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#ANALOG
WILL SNAP FOR FOOD

PRIME POSTING

“If you want to
be a purposedriven company,
you have to
believe doing
good will help
you do well.”
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redeemed for a free food item at the
new location. Items up for grabs included burritos, tacos, quesadillas,
and chips with guacamole. Originally
intended to run only a few days in
October to supplement its traditional
opening-day offerings, the restaurant
extended the promotion and encouraged visitors to share a Dos Toros picture with the #BurritoPark hashtag
for a chance to win.
“We wanted to use Snapchat in a
novel way,” Leo Kremer, Dos Toros’
co-CEO, told Ad Age. “We also like the
idea of targeting local users. We’re all
about reaching potential customers who can take action and
come visit one of our taquerias.” For the promotion, the brand
teamed up with the New York–based creative agency BigEyedWish that was responsible for the taqueria’s “No Bull” campaign that launched in June.
— Urey Onuoha

S

— SUSAN SOMERSILLE JOHNSON,
CORPORATE EVP AND CMO AT
SUNTRUST BANKS INC., SPEAKING
AT THE 2016 ANA MASTERS OF
MARKETING CONFERENCE IN OCTOBER.

70

Percent of respondents who
say they check work email
while watching TV. Forty-five
percent admit to checking
while in the bathroom.

source: 2016 Adobe Email Survey

02.01.17
The date the Digital Advertising
Alliance says it will begin to
enforce its cross-device privacy
guidelines.

BURRITO/DOS TOROS; PENNIES/SHUTTERSTOCK; LUCKY PENNY/ALLY.COM

I

t’s a modern take on a classic
promotion. Last month, to support the opening of its 12th and
largest location in New York
City, Dos Toros Taqueria did more
than just offer free menu items — it
had customers hunt for them. In a
clever use of Snapchat’s branded
geofilters, the restaurant hosted a
“Burrito Park” scavenger hunt in
nearby Bryant Park to raise awareness of, and drive traffic to, the new
location. Dos Toros is just one of several brands that have launched promotions using Snapchat’s branded
geofilters, which the social platform launched last year.
Complete with a taco mascot to guide participants, the promotion gave Dos Toros customers access to branded filters
displaying the free menu promotion in designated geofenced
areas of the park. A snap using the filters could then be

MOBILE AD CLICKS ADDING UP

Calendar
2017 ANA BRAND
MASTERS CONFERENCE

February 15–17
Dana Point, Calif.
2017 ANA MEDIA
CONFERENCE

March 1–3
Orlando, Fla.
2017 ANA ADVERTISING
LAW & PUBLIC POLICY
CONFERENCE

March 28–29
Washington, D.C.
2017 ANA BRAND
ACTIVATION CONFERENCE

April 19–21
Chicago, Ill.
2017 ANA ADVERTISING
FINANCIAL MANAGEMENT
CONFERENCE

May 23–26
San Diego, Calif.
2017 ANA/BMA MASTERS
OF B2B MARKETING
CONFERENCE

May 31–June 2
Chicago, Ill.
// For more, visit ana.net/events.

Search ads are shifting toward mobile supremacy, depending on which
service you look at. Here’s how the traffic of the top three services metes out.
DESKTOP

PHONE

TABLET

BING ADS

72%

15%

13%

YAHOO GEMINI

58%

26%

16%

GOOGLE

38%

49%

13%

source: 2016 Merkle Digital Marketing Report Q3

WORTH A PRETTY PENNY
The penny, often shunned or ignored,
still has value (typically one cent, if you’d
forgotten). To help consumers see money differently, and to remind people to take
a closer look at their money, Ally Bank created 100 special pennies and hid them in
10 cities across the U.S. The online bank is challenging people to find the coins, and
those who do have a chance to win $1,000. The #AllyLuckyPenny campaign started
in mid-October and runs through the end of the year.

MARKETING MOROSITY

// WATCH IT

Almost half (47 percent) of surveyed
employees in the advertising industry rate their
morale as falling. Here are the top three things
they identified as causing low morale:
73% COMPANY LEADERSHIP
45% LACK OF ADVANCEMENT
38% DISSATISFACTION WITH WORK

The No. 1 reason for high morale in the
survey was a satisfying work/life balance.
source: 2016 Campaign US Morale Survey

46

Percent of 18- to 44-year-olds
who say they will make a
purchase with a mobile device
this holiday season.
source: 2016 Fluent

Last month Uber-owned Otto, which
develops autonomous vehicles, made the
first commercial delivery by self-driving
truck when it hauled a shipment of
Budweiser 120 miles through Colorado.
“We ship over 1.2 million truckloads
each year,” says James Sembrot,
senior director of logistics strategy at
Budweiser. “We are always looking for
new innovations in technology.” Watch
the video at ana.net/161101.
ANA.NET //
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END OF TH
WITH RETIREMENT BECKONING, MARKETING MAVEN JIM SPEROS
LEAVES BEHIND A LEGACY THAT WILL BE TOUGH TO REPLICATE

