
SOCIAL MEDIA 
BUYER’S GUIDE

THE

TO

Q4  2016



SOCIAL MEDIA 
BUYER’S GUIDE

W E L C O M E  T O  T H E

Q U A R T E R  4 ,  2 0 1 6  E D I T I O N

A B O U T  U S

Unified delivers technology and services to connect marketing data sets and optimize investments 
across the customer journey. Unified’s software empowers Fortune 500 companies and agencies 
to drive marketing success in the context of their business goals. The Unified platform transforms 
fragmented marketing data into actionable intelligence and real-time activation. Unified has offices in 
New York City, San Francisco, Los Angeles and Chicago. For more information visit www.Unified.com.



Vice President, Marketing
Rick Martira

Marketing Manager & 
Senior Writer
Rashida Boyd

Marketing Associates
Ethan Horne

Danielle Westerhoff

Design
Tyler Courtenay
Quan Nguyen

/unified

/unified

/getunified

/+UnifiedPlatform



CONTENT S

Seven Super Bowl Stats 
From Last Year To Coach 
You To An Effective 
Social Media Campaign

5

14

9

A 5 Minute Social 
Media Video Ad 
Tutorial For 4 
Leading Sites

A Global Auto Brand Uncovers An 
Intriguing Relationship Between 
Facebook Ad Frequency, Recall 
And Favorability

Top Left: Cropped version of DSC09673 by Arnie Papp under the 
Attribution 2.0 Generic (CC by 2.0) License.



Seven Super Bowl 
Stats From Last Year 
To Coach You To 
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For millions of Americans, the fall season is practically 
synonymous with football—a much welcomed way to fill the 

empty void left by the depressing realization that the summer is 
actually over. It ’s also a crucial time to start planning or perfecting 
your social strategies for the coup de grâce of professional football 
and ad engagement goldmine otherwise known as the Super Bowl. 
Often heralded as the apex of advertising, the Big Game is a huge 
chance for brands to make a lasting impression, with 61.0% of 
fans saying that the ads actually make the game more fun and 45.0% 
even going as far to say that the Super Bowl wouldn’t be the same 
without them. But like with any digital strategy, preparation is key, 
so we’ve collected seven stats from last year ’s game to add to your 
own personal playbook.
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82.0% of searches driven by television ads were 

on mobile devices, which is 17.1% higher than 

the previous year.

Although intuitively you may think app usage 

would reach a high point at halftime or after a 

new winner is crowned, this isn’t actually the 

case. As it turns out, consumers’ fingers fumble 

around the most post-national anthem, where 

they spend nearly 9 minutes fueling their 

favorite app obsessions (12.0% longer than any 

other time).

Speaking of apps, social media leads the way in 

usage by far, with users launching them twice as 

often as news apps (3.2 app launches versus 1.6 

for news) during the game.

If you don’t have mobile in your strategy, you 

could be missing out on a huge opportunity. 

Consider some of the newer “mobile-only” 

placements that have already proven tried and 

true, such as Facebook’s Canvas ads or the 

Twitter Audience Platform.

As the old adage goes, timing is everything. 

And in this case, it can considerably affect 

engagement and conversion rates for your 

campaign. Make sure that your mobile posting 

strategy gives consumers something to click on at 

kick off around 7pm ET.

Consider adding some “mobile-born” social 

networks to your marketing mix. Instagram, an 

app with a highly visual audience, is still pegged 

as the fastest growing in the industry and has 

all the advertising bells and whistles of its much 

bigger backer, Facebook. Snapchat, on the other 

hand, has already seen tremendous advertising 

success in beta, and will continue to build upon 

the platform with the launch of its partner 

program earlier this year.

THE SCORE

THE SCORE

THE SCORE

THE PLAY

THE PLAY

THE PLAY

MOBILE QUERIES ARE MOUNTING

KICKOFF KICKS UP APP USAGE

SOCIAL APPS SURPASS THE REST
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9
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X

X

X
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X

SEARCHES ON 
MOBILE DEVICES

THE LAUNCHES 
FOR SOCIAL APPS
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As we all know, Facebook continues to be the 

behemoth in the industry, with well over 1 billion 

daily active users. This also applies to Super Bowl 

week, where the network accounted for 63.7% 

of total engagements. Drill down to just game 

day however, and Twitter takes over, slightly out-

engaging The ‘Book in creating conversations.

Trailers or teasers may work like a charm for the 

movies, but it seems as though they’re not as 

effective for Super Bowl ads. In fact, the brands 

that released their full commercial prior to kickoff 

received 64.5% more engagements during 

Super Bowl week than those that opted to only 

release teasers.

