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HOW INTERACTIVE AD Accelerating e-commerce sales are driving a shift
in how brands reach and engage with people

FORMATS CAST A WIDER NET online. “The Interactive Effect,” a new study by

AND SIMPLY OUTPERFORM Verizon Media, MAGNA Global and IPG Media Lab,
shows how interactive ads are increasing
STANDARD ADS engagement by casting a wider attention net

and re-engaging consumers who have already
rejected the brand. The study also highlights the
importance of environment: perceived legitimacy
and site quality can determine whether people
interact with interactive ad formats.

THE STUDY CONSISTED OF A CONTROLLED TESTING
OF STANDARD AND INTERACTIVE AD FORMATS FOR
4 BRANDS ON BOTH HIGH AND LOW-QUALITY SITES
ACROSS 4,047 CONSUMERS.

INTERACTIVE ADS CAST
A WIDE ATTENTION NET
BY GRABBING ATTENTION

Audiences are more receptive to your brand when your messaging is interactive,
leading to higher engagement, purchase intent and brand favorability.

INTERACTIVE ADS ARE PROVEN TO:

ONE
OUTPERFORM STANDARD ADS

Impact Of Ad Format
Delta (Test — Control)

+5%"
Interactive Ads

+3%

Standard Video Ads

Brand Favorability (TB) Search Intent (TB) Purchase Intent (T2B)

All Brands (High Quality Sites): Interactive Ads n=1,211, Standard Video n=404, Control n=401

‘M= significant difference between control and test at >=90% confidence

TWO
CAPTURE IN-MARKET CONSUMERS' ATTENTION AND BUILD FAMILIARITY

Impact Of Ad Format
Those In-Market for Product - Delta (Test — Control) Standard Video Ads B Interactive Ads

Aided Ad Recall Brand Familiarity (T2B)

All Brands (High Quality Sites): Interactive Ads n=1,211, Standard Video n=404, Control n=401

‘M= significant difference between control and test at >=90% confidence

THREE
HELP POTENTIAL CUSTOMERS LEARN MORE INSPIRES FURTHER ENGAGEMENT

Action(s)* Likely To Take After Seeing Ad
Interactive Ads - % Agree

Look for product

(o)
T e,

likely perform
any action

Look for deals
BN 63%

Seek more info online

59%
Recommend
57%
Read consumer reviews
56%
Visit brand website
55% U U A 0000 NIy $ 0090909090900 0 T T -
(o)
Share the ad 24 /o
Would not
40% likely perform
any action

*Ad Actions: Share the ad, seek out more information about the product online,
recommend the brand to others, look for special deals/offers, visit the brand’s website,
look for the product in store or at a retailer that sells the product, read consumer reviews

All Brands (High Quality Sites) Interactive Ads n=1,211
Q: After seeing that ad, how likely are you to do the following?

A TOOL TO
RE-ENGAGE AND
CHANGE SENTIMENT

Interactive ads help you reach people who were not sympathetic to your brand.

INTERACTIVE ADS HELP IN FOUR WAYS:

CAPTURE ATTENTION The ad caught my aentin

. | was just curious
Reason(s) for Interacting )

% Agree

It looked like it would be fun
| like the brand
| was interested in the product

| wanted to learn more

All Brands (High Quality Sites) Interactive Ads n=1,211 | usually interact with ads

Q: We noticed that you chose to interact with the
ad you were shown today. Why did you choose to Other
interact with the ad?

TWO
RAISE BRAND CURIOSITY

Reason(s) for Interacting
Indexed to Audience Counterpart

feor B S B
Indexed to Those Indexed to Those
With Positive Immediately
Pre-Existing Brand In-Market (100)
Affinity (100)
Those Without Pre-Existing Those Not Immediately
Brand Affinity In-Market for Product
Liked the Was Ad caught Looked Wanted Just Liked the Was Ad caught Looked Wanted Just
brand interested my fun to learn curious brand interested my fun to learn curious
in the attention more in the attention more
product product

All Brands (Interactive Ads, High Quality Sites) Without pre-existing brand affinity n=107, Not in-market n=148

Q: We noticed that you chose to interact with the ad you were shown today. Why did you choose to interact with the ad?

THREE
DEFINE “QUALITY'" AND “INNOVATION"

Impact of Ad Format
Those Without Pre-existing Brand Affinity - Delta (Test — Control)

Standard Video Ads B Interactive Ads

k.

Innovative (TB)

High Quality (TB)

-2% 0% +2% +4% +6% +8%

Impact on Brand Opinions

All Brands (High Quality Sites, without pre-existing brand affinity) Interactive Ads n=531, Standard Video n=173, Control n=184

‘M= significant difference between control and test at >=90% confidence

FOUR
ENCOURAGE RECONSIDERATION

Impact of Ad Format
Those Without Pre-existing Brand Affinity - Delta (Test — Control)

Standard Video Ads B Interactive Ads

Search Intent (TB) Purchase Intent (T2B)

All Brands (High Quality Sites, without pre-existing brand affinity) Interactive Ads n=531, Standard Video n=173, Control n=184

M= significant difference between control and test at >=90% confidence

ENVIRONMENT
IS KEY

INTERACTIVE ADS DRIVE PURCHASES
ON HIGHER-QUALITY WEBSITES:

PREMIUM SITES:
ALLOW INTERACTIVE ADS TO SHINE

Impact of Ad Format
Those Without Pre-existing Brand Affinity - Delta (Test — Control)

B Low Quality Sites B High Quality Sites

+25%7"

Unaided Ad Recall
(First Mention)

+18%"

Purchase Intent (T2B)

All Brands (Interactive Ads) High Quality Sites n=1,211, Low Quality Sites n=1,214

‘M= significant difference between control and test at >=90% confidence

WORK WITH A TRUSTED PARTNER

You deserve an ad partner that lets you easily buy interactive native ad placements
in the #1 ranked DSP from Ad Week,! powered by a cross-identity graph of 500M
global profiles.? Contact Verizon Media to get started and ready the full report here.

' Adweek Best of Tech Awards 2020
2 Verizon Media, internal data, 2021

verizon
media

Verizon Media, a division of Verizon Communications, Inc., houses a trusted media ecosystem of premium
brands like Yahoo, TechCrunch and Engadget to help people stay informed and entertained, communicate and
transact, while creating new ways for advertisers and media partners to connect.

M/GNA

MAGNA is the centralized IPG Mediabrands The IPG Media Lab is the creative technology
resource that develops intelligence investment and arm of IPG Mediabrands. Equal parts parts
innovation strategies for agency teams and clients. think tank, real-world proving ground, and

We utilize our insights forecasts and strategic change enabler, we provide agencies and media
relationships to provide clients with a competitive operators with the power to harness emerging
marketplace advantage. communication opportunities.




