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When a brand wants to communicate on televi-

sion, there is one question any marketing deci-

sion maker is asking: what is the real impact on 

the TV investment on my brand and business? 

It has to be said, TV advertising remains a major 

source of media spend. In 2018, the total TV in-

vestment (including sponsorship) cumulated to 

5 billions pounds (Source Nielsen). Pure players 

(online businesses) increased spend by 7% year 

on year to £760 million. Moreover, there were 

867 new or returning advertisers on TV in 2018*.  

Television remains very popular amongst 

brands. But while there is still pressure on mar-

keting budget to deliver, the focus needs to be 

on the return on investment.  

Today, the brands have two main markers when 

it comes to buy TV inventory. On one side, the 

BARB Audience (the Broadcasters’ Audience 

Research Board) recruits 12,000 people across 

5,100 household, representative of the 66 mil-

lion UK viewing public. One of its roles is to give 

an estimation of the viewing figure of a TV show 

or spot. On the other side, the GRP (Gross Ra-

ting Point), It measures advertising impact, calcu-

lated as a percent of the target market reached 

multiplied by the exposure frequency. 

It is clear that these indicators are simply not 

enough to calculate the profitability of a cam-

paign. They provide coverage estimates as well 

as valuable socio-demographic data, but no 

learning on the actual business impact of the 

investments. 

There is, however, another strong indicator 

for brands: the online engagement of the TV 

viewers. TV spot naturally create online engage-

ment: on average, a brand sees a traffic increase 

of 37% on its website in the minutes following 

the broadcast of its TV commercial. This is called 

the drive-to-web effect.   

The calculation of this drive-to-web impact is 

based on two pillars: the real-time detection of 

TV spots broadcast and the incremental traffic 

attribution, measured on the advertisers’ site 

during these broadcasts. 

The first step is to know exactly when the brands’ 

TV spots are broadcast. How to analyse the drive-

to-web impact of a TV commercial if you do not 

know exactly when it was broadcast? 

Several TV tracking technologies exist. One of 

them is based on fingerprinting. It allows to 

pinpoint in real time the broadcasts of a TV spot 

on all available TV streams.  

Once you know exactly when a brand’s TV com-

mercials are aired, the online impact calculation 

on online environment becomes possible. 

* Source : thinkbox.tv

   Foreword

The details of this method are explained in an ebook dedicated to TV tracking, available in the  

Admo.tv library.

What about TV tracking ?



4
Cross media performance

Optimise ROI through drive-to-web analysis

The drive-to-web impact of a TV spot is divided into two parts. First, its direct 
impact, the immediately effect observed minutes following the broadcast of the 
spot. Then, its indirect impact, the ability of a TV spot to generate visits in the 
long term, due to the remanence effect and the word of mouth, powerful with TV. 

In order to determine the number of visits that 
are attributable to TV, one method is to com-
pare the traffic excluding TV broadcasts, with 
the traffic that has fluctuated because of TV 
broadcasts, to obtain the incremental share. 
This happens by first calculating the baseline. 
The baseline is the organic traffic of a brand’s 
website, meaning the traffic not influenced by 
the broadcast of a TV commercial. It is impor-
tant that this baseline is calculated dynami-
cally and not statically (using an average for 
example): the risk would be to under or overes-
timated the organic traffic (Figure 1).   

Once the baseline has been determined, it is 
necessary to know the TV spot time of impact. 
In fact, some TV spots will generate visits for 
several minutes, others only for 2 to 3 minutes. 
This depends on many factors, such as the posi-
tion of the spot during the ad break or the call 
to action used by the brand. Once again, this 
impact time must be calculated dynamically 
and not based on a fixed time, at the risk of 
taking into account too much or not enough of 
the traffic attributed to TV (Figure 2).

1   How to calculate the 
    drive-to-web impact of TV?
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Figure 2

Baseline too high

Baseline too high

Traffic attributed to TV

Traffic « missed »

Fixed impact time: 4 minutes

1/ Direct drive-to-web impact calculation
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At admo.tv, our R & D team has developed the first fully dynamic TV incremental calculation 
model, build out of historical traffic analysis or static impact times. 

