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BETTER SOFTWARF.
| BIGGER RESULTS.

M ’ Upgrade fo smarter, faster software
! that evolves with your business.
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Campaign objective
« Brand awareness

« Brand image building 300 Respondents
Media - n150 Ad recallers
DOOH * n150 Non-Ad recallers
+ Roadside
» Digilites
OFTVTARE. BET . . .
BEEE‘EFEC' RESULTS/ .. Blééﬁﬁﬁﬁm Campaign timeline 19 D dat lecti
Ferte e SR e B B | Morch 2024 - 15 May 2024 ays daia coflection
« Start: 12 April 2024
Coverage .
GP, WC, KZN, « End: 30 April 2024
EC, LP, NW
>
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SOFTWARE

BRAND LIFT CA SE STUD Y Benchmark Performance

Brand Lift Performance B

B BRAND LIFT CASE STUDY * Statistically Significant Uplift with 95% confidence rate [ tractor ]




CAMPAIGN
PERFORMANCE

IMPRESSIONS
REACH FREQUENCY (VAC¥)

2,914,859 6.7 23,469,485

B BRAND LIFT CASE STUDY *Impressions (VAC: Visibility Adjusted Contact refers to the number of viewers [ tractor ]




IMPACT SCORE AD RECALL

959%

= GOOD

erformanc Recall seeing Recall seeing it
P © the ad once more than once
Above average score indicates a good Ad recall of those who recall seeing the ad.

perception of the ad and the brand.

OVERALL
CAMPAIGN SUCCESS

Il BRAND LIFT CASE STUDY Impact score is calculated on the performance of all KPls compared to the benchmark (DOOH & Electronic)




THANRK
YOU.

DO YOU HAVE ANY QUESTIONS¢

info@tractoroutdoor.com 28 Wesley Street

0869990226
www.Tractoroutdoor.com Observatory, Cape Town, 7925

(tractor]
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