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“I  need ROI not  eyebal ls  to show my ad is  
ef fect ive.”  – Conrad Bird CBE



PARTNERING WITH ONDEVICE RESEARCH

On Device Research 2016
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“ I f  you  c ou l d  on l y  c hoose  one  f o rma t ?  V i d eo  wo rk s  be s t  
a c r o s s  a l l  f o rma t s ”  -



THE CAMPAIGN



VISUAL  CORTEX

Our  B ra ins  
p rocess  v ideo

60 ,000x  Fas te r  
than  tex t



THE GAME PLAN



TARGETING

SEGEMENT  TARGET ING  FOR  ’HERO  DADS ’



AI  OPTIMIZATION
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8 0 %  +  P r o b a b i l i t y

Wha t  i s  t he  p robab i l i t y  o f  i n f l u enc i ng  t owa rd s  de s i r ed  ou t c ome?
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A RT I F I C I A L  I N T E L L I G E N C E



BESPOKE CREATIVE



SEQUENTIAL  MESSAGING 

Pre-roll Video

Rich Media Video Gallery



THE RESULTS



BRAND METRICS UPLIFT DRIVEN BY AI

MOBILE
AD  RECALL

300%
upl i f t  in

BRAND  
CONSIDERAT ION

78%
upl i f t  in

PURCHASE
INTENT

76%
upl i f t  in

On Device Research 2016



COMBINING VIDEO WITH RICH MEDIA

Pre-roll Video Only Video & Rich Media

Spontaneous Awareness – 1st mention 9% 20%

Spontaneous Awareness – Total 35% 41%

Mobile Ad Recall 45% 51%

Brand Consideration (Top 3) 65% 68%

Purchase Intention (Top 2) 33% 40%

Any Positive Emotion 59% 61%

Any Action 33% 45%

On Device Research 2016



2% RISE  IN  PURCHASE INTENT  = 1% RISE  IN  FOOT TRAFFIC
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TAKEAWAYS

1 . U t i l i z e  Sequen t i a l  Mes sag i ng  To  Imp rove  ROI

2 . Comb i n i ng  V i d eo  &  D i sp l ay  S t ra t egy  

3 . Us i ng  B rand  Me t r i c s  To  Move  Beyond  The  C l i c k  /  V i ew



CAMPAIGN AWARD WINS

EFFECT IVE  MOBI LE  MARKET ING  AWARDS  

M O S T  E F F E C T I V E  U S E  O F  V I D E O

MMA SMART IES  AWARDS

B R A N D  AWA R E N E S S


