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Fall is such a beautiful time of the year. Splashes of color are 
everywhere, the smells of crisp leaves and spiced drinks waft through 
the air and I get to break out a new wardrobe. Of course it also leads 
us up to the holidays. A time when families reconnect, and people all 
around the world—shop!

Holiday shopping data always brings a multitude of valuable 
takeaways for marketers. That’s why we’re once again releasing our 
annual Holiday Shopping Study (HSS). Findings from this year show 
some interesting insights into the increasingly-converging worlds of 
online and offline media (page 12).

Speaking of crossover, both podcasting and TV represent formats 
grounded in traditional media that are continuing to find new life 
in the online world. Radio’s influence is ever-present in podcasting, 
but some key differences can provide added benefits for marketers 
(page 4). With TV, we take a look back at this summer’s market shifts 
and what they mean for the fall landscape, especially in regard to 
streaming (page 21). Our Sports Corner (page 24) also touches on the 
latter.

It’s no secret that I love gadgets, which is why I enjoyed learning about 
the current stock of wearables and those that might soon be hitting 
the market (page 6). These emerging digital formats, along with tried-
and-true strategies in online targeting (page 18) and web analytics 
(page 10) are topics that every marketer should become familiar with.

Fall signifies a welcome change for many, and I hope you enjoy this 
season’s charms as much as I do. Spend some time showing your 
friends and family how much you care, and don’t forget to take 
it all in!

Letter from the
President
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sistently in the 20 most-downloaded 
podcasts on iTunes.  
 While the inability to track exact-
ly how many users heard an ad is a chal-
lenge for the medium, this does not come 
as a deal breaker for many marketers.  
Realistically, the listener has little choice 
but to heed the ad; the hosts are literal-
ly speaking directly into the user’s ear 
and unlike radio, there is no easy way to 
skip over by changing the station.  Even 
fast-forwarding past a sponsored mes-
sage requires arguably more effort than 
it’s worth, given the chance of jumping 
too far ahead. The sell here is engage-
ment.  With strong numbers that support 
listeners consuming most of a download-
ed show with sponsored messaging, it 
would be a loss to dismiss this medium 
during the planning process.
 Marketers’ hesitation to invest 
primarily stems from the lack of metic-
ulous tracking data. Although podcasts 
have continued to trend upward in terms 
of awareness, this can only be seen as a 
small victory compared to concrete year-
over-year subscription numbers coming 
from streaming audio services such 
as Pandora and Spotify.  The industry 
is currently leaning solely on podcast 
downloads for metrics, which doesn’t 
allow sponsors much precision on how 
many people are actually hearing their 
message.  Additionally, the sheer volume 
of podcasts on the web creates conges-
tion while media channels are still trying 
to figure out not only the best recommen-
dation algorithm for users’ interests, but 
scale too.

Promising future
Yet even with the downsides, there are 
still workarounds and compromises. IAB 
and Nielsen are in talks to set additional 
industry standards for podcasts. Lack 
of measurement weighed with histori-
cal podcast engagement data arguably 
cancel each other out. An internal Midroll 
survey found that 63 percent of listeners 
purchased a host-promoted product, 
showcasing a unique trust between host 
and listener. Though podcast daily reach 
of the U.S. population casts a seemingly 
small net at 5 percent, this percentage 
equates to approximately 13 million peo-
ple – meaning the brand message has 
the potential to reach 13 million engaged, 
passionate, well-educated consumers in 
a near-native and trusted format every 
day.

a subtle but steady exposure growth 
year-over-year (with a one year exception 
in 2013), and have officially outlived their 
original partner, the classic iPod.
 In addition to Serial’s success, 
the consistent rise of podcast awareness 
and penetration can be attributed to nu-
merous advances over the years. Accord-
ing to NPR and Edison Research, more 
than 75 percent of podcast listeners tune 
in at home or while commuting, with the 
majority listening on a portable media 
device, such as a smartphone or tablet. 
Mainstream adoption of the smartphone 
allows consumers to seamlessly down-
load and manage their podcast usage on 
a personal device. The emergence of in-
app streaming services installed in cars 
also allows podcast consumers to tune in 
on the go, and provides an easier barrier 
of entry for testing out new, pre-inserted 
programs.
 A particularly defining feature of 
audio storytelling is its audience. Histori-
cal data supports defining these users as 
principally loyal and passionate. Accord-
ing to the 2015 Public Radio Podcast 
Listener Survey by Edison Research, the 
average weekly podcast user consumes 
six episodes a week and spends at least 
30 percent of their daily audio usage with 
podcasts alone. On top of the high vol-
ume of episodes per week, these users 
often listen to a podcast within 48 hours 
of downloading, and 91 percent report 
listening to most or all of a public radio 
podcast. To put this into perspective, the 
average American age 12 and older attri-
butes a maximum 2 percent of their daily 
audio diet to podcasts. 

hrough recent years, marketers have 
largely viewed podcast advertising as a 
low supporting piece to dynamic audio 
campaigns. However, podcasts are start-
ing to make a dent in their longstanding 
mold, thanks in part to the breakout 
show Serial that aired in late 2014. The 
hit series was produced in collaboration 
with NPR affiliate, WBEZ Chicago where 
Serial creators previously worked on the 
well-known show This American Life. 
Podcast exposure heightened after this 
12-episode sensation achieved an iTunes 
record as the fastest to reach five million 
streams. This feat demonstrated the 
potential reach of podcasts and solidified 
the medium as a serious advertising con-
sideration for marketers and sponsors 
alike.
 This year, the Interactive Adver-
tising Bureau (IAB) held the first-ever 
Podcast Upfront Showcase, focusing 
heavily on the power of podcasts and the 
value of its audience. Additionally, NPR 
announced new higher-profile sponsors 
for Serial, such as Target and AT&T. Both 
represent a step up spend-wise from 
their previous sponsor Mailchimp, a mid-
sized email marketing company. 

Origins and evolutions
Unbeknownst to many, podcasts have 
been around for more than a decade, 
with elements of its own name outdating 
itself. The term “Podcast” was actually 
derived from a combination of “iPod” 
and “broadcasting,” and originated from 
Apple’s iTunes version 4.9, which provid-
ed native support for podcasts. Since its 
2005 debut, podcasts have showcased 

 Users who frequently tune into 
podcasts tend to have a healthy social 
media footprint, proving more likely to 
follow brands on social sites. This is par-
ticularly important, as podcast consum-
ers are frequently considered thought 
leaders in their community. These 
findings equate to what marketers are 
currently discovering: these audio spots 
have the powerful potential to share a 
message organically in a passive, effec-
tive way. Podtrac’s ad effectiveness study 
found podcast advertising results in 62 
percent average unaided ad recall, an 81 
percent average increase in product or 
service awareness, a 187 percent aver-
age increase in usage intent and a 69 
percent average brand favorability rating. 
In addition, the audience is considered 
desirable for many brands, being made 
up of a strong 18 to 44 age range, equally 
male and female, likely affluent and high-
ly educated individuals.

Opportunities and obstacles 
Podcasting’s near-native front and ad 
delivery are partly accountable for driv-
ing such a preferred audience. Podcasts 
have a unique opportunity to deliver 
a message in a more intimate way as 
opposed to a banner ad or a 30-sec-
ond spot on a streaming audio service. 
Stripped down, these endorsements are 
delivered by the hosts themselves, auto-
matically creating a more persuasive sell. 
“My connection to the audience is some-
thing I completely cherish and is part of 
that medium that is really unique,” said 
Roman Mars, podcaster of 99 percent 
Invisible, a design podcast that is con-

