
M A C H I N E S

T H E

H U M A N S

T H E

V S



T H E  D I G I TA L  U N I V E R S E  I S  H U G E  
– A N D  G R O W I N G  E X P O N E N T I A L LY

Source: How Much Data is Produced Every Day?, Level, Northwestern University    |    E= Quintillion 2





HUMAN BRAINS 
AREN’T EVOLVING 
QUICKLY ENOUGH
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MACHINES ARE KEEPING PACE

1 TRILLION-FOLD INCREASE IN 
COMPUTING POWER OVER THE 
LAST 60 YEARS!
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Evaluate Model 
Accuracy

Engineer & 
Deploy Machine 

Learning

Explore Machine
Learning Data

Models

Divide Data 
Into Training 

& Testing Sets

Clean & 
Recode Inputs

Clean & 
Recode Inputs

ENTER MACHINE LEARNING.

6

▪ U S I N G  A L G O R I T H M S  T O  F I N D  P A T T E R N S ,  L E A R N ,  A N D  P R E D I C T  O U T C O M E S
▪ I D E A L  F O R  B I G  D A T A

Analyze Input 
Distributions
Analyze Input 
Distributions

Select 
Model Inputs
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IT ’S  ALREADY BEING USED 
IN AND OUTSIDE 
OF MARKETING

D A T A  S E C U R I T Y

P E R S O N A L  S E C U R I T Y  

F I N A N C I A L  T R A D I N G

H E A L T H C A R E

F R A U D  D E T E C T I O N

R E C O M M E N D A T I O N S

O N L I N E  S E A R C H

S M A R T  C A R S
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S H O U L D  H U M A N S  L E V E R A G E  M A C H I N E  
L E A R N I N G  F O R  O N L I N E  C A M PA I G N  

O P T I M I Z AT I O N ?
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WE PUT MACHINES TO
THE TEST TO FIND OUT.



THE HUMAN APPROACH
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M e a s u r e  c a m p a i g n
s u c c e s s  a g a i n s t  K P I s

M e d i a  b o u g h t  a n d  
d e p l o y e d  b a s e d  o n  

i d e n t i f i e d  t a r g e t  
a u d i e n c e

P r i m a r y r e s e a r c h  t o  
i d e n t i f y  t h e  i d e a l  
d e m o g r a p h i c  f o r  

p r o d u c t



THE MACHINE APPROACH:
ADVANCING THE HUMAN APPROACH
T R U E [ X ]  L E V E R A G E S  U P / / L I F T  T O  D E L I V E R  I N  T A R G E T  B R A N D  L I F T  P R E D I C T I O N S  P R I O R  T O  E X P O S U R E

MACHINE 
LEARNING 

ALGORITHM

PREDICTED 
BRAND LIFT 

SCORE
INPUTS
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• Demographics

• Geography

• Day Part

• Placement

• Brand Sentiment



TEST GROUP  - BRAND AD SHOWN

METHODOLOGY
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CONTROL GROUP  - NO AD SHOWN

Brand Sentiment Poll for Optimization Brand Lift Survey to Measure Success

Machine Decision
Optimizes towards top 80% of impressions

Human Decision
No change in targeting

Learning Period

▪ Human Decision

▪ 100% of original campaign impressions



CAMPAIGN DETAILS

3  L I V E  U P / / L I F T  C A M P A I G N S

TIMING

Each campaign/ 

measurement period was 

approximately 1 month

SAMPLE SIZE

N=5,750

AD FORMAT

User opt-in

:30 seconds

At least 1 interaction with 

creative

100% share of screen
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H U M A N  V S .  M A C H I N E

PUT TO THE TEST



HUMAN WORKED FINE.
I M P A C T  O F  H U M A N  D R I V E N  C A M P A I G N S  - D E L T A S  ( T E S T - C O N T R O L )

15
*Significant difference from control group at p=0.1          

Human N=3253, Machine N=4714        

The control group was weighted separately to each exposed group to balance distributions of publisher, age, gender, income, and in-market status.”

