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HARNESS THE POWER OF VIDEO
THROUGH STREAMING TELEVISION



2018 MARKS THE BIGGEST LOSS OF PAY TV 
SUBSCRIBERS = MORE THAN 3 MILLION

U.S. Pay-TV Subscriber Trends (in thousands)



THE CORD-CUTTER AND 
CORD-NEVER AUDIENCES
ARE GROWING



MORE STREAMING/VOD USERS THAN PAY TV 
USERS ACROSS ALL GENERATIONS



MORE SUBSCRIBERS STREAM HULU THAN 
MAJOR TV DISTRIBUTORS



SO MANY CHOICES



Whereas DSPs are 
agnostic: they find the 
best inventory directly 
on ALL exchanges to 
deliver campaign 
goals.

Ad Networks focus 
primarily on utilizing as 
much inventory within 
their own network to 
fulfill campaigns before 
reaching out to a DSP to 
deliver a campaign.

FULL DIGITAL LANDSCAPE



KPI’S THAT MATTER:

• View Through
Conversions

• Actual Dealership Visits
• Sales & RO’s

EXPLAIN IT WITH VIDEO



STREAMING AUDIO
Supplement the branding power of Radio with content on demand

Nearly 1/3 of the average person’s 
DAILY time on the phone is spent 
streaming audio 

2018-2020



MOBILE RE-TARGETING
Utilize mobile devices to reinforce message

Apps account for over 90% of internet time on
Smartphones and 77% on tablets



PAID SEARCH

10 searches
X 10 seconds/search

= 100 seconds

LESS THAN 2 MINUTES 
PER DAY!

REASONS DISPLAY IS OUTPACING PPC

SEARCH ENGINE 
QUERY VOLUME IS 
STABILIZING

2012 was the last year 
Google reported its % 
of growth in search.

DIGITAL BUDGETS INCREASING 
AND SEM DOESN’T 
DRAMATICALLY SCALE

Once you hit the law of 
diminishing returns there isn’t 
any more volume on your core 
keywords.  With agencies’ in-
house trading desk, display can 
also rival the ROI that paid 
search can bring. 



NOT ALL IMPRESSIONS ARE THE SAME
You are buying impressions, but are you making an impression?

In a 2019 campaign, we sourced 3,006 additional visits to a 
website that happened as a view-thru conversion. 



WHO ARE YOU TARGETING
After a pause in 2018, both brand and model loyalties have resumed increasing and now are at 
all-time highs



• Who are your data partners and what kind of targeting can they
apply?

• Can they apply exclusion audiences?
• How are their campaigns optimized?
• Do they have buying power?
• Do they have proven digital strategies and case studies?
• Do they have ROI measurement?
• Who are you targeting for retention - Parts & Service or a CRM

list?
• How do you target Hispanics/Spanish Speakers?

Red Flags

• Completion rates that are TOO good or TOO low
• Buying inventory without proper layering of target data
• Media companies selling CTV when they are VOD commercials -

not extending reach, doubling up the audience & often too high
of a price

• Having a “siloed” approach where traditional & digital are not
integrated tactics

QUESTIONS TO ASK????
SSP INTEGRATION AND 2,500+ PMPs

AD SERVING AND OPERATIONS

DATA PROVIDERS

DSP SEATS

EXAMPLES



CTV reaches 41% of 
consumers not reached by 
linear television according 
to Nielsen

HOW DO YOU SET A BUDGET?

True Targeting that gives 
you an advantage
You’re not buying a program, you’re buying 
an audience, so you can target your 
audience ANYWHERE they spend time 
including Audio & Display.



BRAND SAFETY
Even premium content can be safe but unsuitable



CLICK FRAUD



Robust analytics 
reporting including

• Impressions & CTR’s

• Video Completion
Rates

• View Through
Conversions

• Web Traffic
Performance

• Audience Composition

• Actual Visitation Rates

KPIs THAT MATTER



GLOBAL PLACES DATA
We utilize a dataset which provides the highest 
quality,  most extensive data on more than 130 million 
places across 52 countries and 29 languages. 

DATA PARTNERSHIPS
Ensure your partner relies upon the most reliable data sources globally 
for locational targeting. 

GLOBAL PLACES DATA
The highest quality in mobile device signal tracking yields 
consumer insight and tracks actual physical locations.  
Trusted by the largest ride share & delivery services in the US.



