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Priprava Test merania / Benchmarks Optimalizacia display kampani Pridavame
) v ’
dalSie formaty
Prieskum dostupnych Zacali sme spolupracu s dodavatefom Adelaide. Attention optimalizacia je su¢astou GroupM ponuky RozS$irujeme
moznosti merania Prva kampan, v ktorej sme vyuzili meranie attention produktov (display). ponuku
attention dopadla velmi dobre. optimalizacie pre
a dodavatelov Po kampani sme spravili $tudiu, v ktorej sme video a native
technologického porovnali brandové a kampanové parametre skupiny 120+ Od meranvCh kampanl' formaty reklamy
rieSenia. uzivatefov ,low“vs. ,high* attention.
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ATTENTION SKORE PODLA ADELAIDE

Co je AU skore?
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0-100 skore

Rovnaka metrika
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JS Tag Analyza webu Prieskum 3rd Party Data Reporting Eye-
tracking

Attention 3rd Party provider: Adelaidemetrics
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AU (Attention Units) resp. Attention skore
predpoveda pravdepodobnost, s akou
zobrazenie reklamy uputa pozornost’ s
nadvaznostou na Zelany vysledok.

V GroupM vyuzivame pri merani Attention
3rd party poskytovatela Adelaidemetrics.
Metodologia merania kombinuje udaje na
urovni relacie s metédami strojového

ucenia a technoldgiou ,eye-tracking” na
hodnotenie medialneho priestoru pomocou
algoritmu vyladeného na dosahovanie
stanovenych Outcomes (KPlIs). 14


https://www.adelaidemetrics.com/

, roupm
PLANOVANIE group

Kolko AU (Attention units) mézeme dosiahnut™? — Kolko AU (Attention units) potrebujeme pre
dosiahnutie zelaného vysledku?

Industry KPIs: Worldwide Attention Metric (AU), by
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YouTube

Connected TV

A\ FLIGHT CONTROL

Find the right AU to land your campaign’s objectives
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Upper Funnel

Online video 37.1 Middle Funnel
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Note: attention metric (AU) measures the likelihood of a placement to effectively capture
attention and generate impactful outcomes across channels and platforms

Databaza brand-liftovych Studii

285231 =M | EMARKETER

Zdroj: eMarketer


https://www.emarketer.com/chart/266305/industry-kpis-worldwide-attention-metric-au-by-channel-platform-q4-2023

PRIEBEH OPTIMALIZACIE KAMPANE

Data &
@ Algorithms
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Copilot i

Na zaklade dat o kvalite
domén, medialnych
placementov, velkosti kreativ,
Case, a pod. je priradené
tymto kombinaciam
Attention skore (AU).

Tieto informacie vstupuju do
GroupM Nexus proprietary
Al platformy Copilot.

A. Adelaide NORMS Data
B. Pre-test klienta

C. Aktualne data z kampane

A Setup &
AU Optimization

D&A oddelenie vysledky AU skore vyhodnoti a
implementuje prostrednictom Custom algoritmu do
GroupM Nexus proprietary Al nastroja
Copilot.

Vytvorené rozhodovacie pravidla a technoldgia
Copilot automaticky ovplyvriuju programaticky
nakup a optimalizuju ho smerom ku maximalizacii
AU skore.

% Copilot

HOW A CUSTOM ATTENTION ALGO WORKS

Learning Phase

group™

Analysis &
Iﬂ( Reporting

Analyza ziskanych vysledkov kampane a reporting.

Tieto vysledky m6zu byt pouzité v buducich

kampaniach.

Sample Campaign Average AU

Week1  Week2  Week3  Weekd  Week5 Weekf Week7  Waek8

Ad Format Optimization Recommendation:

300x250 W 300x600
]
+29.3%
AUincrease
Avg. AU per Ad Format

s

2060 72890

728x90 300x250 32050 300x600 970x250
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OPTIMALITZOVAT NA ATTENTION SKUTOCGNE
VIEME A ONO TO AJ SKUTOCNE FUNGUJE ©
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OPTIMALITZOVAT NA ATTENTION SKUTOCNE
VIEME A ONO TO AJ SKUTOCNE FUNGUJE ©
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OPTIMALITZOVAT NA ATTENTION SKUTOCGNE
VIEME A ONO TO AJ SKUTOCNE FUNGUJE ©

Ako sme merali efektivitu optimalizacie na Attention?

o000 . . . .
"M Standard targeting \é‘ Attention targeting
+ Cielenie Standardnymi behavioralnymi *Cielenie Standardnymi behavioralnymi
segmentami segmentami
*Vyuzivanie ,high Attention formatov, placementov,
atd.
Priklad placementu s niz§im AU skére Priklad placementu s vy$Sim AU skére
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OPTIMALITZOVAT NA ATTENTION SKUTOCGNE
VIEME A ONO TO AJ SKUTOCNE FUNGUJE ©

Ako sme merali efektivitu optimalizacie na Attention?

