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Let’s all stop panicking about
“the death of the cookie"...

PANIC!
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High impact advertising
is a driver for creativity
and attention.

It represents a real opportunity
for brands and publishers in 2022.




Adtech

High impact advertising today is fragmented
across media, and suffers from limited
capabilities within programmatic platforms.
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We make high impact advertising
simple and scalable ——
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Digital Spend is shifting from performance
and analogue- to upper funnel

expensive..
cola habplte

Brand building on
broadcast media

eningen, at vi far born, der ikke
k n tale dan: kpagrllndaf ooooooo
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Her er den opdaterede kalender: Se
hvornar du kan blive vaccineret

Er ditneromradei fare for
atblive lukket ned? Tjel ld tl

Performance marketing High impact storytelling
in a digital world at digital scale
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As we already know, creative is king.
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A great creative
deserves a
great canvas.
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Which of these two ads
first catch your eye? —
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meningen, at vi far bern, der ikke
kan tale dansk pa grund af corona«

P
‘ meerkvardigsituation

Her er den opdaterede kalender: Se
hvornar du kan blive vaccineret

NNNNNNNNNNNNNNNNNN
Det gar bedre end forventet:
Men hvor meget frihed har
danskerne, nar dagen er omme?

Er dit neeromrade i farezonen for
at blive lukket ned? Tjek det her
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Viewability
vs. Attention

Two very different (and important)
perspectives to measure media from.

Viewability Seen/eyebqlls Attention

B standard (Benchmark) [ High Impact (Index vs. Benchmark)

*Independent research made by OMD, Userneeds and Ekstrabladet in 2021.
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High
impact

TV

A growing
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for high impact
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The opportunity

For For

Brands Publishers

Uplift in attention 5 7 Higher price
1 Ox vs display - x per CPM

o Increase in ad
1 x Higher CTR 5 O /o revenue - shift

10% of imps to HI
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Please listen to “d3con
Programmatic und Adtech
Podcast”(QR) and feel free to
connect.

Thank you.

Simon Kvist Gaulshgj
CEO, Adnami

simon@adnami.io E