Heavy up on Facebook to drive mass awareness 

during the week of the game, and prioritize 

Twitter for the day of the event. And now with 

Twitter making a big bet on football by allowing 

users to watch live streams of games through 

their mobile app, we expect its effectiveness to 

only increase moving into the new year.

Simply put, get your content out there. Don’t 

be afraid to release your full ad prior to the big 

day, because in the end consumers will be more 

familiar and more engaged come kickoff.

THE SCORE

THE SCORE

THE PLAY

THE PLAY

REACH IS MORE THAN JUST A 
NUMBER (IT’S TIMING TOO!)

SAVE TRAILERS FOR THE 
FILM INDUSTRY

Simply put, 
get your 
content 

out there.

Simply put, 
get your 
content 

out there.

X

X

X

X

63.7%

64.5%

OF ENGAGEMENTS 
FROM FACEBOOK

MORE 
ENGAGEMENTS FOR 

PRE-RELEASE ADS
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For marketers, winning big on game day has less to do with helmets and cleats and much 
more to do with clicks and conversions. Any of these tactics can be implemented to punch 
up performance and get you to your end goals. For a deeper analysis on last year’s game, 
check out Little-Known Social Media Marketing Lessons From Super Bowl 50 That Every Marketer 
Should Know in our resource center at http://www.unified.com/research.

Sources

Butler, Shine, Stern & Partner (BSSP) Survey, February 2016
Think With Google’s “How the Big Game Played Out on the Second Screen,” Feb 2016
Localytics’ “Social Apps Show Most Engagement During Super Bowl 50,” Feb 2016
Unified’s “Little-Known Social Media Marketing Lessons From Super Bowl 50 That Every Marketer Should Know,” Feb 2016
Cropped version of DSC09673 by Arnie Papp under the Attribution 2.0 Generic (CC by 2.0) License
Cropped version of Super seats at Super Bowl 50 by Steve Jurvetson under the Attribution 2.0 Generic (CC by 2.0) License
Created by Luis Prado from The Noun Project
Created by Darrin Higgins from The Noun Project

This stat is a story of awareness versus audience 

efficiency. Comedic ads produced 132.7 more 

engagements per post than non-comedies; 

however, the audiences for brands with more 

heartfelt ads were more plugged in, generating 

almost twice the amount of engagements per 

1K users.

While sports like football are still widely 

considered a man’s world, brands shouldn’t make 

the mistake of counting out the ladies. In fact, 

82.0% of women said that they would tune in 

to watch the Super Bowl last year with similar 

estimates expected for 2017.

If you’re aiming to generate an enormous amount 

of engagements, laughter is the best possible 

medicine. If getting more reactions from each 

member of your audience is more important to 

you, try a more emotional approach.

As with any targeting segment, content is key. 

When it comes to women, however, there are 

certain themes and products that stand out more 

than others. Specifically, snacks and beverages 

(87.0%), personal care (62.0%) and beer (57.0%). 

Brands that sell these products should consider 

doubling down on targeting females, and those 

that are not may want to consider a partnership 

or sweepstakes involving any of these categories.

THE SCORE

THE SCORE

THE PLAY

THE PLAY

CONSIDER CREATING SOME 
COMIC RELIEF

WIN OVER WOMEN WITH THE 
RIGHT SUBJECT MATTER

132.7
MORE 

ENGAGEMENTS 
PER POST FOR 

COMEDIES

82.0%
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X

X

X

OF WOMEN SAID THEY 
WOULD WATCH THE 

SUPER BOWL
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Move over photo and link ads—video has been crowned 
the new king of advertising formats on social media. 
Clearly the biggest area of innovation, we’ve seen Twitter announce that 

users can now watch their favorite football games in-app, Facebook launch 

a fully immersive video experience and Pinterest introduce promoted 

video… all this year alone. Americans seem to be fully on board and hungry 

for new ways to consume content, with an estimated 215.1MM users 

racking up video views in 2016, 152.1MM of which are watching on their 

phones. If you’re one of the 65.0% marketers that think social platforms are 

the most important media for digital video campaigns, you’ll need to catch 

up on the basics quick. We’ve put together 12 fundamental things you’ll 

want to know for Facebook, Twitter, Instagram and Pinterest.

