Researcn Into the
synergy between TV,
YouTupe and Vigdeolano




=Researcn guestions

v’ Does 3 campaign have more impact when you encounter it on
different platforms?

v'Do platforms reinforce each other and, if so, what is the optimal
sequence of channels?

v’ Do these effects depend on the age of the viewer?
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Researcn design

Subconscious Recall Attention Processing in
brand preference the brain
Measured with IRT Measured with survey Measured with Eye Tracking Measured with EEG
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Research design: on the big scree
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» Ad breaks around
programme

Ad Alliance stock - AVOD subscription
Pre-roll > Pre-roll
Mid-roll - Mid-roll
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Repetition of the expression makes the brand more reliable,
more attractive and increases purcnase intention

Reliability Attractiveness Purchase intent
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=Repetition Increases

Nne sunconsclous nrand
Dreference




repetition
ncreases pbrand
recall
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Increase in brand recall




How often do people look away?

Attention
remains the
same With a

second snowing
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Desire also remains

Unchanged, the
creation Is decisive
nere
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Wnat Is the eftect on
subconscious brand preference
Tyou combine TV with

an online platform?




Subconscious brand preference

TV & Online Vigeo provide synergy...
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TV&TV TV &YT Ad Alliance TV & Videoland
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Subconscious brand preference

.. provided you start the campaign
with TV

TV&TV TV & YT Ad Alliance TV & Videoland YT Ad Alliance & TV Videoland & TV
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Fchannels does not
fect on brand recall

The compinatior
ead to additiona
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TV&TV TV & Videoland



Brand reca

DUT

‘ne sequence does have an effect
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Attention remains the same auring
3 second SNoOwWING

Wnat IS the effect of the
combpination”?



The sequence nas an effect on the degree
of attention

Basic TV TV&TV TV & YT Ad Alliance TV & Videoland YT Ad Alliance & TV Videoland & TV

l 0.36
0.5
0.63
0.73
0.76
0.9
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Starting witn TV

N CERER
relevance of the
Ad 0N 4
supseqguent

Dlat
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Impact on relevance




compar
Jroups

v'Repetition is effective for the 18-35 and 36-54

age groups
v’ Starting with TV is effective for both age groups

son of target

v’ The 18-35 target group is more distracted
across the board

v’ Overall, the 18-35 target group has a more
negative emotion during ads




Wnat goes this mean
for you”

v'Use the power of repetition
v’ Advertise on multiple platforms

v'Use TV as a base

v'Don't get too hung up on age

v'Don't underestimate the power of creati



DO you want to know
research”

Mirte.van.Deursen@adalliance.n

Ingrid.van.der.werf@adalliance.nl
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