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• The “e” is becoming irrelevant !  

 

• Media is becoming increasingly digital but traditional will 
continue to have its place and role 

 

• Consumers live in an analog and a digital world  

 

• Consumer experience must encompass all touch points, 
digital or otherwise 

 

• Brands are not built in a silo because consumers don’t 
experience your brand in a single channel.   

 

• Companies are now content companies, no longer 
newspapers, TV, Radio. Publish everywhere  

Opening Thoughts……  



Hong Kong Digital Update  

 



Total HK Unique Users 4,436,000 

Total Daily Unique Users 2,817,000 

Total Minutes per unique user / month 

 

 

7,848m /131 

Hours/5.4 days 

Average Minutes Per Visit 

 

28.4 minutes  

Average Visit Per Visitor 63  

Hong Kong Stats  

Media Metrix August 2011 



Assumptions: 1) % of Mobile adspend vs Online: 2.5% in 2008 & 3.5% in 2009 and forecast to grow at 50% every year from 2010 onwards 

                        2) The above mobile adspend is estimated on banners and sponsorship only   

        3) Online adspend forecast to grow at 10% per annum from 2010 onwards 
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Online & Mobile advertising… The future trend… 



Nielsen HK Seminar 2010: How Companies Win the New Consumers 

Only 4% share of  

Total Advertising Revenue 

Online is massively under represented in  

advertising spending versus time spent 
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Online & Mobile Advertising 

 



• Branding 

– Used to build awareness of brand, product or campaign 

– Commonly used vehicles include Banner, Sponsorship, 

Video and other “Big Attractive Ads” 

– Typically CPM, Duration, Sponsorship buys  

 

• Performance   

– Used to create sales leads, conversions and immediate 

call to action/sales 

– Search, Text Links, Email, SMS, Affiliate Programs 

– Typically CPC, CPA, CPL.  

How is online ads used ?  



• Often association with websites, content, audiences 

that share similar brand attributes with the brand to 

reflect the brand attributes or messages to consumers. 

 

• Product Placements, Content Association, 

Sponsorships and more 

 

• Online TVC – Pre-Roll or In-Banner Video 

 

• Display Banners with High Reach and Frequency 

 

• Social Media Engagement  

How is branding done online? 





Full Page Skinner Ads 



Video Advertising Formats – Pre-Roll TVC with Player Sponsorship   



Video Advertising Formats – 30 Seconds Pre-Roll TVC  



Video Advertising Formats – 30 Seconds Pre-Roll TVC  



Social Media Campaign Integration – Sina Weibo 



Content Sponsorship by Cartier on MSN Luxury  



Channel Sponsorship: MSN Summer Movies by Samsung  



Rich Media – Sync Ads 















Exclusive Android App Sponsorship of HK 

Tool Bar, Discuss and Uwants.com  



AUTOMOTIVE & Others  



Banking and Finance  



Consumer Electronics & Tech 



Movies and Entertainment 



Consumer Goods and Retail 





Click to Mobile 
Site/ Page 

Ad Action Options  



Click to App Store 

Ad Action Options  



Click to Call 

Ad Action Options  



Measurement  



• CTR ? Clicks?  
– Wrong Channel – use Search Engines for that…… 

 

• Reach and Frequency 

 

• Engagement is more important 
– Dwell, Time Spent, Positive Engagement Metrics  

 

• Survey and Brand Study  
– Measure brand attributes, positive re-enforcements, etc  

 

• Brand Preference and Purchase Intent Changes  

How do you measure branding online? 



