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Why did we do this?:

One of the key challenges that 
marketers are always facing is 
proving the effectiveness of their 
advertising and the channels they 
are using.
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What was our overarching goal?:

Proving the 
effectiveness  
of Out of Home
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What did we want to learn? 3 key questions:

1. 
How out of home amplifies other 
media?

2. 
How effective campaigns are that 
use OOH versus those that don’t?

3. 
How creative impacts campaign 
effectiveness?
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What did we learn? 3 key questions:

1. 
The most effective media 
combination has out of home in it?

2. 
Campaigns with more out of home 
in them tend to give a higher ROI?

3. 
Effective creative drives 41% of the 
potential ROI?
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The data source: - 21 Years of experience

- 12 Global offices

- 90% Client retention

-  Privately-held:  
No investors to satisfy

- Unbiased perspective

- Analytics consultants

-  Many data partnerships:  
Facebook, Google, Pinterest, Instagram & Snapchat
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Overall 
Methodology  
for Aotearoa:

-  The work is drawn from 50+ 
studies from 2017 

-  In excess of 1bn of media spend

-  While the number of brands in 
each study is not released to 
keep competitive information 
confidential - the industries cover 
CPG, Finance, Restaurants,  
Retail & Auto.
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What is Marketing  
Mix Modelling?

Marketing Mix is a mathematical model  
to work out what is driving your sales. 

We measure price, economic conditions, competitors, 
weather etc and then have a deep dive into marketing 
activity. 

As you run more or less marketing, we measure the 
impact on sales- if we can see a statistically significant 
relationship then we can assign those sales to that 
specific activity- otherwise it remains in the large ‘base’ 
section in red to the left. 

So as you do more TV, do we see sales go up?  
As you do less, do we see sales go back down? It’s 
that relationship between the amount of TV run and the 
amount of sales increase that our models are based on.
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What is Commercial 
Mix Modelling (CMM)?

Commercial Mix Modelling allows us to disaggregate 
and measure how different elements of and executions 
within your marketing mix drive sales

It is a holistic model that includes non-marketing 
drivers and macro-market factors to ensure that you 
get an accurate understanding of how marketing fits as 
an incremental driver vs other drivers of sales

It goes deeper than a traditional media / marketing mix 
model by:

-  Allowing you to measure differences of different 
dimensions within the model 

-  Enabling you to optimise future campaign planning  
at a greater level of granularity



Out of Home Media Association of Aotearoa © 2021 Page 14

Analytic Partners’  
ROI Genome™ 
Insights to inform:

-  Hundreds of billions in marketing spend measured

-  More than 2 million marketing metrics 

-  Global footprint covering 45+ countries

-  700+ brands and over $470 billion spend

-  In excess of $1bn marketing spend in NZ

-  Cross-section of industries and marketing tactics

-  In depth understanding of how marketing works 
Halo principles 
Synergies and cascading impacts 
Modelling considerations
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The results
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How Out of Home 
amplifies other media
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In isolation Out of Home delivers third strongest ROI
Analytic Partners: ROI short term performance by channel indexed to TV (100) New Zealand
Source: Analytic Partners Meta Analysis, New Zealand, 2015-21

100 146 55 42 41 36 28 22 21
TV Digital OOH  Newspaper Mags  On Pack Radio Cinema Sponsorship 
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Out of Home ensures digital performs
Analytic Partners: ROI index of digital campaigns with or without offline support, New Zealand
Source: Analytic Partners Meta Analysis, New Zealand, 2015-21

100 76 51
Returns for TV Returns with Out of Home (No TV) Returns with neither
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More channels = greater ROI (Mark Ritson’s favourite chart)
Multimedia campaigns tend to have a higher ROI than single media campaigns
Source: Analytic Partners ROI Genome, Global, 2010-2017
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The best media combination includes Out Of Home
Analytic Partners: Increase in campaign ROI from media channel combinations, New Zealand
Source: Analytic Partners Meta Analysis, New Zealand, 2015-21

31% 26% 25% 25% 18% 10%
OOH + Digital  

+ TV
TV + Digital  

+ Magazines 
TV + Digital  TV + Digital  

+ Radio 
OHH + Digital  OHH + TV 
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Effectiveness
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How effective are 
campaigns that use  
Out of Home versus 
those that do not...
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Budget
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Campaigns with more Out of Home deliver higher ROI
Analytic Partners: ROI performance index of campaigns with Out Of Home vs None, New Zealand
Source: Analytic Partners Meta Analysis, New Zealand, 2015-21

100 104 116
Out of Home = 0 Out of Home = 0-10% Out of Home = +10%
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More Formats
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Use more formats to achieve higher the ROI
Analytic Partners: ROI strategy comparison within Out Of Home New Zealand
Source: Analytic Partners Meta Analysis, New Zealand, 2015-21

100 120 134
Single Format Two Formats Three or More Formats
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Length
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The longer the campaign the higher the ROI
Analytic Partners: Out of Home ROI by Campaign Length  
Indexed to 2 Week Campaign New Zealand
Source: Analytic Partners Meta Analysis, New Zealand, 2015-21

0-2 Weeks 3-6 Weeks 7+ Weeks Long term Site Buy

100 +39% +98% +118%
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Quality
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How creative quality 
impacts campaign 
effectiveness...
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Creative designed specifically for out of home over performs: 

Executional Elements 59%
Format, Weeks in Market, Location

Copy Quality/Creative 41% 
Content, Communication, Engagement
Source: Analytic Partners: Copy Quality Contribution for Out of Home Media 41% 59%
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High Impact
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Copy quality has the same impact as it does in other marketing channels:
Analytic Partners: Case Study Australia – ROI impact of increased copy quality 
Source: Analytic Partners Australia Case Study

Client Average 2nd Strongest Campaign Neuro Tested Creative

- +90% +250%
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Key take outs
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1. 
Out of Home + TV + Digital = strongest media combination

2. 
Creative specific to Out of Home delivers higher ROI

3. 
ROI increases the longer a campaign goes for

4. 
Campaigns with more out of home have a higher ROI

5. 
More out of home formats = increase in ROI
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What does this mean for advertisers?
There are 4 easy steps advertisers could take to have more effective out of home campaigns

1. 
Have creative 
specific to the 
formats

2. 
Use at least 
3 different 
Out of Home 
formats in each 
campaign

3. 
Assign at least 
10% of budget 
to Out of Home

4. 
Run out 
of home 
campaigns for 
min of 8 weeks 
to get the 
highest ROI



Q&A
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Appendix
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Industry recognition:

Leader in the Forrester 
Wave: Marketing 
measurement and 
optimization solutions,  
Q1 2020.

Only Leader in Forrester 
Wave: Marketing 
measurement and 
optimization, Asia Pacific  
Q4 2018.

Recognized for marketing 
mix and attribution in market 
guide.

Recognized for building 
segments and personas for 
digital marketing.

2019 Smart Data Agency 
of the Year: For leveraging 
value from data to help 
clients achieve competitive 
advantage.

2019 Winner of Carrefour 
& Google Challenge 
Hackathon

 2018 Genius Award for Data 
& Analytics Storytelling: 
Awarded to Scotts Miracle-
Gro for their use of Analytic 
Partners’ Helio solution.



The data source: - 21 Years of experience

- 12 Global offices

- 90% Client retention

-  Privately-held:  
No investors to satisfy

- Unbiased perspective

- Analytics consultants

-  Many data partnerships:  
Facebook, Google, Pinterest, Instagram & Snapchat
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Thank you