SINCE 2009, CUSTOMERS OF
FIDELITY INVESTMENTS have
followed the company’s “green line” — a
financial GPS, if you will — to guide their
investment decisions through life’s stages.
While no singular road map exists to help
marketers navigate their careers, they
would be wise to follow in the footsteps of
a man who has made a career of blazing
new trails for the industry: Jim Speros.
Among the giants of marketing the
past 40 years, few have stood taller than,
or have been held in such high regard as,
Speros, EVP of corporate communications at Fidelity. From Marsh & McLennan
4
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Companies to Ernst & Young to AT&T to
his present post at Fidelity, he has boldly
gone where few marketers have dared
(guess who placed the first-ever online
banner ad?) by thinking bigger than his
competitors, breaking through organizational barriers, and believing he could invent the future. In doing so, he has proved
to every skeptical corporate number
cruncher that, through ingenuity, innovation, and guts, marketing can indeed drive
business growth.
“In a world where everything must be
supported by numbers, I am quick to remind people that there are no playbooks

for transformational ideas,” says Speros,
who is retiring at the end of the year. “You
can’t see them by looking through your
rearview mirror. This can make people
feel uncomfortable because it also involves
the use of judgment and instincts. You’ve
got to be willing to take risks as there are
no safety nets for the untried.”
Speros’ core belief — “Always bring
pride and honor to your name” — has
long served him well. He conceived such
iconic campaigns as Fidelity’s “Green
Line” and AT&T’s “You Will,” earned
numerous marketer-of-the-year awards,
and was inducted into the American

HE LINE
Advertising Federation’s Hall of Achievement. Speros has also made a name for
himself on the industry leadership front:
He is the longest-tenured member on the
ANA Board of Directors, a past chairman,
and the mastermind of both the ANA
Multicultural Committee and the ANA
Multicultural Excellence Awards.
“I have had the pleasure to work
with Jim throughout my tenure at
the ANA,” says CEO Bob Liodice.
“He is truly an ‘idea machine.’
His impact on the industry
stems from his courage to lead.
He has extraordinary vision

by Ken Beaulieu

ANA.NET //
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and an innate sense as to where the consumer is going. That was demonstrated
time and again during his 20-plus-year
tenure on the ANA board, as he was the
champion of many of ANA’s leadership
initiatives, including media transparency
and digital ad fraud.”
Pam Hamlin, global CEO at Arnold
Worldwide, the longtime agency of record for Fidelity, has known Speros since
2008. She was immediately struck by his
youthful exuberance, insatiable thirst for
continuous learning, and infectious zest
for life — three traits she still holds dear
today. “Jim is so well respected,” Hamlin
says. “He appreciates where he came
from and the values passed down to him.”
For great marketing to take root,
Hamlin points out, there must be an inspirational leader who keeps an organization focused, aligned, and moving forward
behind a well-devised platform. That same
person must also create a tight-knit team
across client and agency and squeeze every
ounce of creativity out of people in an encouraging way. Speros is the embodiment
of such a leader, Hamlin says, because he’s
all about “we,” not “us” and “them.”
“Everybody’s in it together, short term
and long term,” Hamlin says. “That
drives collaboration and a great desire to
reach higher. Jim is one of the best client
partners you could ask for.”
What makes Speros exceptional as a
marketer, in addition to a calm fearlessness,
is his ability to inspire people around him
to push boundaries by taking risks, Hamlin
says. “He appreciates the importance of
creativity and understands the value of
marketing as a business driver,” she notes.
“There are very few people like Jim who
are such strong and well respected champions of the brand that they’re responsible
for stewarding. He is a great role model of
mine. I learned a lot from him about the
world of marketing and brand building.”
With his retirement fast approaching,
Speros took time to reflect on his remarkable career.
6
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Q

What do you recall about your early years in the business? What have the
past 40 years taught you?
A. My first few years in the business were spent on the agency side in media at some
great agencies, none of which exist any longer — Benton & Bowles, SSC&B, and N. W.
Ayer. They were terrific training grounds where I learned how to analyze markets, think
about audiences, think about creative ideas, look at competitors, and negotiate deals. It
was really hard work and the hours were long, but I absolutely loved it. There was an
intensity level and creative atmosphere that made it very exciting and rewarding. I got
to work on a variety of accounts that exposed me to many different categories, with
wonderful brands like Johnson’s Baby Shampoo, some 17 CoverGirl brands and Noxzema Skin Cream, the Bahamas Ministry of Tourism, P&G, Lysol Products, American
Tobacco, and AT&T.
The past 40 years have taught me that you must always start with having a deep
understanding of the consumer — their needs, desires, fears, aspirations, etc. — rather
than wasting your time with internal office politics. Our business is a business of ideas
that surprise, delight, and connect with consumers in ways that must cause them to act.
Sometimes those ideas are based on rational concepts, and other times they’re based
purely on emotion. Emotion, however, is the most powerful hook when you get it right.
Most importantly, advertising is not an island. A brand’s promise must be carried
through in every single interaction point with the consumer. To make this happen, you
have to work across organizational boundaries and functions you don’t own. This is
hard work and requires great skill, perseverance, tenacity, and an unwavering belief in
what you’re trying to accomplish. Marketing exists to drive momentum.

Q

You will be remembered for some of the most influential and memorable
ad campaigns. What was the common thread that tied them together?
A. What made all these campaigns powerful was the fact that they were grounded in
incredibly strong ideas that resonated with consumers and were executed brilliantly. I also
believe that, like a great stew, all campaigns require time to work. That’s not to say that in
today’s fast paced, ever-changing world you can set it and let it. You must, however, stay
true to your idea while constantly keeping it fresh. All the campaigns I’ve had the pleasure of working on had five things in common: a strong idea grounded in a consumer
insight; a sharp single-minded focus; a high level of consistency; continuity over the
long haul; and sufficiency of spend. When these five disciplines are achieved, you get
magic that creates impact and moves the needle on your business.

