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® Geo-Testing overview

Live Demo of Geo Experiment

Outline

o Recent brand case study

O Q&A
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Attendee Poll

What do you
know about geo?




Methodology overview

Geo-testing for
today'’s reality



1st Party data based Measurement is the future-proof way forward

___ Upper :
funnel C/) Linear TV

Geo Matched Market DoE
Awareness
—— __ Prospecting Mid “ Prospecting
Acquiring new funnel Google Shopping
Consideration customers

“ Retargeting
Lower

" funnel critEgl. Retargeting Retargeting DoE

Conversion
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existing customers Direct Mail
@ House File CRM DoE
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Methodology

2 Experimental Frameworks for Comprehensive Coverage

\ GEO (DMA, STATE, ZIP) ‘ 1ST PARTY ID AUDIENCE SPLITS
Reliable methodology using geography, requiring a Audiences are split into test and control cohorts;
fraction of capital and produce measurable volume Randomized controlled experiments are deployed
differences for insight into non-measurable in-market to measure incrementality.
channels.

Prospecting: Snap, TikTok etc.

Retargeting

Facebook Today

CRM Contact Strategy
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Matched Market Overview

Geo-match market cells
are optimally designed
for three conditions:

<0 Business-as-Usual >
<0 HoId-Out> <0 Heavy-Up>

Cell A CellB Cell C
Business As Usual
All States excluding 5 Alabama Virginia
states in Cell B Arkansas Maryland
California Colorado Indiana
New York Maine Michigan
Texas Missouri Oregon
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Key benefits of geo-testing

Get even more out of your media investments

Comprehensive Unbiased Test & Grow
Run on any channel against Based on your source of Run experiments for both
any metric that can be truth sales data, not incrementality and scale

measured at geo level platform data potential
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Attendee Poll

What's stopping
you?



The Challenge

Simple geo tests are noisy and
require more volume, money and
time to get clean, useful reads.

Geo s
expensive

Data-driven geo-experiments are
cleaner, more efficient and granular,

a nd d ifficu It but require advanced levels of data

science.
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Our Vision

Make geo experimentation
accessible to every brand

New science More automation SaaS-like delivery
Advanced proprietary Complexities automated Easy set up, reliable
data science developed to increase efficiency results and insights

by experts and lower costs ready for action
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Geo matched-
market experiment
design



Experiment Design.Tool.(Demo. user)
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https://portal.measured.com/app/9995-1008-measured-demo/products/geo-doe/geoExperiments
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Experiment Reporting Dash (Demo user)
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https://portal.measured.com/app/9995-1008-measured-demo/products/204074/geo

Brand Case Study

Revealing
the YouTube e v 530 aerage raer v OV
demand

curve

ldentify mid/upper funnel incremental
growth opportunities on YouTube

Minimize business risk and scale cost
while maximizing information return
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Solution

Multi-cell geo
tests to inform
diminishing
returns across
Investment
levels
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Critical Considerations

How does geo accommodate upper
funnel channels with long tail impact?

How do | know how much to scale
up and scale down to measure an
Impact?

Do | need a cool-down period
afterwards?
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Lasso Model
Client: 10022, Study: 102
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YouTube Return Curve

$2.00 ‘
$1.80 Scale Down :
o Actionable Insight:
$1.60 Annual investment in YouTube
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$1.40 S .
el while hitting performance
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-
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$0.00
$0 $200k $400k $600k $800k $1m $1.2m

National Weekly YT Spend
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Questions?




Attendee Poll

What else do you
want to know?
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Thank You

info@measured.com
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