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Prime Video EU Audience & Media Planning Narrative  1 

Purpose 2 
This document serves as Omnicom’s response to the Audience & Media Planning brief from PV for Stage 7 and includes detailed 3 
recommendations for our strategy and recommended approach for building a “Core Broadcast Framework” (CBF) with supporting data 4 
and insights, for single title launch campaigns in France (FR) and Turkey (TR). 5 

Background & Brief 6 
You asked us to develop a CBF that will act as the baseline plan for 10 single title campaigns in 2024 for France and Turkey (lines 9 & 10 in 7 
the brief “E_EU_PV-Supplement”). We demonstrate this in two ways: through this narrative answering the five deliverables in the brief 8 
(lines 55-67) and demoed during our meeting on July 9 in our preferred format and Omni, our MarTech solution (line 121 of the brief). 9 
You also asked for a response to the Red One brief in EU including our rationale, media plans, and MarTech demos (line 111 of brief). Our 10 
Red One plan builds on the CBF; the response for which can be found in a separate Red One document (file name OMG – Omnicom x 11 
Amazon_ Audience & Media Planning Narrative_EU PV RED ONE_7.5.24). We will present our Red One solution to you during our 12 
meeting on July 9, demonstrating the applications and capabilities used in building our response. 13 

A Common Approach for CBF Planning:  14 

1.Please include a common approach and rationale for how to build this framework that can then be applied to individual territories 15 
with a clear logic (inputs, outputs). 16 

Defining the building blocks of recognition to develop our Core Broadcast Framework 17 

The Core Broadcast Framework is tasked with driving awareness against A18-54, measured by title recognition and cost of recognition ($ 18 
spend/recognition pts).  The key to driving incremental streaming sign-ups is strong title recognition alongside perceptions of high 19 
quality, diverse, and exclusive content portfolio (see Appendix A1). Streaming consolidation is more common, with 25% of current 20 
subscribers questioning their platform choices (see Appendix A2). In FR, 8.8% have cancelled subscriptions, with cost concerns, lack of 21 
usage, and lack of new content as top reasoning (see Appendix A3). 22 

Our entire plan (CBF and addressable) is tasked with driving recognition through a common approach and we have a clear rationale for 23 
the inclusion of different channels, vendors and formats; we also define how we build title recognition and what we expect each plan 24 
element to contribute. 25 

Recognition through consistent impact (CBF): We make it easy for audiences to build associations and recognize PV titles by planning a 26 
consistent presence across selective channels, stations, programming, formats and sites in scalable, highly attentive media that reach a 27 
broad audience. This approach is evidenced via our work with clients such as Apple (see Appendix A4).  28 

Recognition through relevance (Addressable): Recognition is also driven by relevant and contextual communications that result in 29 
deeper awareness & engagement with releases. We know from research studies that when advertising runs alongside contextually 30 
relevant content, recognition is greater (see Appendix A5). By adapting to title-specific audiences, context and moments, we pull the 31 
right levers to build groundswells of buzz around the title, increasing impact.  32 

These drivers of recognition have been used to build consistent principles for channel selection between the CBF and addressable plans. 33 
Principles for addressable channel selection (see Appendix B) have been used in Red One plan development.  34 

Designing a pan-European planning approach for the Core Broadcast Framework 35 

We have defined a cross-region rationale to determine which channels should be allocated to the CBF using the above drivers of 36 
recognition. We have used Omni (our end-to-end marketing orchestration platform) to develop Master Single-Title CBF media plans.  37 
We do this using a regional two-step process which is owned by the Regional Strategy and Planning team (led by Carly Whiteford)  38 
and executed locally; 1) what’s included in the CBF (channel selection and budget allocation) and 2) how do we use it (channel tactics  39 
and flighting). 40 

1: What's included in the CBF: Channel Selection and Budget Allocation  41 
CBF channel selection is driven through a planning scorecard consisting of three assessment criteria. All potential media channels are 42 
assessed against their ability to deliver against this scorecard by local teams (see Appendix C1 & C2). The assessment criteria are: 43 

a) Ability to drive mass awareness quickly measured via Cost effective reach (A18-54). Channels and formats that sit within CBF must 44 
offer national scale against A18-54 with a comparatively low cost versus reach index. We consider Union Reach when developing budget 45 
allocation and implementational planning.  46 
b) Ability to aid memorability of message measured via Channel attention driving potential. Channels are scored using Omnicom Meta 47 
analysis of studies with attention measurement partners (see Appendix D.1), supplemented with local attention data where applicable 48 
(see Appendix D.2). Using this data markets have scored the channel out of 5 for their ability to drive attention. 49 
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c) Ability to provide value through upfront booking, scored via the % range of investment efficiencies delivered. By laying down a CBF 50 
master plan we will capitalize on the benefits and efficiencies that come with early booking in certain channels. Channels which offer 51 
tangible upfront benefits and investment savings should be prioritized. 52 

Once CBF channels are selected, countries calculate the optimum channel budget allocation to maximize effective combined (cross 53 
channel), 1+ reach and therefore the total budget allocation. Omni’s Channel Planner has been used to calculate the point of inflection 54 
where the cost per incremental Union Reach point outweighs the benefits achieved by the incremental Union Reach delivered (see 55 
Appendix E), allowing for local nuance of channel consumption, costings and multiplier effects to be applied to the regional framework. 56 

We have created a customized version of Omni Channel Planner for Prime Video allowing us to optimize plans to recognition and 57 
Amazon’s bespoke Union Reach, based on specific Amazon PV data sets and our proprietary Agile MMM approach. It leverages our 58 
bespoke machine learning algorithm to accurately estimate a campaign’s projected recognition, translating this into effective reach 59 
curves. As we do not yet have Amazon’s bespoke calculation of Union Reach, we use Omni to calculate deduplicated cross-channel reach 60 
based on attentive reach curves. These are calculated using proprietary attention research (see Appendix D). We have used attention as 61 
a proxy for recognition which we have observed (via case studies from our Omnicom benchmarking database) has a correlation of 62 
between 0.78 – 0.91. We would work with you to define an agreed methodology to aggregate all relevant data sources to create bespoke 63 
Union Reach and transfer into the bespoke Omni’s Channel Planner.  64 

Additionally, we have integrated country-level costing grids into Omni’s Channel Planner to ensure monthly seasonal costings across 65 
1,500+ data points, covering ‘broadcast’ channels, platforms, partners, formats and positioning (for A18-54) to maximize combined cross-66 
channel Union Reach. As the CBF is applied to 10 titles across the year, we use seasonal pricing indexes through the costing grid to 67 
optimize CBF budget allocation and ensure we have optimum media spends to drive recognition. 68 

2: How we use the CBF: Channel Tactics and Flighting 69 
Once channel selection and investment for CBF channels are defined, local teams tactically plan their selected channels using the CBF 70 
planning scorecard factors (see Appendix C) including cost effective reach, attention driving and up-front efficiencies. These tactics 71 
include defining the partners, formats and placements to best achieve our objective of driving recognition. 72 