How does it work? Admo.tv puts a tag on the advertiser’s website extracting in real time the 
visits. It is this real-time traffic that is used by the algorithm to calculate, each second, the fo-
recasted traffic over the next 5 minutes. This calculation method is based on curve analysis. 
When a TV spot is detected, the algorithm makes the difference between the actual traffic and 
the traffic that should have been without TV (predictive modelling) to determine the TV incre-
mental. The baseline is therefore 100% dynamic, just like the impact time. Indeed, the end 
of the impact time is determined by the intersection between the organic traffic curve and that 
of the predictive modelling. 
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The TV spot impact does not stop in the minutes following its broadcast. Some viewers will 
indeed connect in the hours or days following the broadcast of the spot. This impact can re-
present between 40 and 80% of the total contribution of visitors from a TV campaign. How is 
it calculated? 

Several factors are to be taken into account in this calculation. In principle, it is comparable to 
the calculation of the direct impact: the baseline needs to be calculated on a much larger scale 
than the impact time of a TV spot, including the entirety of the TV campaign. Therefore, va-
riables such as seasonality, weather or commemorative days (Mother’s Day, Valentine’s Day...) 
need to be integrated. These external factors (exogenous) will make it possible to start un-
derstanding the indirect impact. 

Secondly, looking at the internal factors (endogenous), specifically to the advertiser, must be 
used to refine this calculation. Depending on the profile of the advertiser, according to its me-
dia strategy, the calculation of the indirect increment will be more precise and ultimately allow 
to complement the direct contribution of the TV spots in the quantification of the TV impact. 

2/ Indirect drive-to-web impact calculation
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The increase in traffic generated by TV can manifested itself in a variety of ways, 
either at the scale of a TV spot or at the scale of an entire campaign. One can 
observe differences depending on the sector of activity, the type of advertiser 
(pure-player or not), the size of its organic traffic... Some TV commercials are also 
very engaging as they include a very prominent call-to-action; others will have a 
more long-term effect on the online environment of the brand, due to the dynamic 
of the campaign. 

The consumption of a brand’s website 
changes when its TV ads are broadcast. The 
bounce rates, the average time on site, the 
device used, or the pages visited are no lon-
ger similar. By having a TV attribution solu-
tion able to accurately identify the users co-

ming from TV (with a site behaviour that does 
not conform), it is now possible to maximise 
the customer experience and ultimately 
the conversion.

2  How to analyse the 
    drive-to-web TV impact?

1/ A multi-faceted global effect throughout a campaign 
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On the scale of a campaign, the online fluc-
tuation generated by TV can follow several 
models. Three of them can be identified: 

Firstly, the « linear declining » model. After 
a sharp rise in the global traffic caused by the 
beginning of the campaign, the curve is gra-
dually falling. The audience is very reactive at 
first, but then the interest fades out. 

The second model is called the « plateau 
curve  ». The initial peak is maintained 
throughout the campaign. In these cases, 
the advertiser’s TV spot is very engaging, 
and the target is particularly sensitive. 

Finally, there is the « M curve » model. Here 
the target is very reactive at the beginning of 
the campaign and then it runs out. It then gi-
ves way to another audience (often due to a 
change in the media plan, especially by going 
for more thematic channels), which makes it 
possible to significantly improve the curve.  

The TV analytics is therefore based on the 
TV impact of two scales: the one of the TV 
spots and the one of the campaigns. Whether 
it is the number of visits or the number of 
conversions, the objective is to analyse all 
the data to offer optimisation to brands, ac-
cording to their goals. 
 

Figure 1 

Figure 2

Figure 3
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The drive-to-web TV impact analysis can be 
broken down into three levels that accura-
tely reflect the effectiveness of a TV cam-
paign.   

Firstly, quantifying the online visits gene-
rated by TV spots. With the right tool, a brand 
can know the exact number of people who 
have connected to its online environment af-
ter each of its TV spots airing. This methodo-
logy is not limited to visitors. The brand can 
also track the number of app downloads, 
the number of phone calls made to a call 
centre or the number of conversions attri-
buted to the TV. However, visits or conver-
sions alone is not enough and need to be put 
in perspective with other data to give them 
full meaning. 