The lines between media and marketing technology are blurring. The influx 
of programmatic media platforms and the heightened importance of making 
informed media decisions through data are closing the gap between historical-
ly disparate systems and processes. Programmatic media platforms are now 
functioning on the same first-party data that’s traditionally been saved for in-
ternal marketing efforts. With data at the center, it is now possible for marketers 
to connect their paid, earned and owned marketing efforts to create unique 
cross-channel consumer experiences. 
 While possible, connecting disparate systems isn’t easy. In response 
to growing demand, media and marketing technology companies are starting 
to encroach on each other’s territory with competing technology solutions or 
integrations to help streamline cross-functional data sharing and activation.  
Companies like Facebook, Rocketfuel, Adobe and Oracle have product offer-
ings that boast the ability to find and attract the right prospects, then move 
them through their own unique customer journeys. The pay-out of going “all 
in” with one tech stack is still to be seen, but the movement toward media and 
marketing platform consolidation is inevitable for brands that want to galvanize 
their data in real time and achieve informed executions. 
 Consolidation at the technology level is a driving force behind recent 
restructures aimed at expanding programmatic capabilities and strengthening 
cross-department comprehension and utility. The capacity of technology cou-
pled with the availability of data is inherently tied to the development of smart 
marketing strategies; programmatic proficiency across agency departments 
will be critical as clients increase their demand for cross-channel communica-
tion solutions. Agencies need to be equipped to ideate and activate strategies 
that leverage their tech stack as well as their clients.
 The same operational silos that are hindering agency integration are 
also impacting brands. Brands are quick to demand assimilation from their 
agencies, but in order for them to take advantage of a cross-channel commu-
nication strategy they need to strengthen the communication and processes 
within their own organization. The roles of marketing, web development, ana-
lytics and legal departments are all being forced to overlap, and data is the cul-
prit.  If data is a key to creating unique customer experiences and centralization 
is required for activation, brands need to develop data management strategies 
that foster cross-department access and sharing. As a result, brands ought to 
work with their agencies to establish a new integrated workflow across key 
stakeholder groups responsible for managing various marketing data sets. 
 In our socially connected digital world, the consumer journey is no lon-
ger a linear process. As marketers, we have to evolve and adapt to the pur-
chase path of today’s customer. In order to do so, we must have a much deeper 
understanding of how to best engage consumers at each touch point along 
their journey. This can only be achieved with access to the right data. And 
just as important, making sure the right processes are implemented for opera-
tionalizing the activation of that data to drive marketing performance through 
enhanced customer experiences.

T

By Kay Wesolowski



WEARABLE TECHNOLOGY:
WHAT’S NEXT?

 Though smartwatches have a higher overall awareness 
level, the market is dominated by fitness trackers in terms of 
penetration. Interestingly, fitness trackers have almost double 
the market penetration, but still log smaller awareness levels. 
This is likely the result of fitness-oriented wearables hitting the 
market well before any substantial smartwatch. Nonetheless 
change is in the air, as the increased focus on smartwatches 
for this holiday season is considerably likely to shake up the 
market.

Wearables have been among the newest and most exciting 
technology innovations since the smartphone. This emerging 
market has steadily increased in popularity and overall share 
since 2012. Last year, an estimated 21 million wearable tech-
nology units were sold, a number that is expected to continue 
growing through 2016. 
 Due to the creative marketing and advertising efforts 
by companies like Apple, Android, Fitbit and GoPro, these items 
are becoming household names. With a variety of devices to 
choose from, the wearable technology industry is attracting 
millions of users. 

By Justin Bateman, Jenna Egan and Austin Scherf
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iOS

iOS
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Square

Square

Round

Round

Round

Round

1.5”

1.56”

1.65”

1.2”

1.2”

1.3”

1.26”

1.63”
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also utilizes Force Touch. On top of that, 
the Apple Watch offers various designs 
for the watch’s band, including different 
materials, sizes and colors. Android Wear 
devices are simpler in their designs, 
going with a sleek touch-only interface 
that reflects a more traditional watch 
look. The Android Wear line also has 
limited options for custom watchbands, 
but many of its watches are customizable 
in their own way through downloadable 
digital watch faces.
 While both platforms offer many 
of the same features, the way they get 
you there varies. Because Apple is in the 
app-selling business, its watch is very 
app-centric with lots of proprietary and 
third-party options that can be installed 
to customize your experience. Apple 
Watch operates essentially as a unique 
smart device that communicates with the 
iPhone, which allows it to do a bit more 
than Android Wear, but also means it 
has a slightly steep learning curve. On 
the other end of the spectrum, Google is 
in the information business. Its Android 
Wear is treated more as an extension 
of the Android phone, essentially push-
ing important information (powered by 
Google Now) from the phone to the 
user’s wrist. This simplistic functionality 
makes Android Wear a little easier to use 
out of the box, but reduces its ability to 

sung’s Gear Smartwatch. Apple on the 
other hand only offers its Apple Watch, 
allowing it to closely control the user 
experience, but also limiting the overall 
styles and options available to consum-
ers.
 The primary function of a smart-
watch is to save the user time by offering 
important information at a glance. This 
supplements the smartphone by offering 
many of the same capabilities in a hands 
free way. Because of this, the Android 
Wear and Apple Watch platforms have 
many of the same features, including 
message and calendar notifications, 
voice control, navigation, fitness-tracking, 
third-party apps and proprietary apps 
that all update during the cellphone’s 
regular syncing process.
 Still, the two lines do differ in 
their physical design options and sim-
plicity. The Apple Watch has an easily 
recognizable rectangular face, while 
most Android Wear devices have opted 
for a more traditional round face. The 
Apple Watch features Apple’s new “Force 
Touch” technology, which gives the 
user different options depending on the 
amount of pressure applied to the tap. 
The “Digital Crown,” which is the dial on 
the side of the watch that allows for oper-
ating and navigating the device without 
obstructing the relatively small screen, 

2015 tech of the year: 
Apple Watch versus Android Wear
Apple’s first piece of wearable tech-
nology brought forth a lot of buzz, as it 
competes directly with Google’s Android 
Wear released in 2014. Consumers’ 
purchasing decisions for Android Wear or 
the Apple Watch mostly depends upon 
which brand and mobile platform they 
are most comfortable with, as opposed to 
factoring the capabilities of each product. 
However it’s important to note that the 
functionally, benefits and shortcoming do 
differ between the two platform options. 
For instance, under the Android Wear 
umbrella there are a number of different 
devices available. The main brands most 
consumers know today are Motorola’s 
Moto 360, LG’s Watch Urbane and Sam-

Source: AndroidCentral, CNET, Gizmag
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Urbane and the Moto 360, are also able 
to send and receive data over Wi-Fi even 
if the smartphone isn’t nearby. It stands 
to reason that future models from other 
brands will soon follow suit.
 As wearable technology contin-
ues to change in response to consumer 
demands and new products entering the 
market, smartwatches have the potential 
to catch up and surpass Fitbit. After all, 
with the emergence of new technology 
the wearables market is becoming more 
complex by the day.

What’s next in 2016?
If 2015 was the year of the smartwatch, 
virtual and augmented reality devices 
are slated to be the tech craze of 2016. 
Despite it being an emerging market, 
billions of dollars are already at stake for 
companies hoping to come out of next 
year as King of the virtual landscape. 
The company with the most buzz around 
it right now is Oculus, which was ac-
quired by Facebook in March of 2015 for 
a whopping $2 billion. Oculus’ flagship 
device, the Oculus Rift, is set for a first 
quarter release in 2016, and the gaming 
industry is bursting with excitement at 
what the next generation of gaming will 
bring.
 The Oculus Rift is a virtual reality 
headset that gives users the ability to be 
placed in exciting, fun and educational 
environments all from the comfort of their 
own home. Many of the first applications 
and software released for the Oculus Rift 
will be focused on simulation experienc-
es, rather than the fast-paced gaming 
that we are used to from consoles. Users 
will be able to strap the device on and 
find themselves careening down a roller 
coaster track, sitting alone in an empty 
movie theatre, watching the latest block-
buster release, relaxing on a beach in 
the Caribbean, or even flying an airplane. 
There will also be traditional video games 
coming down the pipeline for the Ocu-
lus Rift, including first and third person 
shooters, racing games, and sporting 
competitions. The communications impli-

