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Agenda

1. The Challenge of CTV

2. Addressing the Challenge

3. Key Results & Learnings

4. What's Next?

©2023 Adobe. All Rights Reserved. Adobe Confidential.



The Challenge of CTV
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There have been challenges seeing the full value of CTV investments

47% Desire
30% Require More Higher Quality
Transparent Targeting Data
Performance 26% Need A More for Personalizing
Measurement Connected Campaigns
| Ecosystem For
Greater Scale

Solve your performance CTV use cases with Connected Advertising




Addressing the Challenge
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SOUTH AUSTRALIAN TOURISM COMMISSION | DESTINATION MARKETING

MENTAL
AVAILABILITY:

MAKE SOUTH AUSTRALIA EASY
\ TO REMEMBER AND HARD TO
FORGET

PHYSICAL
AVAILABILITY:

MAKE SOUTH AUSTRALIA EASY [~
TO PLAN AND BOOK




SOUTH AUSTRALIAN TOURISM COMMISSION | DESTINATION MARKETING

PERFORMANCE
MEDIA

DRIVE CONTENT
CONSUMPTION & LEADS TO
BUSINESSES

BRAND
MEDIA

DRIVE REACH




Goals and Success Metrics

<!

A

00

00

Understand the
evolving
relationship
between SATC,
customer, and
the role of CTV

Produce
successful
business
outcomes and
actionable
insights

Shift CTV from
delivery
benchmarks to
business KPIs and
objectives

Holistic
measurement of
CTV alongside
other marketing
channels and ad
platforms

©2023 Adobe. All Rights Reserved. Adobe
Confidential.



Performance CTV — More signals, better results
Adobe Advertising enables performance in CTV that drives ROI

Sensei-Powered Al
Optimization

Create and execute on customized
goals that are backed by Adobe
enterprise data and machine learning

i

Holistic Performance
Measurement

Streamlined Campaign
Workflow

Quantify CTV’s impact' with Simplify setup with a single multi-
apples-to-apple comparisons of channel video placement for
other paid media channels smoother targeting, optimization,
and reporting

©2023 Adobe. All Rights Reserved. Adobe Confidential.



Methodology

View

Validation

User views an ad

Attribution

on CTV

Action Validate devices

belonging to same
household and
lookback setting

User performs on-
site action on
Desktop or Mobile

Attribute View-
through
conversion on CTV

Increased value for your data by
surfacing more customer journey data

Enhanced insights with passback
breadth & depth reporting with
Analytics

Better performance outcomes using
on-site signals and Al optimization

©2023 Adobe. All Rights Reserved. Adobe Confidential.



Comparison of Before and After AAADC CTV Integration in AA

® CTV Publishers (BEFORE ‘Analytics for Advertising' Integration Update)

Advertising Cloud DSP

2 months ago

Adobe Advertising

) A\ Adobe Advertising Cost A AmOocrm Unique Visitors Visits Conversions

Impressions

Segments T
2,585,797 99,195 AUD 273.20 AUD 0 0

Page:1/1 Rows: 50 1-7 of 7 Apr1 Apr3o Apr1 Apr3o Apri Apr3o Apr1 Apr3o Apr1 Apr3o Apri Apr3o
1. Publisher1 204726 M.4% 1,812 AUD 1.9% 40.08 AUD 14.7%
2. Publisher 2 719221 278% 24,358 AUD 24.6% 33.87 AUD 12.4%
3. Publisher 3 256,292 99% 9594 AUD 97% 3743 AUD 13.7%
4, Publisher 4 418,832 16.2% 13,934 AUD 14.0% 3327 AUD 12.2%
5. Publisher 5 657,373 254% 31,520 AUD 31.8% 4795 AUD 17.6%
6. Publisher 6 6,233 0.2% 297 AUD  0.3% 47.66 AUD  17.4%
7. Publisher 7 233120 9.0% 7679 AUD  77% 3294 AUD 1219

® CTV Publishers (AFTER "Analytics for Advertising’ Integration Update)

Advertising Cloud DSP
Adobe Advertising
) A\ Adobe Advertising Cost 44 H AMO CPM Unique Visitors Visits Conversions