Q

Were you surprised by the success of any particular campaign? How did
you stay grounded?
A. The one campaign that perhaps surprised me the most was the “You Will” campaign
I did for AT&T during the period of 1992 to 1994. I got the opportunity to work with
some of the most brilliant minds and renowned scientists in the world from what was then
AT&T’s famous R&D arm, Bell Laboratories. We asked the scientists to imagine what all
of the technologies they were working on in the labs could be used for, recognizing that
none of the applications they came up with were even available at the time. It was pure
fiction for the most part. If you go to YouTube and search for “AT&T + You Will Commercials,” you’ll see the spots we developed 23 years ago predicting the future and much
of what we are living with today, including video on demand, touch-screen TV monitors,
tablets, GPS, E-ZPass, voice recognition, video conferencing, distance learning, remote
medical diagnostics, a wristwatch phone, and remote home monitoring. We brought it

all to life with a great director, David Fincher, and used Tom
Selleck as our voice-over. We even placed the first-ever web banner in October of 1994 on Hotwired. It was like watching paint
dry at the time as there was no high-speed access. Anyway, the
surprising accuracy of the campaign still astounds me today.
In terms of how I stayed grounded, I have a simple philosophy
that I’ve shared with many people over the years: We enter the
world without a title and we will leave the world without a title. So,
we should never get too full of ourselves between those two points.
It’s something I deeply believe in and try to practice every day.

Q

In what ways did the proliferation of new media platforms and technologies transform you as marketer?
A. What all the new media and technologies have done for marketers is to open a plethora of possibilities, providing new and
exciting ways to connect and engage with consumers. They’ve essentially given us the opportunity to shift from broad one-way
communications to two-way, real-time engagement that’s much
more personalized and relevant. That’s been a sea change for our
industry. Additionally, the use of smart data — notice I didn’t say
“big data” — made possible by enhanced computing power and
sophisticated analytics, has allowed marketers to drive significant
growth and greater efficiency than in years past. The pace of these
changes can be overwhelming for sure. However, if you embrace
them and adopt an attitude of intellectual curiosity, continuous
learning, and experimentation, you can keep up with a lot of it.

Q

Recruiting top-tier talent is a challenge for the industry. In your mind, how can we make marketing “cool”?
A. Call me crazy but I actually think marketing is cool! There’s
no other profession that stretches one’s critical thinking, involves
creativity and exploration, touches people inside and outside of
a company, and is vital to business growth and long-term success
than marketing. It’s also not just about the work itself but the
people who you get to work with in our industry. They’re smart,
fun, creative, high energy, passionate, and interesting.
What I would say, however, is that marketing needs to be
taught in ways that engage students in real problem solving and
idea generation to make it exciting and bring it to life. Our industry has changed dramatically from the days of looking at the
four Ps in siloes. Much of what marketing is about today is not
just advertising, but about teaching people how to create and
sustain momentum. It’s getting much more deeply involved
with cross-company relationships that are critical to how consumers experience companies and products while leveraging
data and analytics. When you’re on a momentum path, there’s
nothing more energizing and fun. That’s what we need to bring
to life for people considering a career in marketing.

Q

As a long-time advocate of the ANA, you worked with
the organization to elevate its stature and move the
marketing industry forward. What are you most proud of?
A. I have been involved with the ANA for 35 years and think it’s

“THE LEGACY I’D LIKE TO LEAVE BEHIND IS ONE OF DEMONSTRATING THAT HAVING THE COURAGE TO
FIGHT FOR GREAT IDEAS AND CREATIVITY MATTERS.”

Still, you’ve got to be a student of the business and read constantly
and learn from others. It’s the only way to stay current.

Q

You built strong relationships with your agency partners. What made it work to the benefit of both sides?
A. I know this may sound trite but I’ve always treated my agency
and media relationships as partnerships. My/our success was
completely dependent on the ideas and approaches we jointly
developed. I’ve always made it a point to listen to ideas and made
time for people. Being open-minded is critical to discovery and
no one person has a lock on ideas. It’s also important to ensure
your agency partners are fairly compensated for the work they
do. Many of the issues we talk about today related to transparency
are the direct result of compensation systems that have gone unbalanced. When your partners feel like they are sharing in your
success, you’re in it together.

