ADVERTISING MESSAGE TESTING

MASTERING ADVERTISING MESSAGE TESTING: YOUR BLUEPRINT FOR CAMPAIGN SUCCESS

ADVERTISING MESSAGE TESTING IS THE CORNERSTONE OF ANY SUCCESSFUL MARKETING CAMPAIGN, ACTING AS YOUR COMPASS IN
THE OFTEN-TURBULENT SEA OF CONSUMER PERCEPTION. |T°S THE CRITICAL PROCESS OF EVALUATING DIFFERENT ADVERTISING
CONCEPTS, TAGLINES, VISUALS, AND OVERALL MESSAGING BEFORE A FULL-SCALE LAUNCH, ALLOWING YOU TO REFINE YOUR
COMMUNICATION AND MAXIMIZE ITS IMPACT. WITHOUT ROBUST TESTING, YOU’RE ESSENTIALLY THROWING DARTS IN THE DARK,
HOPING YOUR MESSAGE RESONATES WITH YOUR TARGET AUDIENCE. THIS COMPREHENSIVE GUIDE WILL DELVE INTO WHY MESSAGE
TESTING IS INDISPENSABLE, EXPLORE VARIOUS METHODOLOGIES, OUTLINE THE KEY STEPS INVOLVED IN CONDUCTING EFFECTIVE
TESTS, AND HIGHLIGHT HOW TO INTERPRET AND LEVERAGE THE INSIGHTS GAINED. WELL ALSO TOUCH UPON COMMON PITFALLS
TO AVOID, ENSURING YOUR ADVERTISING EFFORTS ARE NOT JUST SEEN, BUT TRULY FELT AND ACTED UPON.

WHAT IS ADVERTISING MESSAGE TESTING AND WHY Is T CruCIAL?
Key OBJECTIVES OF ADVERTISING MESSAGE TESTING

TYPES OF ADVERTISING MESSAGE TESTING METHODOLOGIES

THE STEP-BY-STEP PROCESS FOR EFFECTIVE MESSAGE TESTING
ANALYZING AND INTERPRETING Y OUR MESSAGE TESTING RESULTS
LEVERAGING INSIGHTS FOR OPTIMIZED ADVERTISING CAMPAIGNS
CoMMON PITFALLS IN ADVERTISING MESSAGE TESTING

THE FUTURE OF ADVERTISING MESSAGE TESTING

WHAT IS ADVERTISING MESSAGE TESTING AND WHY Is IT CRUCIAL?

ATITS CORE, ADVERTISING MESSAGE TESTING IS A STRATEGIC RESEARCH PROCESS DESIGNED TO ASSESS HOW A TARGET
AUDIENCE WILL LIKELY PERCEIVE AND RESPOND TO VARIOUS COMPONENTS OF AN ADVERTISING CAMPAIGN BEFORE SIGNIFICANT
FINANCIAL INVESTMENT. THINK OF IT AS A DRESS REHEARSAL FOR YOUR MOST IMPORTANT COMMERCIAL PERFORMANCE. Y OU
WOULDN'T LAUNCH A PRODUCT WITHOUT RIGOROUS QUALITY CONTROL, RIGHT? THE SAME PRINCIPLE APPLIES TO THE
MESSAGES YOU CRAFT TO PERSUADE CONSUMERS. W/ ITHOUT TESTING, YOU RISK LAUNCHING CAMPAIGNS THAT FALL FLAT,
CONFUSE YOUR AUDIENCE, OR EVEN ALIENATE THEM, LEADING TO WASTED AD SPEND AND MISSED OPPORTUNITIES.

THE MODERN ADVERTISING LANDSCAPE IS INCREDIBLY CROWDED AND FRAGMENTED. CONSUMERS ARE BOMBARDED WITH
THOUSANDS OF MESSAGES DAILY. STANDING OUT REQUIRES NOT JUST CREATIVITY, BUT ALSO A DEEP UNDERSTANDING OF WHAT
TRULY CONNECTS WITH YOUR INTENDED AUDIENCE. ADVERTISING MESSAGE TESTING PROVIDES THIS ESSENTIAL UNDERSTANDING.
[T MOVES BEYOND ASSUMPTIONS AND GUT FEELINGS, PROVIDING DATA-DRIVEN INSIGHTS INTO WHETHER YOUR MESSAGE IS
CLEAR, COMPELLING, MEMORABLE, AND PERSUASIVE. THIS MAKES IT AN INDISPENSABLE TOOL FOR MINIMIZING RISK AND MAXIMIZING
RETURN ON INVESTMENT (ROD FOR ANY ADVERTISING ENDEAVOR.

Key OBJECTIVES OF ADVERTISING MESSAGE TESTING

THE OBJECTIVES OF ADVERTISING MESSAGE TESTING ARE MULTIFACETED, ALL AIMED AT ENSURING YOUR ADVERTISING EFFORTS
HIT THE MARK. THE PRIMARY GOAL IS TO VALIDATE THAT YOUR MESSAGE IS UNDERSTOOD AS INTENDED. IS IT CLEAR? IS THERE
ANY AMBIGUITY THAT COULD LEAD TO MISINTERPRETATION? ANOTHER CRITICAL OBJECTIVE IS TO GAUGE THE MESSAGE'S
APPEAL AND RELEVANCE. DOES IT RESONATE WITH THE TARGET AUDIENCE’S NEEDS, DESIRES, AND VALUES? WE WANT TO KNOW
IF IT SPARKS INTEREST AND CAPTURES ATTENTION IN A POSITIVE WAY.

FURTHERMORE/ TESTING AIMS TO ASSESS THE MESSAGE'S PERSUASIVENESS. DOES IT MOTIVATE THE AUDIENCE TO TAKE A
DESIRED ACTION, WHETHER THAT'S VISITING A WEBSITE, MAKING A PURCHASE, OR CHANGING A PERCEPTION? WE ALSO WANT TO
MEASURE MEMORABILITY. WILL THE AUDIENCE RECALL THE MESSAGE LATER, AND CRUCIALLY, WILL THEY RECALL THE BRAND
ASSOCIATED WITH IT? FINALLY, AN IMPORTANT OBJECTIVE IS TO IDENTIFY ANY POTENTIAL NEGATIVE REACTIONS OR UNINTENDED
CONSEQUENCES. DOES THE MESSAGE INADVERTENTLY OFFEND, CONFUSE, OR CREATE NEGATIVE BRAND ASSOCIATIONS?



