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TIE INTO

PROGRAM APPS

One way to take advantage of prime time tablet behavior is to tap
into program-specific apps. For example, ABC produced a tablet
app in conjunction with Nielsen for the television show Grey’s
Anatomy. It allowed experiences to be triggered by the program’s
audio (like Shazam). The beauty of this is that there was no need to
be watching in real time. No matter when the viewer watched the
show, they could participate in the experience by playing games,
answering trivia questions, participating in polls and quizzes,
viewing behind-the-scenes content, and even checking into the
fictional locations featured in the show through Foursquare. For
brands, the ability to create these types of experiences in relation
to content sponsorships is invaluable; brands do not need TV buys
to be associated with the content.

More: http://bit.ly/zF{8tW

CHECK-IN TO
COMMERCIALS

The check-in app is evolving - participants can now check in to

content, rather than just specific physical locations. There are a variety
of apps in the marketplace that focus on content or “experiential
check-ins,” including Miso, Philo, Hot Potato and Get Glue. These
apps are seeing not-so-small participation. Get Glue had over 11.7
million check-ins in August 2011, Shark Week (2011) saw over 150K
check-ins for the week, and True Blood’s Season 4 Premier garnered
over 40K check-ins. Pepsi jumped on, doing a grassroots campaign
for Pepsi Max that encouraged people to check in, using IntoNow,
during their MLB-themed commercials. Those that participated
received a coupon good for a free Pepsi Max.



DEVELOP YOUR
OWN VIEWING APPS

Many new start-ups, like MOVL, are creating apps around content

interaction “between screens.” Brands can look at these as an
example of how to create applications specifically related to
content interaction. The MOVL app lets people play games with
content. For example, with one of their apps, built for communal
viewing, viewers can throw a rotten tomato, a kiss, or a brick at the
screen while they watch.

TAKE ADVANTAGE
OF QR CODES

Many brands have started using QR codes in print and POP
advertising, but there’s also an opportunity to utilize this technology
to extend the 30-second spot. Television show True Blood had
a hidden QR code in their 2010 promo that, once scanned, gave
participants access to exclusive content. And AXA, a Belgium
insurance brand, launched an immersive TV ad that allowed viewers
to step into the ad via their iPhones. The ad prompted viewers to
scan a QR code in the commercial, which invited them to see the
story unfold with a first person view.

More: http://bit.ly/wMWqulL




CLICK AND DRAG

LOCAL

TARGETING

Local targeting is a concept for the future. Imagine a TV campaign
that takes place during an event (like the Oscars, the Super Bowl,
or an election) and drives people to a website to register for a
“surprise” by the end of the event. In this scenario, consider the idea
of a florist taking advantage of this type of promotion. Basically, they
could target the campaign to specific zip codes and have delivery
trucks ready to go in those locations. The truck could show up at
your address before the end of the event and deliver a bouquet
of flowers to drive home the idea that the florist can deliver flowers
on short notice. Imagine how this could work for CPG or even QSR
- coffee, sandwiches, tissues — products that align to their television

viewing, time of day or known viewer interests.

LET THE VIEWER
CONTROL THE CAMERA

Consumers have developed a sharp set of expectations around

their use of digital media. In front of a digital device (computer,
mobile, etc.), they're in charge. What if they could be in charge of the
camera too? Social Animal has made this possible. They shoot using
a camera rig that creates a seamless 360-degree, interactive video
experience. This could play well with many brands and products.
Their work with Ace Hotel in Palm Springs lets users navigate the
“day of a guest,” giving them a peek into the lifestyle of the resort.
But it could play just as well with an appliance brand that wants to
showcase multiple products in various rooms in the home. Viewers
could navigate the video at their pace, clicking on hotspots that

either provide more information or drive to purchase.

More: http://www.acehotel.com/palmsprings/360



USE ONE BRAND, ONE BUY,
TO AIR MULTIPLE SPOTS

This is another future-looking idea that plays off the increased

viewing data that is available via DVR, television service providers
and interactive television. For example, if we know that TV #1 in

a home is generally used to view soap operas, Oprah, cooking
shows, Lifetime, etc., we can make the educated guess that the
person most often viewing content on that television is female. If
TV #2 is mostly used to view sports, Spike TV, etc., we can assume
the viewer is most often male. In that case, a brand like Ford could
theoretically buy a spot against a specific program, like American
Idol, and assign the minivan commercial to TV #1 and the F-150
commercial to TV #2.

LET VIEWERS CHOOSE 12
WHAT SPOTS THEY SEE

Take the Hulu model of letting users pick their content, choosing

which brands they want to view commercials from, and apply
it to television. Benefits to the brand are increased viewership of
commercials and a self-selecting audience. It could also drive better
commercial content since users may also choose brands that have
a reputation for creating interesting and entertaining commercials.




13 CREATE USER
-GENERATED SPOTS

This is not a new concept; Doritos has been doing this for years

with their “Crash the Super Bowl” campaign. It allows brands to get
a large volume of content created at a much lower cost and also
gets the fans’ take on your brand/product. This, in turn, can open
the floodgates of creativity internally. In 2012, the Doritos campaign
garnered the most participation yet. Even the “rejects” are so good
that they're gathering a following. This campaign is the benchmark,
but it can be repeated with the right ingredients — a passionate fan
base, a big reward, and distribution of the idea among an eager
pool of talent. For example, a passionate user originally created the
iconic iPhone spot.

