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That's definitely the case
at New York-based Morpheus
Media, says Adam Broitman,
director of emerging and cre-
ative strategy, whose clients
include upscale retailers like
Bergdorf Goodman and MNeiman
Marcus, L'Oréal and the paper of
record, The New York Times,
For one cable network client,
Morpheus developed a new per-
formance metric focused on the
user’s level of engagement and
| consumption of site resources,
o L For the launch of a new pro-
el - B e Morpheus messured how
big surprice; Aftal P - | many times the related video
coutitlbe cthat g o , was viewed and how many vid-
the click ks the my u o i
one & ' — . ens the user viewed, rather than
reaiy .- tracking a click-stream through
: ! the network's site. "The way we
look at performance marketing,
click-through rates really mean
e . nothing,” Broitman says. "Click-
i through rates don't tell you much
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Ty i E— The agency alzo looked at
1 Wb | expenses for results generated,
i moegy whit ke gt tracking the cost for user time
il el e spent on the site, cost per page
¥ view and the cost per video view,
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brranereti brmsd e gl iNg marketers whether the latest
ey e of ergagerant e (R
wuw e COUTtTOOm drama has engaged
. v M fans; they also help cable market-
s b fa e ers determine whether the cost of
that engagement compares well
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