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Click here to watch the video

https://drive.google.com/file/d/1jei_NICIJOBkqOB87GDpU0ro7enxz8Cm/view?usp=sharing
https://drive.google.com/file/d/1jei_NICIJOBkqOB87GDpU0ro7enxz8Cm/view?usp=sharing
https://drive.google.com/file/d/1jei_NICIJOBkqOB87GDpU0ro7enxz8Cm/view?usp=sharing
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Click to open articles:

https://www.nettavisen.no/vis/annonse/gr%C3%B8ntpunktnorge/r%C3%A5varep%C3%A5avveie/oktober2025
https://www.nettavisen.no/vis/annonse/gront-punkt/drikkekartong
https://www.nettavisen.no/vis/annonse/gront-punkt/drikkekartong
https://www.nettavisen.no/vis/annonse/gront-punkt-returkartonglotteriet-2025
https://www.nettavisen.no/vis/annonse/gront-punkt-returkartonglotteriet-2025
https://www.nettavisen.no/vis/annonse/gront-punkt-metallemballasje
https://www.nettavisen.no/vis/annonse/gront-punkt-norge-plast-1272794
https://www.nettavisen.no/vis/annonse/gront-punkt-returkartonglotteriet-2025
https://www.nettavisen.no/vis/annonse/gront-punkt-norge-plast-1272794
https://www.nettavisen.no/vis/annonse/gront-punkt/drikkekartong
https://www.nettavisen.no/vis/annonse/gront-punkt-metallemballasje
https://www.nettavisen.no/vis/annonse/gr%C3%B8ntpunktnorge/r%C3%A5varep%C3%A5avveie/oktober2025


Click to start quiz:

https://www.nettavisen.no/vis/annonse/gront-punkt-norge-2025-1272794
https://www.nettavisen.no/vis/annonse/gront-punkt-norge-2025-1272794
https://www.nettavisen.no/vis/annonse/gront-punkt-norge-2025-1272794


Ekspert
Ekspert

Click to open magazine:

https://www.nettavisen.no/vis/annonse/gront-punkt-samleside
https://www.nettavisen.no/vis/annonse/gront-punkt-samleside
https://www.nettavisen.no/vis/annonse/gront-punkt-samleside


“Resultat

130 508
 Clicks on ad to the articles. Total CTR was 1,32 % 
with  3-parts front page entries

7 252
had at this point completed the quiz. 
Completion rate 66 %

76-84 sek
Active reading time in articles. This is sky high, 
way over bench in Amedia

Part 1Results

https://docs.google.com/file/d/1qLUjxv8HXqC2J497rptYNTcGzI64cxud/preview


Distribution part 2

Locally adapted
front page entries



“Resultat

Completed the quiz in part 2 of the campaign. 
This is an increase of 384 % from part 1.

1,42% CTR
Total clickrate in part 2, which is an increase of 
7,6 %. Two of the  regions (Buskerud and 
Telemark) has a clickrate of 1,72 % and 1,63 %.

27 850

55-85 sek
Active reading time for all articles in part 2. The 
top ones reached 79 and 85 seconds each. 

Part 2Results



RAM: Grønt Punkt Norge

The results demonstrate strong brand 
image building and action. Image is based 
on overall rating and positive, while the 
total index combines image and action to 
show overall campaign impact, 
benchmarked against the selected 
reference group.

The campaign delivered engagement and 
action well above benchmarks, despite 
awareness and brand recognition not being 
prioritized. 



RAM: Grønt Punkt Norge

The emotional profile, dominated by inspiration, calmness and interest, suggests 
that the campaign was rarely experienced as moralising, and instead helped 
build confidence in personal choices.