In addition to channel tactics, flighting is key to the deployment of the CBF as part of wider Single-Title campaigns. We have developed an 73 
optimal regional flighting approach for the CBF master single title plan using our Omni Flighter application in Omni (see Appendix F). This 74 
provides a title-level baseline from which to flex based on seasonal pricing, cultural moments and competitor activity.  75 

Our base CBF flighting approach focuses on the main streaming release period, where delivering mass awareness is key and there are two 76 
phases to the CBF portion of the campaign: Phase 1 Title Launch, and Phase 2 Sustain. The addressable portion of the budget for each 77 
Single-Title campaign will consider supporting trailer drops in addition to amplifying the key release stage. 78 

Phase 1 Title Launch: The total launch period is defined as T-3 weeks until T-0 weeks (four weeks total, where T-0 is week of release), 79 
using a combination of CBF (and Addressable channels) to drive mass reach. This includes full cross-channel mix with heavy investment 80 
within four weeks of broadcast national channels – 80%+ of total CBF investment. T-2 weeks sees spend increase significantly, particularly 81 
across broadcast channels. 82 

Phase 2 Sustain: The total sustain period is defined as T+1 to T+4 (four weeks total, where T+1 is the week after week of release).  In 83 
sustain there is reduced CBF spend with 20% of total CBF investment. CBF spend limited (less than 1%) beyond T+2 weeks with remainder 84 
of spend for Sustain made up by Addressable channels.  85 

Local CBF rationale based on our orchestrated regional CBF planning approach 86 

1.Individual recommendations for TR and FR as to which media channels sit within broadcast media (CBF) and be the same for each 87 
campaign, and which will form the addressable media (non CBF) buckets and flex with every brief. A clear breakdown of investment % 88 
into each CBF channel with data / insights to support your choice. 89 

Taking our regional principles, countries build out localized CBFs. To maintain regional consistency and capitalize on the opportunities 90 
presented by local insights, we deep dive into audience analyses for each country. An Omni Audience Profile is created regionally by the 91 
Regional Planning Lead (Charlotte Eldridge) using Omni Audience applications and then shared from regional to local through Omni along 92 
with the definitions for replication for any enhancements with locally specific audience sources such as TGI. We profile the lifestyle, 93 
category behaviors and media consumption against A18-54 (weekly and monthly where available) and plan based on the reach & affinity 94 
index of each channel, allowing us to understand the key engagement opportunities for our audience in each individual country.   95 

The France CBF plan (see Appendix G) and the Turkey CBF plan (see Appendix H) both provide individual recommendations for the media 96 
channels that live within the CBF, along with a breakdown of investment percentages for each. 97 

France CBF rationale:  98 
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a) Channel selection based on consistent planning principles: Initial A18-54 analysis within Omni Channel Planner identified the 99 
following channels as key touchpoints for our audience: TV, OOH, Social Media, OLV, Radio and Display. We then utilized the 100 
Regional Planning Principles to evaluate and select the final CBF channels to drive recognition: cost effective reach vs audience; 101 
attention scorings and cost savings efficiencies; (full score card in Appendix C). This landed us on three key media channels: 102 
OOH: OOH ranks as one of the highest reaching channels - 84% coverage against A18-54. Its attention score ranks in the medium 103 
range (2), its low CPM of €2.28, cost savings efficiencies of 5%-10% and ability to build instant reach makes it a key CBF channel. The 104 
formats identified are a combination of 2sqm & 8sqm networks offering 89% coverage in cities of 100k+ inhabitants. 105 
TV: TV combines the 2nd highest attention score (4) with a CPM of €8.70 and annual booking potential of 10%-15%. The national 106 
coverage and fast reach-building potential against a broad demo of A18-54 (44% of reach in two weeks) make it a core channel for 107 
annual planning. The way we activate TV within the CBF will then depend on each title brief and planning period with the choice of 108 
either cherry-picking buys or standard burst buys. 109 
AVOD: A high and fast reach-building channel (65% reach potential) with a competitive CPM of €7 and attention score of 3. AVOD is 110 
complementary to TV (especially CTV networks) and allows precision targeting against context and/or sub demos. 111 

 112 
b. CBF budget setting: We started with the average single campaign budget of €1.7M as briefed (including CBF and addressable). Omni 113 

Channel Planner, calculates a 60% share of total investment as the optimum combination of TV, AVOD and OOH. The budget split by 114 
channel is planned, tested and optimized via Omni Channel Planner powered by the local costing grid. The optimized budget split 115 
output for CBF is 43% on OOH, 34% on TV and 23% on AVOD. 116 

 117 
c. Channel tactics incl. partners, formats and placements: Partners, formats and placements are defined through the lens of optimum 118 

reach with the objective of driving awareness, cost effectiveness and using mostly a 20 second format to maximize impact and 119 
completion.  120 

TV: Is used to build consistent reach in the two weeks leading up to the release. 50% of the plan’s GRP are delivered between 8pm and 121 
10pm to cover major daily talk shows (TMC, C8) and contextual content such as movies and series broadcast (TF1, M6, NRJ, TFX). This is 122 
combined with different channels with strong affinity on A18-54 sport passion points including Sports and Lifestyle channels such as 123 
L’Équipe 11% (1st TV sport channel in France/ affinity i131), Be In Sport 4% (official broadcaster of UCL, NBA and European Football 124 
Championship/affinity i157) or RMC découverte 6% (French equivalent of Discovery affinity i118).  125 

OOH: OOH acts a top-of-mind media for movie release in France as Movie Distributors were banned on TV until 2020. The combination of 126 
2sqm and 8sqm national networks provides the highest reach possible – 81%. Cityz (e.g. Clear Channel) 100% share of OOH budget offers 127 
both premium inventory and cost effectiveness. An annual commitment will open the possibility for preferential booking options for 128 
tactical placements inside malls (including exclusive builds as utilized by Netflix for example). 129 

AVOD: Focusing on YouTube (all devices with 40% of TV) as our core partner, we will build a JBP delivering added value and preferential 130 
rates of 10-15%. We complement this with 2 connected TV networks (CTV) as it delivers an attention score of 3.5/5 and ability to drive 131 
directly to Prime Video. CTV key vendors are Audience Xpress and Teads  with format such as 20’’ spots or masthead to drive recognition. 132 

One trade-off has been Social in France’s CBF due to lower attention scores (1.5/5) compared to the primary channels for A18-54. 133 
However, investment in social media will be considered for highly relevant titles & we will make use of Omnicom’s preferential global 134 
rates, where Joint Business Plans (JBPs) are in place. We have also not included Radio within the French CBF due to lower attention (2/5) 135 
and that it requires creation of audio assets and/or content beyond that produced for AV, therefore increasing production costs for this 136 
CBF. 137 

d. Optimal Flighting Recommendation: We have used Omni Flighter to determine our flighting recommendation aligned with the 138 
Regional Flighting Planning Principles (lines 73-85), to deliver optimal resonance/recognition levels for launch. Considering the highly 139 
cluttered environment, and further testing plan scenarios within Omni Channel Planner, we recommend a CBF plan using 100% of 140 
our budget in the four weeks around release date with the weekly breakdown shown below. We are aware that in-campaign 141 
performance insights and subsequent optimizations could lead us to use additional addressable budgets to reinforce the sustain 142 
phase or pre-launch tactical spend (e.g. to capitalize and country around a local special event): 143 
 144 