ADDRESSING THESE POTENTIAL ISSUES PROACTIVELY CAN SAVE A BRAND FROM SIGNIFICANT REPUTATIONAL DAMAGE.

ENSURING CLARITY AND UNDERSTANDING

ONE OF THE MOST FUNDAMENTAL OBJECTIVES IS TO ENSURE YOUR MESSAGE IS CRYSTAL CLEAR. A BRILLIANT CONCEPT IS
USELESS IF THE AUDIENCE DOESN'T GRASP WHAT YOU'RE TRYING TO SAY. TESTING HELPS IDENTIFY JARGON, COMPLEX PHRASING,
OR CULTURAL NUANCES THAT MIGHT HINDER COMPREHENSION. ARE THE BENEFITS OF YOUR PRODUCT OR SERVICE CLEARLY
ARTICULATED? |S THE CALL TO ACTION UNMISTAKABLE? \WITHOUT CLARITY, YOUR MESSAGE WILL LIKELY BE IGNORED OR
MISUNDERSTOOD, RENDERING YOUR ADVERTISING SPEND INEFFECTIVE.

ASSESSING RELEVANCE AND APPEAL

BEYOND JUST BEING UNDERSTOOD, YOUR MESSAGE NEEDS TO BE RELEVANT AND APPEALING TO YOUR TARGET DEMOGRAPHIC.
DOES IT SPEAK TO THEIR PAIN POINTS, ASPIRATIONS, OR CURRENT INTERESTS? TESTING HELPS UNCOVER WHETHER THE CORE
THEMES, IMAGERY, AND TONE OF YOUR ADVERTISING STRIKE A CHORD. AN APPEALING MESSAGE IS MORE LIKELY TO CAPTURE

ATTENTION AND FOSTER A POSITIVE CONNECTION BETWEEN THE CONSUMER AND THE BRAND. THIS EMOTIONAL RESONANCE IS

OFTEN THE DIFFERENTIATOR BETWEEN A MESSAGE THAT IS SEEN AND A MESSAGE THAT IS FELT.

MEASURING PERSUASIVENESS AND IMPACT

ULTIMATELY/ ADVERTISING IS ABOUT DRIVING ACTION. THEREFORE, A KEY OBJECTIVE IS TO MEASURE HOW PERSUASIVE YOUR
MESSAGE I1S. DOES IT CREATE A DESIRE FOR YOUR PRODUCT OR SERVICE? DOES IT CONVINCE THE AUDIENCE OF YOUR BRAND'S
VALUE PROPOSITION? TESTING CAN PROVIDE INSIGHTS INTO THE LIKELIHOOD OF CONSUMERS TAKING THE DESIRED NEXT STEP,
WHETHER THAT’S MAKING A PURCHASE, SIGNING UP FOR A NEWSLETTER, OR RECOMMENDING YOUR BRAND TO OTHERS.
(UNDERSTANDING THE PERSUASIVE POWER ALLOWS FOR REFINEMENT TO MAXIMIZE CONVERSION RATES.

IDENTIFYING POTENTIAL NEGATIVE REACTIONS

[T’S NOT JUST ABOUT WHAT \WORKS; IT’S ALSO ABOUT WHAT DOESN’T WORK AND WHAT COULD ACTIVELY HARM YOUR
BRAND. ADVERTISING MESSAGE TESTING CAN UNCOVER UNINTENDED NEGATIVE CONSEQUENCES. DOES THE MESSAGE COME ACROSS
AS CONDESCENDING? |S THE HUMOR OFFENSIVE? COULD THE IMAGERY BE MISINTERPRETED? PROACTIVELY IDENTIFYING AND
RECTIFYING THESE ISSUES IS CRUCIAL FOR PROTECTING BRAND REPUTATION AND ENSURING YOUR ADVERTISING EFFORTS
CONTRIBUTE POSITIVELY TO BRAND PERCEPTION.

TYPES OF ADVERTISING MESSAGE TESTING METHODOLOGIES

THERE ARE SEVERAL ROBUST METHODOLOGIES AVAILABLE FOR ADVERTISING MESSAGE TESTING, EACH OFFERING UNIQUE
ADVANTAGES DEPENDING ON YOUR OBJECTIVES, BUDGET, AND TIMELINE. THESE METHODS RANGE FROM QUALITATIVE
EXPLORATIONS THAT DELVE DEEP INTO CONSUMER MOTIVATIONS TO QUANTITATIVE SURVEYS THAT PROVIDE STATISTICALLY
SIGNIFICANT DATA. CHOOSING THE RIGHT METHODOLOGY IS CRUCIAL FOR GATHERING ACTIONABLE INSIGHTS THAT WILL DRIVE
YOUR CAMPAIGN'S SUCCESS. |T°S NOT A ONE-SIZE-FITS-ALL SITUATION; DIFFERENT APPROACHES YIELD DIFFERENT TYPES OF
VALUABLE INFORMATION.

QUALITATIVE TESTING METHODS

QUALITATIVE METHODS ARE EXCELLENT FOR EXPLORING THE "WHY' BEHIND CONSUMER REACTIONS. THEY PROVIDE RICH, IN-DEPTH
INSIGHTS INTO PERCEPTIONS, ATTITUDES, AND EMOTIONS ASSOCIATED WITH YOUR ADVERTISING MESSAGE. THESE METHODS ARE
LESS ABOUT NUMBERS AND MORE ABOUT UNDERSTANDING THE NUANCES OF CONSUMER THOUGHT AND FEELING. THEY ARE OFTEN
CONDUCTED WITH SMALLER SAMPLE SIZES BUT YIELD DETAILED FEEDBACK.



¢ Focus GROUPS: BRINGING TOGETHER A SMALL GROUP OF INDIVIDUALS FROM YOUR TARGET AUDIENCE TO DISCUSS AND
REACT TO YOUR ADVERTISING CONCEPTS UNDER THE GUIDANCE OF A MODERATOR. THIS ALLOWS FOR DYNAMIC
INTERACTION AND EXPLORATION OF DIVERSE PERSPECTIVES.

e IN-DepTH INTERVIEWS (IDIS): ONE-ON-ONE CONVERSATIONS WITH INDIVIDUALS TO PROBE THEIR THOUGHTS, FEELINGS,
AND ASSOCIATIONS WITH THE ADVERTISING MESSAGE. T HIS OFFERS A DEEPER DIVE INTO AN INDIVIDUAL'S PERSONAL
EXPERIENCE AND INTERPRETATION.

o CONCEPT TESTING: PRESENTING ROUGH CONCEPTS OR STORYBOARDS TO TARGET CONSUMERS TO GAUGE INITIAL
APPEAL, UNDERSTANDING, AND PERCEIVED STRENGTHS OR WEAKNESSES BEFORE SIGNIFICANT CREATIVE INVESTMENT.