TARGET AA 18-45 m FIELDWORK 27.6.-29.6.2023
AUDIENCE (60% female, 40% male) TIMING

Representative on age, region
and size of settlement

SAMPLE SIZE N=270 % DATA CAWI
COLLECTION
* N (standard)= 129

« N (attention)= 141




OPTIMALITZOVAT NA ATTENTION SKUTOCGNE
VIEME A ONO TO AJ SKUTOCNE FUNGUJE ©

Ako sme merali efektivitu optimalizécie na Attention? i T -

CAMPAIGN PERFORMANCE
Display (TA 18-45)

.=
MARTINI i

We reached more than 357k women +35% and 234k men +32%

The best performing interests:

» Fashion Apparel and Accessories; High Tech-Level in Household; Restaurants a Pop Culture

Total number of impressions 3mio (planned 3,65mio +10% ) MARTINI

Total number of clicks: 8,5k (5k women 3k men)

J & TONIC

KUP TERAZ!

The format 970x250 had the best CTR
CTR 0,53% (women) avg.0,29%
CTR 0,46% (men) avg. 0,28%
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OPTIMALI

ZOVAT NA ATTENTION SKUTOCNE

VIEME A ONO TO AJ SKUTOCNE FUNGUJE ©

Aky vplyv mala optimalizacia na ATTENTION na hlavné kampanové vykonnostné metriky?
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OPTIMALITZOVAT NA ATTENTION SKUTOCGNE
VIEME A ONO TO AJ SKUTOCNE FUNGUJE ©

Aky vplyv mala optimalizacia na ATTENTION na hlavné brandové metriky?
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34%

15%
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PURCHASE CONSIDERATION

3% 2%
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SPONTANEOUS BRAND AWARENESS
ASN
111
PROMPTED BRAND AWARENESS

PURCHASE INTENT
BRAND ATTRIBUTE - TASTY




OPTIMALITZOVAT NA ATTENTION SKUTOCGNE
VIEME A ONO TO AJ SKUTOCNE FUNGUJE ©

Aky vplyv mala optimalizacia na ATTENTION na hlavné kampariové komunikaéné vykonnostné metriky?
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STANDARD

42%

35%

22%
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CORRECT BRAND ASSOCIATION
MOTIVATES ME TO PURCHASE

CAMPAIGN ATTRIBUTE -

VISUAL RECOGNITION




OPTIMALITZOVAT NA ATTENTION SKUTOCGNE
VIEME A ONO TO AJ SKUTOCNE FUNGUJE ©

Aky vplyv mala optimalizacia na ATTENTION na hlavné komunikacné vykonnostné metriky?

VIZUALNE ROZPOZNANIE KAMPANE

STANDARD ATTENTION

N\

22%
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OPTIMALITZOVAT NA ATTENTION SKUTOCGNE
VIEME A ONO TO AJ SKUTOCNE FUNGUJE ©

Aky vplyv mala optimalizacia na ATTENTION na hlavné kampariové metriky?

SPRAVNE PRIRADENIE ZNACKY

WHAT BRANDIS THIS AD FOR?

MARTINI

I, 53.0%

Do o 5.2%
52.0%

I :©.1%
Martini o S 35 5%
42 5%
B 27%
Aperol [0 3.4%
2.0% total
. KUP TERAZ! o
- ; - 520, m standard

other m 7 0% attention

3.5%




OPTIMALI

ZOVAT NA ATTENTION SKUTOCNE

VIEME A ONO TO AJ SKUTOCNE FUNGUJE ©

Aky vplyv mala optimalizacia na ATTENTION na hlavné kampariové metriky?

ATRIBUTY KREATIVNYCH ASSETOV

Not imaginative | } } 1 } } i Imaginative
Wouldn't convince me to buy Would convince me to buy
Not different from other Different from other alcohol brands
alcohol ads
Not understandable Understandable
Does not fit the brand Fits the brand
Did not catch my attention Caught my attention
Not easy to remember Easy to remember
-3 -2 -1 0 1 2 3

standard a@m=attention




OPTIMALITZOVAT NA ATTENTION SKUTOCGNE
VIEME A ONO TO AJ SKUTOCNE FUNGUJE ©

Aky vplyv mala optimalizacia na ATTENTION na hlavné kampariové metriky?

Standard = Attention

Suitable for drinks

none Refreshing
Ber;ta(:::the Tasty
Different flavors Fora special
occasion
Fruity A traditional toast

For sitting with

Premium brand friends

A modern erandd Quality

00 Easily accessible
price/quality ratio v

Suitable for drinks
Refreshing

Tasty

For a special occasion
Atraditional toast

For sitting with friends
Quality

Easily accessible

Good price/quality ratio
A modern brand
Premium brand

Fruity’

Different flavors

Best on the market /S80I

none

BUDOVANIE IMAGEOVYCH ATRIBUTOV

MA

27%
18%
14%
19%
24%
17%
20%
11%
12%
5%
10%
7%
5%

23%
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OPTIMALIZOVAT NA ATTENTION SKUTOCNE

27.4

VYH RAJ Priemerné AU skore

za celu kampan

143 %

Splnenie obchodného planu
spolu s ostatnymi mediatypmi

Vihe} \\ KAZDY DEN

Digitalna kamparn: Lina sut'az 2023
10-11/2023




OPTIMALITZOVAT NA ATTENTION SKUTOCGNE
VIEME A ONO TO AJ SKUTOCNE FUNGUJE ©

Pozri si video Metrika Attention v praxi digitalnych kampani

&


https://www.youtube.com/watch?v=Kl0SBX_tXd4
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