chase a Fitbit than a smartwatch, with the 
former selling 850,000 devices during 
that month, beating out the 770,000 
Apple Watches sold. However, it’s worth 
noting the price difference between 
the two tech pieces, which could relate 
to the difference in total devices sold. 
The average price of the Apple Watch is 
$735 (excluding the Apple Watch Edi-
tion, which ranges up to $17,000). On the 
more affordable side, the Fitbit averages 
$138.
 As previously stated, awareness 
levels present a contradictory picture for 
this competition. According to AdWeek, 
74 percent of consumers are aware of the 
activity trackers market, which is slightly 
lower than the 81 percent of consumers 
who are aware of the smartwatch sector. 
Still, of the 74 percent who are aware of 
Fitbit and other activity monitors, 11 per-
cent actually own them, while only 3 per-
cent own smartwatches. The study goes 
on to state that there is a gender divide 
in the wearable technology market, in 
which 54 percent of women own activity 
trackers compared to 46 percent of men. 
This is by no means a massive gap, but 
when compared to smartwatches one 
might think otherwise. In that ownership 
sector, men are the clear dominators at 
71 percent, compared to 29 percent of 
women owning a smart-tech device.
 With the fitness and activity 
tracking market currently worth $25 bil-
lion and the demand for sports-focused 
devices being high, Sue believes that this 
niche market could easily double to $50 
billion within the next year. Furthermore, 
AdWeek estimates that by the winter of 
2016, more than 30 million consumers 
will own a Fitbit or other wearable health 
trackers, and only 20 million are project-
ed to own smartwatches by that time.
 But the major difference be-
tween smartwatches and fitness wear-
ables is the latter’s capacity to operate 
as a standalone device. With both the 
Apple Watch and most Android Wear 
devices, the user needs to pair the de-
vice with and be in the general vicinity of 
their smartphone to access most of the 
features, while Fitbit and similar fitness 
devices are able to function entirely inde-
pendently. For instance, the Apple Watch 
needs to be connected to the same Wi-Fi 
network as the iPhone in order to access 
many of its features. Though still very de-
pendent, some smartwatches within the 
Android family, like Samsung’s Gear S, 
are able to connect to cellular networks 
without being connected to the smart-
phone. Other models, such as LG’s Watch 

operate independently of the phone. As 
mentioned, Apple iPhone users are more 
likely to use Apple’s offering and vice 
versa for Android users. However, the 
real competition for smartwatches in the 
greater wearables market still lies in the 
hands of health and activity monitoring 
companies, like Fitbit.

Current market analysis:
Fitbit against smartwatches 
According to a recent eMarketer study, 
individuals in Spain prefer to use wear-
ables for health monitoring purposes 
and to keep up-to-date on sports, rather 
than navigational, gaming and multi-
media viewing purposes. Among those 
who owned wearable technology, Fitbit 
was the brand winner with 60 percent 
of wearable owners using the device, 
compared to 48 percent who had a 
smartwatch and a handful of participants 
who had smartglasses. Presumably, the 
same sentiments seem to be shaping the 
current market-share breakout in the U.S. 
as well.
 Surpassing the Apple Watch in 
sales by 22 percent, Fitbit is positioned 
for a boom during the rest of 2015, lead-
ing into 2016. The Fitbit brand is predict-
ed to have a growth of 83 percent with 
its full-year fiscal 2015 revenue and 29 
percent growth in fiscal 2016, according 
to Forbes.
 Mark Sue, an RBC Capital Mar-
kets analyst told Forbes she predicts 
Fitbit will grow “into a wellness tech 
platform in a category that’s broader than 
wearables. The healthier lifestyle change 
we’re seeing in the U.S. is being mirrored 
overseas and international contributes 
about 25 percent of sales, offering sub-
stantial growth opportunities.”
 Apple Watch consumers differ 
greatly from Fitbit buyers, according to 
Sue. Apple Watch attracts tech-savvy, 
innovators whereas Fitbit wearers tend to 
be health-conscious early adopters who 
like to monitor their wellbeing. Device 
sales data from May 2015 reveals that 
consumers were more inclined to pur-

VS
2016? “

trend for a few reasons. As we discussed 
in our State of Media for spring 2014, 
consumers are concerned about their 
online privacy and are hesitant to release 
certain personal material. Users are much 
more likely to divulge behavioral informa-
tion, but are less likely to voluntarily give 
financial and health information. Fitness 
Trackers would fall into this category, 
but it doesn’t seem to be keeping the 
early adopters away from these devices. 
Smartwatches fall into the behavioral in-
formation sector, being as you are receiv-
ing push notifications from your phone 
directly to your wrist. While 77 percent of 
the polled population knows of the devic-
es available, only 7 percent has actually 

purchased a piece of wearable technolo-
gy. Business Insider estimates that up to 
385 million people will be using wearable 
technology in the near future.  Users 
swear that these devices are now an 
integral piece of their wardrobe and have 
made their lives easier. The more privacy 
concerns come to the forefront, it will be 
interesting to see if the wearable technol-
ogy market continues to grow at the pace 
it is now.
 
Opportunities are everywhere
With the emergence of so many new 
products in this sector, it is evident the 
wearables market is heading in the direc-
tion of the augmented and virtual reality 
sphere. Still, marketers and brands have 
a multitude of advertising and integration 
opportunities across all wearables plat-

cations are huge as well. Entire classes 
will be able to take a virtual field trip to a 
museum or historic location for a fraction 
of what it would cost to physically travel 
there. Teleconferencing will become 
much more interactive and personal 
when you can sit in a virtual meeting 
room with your coworkers and clients. 
As developers spend more time with the 
device and the public responds, one can 
only imagine the possibilities that can 
come from the immersive technology that 
is virtual reality.
 As with any burgeoning indus-
try, Facebook isn’t alone in its quest for 
dominance in the virtual world. Several 
other tech giants have thrown their hats 
in the ring, including: Sony, Microsoft, 
HTC, and Samsung. Sony is slated to re-
lease its PlayStation VR (formerly Project 
Morpheus) in Q1 of 2016. PlayStation VR 
will have the advantage of already having 
a large gaming audience with compatible 
products in their homes, (Sony’s PlaySta-
tion 4 system that was released in 2013). 
Microsoft’s HoloLens, also rumored to be 
released in early 2016, is a Windows 10 
augmented reality device. Augmented 
reality is slightly different than virtual re-
ality in that the device changes and adds 
to the appearance of the environment 
you’re actually in, opening up another 
spectrum of possibilities, (think design-
ing the layout of your new apartment, 
streaming video on your bedroom wall, 
and robots bursting through your front 
door). 
 Like Sony, Microsoft has the 
added benefit of a pre-existing audi-
ence in its Xbox One user base. Mobile 
phone company HTC has teamed up with 
Valve, the popular video game develop-
ment company, to create the HTC Vive, 
which is also to be released in Q1 of 
2016. Finally we have Samsung, which 
actually released the first mobile virtual 
reality device, Gear VR, in May of this 
year. The unique thing about the Gear 
VR is that it actually runs off of and uses 
a Samsung Galaxy S6 smartphone as 
its display.  Simply boot up the software 
and place your Samsung device into the 
headset and you’ll be transported into 
a virtual world where you can see high 
resolution videos, and enjoy virtual reality 
gaming with an Android-compatible con-
troller. With the emergence of so many 
new products in this sector, the augment-
ed and virtual reality sphere is definitely 
where the wearables market is headed.
 Although wearables are the hot 
item this holiday season, some consum-
ers are reluctant to join into the latest 

Virtual and 
augmented 

reality devices 
are slated 
to be the 

tech craze 
of 2016.
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forms and formats. The real key here for 
brands willing to allocate the resources, 
is to think beyond just sponsorships and 
traditional ads by developing integrated 
apps that truly add value for consumers. 
 Obviously, those who don’t have 
the budget for this can still approach 
opportunities for in-app sponsorships. 
Health companies and others with the 
ability to serve quick bits of information 
currently have a clear advantage in the 
wrist-wearables sector at the moment. 
But as virtual and augmented reality be-
comes more commonplace, the chance 
to build immersive ad experiences and 
subtle branding opportunities throughout 
these platforms will grow exponentially.



n today’s day and age a website is one of the most, if not the 
most vital components to a brand. A flawless website experi-
ence is therefore crucial, and in order to ensure these positive 
online experiences for consumers, all brands need to establish 
a solid web analytics strategy.
 Aside from basic website metric reporting, web an-
alytics—which, simply put, is the study of online behavior to 
improve web experience—can provide valuable insight into 
many areas of a brand’s digital landscape, including website 
functionality and usability, ecommerce activity and media 
campaign performance.

