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BACKGROUND

ÅBrings a passionate data-driven perspective to media businesses 

(content distribution and information acquisition).

ÅDistinguishes itself with a tight focus on the interaction between 

content provider and user, capitalizing on the wealth of individual-level 

data that is exploding at the crossroads of commerce, technology, and 

entertainment.

ÅIs dedicated to bringing world-class research rigor to better understand 

these complex interactions in order to drive new business strategies and 

tactics that will reshape the media landscape.

WHARTON INTERACTIVE MEDIA INITIATIVE



BACKGROUND

ÅResearch opportunities with corporate partners

ÅData warehousing and preparation for modeling

ÅResearch funding 

ÅPromotion of research results among academics

o Conferences

o Working paper series

ÅPromotion of results & methods among practitioners

o Ongoing updates for corporate partners

o Conferences

o White papers

o On-site tutorials and seminars

WIMI RESOURCES FOR RESEARCHERS



BACKGROUND

1Very big goal... Transforming the Nature of Marketing.

16 Years working towards it.

500+ Employees.

4500 Client projects since 1993.

100+ Awards recognizing our efforts in 2005 -2009.

7 Integrated skill sets.

65+ Clients on our roster.

2007, 2009 We were named a Web Design leader.

6 Places we call home - SFO / LA / DET / TOR / NYC / LON

ORGANIC BY THE NUMBERS



Automotive

Retail

Finance

Consumer Electronics

Entertainment

Energy

Travel CPG

Teleco.

BACKGROUND

ORGANIC CLIENTS



Display advertising on media sites

CONTEXT

ORGANIC DEVELOPED AND MANAGED A COMPLETE DIGITAL 

MARKETING STRATEGY FOR THE CLIENT, A NEW CAR 

MANUFACTURER

Sponsored search

Shopping sites

Advertiser sites



CONTEXT

ÅOrganic seeks a data-driven understanding of how the digital advertising 

that a particular user is exposed to affects the conversion of that user.

ÅPotential research questions include: 

o How should a successful conversion be attributed back to the 
different ads a user saw?

o Is seeing an ad on a particular advertising site (or sequence of sites) 
more likely to result in conversion ?

o What is the relative contribution of display advertising and search 
advertising to conversion?

o How long does the effect of impression or click last?

o How should digital advertising campaigns be structured to maximize 
conversion?

RESEARCH CHALLENGES



User 3

User 2

User 1

Day 6

Day 20

Day 1

DATA

DIGITAL ADVERTISING ñPATHSò FOR NEW CAR SHOPPERS 

(HYPOTHETICAL)

View Ad

Edmunds.com

View Ad

CNN.com

View Ad

CNN.com

Click-through 

@ CNN.com

View Ad

CNN.com

Click-through 

@ Google

ñConversionò at 

advertiser site

View Ad

KBB.com

Page view at 

advertiser site



DATA

EXAMPLE USER PATH

user_id date site_ID event_type

1122528406 05JUL2009:22:08:44 472808 ad impression

1122528406 07JUL2009:22:29:41 472808 ad impression

1122528406 07JUL2009:22:29:41 472808 ad impression

1122528406 27JUL2009:19:13:01 472808 ad impression

1122528406 27JUL2009:19:24:31 472808 ad impression

1122528406 27JUL2009:23:05:23 472808 ad impression

1122528406 27JUL2009:23:06:02 472808 ad impression

1122528406 28JUL2009:12:07:40 358854 search click through

1122528406 28JUL2009:12:09:12 358854 search click through

1122528406 28JUL2009:12:09:30 advertiser site activity

1122528406 28JUL2009:12:07:41 advertiser site activity

1122528406 28JUL2009:12:08:36 advertiser site activity

1122528406 28JUL2009:12:08:36 advertiser site activity

1122528406 28JUL2009:12:09:13 advertiser site activity



DATA

Display advertising impressions
user
date & time
advertiser organization (i.e., brand)
media buy name
site where ad was displayed                    

(28 sites)
userôs country, state & area code     

(based on IP)

For each activities at the advertisers site 

(including conversions)

user

date and time

type of activity

ñconversionò or ñsuccessò activities

search inventory

find a dealer

build & price

get a quote

other activities

userôs state & area code (based on IP)

whether the conversion occurred in the 

same session as a click-through

Click -throughs
user
date & time
advertiser organization (i.e., brand)
media buy name
site where ad was displayed
ad id number                                         

(no info on ad content)
userôs country & state code              

(based on IP)

AVAILABLE FIELDS


