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Creative Concept Digital Spend
Optimization Optimization

® savanta.com

Digital Ad Performance Pre-Test Digital

Creative:

® savanta.com

Live Optimization:

Multiple Platforms

solutions created to |
help our clients R

Control/Test Design
Align Creative w/best
performing platforms
Social Behavioral
Performance

Brand Lift
Measurement

Behavioral Data
KPI Measurement
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How Digital Ad Performance tests are done

Screen qualifying
respondents

Like any other research study, it starts with the right
audience. We will ensure we are measuring your
actual target audience, as well as ask them category
interests so the platform they are exposed to is relevant
to their daily lives. From there, we inform them that
they will be leaving the survey platform to view an
environment they typically browse, like Instagram or
YouTube (or Twitter or Facebook or MTV.com, etc.).

Test ads in the
natural environment

Each respondent will be sent to a specific media
platform environment depending on the test. We can
simulate almost all social and media platforms, even
TikTok. Once the respondent is on the platform, they
scroll the feed or site naturally which is updated with
current events based on the category of interest and will
be exposed to the test ad (or control ad depending on
cell).

Follow up survey
+behavioral data

After the respondent has completed exploring the test
environment and has been exposed to the ad, they are
returned to the survey to answer a few questions like
awareness, intent, recall, and brand perceptions or
other custom KP/I’s (if applicable). Behavioral data
from the test captured includes ad visible, visibility time,
average visibility, hover ad, hover time, video replay
started, video replay time, percent of video played,
audio play started, audio replay time, video skipped,
skip time and more.

Savanta



Targeted Audiences

Savanta’s provides audience access for a wide variety of customized targeting options to
tailor the survey to match that of your campaign.

Savanta serves as your audience access consultant to recommend the right solution
based on your target audience and research objectives.

Global Consumer B2B

High Net Worth Healthcare




Insights from our

tests will inform:

Where to focus your digital media spend
How your creative will be viewed across platforms

Understanding creative concepts’ impact on your brand




: Respondent Experience



Simulating the media environment allows for a more

natural respondent experience, which leads to reliable,

high quality data with a fast turnaround.

No need for cookie
catching

Fast access to your
target audience

Ideal quick test
during the planning
stages of your digital
campaign

Savanta

We will now direct you to
YouTube where you can choose
a video to watch of your
choice. Please choose a video
from YouTube and watch it as
you normally would. You will
then be automatically
redirected back to the survey.

When you are ready, click on
the "Continue” button below.

... Chiitan: Last Week Tonight with John
5= Oliver (HBO)

Game of Thrones | Season 8 Episode 4 |

Preview (HBO)

1y &l

. GameofThrones

©

© SUBSCRIBE

1 Game Of Thrones Season §

MAN OF RECAPS
W cameor @
RONES

'YN

Episode 3 - TOP 10 WTF and

RECAP!!! - Game of Thrones:
Seasons 1-7

Game Of Thrones // Burlington
Bar Reactions // S8E3 "The

Game of Thrones | Season 8 Episode 4 | -

Preview (HBO)

1) L L

. GameofThrones

9

€ SUBSCRIBE

2

1 Game Of Thrones Season 8

MAN OF RECAPS
W cameor =
y THRONES Ly

¥ &

Episode 3 - TOP 10 WTF and

RECAPY! - Game of Thrones
Seasons 1 -7

* Game Of Thrones // Burlington

Bar Reactions // S8E3 "The
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You will now be taken to
Facebook. Please look at the
page as you would naturally.

After 90 seconds the survey will
automatically continue.

A ()

&2 ® B O =

g St Jude Children's Research Hospital
@

“The cancers are the same. The chemotherapies are the same.
The children are the same.” Read how our global foundation
partner Kidzcan in Zimbabwe is taking an important step in
their journey forward, and providing an important symbol for
progress in the effort to cure childhood cancer for every child,
everywhere.

™

Bitly
Zimbabwe's childhood cancer challenges illuminate the.
need for collaboration

015 16 Comments - 18 Shares

o Like (2 comment 2 Share

o ke O comment 2 stace

”m

The Jersey Shore fam is officially reunited and it
JHORE FEELS GOOD! 4.4

Once they screen into the survey & get assigned to cell:

Ringtone

N e
Savanta

Please click the button below to
continue.

€ @ surveyssavantacom/s (@

You may have already mentioned
this, but do you recall which one of
the following brands sponsored the
ad?

elect ane

() Au Bon Pain

(O chipatie

") Panera Bread
) McDonald's
) Taco Bell

(O Jason's Deli

~ Other, please specify
) Not sure

ﬂ.mlconm--

0 @ sepsaanacoms @ 1|
Savanta

.muu.’a' ﬂ:'n_u.

0 @ surveys.savanta.com/s H

You may have mentioned this, but
this ad is for Panera Bread. Please
indicate how much you agree or
disagree that this ad..

Please click this link to review the
ad again.