Optimizing website functionality and usability
According to eMarketer, 45 percent of small and midsize 
businesses consider their company website to be their number 
one marketing tool. It comes as no surprise then that more and 
more companies are turning to web analytics to ensure their 
website is functioning properly.
 Besides verifying that a website is functioning, web 
analytics can identify whether certain traffic flows of a website 
are working as expected. The checkout process of an e-com-
merce site is a prime example of a page flow that is often mon-
itored via web analytics platforms. A company may anticipate 
that 50 percent of visitors who add a product to their shopping 
cart will complete their purchase, but find that only 45 percent 

An Intro to
Web Analytics

“ “

45 percent of small and 
midsize businesses 
consider their company 
website to be their number 
one marketing tool.

I

By Katie Keift
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actually convert. By analyzing how visitors navigate through 
the purchase process and watching where visitors drop-off, 
businesses can identify areas of opportunity to improve con-
tinuation rates. For instance, if there are a high percentage of 
visitors who abandon their shopping cart when prompted to 
enter in a payment method, optimizations might include clari-
fying credit card entry instructions, adding a review step prior 
to completing an order or adding the functionality for guests 
to save their payment details for future purchases.
 Web analytics data is also unbiased and helps identify 
usability issues that are often overlooked by individuals who 
are most familiar with the website. New promotional content 
may not be generating the expected volume of page views, 
which could indicate a navigational issue. The internal team 
may know exactly how to get to these pages, but not neces-
sarily the general public.

The importance of web analytics in measuring 
campaign performance
Combined with media analytics, web analytics tools can 
provide supplemental data that allows marketing teams to see 
how paid traffic behaves after landing on a website. Analyzing 
both data sets provides a holistic view of the visitor and can 
help uncover key learnings that may have been missed if each 
data set were looked at separately.

Take an online display ad campaign for example. Media ana-
lytics might indicate that ad “A” is out performing ad “B” when 
comparing conversion rates, cost-per-acquisition and click-
through rates. With this information alone, optimizing away 
from ad “B” would seem probable. However, when taking into 
consideration web analytics data that shows customers gen-
erated from ad “B” have 10 times the customer lifetime value 
than customers generated from ad “A,” optimizing away from 
ad “B” all together would no longer be the best decision.
 As in the above scenario, supplementing media and 
campaign analytics with web analytics can provide valuable 
context that may prevent premature optimizations based on 
incomplete data.

Data doesn’t lie (usually) 
Websites and web analytics technology are constantly evolv-
ing, leaving plenty of opportunity for tracking issues to occur. 
While web analytics data can lead to valuable actionable 
insights, it is critical to ensure data accuracy before making 
any optimizations. If “dirty” data is used to generate insights 
and recommendations, there is a risk of hurting the business 
instead of helping. Having a data audit plan as part of the web 
analytics strategy will help verify the data is accurate, as well 
as keep the data clean moving forward.



By Jon Christens, with contributions from Darrell Drake and Elizabeth Kalmbach

Average spent on gifts for others:

Source: 2015 HSS
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ing season’s outlook however doesn’t 
appear to be so bullish, which could be 
a product of increasing volatility in both 
the U.S. and global markets. Last year, 
an environment of improving job figures, 
market health and a decline in gas prices 
due to higher U.S. crude production had 
consumers in a good mood. This year, 
concerns over a fairly sluggish economy, 
China’s economic slowdown and Europe-
an troubles seem to be contributing to a 
more subdued mood.

Expectations for 2015
Even if some aren’t so bold in their opti-
mism for 2015, most are still projecting 
spending growth. The NRF has scaled 
back this year’s prediction to rest at a 
3.7 percent increase, while analytics firm 
RetailNext predicts a 2.8 percent bump. 
Many others fall in between this range for 
their spending growth predictions, but 
all of this underscores the fact that even 
high-end percentages still fall below the 
past five-year average. This also show-
cases how tricky it has become to plot 
accurate estimates of consumer spend-
ing when increasingly diverging media 
and shopping methods are the norm.
 For instance, the 2015 HSS 
found that the average U.S. consumer is 
actually predicting they’ll spend less this 
year than last. Results show a slight dip 
of 1.43 percent less in their overall spend 
predictions for this year when compared 
to their spend estimates in 2014. Those 
who have budgeted between $251 to 
$1,000 for gifts this season are driving 
this decrease. These individuals plan on 

he retail industry has official-
ly entered its holiday-rush 
season, and marketers are 
continuing to search for key 

insights that will help them stay ahead of 
the pack throughout this critical period. 
With this in mind, KSM and ORC Interna-
tional teamed up once again to ask more 
than 1,000 U.S. consumers about their 
holiday shopping habits and general sen-
timents toward the season in the 2015 
Holiday Shopping Study (HSS).
 Many forecasts for the 2014 
season provided a mixed bag of consum-
er confidence levels and overall spend 
figures. A brief review of these provides 
important context to the continued shifts 
uncovered in KSM’s latest study. While 
a Pricewaterhouse Coopers 2014 report 
claimed that a majority of households 
planned to scale back their spending 
habits an average of $69 year-over-year, 
the National Retail Federation (NRF) 
took the opposite view, projecting a 4.1 
percent uptick in overall sales. KSM’s 
2014 HSS also predicted that 71 percent 
of consumers would increase their year-
over-year spend. In the end, the NRF’s 
take was nearly spot on with multiple 
sources confirming a 4 percent year-over-
year bump in spend, which capped at 
$616.1 billion, representing the strongest 
growth since 2011.
 To most, it was a miniscule win 
for the industry since the 4.1 percent 
average spend growth exceeded the 
previous five-year average, which sat 
at about 3.9 percent, according to the 
International Business Times. The com-

spending about 2 percent less this year 
than last, while those budgeting less 
than $250 or more than $1,000 (a smaller 
group) are planning to slightly increasing 
their spend.
 Analyzing demographics pro-
vides an interesting look into which 
specific segments are planning to spend 
more this year. While African-Americans 
say they’ll spend less overall compared 
to the entire survey group, they are 
reporting a year-over-year increase of 9 
percent in their spend. Males are another 
segment predicting they’ll spend more 
this year, by 4.6 percent. When analyzing 
household income segments, one might 
naturally expect that higher household 
incomes would be contributing to any 
increase in spending. But while house-
holds with incomes of either $100,000 
or more, or in the range of $50,000 to 
$75,000 self-report plans to spend 1.3 
percent and 4.3 percent more respective-
ly, those households with incomes falling 
in the range of $75,000 to $100,000 
are actually imagining they’ll spend 6.3 
percent less this year. Households mak-
ing $35,000 to $50,000 plan to spend 
about 5.8 percent less this year, and 
those making $35,000 or under expect 
to spend 2.3 percent less, contributing to 
the predicted 
decline overall.
 Why the disparity in numbers 
when compared with other forecasts? 
For starters, some level of inaccuracy 
must be taken into account when con-
sumers are asked to plot their estimated 
spend levels for this year and remember Holiday

Shopping
Forecast
How are consumers feeling about this year’s holiday season?
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ing will rise from 40 percent last year 
to about 42 percent in 2015 according 
to the HSS. The act of buying online 
for in-store pickup will remain steady at 
about 5 percent, whereas buying on-
line with home shipping is expected to 
propel all the growth in this segment to 
eventually rest at 38 percent. Focusing 
in on African-Americans, millennials and 
Hispanics, we see that these groups 
have much higher instances (at 7, 8 and 9 
percent respectively) of utilizing in-store 
pickup when shopping online, indicating 
a willingness to use technology to their 
advantage. Many analysts say that retail-
ers who haven’t already done so should 
look to establish an in-store pickup 
option for online sales to not only catch 
extra opportunities from the web, but 
also capitalize on impulse purchases that 
can arise when shoppers come to claim 
their items.
 However, one red flag arising for 
online shopping is that many consumers 
seem to still be unaware of, or are not 
receiving free shipping offers from retail-
ers during the holidays. This is evident 
in a few areas of the HSS’s data, but in 
this particular question it was seen when 
respondents claimed they prefer online 
shopping with in-store pickup because 
they “like the convenience of shopping 
online, without the shipping costs.” With 
the competition growing fierce in the 
online shopping landscape, retailers who 
aren’t considering offering or promoting 
free shipping periods to holiday cus-
tomers will most certainly lose out in the 
long-run.

cent this past July, sales at department 
stores dropped 0.8 percent. What’s more, 
it attributes some of this loss to a change 
in consumer behaviors, especially with 
millennials. For this group, “doing things” 
has become more popular than mass 
consumerism. This means spending more 
money on restaurants, bars, vacations, 
concerts and other experiences that can 
be shared with friends and loved ones. 
That’s not to say that consumers are 
only spending on fun; auto, home, sports 
gear, health and beauty (all identified 
as leaders in KSM’s 2014 HSS) also saw 
increases, but spending on that leaves 
less money left over for the standard-is-
sue holiday gift. For now, the question of 
whether these category trends and dis-
mal spend-growth predictions will hold 
up this holiday season has to wait until 
January to be answered.