T-2:   Only Digital (AVOD)  8% of total CBF investment 145 
T-1:   TV + Digital (AVOD)  19% of total CBF investment 146 
T-0:   TV + Digital (AVOD) + OOH   58% of total CBF investment 147 
T+1:   Digital    15% of total CBF investment 148 

Turkey CBF rationale:   149 
a) Channel selection based on consistent planning principles: Local audience analysis within Omni Channel Planner identified digital, TV 150 
and OOH as our key channels for consideration and fed into our approach using the regionally developed CBF planning principles: 151 
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Digital: Digital provides the most cost-effective reach against A18-54 (66.2% attentive reach). Although some digital buys will be more 152 
relevant for the addressable plan, given it is an effective reach channel in Turkey we recommend including select digital buys that 153 
command attention and will be used in every release.  154 

TV: TV is our second largest cost-effective reach builder (29.8% attentive reach) and is holding the high attention score of 4 so it will be 155 
required on all plans. Due to the evolving nature of TV sales policies, we advise against pursuing annual purchasing commitments. 156 
Instead, we utilize a dynamic approach that leverages daily price negotiations to secure optimal cost-effectiveness, however the channel 157 
has a strong place in the CBF. 158 

OOH: The third largest reach builder for our audience (8.1% attentive reach) We have included 190 unit of Digi CLPs  (Istanbul), 100 159 
Megalights (Istanbul/50, İzmir/25, Ankara/25),14 Led screens behind metro rails (Istanbul), Metro Wrap in Istanbul Europe subway line, 5 160 
walls (Istanbul) OOH buys which command high attention and will benefit from up front commitments. 161 

One trade-off has been to exclude linear radio from the CBF, in favor of digital channels, since the channel indexes low for our main 162 
target audience, A18-54, but it will be considered in single title briefs depending on core audiences.  163 

b) CBF Budget Setting: Omni Channel Planner determines the optimum budget at a total and channel level and recommends a balanced 164 
approach between maximizing reach and brand recognition. It also reflects the local nuances such as TV optimal reach, daily GRP levels, 165 
and OOH pricing for our planning of the CBF media channels of Digital, TV and OOH. We calculate that an investment of €693k, equating 166 
to 70% of the total budget, is the optimal CBF budget to maximize 1+ reach.  167 

The budget split by channel is planned, tested and optimized via Omni Channel Planner powered by the local costing grid. OOH does not 168 
have a national reach profile comparable to the national reach delivered by TV and digital, therefore we have upweighted this to 169 
maximize our visibility & recognition in the main city, Istanbul. The optimized budget split for CBF is 28% Digital, 26% TV and 47% OOH. 170 

c) Channel tactics incl. partners, formats, and placements: To achieve our objective of mass awareness among A18-54 we have 171 
strategically selected a combination of media partners, formats and placements based on regionally developed CBF planning principles.  172 

Digital: YouTube Mastheads and TikTok TopView are key environments that offer high-impact formats that draw attention (attention 173 
score 3.5) and mass awareness of 50% of our audience and 75% SOV from TikTok TopView. Smart Video delivers our video in 174 
programmatic display environments in a cost-efficient way, with annual bulk purchases unlocking up to 40% cost savings and reaching 175 
50% of our broad target audience by title. Digital audio performs well across all audiences (A18-54) (listening online music 18-34 TA–126 176 
index  /18-54 TA-112 index ) and is cost-effective with upfront bulk budget allocation resulting in 45% savings. Popular TV broadcasters 177 
YouTube channels such as TV8, TRT, Demirören are used for cost-effective, non-skippable ads (45% cost advantage by pre-purchasing). In 178 
addition to cost benefits, we will also achieve prime positioning, securing first A1 pre-roll placement on YouTube partner channels, free 179 
BLS studies, expanded reach with YouTube partner sales, and free creative development (added-value creation of audio, video, and DCO 180 
assets). 181 

Total TV: To achieve maximum A18-54 1+ reach of 50-55%, 11 TV channels were carefully selected based on viewership share data. 182 
Shows are strategically scheduled in accordance with audience affinity index. Prime Time segments were prioritized (70%-80%), to 183 
maximize campaign exposure during peak viewing hours 19:00-00:30 The overall campaign's optimum daily GRPs of 35-40 are set to 184 
effectively deliver the campaign message. Additionally, we'll reach audiences through BVOD and CTV channels that exhibit highest 185 
attention score of 4 and strong affinity among A18-54, who watch channels on smart TV (111 index), VOD platforms usage (112 index). By 186 
committing to an annual budget, we can secure cost savings of up to 50% and secure A1 pre-roll placement on selected BVOD channels as 187 
an added value.  188 

OOH: We included walls to drive consistent impact with annual bookings. In OOH we prioritized Istanbul, the highest populated city with 189 
8.7million 20-54s. We have included high impact formats, Megalights (across Istanbul, İzmir, Ankara) Billboards, LED screens behind 190 
Metro rails and medium sized 190 unit of digital CLP network in Istanbul where an annual commitment brings us a cost advantage of 8%. 191 

d) Optimal Flighting Recommendation: Three weeks flighting except annual walls per title. When we analyzed the ideal campaign 192 
duration (exc. Annual walls) through Omni Channel Planner, we saw that a strong three-week media plan would bring us the most 193 
effective reach - 25,37 attentive reach for 5 weeks vs 36.77 combined attentive reach for 3 weeks. The Launch phase focuses on OOH to 194 
build awareness then big formats on digital – YouTube Mastheads, TikTok Topview & Pulse, TV airings and OOH running in T-1 followed 195 
by the bulk of the investment running in the release week of the campaign.  196 

T-2:  Launch with annual walls – 8% of total CBF investment 197 

T-1:  Digital + Annual Walls. On digital with programmatic video & display and audio streaming platforms - CTV,   198 
BVOD, YouTube Partner, Spotify, Karnaval, Onedio, smart video. Presence on OOH walls - 13% of total CBF investment 199 

T-0:  TV, Digital (YouTube CPH& CPM mastheads, TikTok Topview & Pulse) and Static high impact and DOOH usages to 200 
dominate the view - 61% of total CBF investment 201 
T+1:  Digital (Programmatic Display, Programmatic Video and Audio Streaming platforms) + OOH (Megalight & Billboard) 202 

and Digital CLP - 18% of total CBF investment  203 
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Measurement & Optimization Plan:  204 