one of the finest and most rewarding organizations in our industry. There are a few things I would point to that I am particularly
proud of. First, as chairman of the board, I was involved in the
difficult task of recommending the removal of the prior CEO.
Anyone who has been involved in something like this knows the
difficulty one faces in taking this on. Once successfully accomplished, the best decision I think I’ve ever made was to recommend
to the board that we install Bob Liodice as CEO of the ANA.
This was a non-traditional move as historically we had always
gone outside to seek someone at the later point of his or her career.
I saw something in Bob, who I thought had the goods to be an
incredible leader. He’d run member relations, served as the CFO
of the ANA, worked on the client side, and had superb interpersonal and communications skills. He really knew the ANA and the
challenges its constituents faced. Bob has been an absolutely
amazing leader, transforming the ANA into the powerhouse it is
ANA.NET //
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today. Our first assignment together was to bring back the ANA wrong to deserve being yelled at, I ran into my room hysterically
Masters of Marketing Conference to its glory days. Our starting crying. I came out an hour later and he didn’t say a word to me
point was an old, tired conference that drew about 250 people. but just kept reading his newspaper. The day went by, the weeks
Today, that conference has become the CES of the marketing in- and months, and the incident was forgotten. Then 10 years later,
dustry, with nearly 3,000 attendees.
I was about to enter college. My dad put his arm around me and
I am also incredibly proud to say that I started and chaired the said, “Now that you’re going into college, I know you’re going to
ANA’s Multicultural Marketing Commitbe a big man someday.” He then gave me
tee 15 years ago, when spending and focus
a hug and a kiss and I did the same. He
against diverse audiences was anemic. The
then said, “Do you remember 10 years
JIM
SPEROS’
focus of the committee was to educate
ago when I yelled and screamed at you
3 BUSINESS LESSONS
marketers on the African-American, Hisabout our name?” I told him I certainly
1. BUILD A GREAT TEAM. Leadership is ulpanic, Asian, and gay and lesbian markets
did and I never had the courage to ask him
timately the art of achieving results
and the great potential they hold in growabout it. Then he told me something that
through people. So, you’ve got to suring one’s business, and to share best prachas driven me my whole career about our
round yourself with great people who not
tices. To encourage marketers, we also
name. He said, “Anytime you sign the
only complement your skills but fill in
created the ANA Multicultural Excellence
name Speros to anything, I want it to be
the deficiencies you have. Your role as a
Awards to showcase and celebrate creative
the best it can be because it reflects on me,
leader will ultimately be to inspire people
to
do
their
best
work
and
to
listen
to
alexcellence in each segment. Today, that
my father, and all the generations who
ternative points of view that may lead
conference is one of the largest confercame before us. Always bring pride and
you to new places.
ences the ANA puts on and attracts several
honor to our name.” I never forgot that
hundred entries for the Multicultural Exlesson, and I will not sign my name to any2. MAKE A NAME FOR YOURSELF. My dad
always
told
me
that
whenever
I
sign
our
cellence Awards from across the industry.
thing unless I think it brings pride and
family name to the work I do, it should
Finally, way back when there were no
honor to our family name. That is the
be the best it can possibly be and bring
standard advertising units, I chaired the
standard that I hold myself and everyone
pride and honor to the Speros name. It’s
ANA’s Newspaper and Magazine comaccountable to for the work we produce.
not about perfection but about taking
mittees. We worked with the newspaper
It’s not about perfection but knowing that
pride in the work you do. If you approach
industry to develop what is now the Stanthe work you create is something you are
work this way and demand it of your people, you will see amazing results.
dard Advertising Unit. Again, this was no
proud to associate your name with.
easy task but had a huge impact on the
3. STAY HUNGRY AND INQUISITIVE. Embrace
industry — one that we were quite proud
What legacy do you want to leave
a constant state of learning. The world is
to accomplish. It made newspapers easier
behind? Was life as a marketer
moving very fast and we all need to keep
up with it if we’re going to remain relevant
to buy and drove significant savings and
all that it was cracked up to be?
and add value to our businesses. You’ll be
efficiency for our members.
A. The legacy I’d like to leave behind is
a much more interesting person too.
one of demonstrating that having the
Looking back, who had the bigcourage to fight for great ideas and cregest influence on your career, and why?
ativity matters. Importantly, that you don’t have to be an SOB to
A. I had incredible parents who I credit with being the biggest succeed in life. That hard work, pride in one’s name, and treating
influence on my career. They were simple people with no educa- all people with respect will always get you to a better place.
tion who came here before the Great Depression from the islands That’s how I’d like to be remembered. An important part of that
of Rhodes and Crete. Their sole focus, like many immigrants legacy are the two wonderful daughters my wife and I have, both
who came here, was to create a better life for their family. They of whom are in the business at Condé Nast and Raytheon and
taught me about the value of hard work and stressed the impor- doing quite well. My hope is that they will continue the journey
tance of getting an education to advance myself.
I started on 40 years ago and reflect the same values my mother
The most important lesson, however, came from my father and father taught me in their careers and in life.
who was a very mild-mannered man and almost never yelled at
So, would I do it all over again? Absolutely! I’ve enjoyed myself
me. However, one day when I was eight years old, he sat me on immensely and can’t think of a better way to have earned a living
his lap and started screaming at me with his Greek accent. He over the years. It is said, “Success is getting what you want. Happisaid, “The most important thing I’ve given you in your life is your ness is liking what you get. Never mistake the two.” I can honestly
name Speros, and don’t you ever forget it!” Since I did nothing say that I’ve had a great career built on doing something I love.