More: http://bit.ly/wheTZU




ALLOW VIEWERS TO CHOOSE
THEIR OWN ADVENTURE

We've seen this idea played out in online video, but we're also

seeing new technologies that could allow this type of personalized
experience in television. 13th Street Productions, in Germany,
created an interactive movie that let a theatregoer determine the
outcome of the narrative. A random guest, who provided their
mobile number prior to the movie, was called at a critical pointin the
plot. The character on screen asked the guest what to do, and the
guest’s response was what they wanted the character to do next. It
was a thrilling way to engage not just one person, but also the entire
audience, as spectators. You can get a sense for how this might play
out on TV. Brands could also allow for this mechanism to take place
by buying a spot in every commercial break of a show, allowing
viewers to drive the extended narrative by texting or voting.

More: http://bit.ly/yUR7vl

SYNCHRONIZE
TV AND SEARCH

TV is still the number one driver of search activity, but too many
brands aren’t always considering how search and TV work together.
When Chrysler ran their “Imported From Detroit” campaign during
the Super Bowl, they failed to purchase this term in their search
strategy. Instead, a competitor was able to buy search terms against
this great campaign slogan, garnering a ton of search traffic from it.
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CREATE A BUY
NOW FEATURE

With interactive television it will be possible to allow people to

purchase products they have seen in a show, or in a commercial,
directly from their television set. There may even come a time when
you have a “Buy Now"” button on your remote control.

CREATE MARKETING
PARTNERSHIPS

Old Navy partnered with Shazam to create a unique brand

experience. When the commercial played, a prompt appeared
on the screen that asked people to open their Shazam app and
“Tag.” The tag triggered a branded experience where they could
download the song, view a video, and purchase the products
showcased in the commercial. More recently, Progressive Insurance
did this during their “Flo Robot” spot. The Shazam tag triggered a
brand experience - including links to a free quote, a Find Glo game,

Facebook and Twitter social channels, and their website.
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ENCOURAGE
COMMUNAL VIEWING

People are already watching TV and talking about it in real time on

social networks. Embrace it. Create an experience that leverages
this behavior. “March Tweetness,” sponsored by AT&T, let fans
smack talk via Twitter. The conversations were aggregated into the
dashboard. The platform Watchparty helps brands create branded
communal viewing experiences using Facebook.

SOCIALIZE
YOUR TV

More and more hardware developers are creating interactive TVs

thatinclude a suite of social apps. Samsung’s Smart Hub houses apps
like Twitter, Facebook, etc., and allows users to have conversations
on their platforms right from their television sets.

MEASURE &7y

REAL TIME BUZZ

Companies like Blue Fin Labs allow brands and content creators to
view real time conversations around a specific show. This type of
real-time tracking may allow brands to optimize their TV buy on the
fly, just as they do with the rest of the digital space.



FACTOR BUZZ
INTO YOUR BUY

Four weeks prior to a show premier, a 16% increase in buzz volume

yields a 1% increase in ratings. Other conversation tracking services
are looking into creating reports and products that make predictions
about the potential success of new shows. Network Insights has an
“Qutfront on the Upfront” report that claims to predict which shows
will be successful and which will flop before the first show even airs.
More brands and agencies are looking at ratings as only a part of
the story when doing upfront planning.

MAXIMIZE SPOTS USING

BRAINWAVE & EYEBALL TRACKING

Another future-looking idea, but something FOX, ESPN and others
are starting to experiment with, is tracking eyeballs and brainwaves
to see if a piece of content is actually engaging to people. There
are also early versions of brainwave monitoring devices that let
people engage with content.

More: http://emotiv.com/



CAMOUFLAGE YOUR 23
SPOTS INTO THE SHOW

Brands can create stronger ties to the television show they're

advertising within — not branded content, but program-
customized spots. P&G did a great job of this during last season’s
Mad Men. They showcased different products by creating content
in the same look as the show - similar costuming, lighting, etc.
Viewers would often stop fast forwarding on their DVR, believing
that the show was back, only to become aware that the content
they were viewing was actually a cleverly disguised commercial.

CREATE BONUS
MATERIAL @4

People love viewing behind the scenes content. And if the

commercial is good enough, people will want to see how it was
made. When shooting a commercial, look for opportunities to
create additional content that can live online - behind the scenes,
for example.

HELP VIEWERS DISCOVER 25
COMMERCIALS THEY WILL LOVE

Interactive TV is going to open doors to many new innovative
marketing ideas. One of these possibilities is applying the Pandora
model to commercials. In other words, if a participant “likes” or
“thumbs up” a commercial, you can target them with similar or
complementary products and services.



ENGAUGE IS A MARKETING AGENCY FOR THE DIGITAL AGE.

Engauge is a full-service agency for the digital and social age. We help grow
our clients’ business by leveraging creativity and technology to connect brands
and consumers through the most relevant content and channels.

The proliferation of content and channel opportunities for both consumers
and brands has forever changed the communications landscape. What
hasn't changed are the core fundamentals of marketing: The ability to richly
understand a consumer; to derive a thoughtful insight; and to create a big idea.
For the past several years, Engauge has helped lead its clients by staying true
to these fundamentals, while focusing on talent, technology, innovation and
building a dynamic range of capabilities — from the tried and true, to social,
mobile and whatever's next.

Today's marketing is assuredly more complex, but to us the premise is still
quite simple. Listen to the client. Listen to the consumer. And deliver big

ideas at the right time and place.

For more information, contact:

Joe Koufman Engauge

Vice President, Business 375 North Front Street
Development & Marketing Suite 400
404.601.4367 Columbus OH 43215

jkoufman@engauge.com engauge.com



