
1

Established media and communications companies are 

attempting to capture the coveted millennial audience 

by offering “unbundled” channels and streaming services 

that promise to eliminate bulky hardware and nests of 

tangled cables. Innovative approaches are being brought 

to market designed to reach this younger demographic 

that demands “mobile first” products designed 

specifically with their needs in mind.

INTRODUCTION

DIRECTV is about to enter this competitive marketplace 

with their DIRECTV Now service, which promises a more-

streamlined approach to accessing cable networks on 

users’ desktops, mobile devices and television screens. In 

entering this space, DIRECTV will be competing with well-

established brands like Netflix, Amazon Prime, Hulu as 

well as emerging players such as Sony’s Vue network and 

Sling TV.
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Challenges

In addition to the challenges that come with launching 
any new product, generating consumer awareness and 
excitement for DIRECTV Now poses some specific 
hurdles, including:

• Perception: DIRECTV is tied to traditional models 

that may not be considered cool by the core 

demographic.

• Competition: While arguably still in its infancy, the 

marketplace for this type of service already has 

numerous established brands.

• Distraction: The millennial audience is notoriously 

difficult to market to with little time to devote to 

any one thing and many brands vying for their 

time.

• Behavioral: DIRECTV Now needs to change 

consumer behavior to onboard them into  

this new service. 

Audience Insights

Since much has already been written about best practices 
in marketing to millennials, the most relevant insights 
related to this target has been boiled down to the 
following five considerations:

1. This audience responds to social messaging.

2. Mobile is their first screen.

3. Frugality is a lifestyle.

4. Attention spans tend to be extremely short

5. They will listen to spokespeople but they must 

be relatable (traditional Hollywood stars may not 

resonate as they have with previous generations).
 
Source: Euromonitor, GoogleThink, Forrester, eMarketer

INTRODUCTION CONT.

http://www.euromonitor.com/millennials-impact-of-their-behaviour-on-global-consumer-markets/report
https://www.thinkwithgoogle.com/infographics/youtube-stars-influence.html
https://www.forrester.com/rb/im
https://www.emarketer.com/
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Strategy

Our strategy for the AR app is a three-pronged approach to generate awareness and excitement for DIRECTV Now and 
motivate trial sign-ups.

1. Mobile & Social

a. Promote DIRECTV Now as a “mobile first” product.

b. Position as sleek, sophisticated, high-tech and convenient.

c. Ensure that the AR game provides an engaging experience to encourage sharing with social circle. 

2. Highlight the Value

a. Persistent “one-month free” messaging.

b. Reveal available channels and content.

c. Differentiate from competitors. 

3. Borrow Equity from Influencers

a. Incorporate a spokesperson that resonates with the audience. 

b. Utilize this person on all promotional materials.

c. Leverage our influencer’s own network to further drive downloads and sign-ups.

INTRODUCTION CONT.
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INTRODUCING DIRECTV NOW

Cable TV means satellite dishes, 

bulky boxes and a tangle of wires 

tethered to only one screen.
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But in today’s world, 

consumers want quality to come 

with convenience...
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...choice with ease-of-use…
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...and seamless integration across 

all their devices.



8

This vision of entertainment, choice and simplicity 

is about to become reality.



26

APPENDIX I: POTENTIAL SPOKESPEOPLE

Since the target demographic is more familiar with online personalities than with traditional media, we recommend 

partnering with a popular YouTube celebrity or person whose career began on social platforms.  Our initial research has 

provided the following potential candidates:

Talent

PewDiePie

Logan Paul

Tyler Oakley

Zach King

Curtis Lepore

Jake Paul

Brittany Furlan

Billy Eichner

Hannibal Buress

Norm McDonald

Ilana Glazer

Facebook Likes

7,344,000

12,987,000

2,973,000

2,973,000

8,103,000

4,952,000

1,822,000

219,900

179,215

27,014

20,527

Twitter Followers

107,000

1,080,000

5,460,000

142,000

696,000

830,000

355,000

527,000

674,000

746,000

232,000

YouTube Subscribers

48,600,000

925,999

8,127,000

1,044,000

186,900

322,764

268,324

139,407

15,977

101,346

-

Vine Followers

1,600,000

9,400,000

1,600,000

4,000,000

9,400,000

5,200,000

9,900,000

766

-

-

-

Instagram Followers

10,500,000

6,700,000

6,700,000

15,900,000

3,200,000

3,200,000

2,100,000

836,000

347,000

-

589,000

Gamer, comedian, social influencer

Actor, entertainer, social influencer

Personality, podcaster, YouTube,  

social influencer

Magician, Vine star, social influencer 

Actor, musician, Vine star,  

social influencer

Personality, Vine star, social influencer

Personality, comedian, social influencer

Comedian, actor, writer, and television 

personality. Star of Comedy Central’s 

Billy on the Street 

Comedian, actor, writer, and film/

television personality. 

