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Burial of Creativity

SIDE 2

MFA’s Here to Get Ya’
Short-Term Fixation
Bye-bye Salience

No Mental Avails
Longing for the Long of It
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“What gets measured gets managed”
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We've been looking here

ADVANTAGE
e exactness and scale

DISADVANTAGE
 lack of relevance

«
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When we should’ve been looking here

ADVANTAGE
e relevance

(presumed) DISADVANTAGE
e lack of exactness and scale

W N (YT
- Attention -----

=) brand
=) melrics



. The
Glg‘ﬁlian TheNeworkTimes | HEARST B s dﬁdg - w“?l’;';f‘t"" SPuamount+ |  Adevinta

Bloomberg Nationalworic Gumtree AELONBIATES], amedia ciaopeople &

Schibsted | axelspringer— | |BurdaForwardl | oo o oo : HLN e laGazetadeloSpot | Quizlet

@ 24com onet Avid % B.‘,"ss'lgﬁis @MEDIAMOND
Vata\

Nettavisen. awn Hftenpofien 8 Berlingske @ | Fand®m Orii=sicly

N\

THE SCOTEMAN DeMorgen. ® MEDIAHUIS XII[ ‘/) Geone O pt @ut

’
p——

THE 38 TIMES | “s ONEFOOTBALL HELLO! mindbodygreen | marie claire

Installed on 5,000+ domains 3 brand metrics




The brand effect of digital advertisement

BRAND AWARENESS

BRAND CONSIDERATION

BRAND PREFERENCE

ACTION INTENT Average brand lift in the Brand Metrics database, N=25.439 campaigns
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The brand potential of digital advertisement

BRAND AWARENESS

BRAND CONSIDERATION

BRAND PREFERENCE

ACTION INTENT Additional brand lift for the top-performing 10%, N=2.544 campaigns

=3 brand metrics



Fixing signal loss with predictive modelling

measured data predicted data

If we don’t have > We can use
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Fixing signal loss with predictive modelling

If we don't have

measured data
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Fixing signal loss with predictive modelling

If we don't have
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Fixing signal loss with predictive modelling

If we don't have

measured data
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Thank youl!
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