
‘If you can not measure it, you can not improve it’
Lord Kelvin

‘If you can’t measure it, you can’t manage it.’
-Peter Drucker
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OOH? Radio? LinearTV?



We help advertisers to optimize their ad 

spend and increase the cost efficiency of 

their advertising in the siloed and 

fragmented media landscape
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How AudienceProject measures (and mythbusts) through a hybrid methodology 
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● For these campaigns, all 
platforms targeted a female 
audience, with slightly different 
age bands

● The most striking difference was 
how effective each platform was 
at reaching a Female audience

● There was consistency between 
campaigns, Platform A is similar 
in both

● In some cases, targeting was only 
just better than 50%!

● 50% on target means your CPM 
is actually twice the headline rate

Profile Insights

Platform A

Platform B

Platform C

Platform D

Platform E

Platform F

Campaign A Campaign B

Accurate targeting? 

Accuracy in targeting/planning varies a lot

Impression share of female audience



Reach saturation

Reach behavioral 

Platforms saturate differently – room for growth



Different age groups saturate differently

● This campaign was causing
questions. Sales were lower than

were predicted and there was a 
feeling that one platform in 
particular was just delivering

frequency

● We could show the weight where
the saturation kicked in

● Budget was reallocated for the 

remainder of the campaign to 
channels with more capacity to 
build reach

● Insights fo planning, buying and 
guidance for MMM so budgeting
and trading were aligned using

consistent assumptions

Campaign reach efficiency for a selection of ages



To skip or not to skip



• With 74 % share of impressions, Meta reached 48.6 % of the target group

→ 1 % = 3 million impressions

• With 19 % share of impressions, YT reached 28.6 % of the target group

→ 1 % = 1.3 million impressions

Mass vs. Efficiency   One vs. many



● We’ve been tracking OTA% trends for 
the last 18 months

● RED=higher share

● BLUE=Lower share

● No changes in the execution was
intended

➢ Platform delivery is becoming older

➢ We are seeing increased proportions of 
impressions delivered outside the 
target audience

➢ Is this because of wider adoption or the 
growth in TVs used to watch some
platforms? 

➢ Or, does the increasing budgets and 
weight reduce the on target efficiency?

➢ Due to change in viewing or campaign
execution?

Keep measuring - age profiles changed over time
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Platform 2

Impressions on the target of 25-44



● As an industry we often use 

Adults as the standard 

audience across all media and 

platforms

● Digital platforms are very good 

at focussing advertising to the 

target audience

● With most of our clients using 

young(er) audiences on 

Digital, it means an Adult 

looks very different on each 

platform

● Recent campaign- Meta (35), 

Amazon (49) Netflix   (41) 

YouTube (49) TV (66)

● Those are very different 

people!

Identifying Saturation Levels
Optimising Budgets

This campaign was not having the expected sales effect. Top line numbers looked good but 

we could show the effect on communication

52.3% 47.7%

Male Female

96.4%

Male Female



The Challenge

Pandora wanted more people to recall

them unprompted when thinking about

jewellery.

To achieve this, the jewellery maker

wanted to test Meta in-stream video ads

and document if adding more video 

placements to its marketing would improve

top-of-mind awareness results.

OUTCOME IN NUMBERS

“



The Challenge

Lidl wanted to understand how it could

optimise its media mix for future 

campaigns to drive as much brand value

as possible. To explore this, the food 

retailer wanted to test how well Meta 

technologies generate reach and 

frequency and move brand metrics

compared to other media channels.

LOWER COST PER PERSON “



Tule kuulemaan lisää 6. kesäkuuta!



Juha Ourila

juha.ourila@audienceproject.com

p. 040 55 232 66
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