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MEASURING MEDIA EFFICIENCY
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https://www.youtube.com/watch?v=Flmb7DK0R6Q
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CHALLENGES

. High penetration category within Brazilian Households

. Low consumption frequency compared to other countries
. The challenge: leverage category consumption within frequent buyers
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MULTIMEDIA
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‘ACTIVIA 10 ANOS' IS MASSIVE

FREE TO AIR T¥
93%

ONLINE
VIDEOS
2%

PAY TV
30%

TOTAL UNIVERSE
HH exposed %
HH exposed and
purchased

TOTAL EXPOSED: 97%
NON EXPOSED: 3%
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A ROLE FOR SATURATION &
TARGET EVERY MEDIA

EFFICIENCY
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MAIN BRAND TARGET WAS REACHED AND
MY ERJ&EID:=D ON HIGHER CLASSES
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MAIN BRAND TARGET WAS REACHED AND
CEOOMNY ERJEID:=D oN OLDER HOUSEWIVES
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A ROLE FOR
EVERY MEDIA
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DIFFERENT MEDIA HAVE DIFFERENT ROLES

TV IS MORE EFFICIENT IN CONVERTING ACTIVIAHEAVY BUYERS

TV DROVE VALUE I

THROUGH
LOYALTY: MAIN
CAMPAIGN
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SATURATION &
EFFICIENCY
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COVERAGE OF EXPOSED HHs TAKES PLACE QUITE
QAHOKLYURATED?
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MESSAGE REINFORCEMENT IS NEEDED
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LEVERAGING MEDIA RESULTS THROUGH
SYNERGY

Uplift Factor

coverage
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CONCLUSIONS

TARGET

A ROLE FOR SATURATION &
EVERY MEDIA EFFICIENCY
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“The consumer mix model analysis was key to
recognise the role TV played during the campaign
and that will influence our future campaign

strategy”

Paola Toscano

Strategy & Insights
Danone Brazil
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