QUANTITATIVE TESTING METHODS

QUANTITATIVE METHODS, ON THE OTHER HAND, FOCUS ON THE ‘HOW MANY’ AND 'HOW MUCH.” THEY UTILIZE LARGER SAMPLE
SIZES TO GATHER NUMERICAL DATA THAT CAN BE STATISTICALLY ANALYZED, ALLOWING FOR BROADER GENERALIZATIONS
ABOUT THE TARGET AUDIENCE. THESE METHODS ARE EXCELLENT FOR VALIDATING HYPOTHESES AND MEASURING THE PREV ALENCE
OF CERTAIN OPINIONS OR BEHAVIORS.

® SURVEYS: DISTRIBUTING QUESTIONNAIRES TO A REPRESENTATIVE SAMPLE OF YOUR TARGET AUDIENCE TO MEASURE
AW ARENESS, COMPREHENSION, ATTITUDES, PURCHASE INTENT, AND RECALL RELATED TO THE ADVERTISING MESSAGE. THis
CAN BE DONE ONLINE, VIA PHONE, OR IN PERSON.

4 A/B TESTING (SPLIT TESTING)Z PRESENTING TWO OR MORE VERSIONS OF AN AD TO DIFFERENT SEGMENTS OF YOUR
TARGET AUDIENCE SIMULTANEOUSLY TO SEE WHICH PERFORMS BETTER BASED ON PREDEFINED METRICS LIKE CLICK-
THROUGH RATES OR CONVERSION RATES. THIS IS PARTICULARLY USEFUL FOR DIGITAL ADVERTISING.

o DAY-AFTER RecaLL (DAR) STUDIES: MEASURING HOW MANY PEOPLE REMEMBER SEEING AN ADVERTISEMENT THE DAY
AFTER IT AIRED. THIS IS A STANDARD METRIC FOR EVALUATING BROADCAST ADVERTISING EFFECTIVENESS AND
MEMORABILITY.

® PORrRTFOLIO TESTING: SHOWING RESPONDENTS A COLLECTION OF ADS, INCLUDING YOUR TEST AD AND SEVERAL OTHERS
(COMPETITORSI OR DISTRACTORS), TO SEE HOW YOUR AD STANDS OUT AND IS PERCEIVED IN CONTEXT.

PRe-TESTING VvS. POST-TESTING

IT'S ALSO IMPORTANT TO DISTINGUISH BETWEEN PRE-TESTING AND POST-TESTING. PRE-TESTING OCCURS BEFORE AN AD
CAMPAIGN LAUNCHES, USING METHODS LIKE FOCUS GROUPS AND CONCEPT TESTS TO REFINE MESSAGING. POST‘TESTING, SUCH AS
DAR STUDIES OR BRAND LIFT SURVEYS, HAPPENS AFTER THE CAMPAIGN HAS RUN TO MEASURE ITS ACTUAL IMPACT AND RECALL
IN THE REAL WORLD. BOTH ARE VITAL FOR A COMPREHENSIVE UNDERSTANDING OF ADVERTISING EFFECTIVENESS.

THE STEP-BY-STEP PROCESS FOR EFFECTIVE MESSAGE TESTING

EMBARKING ON ADVERTISING MESSAGE TESTING MIGHT SEEM DAUNTING, BUT A STRUCTURED APPROACH ENSURES YOU GATHER
THE MOST VALUABLE INSIGHTS. IT'S A SYSTEMATIC JOURNEY THAT BEGINS WITH A CLEAR UNDERSTANDING OF YOUR GOALS AND
CULMINATES IN ACTIONABLE STRATEGIES FOR YOUR CAMPAIGN. SKIPPING STEPS OR RUSHING THROUGH THE PROCESS CAN LEAD
TO FLAWED DATA AND MISGUIDED DECISIONS. LET'S WALK THROUGH THE ESSENTIAL PHASES.



DerINe CLEAR OBJECTIVES AND T ARGET AUDIENCE

BEFORE YOU EVEN THINK ABOUT ASKING QUESTIONS, YOU NEED TO KNOW WHAT YOU WANT TO ACHIEVE. WHAT SPECIFIC
ASPECTS OF YOUR ADVERTISING MESSAGE DO YOU NEED TO TEST? ARE YOU TRYING TO UNDERSTAND IF YOUR TAGLINE IS
MEMORABLE, IF YOUR CORE PROPOSITION IS CLEAR, OR IF YOUR VISUAL ELEMENTS ARE APPEALING? SIMULTANEOUSLY, CLEARLY
DEFINE YOUR TARGET AUDIENCE. WHO ARE YOU TRYING TO REACH? THEIR DEMOGRAPHICS, PSYCHOGRAPHICS, AND MEDIA
CONSUMPTION HABITS WILL HEAVILY INFLUENCE YOUR TESTING METHODOLOGY AND THE INTERPRETATION OF RESULTS.

DeveLop Your TesT STiMuLI

THIS IS WHERE YOU CREATE THE ACTUAL ADVERTISING MATERIALS YOU WILL TEST. THESE CAN RANGE FROM ROUGH CONCEPTS,
STORYBOARDS, AND AD COPY VARIATIONS TO FULLY PRODUCED COMMERCIALS OR DIGITAL ADS. ENSURE THAT THE ELEMENTS
YOU ARE TESTING ARE DISTINCT ENOUGH TO ELICIT MEASURABLE DIFFERENCES IN RESPONSE. |F YOU'RE TESTING MULTIPLE
ELEMENTS, CONSIDER CREATING DISTINCT VERSIONS OF YOUR AD THAT ISOLATE THE VARIABLES YOU WISH TO EVALUATE.

SELECT THE RIGHT TESTING METHODOLOGY

BASED ON YOUR OBJECTIVES, TARGET AUDIENCE, BUDGET, AND TIMELINE, CHOOSE THE MOST APPROPRIATE TESTING
METHODOLOGY. FOR EXPLORATORY FEEDBACK ON EARLY CONCEPTS, FOCUS GROUPS OR IN"DEPTH INTERVIEWS MIGHT BE IDEAL.
FOR MEASURING MESSAGE RECALL OR PURCHASE INTENT ACROSS A BROADER POPULATION, QUANTITATIVE SURVEYS OR A/B
TESTING WOULD BE MORE SUITABLE. A BLEND OF QUALITATIVE AND QUANTITATIVE METHODS OFTEN PROVIDES THE MOST
ROBUST UNDERSTANDING.

