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Magic ingredients for online success
MIE 4th of February 2016
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The importance of digital oe.
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How did we start?
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Static posts Television Muted video 360 video
commercial on
internet
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And it keeps changing -
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How many ads are really effective? ™=
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Certain Failure
Risky

— Satisfactory

IMPACT: Index based on Memory

Outstanding

RESPONSE: Index based on Reaction
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How to improve your digital =
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What about Facebook? SopaNG
5%%/\ Nestle

sesn T 13:09 @ 7 @ 16%

- Red Bull TV
Dins

nsdag om 11:07 « Sprinklr + &

Les TWINS Organization goin' up.

Klik voor meer
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Do all video’s have the ability to
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Ad Recognition

break through?
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Unaided Brand Recall
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Message Clarity
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30 to 60 seconds
61 to 90 seconds

91+ seconds



Yes, but long videos need to
work harder

Video length

Staying on page
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And you need to be o
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Differentiation Likeability
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What about brand cues?
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Logo
Audio/verbal

Package
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Product in use

What about response?
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What about response?
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Music Humor
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However....

Brand Fit Relevance



No one size fits all
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Thanks for your attention!
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