To determine performance against recognition metrics and CBF optimization recommendations, we have an integrated measurement 205 
framework that enables our measurement of media performance against business KPIs, and provide frequent leading indicators of KPIs to 206 
enable more detailed optimizations on varying levels of cadence (daily, weekly, monthly) (see Appendix I).  207 

The business, brand and diagnostic KPIs that we propose to measure CBF performance, including the leading media metrics for in-flight 208 
optimization, are: 209 

Business KPIs (shared by Amazon where possible): PV Incremental Subscriptions and platform engagement, brand perceptions. 210 

Business Proxy KPIs (shared by Amazon where possible): Amazon brand tracking measures: Campaign Recognition, PV intent  211 
to subscribe, brand Linkage, Viewership (if available).  212 

Strategic Leading Indicators (provided by Omnicom): Search Query Volume & Organic Trailer Views, Addressable Attention,  213 
Social Mentions. 214 

Tactical Leading Indicators (provided by Omnicom): Omni Union Reach (and Frequency), Impressions, Clicks, Visits, Completed Views, 215 
CPMs, CTR, Viewability. 216 

Based on these metrics and availability to Omnicom, we will deploy agile measurement solutions to discern the value of our investment 217 
in driving the metrics, and then recommend future optimization recommendations that would justify deviations from the CBF plan. These 218 
learnings would feed into a learning agenda, providing a framework for testing and analyses that guides in-campaign and future campaign 219 
optimization strategies. Our Red One learning agenda can be found in the Red One response. 220 

This approach to agile measurement and learning agenda analytics therefore justifies our position on your Hotly Debated Topic:  221 

In what instances do you propose that individual campaigns deviate from the recommended standard plan? 222 

We would only advise deviating from the CBF plan when there is a clear evidence-based opportunity to do; so per title. In keeping with 223 
the principles of the development of the CBF, we want to codify these potential alterations to local single title plans. We have created the 224 
Flex Factor Optimizer in Omni (see Appendix J) to guide the adjustment of the CBF media mix and weightings. 225 

Based on our experience of working on other global entertainment clients, we will use the following inputs in the Flex Factor Optimizer: 226 

Core audience media consumption: Channel mix prioritization and weighting compared to the core CBF audience. 227 

Genre interest: Country relevancy for the single title release genre. 228 

Star Power: Talent recognition and buzz. 229 

Competitive Environment: Communications landscape for launch. 230 

Once these shifts are defined, local teams adjust budgets, formats and flighting as necessary based on: 231 

Cultural relevance of title in countries: Cultural opportunities or challenges presented by the title storyline or characters showing how 232 
large the growth opportunity is and therefore budget recommendations vs other titles across the year. 233 

Cultural calendar in countries: Key seasonal events of interest in each country (sourced from local planning teams) including 234 
entertainment moments, religious events, public holidays & shopping dates affecting flighting recommendations. 235 

Distribution Flighting (i.e. weekly, stacked, periodical): Affecting media flighting recommendations. 236 

Effective frequency of media: By channel and addressable platform. 237 

Due to the nature of CBF negotiations, we would not recommend adding additional vendors to the CBF, unless local Market conditions 238 
demand it, i.e. Turkey daily TV negotiations. 239 

Agile MMM would power the Flex Factor Optimizer, by enabling us to analyze the specific adjustments that should be made based on the 240 
above variables and act as our ongoing evaluation tool, aligned to our Measurement Framework (lines 206 - 222).  Our Agile MMM 241 
solution coupled with our geo and brand lift studies, enable us to run hyper-granular and calibrated time series models on proxies like 242 
search query or trailer organic views to understand the drivers of media and other factors to these leading indicators of recognition and 243 
intent to subscribe. Once we have isolated the important factors that drive recognition, we can predict their impact on the plan and the 244 
resulting actions we should take and adjustments that maximize performance.  245 

Historical recognition and viewership data will enable us to correlate leading indicators to identify, for example, how much a 5% increase 246 
in a title’s trailer views impacts recognition and intent to subscribe. Agile MMM models will be trained on historical and live campaign 247 
data, response curves and signals from the models will be applied, so that each of the attributes in the CBF have the latest Prime Video 248 
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campaign results. Benchmarks will be reflective of the most recent period in the Flex Factor Optimizer e.g. uplift on recognition and 249 
intent to subscribe of certain star power and genre attributes, helping drive the required investment.  250 

As we progress from title to title, we strengthen our understanding of the components of Union Reach. For example, our models will 251 
build different versions of effective reach, and correlate these with leading indicators and business indicators, and further test the right 252 
approach to build the right Union Reach metrics as we move to a bespoke definition.  253 

We showcase the Flex Factor approach applied to Red One, including cultural nuances in France and Turkey. 254 

Media Buy Execution and Campaign Development:  255 

Proposed next steps to extract the most possible media value from this approach on an annual level (partnerships, competitive 256 
restrictions, bulk buying).   257 

Omnicom will deploy a Global Strategic Investment Model (GSIM) to fully harness the scale of Amazon investment and achieve maximum 258 
value and efficiency for all countries and LOBs. The CBF leverages this GSIM. The four key roles that our CBF leverages are: 1) Supporting 259 
the setting of the Global Investment vision and strategy aligned to Amazon’s overall business objectives, competitor activities and 260 
evolving marketplace conditions (including programmatic expansion, inflation, consumption shifts, currency innovation, and data privacy 261 
/ regulatory movements); 2) Evaluate, negotiate and manage global media partnerships, sponsorships and joint business plans whilst 262 
supporting local CBF partnerships and JBPs; 3) Establish, maintain and share marketplace best practices across countries and LOBs to 263 
support robust development of CBF JBPs at a global and local level and 4) Track and report the delivery of agreed-to value targets 264 
through the PV EU CBF Commitment Tracker. The GSIM is managed and governed by a Global Investment & Accountability function, 265 
which is led by a Global XLOB Investment Lead Mark Gallagher. 266 

The CBF Commitment Tracker (see Appendix K) is managed and governed by the EU PV Media Operations Lead. The tracker combines 267 
upfront CBF commitments with suppliers, and compares against planned media spend across campaigns. This is a live tracker that 268 
updates as plans are finalized, enabling local investment teams to ensure they are meeting commitments, and have the agility to flex on 269 
plans where required. This can be viewed at a local and regional level, further enabling the Regional Investment Team to have visibility of 270 
global synergies. 271 

In France, Local Investment Teams will negotiate upfronts deals with TV broadcasters and OOH sales houses to maximize ROI with the 272 
budget allocated to each media in our CBF. We will organize negotiation tenders to select a preferred partner for each media type, not 273 
only based on pricing but also on added value such as priority access to special inventory or innovation preview. For example, the added 274 
value for OOH we negotiate for Amazon includes: 275 

Live creative testing with JCDecaux and CITYZ - creative recommendation to optimize recognition  276 

Bespoke OOH network placement when Movie/Show cast visits France, usually between hotel and movie/show premiere 277 