Q
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TELEVISIONS/SHUTTERSTOCK
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SPECIAL SECTION

THE

EVOLUTION
WILL BE ADDRESSED

Advances in technology mean
addressable TV advertising is the
next step in mass marketing to
consumers. Here’s what it means for
finding the right audience,
measurability, and finally proving ROI
CONTRIBUTED BY ADAM S. GAYNOR
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ver the past few years, claims pertaining to the demise of television
advertising have intensified. Read in headlines, heard in conference
rooms, even seen in the shift of marketing dollars, the portents of TV
advertising’s death are supposedly all around. But television advertising
has not died, its definition has merely changed. In 2016, TV advertising
has been reinvented as addressable TV. Precise targeting, data, and
accountability, merged with the unparalleled reach of television, have
altered the way marketers, trade magazines, and industry experts under
stand the classic media platform.
Flash back to the 1950s when the average television set cost upwards of
$400 — that’s around a $2,000 value today. TVs were expensive. A family
had no more than one and sat down together to watch the same show. At
this point in time, there were three broadcast networks and they all made
similar content; there were no age-specific, demographically targeted programs. There was just television, and it had to be suitable for everyone.
Advertising was straightforward and measurement was minimal. Parallel
to how television programs were positioned, ads were designed for the
mass market. The key question for marketers, “Did my ad lead to brand
awareness?,” could be answered with a small panel of 20,000 consumers.
Only a few dimensions defined a consumer: age, gender, and number of
kids would cover the majority of all U.S. viewers.
Fast-forward to today and the world is significantly more complex,
with video on-demand, digital video recorders, and more than 200 networks to choose from — not to mention a plethora of devices that offer
content beyond the big screen. As a result, media consumption grows ever
more fragmented as new platforms, devices, and programs enter the scene
at a rising rate. The same is true for advertising.
Gone are the days when all ads were created for all audiences. Today,
commercials are uniquely designed to captivate viewers of a certain age,
gender, race, location — the list goes on. Consider ads for Old Spice or
L’Oreal. If these ads were played to a household back in the 1950s, they
probably wouldn’t resonate with more than half the audience. With the
evolution in viewing behavior and consumer-focused technology, those
ads can be shown to the exact target audience every time. The challenge
10
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has become how to determine where,
how, and when to best spend advertising
dollars.
mid the chaos, one thing remains true: Television continues to be the single most
important platform for marketers. Just look at the numbers. According to Nielsen estimates published earlier
this year, more than 96 percent of Americans live in a household with a television,
and many of these households have more
than one TV set. This translates to 118
million homes. Not only is the audience
massive — compare TV’s more than 300
million U.S. viewers, ages two and up, to
Facebook’s reported 167.2 million U.S.
users — but it is also diverse. TV attracts
a wide range of viewers; from the young
to the elderly, it is the only platform that
extends to all corners of the market.
Not only does television capture a large
viewership, but it also grabs viewers’ attention and keeps them engaged. According
to a separate 2016 Nielsen study, the average American watches 4.5 hours of live
TV each day, plus time-shifted viewing.
Compare that to the 1.36 hours a day the
average American spends browsing the
internet and it’s plain to see that TV is the
more dominant medium.
The increased engagement is due to
one fundamental reason: television provides premium content to the viewer.
Research conducted by Innerscope shows
that traditional TV commercials are four
times more engaging than advertising on
Facebook and that consumers are more
likely to say they would try or buy target
brands after watching ads for them on
TV. Full screen, professionally produced
videos with dynamic narratives (i.e., television programs) create experiences that
capture audiences. When ads are inserted
into this content at full screen, with the
same level of production quality, it is not
surprising that viewers are more likely to
remain engaged.

A

NOT ALL IMPRESSIONS ARE EQUAL
When marketers deploy a budget for advertising, they have a clear goal in mind: to effectively
reach their target consumer. Whether serving it via digital, radio, print, or TV, brands and marketers
want their target consumer to see the ad and, most importantly, take action.
That the media marketplace is cluttered is a cliché, but also a reality. With so much advertising
saturating the airwaves, brands are constantly competing for attention. To accurately measure
downstream ad effectiveness, a marketer must first ensure that ads are viewable, and that the entity
on the other side is a live human. In digital advertising, viewability and bot traffic have been major
concerns, and have given rise to various solutions that try to identify truly viewable impressions
and price them as such.
In addition to airing on premium content, TV advertising has always had the advantage of not
having any bot traffic. With addressable TV advertising, not only is 100 percent of the TV ad in view
at all times, but an ad is only served if the set-top box itself is on. Still, many advertisers argue that
just because a set-top box is turned on doesn’t mean the viewer is in front of the television and
paying attention to the ad.
Multichannel video programming distributors, like DISH, can work with third-party verification
providers to ensure accurate measurement that actively accounts for such impressions and remove
from the final data those ads that were not actively viewed by the end user. This means that an
advertiser only pays for impressions from viewers who are actively engaged in the content. DISH,
for instance, does this in partnership with comScore, a cross-platform measurement company.
comScore’s TV-off methodology measures accurate viewing behavior using a patented algorithm
that knows when the set-top box is on and the television is off.
As more advertisers begin to use addressable TV advertising to make TV more effective and
efficient, it is imperative that impressions be measured by third parties that account for active
viewing. That is the only way to ensure that ads getting in front of their targeted consumers are
truly viewable.