Shopping source and timing
The inevitable growth of online holiday 
spending continues this year, but it will 
not overtake in-store activity, according 
to the 2015 HSS. The latter shopping 
source will remain the primary planned 
method of purchase for most consumers, 
falling slightly this year to 58 percent 
from 60 percent last year. While still a 
small piece of the overall spending pie, 
consumers say their purchases made 
in-store through mobile devices or kiosks 
with ship-to-home options should rise by 
about 33 percent this year, underscoring 
the need for brick-and-mortar retailers to 
offer crossover options at every avenue.
 On the flipside, online spend-

those of last. The more important take-
away however, is that this is likely arising 
because the aforementioned market 
concerns are painting a negative pic-
ture overall for consumers. When those 
individuals are asked to predict their 
spending under these circumstances, it 
becomes unsurprising to see that a ma-
jority will say they’ll spend less, regard-
less of what post-holiday data may show. 
A consumer confidence report from the 
University of Michigan seems to back up 
this theory as well, with the current index 
level taking a four-month slump from its 
high of 96 in June. Moreover, while a 
Consumer Confidence Survey that Niel-
sen conducts for The Conference Board 
showed an overall confidence index that 
clashes with these figures, its September 
edition still indicated very mixed feelings 
in the realm of job growth, short-term 
business conditions and income growth.
 Aside from consumer sentiments 
toward the economy, hard data from 
the U.S. Department of Commerce also 
shows sluggish growth. Personal income 
and unemployment levels have remained 
virtually stagnant over the past three 
months, with personal expenditures 
(which measure the public’s buying hab-
its) taking a nosedive this past spring and 
staying low through last month. 
 Another trend possibly impact-
ing some retailer’s holiday performance 
is consumers’ increasing prioritization 
of spending money on experiences and 
activities rather than dry goods. A recent 
New York Times article showed that 
while some retail spend grew by 0.6 per-

sites. It might have also forced enough 
attention on the issue to have more of an 
impact than consumers are estimating 
on this year’s purchasing activity, though 
only time will tell.
 While purchasing on mobile 
devices might not be the default meth-
od just yet, utilizing them to conduct 
research and access other information 
during the shopping experience has 
definitely hit its stride. This is especially 
true once again for African-Americans, 
Hispanics and millennials, with the 2015 
HSS finding that 73, 83 and 89 percent 
respectively plan to utilize some sort of 
mobile device while shopping in-store 
this year. In addition, 66 percent of 
all in-store shoppers plan to use their 
mobile devices to assist in a range of 
shopping-related activities. The most 
popular at 44 percent is to “find deals, 
promotions and coupons,” with other 
common uses including price comparison 
apps, searching competitor’s informa-
tion and checking availability of items. 
Viewing ratings or reviews and using a 
retailer’s in-store app, while still enticing 
a quarter of respondents, came in as the 
least popular function for in-store mobile 
utilization.

Sentiments toward holiday shopping
When respondents were asked about 
their attitudes toward expanded holiday 
shopping hours and promotions, the 
overall sentiments were generally nega-
tive. About 70 percent of those surveyed 
feel that expanded holiday hours are 
not necessary, and 62 percent think the 
increasing amount of shopping days (e.g., 
retailers choosing to open on Thanks-
giving night and swapping inventory at 

third quarter to grab a piece of that ac-
tion. This point is also especially relevant 
to those who have been proclaiming for 
the past couple years that Black Friday 
and Cyber Monday really don’t command 
the volume of audience that other peri-
ods, especially December, do. The only 
anomaly in regards to Black Friday comes 
from both Hispanics and African-Ameri-
cans, who say they are about 32 percent 
more likely than other groups to shop 
in-store on this day. The remaining seg-
ments show fairly low levels of shopping 
activity on Black Friday.

Devices and technology
The steady rise of online shopping would 
seem to logically produce corresponding 
growth in holiday purchases made on 
mobile devices. Although growth in this 
area is definitely occurring, it’s still in the 
early stages and pales in comparison to 
laptop and desktop purchasing. The 2015 
HSS data points to some fairly small per-
centages of holiday transactions taking 
place on mobile devices. Respondents 
estimate that around 30 percent of their 
purchases happen on mobile devices 
(tablets or smartphones), while the re-
maining 70 percent take place on laptop 
or desktop computers.
 That said, it most certainly does 
not mean that mobile and tablet inter-
faces should be overlooked by retailers. 
Part of the problem with mobile purchas-
ing may lie in the very fact that many 
retailers’ mobile purchasing experiences 
are sadly outdated and prohibitive to 
speed and convenience. Google’s “Mo-
bilegeddon” scare certainly had many 
companies scrambling earlier this year 
to upgrade or even launch their mobile 

 In regards to timing for holiday 
shopping, many consumers expect they’ll 
keep the same routine as they did for 
2014. This is true across both in-store 
and online shopping. When compared 
to last year, one of the only noticeable 
increases in planned shopping activity is 
with online shoppers and Cyber Monday, 
which received a 20 percent bump this 
year. The other is for in-store shoppers 
planning to buy gifts during the first three 
weeks of December, which rose by 6 
percent from last year. Activity for the 
remaining key holiday shopping periods 
stayed fairly consistent with what shop-
pers reported last year.
 Looking into age breakouts, it 
becomes clear that millennials have a 
much higher propensity to conduct their 
shopping during Thanksgiving Day than 
other age groups. They also conduct an 
almost equal amount of holiday shopping 
(about 20 percent) across the timeframes 
of “pre-Thanksgiving,” “Black Friday,” 
“Cyber Monday” and the “first three 
weeks of December.”
 One especially notable bit of 
information regarding timing came from 
HSS respondents who stated that nearly 
a quarter of all their holiday shopping 
took place before Thanksgiving. Other 
studies, particularly one conducted by 
Google back up this phenomenon and 
even take it a step further, showing that 
26 percent of all shoppers say they’ve 
done some holiday shopping before Hal-
loween. Many would agree that retailers 
“decking the halls” with holiday ads and 
décor prior to Halloween isn’t a good 
idea, but that doesn’t mean that stores 
shouldn’t be thinking about launching 
some strong sales options early into the 
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tively. On the other end, in-store shop-
pers listed the ability to physically touch 
and see a product as their number one 
enticement at 55 percent. Not having to 
pay for shipping came in as the num-
ber two reason at 49 percent, and easy 
return was number three at 41 percent. 
These last two reasons represent a huge 
missed opportunity for online entities, 
since consumers either don’t know 
about free shipping windows and easy 
return-postage options, or the sites they 
shop at don’t offer these options.
 As usual, most consumers are 
actively on the hunt for deals during the 
holidays, with more than 81 percent of in-
store and 85 percent of online shoppers 
planning to utilize coupons this holiday 
season. Hispanics who are shopping 
online also overwhelmingly say email 
ads and coupons are their number one 
enticement for choosing a particular re-
tailer, with more than 65 percent feeling 
this way compared to the overall average 
of 47 percent across all groups. In similar 
fashion to the advertising influencers, 
most in-store shoppers look first to store 
circulars, then mailers, retail websites 
and retail emails for coupons. Online 
shoppers look first to retail websites, 
then retail emails, coupon websites and 
circulars. This continues to underline the 
importance of a solid cross-media strate-
gy throughout the holiday season.

panics. It’s also backed up by this group’s 
higher propensity than others to conduct 
in-store shopping on Thanksgiving Day, 
Thanksgiving weekend, Christmas Eve 
and Christmas Day.