Bonus panels of up to 15% of the net media spend 278 

Additional broadcasts on DOOH, up to 10% of the net media spend 279 

In Turkey, for TV, where prices fluctuate according to the demand, local planning teams execute daily negotiations to ensure the most 280 
advantageous rates. Our teams negotiate for global clients such as Apple, Unilever, L'Oreal for upfront deals for digital placements and 281 
OOH sites to offer significant cost advantages through lowering unit costs, volume additions, and free services like cross-channel Brand 282 
Lift Studies. 283 

RED ONE Response 284 

Following the development of the annual CBF laydown, title-specific briefs will be received and responded to utilizing the Omni workflow 285 
(see Appendix L). Using this workflow, we have responded to your Red One brief (see supplementary brief starting on line 400).  286 
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APPENDIX A: Sources  287 

A.1. Drivers of purchase for Streaming Services – France Data by CBF and Core Title Audiences 288 
 289 

 290 
 291 
Source: GWI GlobalWebIndex, Base: France (Country), Year: 2021, Export Date: 3 Jul 2024, Export Time: 17:21 292 
 293 
A.2. European streaming subscription figures, average number of subscription by user, by country 294 
 295 

 296 
Source: Bango: Streaming trend accelerating in Europe, despite price hikes (thedesk.net) 297 
 298 
A.3. France – Of the 8.8% who have recently cancelled a subscription (left chart), motivations for cancelling (right chart) 299 
 300 

 301 
Source: GWI Zeitgeist  302 
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A.4. Apple brand value divergence from Samsung  303 

  304 

Source: Interbrand 305 
 306 
A.5 Contextual relevance in media selection boosts advertising recall and other key brand effectiveness metrics 307 
 308 

  309 
Source: Millward Brown - Digital advertising impact of contextual advertising 310 
 311 

APPENDIX B: Addressable Principles  312 

Addressable channel principles to guide local addressable channel selection per title brief:  313 
1. Buzz driving effects: It is important we use our addressable channels to build a ground swell in culture around the title. We 314 

select channels that are optimal for leveraging engagement to build anticipation and buzz.   315 
2. Ability to create tailored audience approaches: Addressable channels should be used effectively to address core audiences 316 

through targeting capabilities or through the specific nature of the channel audience.   317 
3. Benefits of flexibility and agility: To complement the consistent upfront planning approach of the CBF, addressable channels 318 

should have a strong ability to tap into contextual and cultural elements for each title and planning period. The flexibility and 319 
agility afforded through addressable media allows us to react to the “unplannable” (e.g. topical, cultural, governmental, talent 320 
& title-based challenges), as described in the Amazon Programmatic/Biddable Media Meeting on June 26.  321 

 322 

APPENDIX C: Country CBF Scorecard  323 
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C.1 FR Country CBF Scorecard 324 
The below is our France CBF scorecard, 3 variables are used to assess the CBF potential of each channel:  325 

- Cost effective reach: CPM level against 18-54 326 
- Attention driving: attention score between 1-5, 5 being the highest score 327 
- Up-front efficiencies: our ability to generate cost efficiency by committing spend up-front 328 

 329 
 330 
 331 

 332 
 333 
C.2 TR Country CBF Scorecard 334 
The below is our Turkey CBF scorecard, 3 variables are used to assess the CBF potential of each channel:  335 

- Cost effective reach: CPM level against 18-54 336 
- Attention driving: attention score between 1-5, 5 being the highest score 337 
- Up-front efficiencies: our ability to generate cost efficiency by committing spend up-front 338 

 339 
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 340 

APPENDIX D: Proprietary Attention Research 341 

D.1 OMG’s proprietary attention planning tool within Omni 342 
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 343 

D.2 Local Attention research from France   344 
Attention score matrix based on industry data, methodology and panel size detail 345 

 346 

APPENDIX E: Omni Channel Planner  347 

E.1 FR Omni Channel Planner 348 
Example CBF laydown based on average of x1 campaign with detail of channel spend, delivery and total 1+ reach. 349 
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 350 

E.2 TR Omni Channel Planner  351 
Example CBF laydown based on average of x1 campaign with detail of channel spend, delivery and total 1+ reach. 352 
 353 

 354 
 355 

APPENDIX F: Omni Flighter  356 

F.1 FR Omni Flighter  357 
France Omni Flighter tool output, showing proposed flighting for 3 consecutive CBF campaign launches (chart continues off-screen) 358 
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 359 

F.2 TR Omni Flighter  360 
Turkey Omni Flighter tool output, showing proposed flighting for 3 consecutive CBF campaign launches (chart continues off-screen) 361 
 362 
 363 

 364 

APPENDIX G: FR CBF Plan  365 

Total CBF laydown for France illustrating channels, budgets and partners   366 
 367 
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 368 

 369 

 370 

 371 

APPENDIX H: TR CBF Plan  372 

Total CBF laydown for Turkey illustrating channels, budgets and partners   373 
 374 
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 375 
 376 

 377 

 378 
 379 

APPENDIX I: Measurement Framework 380 

Measurement framework outline for Prime Video EU, including proposed proxy metrics for Agile MMM development 381 
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 382 
 383 

APPENDIX J: Omni Flex Factor Optimizer 384 

Omni application where planning factors are scored to calculate whether the planned budget needs to flex to allow for deviations 385 
 386 

 387 
 388 

APPENDIX K: CBF Commitment Tracker  389 

CBF broadcast partnership tracker, providing local and regional teams the ability to track spends within multi-title CBF agreements by 390 
supplier 391 
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 392 

APPENDIX L: PV EU Omni Workflow 393 

Omni, our end-to-end marketing orchestration platform and within that Campaign (see image), our consistent approach to strategy, 394 
planning, execution, and reporting across all regions and locales.  395 
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 396 
  397 
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Supplementary Narrative: Red One Launch Campaign Response 398 

Purpose 399 

The purpose of this document is to provide a summary of the planning work Omnicom has undertaken with regards to the Red One EU 400 
brief. This response covers a summary of our entertainment enthusiast approach for building a Red One plan, where usage of the 401 
applications and data within Omni have been used to deliver optimal media plans for Turkey and France. This approach will be consistent 402 
for all plans built on top of the predefined CBF plans using regional principles and local planning nuance. We have structured this 403 
document to clearly answer your key questions in lines 107-117 in your brief E_EU_PV-Supplement, with demos to aid discussions. 404 

1. A well-defined target audience that is actionable in the target marketplaces, including details on sources and activations, insights 405 
that inform the overall strategy. Note that this campaign would be briefed at Pan-European level, so detail your process to work from 406 
a Pan-EU audience to local nuances, how you apply different data sources, how you justify changes, amends or substitutions. Live 407 
Demos to ask questions are welcome.    408 

Defining Audiences: We have built a simple and repeatable Core Audience Model that supplements our approach of foundational 409 
audience understanding as part of CBF planning. This is based on the audiences with highest probable interest; including key 410 
demographics and genre affinities of those most attracted to the title. This will inform our addressable planning recommendation, and 411 
impact adjustments to the CBF, as mentioned in the CBF narrative Flex Factors approach (Line 227 of CBF). For Red One, our audience 412 
approach is as follows: 1) Broad Target Audience: A18-54; 2) Core Demographic Audiences: A18-34 parents of children 8+; 3) Core Genre 413 
Audience: Action AND Comedy fans (additional to your brief).  414 