I
muﬁagl_e

W
Strongly disagree

0]
e 0)

Neither agree nor disagree

Somewhat agree

Go to site

Browse normally Exposure

Back to survey

Series of concept evaluation questions

Savanta




Supported Social Media Testing Platforms

o ACESY 1 > EK:X°)
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: Metrics & Deliverables



Traditional & Behavioral Metrics

Ad KPI’s (Survey)

11

Ad Recall (Unaided/Aided)
Brand Recall (Unaided/Aided)
Message Association
Brands Statements

* Believability

* Relatable

» Attention Grabbing

* Positive Image

» Differentiation

* Comprehension
Brand Linkage (20 points)
Custom KPI’s available upon request

Digital Performance (Behavioral)

Ad Visibility
Cursor Hover
Video Replay
Audio Start
Ad Skipping
Clicks
Social
* Likes
 Comments
* retweet

Savanta



Project Deliverables

12

Questionnaire Design
Project Management
Survey Programming & Hosting
Customizable Target Audience(s)
Single or Multi-Cell Design

* Multiple creatives

* Multiple sites/platforms
Cross Tabs
Behavioral Metrics Summary
Dashboard Access
Interactive Report w/Analysis

Kumber of Viewers [%]

Viewer Retention

1%

5%

0%

5%

Viewer share of Percentage of video viewed

ok Busoplay
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: Use Case: Creative Pre-Test



&

Tanera

BREAD®

In our pilot study,
Panera was our
hypothetical client
interested in finding
out 2 things:

1 Understand which concept the
brand should move forward
with in their digital campaign

Understand which social
2 platform performs best across

the campaign
(Facebook vs Instagram)

Savanta



oncepts

&

Tanera

BREAD®
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Methodology

Based on their social media usage,
. Panera customers are assigned to one of
the two sites of client’s interest

28 PERAMAGRUB TAKEUS WITHYOU'ON THEGO y %Usw%iu ONTHEGO

e WE TRAVELWEEL —

TAKEUS WITH YOU'ON. THEGO | lAKE US w&% ON THE GO
o AR TRAVEL Wete

WE TRAVELWEEL —

Respondents are then allocated to one of
the three concepts in a monadic test

i o, G

e o,

-_——— w—

-_——— w—

____________________________________

Both Digital and
Traditional Metrics
are measured for
each concept



We see that the

creative is the best
performing
creative when it
comes to
traditional metrics

One thing to note is that
all concepts have healthy
evaluation metrics and the
stakeholder team could
move forward with any

Clear

Believable

Feel good

Likely to visit

Relevant

Attention

Different

Newsworthy

“Traditional” Metrics

50%

Values based on T2B

90%
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Brand Personality Metrics

Traditional

50%

40%
When we look at igh Oulity 30% .
the concepts across N
brand personality 10%
attributes, we start 0%
to see some
separation among

Caring Old Fashioned
the group
Warm

—

7 bl

£ 22, PeramscrUB l




Clear
Believable
Feel good
Likely to visit
Relevant
Attention
Different

Newsworthy

19

, traditional metrics don’t give clarity into the best
platform for campaign optimization

“Traditional” Metrics

B Tarera

e = —— :'.,"1”"‘

78% 79%
77% 79%
68% 68%
67% 73%
63% 66%
73% 70%
57% 58%
63% 62%
Values based on T2B

81%

74%
76%
76%
69%
70%
62%

56%

TAKEUS WITHYOU'ON THEGO
B W TRAVELWEEL — L

i /™ |

!/ 88%

pmEmm EEm EE o - o .

84%
76%
78%
74%
68%
59%

58%

ON THEGO
(e o, i

gou Em o o o -

86%\

83%
80%
78%
72%
68%
61%

61%

—-—— = —

- e e e o = =

Traditional
Modern

Old fashioned
Warm

Caring

High quality

/ 17%
|
I 40%
|
0
I 6%
| 9
37%
|
I 20%
|
\ 50%

-— e - - -

Brand Personality

37%
19%

47%

TAKEUS WITH.YOU

S WETRAVERWEEL —

30%

4%

30%

20%

44%

15%

31%

5%

27%

18%

48%

WTAKE US W Y
- AV

49%

39%

0,
\ 39%

U:ON THEGO
TR o, e

49%

45%

41% )

-_—em mm == ==
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All Interactions”

In our digital 6% 13%

evaluation we
see a different
story emerging
with Instagram Facebook VA CRUE e
outperforming

Facebook and

more variability

in the creatives’ @

performance

TAKE US WITHYOU'ON THEGO
WE TRAVELWEEL -

* Interactions include shares, comments, likes, image clicks, etc.

o O i

: Usme' ON THEIGO
L il o, e

> Txe! r M‘ﬂh.&.

. wIAKEUS ggu ONTHEGO
= A R o, s

- S S S e e S e . .y,
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Thank you

Kyle Gollins
VP, Client Development — Americas
Kyle.Gollins@savanta.com

Savanta
New York, NY

Savanta:


http://www.savanta.com/

