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We live in a fragmented marketing worldé

Multiple Screens:  
Internet, Mobile

Numerous TV Channels: 
including Digital TV

More ways to reach & 
target consumer!!

Manufacturers are working harder than ever to influence 

consumer choice, and reach them in multiple waysé

Questions often asked in this context are:

ÅHow do I stretch my budget to maximize returns?

ÅGiven the new media reality, does traditional advertising still work?

ÅShould I continue to invest in media, or focus more on promotions?

ÅDoes Digital media work?  Should I replace traditional media for Digital?
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Clients utilize Nielsenôs Marketing ROI Solutions 
Framework to grow profitably while addressing 
marketing fragmentation.

Measure the impact & ROI 

of marketing spending 

through Marketing Mix 

Models & Analysis

Evaluate impact 

compared to norms 

and maximum 

potential

Recommend 

improved execution & 

investment

strategy to grow.  

Implement strategy.

Track execution and 

impact of new marketing 

plan
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Nielsen Marketing ROI Solutions encompass 
the store, the market and the consumer.

Measure store-level marketing 

response by using store-level 

data

Integrate market-level trends & 

differences

Understand consumer-level 

response to marketing 
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Model measurements are used in a holistic 
framework to improve ROI.

Category Dynamics

Portfolio Management Rules

Competitive
Scenario

Brand
Objectives

Marketing Mix Principles:
Based on measurement & norms

Brand objectives should be considered.  
Example:  small or new brands with the 
potential to be large brands require 
large investment but may have low 
ROIs initially.

Consider competitive dynamics (share 
of voice, level of category promotion, 
need to retain shelf space) when 
setting budgets. 

Take into account the role of the 
category : is the category stagnant or 
growing?  Is there down-shifting in the 
category?  Is it impacted by the 
economy?

Build a Portfolio Management 
discipline by understanding how the 
investment of one business impacts the 
portfolio investment.

What works best?  What do we know 
from norms? Note that differences in 
the size of the business, purchase 
frequency, penetration, and brand 
share can drive ROI differences.
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From Total ROI to Consumer Insights: The Nielsen 

Advantage
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Consumers respond differentially to marketing: 
Nielsen models measure this difference.
ÅBesides ñnationalò ROI metrics, Nielsen also provides ñconsumerò ROIs

ÅConsumer groups based on AMAI survey results

BehaviorScape Framework

Social-Economic Level

BehaviorStage A/B C D+ D/E

New Family

FHHs <40 and Oldest Child <6 0.4% 3.0% 3.1% 5.2%

Young Family

FHHs <40  and Oldest Child 6-11 0.6% 3.8% 4.3% 6.3%

Family with Teens

FHHs <40  and Oldest Child 12+ 0.6% 4.1% 4.5% 6.3%

Established Family

FHHs 40-49 with Any Kids 1.1.% 5.6% 5.4% 5.8%

Mature Family

FHHs 50+ with Any Kids 0.7% 3.0% 4.0% 4.3%

Young Couple

FHHs <45 No Kids 0.4% 2.2% 2.4% 2.5%

Mature Couple

FHHs 45-59 No Kids 0.9% 3.4% 3.9% 3.0%

Senior Couple

FHHs 60+ No Kids 0.8% 2.4% 3.5% 2.6%

Total 5.5% 27.4% 31.0% 36.0%

ÅA/B Educated 

professionals in 

modern homes.  

Family Income 

+$82,000 pesos

ÅC Educated mid level 

business people, 

teachers, technicians.  

$11,000 to $81,000 

pesos

ÅD+ Less educated 

workers, often in 

informal commerce. 

$6,000 to $10,000 

pesos.

ÅD/E Laborers and 

itinerant workers. 

Income less than 

$6,000 pesos
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Example: Advertising Response by Mexican 
Lifestyle Segments

1) Measure the ñAverage Householdò ROI = $1.05

2) Quantify differences in ROI using consumer 

demographics data

Television Advertising

Response/ROI Summary

Consumption

Index

Response

Index

ROI

Index

TV Advertising ROI 

Potential

 Lifestyle A/B 115 100 115 $1.21

 Lifestyle C 111 83 91 $0.96

 Lifestyle D+ 104 52 54 $0.57

 Lifestyle D/E 79 148 117 $1.23

Average Household 100 100 100 $1.05

 Lifestyle D/E 79 148 117 $1.23

Highest ROI potential for this brandôs TV:

Lifestyle D/E ROI = $1.23 (compared to $1.05 average)
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$1.21

$0.93

Lifestyle C Lifestyle A/B

Targeting more responsive consumer segments 
can increase ROI

Action: Target Lifestyle C 
Consumers Through Media

TV Shows Online Ads Magazines

Result: Increase in Total Media 
ROI and Response

What are the media consumption habits of 
consumers in Lifestyle C?