Comedian, actor, writer, and film/

television personality. Five seasons  

of SnL. 

Comedian, actor, writer, and television 

personality.Star of Comedy Central’s 

Broad City
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APPENDIX II: PAID & EARNED LAUNCH PLAN

We are recommending a targeted marketing campaign in 

support of the AR app.  Our approach will seed the idea 

first with influencers to create pre-awareness prior to 

campaign then increase the volume of the conversation 

through targeted paid video.  This appendix lays out 

the various channels and potential spends within each 

(tabulated at the end).  

ORGANIC & INFLUENCER OUTREACH

To kick the campaign off, AvatarLabs will conduct a 

robust organic and influencer outreach plan.  Our effort 

will begin by finding targeted opportunities with affinity 

for entertainment, technology, sports and programming 

for outreach, including contact information and social 

profiles which we then craft custom communications and 

packages for to ensure our best opportunities to engage.  

Follow up is managed via contact management software, 

and an end-of-campaign report is provided. 

CROSS SCREEN VIDEO PLAN

To support the program and encourage trial, AvatarLabs 

recommends a one-month cross screen video promotion 

utilizing :15 and :30 second video units designed to 

deliver awareness and trial.  To do this we will maximize 

reach and branding impact against our Millennial and Gen 

Z target using programmatic cross-device mapping for 

efficient delivery.  Our strategy will be to:

• Leverage the spokesperson across interactive and 

traditional video units

• Utilize precision targeting against our target to 

minimize waste

• Deliver incremental digital reach to a base TV 

plan

• Competitively conquest and convert in-market 

audiences 

Cross-device audience suppression, limiting the video 

impressions served to a single viewer regardless whether 

is mobile, traditional or OTT, will maximize the unique 

reach of the campaign.  Simultaneously, we will employ 

cross-device retargeting to rapidly generate effective 

frequency to increase message association. 
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VIDEO CREATIVE (:15S, :30S)

Our creative will leverage the spokesperson across 

interactive and traditional video units that introduce our 

light narrative and the trial offer. Interactive units might 

incorporate similar gameplay found in the app to drive 

downloads or offer additional narrative in the form of a 

“prequel” to our story focused on the idea of old cable 

technology beginning to struggle for its survival and the 

need for a new brand of hero to fight back.

BASE PROGRAMMATIC TV PLAN

For the TV portion of the plan, we utilize two separate 

data sources to reach our primary and secondary 

target audience: Nielsen and MRI.  The primary target 

audience is A18-34 which is based on the Nielsen panel.  

The secondary, or strategic, target is based on the MRI 

product, Survey of the American Consumer®.  

Using planning software, we identified environments 

(Networks and Dayparts) that deliver spots to an under 

/ un-exposed primary target audience of  A18-34 with a 

secondary strategic audience of individuals that fit this 

MRI profile:

• Technology Attitudes: I’m willing to pay more for 

top quality electronics. Agree somewhat or Agree 

completely

• Technology Attitudes: Computers can be a good 

source of entertainment. Agree somewhat or 

Agree completely

• Technology Attitudes: Before buying electronics, 

I do as much research as possible. Agree 

somewhat or Agree completely

• Technology Attitude Segments: Tech-Splorers

APPENDIX II: PAID & EARNED LAUNCH PLAN
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• Buying Styles:  I prefer products that offer the 

latest in new technology.: Agree mostly

• Category InfluentialsSM Segments* - New 

Technology:  Category Influential Consumers

• Gfk Roper Values Source Questions:  Adventure 

Seeking Adventure And Risk Very Important Or 

Average Importance

• Movie Viewing - Downloaded/Streamed: Any 

Movie from the Internet

APPENDIX II: PAID & EARNED LAUNCH PLAN

Estimated Daypart Mix

Weekend

Overnight

Latenight

Primetime

Early Fringe

Daytime

Morning

  12%      

 16%

13%

22%

11%

10%

16%

We then combined these data sets together to create a 

TV media plan recommendation of networks and dayparts 

that are most likely to contain a high concentration of the 

two targets.

Daypart

Morning

Daytime

Early Fringe

Primetime

Late Fringe

Overnight

Weekend

Quarter Totals

Day/Time

M-Su 6a-9a

M-F 9a-4p

M-F 4p-7p

M-Su 7p-12a

M-Su 12a-3a

M-Su 3a-6a

Sa-Su 9a-7p

Type

NA

NA

NA

NA

NA

NA

NA

Len

:30

:30

:30

:30

:30

:30

:30

A18-34

2,483

1,552

1,707

3,414

2,017

2,483

1,862

15,518

A18-34

16.0%

10.0%

11.0%

22.0%

13.0%

16.0%

12.0%

100.0%

A18-34

1.94

1.21

1.33

2.66

1.57

1.94

1.45

12.10
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APPENDIX II: PAID & EARNED LAUNCH PLAN

Network Recommendations

Digital Plan 
For the online portion of the buy, we will retarget off of 

online video into YouTube, Snapchat, Twitter, Facebook 

and Instagram across desktop and mobile in addition to 

premium publisher inventory.   Units will include standard 

and interactive all-screen pre-roll, OnDemand Premium 

Inventory, Facebook News Feed and Instagram Video 

units.