Influencers for shoppers
Looking at influencers on both in-store 
and online shopping, some familiar pat-
terns arise. Store circular advertisements 
again took the top spot as the largest 
influencer for in-store shopping, with 53 
percent of respondents listing these as 
either extremely or very influential, just 1 
percent less than in 2014. “Email ads/cou-
pons” took the top spot for online shop-
ping influencers, rising from 40 percent 
in 2014 to 47 percent of respondents this 
year. Store circulars were also the second 
most influential advertising source for 
online shoppers at 42 percent, identical 
to 2014’s percentage. TV advertising 
came in close behind, and is actually 
more influential for online shoppers at 33 
percent than it is for in-store shoppers 
at 30 percent. These figures again show 
that holiday advertisers, and marketers 
in general need to be thinking about 
broader campaign messaging in a media 
agnostic manner.
 For most respondents, en-
ticements to shop online over in-store 
included a sense of holiday crowd fatigue 
and desire for more convenience. The 
most compelling reason, at 42 percent, is 
being able to shop at any hour. Avoiding 
crowds, long lines and traffic are close 
behind at 38, 35 and 30 percent respec-

earlier dates) takes away from time for 
family and friends. While this may come 
as no surprise to those who share these 
feelings, it represents a sharp 50 percent 
increase in negative feelings toward the 
lengthening season when compared to 
sentiments in KSM’s 2014 HSS.
 But consumer sentiment regard-
ing the impact that extended hours have 
on retail employees was mixed. More 
than 65 percent of those surveyed feel 
that retail employees should have the 
opportunity to work more hours during 
the holidays, yet 57 percent also feel 
that those same employees should “not 
have to work so much.” This presents a 
seemingly paradoxical desire for retailers 
to offer more hours during the holiday 
season, but simultaneously give more 
time off. In reality, respondents are likely 
just stating that they want retail employ-
ees to have more options during the busy 
holiday season.
 Also of intrigue in regards to 
sentiments are those held by different 
demographic groups in relation to the 
holidays. In particular, African-Americans 
and Hispanics have a higher tendency 
than any other demographic to see the 
holidays as a time for prioritizing families. 
Both groups also have a higher instance 
of feeling that increased holiday shop-
ping days gives them a chance to go out 
and spend more time with friends and 
family. This could indicate that family 
outings for holiday shopping are more 
common, or at least perceived to be so 
among both African-Americans and His-

Summary of Key 
Opportunities

Mobile experiences in-store: A majority of consumers (66 
percent), and especially millennials and Hispanics (89 and 
83 percent respectively) show a clear preference for utilizing 
mobile devices while shopping. Retailers who don’t prioritize 
in-store Wi-Fi, optimized websites and branded apps will be 
missing out on opportunities to help shoppers easily navi-
gate their stores, find key merchandise and convert sales.

Mobile purchasing is lagging: Consumers use laptops and 
desktops for around 70 percent of purchases, and mobile 
devices for the remaining 30 percent. While shopper prefer-
ences to research and purchase on larger screens could be 
partly to blame, bad retailer websites and inconvenient or 
non-functioning payment interfaces are also likely purchas-
ing hindrances.

Coupon programs and app integrations: A whopping 81 
percent of in-store shoppers and 85 percent of online shop-
pers plan to use coupons this season. Any retailer who does 
not have a robust coupon program and integrations with 
the top-downloaded coupon app and website consolidators 
could be overlooked.

Free shipping and return-postage awareness: The mes-
sage is clear, online retailers must consider free-shipping 
windows in order to capture the most holiday sales possi-
ble. With 49 percent of in-store shoppers and 50 percent 
of online shoppers listing shipping costs as one of the main 
inconveniences of online shopping, shoppers are clearly 
looking to avoid these costs. And with 41 percent of in-store 
shoppers saying they prefer brick-and-mortar over online 

While overall spend predictions may be less robust than last year, there are still a lot of clear-cut 
opportunities for retailers to focus on this season. Those who look to bolster their efforts in the 

following areas should be well positioned for success both this year and into next:

because “I can easily return or exchange items,” e-commerce 
sites clearly need to do a better job of communicating the 
ease of their return process. Delineations between online and 
offline shopping will only continue to be erased for consum-
ers, and many now expect an improved level of convenience 
and options at every corner.

African-Americans, millennials and Hispanics are engaged 
and sophisticated shoppers: Strong use of mobile devices 
while shopping in-store, higher than average in-store pickup 
and more deal hunting than other groups all point to extreme-
ly engaged audiences that retailers should look to connect 
with. Hispanics also plan to spend more dollars on average 
than non-Hispanics ($641 this year, compared to the $615 av-
erage of all respondents), making them a key audience for 
retail messages.

Blurred lines between online and offline continue: One of 
the stronger data cases here can be made by looking at the 
top influencers for selection of retailers among in-store and 
online shoppers. Store circular advertisements are the num-
ber one and two most influential formats for in-store and on-
line shoppers at 53 percent and 42 percent respectively. Next 
are email ads and coupons, which are the number one most 
influential for online shoppers at 47 percent, and number two 
for in-store at 41 percent. Direct mail lands at number three 
for both groups, with 39 percent for in-store and 38 percent 
for online). Given the near-equal performance of online and 
offline formats as key influencers, it’s clear that bothliteral 
crossover and crossover messaging opportunities abound.



By Omer Fazal

The following are explanations of the most commonly used types of location-determining technology, along with their scale and 
degree of accuracy:

An advertiser’s ability to locally target an audience has evolved considerably over the years and continues to 
gain momentum. The proliferation of smartphones and connected mobile devices has fueled the need to target 
audiences locally as they consume media on multiple screens wherever they want and whenever they want. 
Smartphones have now reached mass penetration in U.S., with numbers from comScore showing 76 percent 
mobile market penetration. In addition to that, eMarketer predicts that mobile advertising will account for nearly 
52 percent of total digital spending in 2015 and almost 70 percent by 2019. It is not surprising then that marketing 
is witnessing phenomenal growth and innovation in location-based advertising and targeting techniques.

However, differentiating between standard local targeting and location-based targeting is important. While standard local tar-
geting is based on a range usually determined by zip codes, designated market areas (DMA) or Internet protocol (IP) addresses, 
location-based targeting seeks to target advertisements on mobile devices such as smartphones, tablets and laptops by using a 
device’s GPS capabilities in combination with various other technologies.

Global positioning system (GPS): 
GPS is a satellite-based system that is considered the gold standard of location 
data as it is among the most accurate of methods; this system provides the actual 
latitude and longitude of the device. All smartphones have GPS capabilities, and 
it’s always on if the user has opted in to allow access to this information. However, 
potential customers may not be accounted for if they have not activated location 
sharing. GPS has limitations when used indoors due to interference with building 
structures. Also, due to small targeting area (as determined by the device’s coordi-
nates), this method reaches a limited audience.

Indoor position system (IPS) using beacons: 
Beacons are small pieces of hardware that act like a GPS but are used in-store or 
inside buildings, utilizing Bluetooth Low Energy proximity sensing to determine the 
physical location of a mobile device. They can be positioned at relevant points to 
allow the exchange of data with the smartphone or tablet. A beacon can pinpoint 
where someone is with the accuracy down to a few inches and from as far as 70 
feet. This technique is considered to be more accurate than the outdoor based 
systems like GPS. However since this is a geo-precise signal, scale is limited and 
typically reaches a smaller audience.

Wi-Fi triangulation: 
Wi-Fi trangulation looks for and examines the strength of all nearby Wi-Fi systems 
in relation to a specific device. The localization technique used for positioning with 
wireless access points is based on measuring the intensity of the received signal. This 
system can provide location-discovery capabilities indoors and in dense urban areas. 
Though, a potential downside is that a device’s Wi-Fi must be turned on for this to 
work. Also, a user’s phone and targeting accuracy depends on the number of Wi-Fi 
hotspots that are available in the area. As a result, this method typically reaches a 
limited audience. Additionally, the processing time involved in triangulation may cause 
latency in the communication of this location information.

User reported location data: 
User-generated location data is created by users providing an address or zip code when 
registering for a service. Especially when applied to social targeting, user-reported loca-
tion data can deliver high value through high engagement. However, unless it is tied to 
social targeting there is little likelihood that the user is actually at the registered address 
or zip code and very difficult to differentiate between what might be a user’s home or 
work address.