SOCIAL MEDIA 
VIDEO AD

A
5 MINUTE

4 LEADING SITES
FOR

T U T O R I A L



10

FACEBOOK VIDEO ADS

TOTAL 
NUMBER OF 
U.S. USERS

166.8MM

3 Seconds

34%

Awareness, 
Engagement, 
Conversions

43%

Yes

Yes

33%

Muted

Yes

Yes

Yes

Yes

Facebook Canvas ads fully 
immerse users in your 

content to full grab the 
attention of mobile users 

and can be combined 
with photos to tell a more 

effective story

The vast majority of U.S. users are still 
using both desktop and mobile devices 

to access social media websites

DID YOU KNOW?

DID YOU KNOW?

VIDEO VIEW 
DEFINITION

TOTAL SHARE 
OF DAILY VIDEO 

VIEWERS

CAMPAIGN GOAL 
OPTIONS

TOTAL SHARE OF U.S. 
SOCIAL VIDEO BRAND 

POSTS

OFFERS CRM 
TARGETING

OFFERS 
AUTOPLAY

PERCENTAGE OF 
AUDIENCE THAT’S 

MOBILE-ONLY

AUTOPLAY 
AUDIO 

DEFAULT

OFFERS MOBILE-
ONLY AD UNITS

OFFERS 
LIVE 

VIDEO

OFFERS ADVERTISING 
TECHNOLOGY PARTNERS

100% 
IN-VIEW 
OPTION
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TWITTER VIDEO ADS

TOTAL 
NUMBER OF 
U.S. USERS

52.2MM

3 Seconds

27%

Engagement

1%

Yes

Yes

Approx 50%

Muted

Yes

Yes

Yes

Yes

70.8% of U.S. marketers plan to use social video ads. Of 
this group, 65.8% will buy from Facebook, 27.4% from 
Instagram, 21.6% from Twitter and 9.0% from Pinterest

Consider Twitter’s Audience Platform, which gives marketers 
access to hundreds of millions of mobile users through a 

network of apps, whether or not they are on the Twitter website

DID YOU KNOW?

DID YOU KNOW?

VIDEO VIEW 
DEFINITION

TOTAL SHARE 
OF DAILY VIDEO 

VIEWERS

CAMPAIGN GOAL 
OPTIONS

TOTAL SHARE OF U.S. 
SOCIAL VIDEO BRAND 

POSTS

OFFERS CRM 
TARGETING

OFFERS 
AUTOPLAY

PERCENTAGE OF 
AUDIENCE THAT’S 

MOBILE-ONLY

AUTOPLAY 
AUDIO 

DEFAULT

OFFERS MOBILE-
ONLY AD UNITS

OFFERS 
LIVE 

VIDEO

OFFERS ADVERTISING 
TECHNOLOGY PARTNERS

100% 
IN-VIEW 
OPTION



INSTAGRAM VIDEO ADS

TOTAL 
NUMBER OF 
U.S. USERS

67.2MM

3 Seconds

35%

Awareness, 
Engagement, 
Conversions

46%

Yes

Yes

60.2%

Unmuted

Yes

Yes

Yes

Yes

Approximately 85.0% of the time, autoplay 
videos are watched without sound

Shameless plug, but Unified is a partner of 
all four sites, plus Snapchat and LinkedIn

DID YOU KNOW?

DID YOU KNOW?

VIDEO VIEW 
DEFINITION

TOTAL SHARE 
OF DAILY VIDEO 

VIEWERS

CAMPAIGN GOAL 
OPTIONS

TOTAL SHARE OF U.S. 
SOCIAL VIDEO BRAND 

POSTS

OFFERS CRM 
TARGETING

OFFERS 
AUTOPLAY

PERCENTAGE OF 
AUDIENCE THAT’S 

MOBILE-ONLY

AUTOPLAY 
AUDIO 

DEFAULT

OFFERS MOBILE-
ONLY AD UNITS

OFFERS 
LIVE 

VIDEO

OFFERS ADVERTISING 
TECHNOLOGY PARTNERS

100% 
IN-VIEW 
OPTION

12



PINTEREST VIDEO ADS

TOTAL 
NUMBER OF 
U.S. USERS

54.3MM

n/a, 
presumed 3 

Seconds

15%

Traffic, 
Engagement, 
Conversions

n/a

No

Yes

Approx 35%

Muted

Yes

No

Yes

Yes

41.0% of U.S. digital video 
viewers discover new original 
video content through social 
media sites, second only to 

word-of-mouth

55.0% of Pinterest users want to find or 
shop for products while on the platform

DID YOU KNOW?

DID YOU KNOW?

