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Medicion = optimizacion ROAS

- ROAS



Medicion = optimizacion ROAS

Impacto

Inversion

ACCION
(ventas)

PERCEPCION

(marca)

AUDIENCIA
(CPM)




escala:

Facebook es una plataforma que permite generar impacto a
Reducir
. . . . ~ (PM
17 millones de usuarios diarios en Espana ‘

23M 21M 1/M 16M

MMAU MDAU

Source: https://audience.fb.com/



El balance entre cobertura masiva y opciones de
segmentacion permite incrementar eficiencia (CPM)

When you increase your reach the auction has to work
harder, and your CPM will rise.

When you increase the available audience and keep
the reach level static, the CPM will decrease.

Decreasing a CPM while retaining the same
performance increases ROAS.




El criterio de optimizacion de campaia
(cobertura vs “engagement”) es tambiéen un factor
determinante de la eficiencia de la inversion

507 157 10%

1x cost 1.6x cost 2.4x cost 4.8x cost

W

Less clicky USER CLICKINESS More clicky

Source: Facebook Marketing Science, internal data, PL Mobile News Feed, 28 day average, Jan, 2017

CLICKY USERS ARE

4.8X

more expensive
than the 50” of
users that are least
clicky




Midiendo impacto



Poder identificar y medir personas _es esencial en el contexto actual
de consumo multidispositivo

TV Desktop Mobile INn-App

THE COMMON DENOMINATOR IS



Espafia es uno de los paises lideres a nivel global en adopcion de
tecnologia

103
Smartphone

10 2.8

DISPOSITIVO

S POR
INDIVIDUO

117 (ESPANA)
Smartwatch

100

118
Smart TV

100

144

Tablet
100

W Total internet users in Spain Total Internet users

Source: Global Web Index, 2016



Medicion basada en identidades reales (personas)

ACCURACY PERSISTENCE SCALE
monthly active daily active people using
people people 2+ devices
DEPTH

Granular and measurable demographic data

Source: Facebook Internal data, March 2017 10



Es necesario adaptar métricas y metodologias para

desarrollar sistemas de medicion que aporten valor en la

toma de decisiones
Proxy

Cookies

Desktop/Laptop
(last click)

Correlacion

Valor real

Personas

Cross device

(MTA)

Causalidad

@
@



Disefio experimental para poder aislar impacto “neto” en recuerdo de
campana (causalidad)

Pre-Trial Intervention Post-trial Analyze

If cure rate in test
group> control
group (stat sig),
the medicine is
said to be
effective in curing
disease

Test

Control




Nielsen brand effect: avg. lift on ad recall: +10p

Ad recall

Average uplift: +10 percentage points
(Top performer: + 33%)

28%

18%

Control Exposed

Ad recall: Do you recall seeing an ad for <brand> online or on a mobile device in the last 7 days?
Brand awareness: Have you heard of <brand>?

Source: All Nielsen Brand Effect studies on Facebook and Instagram between January 2016 and January 2017; n=114 for ad recall and n=38 for brand awareness.

Brand awareness

Average uplift: +4 percentage points
(Top performer: + 10%)

45%
41%

Control Exposed

nielsen



5382 estudios de impacto en métricas de branding
desarrollados en el ultimo afo, mas de cinco millones de
entrevistas realizadas

Avg. lift in ad recall by region

9.7% 9,9%
9,2%
| I
LATAM APAC EMEA
(n=579) (n=2316) (n=963) (n=1524)

Ad recall: Do you recall seeing an ad for <brand> online or on a mobile device in the last 7 days?
Source: All FB brand it studies in EMEA ifrom Sept 2016 to August 2017
Data: Avg. lift (exposed vs non exposed to FB)



La desagregacion de datos por distintos verticales permite
comparar estrategias e identificar “best practices”

Avg. lift in ad recall by vertical

12,0
11,1 n=95

10,3 182
— n=
n=644 8,7

n=104 8,2 8.4

n=70 n=95
n=72

Goods
& Media
Services

Consumer
Packaged
Financial

Entertainment

Ad recall: Do you recall seeing an ad for <brand> online or on a mobile device in the last 7 days?
Source: All FB brand lit studies in EMEA ifrom Sept 2016 to August 2017
Data: Avg. lift (exposed vs non exposed to FB)



El incremento “neto” que esta generando FB+IG en Espana
esta algo por debajo del promedio en EMEA (oportunidad!)

Avg. lift in ad recall by country (EMEA)

12,6
n=159 11,4
Germany n=32
Norway Avg. lift (TOTAL EMEA): 9.9 p
9,9 8.9
n=135 _9-3 9.1 B'g n=13 ?'}'
France HI;:PE =342 n=58 Denmark 7.8 n=12
Y United Kingdom SPain n=12 Greece
Portugal
6,5
n=84
Turkey
Germany Norway France Italy United King.. Spain Denmark Portugal Greece Turkey

Ad recall: Do you recall seeing an ad for <brand> online or on a mobile device in the last 7 days?
Source: All FB brand lit studies in EMEA ifrom Sept 2016 to August 2017
Data: Avg. lift (exposed vs non exposed to FB)



Las campanas que hemos medido con Kantar Worldpanel en
Espana reflejan un buen resultado en terminos de ROAS
(contribucion a ventas)

€1 88 ' average return on ad spend from Facebook

l campaigns (CPG) €330
€230
€1,40
€1,20 €1,20
Break

(ampaign 1 (ampaign 2 (ampaign 3 (ampaign 4 (ampaign 5

ICANTAR WCRLDPANEL

Source: All Kantar Worldpanel Consumer Mix Model studies on Facebook in Spain between 2016-2017 2015; n=5 campaigns.



