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“Brand growth largely 
depends on securing an 

unfair share of mental and 
physical availability.”

- Prof. Byron Sharp, 2010
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Fra User Profile

Til User Perspective
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Kilde: Next Generation Social, 2023
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Unge forbrugere scroller op 
til 2 km dagligt

(https://gravityroad.com/how-far-do-you-think-you-scroll-each-day/)
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ATTENTION & SALES
Visual attention and retail sales are significantly and positively related. Visual attention 

can be used to predict average sales that a company may expect for a product
- Rice J. C., et al 2019

Attention Duration Correlates with Sales Uplift

ATTENTION & MEMORY
Extended visual attention (greater number of seconds) is positively and significantly 

related to ad liking and brand memory.
- Bellman, S., et al. 2019

Active Attention Seconds to Days in Memory
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Kilde: Nielsen, 2022-2024 i A30-60
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Kilde: Nielsen, 2022-2024
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23
23Kilde: Nielsen, 2024 YTD vs. 2023 FY
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24
24Kilde: Nielsen, 2024 H1 23 vs H1 24
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META Snapchat Tiktok

2023 2024

38% 2% 

SnapChat har det svært, mens TikTok 
er kommet sig over sidste års 

negative PR og vækster eksplosivt i 
markedet. Men de er begge stadig 

syvmileskridt efter META

317%
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39
39Kilde: Nielsen, 2024 Q1-3 vs 2023 Q1-3
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DATAKILDER & METODE

43

Radio dækningsmodel

• Bygget på Gallup Radio-meter data fra over 150 reelle 

afviklede kampagner

• Medtager sæsonvariation og valg af netværk

Digital Audio dækningsmodel

• Baseret på data fra AdsWizz, Europas førende tech platform 

for digital audio

Dobbeltdækning beregnes ved Sainsburymetoden

• Mulighed for yderligere præcision via geografiske forskelle når 

AdsWizz data tillader

Gallup
Radio-meter

Audience 
Report

IndexDanmarK/
Gallup

Digital audio 
AdsWizz

SUPPORT DATASUPPORT DATA

PRIMÆR DATAPRIMÆR DATA
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Radio genererer 
signifikant

merdækning til tv i 
de yngre 

segmenter

Digital Audio 
genererer 

overraskende høj 
merdækning til alm. 

radio

Sammen 
forstærker radio & 
audio mereffekten 
fra tv signifikant
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