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Foreword: 
The future has already arrived

The introduction of the WFA framework for 
cross-media measurement has highlighted the 
need for better audience measurement. 

In this paper, we’re introducing AudiencePro-
ject’s perspective on cross-media audience 
measurement, supporting advertisers’ quest to 
make sense of media budgets shattered across 
an increasingly fragmented media landscape.

What we present is not a loose concept that 
may or may not work. Instead, we present a 
large-scale, cross-media audience measurement 
system already in full operation that has prov-
en it’s worth over hundreds of cross-media ad 
campaigns for some of the biggest brands in the 
world. 

Henrik Lauritzen
CEO, AudienceProject
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It is high time for audience 
measurement to catch up  
with media consumption

Media consumption behaviour has evolved and 
become more fragmented than ever. Naturally, 
this also means that advertising today is frag-
mented across far more platforms than before. 
However, what has not followed suit in this 
tectonic shift of how we consume media and 
how ad dollars are spent, is the ability for brands 
to coherently measure the audiences they are 
trying to reach. 

True cross-media audience measurement has 
never been more important. Both brands and 
advertiser associations recognise this and have 
formulated the WFA framework for cross-media 
measurement outlining the advertisers’ North 
Star.

WFA highlights the need for better cross-media 
measurement to improve the ROI as well as im-
prove customer experience by avoiding exces-
sive frequency.

The advertisers’ North Star

Full lifecycle measurement Planning / Reporting / Optimisation

Continuous Tag-less, always-on data capture

Comprehensive TV & digital (but not limited to video)

Full-funnel Outputs & outcomes measurement

1

Source: World Federation of Advertisers: Establishing Principles For A New Approach To Cross-Media Measurement
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Central to the task of delivering cross-media 
audience measurement in the future will be to 
ensure the right balance and duality of com-
bining rigorous market research principles and 
practices, together with the scale and precision 
that can be achieved through advanced machine 
learning and software engineering.

Joe Lewis  
Research Lead for Project Origin

Cross-media audience  
measurement challenges  
to overcome

Providing advertisers with true cross-media 
audience measurement has been challenged by 
several factors, all coalescing to produce signifi-
cant challenges to the measurement industry:

The increasingly fragmented media landscape
With more media, platforms and devices in use, 
it has become increasingly difficult to under-
stand consumers’ behaviour. This creates a 
need for audience measurement solutions to 
accurately ‘convert’ devices into people, which 
requires new and robust methodology and tech-
nology.

The rise of walled gardens
Advertisers have increased their ad spend within 
walled gardens, while it has become increas-
ingly difficult for advertisers to get third-party 
verification of campaign performance within and 
across these platforms. This makes it necessary 
for audience measurement solutions to have 
deep integrations to walled gardens to join dis-
parate data sets at scale.

The lack of comparable  
standards for ad impacts
Different standards for ad impacts across differ-
ent media and platforms have added complexity 
to the task of measuring campaign performance 
at granular levels across media and platforms. 
This means that audience measurement solu-
tions need to have the capability to capture 
audience data on all measurable impressions 
across media and platforms and compare these 
to deliver a coherent measurement.

The lack of advanced 
statistics and technology
How we consume media across the fragmented 
media landscape places high demands on both 
methodology and technology. This means that 
audience measurement solutions must have 
advanced inferential statistics, graph technology 
and machine learning embedded in high-per-
formance software to re-state and de-duplicate 
and thus continuously measure reach and fre-
quency across multiple platforms and large data 
sets. It is a massive undertaking to build such a 
tech stack.

The number of connected devices that people  
on average have access to in select markets:

Source: AudienceProject Insights 2021: Device usage

“

US 11.12

UK 9.88

Germany 7.95

Denmark 7.46

Sweden 9.09

Norway 9.26

Finland 7.85
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AudienceProject’s cross-media  
audience measurement

Key features of AudienceProject’s cross-media audience measurement system

Full lifecycle measurement

3

AudienceProject’s audience measurement 
solution enables advertisers to plan, optimise 
and report de-duplicated reach and frequency 
across media and platforms.

Comprehensive

AudienceProject audience measurement solution 
enables advertisers to get a holistic view of their 
campaigns’ performance, by measuring their 
campaigns across browser-based media, native 
apps, walled gardens, addressable TV and even 
merge with linear TV data.

Continuous

AudienceProject’s audience measurement solu-
tion enables advertisers to do tag-less track-
ing of campaigns and continuously access the 
measurement of their campaigns, supporting 
planning, optimisation and reporting.

