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Ultimate challenge

Success of media channels is often considered

- Indirect effects or syn_ergies are rarely H OW m u Ch d Oes
inaSI IO fully considered . .
@ advertising

search ?
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Scale of this project

34

Categories

Base : >1 mio annual budget, >1% SOS
and search and search sensitive

@ 155

Brands

Media Pressure

Base : TV, OLV, Radio, OOH, Magazines, Newspapers & Display




choreograph.com

The chosen approach

ANALYSIS

o O

PROCESSING MODELING

Search Transform Adstock
Media pressure Fuse Lag effect
Normalize External factor

Category trend
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Monthly search volumes
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# Transform

Weekly Index

50

38

25

Adding weekly trend index
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Weekly estimated search volumes
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Scope search
volume 2023

700 mio

Average impact
of Advertising

20%

Boost factor
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Electro

Boost factor varies between 5 and 39% depending on
the category

~ 39%

“ L

s & Multimedia Stor Supermarkets Soft Drinks Energy provider: Building Equipments Consumer Electronics Chocolates & Confectionary  Footwear Retailers

Q,
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Top 3 categories: electro/multimedia stores, garden/
outdoor boutiques and day/weekend trips

Electro & Outdoor & Garden Day & Weekend
Multimedia stores boutiques trips
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Media channel boost effect : on average, media convert
their media share in search boost share (contribution)

Media share Contribution share @
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But categories differ - above trend line better
conversion of media share into contribution share

© o
o o
0 o
Se.8 e
¢ LANY |
o ®.
S
<
O e B~
5 o000, ¢
e ra )
= o’
- e @
@) ®
- O

Media share

Example for TV
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A broad range in Boost Factor! So, what is driving the
differences in scoring?

3 Q @

INVESTMENT IMPLICIT NEED CREATIVE
AND PHASING TO SEARCH MESSAGING
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Response curves compare impact on search per media

and budget level for on an average active week

Short term search increment (1 to 3 months)

25%

20%

15%

10%

w
°
=

Cars

o0
\\\\\\\

Magazines

Newspapers
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The marginal boost determines where one media can

take over form another

Touchpoint

15.0%

Boost Factor

v Multiple selections v

Category
Boost Factor Ca
rs
Boost Factor Response Curve
B Touchpoint ®Online Video ® Radio @TV
20%
15%
g 0%
@
5%
0%
OKE 100K € 200K € 300K €

Gross Budget

Source : Choreograph Belgium, The Belgian Boost Factor "the impact of Advertising on Search® -

& - Boost Factor Marginal Boost

Touchpoint ®Online Video ® Radio @TV

Marginal Boost

400K € 500K € 0K E 100K € 200K € 300K €
Gross Budget

These results may not be publicly shared or published. They only can be used for a “client dossier" individually.

400K €

500K €
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Why is this project eligible for an AMMA ?

1. Breadth and depth is unseen

2. Unigue to our opinion in sheer scale

3. Home-grown project, honouring our own Belgian talent
4. Answers all questions: what, why and how?

5. Huge interest and used by several sales houses

6. \Webinars, press and socials
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Are you still watching?

Continue watching

Back
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Are you still watching?

Continue watching
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