Profiling Audiences & Audience Insight: To ensure consistency, we create regional audience profiles through our Omni Audience Explorer 415 
using local data sets to allow for comparability and size the audiences (see Appendix SNA.1), and profiles lifestyle, category behaviors 416 
and media consumption (weekly and monthly where available) across all countries (see Appendix SNA.2). This identifies addressable 417 
targeting opportunities e.g. Gym Enthusiasts due to high affinity for Action & Comedy fans (see Appendix SNA.3). This consistent view is 418 
then enhanced by leading local audience profiling tools, such as TGI (see Appendix SNA.4).  419 

We identify growth opportunities through audience data. This justifies the inclusion of the Core Genre Audience as it adds relevant scale; 420 
there are an additional 1.5M A18-54 in FR and 1.7M in TR who are Action & Comedy fans not captured by the A18-34 or Parents of 421 
children 8+ audiences (GWI). 422 

To build relevance and recognition, it is important we connect with our audiences in culture. We have utilized Omni Audience Culture Q 423 
(see Appendix SNA.5) to understand and quantify cultural trends for our audiences.  424 

Finally, we use our bespoke Addressable Title Insight Dashboard to explore additional title specific insights including talent affinity, genre 425 
affinity, competitive releases, social conversation around important release milestones e.g. trailer drop (see Appendix SNA.6). 426 

For Red One these insights inform our comms strategy: 427 
Consumer Insight: In Q4, consumers are making time for social and family moments whilst being presented with festive and retail 428 
advertising (+7% ppt uplift in ad spend for Q4 in France (Omnicom Global Strategic Investment Group)) as well as entertainment content. 429 
We need to cut through the noise, not add to it.  430 

Cultural Insight: Streaming trends are fueled by remixed, irreverent, and discovered content through meme culture (see Appendix 431 
SNA.4). In a world of predictable holiday films, Prime Video has the opportunity to leverage Red One to challenge these ideas, putting 432 
star power front and center to become part of the seasonal cultural zeitgeist. 433 

Category Insight: As well as competing with global streaming players, we are competing with strong local platforms and content across 434 
Europe (e.g. series from local TR platforms collectively account for 31.7% of demand for all shows). Tapping into local cultural seasonal 435 
moments can build relevance and drive recognition in a cluttered Q4 period 436 

Strategic Platform: 437 
Leverage meme culture to present Red One’s star power as a unique ensemble that will light up the home on Prime Video. 438 

*** RED ONE UNWRAPPED: Meet the Crew this Holiday Season *** 439 

Use media as a meme-able canvas for content to turn Red One’s stars into iconic own-able IP for Amazon Prime. 440 

Strategic Principles: 1) Cut-through media formats and assets to introduce Red One characters to audiences; 2) Leverage sequential 441 
placement to ensure multiple individual characters are seen in proximity to each other; 3) Connect to meaningful audience moments in 442 
the holiday season; 4) Use media as a canvas to distribute sharable, meme-able content introducing the broad range of characters. 443 

We use this audience insight and the direction from our comms strategy to finalize each title plan. This includes any deviations from 444 
CBF and planning the addressable portion. You will see how this is implemented in market planning from line 65 to line 175.  445 
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Activating Audiences: To activate audiences, we will use Omni Fusion as part of Omni Audience Explorer. This tool uses generative AI to 446 
translate planned audiences (e.g. Gym Enthusiasts) into all verified audience partners (e.g. Meta) by matching their core attributes onto 447 
the partners’ taxonomies (e.g. weightlifting communities). This enables accurate, consistent audience definitions, without requiring ID-448 
level data sharing. We are also able to test new data partners (e.g. Lotame or Seedtag) through Omni fusion to facilitate audience 449 
mapping to contextual environments through PMPs for our planned audiences.  450 

2. Individual recommendations for TR and FR, addressing target audience insights and how they were applied to inform the final 451 
channel mix, flighting and use of creative media, be specific about data and sources used to support your arguments. Be clear about 452 
trade-offs and considerations. 453 

We have a consistent planning approach for Amazon PV single titles:  454 
CBF: Leverage the master CBF plan for each locale. We use the Omni CBF Flex Factor Optimizer to make necessary adjustments to the Red 455 
One CBF (upweight/down-weight investment, channel mix, flighting). See Appendix SNB.1.  456 

Addressable: Build the addressable plan to complement CBF, starting with the core title audience insights to determine which channels 457 
not included in CBF that are required to build recognition with our core audiences. It also includes any additional formats/buys in CBF 458 
channels, where they differ from those already in the master CBF plan. The addressable plan allows us to develop non-standard media 459 
ideas in line with the strategic platform (Line 40). 460 

FRANCE: Red One Media Planning Recommendation 461 

CBF: The three channels of the CBF (OOH / TV / AVOD) still act as the building blocks to drive awareness (see Appendix SNB.2) with fast 462 
reach-building networks, we adjust and refine the CBF within each channel to fit the specifics of the Red One brief using the Omni Flex 463 
Factor Optimizer: 464 

OOH: Our primary channel, providing high reach at scale in urban areas. CBF OOH is complemented by JC Decaux cultural inventory to 465 
pre-empt traditional Movie Distributor formats in Paris, including Ciné Mats placement (see Appendix SNF.1 for in-situ examples). 466 

TV: A cherry-picking approach focusing on prime-time context with a mix of Entertainment & Sports programs in line with our A18-34 467 
viewership behavior and high-indexing environments, especially Music and Sports as they rank as their two main passions, measured 53% 468 
and 41% of the target interested with TGI.  We will tap into the fan base of Dwayne Johnson through Sports programming by picking 469 
fighting-related programming on RMC Sport 2 (official broadcaster of MMA in France) or for further contextual alignment with football - 470 
TV spots during the French football team game on November 14, on TF1 and spots during UCL games on Be in Sports or Canal +. This 471 
approach is complemented with tentpole spots to further support the release at launch (35%+ of audience share for the tentpoles). 472 

AVOD: We follow our CBF recommendations with a focus on YouTube as a core partner along with Audience Xpress and Teads (selling LG 473 
tv connected inventory). Format replicates TV with 20’’ ads and CTV environments allow us to drive users directly to Amazon Prime App 474 
or download if not present on the device. 475 

Addressable: We re-validate our audiences’ media consumption through Omni Audience Insights and Omni Channel Planner, 476 
supplemented with TGI to ensure selected channels complement each other when looking at the overall plan (see Appendix SNB.3). Our 477 
total Red One plan delivers 89.7% 1+ combined Union Reach (see Appendix SNB.3). 478 

