
Cross Media: 
Measure, 
Understand, Grow

The full effect of your 
brand-building campaign 
and its cross-media spend
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Agenda 
1 Cross Media Challenges in Brand Building

2 Review EMEA Campaign Studies by Meta

3 Methodology

4 Results Campaign Amplifier

◼ Reach & Frequency

◼ Brand Impact

5 Q&A and Wrap up
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Who is here today?

Tristan Helmreich

Client Business Partner | 
Media Measurement
GfK

Sonja Wedekin

Marketing Science Partner
Meta

Ulla Worringen

Senior Director | 
Marketing Intelligence
GfK
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01
Cross Media Challenges 
in Brand Building
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Cross Media Challenges in Brand Building

There are broadly two types of advertising

Brand Building strengthens the 
relation with the brand and 
influences future behaviour.

Sales Activation triggers 
an immediate behavioural 
response.

A multi-channel advertising world –
without separated responsibilities as 
to the long and the short

The need to measure the campaign's 
success holistically – in order to 
justify investments, monitor success 
and learn for future campaigns
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02
Review EMEA Campaign 
Studies by Meta
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03
Methodology
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Unique insights into the campaign impact on your brand!

AUDIENCE INSIGHTS HOLISTIC VIEWBRAND INSIGHTS
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A fusion of human and exposure data brings truth
Scientifically linking ad exposure to mental states

11/6/2023

Exposure Data Human Data

Understand your campaign performance 
across all channels (single source and 
passively measured).

By measuring: 
▪ Passive or OTS measurement of ad 

exposures (TV, radio, print, poster)
▪ Campaign Reach assessment

(total and by channel) at country level
▪ Data from a unique partnership with Meta 

and other partners
▪ Including YouTube, TikTok, and 

OpenWeb/Programmatic

Have a full view on your brand and campaign 
performance based on GfK’s comprehensive 
survey solution.

By measuring: 
▪ Brand uplift via brand surveys
▪ Sales uplift based on claimed purchase 

behavior via brand surveys – enhanced 
with sales data, where available

Deterministic 
assignment or 
probabilistic

modeling matching 
human data with 

device data
to bring you one 
source of truth
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Media 
Exposure

Internet@home
Measured on individual 

level

Internet Mobile
Measured on  

individual level**

TV
Measured on  
individual level*

Radio/Print/
Flyer
MA like 
questionnaire

Individual 
Consumer Purchase

InHome Scanning***

GfK Crossmedia Link: The principle of data collection

Single Source

* TV: Data imputation to total mass | ** Mobile: Data imputation to total online mass; Tablet: Main user in household | *** FMCG & Durables In sub-panel: travel, entertainment, etc.
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GfK Crossmedia Link Germany: Panel Structure (Average month 2022)

GfK Consumer Panels
− ConsumerScan

− Mobility monitor/TravelScope

− MediaScope

TV Sample

7,500*

Mobile Sample

6,000**
Smartphone/Tablet

Radio/Print/Flyer
questionnaire survey 
(all panelists)

Desktop Sample

9,000
GfK Crossmedia Link
16,000 total actives

Panelists 14+ years 

About 60% of the GXL 
panelists do also report on 
FMCG purchase acts

Monitors 360° Campaign Performance

Panel sizes = avg. monthly actives | * TV: Data imputation to total mass | ** Mobile: Data imputation to total online mass; Tablet: Main user in household
Please note: For easier reading, size of circles is not proportional
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Media channels covered by GfK

Passive Measurement OTS (based on survey)

GfK Crossmedia Link Germany

€

Radio***

Print

Leaflets

OOH/ DOOH**

eOTS – Ad Prediction Model (APM)

(passive measurement + questionnaire)*

TikTok

Pinterest

Snapchat

YouTubeLinear TV

Mobile/ App

Online Other 

Display/ Video

Meta – FB + IG

OTT and 
SEM not available at present

*  eOTS (APM): Model combines data sources of passive measurement + questionnaire with benchmark data of the channel and delivers estimation of campaign exposure on individual level | 
** via postal code | *** Radio via OTS (estimating exposure by comparing media plan and questionnaired listing habits on level of broadcasting stations)
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Data Fusion: Contacts are merged from GfK Crossmedia 
Link Panel via an overlap of variables

Brand & 
Communication 

survey
Data Fusion via overlap of variables

Ad exposure on 
individual level Access

Panel
CrossMedia
Link Panel

◼ Demographics
◼ Geographical Data
◼ Media Usage 

Behavior
◼ Consumer 

Attitudinal 
Statements

◼ Based on all common variables, a "closeness" measure is calculated for each recipient-donor combination. 
◼ A linear equation system is set up for each recipient to find a combination of all donors that describe the recipient. 
◼ Based on the probabilities of the equation modelling, one donor is randomly drawn to fit the recipient. Donors with 

higher weights (better “closeness”) have a higher chance to get drawn. 
◼ Besides demographic information and media usage, attitudinal statements can be used to create a sufficient overlap 

for the data fusion.
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04
Results Campaign 
Amplifier
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Campaign Efficiency: Cost per GRP

Crossmedia Opportunities in Brand Building, Meta Marketing Science 2023 | GfK Crossmedia Link | Base 18+: Extrapolated to the total population 18+ (Germany: 67.9 Mio.) | Based 
on 5 campaigns from 2022 ( Linear TV: 5 campaigns, Facebook and Instagram: 5 campaigns, YouTube: 5 campaigns). Analysis commissioned by Meta.