The audience we intend to target has the projected 

universe:
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APPENDIX II: PAID & EARNED LAUNCH PLAN

Audience

Desktop & Mobile

Millennials

Branded Data --> Alliant --> Demographic --> Gen Y / Millennial

Branded Data --> Cross Pixel --> Audience Profiles --> Psychographics --> Millennials

Branded Data --> DataLogix --> DLX Demographics --> Generation --> Millennials

Branded Data --> V12 Group --> Demographic --> Lifestages --> Gen Y / Millennials (18-26)

Sports Enthusiasts

Add-This -> Sports Shows Enthusiasts

Add-This -> Sports Shows Enthusiasts

eXelate -> 19 - Gadgets Galore

Entertainment Enthusiasts

Branded Data --> Acxiom --> Basic Rate --> ACXM Lifestyle --> Entertainment

Branded Data --> Acxiom --> Basic Rate --> ACXM Lifestyle --> Entertainment --> Cable TV

Interest --> Arts & Entertainment --> Film & Television --> TV

Interest --> Arts & Entertainment --> Film & Television --> TV --> Cable TV

Interest --> Arts & Entertainment --> Film & Television --> TV --> Comedy

Interest --> Arts & Entertainment --> Film & Television --> TV --> Drama

Interest --> Arts & Entertainment --> Film & Television --> TV --> Reality

Interest --> Arts & Entertainment --> Film & Television --> TV --> Soap Operas

Interest --> Arts & Entertainment --> Film & Television --> TV --> TV Networks

Reach

1,909,944

629,930

31,971,476

9,873,331

73,112

264,585

1,457,571

4,432,823

980,420

226,140,955

77,309,031

56,519,174

68,899,911

37,454,287

507,503

57,006,362
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APPENDIX II: PAID & EARNED LAUNCH PLAN

Budget Overview

Organic & Influencer Outreach

TV Plan Details

Digital

TOTAL

Impressions

4,500,000

31,036,000

10,462,500

45,998,500

CPM

-

16.11

14.34

-

Media Cost

$55,000

$500,000

$150,000

$705,000

Creative Cost

$45,000

$175,000

$75,000

$295,000
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THE FUTURE IS WIRELESS AND IT IS NOW

It used to be the first thing one did when moving into a 

new apartment or home was to call the cable company 

and get cable hooked up.  That’s no longer a given.  

Today, 25% of US residents who moved in the past year 

do not subscribe to a pay-TV service. 6% plan to cancel 

with no intent of renewing and another 6% have never 

had a pay-TV service at all.  

The vast majority (71%) of those without pay service feel 

that traditional pay-TV models are too expensive and 

over half of the audience is satisfied with available online 

options and sees no reason to subscribe.  

Clearly the tipping point is upon us. In under 10 years, half 

of adults under 32 will not subscribe to TV at all.  

Source: Forrester 2015, GfK July 2016, eMarketer

Our target wants app-like experiences
Half of TV viewers are considering or intending to change 

or cancel their service in the next year.  After cost, the 

driving factor is interface and functionality.  Half of 

these at-risk subscribers would consider keeping their 

service if their provider released new content discovery 

functionality, such as shows recommended based on 

interests.  28% wish they could view their content online 

on their preferred device.  

These preferences are driven by the new generation of 

streaming services.  YouTube, Netflix, Amazon and Hulu 

have each grown their respective audiences between 5% 

- 20% over the past three years.  For the first time in 2015, 

Millennials will spend more time on YouTube than with 

traditional Pay-TV services.  It’s not surprising they have 

come to expect and are most comfortable with interactive 

functionality found within these platforms.

Source: Nielsen Data, The Diffusion Group, Centris 

Marketing Services

APPENDIX III: CATEGORY RESEARCH



34

Authenticity within social channels  
is the name of the game 

Our target audience is advertising adverse and 

resists traditional marketing messages.  They demand 

authenticity. They are mobile. And they spend the 

majority of their media time with digital channels.  Over 

the past three years, Millennials have decreased their time 

with traditional TV by 3.5 hours and increased their time 

on Snapchat by 38%. 

Celebrity endorsements are still effective.  No longer are 

movies and TV shows the kings of taste-makers.   47% of 

Millennials and Gen Z would still try a brand or product 

used by a TV/movie star, but the number jumps to 64% 

when the spokesperson is a YouTube celebrity. 

Source: DEFY Media, Nielsen Data, eMarketer

APPENDIX III: CATEGORY RESEARCH