Facebook y TV generan sinergias efectivas para
iIncrementar la probabilidad de compra

41%
35% 17% more
:_____________1: than
| | expected
|
| |
| |
| |
19% | |

| |

13% | |
| |
' |
| |
| |
' |
' |
| |
|
| !

TV only Facebook only TV & Facebook: expected level TV & Facebook: actual level
Source: All Kantar Worldpanel Consumer Mix Model studies on Facebook in Spain between 2016-2017 2015; n=5 campaigns. I(ANTAR WL-' R L D PAN E L

Metric used is a derived likelihood to purchase.



La frecuencia es un factor discriminante de potencial de

Impacto

Avg. lift in ad recall by weekly frequency
(Total EMEA)

11,3%
10,8% ’
9 89%
| I I I
(n= 593) (n= 625) (n= 186) (n= 64)

Ad recall: Do you recall seeing an ad for <brand> online or on a mobile device in the last 7 days?
Source: All FB brand lit studies in EMEA ifrom Sept 2016 to August 2017
Data: Avg. lift (exposed vs non exposed to FB)

12,2%

Avg. liftin ad recall by reach level
(Total EMEA)

Avg. lift (TOTAL EMEA): 9.9 p
10,1% 10,0%
9-3%
’ 8,8%

(n= 40)

0-5M 5-10M 10-50M 50M+
(n=842) (n=391) (n=281) (n=10)
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Mobile video
best practice

Capture attention

quickly

Source

- n=68 mobile video ca

mpaigns across

10 EMEA markets in food and drink (n

=40), health and beauty (n=1

0), con

O 1 Incorporate brand identity early
(within the first 3 seconds)

02 Show the brand for over half the ad’s
duration

03 Make the video as short as it can
be, as long as it needs to be

O 4 Feature the message upfront for
those who don’t watch the whole ad

METRIXLAB RA
omill Gro ompany n

fectionary (n=8), household good (n=5), pharmaceuticals (n=3) and telcos (n=2)



Build for both feeds 'i Performance on Facebook r@ Performance on Instagram

Non-optimised ads are 2X more likely to struggle to breakthrough than

Feed-proofed
i feed-proofed ads are.
video generates

g re ate r O’TSTAN.DING % C’I’STANDING
[ J

80

breakthrough than >

100
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20 SUB-OPTIMAL 2 SUB-OPTIMAL @P
0 PR&LEMATIC PR&LEMATIC )
0
0 20 40 60 80 100 0 20 40 60 80 100
Response Index Response Index
Feed-proofed vi Non-optimised video
Facebook-commissioned MetrixLab study of 80 (UK) mobile videos ads on Facebook and Instagram; 2017. eed-proofed video ® P M ETR IX I—AB Kz
Breakthrough is an aggregate measure of brand and message recall, ad recognition and view metrics (watched completely and average view time). )
a Macromill Group company n n

Response is an aggregate measure of enjoyment, relevance, credibility, brand fit, easy to understand



Build for both feeds 'i Performance on Facebook r@ Performance on Instagram

When analysing response, which is measured on a prompted view basis, the non-optimised ads
perform similarly to the feed-proofed ads

Feed-proofed
video generates
greater
breakthrough than
non-optimised
video.

100

80 80

[=2)

[=1
[=23
(=3

.

=)
.
=)

Breakthrough Index
Breakthrough Index

However, this )
doesn’'t mean TV
adverts are ‘bad’.

20

PR&LEMATIC

Response Index Response Index
Feed-proofed vi Non-optimised video
Facebook-commissioned MetrixLab study of 80 (UK) mobile videos ads on Facebook and Instagram; 2017. eed-proofed video ® P M E T R IX I—AB Kz
Breakthrough is an aggregate measure of brand and message recall, ad recognition and view metrics (watched completely and average view time). .
a Macromill Group company ZN »

Response is an aggregate measure of enjoyment, relevance, credibility, brand fit, easy to understand



@ zachking

Mobile native content 6 sec

450,000 views
800k comments




APPLE

Art direction & framing
15 sec

eeeee (Carrier

2:04 PM

Instagram
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Apple

Your phone.

your phone
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» 54,441 views
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AFRICA BRAZIL

HEINZ

Motion design & framing
8 sec

eeec0 Carrier 10:04 AM -

Suggested Video

il

100% natural ingredients.

QO? 35K 2K Comments 294K Views

ife Like 8 Comment #» Share




Suggested Video

Lysol

Sponsored - @

No one protects like a mother.

MCCANN

LYSOL

Compression

3 sec




If | had more time,
would have
written a

shorter
letter.

-Winston Churchill
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Reach Matters: y 2
Driving Business Results at Scale Why Creativity

Matters More In
the Age of Mobile







