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optimising brand strategy and media investment  



We all want the highest return on our media 
investment 
 
This is why we invest in tracking – if you don’t 
measure, you can’t optimise 

What is the universal truth? 

But are we effective? 



•  Huge, long, boring questionnaires 
•  Inappropriate methods and outcomes 
•  Don’t take account of the way consumers brains work 
•  Don’t take account of the way  different media work 
•  Don’t integrate other data from outside the survey 

we make a lot of mistakes in tracking research 



Science can help us understand and make sense of different outcomes 
from media campaigns 

•  We know about the power of creative in achieving impact 

•  We know that not all media channels create the same 
engagement 

•  We know that campaigns have different wear out rates 

But we hardly ever intergrate 
these facts into tracking 



For tracking DVJ integrate all relevant data in one platform 

Effect 

Time 

Timelines 

Media Investment 
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Combining survey data and external data… 
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Reality analytics  
MEDIA Analysis combined with scientific knowledge 

survey  
based 
data 

external 
data 

BRAND 

CREATIVE 

MEDIA 

plus academic principles to steer on brand, media and advertising 
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Take into account net cumulated weight of 
advertising (decay) 

Integrate all touchpoints 

Based upon scientific knowledge we 
translate all media exposure into 
advertising confrontation 

3

Weight touchpoints according to 
advertising confrontation 

Integrate the strength of the creative 4

Calculate the optimum number of contacts 5
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HOW? 

Reality analytics is looking for 
patterns in data. We translate 
Media contact into advertising 
confrontation contacts. 

WHAT? 

Reality analytics is using these 
principles to create a unique 
index. The weekly Reality 
Performance Score is the real 
visibility of a brand 
 
WHY? 

Reality analytics enable us to 
maximize media ROI by using 
our unique predictive simulation 
tool  
 

Reality analytics uses multi attribution modelling to understand 
effects and create the reality performance score 

Reality analytics  
uses multi attribution modelling 
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Once we know the bandwidth and rps then Planning your media becomes 
easy 

Index Bandwidth 
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The RPS for a campaign is 
determined based on the 
new media plan. 

 

Predictive power is even 
bigger when the power 
of the creative is known. 
You can then examine if 
the media plan produces 
enough contacts per 
week. 

 

If the hypothetical media 
plan does not perform as 
desired, you can easily 
adjust it in order to 
increase its effectiveness. 

Case study: the rps can be used to predict and optimise in advance provided that there 
is sufficient knowledge about brand decay and creative power 

Current Media Plan 

Calculated Media Plan 
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Business issue 

Old Amsterdam cheese was in a saturated 
market with few opportunities for growth 
 
The brand campaign had marginal effects 
 
Promotions resulted in sales increases, but 
volume declined almost immdiately 
afterwards 
 
How to proceed?  Increase or decrease 
advertising, promotions or something 
else? 
 

DISCOVERY 

 
Reality Analytics highlighted that the RPS 
was in line with brand KPI’s, but consumer 
irritation was high during promotions, 
when the campaign was run extensively 
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outcomes 

On the basis of the Reality Analytics 
analysis, decsion made to; 
 
•  Run the commercial less extensively 

based on consumer wear out 
•  Invest in branded content, with 

better timing 
•  Not increase promotional activity 
 
 

Result: 
 

14% more sales for 
the same cost 
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