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6. Measurement and ROI

Objectives

s
X Airways is aiming to reach new pas increase visibility as the ‘Go
To" airline in the UK and Hubs aroun ed Content/

Sponsorship deal with ITV Netwo rways this unique
opportunity but would like to b nd effectiveness of the

partnership.

S el

No matter what form Branded Co t takes...its purpose is to have an impact on

the brand:

While there are many new and
different ways to communicate
through Branded Content, the
way that brand impacts are
created remains remarkably
constant. Why? Because the
way we make decisions remains
constant...

Does the content grab and hold
people’s attention?

Does it provide them with
some value e.g. information,
entertainment, inspiration?
Does it motivate people to

action e.g. to amplify the
content, find out more about
Airways and/or ITV

Is it the type of content that they

expect to find on the ITV

channel/Hub/app?

Does it make the best of the ITV
platforms’ technology to deliver Does it feel right for the ITV

creative and surprising content? and Airways brands
based on people’s experience

of them in the wider world?




rement and ROI

oy e NN
elieve in é,key set of prﬁ@%‘ﬁsross the phase.&..

N

1. Brand Impact isﬁé%fQ’éuQth observi diﬁer&s between a test
i ire content Hﬁchanged their

and control cell rather t
Brand perceptions

2. A consistent fr n}i assessment will enable

, testing a

a learning loop tage a detailed ‘what to hold

on to and wha

: : T S€ es of that piece
of content - J’
4. Behavioﬁral digital content
. -
We will use a com aid learning :
through the process | be chosen in line w ives of the ‘

particular piece of bra

ATTENTION ENGAGEMENT IMPACT

CONTENT

Purchase
consideration

BRAND

Link with Brand Fit with Brand Advocacy

Brand Building



6. Measurement and ROI

The proposed ‘Test and Control’ design reflects the reality of how people make

decisions: we observe the impact of exposure through this design, rather than

asking directly which ‘one’ is best.

by
Australian Coast
Consumer exposed Australian Coast Impact _ PN
to content Engagement P> ikelihood to >Brand Attention > Brand ) Brandimpact
Main Idea (OE), watch, Brand Recall Engagement Imagery,
relevance, Re-transmission Fit of brand with consideration,
likeability, content advocacy

Recruit Sample . .
diagnostics.

& Start Interview . o A

Screener questions + Test vs. Control
airlines awareness and Experimental Design

consideration v

Brand Metrics
(to compare to

No content
} exposure ’ e e m s test cell)
‘ Same as Brand
Impact questions
Recruit Sample above
& Start Interview

Ry

Below are our ‘Suggested Questions’ based on recommended metrics from our
framework. This ensures we can evaluate the appeal of the content, the impact on

the X Airways brand, and the suitability of the ITV partnership.

Content Engagement Content Impact Brand Attention Brand Engagement Brand Impact

Engagement: Activation: Link with brand: Fit with brand: Consideration:
Describe Main Idea of + Likelihood of watching * brand recall *  Howdoesthecontent || = Would they consider
the content (OE) show fit with their _ Airways next
How relevant is the perception of time they fly?
idea? Amplification: AR .
Likeability scale «  Likelihood of telling Does it flt with their Advocacy:

*  Content diagnostics, friends about the show PR 67 Y *  Would they
e.g.interesting,new/ ||+ Likelihood to talk about bt laitevelilsh recommend QA to a
different, enjoyable the show friend?

James Nesbitt likability
Brand Building:

Brand Imagery, e.g.
luxury, premium
service, airline of
choice, relevance

Ipsos
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-

We recommend a broad sample to reflec

4 v
W
18+ UK adults with r ,' g res

Sample 8iz
ich t

44 (quota: minimum

hase I‘l‘
0 ~ L
55% Y

45% C2DE -
50%/50% gender split

Regional nationally representative dubta.

We will match samples on X Airwaﬂ cons‘ieration by weighting




6. Measurement and ROI

Approximate Timeframe

Item Day (working day)

Commission Day 0

Kick off call/meeting Day 1

Draft questionnaire to GLB/Client Day 5

Questionnaire confirmed (latest) Day 7
Content sent to Ipsos Day 7
Field start Day 12
Field end Day 20
Top lines Day 27
Report Day 30

Presentation TBC (following report)

ect to field team avallablllty upon commission
.

i!stment aa

= 'I’oi‘al cost: £18,30Q (Exclusive of VAT) _
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