Digital 
channels 
drive reach 
cost-
efficiently.
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Campaign

The survey covers brand metrics plus also campaign topics
Understand the what and the why

◼ Brand Awareness (prompted/unprompted)

◼ Ad Awareness (prompted/unprompted)

◼ Consideration/ Preference

◼ Usage

◼ Advocacy

◼ Brand Image partly – customized

◼ Campaign recognition

◼ Campaign appeal

◼ Campaign message – customized

(prompted and unprompted)

◼ Campaign diagnostics

◼ Campaign reported action

◼ 2 additional questions – customized

Go beyond reach –
Cover creative quality as a
key driver of campaign success

Brand
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Brand Uplift – which specific KPIs do we provide?

3 ROI
Costs per 
1000 persons influenced 

2 Contribution%
Weighted by channel reach

Contribution = Uplift*Reach
e.g. Contribution Facebook and Instagram: 

4%*50%= 2%

TV

exposed

Facebook and 
Instagram

exposed

YouTube

exposed non-exposed

Without Facebook 
and Instagram ad

With Facebook and 
Instagram ad

45% 49%
1 Uplift%
Impact on Brand metrics
for exposed persons

Uplift
e.g. Uplift Facebook and 

Instagram = 4ppt

Channel

exposed
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9%
8%

11%

8%

1. Brand Uplift by single channel and by channel mix 

Uplift on Preference

KPI Uplift (%)

Brand Awareness +9% +8% +11% +8%

Preference +6% +6% +8% +5%

Image +5% +5% +7% +4%

Uplift on Brand Awareness

6% 6%
8%

5%

selected metrics, anonymised results

The outcome:
Brand uplift 
per channel
plus
Synergies of 
channels
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1. Brand Uplift by single channel and by channel mix 
Example from CROSSMEDIA BRAND STUDY 

Source: Crossmedia Opportunities in Brand Building, Meta Marketing Science 2023 | GfK Campaign Amplifier: Based on 15 campaigns from 2022 (including all channels: TV, Facebook and Instagram, YouTube) | *metric: “Reported 
action” based on 9 campaigns from 2022 | Uplifts shown are modelled uplifts in specified Metrics as a result of exposure to that channel. The uplifts are for a single channel only as the model isolates and quantifies the impact of 
each channel. Base unweighted: Those exposed/non exposed to: All respondents: TV (10544/8038), Facebook and Instagram (2918/15664), YouTube (4189/14393), Facebook and Instagram & TV (1845/16737), Facebook and 
Instagram & YouTube (742/17840); Reported Action: TV (5712/6109), Facebook and Instagram (2028/9793), YouTube (2330/9491), Facebook and Instagram & TV (1021/10800), Facebook and Instagram & YouTube (376/11445) 
Analysis commissioned by Meta.

Linear TV
Facebook and 

Instagram
YouTube

Facebook and 
Instagram & 

Linear TV

Facebook and 
Instagram & 

YouTube
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2. + 3. Contribution and ROI by single channel and by channel mix 

exemplary, anonymised results

Spend $11m $225k $440k

# people reached 36m 6m 3.5m

Brand Metric

Average per 1,000 people 
influenced

Contribution by channel – Selected metrics

Cost for 1,000 people influenced – Selected metrics

$51 

$13 

$63 

Contribution per channel

Baseline 
performance

Total Campaign 
Contribution 

Channel 
contribution share

Post campaign 
performance

Reach 72% 12% 7%

Brand Metric

Brand Awareness 87% +3.2ppt +2.1ppt +0.9ppt +0.2ppt 90%

Preference 12% +1.9ppt +1.2ppt +0.7ppt - 14%

Brand that I trust 25% +1.4ppt +0.9ppt +0.5ppt - 26%

66%

63%

64%

28%

37%

36%

6%

The outcome:
Contribution of each 
channel to the total 
campaign uplift

plus

ROI figure for each 
channel
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Creative: A B C D

67% 68% 60% 55%

39% 40% 42% 38%

38% 33% 36% 40%

30% 27% 28% 28%

66%

40%

35%

29%

Stands for a modern way of life

Designed for young people

Modern and contemporary

Is environmentally friendly

A creative assessment adds to the full picture of your campaign’s 
performance

Creative recognition amongst target group by channel exposure

Campaign appeal amongst recognizers

Message take-out amongst recognizers

88%

73%

56%

43%

Creative A Creative B Creative C Creative D

Recognition

5% 15% 37% 40% 3% 43%Appeal

Dislike it very much Somewhat dislike it
Neither like it nor dislike it Somewhat like it
Like it very much

Top2box

Aided message take-outUnaided message take-out Besides a prompted 

main message 

assessment, the 

unprompted main 

message provides 

insights into how good 

the campaign delivers 

the key messages and 

how memorable those 

are for the consumer.

20%

40%

50%

35%

50%

30%

25%

10%

Tells something new

Was believable to me

Was important to me

Is different

Fits well with the brand

Better opinion of the brand

More interesting than most

Getting tired of seeing it

Campaign diagnostics amongst recognizers Campaign reported action amongst recognizers

47%

20%

10%

30%

35%

Any action (net sum)

I searched info online

I visited a store or website

I talked about it with others

I bought the product
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Challenges accepted!

There are broadly two types of advertising

Brand Building strengthens the 
relation with the brand and 
influences future behaviour.

Sales Activation triggers 
an immediate behavioural 
response.

A multi-channel advertising world –
without separated responsibilities as 
to the long and the short

The need to measure the campaign's 
success holistically – in order to 
justify investments, monitor success 
and learn for future campaigns



Thank you

gfk.com
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Thank you very much
Your contacts

META

Sonja Wedekin

Marketing Science Partner

+49 152 074 892 61

sonjawe@meta.com

GFK

Ulla Worringen

Senior Director | Marketing Intelligence

+49 40 5561 5922

ulla.worringen@gfk.com

GFK

Tristan Helmreich

Client Business Partner | Media Measurement

+49 40 55 61 59 79

tristan.helmreich@gfk.com

06/11/2023
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