K N O W I N G  T H E  B R A N D E N T H U S I A S M  F O R  
T H E  B R A N D

B U Y I N G  T H E  B R A N D

Brand 
Awareness

Brand
Familiarity

Brand
Interest

Brand 
Preference

Purchase
Consideration

Purchase 
Intent



MACHINE WORKED BETTER.
I M P A C T  B Y  C A M P A I G N  T Y P E  - D E L T A S  ( T E S T - C O N T R O L )

*Significant difference from control group at p=0.1          

Human N=3253, Machine N=4714        

The control group was weighted separately to each exposed group to balance distributions of publisher, age, gender, income, and in-market status.”
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K N O W I N G  T H E  B R A N D E N T H U S I A S M  F O R  
T H E  B R A N D

B U Y I N G  T H E  B R A N D

Brand 
Awareness

Brand
Familiarity

Brand
Interest

Brand 
Preference

Purchase
Consideration

Purchase 
Intent

Machine drove better results in 

all areas of the purchase funnel



C A M P A I G N  B Y  C A M P A I G N

A  C L O S E R  L O O K  

17



W H E N  T H E  M A C H I N E  G E T S  T O  K N O W  T H E  C O N S U M E R ,  T H E  C O N S U M E R  
G E T S  T O  K N O W  T H E  B R A N D

*Significant difference from control group at p=0.1

Brand 1: Human N=1041, Machine N=1140; Brand 2: Human N=1106, Machine N=1787; Brand 3: Human N=1106, Machine N=1787
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I M P A C T  O N  ‘ K N O W I N G  T H E  B R A N D ’  - D E L T A S  ( T E S T - C O N T R O L )

B R A N D  F A M I L I A R I T Y

Brand 1

Brand 2

Brand 3



T H E  M A C H I N E  R E A C H E S  T H E  M O S T  R E C E P T I V E  A U D I E N C E

*Significant difference from control group at p=0.1

Brand 1: Human N=1041, Machine N=1140; Brand 2: Human N=1106, Machine N=1787; Brand 3: Human N=1106, Machine N=1787
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I M P A C T  O N  ‘ E N T H U S I A S M  F O R  T H E  B R A N D ’  - D E L T A S  ( T E S T - C O N T R O L )

B R A N D  I N T E R E S T

Brand 1

Brand 2

Brand 3



A N D ,  U L T I M A T E L Y  P R I M E S  C O N S U ME RS  T O  
M A K E  A  P U R C H AS E  

*Significant difference from control group at p=0.1

Brand 1: Human N=1041, Machine N=1140; Brand 2: Human N=1106, Machine N=1787; Brand 3: Human N=1106, Machine N=1787
20

I M P A C T  O N  ‘ B U Y I N G  T H E  B R A N D ’  - D E L T A S  ( T E S T - C O N T R O L )

Brand 1

Brand 2

Brand 3

P U R C H A S E  C O N S I D E R A T I O N



G R E A T E R  I M P A C T  
O C C U RRE D  D E S P I T E  
L O W E R  F R E Q U E NC Y
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AVERAGE FREQUENCY 3.08
A d  E x p o s u r e s

T H E  M A C H I N E

4.13
A d  E x p o s u r e s

T H E  H U M A N



I N I T I A L  E X P O S U R E S  P R O D U C E  S I M I L A R  I M P A C T  O N  F A M I L I A R I T Y ,  B U T  
M A C H I N E  W A S  M O R E  P E R S U A S I V E

*Significant difference from control group at p=0.1

Human N=2594, Machine N=3648
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B R A N D  F A M I L I A R I T Y

I M P A C T  A T  F R E Q U E N C Y  < = 2  - D E L T A S  ( T E S T - C O N T R O L )

P U R C H A S E  C O N S I D E R A T I O N



M A T U R I N G  A I

M A C H I N E S  L E A R N
O V E R  T I M E



M A C H I N E  B E C A M E  S M A R T E R  W I T H  M O R E  D A T A
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I M P A C T  O N  B R A N D  I N T E R E S T A C R O S S  T I M E  - D E L T A S  ( T E S T - C O N T R O L )

*Significant difference from control group at p=0.1

Early: Human N=918, Machine N=1558; Middle: Human N=1255, Machine N=1432; Late: Human N=1080, Machine N=1724

Brand Interest Brand Interest Brand Interest

EARLY MIDDLE LATE



M O M E N T  B Y  M O M E N T  O P T I M I Z AT I O N  N O T  S E E N  W I T H  H U M A N  
P L A N N E D  C A M P A I G NS

25

I M P A C T  O N  B R A N D  I N T E R E S T A C R O S S  T I M E  - D E L T A S  ( T E S T - C O N T R O L )

*Significant difference from control group at p=0.1

Early: Human N=918, Machine N=1558; Middle: Human N=1255, Machine N=1432; Late: Human N=1080, Machine N=1724

EARLY MIDDLE LATE

Brand Interest Brand Interest Brand Interest



S P E E D  O F  D I G I T A L  A D V E R T I S I N G

U N D E R S T A N D I N G  
H U M A N  L I M I T A T I O N S



CAN WE SIMPLY MIMIC THE 
MACHINE’S LEARNING?

