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Å MediaVest WALMART 

Å Digitas KRAFT 

Å OMD QUAKER 

Å Del Monte DEL MONTE 

Å DGWB DOLE 

Å Empower Multi Media .¦{IΩ{ .9!b{ 

Å Empower Multi Media MARZETTI  

Å The Zimmerman Group ARGO  

Å Black Bag Advertising CONTADINA 

Å Mullen Advertising GFF 

Å DraftCB KIKKOMAN 

Å Mechanica TRIBE HUMMUS 

Successful studies since 2008 with key agencies and brands. 



²Ŝ ŦƛŜƭŘ ǘƻ ǘƘŜǎŜ ƎǊƻǳǇǎΧ 

Å pre-everyone ς a random sample of all users 
before the campaign begins. 

Å post-everyone ς random sample of all users 
after the campaign ends. 

Å post-exposed ς random sample of users who 
were served any of the ads in the media plan 
during the campaign. 

 

Χǘƻ ƳŀƪŜ ǎƳŀǊǘ ŎƻƳǇŀǊƛǎƻƴǎ ǘƘŀǘ 
ǊŜǾŜŀƭ ǿƘŀǘΩǎ ǊŜŀƭƭȅ ƎƻƛƴƎ ƻƴΦ 

Å Compare pre-everyone to post-everyone to 
reveal changes in the marketplace as a whole 
during the campaign, revealing the larger 
economic, seasonal, and marketing forces at 
work. 

Å Compare post-everyone to post-exposed to 
isolate and test the effect of the creative, 
messaging, and strategy of the media plan. 

 

An approach that assesses campaign effectiveness  
against the backdrop of market trends. 

Behavior: In the PAST 60 days, have you 
purchased ____the following brand of _____?  
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