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MAKING AD EFFECTIVENESS 
MAKE SENSE 
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AGENDA 

Å Background 

Å wŜǾƛŜǿ bƛŜƭǎŜƴΩǎ о w CǊŀƳŜǿƻǊƪ 

o Reach - Digital (Digital Campaign Ratings) 

o Resonance - TV Brand Effect 

o Reaction - Nielsen Buyer Insights 

Å Wrap up/ Questions 
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OUR HERITAGE 

global 
servicing model 

 

100 countries 
in traditional and modern trade 

 

comparable 
metrics across all media 

 

world-class 
analytics 

 

leading 
innovation 
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Reach the right people 

REACH 
Influence their opinion 

RESONANCE 
Impact their behavior 

REACTION 

Did my intended audience 
see my campaign? 

 
How can I best allocate ad 
spend to reach my target 

consumers? 

Did my campaign deliver  
the desired brand impact? 

 
How can I optimize my  

campaign? 

Did my campaign deliver the 
desired consumer response? 

 
How can I measure and 
maximize the ROI of my 

advertising spend? 

bL9[{9bΩ{ оw Cw!a9²hwYΥ  
MAKING AD EFFECTIVENESS MAKE SENSE 
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Advertising Goal Solution & Usage examples 

REACH 
Reach the right people 

RESONANCE 
Influence their opinion 

REACTION 
Impact their behavior 

Digital Campaign Ratings 

ÅMeasure reach and frequency of online 
campaigns and receive online GRP/TRP 
guarantees. 

ÅDetermine if results reached desired 
target audience (e.g., card targeted 
towards women 25-45 but reached men 
55+) 

X-Platform Campaign 
Ratings 

ÅMeasure the incremental reach of 
TV/Online campaign 

ÅTV Ad performance for their ads and their 
ƪŜȅ ŎƻƳǇŜǘƛǘƻǊǎΩ ŀŘǎ όƛǘΩǎ ǎȅƴŘƛŎŀǘŜŘύ   

Digital Brand Effect 

TV Brand Effect 

Å.ǊŀƴŘ tǊŜŦŜǊŜƴŎŜ ƳŜŀǎǳǊŜŘ ƛƴ άǊŜŀƭ ǘƛƳŜέ 

ÅLikelihood to acquire the product 

Attribution Modeling 

Market Mix Modeling 

ÅMeasure the sales lift by Individual level 
exposure/sales 

ÅOptimize advertising mix and 
promotional tactics 

HOW OUR CLIENTS LEVERAGE NIELSEN'S 3R SOLUTION  

Nielsen Buyer Insights ÅMeasure the sales lift by ad 
exposure/frequency 



REACH: 
DIGITAL CAMPAIGN RATINGS 
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NIELSEN DIGITAL AD RATINGS (OCR) ς  
FIRST TRUE MEASUREMENT OF DIGITAL & CROSS-PLATFORM 
/!at!LDb w9!/IΦ 9b!.[9{ !5±9w¢L{9w{ !b5 !D9b/L9{ ¢hΧ 

Measure digital media with metrics consistent with TV 
ÅReach, Frequency, GRPs, Viewability metrics by demographics, DMA, 

publisher, and placement 

Å Improved marketing mix modeling inputs  
 

Negotiate more strongly with publishers and optimize         
digital plans in-flight 

ÅOnly MRC accredited approach for online demographic reach measurement   

ÅDaily tracking of audience and on-target % 

ÅStrong support among both buyers and sellers  
 

Explore and affect cross-platform synergy across online and 
TV or mobile advertising 

ÅStrategically maximize your unduplicated reach or reinforce your message 
across mediums to best meet your marketing objectives 
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>23,000 
EXTERNAL CAMPAIGNS  
MEASURED TO DATE 

WITH 

>600 
UNIQUE OWNERS 

DIGITAL LEARNINGS ς EFFICIENTLY REACHING 
AUDIENCE TARGETS CAN BE CHALLENGING 

43% 
AVERAGE PERCENTAGE OF 
ON-TARGET IMPRESSIONS 
FOR NARROWLY DEFINED 
AGE GROUPS (<15 YEARS) 

64% 
AVERAGE PERCENTAGE OF 
IMPRESSIONS SERVED OUT 
OF VIEW OR TO BOTS 
ACROSS THE INDUSTRY 

59% 
AVERAGE PERCENTAGE OF 
ON-TARGET DEMO 
IMPRESSIONS OVERALL  
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LEADING ADVERTISERS OPTIMIZE IN-FLIGHT WITH DCR 
AND ENSURE EFFECTIVE CAMPAIGN DELIVERY 

ON-TARGET PERCENT 

VIEWABILITY 

16%  
On-Target 

48%  
On-Target 

Å Identify under-performing 
publishers/sites/placements 

Å Understand how different 
categories of ad placements 
perform with different demos 

Å Understand what percent of your 
campaign had the opportunity to be 
seen by a user in a viewable portion 
of the screen 

Å Identify fraudulent views 
24%  

Viewable  
Impressions 

52%  
Viewable  

Impressions 

Optimize campaign reach in-flight and negotiate viewable on-target reach guarantees to maximize ROI 