DeTERMINE SAMPLE SizE AND RECRUITMENT

THE SIZE AND REPRESENTATIVENESS OF YOUR SAMPLE ARE CRITICAL, ESPECIALLY FOR QUANTITATIVE TESTING. ENSURE YOUR
PARTICIPANTS ACCURATELY REFLECT YOUR TARGET AUDIENCE. FOR QUALITATIVE RESEARCH, A SMALLER, HIGHLY RELEVANT
GROUP IS KEY. FOR QUANTITATIVE RESEARCH, STATISTICAL SIGNIFICANCE REQUIRES A LARGER, CAREFULLY RECRUITED SAMPLE.
DEVELOP CLEAR SCREENING CRITERIA TO ENSURE YOU'RE SPEAKING WITH THE RIGHT PEOPLE.

DESIGN THE TEST INSTRUMENT

THIS INVOLVES CREATING THE QUESTIONNAIRE FOR SURVEYS, THE DISCUSSION GUIDE FOR FOCUS GROUPS, OR THE EXPERIMENTAL
SETUP FOR A/B TESTS. QUESTIONS SHOULD BE CLEAR, UNBIASED, AND DIRECTLY RELATED TO YOUR OBJECTIVES. USE A MIX OF
OPEN-ENDED QUESTIONS FOR QUALITATIVE INSIGHTS AND CLOSED-ENDED, RATING-SCALE QUESTIONS FOR QUANTITATIVE DATA.
PILOT TESTING YOUR INSTRUMENT WITH A SMALL GROUP CAN HELP IDENTIFY ANY CONFUSING QUESTIONS OR ISSUES BEFORE THE
MAIN STUDY.

ConNbucT THE TESTING

EXECUTE YOUR CHOSEN TESTING METHODOLOGY. THIS INVOLVES MODERATING FOCUS GROUPS, CONDUCTING INTERVIEWS,
DISTRIBUTING SURVEYS, OR SETTING UP AND MONITORING A/B TESTS. ENSURE A CONSISTENT AND CONTROLLED ENVIRONMENT
FOR ALL PARTICIPANTS TO MAINTAIN THE INTEGRITY OF THE DATA. FOR ONLINE TESTS, ENSURE YOUR PLATFORM IS USER™
FRIENDLY AND TECHNICALLY SOUND.

ANALYZE AND INTERPRET THE DATA

ONCE THE DATA IS COLLECTED, IT'S TIME FOR ANALYSIS. FOR QUALITATIVE DATA, THIS INVOLVES IDENTIFYING THEMES,
PATTERNS, AND KEY INSIGHTS FROM TRANSCRIPTS OR RECORDINGS. FOR QUANTITATIVE DATA, IT INVOLVES STATISTICAL
ANALYSIS TO IDENTIFY SIGNIFICANT DIFFERENCES, CORRELATIONS, AND TRENDS. COMPARE RESPONSES ACROSS DIFFERENT AD



VERSIONS OR GROUPS. LOOK FOR WHAT RESONATES, WHAT CAUSES CONFUSION, AND WHAT DRIVES DESIRED BEHAVIOR.

ReporT FINDINGS AND MAKE RECOMMENDATIONS

SUMMARIZE YOUR FINDINGS IN A CLEAR, CONCISE, AND ACTIONABLE REPORT. HIGHLIGHT KEY INSIGHTS, SUPPORTED BY DATA AND
ILLUSTRATIVE QUOTES (FOR QUALITATIVE). PROVIDE CONCRETE RECOMMENDATIONS FOR REFINING YOUR ADVERTISING MESSAGE,
CREATIVE EXECUTION, AND MEDIA PLACEMENT. THIS FINAL STEP TRANSLATES RESEARCH INTO STRATEGIC DIRECTION.

ANALYZING AND INTERPRETING YOUR MESSAGE TESTING RESULTS

GATHERING DATA IS ONLY HALF THE BATTLE, THE REAL POWER LIES IN HOW YOU ANALYZE AND INTERPRET THOSE RESULTS. THIS
IS WHERE RAW NUMBERS AND FEEDBACK TRANSFORM INTO ACTIONABLE INTELLIGENCE THAT CAN SHAPE YOUR ADVERTISING
STRATEGY. EFFECTIVE INTERPRETATION REQUIRES A CRITICAL EYE, AN UNDERSTANDING OF STATISTICAL SIGNIFICANCE, AND A
KEEN SENSE OF CONSUMER PSYCHOLOGY. YOU’RE NOT JUST LOOKING AT DATA, YOU’RE LOOKING FOR STORIES THAT THE DATA
TELLS ABOUT YOUR AUDIENCE AND YOUR MESSAGE.

Look FOR PATTERNS AND THEMES

IN QUALITATIVE DATA, SUCH AS FOCUS GROUP TRANSCRIPTS OR INTERVIEW NOTES, THE FIRST STEP IS TO IDENTIFY RECURRING
PATTERNS AND THEMES. WHAT SENTIMENTS ARE EXPRESSED MOST FREQUENTLY? ARE THERE COMMON EMOTIONAL RESPONSES?
ARE CERTAIN WORDS OR PHRASES USED REPEATEDLY TO DESCRIBE THE MESSAGE? THESE RECURRING ELEMENTS ARE STRONG
INDICATORS OF HOW THE AUDIENCE IS TRULY REACTING. DON’T GET BOGGED DOWN BY OUTLIER OPINIONS; FOCUS ON THE
COLLECTIVE SENTIMENT.

QUANTIFY Key MeTRrICS

FOR QUANTITATIVE DATA, SUCH AS SURVEY RESPONSES OR A/B TEST RESULTS, THE FOCUS IS ON MEASURABLE OUTCOMES.
ANALYZE METRICS LIKE:

® MEeSSAGE RECALL: HOW MANY PEOPLE REMEMBER SEEING THE AD AND RECALLING KEY ELEMENTS?

o COMPREHENSION SCORES: WHAT PERCENTAGE OF THE AUDIENCE UNDERSTOOD THE INTENDED MESSAGE?

o ATTITUDE SHIFTS: DID THE AD POSITIVELY OR NEGATIVELY IMPACT PERCEPTIONS OF THE BRAND OR PRODUCT?
® PURCHASE INTENT: HOW LIKELY ARE CONSUMERS TO CONSIDER PURCHASING AFTER SEEING THE AD?