Secondly, this quantitative data is highlighted 
based on investments from the media plan. 
By reporting the number of visitors (or other 
KPIs mentioned above) to the budget in-
vested by the brand or the number of GRPs 
in the campaign, the brand will now have pro-
fitability indicators. The cost per visit (CPV), 
the number of visits per GRP, the cost per 
action (CPA)... Indicators that can be used to 
measure the online impact of TV investment. 

 Finally, these profitability KPIs can be ana-
lysed according to the media choices of 
the brand. Whether it is for TV channels, 
day-shares or even days of the week, these 

data make it possible to validate (or not) the 
advertiser’s TV media plan. CPV by TV chan-
nel or day part, CPA by day... The brand may 
choose to favour one channel over another, 
on certain days only or certain time slots, be-
cause the performances observed at these 
times are more consistent with its objectives. 

We therefore come to optimise the media 
purchase according to the brands’ objec-
tives. For example, an advertiser in the insu-
rance industry (ASSU 2000) was able to lower 
its cost per visit by 55% after three TV cam-
paigns by replacing a historical channel with 
Freeview channels (using similar budget) 
while increasing the number of broadcasts 
during the day. As the campaigns progressed, 
the optimisation on the media plan enabled 
to release extra funds to carry out a fifth 
TV campaign. 
 

 

2/ The KPIs of the drive-to-web TV: three levels of analysis
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Number
of TV visits

Number of 
conversions

Number of calls
received through the TV 

GRP Number of spots

CPV (cost per visit) 
per day

CPC (cost per conversion) 
per channel

Number of visits 
per spot and per day

Budget

Channels Day Day-part

=
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The drive-to-web TV impact does not have 
the same effect for each brand. Several fac-
tors come into play, including their sector 
of activities. One thing is certain, the diffe-
rences are pronounced. 

For example, on average, the cost per TV visit 
is 10 times lower for the automotive sup-
ply business or maintenance brands. The 
reason? The automotive supply and mainte-
nance sector is seeing new entrants, many of 
them pure-players. It is indeed easier to or-
der an auto part on the internet than to buy 
a car. These actors are better identified by TV 
viewers and their TV advertising has better 
incentive. The result: the number of viewers 
going to their website after seeing the TV 
spot is ten times higher than the manufactu-
rers. 

Another example is in the very competitive 
insurance sector. The average levels of GRP 

are very high to reach a maximum of people 
(almost 900 GRP average for advertisers with 
an organic traffic of more than 10 visitors / 
minute). Yet the number of TV visits per cam-
paign remains relatively low, between 10 and 
20,000 visitors. 

The banking sector, following the same digi-
tal mutation, is performing better (from 15 
to 30,000 visitors per campaign) for average 
GRP levels around 520. The reason? Online 
banking companies main aim is to gain mar-
ket share, so their media plans is therefore 
totally focused on ROI. In contrast, histori-
cal and traditional insurance companies are 
more focus on branding. 

1015 000
times lower than manufacturers

CPV

TV visitors per campaign

Banking sector Automotive supply sector

3/ Major trends observed by sector
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The drive-to-web impact opens-up a host of opportuni-
ties for brands. No need to invest on TV blindly. Whether 
to optimise your TV media plan according to perfor-
mance or branding, to improve the knowledge of the TV 
audience or to maximise its conversion, brands can today 
take the opportunity to make the most of their TV invest-
ments. 

A technological support and media advice are then offe-
red to meet the objectives set.

Conclusion
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They trust us

Admo.tv is the first TV attribution platform 

that allows advertisers and media agencies to 

measure and maximise the performance of their 

advertising.

Thanks to its patented technologies in Europe, 

Admo.tv qualifies online TV engaged audience 

to meet the new challenges face by brands: 

measurement of business-drive impact and 

branding, socio-demographics analysis and 

remarketing of TV engaged audience.

admo.tvcontact-uk@admo.tv +44 7931 963 464


