


























Why it’s important

ACCURATE TIMELY SCALABLE



A deeper understanding of audience 

Advertiser Benefits

• Accountability

• Marketing Mix 
Modeling

• Cross-Channel 

Media Benefits

• Brings brand dollars 
online

• Proves the value of 
targeted buys• Cross-Channel 

comparables

targeted buys

• Creates a standard 
measurement for TV 
and Online



Comprehensive and integrated reporting 

For Illustrative Purposes



Nielsen BrandLift

An Innovative Campaign Effectiveness Solution



Measuring online ad effectiveness is difficult

Brand Metrics

• Aided awareness

• Ad recall

Challenges

• Ads & surveys in same window

• Sample bias from long surveys

• Low response rates = slow delivery

• Message recall

• Brand favorability

• Purchase intent

• Low response rates = slow delivery

• Unverifiable (or no) demographics

• Cookie deletion / multiple users per 
machine



Our Solution…...Nielsen BrandLift

• Launched as Facebook-only solution in late 2009

• Soon to be available for campaigns on any site

FastFast – Analysis available 7 business days after testing
– Study samples built very quickly

ProvenProven

AccurateAccurate
– True test/control methodology
– 24-hour latency for better measurement of impact
– Reduced sample bias through shorter, more strategic polls

– 225+ branded ad campaigns measured on Facebook
– Studied campaigns across business segments – CPG, 
Media, Financial, etc.



Facebook’s ad systems automatically 

generate a small control group of users 

called a “holdout” who are identical to 

those targeted by your campaign, except 

that they were randomly selected to not 

see your ads.

How BrandLift works

1 Ad Displayed to user Automatic, randomized holdouts

4

2

Results

A comprehensive PowerPoint deliverable 

highlighting study results and brand effect 

metrics:

1. Results for up to four standard brand 

attitude and usage questions via single-

question surveys and two custom 

single/double question surveys

2. Delivered within days of the end of the 

survey fielding

3. In-depth presentation of findings

3 Example Poll



BrandLift will now measure campaigns anywhere

Ad displayed to user

1. Ad campaign tagged

2. User exposed

3. Exposure info 
encrypted and passed 
to Facebook

Poll displayed to user
Have you heard of 
American Express Zync? 

to Facebook

4. Exposure linked to 
user ID

5. User polled on 
Facebook



Typical study design

1

4 Single Question Polls 2 Double Question Polls

• “Have you heard of Glitter Hairspray?”
1

Message 
Awareness

Likeability+

• Second question served 

immediately after the first

Awareness

2 Message 
Awareness

• “Which of the following companies uses the slogan 

“Shine throughout the day”? or
• “Which of the following brands do you associate with 

the message ‘Shine throughout the day’?

2
3 Likeability

• “How much would you say you like the Glitter Brand 

or
• “How likely are you to recommend Glitter Hairspray to 

a friend?”

4 Purchase Intent

• “How likely are you to purchase a Glitter hair product this 

month? or
• “Would you be interested in trying the Glitter Mousse?” 

2

Message 
Awareness

Purchase 
Intent

+

• Second question served 

immediately after the first

Why this approach?
• Low burden on consumer = high response rates
• High response rates = representative 
respondents and better quality research

• Faster



BrandLift measures established metrics

Example

*  statistically significant difference at a 90% confidence level

+6 pts* +3 pts+5 pts+13 pts*

25 50 75 1000

66%

Delta – Aided Awareness

25 50 75 1000

70%

Delta – Message Association 

25 50 75 1000

73%

Delta – Brand Favorability

25 50 75 1000

52%

Delta - Ad Recall 

Normative Percentiles



14%
15%

12%

9%

12%

26%

16%

20% 20%
19%

12%

19%

22%

28%

Deeper dive based upon demographics

Example

Aided Awareness: Have you heard of Product X?

9%

Total                   
(n=1209)

Female                         
(n=757)

Male                         
(n=452)

13-17                         
(n=318)

18-24                         
(n=459)

25-34                         
(n=187)

35+                         
(n=245)

Control Exposed

+6 pts* +5 pts* +7 pts* +3 pts +7 pts* -4 pts +12 pts*

*  statistically significant difference at a 90% confidence level

Key Findings
• Awareness was up a statistically significant 6% points across the audience.
• Both genders as well as the 18-24 and 35+ age groups demonstrated significant lifts in awareness.



40%

55%

40%

55%

Have you tried Product X in the 

past?

63%
68%

How likely are you to recommend 

Product X to a friend? (Top 2 Boxes)

Example

Double questions provide opportunity for 

more focused and/or subjective findings

*  statistically significant difference at a 90% confidence level

Key Findings

• Respondents who have tried Product X are much more 
likely to recommend Product X to friends.

• Ad exposure increased the willingness to recommend.

5% 5%

Not sure No Yes

Control Exposed

10% 8%10%
14%

Yes No Not sure

Tried Product

Control Exposed



Facebook users are representative

Facebook Demos

(Indexed to Online Pop.)
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Facebook’s overlap with top sites is 60-80%
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Facebook survey platform correlates with external data 

sources: Presidential Approval

Do you approve or disapprove of the job 
that Barack Obama is doing as 
president?

• Very strong agreement with Rasmussen (r = 0.92) 
and Gallup (r = 0.85)

• Higher agreement with both than between Gallup 
and Rasmussen (r =  0.80)



Thank You!

For more information:

Jill Partner

Director, Agency Sales

312.385.6551

jill.partner@nielsen.com