— Prasad Joglekar, GM of data and analytics at DISH Media Sales

And smart marketers have taken notice. Drew Slaven, VP of marketing at
Mercedez-Benz USA, acknowledged the
power of television’s premium inventory
in a recent Forbes Insights report: “TV is the
single most important medium in which
we work. … It is an awareness machine.
Despite digital and social media, TV is
the medium that gets people to under
stand our brand.”
ith the immense scale and
unmatched engagement that
television offers, marketers
using the platform undoubtedly get in front of consumers and drive
brand awareness. However, many question if they are reaching the right consumers and if awareness is enough. Rising
complexities driven by the ever-increasing
entrance of new media and devices have

W

made finding the right audiences with sufficient reach and frequency — and influencing them to take action — challenging.
Throughout this commotion, a brand’s
objective remains the same. It needs to
reach target consumers wherever and
whenever they are viewing. Addressable
TV solves this problem.
Addressable TV is precise, data-driven
technology that puts the focus on the
audience. Addressable means delivering
the right ad to the right target at the right
moment, with measurable results and
minimal waste. Combining the power of
television with the targeting accuracy and
measurement capabilities of digital advertising, this unique advertising tool allows
marketers to add a layer of accountability
to their media buy.
Addressable advertising’s moment has
arrived. Some of the savviest people in the
ANA.NET //
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business believe 2016 will prove to be the
year addressable TV took flight and
soared. Michael Bologna, president at
MODI Media, a Group M agency dedicated to addressable advertising, is one.
“Addressable television has proven to be
an effective method of reaching a core
audience and delivering true attribution,”
Bologna says. “With 50 million households and growing, we expect the market
to continue to grow at a significant pace.”
The data and forecasts back this up. In a
recent report from eMarketer, the number
of addressable homes is confirmed at
nearly 50 million, making 2016 the first
year that 40 percent of all homes have this
status, and this growth is not slowing down.
By 2020, Magna Global predicts that
nearly 60 percent of all U.S. homes will be
addressable. With this scale will come an
influx of ad spending. Addressable TV
spend is expected to swell by 144 percent
in 2018, climbing to an eye-catching
$2.17 billion, according to eMarketer.
or brands, addressable TV
is revolutionizing advertising. Freed from the burden
of preselecting inventory
and forecasting who will see their ads,
advertisers instead deliver one-to-one
ads to intended households and have
access to robust in-depth reporting
extensively detailing their campaign
performance. Addressable TV gives
marketers in a wide range of verticals
the means to reach an audience in a
deliberate and impactful way.
The platform has five key advantages.
1. Timing and Relevance. Addressable ads are heat seeking, meaning they
reach the target audience wherever they
are and whenever they are watching
content. Advertisers need not worry
about whether their ads will be shown
on widely viewed programs, such as
Monday Night Football on ESPN or Duck
Dynasty on A&E. Instead, they focus simply on reaching their desired audience.

F
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REDUCED WASTE ZONE
National TV advertisers traditionally use popular shows and Nielsen targets, like men ages
25 to 54, to reach their target consumers, but a lot can differ between a 25-year-old and a
54-year-old.
Here’s a look at how three men in the 25- to 54-year-old demographic watching the
same popular show with their families can receive separate, relevant ads when brands use
addressable TV ads.

MATTHEW
MILLER
AGE 28
STATUS A new dad researching
reliable cars for his new family

READY FOR
THE DRIVE
OF YOUR
LIFE?

ADDRESSABLE TARGET
• Current car lease expires in three months
• Household income over $60,000

JEFF
SMITH

NATURE’S BEST GRANOLA BAR

AGE 39
STATUS A father of two ensuring that
his family has nutritious snack options
ADDRESSABLE TARGET
• Shops two times per week in an organic
health food store
• Loyalty card holder at sporting goods store

SAM
GARCIA

EARN MORE REWARDS
FOR YOUR TRAVEL

AGE 53
STATUS A recent empty-nester, planning
a surprise anniversary trip for his wife
ADDRESSABLE TARGET
• Redeemed travel points on previous
credit card within the past 12 months
• Recently joined a new bank

Without the high-ticket price that comes
with popular programming, the ad is
served to the target regardless of what
show is on. Furthermore, an ad is served
to the targeted household only when the
set-top box is active, meaning there is no
room for below-the-fold or viewability

issues that currently plague the digital
advertising space. Marketers only pay for
the ads that are served to active devices.
2. Data Expansion. Addressable TV
gives brands the opportunity to use a rich
set of demographic descriptors provided
by a multichannel video programming

SPECIAL SECTION

distributor, like DISH, cross-tabbed with
third-party data analytics to home in on
the specific households that meet their
target attributes and are most apt to respond to their ad. The entire targeting
process is anonymized and released in a
controlled fashion.
“Television has always been data
driven,” says Prasad Joglekar, GM of
data and analytics at DISH Media Sales.
“But now we’re working with different —
and better — kinds of data.” Moving
away from traditional targeting methods,
such as using the demographic of men
ages 25 to 54 years old, addressable TV
provides an expansive option for all brands
to enhance their own data sets and identify the exact households that are most
likely to respond to their ad.
New data providers are continually
entering the addressable space, while
others who have been active from the
very beginning are constantly strengthening their targeting capabilities, expanding the means by which marketers
can target audiences and get even closer
to their customers.
3. Frequency Management. Marketers using traditional methods of advertising are frequently faced with the problem
of either over- or under-delivering their
message to consumers. With addressable
TV, a brand has the ability to manage the
frequency of its ads in order to achieve
optimal exposure. Not only are marketers
reaching the right target, they are also ensuring that their message is served in a
deliberate and efficient manner.
4. Waste Reduction. Addressable TV
solves one of the oldest problems in advertising — waste. Advertisers using traditional methods of TV advertising,
such as linear, generally cast a wide net
in the hopes of getting in front of their
desired audience. In best cases, the ad
reaches about half of the consumers
that fit an advertiser’s criteria and, many
times, at a very low frequency. Addressable advertising significantly reduces