Social Media: Social media has the highest reach (97% 18-34 / 94% 18-54) and affinity (113ix 18-34 / 109ix 18-54) against our core 479 
audience A18-34 and A18-54 (TGI.) so we have selected Meta, TikTok and Snapchat as key platforms for the plan. We will focus on T-1 480 
and T-0 and will integrate meme formats, taking a Reach management-based approach but with capped ad sequencing vs number of 481 
assets on Meta and TikTok. Programming of creative sequencing with the trailer as the first exhibition, then the meme (short videos 1 to 482 
2 seconds) which alternates according to the cast at each exhibition. As programming ad-sequencing is not possible on Snap, we will only 483 
push the trailer in pre-roll format. On Nov 15 and 16, we will use TikTok First View Video format and Snap First Ad format. T+1 will be 484 
activated with pre-roll format optimized on reach management. 485 

Online Video: A key channel to address the A18-34 audience with AV content, the OLV component complements our CTV/AVOD buy with 486 
Twitch during the launch phase (T-1 & T0) and with BVOD, focusing on the two highest reaching networks TF1+ (32 million unique 487 
users/month) and M6+ (23 million unique users/month). We will deploy 20 second pre roll or mid roll format with DCO to associate 488 
content related format (based on cast and genre). 489 

DOOH: We complement the OOH plan with DOOH in railroad stations on T-1 week to capitalize on higher traffic in key stations due to 490 
bank holiday on November 11. On T-0 week we reinforce our plan with cut-through placements on Paris Subway (12m2) allowing us to 491 
capitalize on the cast with the use of double formats and with DOOH in malls (65 locations in France and 465 screens) with Citiz 492 
inventory. DOOH will also allow us to deploy multicast formats in the loop of content.  493 

Display: We address contextual publishers with reference to all SVOD/Cinema releases, focused on Allociné as the website for content for 494 
movie fans (15M unique visitors per month). We will deploy takeover formats on selected content (movie pages with our cast or similar 495 
action movies) during the launch phase and takeover on the home page on November 15. 496 
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Flighting: We will start T-2 week combined with a strong investment on the T-0 week and a sustain week with decreasing investment (see 497 
Appendix SNB.4). The condensed flighting is a tradeoff we have considered to ensure high SOV to deliver strong reach (90% referring to 498 
channel planner) in a short time, given the Q4 landscape. The budget is allocated to ensure a progressive build at the start, supporting the 499 
teasers and trailers, followed by a strong acceleration the week of release to ensure we hit maximum reach at launch. We then move to 500 
the sustain phase where we continue building frequency against our core audiences. 501 

TURKEY: Red One Media Planning Recommendation 502 
CBF: The Red One Specific CBF is as per the recommended master approach (Appendix SNB.5) but with a period of x4 weeks from T-2 to 503 
T+1 (Appendix SNB.5) 504 

Addressable: With a limited celebration of Christmas, some of the key themes of Red One has lower relevance for Turkey and the budget 505 
has been reduced down to 1.198m EUR versus the briefed 1.3m EUR (see Appendix SNB.5). We have used the specific audience 506 
segments of Parents of kids 8+, Action movie enthusiasts (males), and 18-34 target audience to build out the addressable portion of the 507 
plan. The campaign delivers 81% 1+ Union Reach across CBF and Addressable combined (see Appendix SNB.6) and includes:  508 

TV: Six days of thematic TV who index highly for Red One’s genre (according to GWI data: News/Current Affairs: Parents - 113 Index, 509 
Prime Users - 115 Index; Sports: Parents - 106 Index, Prime Users - 123 Index). In terms of genre preferences, GWI analysis suggests 510 
higher male interest in Action (109 Index) and Superhero (120 Index) genres, supporting the potential appeal of Red One to this 511 
demographic. 512 

Radio: Six days of linear radio with a 15-second spot and a +50% Day Time (DT) weighting to coincide with the TV airing period. GWI data 513 
indicates higher radio consumption among parents (112 Index) who are a key target audience for Red One. 514 

OOH: Additional addressable formats including ‘giantboards’, high impact LED screens, static CLPs to own the view in Istanbul and 515 
premium LED screens strategically positioned in high-traffic shopping malls (like Akmerkez and City's) will capture the attention of 516 
parents during the peak shopping season of November. This will be live for 3 weeks from T-1 with giantboards limited to 10 days from T-0 517 
to maximise launch day impact to drive recognition (see Appendix SNF.2 for in-situ examples).  518 

YouTube: Throughout the campaign period, YouTube skippable and non-skippable formats will allow us to target our audience via their 519 
interests. We will also integrate DCO opportunities outlined in lines 148-153. 520 

Meta: Our key reach driving channel on digital will be Meta which has the largest targetable audience. During the awareness phase we 521 
have planned to reach 66% of our target audience on Meta. Targeting capabilities allow us to target parents of specific age groups and 522 
integrate DCO opportunities outlined in lines 148-153. 523 

Snapchat: To take advantage of Snap’s highly indexing reach amongst A15-34 a small amount of budget (<1%) has been assigned which 524 
delivers a cost effective 10% reach versus TA.   525 

TikTok: We'll use TikTok Topfeed formats and in-feed ads to maximize reach, with countdown stickers adding urgency and excitement 526 
towards the release date and ahead of our TopView format on launch day.   527 

Local Platforms: Leverage popular Turkish platforms like Sinemalar and Beyazperde to boost visibility and resonate with local movie fans. 528 
Employ eye-catching rich media formats on platforms like Teads. These special executions featuring the "Red Squad" will grab attention 529 
and leave a lasting impression to drive title recognition.  530 

Flighting 531 
In order to maximise reach at a seasonally expensive time, we recommend that flighting is reduced down to a total of 4 weeks to 532 
maximise weekly reach (44.5% versus 31.5% for a longer campaign period). 533 

The launch phase will have 77% of the total Red One budget (see Appendix SNB.7) starting with OOH ahead of a concentrated burst of 534 
screen domination through TV combined with Thematic TV, YouTube, BVOD & CTV, Social Media and Audio. Additional CBF OOH will start 535 
during launch week to maximize recognition of Red One launch along with other usage of addressable OOH formats like giantboards, high 536 
impact led screens, static CLPs to own the view in Istanbul and outer premium LED screens in shopping malls. The remaining 23% of total 537 
Red One budget will be allocated to a short sustain period. Maintain 538 

 reach levels whilst supporting the release with digital, OOH and social. 539 

Use of creative media: Below are specifically the creative uses of media we recommend for Red One, aligned to the PV learning agenda 540 
(see Appendix C): 541 

1. Dynamic Creative Content Variation  542 

France & Turkey: DCO in Meta and OLV through Omnicom’s Artbot AI creative optimization product to maximize creative performance 543 
across all audiences, environments and channels (+35% increase in creative performance vs standard creative – see Appendix SND). This 544 
allows us to execute thousands of creative variations showcasing the Red One crew with relevance at scale, relating to our strategic 545 
platform. Real-time performance data optimizes against best performing creative variants and allows us to create new variants, 546 
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continually maximizing media performance and deliver incremental recognition growth (measured via Agile MMM as outlined in lines 547 
181-190). 548 

