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Average Time Spent with the Ad (Brand Time)

Brand Time similarly indicates heightened levels of consumer interest in July, suggesting that consumers are in-market for new
equipment throughout the period and may be interested in gearing up or learning about new equipment long before school
begins. Brand Time dipped 15% from a weekly high of 13 seconds in mid July to 11 seconds in August as consumer interest
settled and then saw a lift in September, indicating that at least some consumers remain in-market in September.

Figure 32
Brand Time (in Seconds)
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Click-Through Rate

Click-Through Rate peaked at almost 1.25% in the middle of July and declined to slightly less than 0.6% in September clearly
indicating the high degree of interest consumers have in Computer products at the beginning of the summer. This trend
suggests that once students and parents purchase Back-to-School machines, their interest in the category wanes. CTR began to
increase again toward the end of September as some consumers possibly remained in-market for Back-to-School purposes or
began to consider high-priced holiday presents. Across the period, Computers performed at least three times better than the
benchmark on average, clearly demonstrating seasonal strength for Computer advertising.

Figure 33

Click-Through Rate
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Computers Correlation to Online Circulars

Total Impressions, Brand Time, and Click-Through Rate for Computers were not significantly correlated with ShopLocal Visits,
Page Views or PVs/Visit. Interaction Rate was negatively correlated with Visits and Page Views. We suspect that these trends
were the result of the aforementioned seasonal disconnect between user Computer research activities and marketing efforts.
Further research is necessary to explore a possible time lag between ad engagement and site activity.

Figure 34
Computers Correlation Chart
Total Impressions NM NM NM
Interaction Rate -0.443 -0.481 NM
Brand Time NM NM NM
Click-Through Rate NM NM NM

NM (Not Material) indicates a correlation that was not statistically significant at the 90% confidence interval.
Source: PointRoll Benchmarking Data, 2006-2009
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Computers Features and Website Categories That Drive Performance

Best-Performing Features

For Computer advertisers, as with OSS and Apparel, the best-performing features spanned higher and lower funnel strategies,
suggesting that a mix of goals and creative approaches works well for advertisers. Notable top performers in Computers across
Interaction Rate, Brand Time, and Click-Through Rate metrics included various types of Video, Data Collection, File Downloads,

Surveys, and Dynamic Data.

Figure 35
Interaction Rate across Features
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Figure 36
Brand Time across Features (in Seconds)
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Figure 37
Click-Through Rate across Features
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Make an Impression

Best-Performing Website Categories

Top Website Categories for Computer clients across key advertising engagement measures included Games, B2B, Automotive,
Home and Garden, and Kids & Family, representing a surprisingly diverse set of contextual environments for marketing

Computer products.

Figure 38
Interaction Rate across Website Categories
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Figure 39

Brand Time across Website Categories (in Seconds)
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Figure 40

Click-Through Rate across Website Categories
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Figure 47
Office and School Supplies Feature Metrics
Data Collection 8.32% 9.06 0.11%
Gaming 8.21% 12.70 0.28%
Dynamic Data 8.20% 13.31 0.69%
Promo/Coupon 5.95% 8.09 0.78%
Non User Initiated Video 4.69% 20.68 0.22%
User Initiated Video 4.49% 15.58 0.14%
Interactive Video 3.11% 25.85 0.08%

Source: PointRoll Benchmarking Data, 2006-2009

Figure 48
Office and School Supplies Website Category Metrics
Music & Streaming Media 12.28% 11.90 0.22%
Learning & Reference 10.74% 15.78 0.13%
B2B 9.09% 12.04 0.22%
Kids & Family 7.93% 12.07 0.56%
Games 7.86% 27.53 0.27%
Entertainment 6.99% 10.49 0.19%
Yellow & White Pages 6.82% 5.32 0.04%
Home & Garden 6.24% 10.85 0.22%
Comics & Humor 6.06% 10.03 0.07%
Computing & Technology 3.23% 33.60 0.13%
News 5.85% 12.43 0.10%
Sports & Recreation 5.60% 12.49 0.08%
Portals & Search Engines 5.12% 17.32 0.11%
Health & Fitness 5.07% 8.30 0.09%
Business & Finance 4.99% 16.78 0.11%
Employment 3.79% 17.63 0.08%
Community 3.65% 14.00 0.11%
Ad Network 3.49% 17.63 0.10%
Shopping & Auction 2.93% 14.43 0.11%
Womens Interest 2.44% 11.43 0.14%
Local/Regional 1.62% 5.37 0.06%

