Case Study: OTT Measurement
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reached via linear TV ads. They were looking for a robust solution that can measure both linear and OTT = oarmve
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» Find way to optimize performance for linear + OTT ads together
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Alphonso worked with the company to Applying Alphonso Insights resulted in improving the
measure which linear and OTT networks, visitation rate and get incremental reach from OTT
shows, dayparts and frequencies were - OTT ads provided an unduplicated reach of 81%

driving the most visitors and conversions _ _
* Reach and Frequency analysis - Frequency capping

across TV and OTT

OTT buys using the data provided in their |
self-serve Alphonso Insights dashboard. - Reduced waste by eliminating non-performing airings . n"l”"“

Every two weeks, the company adjusted its

_ij Digital Attributed Lift - +25 Lt

5y

- ' kel

S Q 3

¥ L v B v g Q
L E i N H g
<

5

b

o]

g

vavavavavava

84
E

& > PURINA ‘ KOHL N
Select Brands POSHMARK m m&fm - = | @ > NBC
We Work With 9 rFANDUEL @ wilercoors IHOP OLD NAVY nu’-Zn CVS HE®

alphonsotlii*




