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Multi-screen campaigns are essential

ONLINE COMPUTER

SMARTPHONES & CABLE use dominates during

dominate the morning daytime, with work-
when people wake up related search and video

entertainment breaks

ALL DEVICES CABLE TV & TABLETS

are used heavily in late lead in primetime as
afternoon, which appears to multi-tasking between
be a “transition” daypart TV and devices occur

CABLE TV
is highest during primetime
but it also leads in late fringe

Sources: Collective — The Multi-Screen Dayparting Playbook: Early morning: 6am-10am, Daytime: 10am-4:30pm, Early Fringe 4:30pm-8pm, Prime Time 8pm-11pm, Late Fringe 11pm-2AM, S ectrum
Nielsen Media National People Meter HH Live+SD rating Jan 21, 2013; comScore Share of browser based page traffic hour by hour Jan 21, 2013; Study by Google, Sterling Brands and Ipsos.
The New Multi-screen World: Understanding Cross-Platform Consumer Behavior. U.S., August 2012; Nielsen Media, The U.S. Consumer Digital Report. February 10, 2014 R EAC H




TV Educates

ADVOCACY
* 40% of parents « Combining * 70% of parents * Over half of * Parents of
take action as a television and believe that parents are teenagers are
result of seeinga  online advertising  online advertising  influenced by more likely to
television can increase is credible’ their children support
advertisement! recall of your during purchase education or
brand by 40%?3 decisions? youth related
causes/charities
than the average
adult?

Sources: 1. “Local Account Intelligence Report: Parents of Children 6-9.” AdMall. N.d. Web: Feb 19, 2016. 2. “Local Account Intelligence Report: Parents of Teenagers.” AdMall. N.d. Web: Feb 19, 2016.

3. Nielsen Scarborough USA Plus, Fe14-Mr15; Base: Cincinnati or Cleveland/Akron or Columbus or Toledo, Adults 18; Target: HH Has 1+ Child Under Age 18




The progression of a campaign

Cable Television Commercials

R scrolrhip RS

Cable television commercials aired across networks like:

Including in-game commercials during:

C
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The progression of a campaign

Audience Network Display

Advertisement Unit:

Click Through URL:




The progression of a campaign

Audience Network Display

Advertisement Unit:

Click Through URL:




The progression of a campaign

Audience Network Display _ _
Advertisement Unit:

Click Through URL:




The progression of a campaign

Audience Network Pre-Roll
Advertisement Unit:

Click Through URL.:




The progression of a campaign

Mobile Display

Advertisement Unit:

Click Through URL.:




The progression of a campaign

Mobile Display
Advertisement Unit:

Click Through URL.:




The progression of a campaign

Mobile Display

Advertisement Unit:

Click Through URL.:




John Rubesich
Superintendent

Ashtabula County ESC
440.576.9023
John.Rubesich@neomin.org

Aimee Krzyscin
Account Executive

Spectrum Reach
440.596.3059
Aimee.Krzyscin@charter.com

Katie Spittle

Account Planner Supervisor
Spectrum Reach
440.596.3415
Katie.Spittle@charter.com

Who to contact

Scott Wludga

Multimedia Instructor

Atech Ashtabula County Technical & Career
Campus

440.293.6263
Scott.Wludga@neomin.org

Christine Smith

Local Sales Manager
Spectrum Reach
440.596.3433
Christine.Smith@charter.com