this wasted reach by only delivering ads
to targeted households, minimizing the
weight placed on spot counts, and increasing the value of the eyeballs actually
seeing the ad.
5. Measurement. Addressable TV
takes the guesswork out of media buying
and offers a new level of transparency
and attribution. Advertisers see exactly
how their campaign tracked with indepth post-campaign reporting that goes
beyond the standard reach and frequency
metrics. The reports outline delivery by
week, day, hour, campaign and network
performance, and even results by designated market area and state.
Advertisers can also access custom
ROI reporting, which measures sales lifts
and survey data directly tied to the campaign. The robust metrics give brands an
inside look into the effectiveness of their
ads and arm them with the tools to refine
and perfect future campaigns.
elevision is changing every
day. The movement of
viewers from one program,
medium, or device to the
next is stirring chaos in the advertising
world as marketers scramble to determine
how to effectively and efficiently reach the
right consumers. For those using addressable advertising, finding the audience
wherever and whenever they are viewing
is not left to chance, it is embedded in
the technology. Addressable TV’s metrics
allow them to refine target lists, track
results, inform their media buys, and ultimately make their advertising dollars
work harder.
In advertising, every advantage matters. Addressable TV arms marketers with
the means to reach their desired audience
and the measurement to fully understand
the proof behind their profit.

T

Adam S. Gaynor is the VP of media sales and
analytics at DISH Network. You can email him
at adam.gaynor@dish.com.
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To
Hell
and
Back
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How a scientific expedition into an active volcano helped GE
marketers tell the story of the Industrial Internet, explain the
company’s own evolution, and help save lives

COURTESY OF THOMAS O’BRIEN

BY CHRIS WARREN

There are a number
of good reasons
nobody has recently
descended to the
bottom of Nicaragua’s
Masaya Volcano.
Though the volcano
is an easy 20-minute
drive from the bustling
capital city of
Managua — and even
has a parking lot near
the crater rim —
inside the volcano is
anything but
hospitable.

Adventurer Sam Cossman discovered
firsthand just how unwelcoming a spot it
is when, this past summer, he repeatedly
made the 1,200-foot descent by zip line.
Cossman had initially been drawn to Nicaragua after receiving an unexpected email
earlier in the year from a local bed and
breakfast owner telling him something
unusual was happening. “The Masaya
crater had been in existence for hundreds
of years and had only occasionally had
lava in it,” says Cossman, whose company
Qwake leads expeditions that combine
science and technology. “It suddenly had
sprung to life with one of the world’s only
lava lakes. That was interesting to me because they are rare anomalies. There are
only a few in the world and they give you
a glimpse into the inner workings of the
planet.”
When Cossman saw Masaya’s lava lake
for himself, he knew the planet’s secrets
wouldn’t come without risk. In fact, one
reason he made the descent using a zip
line equivalent in height to the Empire
State Building was to avoid the danger of
being crushed by car-sized rocks that can
be jarred loose when rappelling down by
rope. Not that reaching his destination
meant he was safe. Fountains of lava jump
100 feet into the air, he says. Then, of
course, there’s the possibility of eruptions.
And always there’s the threat of toxic,
ANA.NET //
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super-heated clouds of sulfur dioxide,
carbon dioxide, hydrogen sulfide, and a
combination of other gases venting from
holes in the crater. Oh, and acid rain.
“Everything down there is trying to kill
you,” he explains.
Donning a protective suit able to withstand splashes of molten material up to
3,000 degrees Fahrenheit and relying on
a respirator to breathe, Cossman wasn’t
simply entering Masaya, nicknamed “The
Mouth of Hell,” because he wanted an
adrenaline rush. He was leading a team
of scientists and experts working in partnership with General Electric to advance
the science necessary to detect and predict a volcanic eruption.
With 2.2 million people living nearby
in Managua — and with hundreds of
millions living near active volcanoes
worldwide — the ability to accurately
predict an eruption would undoubtedly
save many lives. In order to move closer
to that goal, Cossman and the team,
which included a NASA astronaut, data
scientists, physicists, volcanologists, a drone
expert, and others, worked to install 50
sensors throughout the crater along with
two repeaters that transmit the data to an
internet portal two kilometers away — all
of which will make Masaya the first ever
volcano to go online.
In the past, volcanoes have been
monitored primarily for pressure and
temperature changes, but thanks to the
work of Cossman and GE, Masaya’s sensors track fluctuations in the levels of
carbon dioxide, hydrogen sulfide, temperature, humidity, atmospheric pressure, gravity, and a host of other factors.
Importantly, all of the data generated at
Masaya is being fed into Predix, a cloudbased software platform GE developed
for the Industrial Internet. This will
eventually allow the information to be
shared with scientists around the world.
“GE’s Predix platform is the technological backbone for pulling this off. The
goal is to have all of this data in this
16
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database and be able to engage the global community
of scientific researchers and
developers who can dig in
and write applications and
look for patterns that could
be used to predict eruptions,”
Cossman says.