Measuring Online Video 



Source: ClickZ: http://www.clickz.com/3640790 



Online TVC Case Study: Client A 

Metrics Results  

Campaign period 5 weeks 

Total Impressions Ran > 12 million 

Unique Users Reached 2.67 million  

Average TVC Shown  

Per Unique User  

4.52 

Total Interactions / Rate  > 35 million / 

296% 

Average Duration of 

TVC Played (actual) 

14.39 seconds  

(65%) 

% of Actual Video Viewed  
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* Interaction defined as actions such as play, replay, mute, pause, close 

Data from MediaMind Reports 



Online TVC Case Study: Client B 

Metrics Results  

Campaign period 2 weeks 

Total Impressions Ran > 510,000 

Unique Users Reached 226,000 

Average TVC Shown  

Per Unique User  

2.3 

Total Interactions / Rate   > 1.5 million / 305% 

TVC length  31 seconds 

Average Duration of TVC Played 

(actual) 

22 seconds  

(71%) 

% of Actual Video Viewed  

0%

10%

20%

30%

40%

50%

60%

70%

Video
50%

Played

Video
75%

Played

Video
Fully

Played

69% 

48% 

37% 

* Interaction defined as actions such as play, replay, mute, pause, close 

Data from MediaMind Reports 



Engagement Measurement with 

Rich Media and Standard Ads  



• Engagement Metrics include: 

– Dwell Rates – positive interaction with ads  

– Time Spent with Ad 

– Reach and Frequency  

 

• Third Party Ad Servers provide this include 

MediaMind/Eyeblaster, DoubleClick, Atlas  

 

• Recent Report from MediaMind/Eyeblaster 

reveals that:  

How do you measure branding online? 



How do you measure branding online? 

Courtesy of MediaMind Research 2010 



Brand Study;  

measuring between control and 

exposed group  



Q1.  

Base: all 

respondents  

 (n=600) 

Companies seen advertised on the Internet 



Likelihood using the service of BRAND A 

Q2.  

Base: all 

respondents  

 (n=600) 



Perceptions of the advertisements 

Q11-

14.  Overall, I like this ad
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Taking your brand further with 

branded entertainment and 

experiences 



An ad funded exclusive web series 

• Online  * Social *  Branded Entertainment * 

Original Web only content *  
http://www.youtube.com/watch?feature=player_embedded&v=w63Eg8uENQE 

http://www.youtube.com/watch?feature=player_embedded&v=w63Eg8uENQE
http://www.youtube.com/watch?feature=player_embedded&v=w63Eg8uENQE


Online Exclusive: 10 Episode Video Web 

Series funded by PETRONAS as title sponsor 



Each Journey Starts off at a PETRONAS 

Station 



Supported by Ford, Chevrolet and Hyundai 



Supported by Ford, Chevrolet and Hyundai 



Supported by Ford, Chevrolet and Hyundai 



Supported by Good Year Tyre offering  

Travel Safety Tips   



Social: Distribution via official PETRONAS 

Facebook Fan Page, Twitter, YouTube and on 

Driven and Petronas Websites 



Over 100,000 total video 

views in 2 months, 

thousands of “Likes” and 

hundreds of comments 

across Twitter, Facebook 

and Youtube 



Bridging the online experience into real life experiene 

* Online  * Social *  Experience *  



Online Site on MSN Luxury to connect target 

audience to the Blue Journey 



Polling and Contest to win exclusive invitation 

to the Blue Space Party by Johnny Walker 



Social: Facebook Event Page to encourage 

social interaction and event build up and 

social sharing on website  



Experience: 10 days of Exclusive Invite only 

event for selected and VIP guests   



Exclusive Digital Journey Night with HK’s 

Digital Business Influencers  



Final open night to winners of contest and 

promotion 



Through the Line Cross Over Promotion between MSN and Sport B 

* Online   * Offline *  Retail * Event * Sales *  



* Online – Website & Online Advertising  



* Online   - Virtual Dressing Room  



* Offline – Retail/ In Shop Cross Over 

Branding with Virtual Dressing Room   



* Event   

 



 

 

 

* Sales:   

Cross Over T Shirt 

for Sale $500  

 

 

 

 

 



Thank You 
 

I can be reached at 

 

2851 2490 

kevin.huang@pixelmedia-asia.com 

 

 
 

 