Impressions

Segments T
860,651 37,877 AUD 286.56 AUD) 13,037 15,825 3,028

Page:1/1 Rows: 50 1-7 of7 May 15 Jun19 Mayis  Jun19 May 15 May 15 Jun 12 May 15 Jun19 May 15 Jun 12
1. Publisher1 50,033 58% 2,006 AUD 53% 4010 AUD 14.0% 1,040 8.0% 1,282 81% 281 93%
2. Publisher 2 169,050 19.6% 5603 AUD 14.8% 3314 AUD 11.6% 2,896 22.2% 3,536 22.3% 776 25.6%
3. Publisher 3 28,587 33% 1,120 AUD  3.0% 3918 AUD 1379 920 T1% 1167 74% 235 78%
4. Publisher 4 86,475 10.0% 2900 AUD  77% 3353 AUD  11.7% 935 7.2% M5 7.0% 239 79%
5. Publisher 5 379104 440% 21,228 AUD 56.0% 5599 AUD 19.5% 5216 40.0% 6,256 39.5% 1015 335%
6. Publisher 6 7,350 09% I7BAUD 10% 5146 AUD 18.0% 123 09% 139 09% 29 1.0%
7. Publisher 7 140,052 16.3% 4,642 AUD 12.3% 33014 AUD 1 .6%\ 1,907 14.6% 2,330 147% 453 15.0%,

©2023 Adobe. All Rights Reserved. Adobe Confidential.




With CTV enabled on Analytics for Advertisers, brands can measure success
beyond CPMs without stitching data from disparate sources

® CTV Publishers
Publisher 5 Publisher 2 Publisher7
| | |
5.8% 33i|
10.09,‘
860,651 fa0
Adobe Advertising
16.3% )
Impressions
19.6%
» Performance by Publisher
E CPM
Segments
+ 25341 AUD
Page:1/1 Rows: 50 1-6 of 6 May
1. Publisher s 5599 AUD 221%
2. Publisher & 5146 AUD 20.3%
3. Publisher1 4010 AUD 15.8%
4. Publisher 3 3918 AUD 155%
5. Publisher 4 3353 AUD 13.2%
&. Publisher 2 3314 AUD 130%

Publisher 4

Publisher 1
|

15,825

Visits

14.7%

22.3%

E Page Views [ Visits

11.86
May 15

Jum 19
1597 16.6%
168 141%
213 18.0%
215 18.2%
196 165%

197 16.6%

E ATDW Leads/Visits

122.52%
May 15

16.22%
20.86%
21.92%
20.14%
21.43%
21.95%

May 15

Publisher 3
|

7.8%

4™

3,028
Conversions

E Cost per Visit

12.82 AUD

3.39 AUD 26.5%
272 AUD 21.2%
1.57 AUD 12.2%
096 AUD 75%
2.60 AUD 20.3%
1.58 AUD 12.4%

E ATDW CPL

Publisher & @
|

33.5%

25.6%

65.32 AUD
May 15

21.00 AUD 32%
13.04 AUD 20.0%
714 AUD 1059%
477 AUD 73%
1213 AUD 18.6%
724 AUD M1%
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Key Results & Learnings
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CTV drove the highest time on site of all paid channels

° CTVv Display Paid Search Benchmark Paid Social
(Paid Traffic)

° SATC measured post-view performance
using existing on-site conversion
tracking

Despite not having a click-through
interface, CTV outperformed all
channels

Customer who saw a CTV ad spent 24—
187% more time on site vs other

hannels
yk‘ Adobe ©2023 Adobe. All Rights Reserved. Adobe Confidential.

(Time on Site)



CTV drove the highest page views of all paid channels

° SATC was able to see apples-to-apples
measurement of all their channels

0 CTV outperformed SATC’s paid traffic
benchmark for page views

° Customer who saw a CTV ad were 21—
52% more likely to view SATC’s website

CTV Paid Search Benchmark Display Paid Social
(Paid Traffic)

(Page Views)

©2023 Adobe. All Rights Reserved. Adobe Confidential.



CTV also drove incremental page visits across other channels

0 CTV positively influences other
marketing channels

Organic
CTV drives success on its own,
Search 0

but can also re-enforce
+12%
SOUTH AUSTRALIA messages

SOUTHAUSTRALIA.COM | REWARDS WONDER

This shows the power CTV has
in branding and performance

©2023 Adobe. All Rights Reserved. Adobe Confidential.