¢ EMOTIONAL RESPONSE RATINGS: HOW DID RESPONDENTS RATE THE AD ON SCALES FOR EXCITEMENT, TRUST, CLARITY,
ETC.?

e Cuick-THRoUGH RATES (CTR) / CONVERSION RATES: FOR DIGITAL ADS, WHICH VERSION DROVE THE MOST DESIRED
ACTIONS?

BENCHMARK AGAINST OBJECTIVES

MEASURE YOUR FINDINGS AGAINST THE INITIAL OBJECTIVES YOU SET FOR THE TESTING. DID YOU ACHIEVE THE DESIRED CLARITY?
DID THE MESSAGE PROVE TO BE PERSUASIVE AS INTENDED? \W/ERE THERE ANY SIGNIFICANT NEGATIVE REACTIONS THAT NEED
ADDRESSING? THIS COMPARISON ENSURES THAT YOUR ANALYSIS REMAINS FOCUSED AND RELEVANT TO THE STRATEGIC GOALS



OF YOUR CAMPAIGN.

SEGMENT YOUR AUDIENCE

[T°S RARELY A MONOLITH, YOUR TARGET AUDIENCE IS LIKELY COMPOSED OF VARIOUS SUB-SEGMENTS. ANALYZE HOW DIFFERENT
DEMOGRAPHIC GROUPS (AGE, GENDER, LOCATION) OR PSYCHOGRAPHIC GROUPS (INTERESTS, VALUES) RESPONDED TO THE
MESSAGE. SOMETIMES, A MESSAGE THAT RESONATES WITH ONE SEGMENT MIGHT ALIENATE ANOTHER. UUNDERSTANDING THESE
NUANCES ALLOWS FOR MORE TARGETED AND EFFECTIVE CAMPAIGN EXECUTION.

IDENTIFY AREAS FOR IMPROVEMENT

THE GOAL OF TESTING IS NOT JUST TO CONFIRM WHAT’S WORKING BUT TO IDENTIFY WHAT ISN’T AND HOW TO FIX IT. IF A
PARTICULAR TAGLINE IS CONFUSING, IF AN IMAGE CAUSES UNINTENDED NEGATIVE FEELINGS, OR IF THE CALL TO ACTION ISN'T
CLEAR, THESE ARE DIRECT OPPORTUNITIES FOR REFINEMENT. DON'T BE AFRAID OF NEGATIVE FEEDBACK; IT'S OFTEN THE MOST
VALUABLE FOR IMPROVEMENT.

ConsIper CONTEXT AND LIMITATIONS

ALWAYS CONSIDER THE CONTEXT IN WHICH THE TESTING WAS CONDUCTED. WERE THE PARTICIPANTS REPRESENTATIVE? W AS
THE TESTING ENVIRONMENT REALISTIC? UNDERSTAND THE LIMITATIONS OF YOUR METHODOLOGY. FOR EXAMPLE, SURVEY
RESPONSES MIGHT NOT ALWAYS TRANSLATE DIRECTLY TO REAL-WORLD BEHAVIOR. ACKNOWLEDGE THESE LIMITATIONS WHEN
DRAWING CONCLUSIONS.

LEVERAGING INSIGHTS FOR OPTIMIZED ADVERTISING CAMPAIGNS

THE TRUE VALUE OF ADVERTISING MESSAGE TESTING IS UNLOCKED WHEN YOU ACTIVELY USE THE INSIGHTS GAINED TO REFINE
AND OPTIMIZE YOUR CAMPAIGNS. THIS ISNITJUST ABOUT REPORTING RESULTS; IT'S ABOUT STRATEGIC APPLICATION. By
INTEGRATING THE LEARNINGS FROM YOUR TESTING, YOU CAN SIGNIFICANTLY ENHANCE THE EFFECTIVENESS AND EFFICIENCY OF
YOUR ADVERTISING EFFORTS, ENSURING YOUR MESSAGE LANDS WITH MAXIMUM IMPACT AND DRIVES THE DESIRED BUSINESS
OUTCOMES. THINK OF IT AS FINE-TUNING AN ENGINE FOR PEAK PERFORMANCE.

ITERATIVE CREATIVE REFINEMENT

THE MOST DIRECT APPLICATION OF TESTING INSIGHTS IS IN REFINING YOUR CREATIVE ASSETS. IF TESTING REVEALS THAT A
PARTICULAR SLOGAN IS CONFUSING, BRAINSTORM ALTERNATIVES. IF AN IMAGE ISN'T RESONATING, EXPLORE DIFFERENT VISUALS.
IF THE CALL TO ACTION IS WEAK, STRENGTHEN IT. THIS ITERATIVE PROCESS OF TESTING, LEARNING, AND REFINING IS CRUCIAL
FOR DEVELOPING ADVERTISING THAT TRULY CONNECTS. DON'T BE AFRAID TO GO BACK TO THE DRAWING BOARD BASED ON SOLID
FEEDBACK.

TARGETED MESSAGING AND SEGMENTATION

IF YOUR TESTING IDENTIFIED DISTINCT RESPONSES FROM DIFFERENT AUDIENCE SEGMENTS, THIS IS A GOLDMINE FOR CREATING MORE
TARGETED MESSAGING. Y OU CAN DEVELOP TAILORED AD VARIATIONS THAT SPEAK DIRECTLY TO THE SPECIFIC NEEDS, DESIRES,
AND LANGUAGE OF EACH SEGMENT. THIS ENSURES THAT YOUR MESSAGE IS NOT JUST BROADLY APPEALING BUT HIGHLY RELEVANT
TO THE INDIVIDUALS YOU ARE TRYING TO REACH, LEADING TO GREATER ENGAGEMENT AND CONVERSION.



OPTIMIZED MEDIA PLACEMENT

UNDERSTANDING HOW YOUR MESSAGE IS PERCEIVED CAN ALSO INFORM MEDIA PLACEMENT DECISIONS. FOR EXAMPLE, IF A MESSAGE
PERFORMS EXCEPTIONALLY WELL WITH A YOUNGER DEMOGRAPHIC, YOU MIGHT ALLOCATE MORE BUDGET TO PLATFORMS THEY
FREQUENT. |F A MORE SERIOUS TONE RESONATES BETTER WITH AN OLDER AUDIENCE, YOU’D PLACE THOSE ADS IN MEDIA CHANNELS
THEY CONSUME. THIS ENSURES YOUR OPTIMIZED MESSAGE REACHES THE RIGHT EYES AND EARS AT THE RIGHT TIME.

