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jood tips

+ some fun facts




@ Don't overcomplicate
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What is your relationship to [advertiser brand]?

Not familiar with
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A brand | would consider
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©® Avoid basing conclusions on sample differences




©® Avoid basing conclusions on sample differences

Approaches

2 Pre-post data collection
D Sample control
D Regression with frequency of exposure

D Regression with duration of consumption
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AWARENESS

Brand lift +0,5%

awareness

This represents the CONSIDERATION
uplift delivered by the

consideration

preference

campaign across the
action intent PREFERENCE
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report as the number —

of percentage points
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© Be a thought-leader

Mative Advertising Iastitute 'ne onl'ne
00 Authoritative. Trusted. Credible

TURE IS NATIVE - UNIQUE ‘ e Tl 7 e e R - <]
WORLDS LARGEST STUDY ‘ - wen -

<rdomar frin

100 underssida Bonmer gy 1o

Native Advertising TRACK 3: THE FU
INSIGHTS FROM THE

How to use various mobile ad |
h formats t ‘Diai isi
amplify your marketing sto Research: Digital advertising Therefore, it
re, it is valu,

a has a significantimpact on qualitative news fe

able to be seen in a
ed

brand A ‘

Digital advertising has a positive effect on brand ; |
awareness, preference and purchasing power. o |
* How 10 use mobile advertising to amy Sanoma's 100 research is one of the most extensive |

studies in the Nordic countries about the impact of
/g
» q

< F 4
DIFFERENT FORMATS FOR DIFFERENT MISSIONS

T = e concien A >
gL

digital advertising.

hile Study

Schibsted Mo

Spoakers

3 'g I\ | RSvp /

P\)ﬂ.c’HAS( INTENTION — —~ o 24
,C%"J IS T g /

- : i i boost
Schibsted's native study: Product gives higher S

than feeling

gor than informative product focus

ling lasted lon
i is the result of Schibsted’s

d you think that i
Didy 7 What if. Here

in native advertising
extensive native study.

= brand

metrics




Creating a study in campaign performance

2:+-~gmng.

INVITATION

Advertisers / agencies

are invited to participate

in a study around campaign
efficiency

ENTRENCE FEE

The entrance fee is a fixed
campaign investment,
harmonised to be the same
for each participating
advertiser

MEASUREMENTS

Each campaign is
measured using a
standardized brand lift
report methodology

SEMINAR

Participating advertisers and
agencies are invited to an
exclusive seminar around

the findings, where they learn,

meet each other as well as
the publisher’s reps

WORKSHOP

Each advertiser gets a
workshop with their rep,
where the specific report is
compared to the general
findings. The workshop
concludes with future
discussions
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Average brand lift Average brand lift per €/£/S
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Average of
all media
in the
Brand Metrics
database

Average indexed brand lift, when adding awareness
uplift, consideration uplift, preference uplift and
uplift in action- / purchase intent

Media companies Media companies Media companies Media companies
measuring at a measuring at a measuring at a measuring at a
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measurements measurements measurements measurements
per year pace per year pace per year pace per year pace

=3 brand metrics



{o=
O
©
(@)
S
(@L
el
@©

A

0
©
j -
©
3
O
O

£

{=

=
S
)

e
©
p -
()
2]
C
O
C):
N
()
| -
()
>

o

0
()

(a e

Avg.
-50%

-100%
0% 10% 20%

30% 40% 50% 60% 70%
Awareness of the advertiser’'s brand

80%

90%

100%

=3 brand metrics






jood tips

2 Don't overcomplicate

2 Avoid basing conclusions on sample differences
D Remember: it's a game of incrementality
D Be a thought-leader

D Learn from meta-data
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...and one final tip:

DO IT




THANK YOU!

Anders Lithner
anders@brandmetrics.com
linkedin.com/in/lithner
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