A WORD ABOUT CREATIVE
Be strategic about the intended target & your message in their language



A WORD ABOUT CREATIVE
Be strategic about the intended target & your message during sales periods



A WORD ABOUT CREATIVE
Be strategic about the intended target & your message during non-sales periods



A WORD ABOUT CREATIVE
Be strategic about the intended target & your message for model buyers



REAL RESULTS
CLIENT:
Sterling BMW

INDUSTRY:
Automotive

OBJECTIVE:
Reach Target 
Audience in 
Key Demos 
and Geos

SOLUTIONS:
Digital Video, 
Streaming 
Audio, Mobile 
and Facebook

OUR CHALLENGE
Increase sales against top nationally-ranked BMW dealers in the county without an increase in advertising 
spend.

R2 CAMPAIGN RESULTS
Sold units increased 15% YOY, the highest rate of growth of any BMW dealer in the county and nearly 
twice that of the next closest-ranked competitor. This was done while maintaining their grosses.  As a 
result from the campaign, the dealer beat the #1 BMW dealer in the country during their 72 Hour Sale 
weekend.



REAL RESULTS
CLIENT:
Toyota
Dealership

INDUSTRY:
Automotive

OBJECTIVE:
Raise sales
efficiency

SOLUTIONS:
Connected TV, 
Streaming Audio, 
Mobile
and Conquest 
EblastOUR CHALLENGE

Raise Sales Efficiency for Toyota dealership in their PMA. This Toyota dealership in flanked by multiple other 
Toyota dealerships, the ocean on one side and the US and Mexico border on another side. Reaching Hispanics 
was key to achieving the increase. 

R2 STRATEGY
The dealership was already on broadcast television and radio stations. We looked at areas of opportunity in media outlets 
where they were not reaching their target audience. R² Media recommendation was to add digital to their media mix: 
Connected TV, Mobile Locational targeting, Streaming Audio, Display and Conquest E-blast. KPIs: matching sales to targeted 
customers, actual dealership visits and tracking their sales efficiency score. 

R2 CAMPAIGN RESULTS
The dealership’s sales were up 6.4% over their region and they raised their Sales Efficiency Score by 4 points. R² 
Media campaigns matched back to 56 conquest customers and tracked 192 dealership visits. 



REAL RESULTS
CLIENT:
Chrysler Dodge
Jeep Ram
Dealership

INDUSTRY:
Automotive

OBJECTIVE:
Drive low funnel
Customers to
Website and actual
dealership

SOLUTIONS:
Mobile
Video

OUR CHALLENGE
A CDJR dealership wanted to drive low-funnel auto-intenders to their website during the 
decision phase of their path to purchase. 

R2 CAMPAIGN RESULTS
Within a two-week flight, both the English and Spanish video campaigns delivered twice the number 
of sessions consisting of 1+ minutes versus the dealership’s 3rd party lead providers.

Video campaigns also saw 27% more sessions of 3+ page visits versus those same 3rd party lead 
providers. In addition, the budget that was allocated to video, was on average 45% less than that of 
the 3rd party lead providers. Lower cost+better results=REAL RESULTS.



Raquel Rodriguez, is the President and Founder of R² Media. 
With over 20 years of experience in Broadcast and 
Advertising, she has quickly become a sought after 
advertising advisor. From the beginning, her vision has 
always been to provide businesses with viable and 
innovative marketing strategies to grow their market 
presence. R2 is located in the heart of the LA-DMA, our 
country’s largest auto market.  This has allowed her to 
maintain lasting relationships with top media and 
broadcasting networks. She is an expert in digital strategy, 
integrated marketing, media buying and creative 
conceptualization. 

Raquel launched her career as a reporter/anchor for NBC. Since then, she has provided 
full-service advertising solutions for dozens of auto dealerships and has launched open 
points for automotive groups like Hendrick and The David Wilson Group.  She is also an 
active member of Vistage Worldwide and a frequent keynote speaker on advertising 
strategy and creative concepts. 

Raquel lived in Mexico City & Guadalajara, Mexico where she studied Communications 
and the Spanish. Raquel holds two Bachelor degrees in Broadcast Journalism and 
Spanish Literature from the University of Missouri-Columbia.

Raquel lives in Orange County with her husband and two children. 

Contact Info

RAQUEL RODRIGUEZ
Founder, President

Dir: 714.544.9200 x 226
Cell: 949.257.7477

Raquel@r2mediainc.com

20+ YEARS OF MEDIA EXPERIENCE



GET SOCIAL

SPEAKER CONTACT INFO:
Raquel Rodriguez
President
R2 Media, Inc.
Raquel@r2mediainc.com

Share a takeaway from this session using #DD27

Rate  this session! 
Download the Digital Dealer Mobile App 

Search “Emerald Expositions” in the app store. 
Then, search "Digital Dealer" in the app's toolbar.