MARKETING
PYROCLASTS
Though it might have seemed
otherwise, Cossman and his
team were far from alone in
their various forays into the
bowels of the Masaya Volcano.
As the sponsor and technology partner of
the expedition, GE produced a wealth of
marketing content chronicling the adventure. Indeed, Cossman’s final descent into
Masaya was live-streamed on Facebook
Live and attracted more than half a million viewers.
GE saw the expedition as a rare chance
to tell the story of how it is evolving into a
digital industrial company. “It’s a total
bullseye in terms of where and how we
want to tell stories and the way we want to
tell them in order to break through,” says
Sam Olstein, GE’s global director of innovation. “GE is all about scale and impact
for the planet. We are going through a digital transformation at the company at the
same time the transportation, health care,
and energy industries are undergoing a
similar transformation. The kind of impact we can have on the industries that
are literally the backbones of the planet is
hard to convey in a lot of marketing and
advertising platforms, so the chance to relate the impact of big data and the Internet of Things through the lens of an
active volcano was not something we were
going to pass up.”
Though outfitting the Masaya Volcano
with sensors and connecting it to the internet was a way to tell a larger brand
story about GE, the expedition was also a
chance to highlight the capabilities of

Predix in a relatable way. Predix, in short,
allows big companies to collect and act on
huge amounts of data in a way that benefits the company, its customers, and the
world. It’s not necessarily a simple concept to illustrate — except, perhaps, when
you can hook a volcano up to the internet.
“It’s the concept of applying the web to
better understand data that comes off an
MRI, or a power plant, or a jet engine,
and how that can produce a better outcome,” Olstein says. “It’s how data can
decrease wait times in a hospital or reduce
fuel prices or predict downtime for industrial assets. That future, that potential is
hard to visually convey. But through the
lens of an active volcano, the internet of
ginormous things make sense to people.”

BLOWING IT UP
It’s not just the scientists and technicians
at GE who are in the midst of a transformation to better address the world’s biggest challenges. GE’s marketing team is
undergoing a similar evolution, and the
Nicaragua project reflects that. “We care
very much about purpose and that is what
the rest of the company brings to their
work every day,” Olstein says. “We as
marketers and communicators also carry
the same purpose and we also carry the
same DNA of invention. We invent new
ways to tell the GE story every day.”

GE used images like these, captured during the expedition to the Masaya
Volcano (smoldering at left), to promote its Industrial Internet capabilities.

Innovation and quick thinking were a
necessity for Olstein and the two other
GE marketing staffers who accompanied
Cossman to Nicaragua. Fortunately, they
arrived with some important decisions already made. One big one was to relate
stories and images from the expedition
using Facebook Live, Snapchat, Twitter,
and Instagram. “We knew how important
it was to be fast and nimble around capturing content on the ground and very
quickly releasing it to the world,” Olstein
says. “The expedition was perfect for the
immediacy of social today.”
Understanding that they were entering
a volatile and ever-changing environment,
Olstein and his team tried to do as much
planning in advance as possible. In part
that meant making sure that Cossman and
his fellow adventurers had the equipment
they needed to capture sights and sounds
from inside the volcano. Among the gear
were 26 drones to both help map the crater — which, along with thermal cameras,
helped characterize the terrain to better
ensure the team’s safety — and capture
aerial footage inside and outside of the
volcano.
Advanced planning also meant coming up with a schedule of what content
would be produced for each platform on
each day of the expedition, including
which stories would be the core pieces

and which would be
smaller stories to
promote the most
pivotal moments of
the journey.
For instance, one
of the core pieces
included working
with Snapchat to
feature the expedition as one of its major
news stories. It also meant planning how
to use content in more than one way.
Indeed, GE repurposed shots Cossman took next to the lava lake as well as
aerial footage of the volcano, weaving it
throughout the content created for Snapchat. “We used those content assets and
very quickly turned them into ads running in between the live story to be a little
bit more promotional around Predix
messaging. It was a way to show that this
volcano was connecting to an operating
system that can handle hell on earth,”
Olstein says.
Of course, advanced planning is
somewhat theoretical with such a complex operation. The expedition and the
marketing teams faced an immediate
challenge when all of their equipment
was held up by customs officials for more
than a week — drones are illegal in Nicaragua. Once the gear made it out of the
airport and the expedition was underway, the marketing team and Cossman’s
crew had to work together to balance
one another’s needs. “There was an interesting tension at times, in a healthy
way, around leveraging the right moments to create content and to do it in a
way that is not intrusive or disruptive to
the task at hand but complements it,”
Olstein says. “We’d reinforce over and

over again to the expedition team that the
work they’re doing is incredible, but even
more incredible if people know about it
and hear about it.”

A BRAVE NEW WORLD
Now that the sensors are installed at Masaya, Cossman and GE are busy building
the website that will take the data produced by the sensors and make it available to scientists and developers around
the world in real time. (They hope to
launch the site in Q2 2017). While the
hope is that this will advance the possibility of creating an early warning system for
volcanic eruptions, both Cossman and
Olstein believe that the expedition can
also advance what they believe is an important trend in marketing: marketing for
the common good.
Put another way, it’s about looking at
marketing as an opportunity to simultaneously bolster a brand and the larger world
as well. Effective storytelling can do that.
“You can tell a story that can achieve
the objectives of a brand, of an advertiser,
but also can be very scientific and can advance the greater good,” Olstein says.
Cossman hopes that other companies
can find inspiration in what GE is doing. If
anybody needs a push to consider marketing that makes a difference, he says to remember that it’s an effective way to reach
younger consumers. “It can help the bottom line. But it’s also sending the message
to your employees that you care about the
world. It’s sending the message to your
customers, especially Millennials, that you
care about the world,” Olstein says. “And
it’s putting out content and stories and information that really does fundamentally
change the world for the better.”
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