Trade Offs: Higher in-platform CPMs than standard creative, however proven effectiveness (see Appendix SND) gives confidence in the 549 
impact on leading indicators and recognition driving capabilities. Per conversations in the Programmatic/Biddable Media meeting, this 550 
can be scaled across multiple campaigns, countries and languages.  551 

2. Cross-channel Activation to Drive Conversation in Culture 552 
France: Meet the Crew in Cannes through the NRJ Partnership around the NRJ Music Awards (NMA). The NMAs are the main music 553 
ceremony in France based on public choice (3.7 million votes on NRJ.fr last Edition), taking place on November 1st in Cannes (Palais des 554 
Festivals) and broadcast on TF1 on prime time (3.4 million viewers last edition). We will invest 6% of the total budget here. The radio plan 555 
includes 57 X 20 sec spots delivering 44.45 GRP. We would achieve on air TV visibility (1 min during ad break) during TF1 live broadcast 556 
and on air radio integrations that will generate 5 million Earned Media impressions. Organic social media visibility with red carpet content 557 
promoted through NRJ social platforms generate around 2.5 million impressions. The partnership is based on three pillars: 558 

1. From Red One to the Red Carpet: Dwayne J and/ Or Chris E hijack the Cannes Red Carpet creating shareable content promoted on 559 
NRJ social networks (Tik Tok, Meta) during the ceremony and the day after). 560 

2. Meet the Cast: launch a contest on NRJ radio to win the opportunity to be the last one invited to join the NMA event and meet the 561 
cast (from Oct 28 to 31st). This operation will be promoted on air during the drive time show of NRJ. 562 

3. Celebrating the best duet (Dwayne Johnson and/or Chris Evans present the prize “Best International Duo or Band” award to the 563 
winners) building the association and familiarity with the Red One crew movie).  564 

Trade Offs: The trade-off between standard media and our activation is based on potential to drive recognition through leading 565 
indicators (Social Mentions, Search Query Volume, Attention in digital). This would be measured as an event through Agile MMM as per 566 
lines 181-190. We considered this approach against an option to reinforce the standard TV plan and social media around NRJ NMA 567 
ceremony, however we believe the potential to drive recognition is higher through the partnership. 568 

Given the cultural context in Turkey we did not feel the tradeoffs vs. standard media buys warranted culture-driving innovation for Red 569 
One.      570 

3. Proposal to measure any non-standard executions and recommendation to define the ROAS in a world where data sharing between 571 
Amazon and you will be limited 572 
In order to identify and assess non-standard executions for single title plans, we leverage the PV learning agenda (see Appendix C). This 573 
standardizes our approach for innovation and ensures all recommendations fit with our key testing areas with the ability to share 574 
learnings for future single title campaigns. 575 

To measure non-standard executions, we will use the existing measurement approach for PV (see Appendix SNE), which utilizes Agile 576 
MMM to understand the impact of channel, data strategy/targeting and other campaign attributes on driving core leading indicators 577 
(search volume query, organic trailer views). In addition, social mentions and attention give us a series that we can model creative, star 578 
power attributes or cultural driving moments associated which each title. Both sets of leading indicators will strongly connect with 579 
recognition and intent to subscribe, and we will test that relationship continuously. We can then calculate the cost per recognition of 580 
channel and campaign activity; our definition of efficiency for this case (ROAS in the brief).  581 

Where we run activations on specific dates, we can track spikes in metrics over the specific period and attribute it to the model. Where 582 
we suggest a new and non-standard channels to the model, activity that does not have sustained media pressure or we are running only 583 
in a specific location, we will be unable to integrate into the Agile MMM model initially and therefore would use specific tests i.e. geo-lift 584 
studies or test/control groups against leading indicators.   585 
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Appendix SNA: Audience Insight  586 

SNA.1. Audience Sizing 587 
Total estimated size of audiences: 588 

 589 
 590 
Addressable estimated size of audiences: 591 

 592 
 593 
SNA.2: Lifestyle, Category Behaviors & Media Consumption (Weekly and monthly where available)  594 

 595 

 596 
Source: GWI, AEG 597 
 598 



July 2024 – Omnicom Media Group – Audience & Media Planning Narrative – PV EU CBF 

Confidential | Page 24 of 34 

 599 
Source: GWI, AEG 600 
 601 

 602 
Source: GWI, AEG 603 
 604 
SNA.3: Audience Explorer (Omni) Core Audience 18-34 France & Turkey 605 

Omni Audience explorer profiles in France (top) and Turkey (bottom), overview summarizing demographics, digital affinities, YouTube 606 
video consumption and targeting segments to reach them through Google. 607 
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 608 

 609 
 610 
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SNA.4: France TGI Media Consumption 611 
 612 

 613 
 614 
 615 
SNA.5: Streaming Cultural Trends – France Overview & Cut By Generations 616 
Meme culture is key element of culture reflecting success for streaming content – the characters or storylines are taken up by fans and 617 
used creatively in social channels mostly for humorous purposes in reaction to real life events.  618 
 619 

  620 
Source: Omni Audience Culture Q  621 
 622 
Generational View: Functional play and multi-sensory experiences are key for engaging young adults – this has fed ideas on Red One 623 
activations especially around the Red Carpet activation in France.  624 
 625 
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 626 
 627 
 628 
SNA.6: Addressable Title Insight Dashboard  629 
 630 

 631 

Appendix SNB: Planning Tools  632 

SNB.1 Omni CBF Flex Factor Optimizer 633 
Omni application where planning factors are scored to calculate whether the planned budget needs to flex to allow for deviations.  634 
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 635 

SNB.2 – France Total Red One Plan (CBF + Addressable) in Planit 636 

 637 

 638 
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SNB.3 – France Total Red One Channel Planner 639 

 640 

SNB.4 - France Total Red One Plan (CBF + Addressable) in Flighter 641 

 642 

SNB.5 Turkey Total Red One Plan (CBF + Addressable) in Planit 643 
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 644 

 645 

SNB.6 - Turkey Total Red One Channel Planner 646 

 647 

SNB.7 - Turkey Total Red One Plan (CBF + Addressable) in Flighter  648 
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 649 

Appendix SNC: Amazon PV Red One Learning Agenda 650 

Amazon learning agenda defining strategic areas for testing and innovation. 651 
 652 
 653 

 654 

Appendix SND: DCO Effectiveness Research  655 

Independent evaluation of DCO vs Non-DCO by Gain Theory for Diageo’s Q1 F24 activity. 656 
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 657 

Appendix SNE: Measurement Framework 658 

Measurement framework outline for Prime Video EU, including proposed proxy metrics for Agile MMM development.  659 
 660 

 661 

Appendix SNF: In-Situ MOOH Mock Ups  662 

SNF.1 FR In-Situ OOH Mock Ups 663 
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 664 
 665 

 666 
 667 
SNF.2 TR In-Situ OOH Mock Ups 668 
 669 

 670 
 671 
 672 
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 673 
 674 


