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A deep dive into 2 years of extensive sales data

H 12 million rows of data

INPUTS: Item-location-date Media data B Every single price promotion
" specific sales data Media metrics & spend also included
(May 2017 - Apr 2019) (May 2017 - Apr 2019) B Media and promotion effects
isolated separately
OUTPUTS: ROI by media group

Extremely comprehensive
and granular model




ROl method

A W Base M Offer M Media Truly media-driven uplift

ROl = media driven uplift

Uplift driven by offer and in-store visibility
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TV drives SEM
Website traffic per minute through SEM on 12.5.2018
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TV drives 4% of SEM driven turnover
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SEM the most efficient short-term turnover driver

ROI
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TV has the best total performance
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Key takeaways

TV has positive spillover on web traffic and SEM
Each euro invested in TV generates 6€ of short-term turnover

Each euro invested in TV generates 17€ of total turnover

TV is the biggest media driver of total turnover
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