BUDGET ALLOCATION AND EFFICIENCY

BY IDENTIFYING THE MOST EFFECTIVE MESSAGES AND CREATIVE APPROACHES BEFOREHAND, YOU CAN ALLOCATE YOUR
ADVERTISING BUDGET MORE EFFICIENTLY. THIS REDUCES THE RISK OF INVESTING HEAVILY IN CAMPAIGNS THAT ARE UNLIKELY TO
PERFORM WELL. |NSTEAD, YOU CAN CONFIDENTLY CHANNEL RESOURCES INTO PROVEN CONCEPTS, MAXIMIZING YOUR RETURN ON
INVESTMENT AND MINIMIZING WASTED AD SPEND. |T’S ABOUT WORKING SMARTER, NOT JUST HARDER.

LoNG-TERM BRAND STRATEGY

INSIGHTS FROM MESSAGE TESTING CAN ALSO INFORM YOUR BROADER, LONG~TERM BRAND STRATEGY. UNDERSTANDING WHAT
TRULY RESONATES WITH YOUR AUDIENCE CAN HELP SHAPE YOUR BRAND'S OVERALL VOICE, PERSONALITY, AND VALUE
PROPOSITION. THIS CONSISTENT, DATA-INFORMED APPROACH BUILDS STRONGER BRAND EQUITY AND A MORE ENDURING
CONNECTION WITH CONSUMERS OVER TIME. |T’S NOT JUST ABOUT ONE CAMPAIGN; IT’S ABOUT BUILDING A SUSTAINABLE BRAND
NARRATIVE.

CoMMON PITFALLS IN ADVERTISING MESSAGE TESTING

W/HILE ADVERTISING MESSAGE TESTING IS AN INVALUABLE TOOL, IT'S NOT WITHOUT ITS POTENTIAL PITFALLS. MANY
ORGANIZATIONS STUMBLE BY MAKING COMMON MISTAKES THAT CAN RENDER THEIR TESTING EFFORTS INEFFECTIVE, LEADING TO
MISLEADING CONCLUSIONS AND ULTIMATELY, SUBOPTIMAL CAMPAIGN PERFORMANCE. BEING AWARE OF THESE TRAPS IS THE FIRST
STEP TO AVOIDING THEM AND ENSURING YOUR RESEARCH YIELDS TRULY ACTIONABLE INSIGHTS.

TESTING THE WRONG AUDIENCE

ONE OF THE MOST FUNDAMENTAL ERRORS IS TESTING YOUR ADVERTISING MESSAGE WITH AN AUDIENCE THAT DOESN'T
ACCURATELY REPRESENT YOUR ACTUAL TARGET MARKET. IF YOUR RESEARCH PARTICIPANTS AREN'T REPRESENTATIVE OF THE
PEOPLE YOU'RE TRYING TO REACH, THEIR FEEDBACK WILL BE IRRELEVANT, LEADING TO DECISIONS BASED ON FLAWED DATA.
ALWAYS ENSURE YOUR RECRUITMENT CRITERIA ALIGN PERFECTLY WITH YOUR INTENDED CUSTOMER PROFILE.

LAck oF CLEAR OBJECTIVES

GOING INTO A TESTING PHASE WITHOUT CLEARLY DEFINED OBJECTIVES IS LIKE SETTING SAIL WITHOUT A DESTINATION. YoU
WON'T KNOW WHAT QUESTIONS TO ASK, WHAT METRICS TO MEASURE, OR HOW TO INTERPRET THE RESULTS. V AGUE GOALS
LEAD TO VAGUE INSIGHTS. ENSURE YOU KNOW PRECISELY WHAT YOU WANT TO LEARN FROM THE TESTING PROCESS BEFORE YOU
BEGIN.

BiasED QUESTIONNAIRES OR MODERATORS

THE WAY QUESTIONS ARE PHRASED OR HOW A MODERATOR GUIDES A DISCUSSION CAN SIGNIFICANTLY INFLUENCE PARTICIPANT
RESPONSES. LEADING QUESTIONS, LOADED TERMS, OR A MODERATOR’S UNCONSCIOUS BIAS CAN SKEW THE RESULTS, MAKING
THEM APPEAR MORE POSITIVE OR NEGATIVE THAN THEY ACTUALLY ARE. RIGOROUS TRAINING FOR MODERATORS AND CAREFUL
PRE-TESTING OF QUESTIONNAIRES ARE ESSENTIAL TO MAINTAIN NEUTRALITY.



INSUFFICIENT SAMPLE SizE OR POOR RECRUITMENT

FOR QUANTITATIVE TESTING, AN INSUFFICIENT SAMPLE SIZE MEANS YOUR RESULTS WON'T BE STATISTICALLY SIGNIFICANT,
MAKING IT IMPOSSIBLE TO GENERALIZE FINDINGS TO YOUR BROADER TARGET AUDIENCE. CONVERSELY, POOR RECRUITMENT MEANS
EVEN A LARGE SAMPLE MIGHT NOT BE REPRESENTATIVE. FOR QUALITATIVE TESTING, A SAMPLE THAT IS TOO SMALL OR LACKS
DIVERSITY OF THOUGHT CAN LEAD TO INCOMPLETE OR SKEWED INSIGHTS.

Focusing ONLY oN “Likes” AND DisLIKES

\W/HILE UNDERSTANDING WHETHER PEOPLE “LIKE” AN AD IS PART OF IT, IT'S OFTEN SUPERFICIAL. THE REAL VALUE LIES IN
UNDERSTANDING WHY THEY LIKE OR DISLIKE IT, WHETHER IT's CLEAR, PERSUASIVE, AND MEMORABLE. FOCUSING SOLELY ON
SURFACE-LEVEL OPINIONS WITHOUT DELVING INTO THE UNDERLYING REASONS MISSES CRUCIAL INSIGHTS NEEDED FOR
IMPROVEMENT.