IP-based geo-targeting: 
Every computer connected to the Internet is assigned an IP address by its Internet 
service provider. IP-based geo-targeted advertising is delivered to a user’s geographic 
location as determined by the IP address. Because every computer connected to Inter-
net has an IP address, the pool of IP targeted impressions is large. However, the location 
of a computer cannot be determined by IP address alone. IP intelligence firms match IP 
addresses to a physical location. Also, since the advertiser’s intent is to reach people 
and not their IP addresses, the discrepancy between the location of an IP address and a 
user’s true location diminishes the precision of IP-based geo-targeting. 

*Some other important technologies used in the process of location identification include Wi-Fi hotspots, cell-tower triangulation and search targeting.
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Standard location targeting: Readily available across mobile devices, standard location targeting utilizes information such as 
country, state, city, DMA and zip code to identify targets. This common technique is easily understood and used widely across 
campaigns today. It also does not require geo-precise data, making it easily scaled. However, because of this, it is better used 
when driving awareness rather than direct response campaigns.

Geo-fencing: This method identifies a point of interest on a map and establishes a radius around it for targeting purposes. It 
allows advertisers to reach a very precise local audience when they are near a specific point of interest. Geo-fencing can be used 
for direct response, driving specific actions based on user location. However since geo-fencing requires geo-precise inventory 
(such as GPS or Wi-Fi information) there may be privacy concerns. Also, a small targeting area means high performance but low 
overall reach and scale.

Location social targeting: This strategy involves making use of check-in based applications like Yelp or Facebook. A key benefit 
of using this technique is that brick-and-mortar businesses are able to easily reach potential customers who are physically in or 
near their location. The downside, however, is lack of scale, only reaching users in the area and utilizing these apps.

Geo-aware targeting: Geo-aware advertising uses the context of a given location to serve relevant ads to mobile users in or 
entering a specific location. This type of targeting strategy relies on the layering of multiple data sources in the area to help 
drive out additional consumer context. This information can include a wide array of data such as the typical demographic that 
frequents an area, types of businesses within the area, purchasing behavior or weather. This technique typically relies on past 
behaviors observed within the location as opposed to more geo-precise targeting techniques, which rely on a user’s current 
location behaviors. It allows advertisers to reach users based on past behavior and has high reach, as these profiles can be 
found nationally and are typically tied to geo-standard areas such as zip codes, cities and DMAs. Accuracy may lack in targeting 
however, since most profiles are based on static or past mobile behaviors.

In addition to the technologies used when determining locations, it’s also important to understand the most common strategies 
implemented during these campaigns:

Innovations in location-based marketing are transforming the way companies do business. With Google reporting that more 
than 50 percent of all mobile search activity now has some sort of local intent, there has never been greater demand or oppor-
tunity surrounding location technologies. A 2015 Netsertive and Borrell Associates report based on ongoing surveys of local 
advertisers estimates that local digital advertising has grown between 35 percent and 42 percent annually since 2013. Also, 
according to XAd’s recent State of the Market Report, location targeted ads will make up 43 percent of all mobile ad spend 
by 2018.

A recent eMarketer report shows that the mobile location-based services (LBS) market is picking up speed too, with 60 percent 
of mobile users now accessing LBS at least monthly. As a result, revenues are growing, according to a 2015 forecast from Berg 
Insight, which estimates that LBS revenues in North America will grow from $1.8 billion in 2013 to $3.8 billion in 2018. All of this 
reinforces the tactical importance of location-based targeting in a brand’s overall communications strategy. The future will un-
doubtedly bring more innovative and exciting new location-based services to these efforts.

*Other strategies may include geo-conquesting, local content targeting and Wi-Fi targeting.

Summer has never been a booming time in the world of tele-
vision. Long resigned to this fact, broadcast networks spent 
years avoiding new program development between June and 
August. But, as cable networks threatened to take advantage 
of their broadcast counterparts’ silence by airing new series 
and online video options, summer became another significant 
benchmark to gauge linear TV’s health and longevity. 
 This summer represented one of the more pivotal pe-
riods in TV history, as the industry watched linear TV’s perfor-
mance levels closer than ever before for signs of weakness. So 
it was an interesting turn of events when Disney, Time Warner 
and Viacom announced somewhat shaky second quarter 
earnings this year and alerted the market of somewhat unstable 
earnings still to come. 
 Immediate reactions to these announcements were 
apocalyptical. The industry announced that the future of tele-
vision was doomed and cord-cutting acceleration, the growth 
of over-the-top (OTT) and online video markets, and disinterest 
in linear programming schedules were driving the increasing-
ly rapid decline of the traditional television marketplace. The 
assumption was that if earnings of large, legacy media compa-

nies were beginning to show signs of fallibility, the online video 
marketplace was certainly headed for an accelerated upward 
trajectory. 
 However, though fragmentation is very real and the 
marketplace is undeniably shifting, how quickly the shift is 
occurring is still up for discussion. Consumer behavior is not 
following apocalyptical time schedules in spite of the industry’s 
desire for a fully trackable and measurable digital ad world out-
side of the targeting confines and limitations of traditional mass 
media. Closely-watched pay TV subscription numbers have be-
come a key indicator in the health of the linear TV ecosystem, 
but major shifts have yet to be seen.
 Thus far, discussions about the future of pay TV have 
been focused on minute shifts in subscription levels and at-
tempts to predict linear TV’s turning point based on consumer 
sentiment regarding their subscriptions. However, this ap-
proach is bound to produce unclear forecasts. Mainly because 
most consumers would argue they pay too much for cable 
television bundles, don’t get the customer service they’d like 
and don’t see the overall value of pay TV, yet they aren’t cutting 
the cord completely. 

WHAT’S
HAPPENING
Bummer summer or signs of a television revolution?
WITH
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Measuring marketplace shifts?
So amidst the hype and dramatic infla-
tion of unclear statistics supporting the 
death of linear television, what is actually 
known and how does it measure market-
place shifts? 

Viacom’s positioning of its CBS arm as a 
broadcaster and content producer has 
protected the future of CBS regardless of 
video delivery platform. CBS’s revenue 
model no longer relies solely on ad rev-
enue from linear TV, thereby ensuring its 
presence in the future media landscape. 
So any hype about the downfall of legacy 
media companies like Viacom is simply 
overblown.

Disney’s reference to ESPN’s subscrip-
tion troubles in the second quarter as 
a primary cause of earnings declines 
carries little immediate effect on advertis-
ing campaigns. As “skinny bundles” that 
exclude ESPN emerge, it is expected that 
more “non-viewers” will choose to drop 
the all-sports channel. At a high carriage 
price point, ESPN is bound to lose even 
more subscribers in the coming days, so 
it’s not safe to assume that ESPN is past 
its most painful hurdle. From an advertis-
ing standpoint, the lost subscribers have 
little to no bearing on future ESPN effec-
tiveness; this group was never a strong 
viewing crowd in the first place. However, 
in a potentially unstable future for pay 
TV it’s unclear whether the remaining 
subscriber base will be large enough to 
sustain the extremely high subscription 
fees required for ESPN to remain profit-
able in a premium sports-rights world.

Some very gloomy ratings reports for 
a number of historically stable cable 
networks like TNT, Bravo and MTV, as 
well as low overall viewership of the 
broadcast networks, made this summer 
a questionable time for linear TV. In the 
grand scheme, there was nothing new 
here; ratings have been decreasing for 
the past two to three summers. The inter-

esting highlight was in overall TV view-
ership. English-language persons-us-
ing-television (PUT) levels for broadcast 
rose 3 percent during the summer period 
to a 6.2 PUT level. Ad-supported cable 
TV PUT levels dropped by 9 percent 
year-over-year to 14.3 PUT level. Though 
cable still carries the strongest PUT level 
of any TV category, even a slight decline 
in cable usage considering the current 
environment is concerning and does not 
bode well for niche networks’ future in an 
OTT environment.

New studies about “cord nevers,” like 
this summer’s Ericsson ConsumerLab’s 
report, show that this group is less likely 
to consume large amounts of video in 
general. This indicates that at least a por-
tion of the marketplace shifts happening 
right now may have less to do with dissat-
isfaction over available linear program-
ming and more to do with convenience 
and on-demand options. Less interested 
video consumers are as disinterested in 
online video and OTT options as they are 
in linear pay TV, so tracking cord nevers 
as an indicator of the future marketplace 
is misguided.