Source: PointRoll Benchmarking Data, 2006-2009
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Figure 49

Apparel Feature Metrics

Dynamic Data 7.93% 12.62 0.12%
Non User Initiated Vide 7.30% 14.78 0.72%
File Download 6.69% 18.15 0.23%
Promo/Coupon 6.47% 10.14 0.07%
Hi-Res Video 6.22% 8.66 0.14%
Gaming 5.85% 13.36 0.14%
Data Collection 5.83% 11.35 0.13%
User Initiated Video 5.73% 12.97 0.21%
Instant Email 5.58% 12.83 0.15%
Interactive Video 4.01% 7.80 0.09%
Survey 3.65% 11.71 0.36%
Source: PointRoll Benchmarking Data, 2006-2009
Figure 50
Apparel Website Category Metrics
Advertising/ Marketing 22.50% 54.58 0.07%
Yellow & White Pages 10.47% 12.84 0.09%
Kids & Family 9.05% 14.57 1.26%
Portals & Search Engines 8.97% 12.33 0.15%
Comics & Humor 8.96% 13.26 0.11%
Shopping & Auction 7.59% 9.29 0.15%
Music & Streaming Media 7.16% 11.42 0.66%
Games 6.72% 42.45 0.20%
Learning & Reference 6.36% 16.61 0.12%
Travel 6.17% 8.69 0.12%
News 6.06% 13.87 0.36%
Sports & Recreation 5.84% 10.36 0.16%
B2B 5.83% 11.04 0.11%
Local/Regional 5.59% 11.31 0.07%
Ad Network 5.57% 11.81 0.10%
Home & Garden 5.40% 7.37 0.15%
Community 5.32% 12.62 0.30%
Entertainment 5.06% 10.37 0.20%
Automotive 4.95% 12.64 0.08%
Womens Interest 3.95% 9.43 0.19%
Health & Fitness 3.69% 10.98 0.12%
Computing & Technology 2.88% 6.02 0.07%
Business & Finance 1.82% 13.71 0.14%

Source: PointRoll Benchmarking Data, 2006-2009
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Figure 51

Computers Feature Metrics

Interactive Video 10.03% N/A 0.10%
Non User Initiated Video 9.51% 22.93 0.24%
Survey 8.27% 9.14 0.31%
Dynamic Data 6.78% 8.32 0.11%
Data Collection 6.23% 9.99 0.64%
Gaming 5.42% 11.68 0.60%
User Initiated Video 4.64% 10.84 0.33%
File Download 2.96% 41.21 0.10%
Snaggable Ad 0.30% N/A 0.03%
Source: PointRoll Benchmarking Data, 2006-2009
Figure 52
Computers Website Category Metrics
Games 11.37% 22.62 1.42%
Comics & Humor 11.23% 3.87 0.09%
Automotive 11.19% 12.06 0.07%
Kids & Family 11.11% 9.26 2.11%
B2B 9.73% 12.97 2.19%
Home & Garden 9.19% 6.94 3.62%
Shopping & Auction 9.14% 6.33 0.15%
Local/Regional 8.64% 8.77 0.19%
News 8.32% 9.11 1.23%
Entertainment 8.21% 8.11 0.37%
Computing & Technology 8.06% 11.21 0.28%
Portals & Search Engines 7.34% 19.25 0.76%
Community 6.51% 10.25 0.61%
Sports & Recreation 6.38% 8.01 1.09%
Travel 6.08% 5.39 0.19%
Business & Finance 5.74% 11.51 0.12%
Womens Interest 5.66% 7.73 0.73%
Music & Streaming Media 4.78% 14.15 0.51%
Ad Network 4.66% 9.71 1.02%
Learning & Reference 2.93% 7.42 0.54%

Source: PointRoll Benchmarking Data, 2006-2009
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