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How Thomas' refreshed their brand
to attract younger audiences




Objective: Win millennial consumers




Goals

e |n-store purchase
e (Consideration
e Brand love

Data

Clicks
Views
Likes, reactions
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Observational method overestimates lift
Observational method underestimates lift

A Comparison of Approaches to Advertising Measurement:
Evidence from Big Field Experiments at Facebook

Brett R. Gordon,? Florian Zettelmeyer,>® Neha Bhargava,® Dan Chapsky®
2 Kellogg School of Management, Northwestern University, Evanston, Illinois 60208; P National Bureau of Economic Research, Cambridge,
Massachusetts 02138; € Facebook Inc., Menlo Park, California 94025

Contact: b-gordon@kellogg.northwestern.edu, (&) http://orcid.org/0000-0001-9081-569X (BRG); f-zettelmeyer@kellogg.northwestern.edu (FZ);
nehab@fb.com (NB); chapsky@fb.com (DC)
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But those are just two examples. Swayable plotted the persuasion and
engagement scores of dozens of combinations of videos and audiences, and

found no correlation whatsoever. “There’s nothing but just random static,”
Slezak says.
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These scatterplots chart the engagement and persuasion of different videos targeted at different audiences and find no
correlation between them. SWAYABLE
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Engagement

Facebook view completion rate
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(2 4 Treatments ~ A” Consideration @) 8 Segments /' No Filter

Breakdown Content

Concept 2: "Less time +

Gender =
less work

Customer ’ Concept 3: "Smarter +
Segments Safer"

B Concept 1: "Prosperity"

John eseed
Ne ndle Pre-launch Message Test 1

Segment Primary

Consideration ()

Female

Male
Passionate
Dreamers

Confident
Minimalists

Ambitious
Optimizers

Disengaged
Traditionalists

Stressed
Survivors

Anxious
Delegators

Passionate
Dreamers

<, Download 2, 6,785

Proof of causal impact
RCT captive survey experiment

1000s of respondents
Instead of hundreds

24-hour results
Instead of weeks

Representative statistics
Post-stratification re-weighting and
ML population modeling



. Thomas' Breakfast ‘ Thomas' Breakfast ' Thomas' Breakfast

Meet Thomas’ English Muffins. They’re over 140 years Breakfast outlook: sunny with a definite chance of Whether your breakfast vibe is &, @, or &3, you're
in the baking and as delicious as ever. Thomas’ English Muffins! . &) going to ) Thomas’ English Muffins.
o —_— c

Traditional Optimistic



“ssl - Thomas' Breakfast

Meet Thomas’ English Muffins.
in the baking and as delicious a

P

Traditional

*=1 Thomas' Breakfast s Thomas' Breakfast

Which messaging won out among

Millennials?

Optimistic Edgy
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eakfast vibe is &, @2, or &3, you're
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Meet Thomas’ English Muffins. They’re over Message consideration lift

in the baking and as delicious as ever.
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Edgy ss.4 D +4.3
Optimistic 5.4 [P +31

Traditional Optimistic Edgy
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Retail sales uplift

Ad platforms used for campaign:
Facebook / Instagram and Pinterest

Source: Bain & Company
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+7%

Holdout Test group

Predetermined confidence level achieved




Messaging

Healthy, Snackable, Fresh

Concepts

Creative

Creative Execution 1

*Content is representative and has been sanitized to preserve confidentiality

Creative Execution 2

Creative Executi 3



Thomas' Learning Lab and Marketing CoE

DETERMINE
LEARNING GOALS

MEASURE AND
REPORT
RESULTS

APPLY LESSONS
LEARNED



The easy money in optimizing digital advertising
in the performance-marketing end of the funnel
Is well tapped, if not fully exploited.

The bigger opportunity now lies at the top of the
funnel, where the signals are weaker and more
indirect.

Cesar Brea, Partner, Bain & Company



According to Nielsen, 56% of a

campaign’s sales lift can be directly
attributable to the quality of the
creative.

Nielsen

ource: When it comes to advertising effectiveness at is key?
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1. Measure upper-funnel creative performance
2. Metrics need to represent the actual goals
3. Major brands are deploying this as a shared service

- ¢

reatives can be allies to measurement if you pre-test







