
Niekde na Ďalekom Východe
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Ako je to vo vašich firmách?
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AKO TO MERIATE?
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Source: Marketing Week, ‘Language of effectiveness 2023’, Which of the following metrics do you currently use in your effectiveness tracking?

Marketéri používajú 14 populárnych metrík (viac ako 25%)
na meranie efektívnosti svojich kampaní
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No zároveň priznávajú, 
že vedenie zaujímajú hlavne 4 metriky

(nad 25%)

Source: Marketing Week, ‘Language of effectiveness 2023’, When it comes to assessing the success of a marketing campaign, wha t are the most important metrics among senior business leadership?
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HOVORTE JAZYKOM BIZNISU

Source: Marketing Week, ‘Language of effectiveness 2023’, When it comes to assessing the success of a marketing campaign, wha t are the most important metrics among senior business leadership?
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ROZUMIETE 

VAŠIM ČÍSLAM?
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8 x 7 x 6 x 5 x 4 x 3 x 2 x 1 =

1 x 2 x 3 x 4 x 5 x 6 x 7 x 8 =

2 250

512
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4 x 1 x 3 x 5 x 8 x 6 x 2 x 7 =

1. NASTRAŽENÁ PASCA

PORADIE INFORMÁCIÍ 
OVPLYVNÍ INTERPRETÁCIU
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TV

Competitors

Store

Visits

Purchase

CETERIS 

PARIBUS 
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Awareness

TV

Competitors

Store

Visits

Display
Price

affects

affects

stimulates

stimulates

stimulates

generates

affectsgenerates

affects

stimulates

Purchase

CETERIS 

PARIBUS 

HALO

EFEKTY
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8 x 7 + 6 - 5 / 4 x 3 + 2 x 1 =

2. NASTRAŽENÁ PASCA

HALO EFEKTY
+ kanibalizačné efekty
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8 x 7 x 6 x 5 x 4 x 3 x 2 x 1 =

1 x 2 x 3 x 4 x 5 x 6 x 7 x 8 =

2 250

512

40 320
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2 Non-Media related company factors*

Brand
Direct 

Marketing

Sponsor-

Ship
…Marketing

Incentives Coupon … …Sales

Promotion 

Pricing

Standard 

Pricing
… …Pricing

Assortment
Launch New 

Products
… …Product

Channel X Channel Y … …Distribution

Event X Event Y … …PR

3 Systematic, „outside control“ factors*

Macro 

Economy
Seasonality

Force 

Majeure
…

External 

Factors

4 Industry-specific factors*

Competitive 

Pricing

Competitive 

Media

Competitor 

Product 

Launch

…
Industry 

Factors

1 Company Media Factors*

Digital 

Video
SEM OOH TVSocial

YouTube Google Billboard 1 Sky OneFacebook

TikTok Bing Billboard 2 Channel 4Instegram

Upper 

Funnel

Upper 

Funnel

Lower 

Funnel

Upper 

Funnel

Lower 

Funnel

Channel Level Attribution

Publisher Level Attribution

Campaign Type Attribution

5 Business KPIs

▪ Sales, 

▪ Churn, 

▪ Subscribers, 

▪ Profit 

6 Periods

▪ Years

▪ Quarters

▪ Months

▪ Weeks

▪ Days

182 - 3 years of data
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VEČERNÝ SPOT 
+ 14 klientov

ZNÍŽENIE CIEN KONKURENCIE 
+ 27% churn v minulom mesiaci

ZMENY V INFLÁCII
- 992 klientov / Q1

HALO EFEKTY 
+ 250% predaj
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4 $M

2,8 $M
-29%



Beauty products - Latin America
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Launching

Promotion

Activation

Brand Media

8%

14%

7%

17%

7%

19%

6%

24%

 -
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 4 000

 6 000 Media investments ($ M)
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0

1 000

2 000

3 000

4 000

5 000

6 000
Sa
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s 
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)
Short + Long term results

Seasonality

Pricing

Sales activities

Launching

Promotion

Activation

Brand Media

Masterbrand Media

Base level

Sales

Beauty products - Latin America

70%

67%

65%

56%
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BUDOVANIE BRAND EQUITY vs SALES

Brand Equity

Volume sales

Brand Equity

Base sales - MMM
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Marketing Mix

Sales

impact of marketing on sales

Sales

Direct Effect

Brand Equity

Equity Effectimpact of marketing on brand
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Creative and Effective ads generate 

more than four times as much Profit

Average ROMI Profit

Overall Creative Quality

1,42

3,96

6,62

Low Middle High

Creative Effectiveness in the Age of AI 29
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Overall effectiveness summary

Alza box - Online

Power Contribution

STSL/STEL (%)

Alza box -
Online
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Short term sales / effects likelihood

The ad’s ability to create a positive effect on brand predisposition

Go

Pause

Stop

Long term equity

42

78

70th Percentile or abovePERCENTILES 31st to 69th Percentile 30th Percentile or below 31
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PREDPOVEDANIE BUDÚCEJ ROI