NoT TesTING UNDER REALISTIC CONDITIONS

TESTING ADS IN A STERILE LAB ENVIRONMENT MIGHT NOT ACCURATELY REFLECT HOW CONSUMERS WILL ENCOUNTER THEM IN THE
REAL WORLD, AMIDST DISTRACTIONS AND COMPETITION. W/ HILE CONTROLLED ENVIRONMENTS ARE NECESSARY FOR SOME
ASPECTS, WHERE POSSIBLE, SIMULATING REAL~WORLD EXPOSURE OR USING METHODS LIKE A/B TESTING IN LIVE DIGITAL
ENVIRONMENTS CAN PROVIDE MORE AUTHENTIC REACTIONS.

FAILING TO ACT ON THE RESULTS

PERHAPS THE BIGGEST PITFALL IS INVESTING TIME AND RESOURCES INTO TESTING, ONLY TO IGNORE OR DOWNPLAY THE FINDINGS.
|F YOUR MESSAGE TESTING REVEALS SIGNIFICANT ISSUES, YOU MUST BE WILLING TO MAKE CHANGES. |GNORING UNCOMFORTABLE
TRUTHS BECAUSE THEY REQUIRE CREATIVE OR STRATEGIC ADJUSTMENTS WILL NEGATE THE ENTIRE PURPOSE OF THE TESTING
EXERCISE.

THE FUTURE OF ADVERTISING MESSAGE TESTING

THE LANDSCAPE OF ADVERTISING MESSAGE TESTING IS CONSTANTLY EVOLVING, DRIVEN BY ADVANCEMENTS IN TECHNOLOGY, A
DEEPER UNDERSTANDING OF CONSUMER BEHAVIOR, AND THE EVER™INCREASING COMPLEXITY OF THE MEDIA ENVIRONMENT. As
MARKETERS STRIVE FOR MORE PRECISE AND IMPACTFUL COMMUNICATION, TESTING METHODOLOGIES ARE BECOMING MORE
SOPHISTICATED, AGILE, AND DATA-RICH. THE FUTURE PROMISES EVEN MORE NUANCED INSIGHTS AND PERSONALIZED TESTING
APPROACHES, MOVING BEYOND BROAD STROKES TO HYPER-TARGETED UNDERSTANDING.

Al AND MACHINE LEARNING INTEGRATION

ARTIFICIAL INTELLIGENCE AND MACHINE LEARNING ARE POISED TO REVOLUTIONIZE MESSAGE TESTING. Al CAN ANALYZE VAST
DATASETS OF CONSUMER RESPONSES, IDENTIFY SUBTLE PATTERNS INVISIBLE TO THE HUMAN EYE, AND PREDICT CAMPAIGN
PERFORMANCE WITH REMARKABLE ACCURACY. MACHINE LEARNING ALGORITHMS CAN AUTOMATE PARTS OF THE TESTING PROCESS
SUCH AS SENTIMENT ANALYSIS OF OPEN-ENDED RESPONSES, AND CAN EVEN HELP GENERATE AND REFINE AD VARIATIONS BASED ON
PREDICTED EFFECTIVENESS. THIS WILL LEAD TO FASTER, MORE DATA-DRIVEN OPTIMIZATION.

1

NEUROSCIENCE AND BIOMETRIC DATA

EMERGING TECHNOLOGIES IN NEUROSCIENCE AND BIOMETRICS OFFER A GLIMPSE INTO SUBCONSCIOUS CONSUMER REACTIONS.
TECHNIQUES LIKE EYE-TRACKING, FACIAL CODING, AND EEG MEASUREMENTS CAN REVEAL EMOTIONAL RESPONSES AND ATTENTION
LEVELS THAT CONSUMERS MAY NOT BE ABLE TO ARTICULATE THEMSELVES. INTEGRATING THESE OBJECTIVE PHYSIOLOGICAL



MEASURES WITH TRADITIONAL SELF-REPORTED DATA WILL PROVIDE A MORE HOLISTIC AND PROFOUND UNDERSTANDING OF
MESSAGE IMPACT.

ReaL-TIME AND CONTINUOUS TESTING

THE SHIFT TOWARDS AGILE MARKETING MEANS THAT TESTING WILL LIKELY BECOME MORE CONTINUOUS AND INTEGRATED INTO
THE CAMPAIGN LIFECYCLE. INSTEAD OF ONE-OFF PRE-LAUNCH TESTS, EXPECT MORE IN"MARKET, REAL-TIME TESTING. PLATFORMS
WILL ENABLE MARKETERS TO DYNAMICALLY ADJUST MESSAGING AND CREATIVE ELEMENTS BASED ON LIVE PERFORMANCE DATA,
ALLOWING FOR RAPID OPTIMIZATION AND ADAPTATION TO CHANGING CONSUMER SENTIMENT AND MARKET DYNAMICS.

PERSONALIZATION AND MICRO-SEGMENTATION

W/ ITH THE RISE OF PERSONALIZED ADVERTISING, MESSAGE TESTING WILL NEED TO KEEP PACE. FUTURE TESTING METHODOLOGIES
WILL LIKELY FOCUS ON UNDERSTANDING HOW MESSAGES RESONATE WITH HIGHLY SPECIFIC MICRO-SEGMENTS OR EVEN INDIVIDUAL
PREFERENCES. THIS WILL INVOLVE SOPHISTICATED DATA ANALYSIS TO TAILOR MESSAGING AT A GRANULAR LEVEL, ENSURING
EACH CONSUMER RECEIVES AN AD THAT IS NOT ONLY SEEN BUT DEEPLY RELEVANT TO THEIR UNIQUE PROFILE AND CONTEXT.

THE FUTURE OF ADVERTISING MESSAGE TESTING IS ONE OF INCREASED PRECISION, SPEED, AND INTEGRATION. BY EMBRACING THESE
EVOLVING TECHNOLOGIES AND APPROACHES, MARKETERS CAN ENSURE THEIR ADVERTISING MESSAGES ARE NOT ONLY HEARD BUT
TRULY UNDERSTOOD, REMEMBERED, AND ACTED UPON, LEADING TO MORE EFFECTIVE AND IMPACTFUL CAMPAIGNS IN AN
INCREASINGLY COMPETITIVE MARKETPLACE.

FREQUENTLY AskeD QUESTIONS ABOUT ADVERTISING MESSAGE TESTING

QZ WHAT IS THE PRIMARY BENEFIT OF CONDUCTING ADVERTISING MESSAGE TESTING?

