measure	brand	to	behavior	connection	at	the	person-level.

Section:			1		2 3 4		5		6		7	
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Design	Principles
ROI	Brain™

A	new	generation	of	dashboards….	

• Look	forward	(not	rear-view)

Principles:

1. Simplicity

2. Action	oriented/Control

3. Integrated

Orange represents	action

1. Hero	chart	is	your	upside

2. It	indicates	factors	the	marketer	controls

The	Map	is	the	integration	of	all	the	influential	data

Section:			1		2 3 4		5		6		7	
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Define	Success
Business	Drivers

Section:			1		2 3 4		5		6		7	
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RACI
And	Implementers

Section:			1		2 3 4		5		6		7	
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Optimization:	Creative	Rotation,	Targeting,	Media	Mix

Right	Message	to	The	Right	Person

O
P
T
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A
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A
C
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Section:			1		2 3 4		5		6		7	
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Evolution in Design

Section:			1		2 3 4		5		6		7	
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Product Tour & Analytics Explanation
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How	Person-Level	

Measurement	&	

Optimization	Works
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The	Graph	Schema

Search

DMP/CRM

Purchases

Brand	Perception	&	IntentGeo-Location

Media	&	Devices

Social

Proprietary

Proprietary

Proprietary Proprietary
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On-Boarding
Implementing	The	Software

FIRST	

OPTIMIZATION
INITIAL	WEEKLY	&	MONTHLY	
READ-OUT	
WITH	MESSAGE	AND	
MEDIA	OPTIMIZATION*

PORTFOLIO

OPTIMIZATION
USE	HOURLY,	DAILY	AND	WEEKLY	
DATA	TO	REFRESH	
OPTIMIZATIONS	ACROSS	ALL	
BRANDS	IN	CORPORATE	
PORTFOLIO

DEFINE	

SUCCESS
HOLD	ON-SITE	

MEETINGS	- ANALYZE	

HISTORICAL	DATA	

MEDIA	&	

DATA	FEED	
DEFINE	AGENCY	

INTEGRATION.	

ACTIVATE	DATA	FEEDS.	

ON-BOARD	

ADDITIONAL	DATA

DASHBOARD	

RELEASE	
INITIAL	RELEASE	AND	
TRAINING	ON	ROI	BRAINTM

SOFTWARE

30 days 60 days

ON-GOING	

OPTIMIZATION
APPLY	WEEKLY,	MONTHLY	AND	
QUARTERLY	OPTIMIZATION	
RHYTHMS

*	Initial	optimization	cadence	is	monthly	or	bi-weekly	to	train	teams.	Pace	moves	to	weekly	by	end	of	first	six	months.		

CRAWL WALK RUN
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1.	Purchase	Propensity

Index	of	Purchasers

Live	Demo:	Selden

https://roibrain.goodcarrot.com/static/geo/demo/index.html
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2.	Predictive	Analytics

✔
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3.	Advertising	Optimization

a.	Exposure	Decile

�����������������������������������������������������������������������

0 1 2 3 4 5 6 7 8 9 10

TV	Example

Frequency	

(by	decile)	

Index	of	Program	Viewers
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a.	Exposure	Decile

b.	Advertising	Impact
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Sales	

using	leading	indicators	

of	sales
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a.	Exposure	Decile

b.	Advertising	Impact

c.	Person-Level	Optimization
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a.	Exposure	Decile

b.	Advertising	Impact

c.	Person-Level	Optimization
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a.	Exposure	Decile

b.	Advertising	Impact

c.	Person-Level	Optimization
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Optimizing	message	and	media:	

1000’s	of	profile	variables	analyzed

– Demographics

– Purchase	behavior

– Neighborhood

– Digital	behaviors

– Social	media	likes	/	interests

– Etc.

All	media analyzed	&	optimized



3. Advertising Optimization

TV

51.2%

Mobile

9.1%

Print

8.3%

Digital

20.3%
2.5%Radio

4.5%

Person	Level	Optimization

Overall

Optimization
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Actionable	Data
Detailed	Optimization

Person-Level Location	/	Local	Level
Broadcast	/	Overall	Optimization


