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Touchpoint Tracking
Turning what we do on its head

September 16th 2007
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Predictions for 2007
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Media Owners
Beverly Clarke, ids, Virgin Media

Nick White, The Telegraph

Creative Agencies
Richard Peters & Kathryn Parsons, Ogilvy

Verity Johnston, Iris

Media Agencies
Vanessa de Magalhaes, MindShare

Paul Wilson, Starcom Mediavest

Evaluation Experts
Louise Cook, Holmes & Cook

Brian Jacobs, Brian Jacobs 

& Associates

Marketing Clients
Claire Hepworth, Ford Europe

Greg Nugent, Eurostar
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The discussion

Communication 
Challenges

ImplicationsTROI
Stimulus
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1. Complexity of delivering 

integrated campaigns
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2. Understanding real lives
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3. Increased digitisation
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4. Experience rather than numbers
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5. How to change the status quo?
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What is TROI?
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TROI questionnaire
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Real time tracking
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MySMSDiary
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The TROI* approach

•Brand Health
•Image Statements

•Usage
•Advertising

Pre Questionnaire

•Brand
•Occasion

•Feel
•Date/Time

Real Time Tracking

•Photos
•Comments

•+/- experiences
•ROI benchmarks

Post Questionnaire

•OurBoardroom
•Comment on 
experiences

•Client interaction

*Touchpoints Return on Investment

Traditional tracking 

stops here!

Discussion Forum

Optional
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Brand Energy
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A powerful place

“It’s the first I buy if 

available, unless swayed 

by other marketing or 

special deals”.
TROI participant

“Plenty of choice and good to 

see Evian available in handy 

750ml bottle for day out of 

the office.”
TROI participant
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Revealing and frank

“I recently had a 

miscarriage and today I 

bumped into a friend who 

didn’t know and has just 

announced she is 

pregnant.  I had recently 

been struggling to cope 

with these sorts of things 

but today I felt different like 

I had turned a corner”.
TROI participant
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Much more pronounced notice of 

posters in UK than Italy during 

commuting
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OurBoardroom
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The Dashboard polarised 

opinions
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Digital timing and need state
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POS

Agencies need new information to serve 

interactive screens in store
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Very negative

Fairly negative

Neutral

Fairly positive

Very positive

Very negative

Fairly negative

Neutral

Fairly positive

Very positiveEngagement and Wearout
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Viewing alone or together 

affects engagement
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Timing and need states

August 8th 2006, 08:47 
Volvic, Poster, Very positive

“�on the way to work.  

Was gasping for a drink! 

Bought Volvic later on!”
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Evidence can be one image or 

4000 data points

Fashion/Beauty, Dimensione Danza, 
Newspaper/Magazine, Very positive

“There is an old lady who uses a 

pole on the street like a dance 

pole, and the slogan says that the 

dance will never die.”



27

Bravery to change the status 

quo
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There’s no turning back!

“There’s no longer the reassurance of the 

stuff that works.  A few years ago you 

might present some radical plans to a 

client and they’d say ‘Yeah, interesting, 

but let’s do what we did last time.’ Now 

it’s a practical necessity to make these 

changes.”  

Paul Wilson, Starcom Mediavest



29

10 Trends

3.  More 
responsible 
attitude 
towards 
respondents

10. Coming together of 
research and 

communication worlds