VIDEO VIEW 
DEFINITION

TOTAL SHARE 
OF DAILY VIDEO 

VIEWERS

CAMPAIGN GOAL 
OPTIONS

TOTAL SHARE OF U.S. 
SOCIAL VIDEO BRAND 

POSTS

Promoted by

OFFERS CRM 
TARGETING

OFFERS 
AUTOPLAY

PERCENTAGE OF 
AUDIENCE THAT’S 

MOBILE-ONLY

AUTOPLAY 
AUDIO 

DEFAULT

OFFERS MOBILE-
ONLY AD UNITS

OFFERS 
LIVE 

VIDEO

OFFERS ADVERTISING 
TECHNOLOGY PARTNERS

100% 
IN-VIEW 
OPTION

13



A Global Auto Brand
Uncovers An

Between Facebook 
Ad Frequency, 
Recall And 
Favorability

A mericans are exposed to more 

content and advertising than ever 

before—period. While there’s a bit of 

debate about the exact number of ads consumers 

are shown in any given day, the range, which goes 

from the high 300s to a whopping 5,000 ad or 

brand exposures, is enough to make you wonder 

how any brand can break through the 

noise at all. Marketers at a Global Auto 

Brand were interested in understanding 

just how much is too much when it comes 

to serving up their ads to Facebook 

users. Working with Unified and a leading 

research firm, The Auto Brand was able 

to conduct an extensive study to uncover 

the magic number.

In order to effectively uncover the secret recipe to 

ad frequency success, marketers had to carefully 

construct 3 separate campaign experiments. Over 

the course of a 3 week campaign flight, the Global 

Auto Brand sought to use video ads on Facebook 

to increase the purchase consideration for one of 

its flagship truck models among adults 18 years 

and older. In order to pull this off successfully, 

marketers worked with Unified’s Platform as well 

as a third-party market research firm to craft a 

strategy with the following components:

A
P

P
R

O
A

C
H A THIN LINE BETWEEN BR ANDING 

AND BOTHERSOME
ACTION-PACKED ANTICS

THREE BLIND MARKS

The videos used were designed to bring out the 

user’s inner adrenaline junkie, featuring the truck 

demolishing dirt dunes, a snowboarder catching 

air and a motocross rider digging up some serious 

dust. This creative not only spoke to the adventurer 

in most users, but the variety ensured that ad 

fatigue overall was controlled.

Once the creative was established, marketers had 

to create a methodology that carefully controlled

...the variety ensured 
that ad fatigue overall 
was controlled.

INTRIGUING
RELATIONSHIP
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1. SJ Insights’ “New Research Sheds Light on Daily Ad Exposures” (http://sjinsights.net/2014/09/29/new-research-sheds-light-on-daily-ad-exposures/) 

R
E

S
U

LT
S

C
O

N
C

L
U

S
IO

N

LOW FREQUENCY

OVER 21 DAYS

5.2 x
While low frequency did 

boost the adventurous 

brand attribute and ad 

recall, comparatively this 

was much less significant 

than the other exposure 

levels.

MID FREQUENCY

OVER 21 DAYS

16.0x
This campaign resulted 

in a brand favorability lift 

that outperformed 89% of 

similar studies within the 

Auto vertical.

HIGH FREQUENCY

OVER 21 DAYS

27.8x
As expected, this frequency 

level drove the highest lift 

in ad recall. Additionally, 

the population of users at 

this level of exposure who 

were in the market for a 

car but definitively did not 

consider purchasing The 

Auto Brand’s truck was 

reduced by 7%.

Marketers who are looking to increase purchase consideration should 

consider increasing their ad frequency level to high, where users 

would not only be most likely to remember the ad but also shift 

their buying propensity. Alternatively, brands that are interested in 

increasing awareness metrics like brand favorability may consider a 

mid-level exposure approach instead.

the experiment. This was done by first 

isolating a small control group of users who 

were randomly chosen and resembled 

the traits, behaviors and demographics 

targeted by The Auto Brand. However, 

unlike their campaign counterparts, this 

group would be purposely excluded from 

seeing the ads to create an opportunity for 

a clean comparison.

FINDING COMMON GROUND

With the control group identified and 

excluded, the next step was to determine 

the ad frequency amounts. In this case, 

frequencies ranged from low at 5 times 

throughout the entire campaign flight, to 

medium at 16 times, to an ambitiously high 

27 times. These numbers were purposely 

determined to be varied enough to glean 

a better, more accurate level of exposure.

AN “A” FOR AD RECALL

In order to determine whether there was 

any uplift in ad recall, brand favorability 

or perception attributes like adventurous, 

fun or versatile, a short survey was 

deployed to both exposed and control 

groups. These 1-2 question polls were 

made available on the right column within 

4 to 48 hours post exposure.
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