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Tested Cross Platform Performance Against
Attributes That Matter - with 2 Key Impact Measures

BUILD IVIEIVIORY
STRUCTURES

Via Product Choice

CUT THROUGH

Via Attention




Methodological Overview

Natural Viewing — NO Lab — Same Ads - Passive — Single Source - Sales Proxy



Single Source Data Collection with Experimental Fn
Controls (and Machine Learning Framework)
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Attention is the allocation
of mental resources.
Before consumers can be
affected by advertising
messages, they need to
first be paying attention.

Thales Tiexeira, Harvard



Which platform commands the most

ATTENTION and SALES



In an average ad second, TV commands more ATTENTION

OVERALL Active Passive NON-
AVERAGE Viewing Viewing Viewing
TVIEE:: 58% 40% 2%
You 45% 31% 37% 32%
4% 2%

- TV gets twice the active viewing as YouTube and 15x Facebook.

- Passive plays a role, but not as much as active



Our two measures of impact are very closely related -
ATTENTION & PRODUCT CHOICE

400 -

R*=0.9201

Consistent across ALL
sets of data

Sig. sameness renders
greater predictive value.




No surprises, TV drives more overall attention
AND more SALES

Product Choice

(STAS — index exposed did
buy/not exposed did buy)

AS SEEN ON

TV TV 144

Facebook 118*

YouTube (11 Tube 116

*Passive attention does nudge sales, but less so than active



So why did one drive more
impact than the other?

Could ad visibility play a role? .
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First, COVERAGE by media type varies — a lot.

facebook YouQ[IL: TV
Avg. Screen Coverage 10% 30% 100%
Maximum Coverage 149% 329 100%
(100% Pixels, Not Scrolling)

TV screen coverage is about 3x YouTube and about 10x Facebook



COVERAGE MATTERS A LOT, to attention and sales

2 -
R =0.9833 R =0.9201

VERY strong relationship - Coverage & Sales, Coverage & Attention



Coverage is ALWAYS maxed on TV across ALL devices

100% coverage , 100% of the time



If COVERAGE is so vital, could the
viewability standard be fostering
underperformance in online?



N

Standard

O

c

(S
7))
—
L
x
a.
X
o
LA

2 CONTINUOUS SECONDS OF TIME

Viewabili




8 Photo/Video M Live Video & Photo/Video Album P I X E S
B2 oylan Lundy
=
ﬂ Y Hard Academy |4 messeges I a n

+# Hard Academy

Harder Styles at HQ S. ) Jared Lundy
Camping Trip o

W/ [Dercvs Mine At Mans % s®Ptimes for New Years Day! We got you cov.
) ADL HHC CREW e
¥ Hanna's 21st

JJ RtB.com.au Family

Syndrome

&@ Pinehurst Tipping

2 events

[ Hardstyle Music App.
See more. Boeing B-52 Stratofortress

EXPLORE Malcolm Turnbull

Events
[ Skullduggery 2017 Ross River Virus
SHOUD 23  Thurs 18:30 - Adelaide * interested
Pages

On this Day

Photos e a >

~ We considered relationshi

W savea

Momant
& Moments ter Banking v Like Page

[T} Adverts Manager

) - T ’ = . .
See more. Australia’s leading banks are working together to make banking better d 3
CREATE / % E § .
Advert - Page - Group @fent s ’ ’

.

/ WE'RE MAKING

e BETTER e attention and sales.

u —— u u L — L




The minimum standard does render an impact, but..

260 4100
240 3600

Pixels are especially

important for Facebook
given the shorter (than YT) "
220 3100 view time
Current Current
= 200 Standard 2600 Standard
E 180  pIXELS ] 2100 :
i3] 100% B
8 160 U . 1600
§ 5Q% cscccccececeseooeeese E --------
& 140 : 1100
A 10% .
120 : €00 PIXELS
: 100% : .
= I BD% Ciitcccecccessescecemeccece®’ -
100 : 100 ig(y/g ....... :
1 Second 2 Seconds 5 Seconds 10 Seconds 1 Second 2 Seconds 5 Seconds 10 Seconds

There is material uplift in sales above 50% pixels and 2 seconds
Pixels matter more. 100% pixels always 2x impact over 50%, regardless of time



No surprises pixels matter, to attention also

Attention {%)

T T T T T T T T T 1
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Pixels

¢ Facebook 4 YouTube —— Poly. (Facebook) ——Linear (YouTube)

Attention increases with
pixels (like coverage).

So anything below 100%
means diminished
attention (and sales).






Hang on.....
“but mobile is the
optimal platform for
Facebook”

.....we listened



REPLICATION AND EXTENSION

Tranche 1

Extra
Mobile
groups

Facebook/YouTube on Mobile (plus TV on PC and Mobile for even
playing field) Same Test Ads | YouTube Intercept



, And YES, the viewability software
O s czaner AND the attention model was

Incredible footage shows a humpback whale
protecting a marine biologist from a 15-foot tiger

- optimized for viewing orientation.

The Telegraph

kL
This whale tries to

‘protect’ a snorkeler
from a shark

——
The huge creature
lifts Biologist Nan Hauser
out of the water
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Yes does improve

on mobile, both sit around 30%
on avg.

Yes, do improve on
mobile for both; YT avg. = 80%,
FB avg. =~ 60%.

But still less than TV = 100%,
100% of the time.



So, yes, STAS increases on mobile, but it does

for ALL platforms.

TV 144 153 161

(1] Tube, 116 137

Small screens deliver more sales for all platforms, TV.
TVs lowest STAS device still outperforms the best of online (YT mobile 137).

AS SEEN ON




More ATTENTION still delivers more STAS, but viewing experience
moderates the relationship (i.e. cLOSER SCREENS IMPACT ATTENTION).

d a D
AS SEEN ON

TV 58 39 63
facebook - 20 54

You - 45 44

Facebook gets an uplift in attention from the sig. increase in screen coverage.
All of the smaller screens get more passive attention.



CLOSER SCREENS
IMPACT ATTENTION.

Viewers’ peripheral vision adjusts to
a closer device, so passive on
mobile seems worth more to sales
than passive on other devices.



And, VIEWABILITY patterns hold (curve same shape)

Relationship between Viewability (secs and pixels) and Impact

Relationship between Viewability (secs and pixels)andImpact ¢ |

5 08 8 & 8

Impact (% Difference
Impact (STAS)
[

5 8 8 B 8

We STILL see a material uplift after 50% pixels and 2 seconds.
Means anything less that 100% still diminishes return.



TV reigns supreme on ad visibility and

outperforms online platforms on sales
impact, on ANY device.




