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+7,6%

VISUAL AD RECALL

Those who had been
reached by the campaign
were better able to

remember Metaxa by 7,6 %.
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24 %
PROMPTED AD RECALL

24 % of respondents
recalled seeing Metaxa ad.
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+14 %
CAMPAIGN THEMES

Those reached by the
campaign connect Metaxa
with ,experience” topics
(compared to those who
haven't seen the campaign).
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Targets Message

Selling products ;‘% savings
= Leads
1. Interest rate
2. Bonus
3. State support
4. Risk free
investment
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1. Easy to get
2. Bonus
3. State support

* - Inmarket segment - search : :

1820

Firsthome

&

remarketing

Triggers Where

| SkLik

Searching products

Ad Interaction
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