27



B O T H  R E A C H E D  T H E  
S A M E  O F  T H O S E  
I N - M A R K E T

I N - M A R K E T  F O R  
A D V E R T I S E D  P R O D U C T  B Y  
C A M P A I G N  T Y P E

The Machine

Within

6 months

28

The Human

Within

1 year
Within

2 years

28



M A C H I N E  O U T P E RF O RME D  A M O N G  
T H O S E  I N - M A R K E T  F O R  T H E  A D V E R T I S E D  P R O D UC T
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I M P A C T  B Y  C A M P A I G N  T Y P E  A M O N G  I N - M A R K E T  F O R  P R O D U C T - D E L T A S  ( T E S T - C O N T R O L )

B R A N D  F A M I L I A R I T Y B R A N D  I N T E R E S T P U R C H A S E  C O N S I D E R A T I O N

*Significant difference from control group at p=0.1

Human N=1445, Machine N=2205

The Machine didn’t simply find more 

people in-market for the product.  

There’s something more.



I T ’ S  T H E  V A R I A B L E  H U M A N S  
C A N ’ T  E A S I L Y  P I N P O I N T .
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T H E  H I D D E N  V A R I A B L E  I S …

AD RECEPTIVITY
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S U R V E Y  T E C H N I Q U E S

N E X T  G E N E R A T I O N  
B R A N D  L I F T



L O N G  S U R V E Y S  A R E  N O T F O R  E V E R Y O N E

H I G H

D R O P - O U T

R A T E S

F A T I G U E  L E A D I N G  

T O  P O O R  

D A T A  Q U A L I T Y

B U R D E N S O M E  

C O N S U M E R  

E X P E R I E N C E S

M I S S E D  

O P P O R T U N I T I E S  

W I T H  H A R D  T O  

R E A C H  A U D I E N C E S
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W H A T ’ S  T H E  A L T E R N A T I V E ?  

34

B R A N D  F U N N E L  I M P A C T  ( B F I )  S U R V E Y S  

Survey Style
Asks a single question to shorten the survey experience::

T R A D I T I O N A L  B R A N D  L I F T  S U R V E Y S  

Survey Style
Matrix question for each metric in the funnel:

Brand Awareness Brand Familiarity Brand Interest

Purchase 
Consideration

Brand Preference Purchase Intent



T H E  S H O R T E R ,  T H E  S W E E T E R
I M P A C T  O F  S U R V E Y  M E T H O D  |  P E R C E N T  W H O  C O M P L E T E D  S U R V E Y
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Traditional Brand Lift 
Survey

Brand Funnel Impact (BFI) 
Survey

93%
Completed

7%
Did Not

S U R V E Y  C O M P L E T I O N

67%
Completed

33%
Did Not

Traditional N=451, BFI N=473



K E Y  F I N D I N G S



W E ’ V E  C O M E  A  L O N G  W A Y .  
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E X P L O R E  U S I N G  M A C H I N E  L E A R N I N G  T O  B R O A D E N  Y O U R  T A R G E T  A N D  A V O I D  
M I S S I N G  O U T  O N  C O N S U M E R S  W H O  M A Y  B E  R E C E P T I V E  T O  Y O U R  A D .

M A S S  M A R K E T H O U S E H O L D  D E M O I N D I V I D U A L  D E M O B I G  D ATA



H U M A N S  +  M A C H I N E S

Leveraging machine learning for ad 

targeting allows humans to push 

beyond the confines of standard 

targeting techniques.

I T ’ S  T I M E  F O R  
M E A S U R E M E N T  
I N N O V A T I O N .

Consumer feedback fuels important 

marketing decisions.  Marketers should 

aim to improve the consumer survey 

experience, by finding the right balance 

between survey length and data collection 

needs.

R E C E P T I V I T Y .  N O W  
T A R G E T A B L E .

Machine learning can help identify and 

target the most receptive consumers, 

not just demographics. This translates 

into bigger impact on brand KPIs.

KEY FINDINGS
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