A: THE PRIMARY BENEFIT OF ADVERTISING MESSAGE TESTING IS TO REDUCE THE RISK OF INEFFECTIVE ADVERTISING BY VALIDATING
THAT YOUR MESSAGE IS CLEAR, RELEVANT, APPEALING, AND PERSUASIVE TO YOUR TARGET AUDIENCE BEFORE YOU INVEST
SIGNIFICANT BUDGET IN A FULL CAMPAIGN LAUNCH. |T HELPS ENSURE YOUR CREATIVE AND STRATEGIC INVESTMENTS ARE WELL-
PLACED AND LIKELY TO YIELD POSITIVE RESULTS.

Q: How Do | CHOOSE THE RIGHT ADVERTISING MESSAGE TESTING METHODOLOGY FOR
MY NEEDS?

A: THE CHOICE OF METHODOLOGY DEPENDS ON YOUR SPECIFIC OBJECTIVES, BUDGET, TIMELINE, AND THE STAGE OF YOUR
ADVERTISING DEVELOPMENT. FOR IN-DEPTH UNDERSTANDING OF AUDIENCE PERCEPTIONS AND MOTIVATIONS, QUALITATIVE
METHODS LIKE FOCUS GROUPS ARE IDEAL. FOR MEASURING REACH, RECALL, AND PURCHASE INTENT ACROSS A LARGER
POPULATION, QUANTITATIVE METHODS LIKE SURVEYS OR A/B TESTING ARE MORE APPROPRIATE. OFTEN, A COMBINATION OF
BOTH CAN PROVIDE THE MOST COMPREHENSIVE INSIGHTS.

Q: Is ADVERTISING MESSAGE TESTING ONLY FOR LARGE CORPORATIONS?

A: ABSOLUTELY NOT. W/HILE LARGE CORPORATIONS OFTEN HAVE DEDICATED RESEARCH DEPARTMENTS, ADVERTISING MESSAGE
TESTING IS CRUCIAL FOR BUSINESSES OF ALL SIZES. SMALL AND MEDIUM-SIZED BUSINESSES CAN LEVERAGE COST-EFFECTIVE
METHODS LIKE ONLINE SURVEYS, INFORMAL CONCEPT TESTING WITH CUSTOMER PANELS, OR EVEN A/B TESTING ON DIGITAL
PLATFORMS TO GAIN VALUABLE INSIGHTS AND OPTIMIZE THEIR LIMITED ADVERTISING BUDGETS.



QZ How SOON BEFORE A CAMPAIGN LAUNCHES SHOULD | CONDUCT MESSAGE TESTING?

A: MESSAGE TESTING SHOULD IDEALLY BE CONDUCTED AS EARLY AS POSSIBLE IN THE CREATIVE DEVELOPMENT PROCESS. THIS
ALLOWS FOR SIGNIFICANT REFINEMENTS TO BE MADE TO CONCEPTS, COPY, AND VISUALS BEFORE SIGNIFICANT PRODUCTION
COSTS ARE INCURRED. W/HILE PRE-LAUNCH TESTING IS CRITICAL, SOME FORMS OF TESTING, LIKE A/B TESTING, CAN ALSO BE
PERFORMED DURING A LIVE CAMPAIGN FOR CONTINUOUS OPTIMIZATION.

QZ \WHAT IS THE DIFFERENCE BETWEEN CONCEPT TESTING AND MESSAGE TESTING?

A: CONCEPT TESTING TYPICALLY FOCUSES ON EVALUATING THE CORE IDEA OR PROPOSITION OF AN ADVERTISEMENT OR
PRODUCT AT A VERY EARLY STAGE, OFTEN USING ROUGH MATERIALS LIKE STORYBOARDS OR WRITTEN DESCRIPTIONS. MESSAGE
TESTING IS A BROADER TERM THAT CAN INCLUDE CONCEPT TESTING, BUT ALSO EXTENDS TO TESTING MORE DEVELOPED CREATIVE
EXECUTIONS, TAGLINES, SPECIFIC COPY POINTS, VISUALS, AND OVERALL CAMPAIGN THEMES TO ENSURE THEY ARE
COMMUNICATED EFFECTIVELY AND ELICIT THE DESIRED RESPONSE.

Q: CAN ADVERTISING MESSAGE TESTING GUARANTEE CAMPAIGN SUCCESS?

A: WHILE ADVERTISING MESSAGE TESTING SIGNIFICANTLY INCREASES THE PROBABILITY OF CAMPAIGN SUCCESS BY DE-RISKING
CREATIVE AND STRATEGIC DECISIONS, IT CANNOT GUARANTEE IT. MARKET CONDITIONS, COMPETITIVE RESPONSES, MEDIA
EXECUTION, AND UNFORESEEN EXTERNAL FACTORS CAN ALL INFLUENCE CAMPAIGN PERFORMANCE. HO\)VEVER, ROBUST TESTING
PROVIDES A STRONG FOUNDATION AND A DATA-DRIVEN ADVANTAGE THAT MAKES SUCCESS FAR MORE LIKELY.

Q: WHAT ARE SOME COMMON MISTAKES TO AVOID DURING ADVERTISING MESSAGE
TESTING?

A: KEY MISTAKES TO AVOID INCLUDE TESTING WITH THE WRONG AUDIENCE, HAVING UNCLEAR OBJECTIVES, USING BIASED
QUESTIONS OR MODERATORS, INSUFFICIENT SAMPLE SIZES, FOCUSING ONLY ON SUPERFICIAL ”LIKES/DISLIKES” WITHOUT
UNDERSTANDING THE ,\X/HY,/ FAILING TO TEST UNDER REALISTIC CONDITIONS, AND CRUCIALLY, FAILING TO ACT ON THE INSIGHTS
GAINED FROM THE TESTING PROCESS.

QZ How DOES DIGITAL ADVERTISING CHANGE THE APPROACH TO MESSAGE TESTING?

A: DIGITAL ADVERTISING ENABLES MORE AGILE AND DATA-RICH TESTING METHODS. A/B TESTING IS READILY AVAILABLE,
ALLOWING FOR DIRECT COMPARISON OF DIFFERENT AD VERSIONS IN REAL-TIME. WE CAN ALSO TRACK GRANULAR METRICS LIKE
CLICK-THROUGH RATES, CONVERSION RATES, AND USER ENGAGEMENT WITH MUCH GREATER EASE. FURTHERMORE,
PERSONALIZATION ALLOWS FOR TESTING MESSAGES TAILORED TO VERY SPECIFIC AUDIENCE SEGMENTS, MAKING THE PROCESS
MORE DYNAMIC AND RESPONSIVE.
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