Publisher Channel
Campaign 

Type

Campaign 

Product

Investm

ents

2024-

W27

2024-

W28

2024-

W29

2024-

W30

2024-

W31

2024-

W32

directcinema Cinema

Productcomm

unication Voiceservices 0 0 0 0 0 0 0

othercinma Cinema

Productcomm

unication Voiceservices 0 0 0 0 0 0 0

othercinma Cinema

Productcomm

unication

Broadbandse

rvices

32115,7

006

2748,4

517

2511,2

055

2519,3

765

2776,7

52

2940,3

749

2783,4

547

Clear 

Channel Out of Home

Productcomm

unication

Broadbandse

rvices 0 0 0 0 0 0 0

Clear 

Channel Out of Home

Productcomm

unication Voiceservices 0 0 0 0 0 0 0

Lamar Out of Home

Productcomm

unication Voiceservices 0 0 0 0 0 0 0

Lamar Out of Home

Productcomm

unication

Broadbandse

rvices 0 0 0 0 0 0 0

spotify Audio

Productcomm

unication Voiceservices 0 0 0 0 0 0 0

spotify Audio

Productcomm

unication

Broadbandse

rvices 0 0 0 0 0 0 0

Amazon

Digital 

Display

Pricepromotio

n Voiceservices 0 0 0 0 0 0 0

Amazon

Digital 

Display

Pricepromotio

n

Broadbandse

rvices 0 0 0 0 0 0 0

Amazon

Digital 

Display

Productcomm

unication

Broadbandse

rvices 0 0 0 0 0 0 0

Channel 1 

Display

Digital 

Display

Pricepromotio

n

Broadbandse

rvices

11088,8

239

904,92

6

841,59

46

793,00

64

832,09

73

910,19

88

937,34

55

Channel 1 

Display

Digital 

Display

Productcomm

unication

Broadbandse

rvices 0 0 0 0 0 0 0

Channel 1 

Display

Digital 

Display

Productcomm

unication Voiceservices

717,073

3

113,62

57

52,725

3 8,537

26,325

1

114,70

95

139,02

41

Epom

Digital 

Display

Pricepromotio

n Voiceservices

9341,98

43

953,25

3

754,06

6

526,10

45

705,73

57

953,77

88

1036,0

804

Epom

Digital 

Display

Pricepromotio

n

Broadbandse

rvices 0 0 0 0 0 0 0

Epom

Digital 

Display

Productcomm

unication

Broadbandse

rvices 0 0 0 0 0 0 0

Google

Digital 

Display

Productcomm

unication

Broadbandse

rvices 0 0 0 0 0 0 0

Leadbolt

Digital 

Display

Productcomm

unication

Broadbandse

rvices 747,614

73,832

8

58,338

1

42,538

9

53,936

5

73,471

4

80,014

3

Yahoo

Digital 

Display

Pricepromotio

n

Broadbandse

rvices 0 0 0 0 0 0 0

Yahoo

Digital 

Display

Productcomm

unication

Broadbandse

rvices 0 0 0 0 0 0 0

Yahoo

Digital 

Display

Productcomm

unication Voiceservices 28,4877 0 0 0 0 0

21,095

4

Bing.com Search

Productcomm

unication

Broadbandse

rvices

1270,47

27

302,97

01

155,16

03 23,802

52,050

5

213,83

19

269,40

05

Google 

Search Search

Brandedkeyw

ords

Broadbandse

rvices

10318,6

734

1901,6

085

1901,6

085 0

760,64

34

1521,2

868

1901,6

085

Google 

Search Search

Productcomm

unication

Broadbandse

rvices

24371,1

68

1854,3

28

1854,3

28

1854,3

28

1854,3

28

1854,3

28

1854,3

28

INVESTÍCIA 100.000

16.1K

14.6K

34



1 530 

1 310 

751 

1 060 

 -

 10 000 000

 20 000 000

 30 000 000

 40 000 000

 -

 300

 600

 900

 1 200

 1 500

 1 800

1 2 3 4

Media CPA 1.530 LC 1.310 LC 751 LC 1.060 LC

Media driven profit 55 m LC 123 m LC 190 m LC 200 m LC

CASE STUDY: Banka - optimalizácia otvárania účtov

-40%

CPA MEDIA SPEND



+15% media-driven sales 

(automotive)

-40% CPA 

(banking)

+42% sales (new accounts) 

& media spend -70%

+20% ROI 

(FMCG)

17% sales increase in 

just six months (Telco)

9,2% annual churn reduction (Telco)



Our global footprint spans across industries

Others

Travel & 
Transportation

Subscription 
BusinessesRetail

Financial 
Services

37



POZOR NA 
NASTRAŽENÉ PASCE

KOMPLEXITY VÁŠHO BIZNISU

CIELENE BUDUJTE
BRAND EQUITY

MARKETINGOVÉ INVESTÍCE

MARKETINGOVÉ VÝDAVKY

Andrej Winter

Senior Business Manager | Analytics

andrej.winter@kantar.com

+421 903 751 791
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