CTV Exposure had a direct influence on leads & conversions for other channels

19

more likely
to convert

More likely to convert

CTV Exposed Vs Non-CTV Exposed on Marketing Channels

Non Adobe Adabe Advertising Non Adobe Adobe Advertising Non Adobe Adobe Advertising
a Advertising CTV E av a Advertising CTV v E Advertising CTV a v
Average Time on Average Time on X . X . .
Total ATDW Leads Total ATDW Leads E Site g Site Page Views / Visits Page Views / Visits g ATDW Leads/Visits
Marketing Channel 238,889 00:03:56 00:02:57 205 198 17.61%
Page:1/1 Rows: 50 11 May out of 238,889 outof00:0356 iz, outof 00:02:57  pyqy15 outaf205 15 outof198 gy 1c OUtof Z61% gy e out of 1918%
Paid Search g 00:02:27 62.5% 00:00:00 00% 160 778% Invalid 3972% 0.00%
. Organic Search BN0:04:21 110.5% 00:04:08 1399% 225 109.5% 243 122.6% 2102% 23.24%
. . 00:01:06 37.3% 127 621% 136 68.7% 8.66% 15.93%
. . L 00:01:56 65.2% 254 1240% 2.00 100.8% 0.00%
I n C re a Se I n | e a d S . Owned Social . 00:02:25 B81.7% 124 604% 163 823% .22% 12.80%

DSP Display View ] 00:0245 932% 126 615% 154 777% 2584%
SATC eMail ; 00:04:00 1351% 322 1568% 535%
. Referring Domains . . p. 00:06:05 205.5% 195 949% .62 3.46%
. Organic Social INCrease In b. 000325 115.6% 242 M79% . 1051%
. Internal s 00:00:48 27.0% 197 96.0% 0.00%
. None I ea d S W|t h ! 00:00:00 0.0% 029 144% 0.00%
. External Display ] 00:04:42 1588% 113 549% 0.80%
. Campaign Catch ... 4 % 00:00:45 25.3% 126 615%

. DSP Display Click... 00:00:47 20. 00:00:55 309% 085 M7%

. Organised Referral ! 00:06:59 1774% 00:01:05 365% 216 1053% | ncrease | n

. Google Display N... X 00:01:35 40.5% 00:00:00 0.0% 113 550%

Full funnel impact leads with
Social + CTV

yk‘ Adobe ©2023 Adobe. All Rights Reserved. Adobe Confidential.




The tool also allowed SATC to optimize beyond CPM

e CTV Publishers

Publisher 5 Publisher2 Publisher7 Publisher 4 Publisher1 Publisher3 Publisher &

Measure beyond media efficiency

0%
3
' 81% . -
% 3%
860,651 o 15,825 3,028

Adobe Advertising Visits Conversions
Impressions .
15.09 '

256%

Publisher 1 had Drive towards real success metrics

I p— a middling
PM Page Views / Visits
Segments CPM, bUt drOVE

4 253.41 AUD 82 AUD 65.32 AUD
Page:1/1 Rows: 50 1-6of 6 May* May15  Jun1®

May 15
I‘I. Publisher 5 5599 AUD 221% 197 16.6% a IOW CPA 5. 2100 AUD 321%
. Publisher 6 5146 AUD 203% 168 141% N6 13.04 AUD 20.0%
. Publisher1 4010 AUD 15.8% 213 18.0% .57 AUD 12292 714 AUD 109%
. Publisher 3 3918 AUD 155% 215 18.2% 096 AUD 75% 477 AUD  73% AI .

e o ign with most impactful channels

Publisher 2 3374 AUD 131% 197 166% 158 AUD 12.4%

® Performance by Publisher

E ATDW CPL

W  Publisher 3 had

a middling CPM,
a low CPM, but but had the

the lowest

Publisher 4 had

strongest CPA
conversion rate

©2023 Adobe. All Rights Reserved. Adobe Confidential.




What’s Next?
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What are the biggest benefits you've seen
from the new reporting capabilities that
CTV for Adobe Analytics provides?
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Looking to the Future

CTV channel
expansion based on
performance

Build retargeting segments
from the campaign
learnings

Apply Sensei-powered
performance
optimization on CTV

©2023 Adobe. All Rights Reserved. Adobe Confidential.
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