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MONICA Algorithm

See whitepaper

The ROI Brain™ Optimization Algorithm is composed of the following elements:

—

Impact

Cost

Reach & Frequency

Duplication & Synergy
Decay/Carryover Effects & Recency
Audience Selection

Message Response By Audience

Fully Addressable Media Py
Y . Constraints Target Match Impact Duplication & Reach &
Constralnts Mins & Maxes Set by User Some of Delivery to Target Frequency to Lift Impact Synergy Frequency

Response Overlap

Recommendations

A

External Factors/Competitive Factors

- Cost
Over-rides Cost Per Impact Flighting

Decay & Competitive
External Factors Action

(Optional)
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Discussion: Why Does the ROI Curve?

Spend-to-Impact
Response Function

Impact

Spend
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MONICA Algorithm

See whitepaper

The ROI Brain™ Optimization Algorithm is composed of the following elements:

1. Impact
Cost

3. Reach & Frequenc .

S quency Recommendations
4. Duplication & Synergy
5. Decay/Carryover Effects & Recency H
6. Audience Selection
7. Message Response By Audience
8. Fully Ad'dressable Media Constraints rarget Match mpact Duplication & Reach &
9 Constraints Mins & Maxes Set by User | || Some of Delivery to Target "“"“e'::s;‘;:;': R S\g:eed:fy Frequency
10. External Factors/Competitive Factors

g Decay & Competitive
11. Over-rides cmggﬁm Flighting Extermal Factors Action

(Optional)
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MONICA Algorithm

See whitepaper

« Brand Awareness
» Brand Perceptions
» Purchase Intent

» Advocacy (NPS)
« Etc.

* Website visit
* Foot traffic
« Sales
# 1 « Ete.
-
» Cpronne
~ |

Frequency

\ Recommendations

Reach &
Freguency

Impact by Frequency &
Targeting

s 93958 5

1 4 R MWMNDR

Frequency
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MONICA Algorithm

\ Recommendations

See whitepaper

Calculating The Momentum Effect (forecasting Social Media Impact)

Message Exposure Impact Cost Share Rate Impact of Sharing

(v Cost S 3
st Y (share)
- - : = Z

#1 | 3=

RS

. : P B X (exposed)
I m p d Ct o | Momentum Effect J
\ |
||
Spend-to-Impact
Response Function
Impact
Spend

EVOLUTION &
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MONICA Algorithm

See whitepaper

#1
Impact

Point Increase in Price Perception

12%

10% 1

©
x

4% 1

2% A

Frequency to Lift Response
Mobile Video vs. TV
4.5x
5 10 1'5 20 2§
Frequency

— Mobile Video

Recommendations
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MONICA Algorithm

Read whitepaper

H2
Cost

Point Increase in Price Perception

12%

10% 1

©
x

4% 1

2% A

Frequency to Lift Response
Mobile Video vs. TV
4.5x
5 10 1'5 20 25
Frequency

— Mobile Video

‘ Recommendations

a0 P Duplicatcn & Roach &
oy ||| et 55:_‘4_'? Freguency
Decay®& | || competbve |
Fighting External Facton Action
Vgromd

bXx

TV CPM more expensive
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’ Recommendations

MONICA Algorithm - |

Read whitepaper _‘g, s F;;_l:";
Impact by Frequency & Impact Integrated with R/F, __  SIRF for asingle
H#2 Targeting + composition & Cost —  media
Cost il Cost &

wso Composition

-----

s Mis e

s 2390358 5
w;
if
if
33333333
ggreget
1

< o5
2 1 4 & F R MM DR brv oy ]

Frequency

MARKETING

EVOLUTION @

Section: 1 234567




’ Recommendations

MONICA Algorithm

Memorize whitepaper o | Tt w Sy

External Facton

. - Decay &
om0 Fighting

100%
0%
Frequency to Reach 60%
Mobile vs. TV 3
60% &
; 40%
# 3 50%
20%
40%
Reach & : ox
E 30% Lp.\
Cable
Frequency = o
10%
Media Herarchy
0% |L " Crema
0 5 10 15 20 25 30 35 40 ® Radio
Frequency » Priot

W Digital-Mobile
W Digital
TV

‘;;?) r’éo 'Qqq
= o o~ e
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MONICA Algorithm

