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How to Optimise Your Ad 
Budget with Cross-Media 

Measurement 



First we need to ask ourselves

WHY CROSS-MEDIA
MEASUREMENT



OXFORD UNIVERSITY

The average media 

plan could be 2.6x

more effective with 

a different media mix

And simulations in our campaign data base 

points to the same direction.

Why

Source: Ofxford University and Kantar, simulation of 1.105 

campaigns, 2021 



Next we should ask, what is it we should measure, and why.

The Answer is the reach and frequency

1+ cover

The most important marketing KPI, is reach. It is the basis in the 

hierarchy.

Why





Even a hundred years ago advertisers and 

media spent a lot of time and resources to 
discover the cross-media reach and frequency.

If you think it is difficult today and costs too 
much, think what it must have been in 1930 

when the first electronic media meter was 
developed.

I say the advertiser were led to side track during 
the last 15-20 years.

Let me tell you why.



It wasn’t the birth of mobile media.

It wasn’t the internet advertising.
It wasn’t the fragmented media usage as such.
It wasn’t the social media as such.

It was due to siloed measurement caused by 

the rise of walled gardens.

Suddenly advertisers accepted that they only 

get one campaign measurement from there, 
and another here and a third one from over 

there.

With no full picture available of the overlaps, 

incerementality, or the price of the previous.



…and how does each channel contribute?

Problem

Who is your

campaign

reaching?

How many is 

your

campaign

reaching?

How often is 

your

campaign

reaching

them?



But we have more reasons

WHY

to do cross-media measurement today



e.g. AI summaries in search results decreased 
traffic to publishers’ sites in US by 15 % just in 
8 weeks.

For more, look for my LinkedIn post

Instantly Adapt Your Ad spend to Changes in Media Usage

Why



MMM

'By incorporating R&F into MMM models, the new methodology is shown to 
produce more accurate estimates of the impact of marketing on business 
outcomes and helps users optimize their campaign execution based on optimal 
frequency recommendations.'

https://research.google/pubs/bayesian-hierarchical-media-mix-model-incorporating-reach-and-frequency-data/

Yingxiang Zhang, Mike Wurm, Alexander Wakim, Eddie Li, Ying Liu

Your MMMs require Cross-media R&F data

Why



How to Optimise Your Ad 
Budget with Cross-Media 

Measurement 



???Channel A

Channel CChannel B

25 %

25 % 25 %

25 % + 25 % + 25 % = 75? = 100 € 



Channel C

Channel A

Channel B

25 %

25 % 25 %

25 % + 25 % + 25 % = 58 % = 100 €

???



Channel 

C

Channel A

Channel B

25 %

23 % 15%

25 % + 23 % + 10 % = 58 % = 60 €  



Channel A

Channel B

25 %

23 % 10 %

25 % + 23 % + 10 % + 15 % = 65 % = 100 €  

Channel D

15 %

Channel 

C



Channel A

Channel B

25 %

23 % 10 %

58 % → 65 %

Channel D

15 %

Channel 

C



Business value of understanding incremental reach

Use cases

Reach the same 

number of people 

with less budget

Reach more 

people with the 

same budget

OR



1. It has to be a measurement, not an educated guess, or an opinion

2. To optimize is an iterative process

3. Constant measurement, always-on

4. Cross-media Human reach and frequency – not devices, ip-addresses etc.

5. Channel overlaps and incrementality

6. Budget and costs must be included channel by channel

7. State of the art technology approved by the ad platforms to ensure commensurability

8. It has to be made by a neutral 3rd party

IS TO OPTIMIZE THE USE OF YOUR AD SPEND BY PROVIDING THE FACT-BASED 
GROUND FLOOR TO BUILD UPON 

Check list

Cross-media measurement check-list



Take a breath

The Time is 
Now for Cross-

Media 
Audience 

Measurement



Juha Ourila

juha.ourila@audienceproject.com
p. 040 55 232 66
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