Optimizing your Trade
Spend within the Context of
all Marketing

TPMA and ThinkVine
14 April 2010




Todayos Presenter s

A Bob Houk
I Executive Director, TPMA

A Damon Ragusa
T President/CEQO, ThinkVine

.“MM

ThinkVine 4



Agenda

A Introduction
A ThinkVine Overview

A Changes in Media and Consumer Behavior
A Case Studies

A Q&A
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Moving the Goalposts:
A Brief History of Analytics, Forecasting and Optimization

A Analyze overall program performance

i ACust omer s wh cop fusde ah ratidlast year doddetter than those who ran

newspaperadsi so | et 6s encourage more broadcasto
A Post-event analysis
i AThedcapwe di d at Kroger | ast month created
A Predictive modeling of individual events
i ABased on past reseadcapwi | | t prodksel akkifthiwe
A Optimization of individual events
i AOf all the ways we could spend this $50k

endcapand TPRO

A Optimization of sequenced events
i AThe best way to spend our Q4 budget at Kr

A Optimization based on inter-related activities

i AWe do best i f we split up our marketing b
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MODELING AND OPTIMIZATION

A Modeling:

i Alf we promote this item at this retailer
feature in their circular, and a displ ay,
A Optimization:
i AAssuming that we have $50k to spend with

promote this item in this time period, which type of promotion, or combo of
promotions, will provide the most profidt

A The difference:

i In Modeling, the promo types are inputs; in Optimization, they are the output.
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The Drivers of Change

We always want analysis to be
A More granular

A Faster / More often

A Earlier in the process

A Account for more variables
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lest Different T —

Nelar| Radio Trade Search QOut-of- Print Direct
Media Promotion Home Marketing

Optimizing your Trade Spend within the Context
of all Marketing

Jeff Mills, VP of Marketing & Client Management
www. thinkvine.com




Overview
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About ThinkVine
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http://www.citrixonline.com/entry.tmpl?SessionInfo=710752:0B3A4EB841CD072

Questions from marketers

How do | measure the impact of
new media?

What are my marketing cross effects?

How do | measure ALL marketing?

What would happen if | shifted trade
spend dollars into other marketing?

What is the ROI of my marketing?
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Things were simple back then

ALate 19706s Medi a
I 5 media types

A (TV, radio, billboards, magazines
& newspapers)

T 11 national networks,
I Research data--few sources
I A couple of metrics
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Media Landscape

Late 19700s Medi a Landscape
I 5 media types

A (TV, radio, billboards,
magazines & newspapers)

T 11 national networks,
I Research data--few sources VS
I A couple of metrics
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