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A Visualization of the Marketing Signals Framework
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Data science.
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Samsung phone fans versus Apple fans

Demographics

Gender

Age Group

Urbanicity

Income Level

Education Level

Marital Status

Samsung fans *

Male

55 - 64 Years Old

Rural
Low Income

Middle Income

Have a High School Education or
Less

Have Attended College Without
Graduating

Divorced

Female
Under 18 Years Old

18 - 24 Years Old

High Income

Have a Graduate Degree

Married
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Entertainment

NFL Following

Sports TV Viewing Frequency

Favorite Movie Genre

Movie Attendance

Health and Lifestyle

Exercise Frequency

Considering Themselves to Be Overweight

Media Consumption
Most Watched Television Network

Most Watched Cable News Network

Personal Finance

National Economy Characterization

Personal Finance Characterization

Samsung fans ~

Never Go to the Movies

Samsung fans =

Never Exercise

Consider Themselves to Be
Overweight

Samsung fans =

Don't Watch News on TV

Samsung fans ~

Describe the National Economy
as Bad

Describe Their Own Personal
Finances as Bad

Samsung phone fans versus Apple fans

Apple fans ~

23% Prefer Drama Movies
10% Go to the Movies Regularly

61% Go to the Movies Occasionally

Apple fans *

40% Exercise Regularly

Apple fans *

Describe the National Economy

1)
17% as Good

Describe Their Own Personal
Finances as Good
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As close to real-time as possible

Country-by-country for many countries

For ANY Media, Brands, Celebrities or competitors
Several years back in time

Dally data

Automatically detect and identify ‘interesting’ results
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WEEKLY REPORT WE CAN NOW BUILD

SUMMARY: [BRAND] had significant and sustained marketing
impact in a number of markets last week.

VWHERE: There were significant and sustained marketing
impacts In UK (+10%), US (+13%) and AU (+/7%) on Tuesday
of last week. Medium size ,short term impacts were felt in FR
(4%) and DE (5%).

WHAT: Most of the iImpact manifested in search for
PRESENTER 1] (61%), however [PRESENTER 2] (16%) and
BRANDY] overall (15%) were impacted..
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So What?
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