
Buy & Why 
Delivering Media Effectiveness Across the World 



What people buy, and why 

Advertisers need to know how 

effective their marketing 

investment is in 

generating sales and brand 

loyalty 

Actual viewing behaviour  

+ 

Actual purchase behaviour 



The benefits 

Plan based on 
consumer behaviour 

Assess a campaign’s 
ROI and the actual sales 
uplift 

Measure the actual 
impact campaigns have 
on shopper behaviour 

Learn if the impact 
attracted new shoppers or 

increased loyalty 

Paints a holistic picture of 
campaign evolution and 

effectiveness 

Know the target’s gaps 
and conversion 

opportunities 
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How powerful is TV in attracting the 

audience for Schweppes tonic water? 

How powerful is TV in attracting the 

appropriate audience for Schweppes 

tonic water? 

How effective is TV  

in the path to purchase/buying decision? 

TV panel 

(PeopleMeter) 

4,8000  

homes  

Purchase  

panel 

Accelerate an uplift in sales of  

Schweppes Tonic Water 
By reaching the target consumer group  

(tonic water buyers who buy brands but not Schweppes) through TV. 

12,000  

individuals 4+ 

12,000  

homes  

8,000  

individuals 15+ 



Targeting by Atres Media 

%Reach 

93.5% 92.6% 
94.2% Indice 

rating  

up to 

102 

How powerful is TV (Atres media) in 

attracting the audience for Schweppes 

tonic water? 

How powerful is TV (Atres media) in 

attracting the appropriate audience for 

Schweppes tonic water? 

Individuals 4+ 35-49 years  Buyer target 



Target on consumer profile generates more value for 

the Schweppes brand than the  

socio-demographic 

Value 2015 

Profit December  (2015 vs 2014) 

€4 million 

€1million+ 

Profit purchase target (15 vs 14) 

Profit socio-demographic target (15 vs 14) 

€300.000 (31%) 

€8.000 (0,8%) 

X36 

value € 
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To showcase the effectiveness Astro Pay-TV  

channels in reaching FMCG consumers 

TV panel 

(Return path data) 

3,500  

homes  

Purchase  

panel 

13,000  

individuals 4+ 

1,400  

homes  

8,000  

individuals 15+ 

What are the best channels, dayparts, 

programs for reaching buyers (or non-

buyers) of particular bands or categories. 



(L) Bisnes Awani 

Buletin Awani Headlines 

Betul Ke Bohong? 

Karoot Homedia X SR2 

Maharaja Lawak Mega 2016 

Sembang Tehtarik 

Salam Muslim 

Tazkirah Annur 

Yuna Bintang Di Langit 

Kelas Sebelah 

Rasa Nusantara 

Rob the Robot  

Rob the Robot [TWICE?] 

Tajwid 

Rasa Halal Orient Taiwan 

Traveller 

Legend of Mi Yue 

Female 20-49 demographic Sunsilk purchaser 
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How can I optimise my media mix to build a more 

efficient marketing campaign and generate an uplift 

in sales? 

What is the reach 

of each media? 

What is the effect of each 

media in isolation? 

TV Panel 

(DIB6) 

6060  

homes  

Purchase  

panel 

11,500  

homes 



What is the reach of each media? 
Open TV is massive, followed by Pay TV, while online gets to 11% 

 

Campaign total 

reach 

93% 

54,6% 1,1% 26,1% 

Digital 

11,2% 

0,7% 

0,2% 5,8% 

Reach Total Kantar Worldpanel Brasil 11,300 Households 

Open TV 

91% 

Pay TV 

31,9% 
Radio 

3,2% 

4,5% 



MEDIA CONTRIBUTION:  7,4% 

What is the effect of the communication on 

purchase behaviour? What is the effect of every 

media separately? 

Open TV brings in 70% of media return 

47.11% 

35.16% 

10.30% 

5.08% 

Radio

Online

TV Paga

TV Aberta

Promocao

Lealdade

Baseline

0,14% 

0,50% 

1,70% 
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Penetration increases 4,2%  
during campaign period 

And digital concetrates value 

from heavy buyers, with 

opportunity to bring more value 

through non buyers... 

Media accounts for 7,4% of 

nivea deos sales during 

campaign 

46.80% 

62.00% 

13.30% 

17.20% 
12.20% 

10.10% 27.70% 

10.70% 

Gasto
Nivea

Buyers
Nivea

Heavy

Medium

Light

Non Buyer



The next frontier: single source 

BRAZIL 



Single-source “Buy & Why” panel 

Measuring 550 

households  

and 2,900 individuals 

Collecting TV data 

(rapidmeters) and purchase 

data (KWP) -unique 

Reporting provided per 

campaign (as per 

clients request) 

Launch expected:  

2nd semester 2017 

Beginning in 

Rio De Janeiro & 

Sao Paolo   



Into the future 

 Bringing together the best of Kantar (and third parties) for the 

benefit of our clients 

 comScore partnership to measure digital 

 Opportunities to support programmatic to add consumer 

profiles 

 Sales & Brand Response: also measure the brand 

effectiveness impact of each campaign: ROI in Sales and in 

Brand equity 




