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Market-based experimentation

Market tests to evaluate combinations of
potential messages and media using sta-
tistical experimental designs to identify
the best combinations.

What business problem does it solve?

How best to use combinations of mes-

sages, strap lines, images and media to

maximise marketing outcomes when I e
there are a large number of possible 5
combinations? How do we decide what N
to test and how to evaluate the components of the tests?

How does it work?

Elements of an advert are split into attributes with options
(similar to conjoint) and shortcut statistical methods such as
orthogonal designs are used to create test patterns. Ads are
run live in short bursts and analysed for the best combinations.

Types and versions

A-B testing is the simplest form of experimental design. With
more options, designs become more complex and techniques
like fractional factorial orthogonal designs are required.

Challenges

The management of short-burst advertising and linking re-
sponses to specific executions requires careful attention to re-
duce overlap and mis-allocation in larger designs. Elements
need defining as a whole set for optimal experimental designs.

Potential business impact # ¥ W %

Sophistication * ¥ K

Use in forecasting L 8 8.0 5 ¢
Ease of design ok
Expertise required L2 .0 8 1
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