BBDO Proximity has one of the deepest and most diverse research
and analytics departments of any agency in the country: The Worth.
The Worth is a proprietary measurement infrastructure that Creates
segmentations, builds models (message mix, media mix, propensity,
churn, response, etc) and performs regression analysis and data
mining using SAS and SPSS tools. Additionally, The Worth has
several tools specifically in the area of media optimization. Not only
can we evaluate above- and below-the-line media, including social
media, but also the impact on messaging in the mix. The output is
not only a media optimization recommendation that can tightly
integrate with above-the-line media-led programs, but a message
optimization model. The latter is particularly valuable for adjusting
Direct and Digital messaging — particularly in a segmented,
customized business model.

We also utilize social media listening software, as this is one of the
best ways to track conversation, buzz and sentiment for the social
strategy proposed, as well as ongoing outreach to the community,
events, and corporate partnership activities. Our custom sentiment
analysis, known as Social Emotion Score, has shown a high
correlation to sales and is a very effective way of measuring
sponsorships and campaign efforts. Placed in a model, this provides
more explanatory power on how your efforts are Impacting your
business.

With 30+expert researchers and analysts who specialize in ways to
the get the most out of every dollar you invest in your marketing
program, our clients experience, on average, between 5% and 12% lift
in revenues at constant spend.

We never stop learning, testing and optimizing our campaigns. For
each client, we customize, create and operationalize an integrated
framework that puts the ‘customer” at the center. This framework
is built to deliver a continual improvement structure, leveraging
campaign performance data with customer data and insights
from our tools and models. Paramount to this framework are
regular “Strategic Task Forces” that comprise key client and agency
stakeholders to review, discuss and action insights from voice-of-
the-customer research, analytics and modeling.

On the next page you will find a sample dashboard for an Integrated
campaign. We recommend providing dashboard reporting on a
bi-weekly basis throughout the campaign, with a more in-depth
analysis completed at the end of each phase of the campaign.
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b Digital Dashboard - Monthly Report oo
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n with nutrition tools. Online conversation increased by 17% MOM and Arby's
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*Conversation/Sentiment can vary sign

antly MOM and be influenced by factors unrelated to marketing.
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