See whitepaper

Impact by Frequency
Duplication } L
& Synergy /
Frequency

‘ Recommendations

+ Duplication & Synergy - SIRF

MARKETING
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Message Reinforcement & Synergy

Wilteman @ 45 - Television
—. = —Lrim e — Online Television
3 40 - Magazine
@ Online
E i /
Loy R = 35
© — k]
: - ©
IO, g- 30 _%Magazine
N , -
% 25 =
For healthy, m
n'?urished =)
skin, try < 20 ; : i . T T 1
 Now Dover 0 2 4 6 . 8 10 12 14
utrium™ Bar. Number of advertising exposures
Dove | a
Online =i
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"Surround Sound Marketing”

40

=g

“Just as each speaker accomplishes the same
goal by exploiting its unique position and
strength, each element of the marketing mix
must find its strength and leverage it to surround
the consumer with a synergistic and consistent

message.”
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MONICA Algorithm

Contemplate whitepaper

#5 o
Decay & -
Flighting

——— e t—

Frequency

-

Impact over time

‘ Recommendations

VS & M M Dy B

Flighting
140 2013 Optimized |w/Summar Hiatun)- 2022 TRPw 600
b 120 500
- ' 400
R gg S8l 3003
e ! | 2003
20 B 4 100
] 0

,\nfb ‘.\‘J Gﬁ 9'} 6\1 -|~b ‘(1‘) 5“‘9 .)‘.‘ d}“ ‘ﬂ’).\ .‘\I\\
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Recommendations

MONICA Algorithm

Constrainms
WA M 2t Dy RNCy

Competibive

External Facton Action

Stamiond

#6
Audience |
Selection " e

Wewt M

utteret

T——
Heanart-vie

Septuntionned dguares b

" yle !
Wealthy Seabaard Subams |

yw ¢ S—

Medis Age 11
Wbl Age 1%
Modiaon Age 45 - 04
Mcdian
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MONICA Algorithm

Contemplate whitepaper

Ho6
Audience
Selection

Recommendations
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MONICA Algorithm

Contemplate whitepaper

Ho6
Audience
Selection

’ Recommendations

fvie

Competibive
Action

Kyromd

External Facton

Step 1: Define your audience Do you intend to...

1. Influence Repeat/Existing customers
2. Attract new customers that are similar to existing customers
3. Attract new customers that are different than existing customers

MARKETING
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MONICA Algorithm

Contemplate whitepaper

H#/

Message
Response By
Audience

Impact by Frequency &
Targeting

P

s 3319}
i
i
i

WU waNe

Frequency

‘ Recommendations

Composition Skew
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’ Recommendations

MONICA Algorithm -

Contemplate whitepaper

Person-Level Location / Local Level Broadcast
H8 = = e
Addressable @ |([awm®m&E-— | |- o & 1 |
Media ==

MAQKFTU\.F’,
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MONICA Algorithm

Contemplate whitepaper

Example 1: Weather

Impact On KPI of Weather Indexing the SIRF Accordingly

|

'1 L

#9
External Factors

-

/

‘ Recommendations

Example 2: Store Density

DMA Target Populations
Automotive

Well Below Average
Below Average
Average

Above Average -~
Well Above Average

MARKETING
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I Recommendations

MONICA Algorithm |

Contemplate whitepaper

Example 1: Example 2:
Competitive Location Advantage Price Advantage
# 9 ot Gy D Pt B e e e — :’rlceConzadmn ; Indexing the SIRF Accordingly
, same applies to of Voice, etc.
External Factors ﬁ‘:‘ w74 L . o o are A "
Competitive v
Actions
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MONICA Algorithm

Contemplate whitepaper

Override Levar

NYC - Weekend Sports - Broadcast Local TV

2 Defaults
CPM $ [ 17.86 ’ cPM. $17.88
# 1 O impact: 100%
Cost of Entry $ 0
. Optimized Spend
Constraints P
Minimum $ 0 $230,879
Maximum $ 0
Impact 100 %

il Save @ @ Cancel | |J Revert

| Recommendations

MARKETING
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MONICA Algori

Output
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When planning a future campaign, what is the ONE
critical factor missing from MONICA algorithm?

Hint: It can increase ROl by 20 to 40 percent?
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Answer: The Message Impact!

The PDCA Cycle
(Plan, Do, Check, Adjust)

e gn Y g

9L

Rinse & Repeat

U4
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Up Next: Design Principles, Product Tour

1.
2.

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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