Seemingly low interest for cord shaving 
and skinny bundles has also left the 
industry scratching their heads. Initial 
“skinny,” and increasingly a la carte 
offerings from Dish Network and Verizon 
were thought to be answers to consum-
ers’ prayers, but they have presented 
more challenges than resolutions. Actual 
skinny subscription numbers have been 
vaguely reported by their parent compa-
nies, but demand has been estimated at 
more than 100,000 subscribers, making 
the new venture’s success lukewarm 
at best. Disputes with networks over 
carriage contracts and complaints that 
skinny bundles have not adequately ad-
dressed consumers’ need for a “thinned” 
version of pay TV have plagued the 
multiple-system-operators’ (MSOs) at-
tempt at innovating the pay TV package 
infrastructure. End-of-year subscriber an-
nouncements will be telling for the future 
of the bundle.

  
According to a 2015 Study by the Leicht-
man Research Group and the Wall Street 
Research Firm, the pay TV industry lost 
125,000 subscriptions in 2014, up from 
2013, when 95,000 customers cut the 
cord. Current estimates in 2015 track sub-
scription loss at around 463,000 house-
holds. However, that number seems to 
be less of an indicator for interest loss in 
pay TV’s value than as a sign of year-
over-year socioeconomic differences. 
The U.S. Census reported the number 
of U.S. households formed in 2015 was 
reduced by 407,000 households. In 
addition, skinny-bundle subscriptions 
were not counted due to under-report-
ing from MSOs and consequently, were 
considered subscription losses. Industry 
analysts like Evercore have predicted 
that pay TV losses will slow after second 
quarter’s alarming subscription declines. 
The beginning of the year was focused 
on mergers of some of the largest MSOs 
who were preoccupied with shoring up 
their futures. As cable providers refocus 
their energies on aggressive pricing 
and packaging of skinny bundles in the 
remainder of the year, it is expected that 
subscriptions will level off.

Did the dust settle this fall?
The fall television season opened with 
mixed response. Based on increasing 
audiences and strong live performance, it 
comes as no surprise that sports pro-
gramming continues to grow its audi-
ences. The start of fall football helped 
increase Disney’s bottom line, garnering 
a 3 percent year-over-year increase for 
ESPN. Sunday Night Football on NBC 
also achieved a high 5.8 rating with more 
than 16 million viewers, and National 
Football League broadcasts have en-
joyed healthy year-over-year increases.
 However, in the original 
prime-programming sector ratings were 
very mixed. While some traditional 
broadcast television show premieres 
performed excellently (FOX’s Empire was 
a huge standout at more than 16 million 
viewers), others were lackluster and 
distinct ratings drops after the premiere 
episodes have plagued all programs. On 
the whole, Advertising Age reported an 
8 percent loss in ratings across the board 
in the 18 to 49 age demographic.  
 It is interesting to note that 
returning series dropped post-premiere 

produce original content and prepare for 
severing ties with broadcast and cable 
networks is leaving earnings low and rev-
enue difficult to come by as they expand 
internationally. 
 The video environment will 
continue to evolve and no platform is 
immune to the volatility seen over the 
past five months. But as consumers gain 
viewing options and content becomes 
ever more plentiful, behavior will shift 
in sometimes surprising ways. Viewers 
today are losing a sense of urgency when 
it comes to watching new content on a 
schedule since they know on-demand ac-
cess will be granted at some point in the 
future. At the same time, their voracious 
appetite for video makes them more 
demanding when it comes to variety and 
expectations of value for the subscription 
prices. No video provider will be able 
to rest on their laurels as the landscape 
changes and the challenges become 
more complex.

format after binging conveniently on their 
own time.
 As expected, networks will 
accelerate their efforts to establish 
stand-alone OTT streaming properties 
given this fall’s new season performance. 
Capturing and monetizing viewership 
over a 30-day period will help TV con-
tent providers retain their large revenue 
streams and ensure time-shifted viewing 
is contributing to overall ad revenue. 
 What does this mean for Netflix? 
This month, the company announced a 
drop in quarterly U.S. subscriber growth, 
causing some consternation for those 
who had been watching its steadily-rising 
acquisitions since 2011 (from 18 percent 
to 25 percent of the U.S.). It turns out that 
traditional TV networks are not the only 
video entities fighting a sea of compe-
tition. As online and video on demand 
options become more widespread, Net-
flix will have to maintain a deep library of 
content to attract and maintain subscrib-
ers. With this in mind, Netflix announced 
its intention to spend another $5 billion 
on content acquisition in 2016, but it will 
have difficulties in securing premium 
content if networks begin to protect their 
resources and cut ties with the streaming 
service as a third-party platform. In ad-
dition, increasing pressure on Netflix to 

audiences more dramatically than new 
programs, potentially indicating that 
curiosity drives tune-in when a show is 
new, but sense of urgency for viewing 
subsequent episodes for longer-lasting 
shows is a thing of the past. As Nielsen 
numbers increasingly illustrate that 20 
to 30 percent of viewership is no longer 
included in overnight ratings, evidence 
of a consumer behavior shift is becoming 
more pronounced. Younger audiences 
specifically are becoming more accus-
tomed to viewing programming outside 
of the linear schedule through DVRs, vid-
eo-on-demand and online video sources. 
 Broadcast and cable networks 
must rise to meet consumer demand and 
protect advertising revenues. Though 
networks have enjoyed the added 
revenue stream afforded to them via 
retransmission contracts with Netflix, an 
ad-based platform will suit their long-
term viability better. Initially, networks 
were eager to forego ad revenues for a 
chance to hook new audiences through 
the ad-free video binging hub. However, 
the summer and fall linear TV seasons 
have shed some uncomfortable light on 
their audience predictions. It seems that 
though consumers are certainly getting 
hooked on TV content, they are not ea-
ger to return to the linear TV scheduling 

Source: Statista
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will likely have a leg up against its com-
petitors in future league deals, but we can 
expect others to throw their hat in the ring 
as well.
 The NFL has already locked up 
deals for the digital distribution rights to 
many games through 2022. However, the 
NFL deal with CBS for “Thursday Night 
Football” is contracted on an annual basis 
with the option to extend the deal for 
the 2016 season.  The first eight games 
of the season air on CBS and are simul-

cast on NFL Network. The latter eight 
games of the season air solely on 

NFL Network leading up to the 
playoffs.  We could potentially 
see new partners pitching for the 
streaming rights next season.  
This could also drive up the costs 

that broadcast networks are 
willing to pay to include the 
streaming rights. Broadcast 
networks have raked in 
almost $1 billion in aggre-

gated ad revenue sales for 
the 2015 NFL season as ratings 

continue to climb. Both CBS and NFL 
Network will undoubtedly lobby to 

retain the rights as the revenue stream 
outweighs the investment. But by open-

ing up the consideration set there could 
be a bidding war to acquire, at the very 
least the streaming rights.
 Regardless of who wins out on 
rights, the NFL proves to be the end-all 
victor in the game.

Announced in June, Yahoo struck an 
exclusive deal with the National Football 
League (NFL) to stream the first free, live 
global webcast of the International 
Series matchup between the Buf-
falo Bills and Jacksonville Jaguars 
in London. In addition, Yahoo sold 
TV-style video ads and sponsor-
ships around the game.
 This was a huge win for 
Yahoo against rivals like Google and 
Facebook, who have been leading 
the industry in ad dollars and acquisi-
tions. It not only gives Yahoo a point 
of distinction from their competi-
tors, but it also expands their user 
base. Consumers are clearly get-
ting their content across different 
platforms, but for years, live sports 
have been the one impediment that 
has given pause to the cord cutting 
movement. Up to this point, broad-
cast and cable networks have 
retained the NFL league rights.  
However, the NBA, NHL and MLB 
have begun to offer up their prod-
uct straight to the consumer with 
their own over-the-top platform. 
If this deal is deemed successful 
from both sides, Yahoo and the 
NFL, we could see additional live 
sports deals with online properties.
 So how did it go? Some 
consumers criticized the intermittent 
choppy feed. However, the NFL was 
reportedly pleased with the quality 
of the stream across multiple devices.  
Most importantly, this experiment proved 
that streaming could become a primary 
distribution platform for games to come, 
not only for football but all sports. Yahoo 
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