Full-funnel

AudienceProject’s audience measurement solu-
tion enables advertisers to go beyond measuring 
campaign reach and frequency by offering brand 
and sales lift studies to support the measure-
ment of brand and sales outcomes.

Overview of AudienceProject’s cross-media audience measurement system

Walled gardens

Facebook

Instagram

Spotify

YouTube

AudienceProject 
cross-media  
audience  

measurement  
system

Via ad tech 
integrations  
or direct  

measurement

Measurement panels

Open web

News/other websites 

Video networks

CTV/addressable TV

Digital audioCustom
integrations

Ad server
integrations
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Key building blocks of AudienceProject’s cross-media audience measurement system

Panels

• Large, profiled, consented and representative 
panels supporting us in establishing ground 
truths at scale.
• Infrastructure supporting a multi-panel future.
• Active panels in six countries (United King-
dom, Germany, Denmark, Sweden, Norway and 
Finland). More countries in the build-up phase.

Integrations

• Deep custom integrations and ad server inte-
grations to walled gardens.
• Deep integrations to the ad tech ecosystem.
• Integration with TAM data technology via 
TechEdge/Kantar or direct Joint Industrial Com-
mittee (JIC) cooperation.

Standards

• We cooperate with Broadcast JICs as well as 
the major walled gardens to ensure comparabili-
ty and consistency across media and platforms.
• We subject ourselves to the highest standards 
and are continuously audited by leading JICs 
and publishers.

Unique proprietary technology

• Advanced inferential statistics, graph technol-
ogy and machine learning built on cloud-based 
software to enable continuous processing and 
calculation of large data sets.

Privacy by design

• Privacy protections built into the very core of 
the audience measurement system. The system 
provides technical privacy guarantees for its 
participants’ data rather than just contractual 
guarantees.

Integrations to the ad tech ecosystem

Adform

FreeWheel

Google Campaign Manager

Google Display & Video 360

Xandr
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What’s next for cross-media  
audience measurement?

Regulatory and technical evolutions are bound 
to drive even more change in the media industry 
over the coming years.

Our market researchers and software engineers 
are continuously adapting and engineering our 
system to account for expected future chang-
es. We believe measurement in the upcoming 
years will continue to evolve around five primary 
components:

Next-generation browser initiatives
While Apple has provoked a requirement for sig-
nificant adaptation to cross-media measurement 
through its Intelligent Tracking Prevention (ITP) 
system, other industry initiatives gain traction. 
The three most notable at the moment:

• Google Privacy Sandbox
• IAB ReArc 
• World Wide Web Consortium (W3C) 

Which of these initiatives that will come out on 
top is still to be seen, but we follow all initiatives 
closely and adapt accordingly. Already the bet-
ter part of our measurement system is not based 
on cookies and we expect the role of cookies to 
continue to decline.

It is our assessment that the Google Priva-
cy Sandbox initiatives are built on differential 
privacy principles, which are most likely to be 
adapted in part by W3C standards. Given Goog-
le Chrome’s global market share of >65%, any 
Google lead initiative will weigh heavily on the 
entire measurement ecosystem.

Continuous expansion of direct integrations
The upcoming changes to browsers and apps 
will increase the need for direct integrations 
with more media and technology companies. 
AudienceProject is currently one of a select few 
measurement companies integrated with Google 
Ads Data Hub (YouTube) to mention an example 
of an integration we have in the ecosystem.

We expect a continued increase in 1:1 integra-
tions with different media in the future. Uti-
lisation of graph technology, connections to 
disparate sets of id-systems, and panel cali-
bration methodologies are key to the continued 
development of the measurement system.

4

Next-generation 
browser initiatives

Continuous expansion  
of direct integrations

Continuous advances in  
inferential statistics approaches

Increased  
importance of panels

Use of Machine Learning to  
handle sparse data environments
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Continuous advances in inferential statistics 
approaches
Recent years have seen a steep increase in 
interest in advanced inferential statistics ap-
proaches utilising probabilistic programming and 
Bayesian methods. This is indeed a key aspect 
of the framework that WFA envisions as the un-
derpinning work to achieve the aims formulated 
in the advertisers’ North Star paradigm. 

Behind this approach lies the simple observation 
that in a world, where consumers access the 
internet from an average of 8+ devices and the 
media landscape is deeply fragmented across 
dimensions such a technology, size, platforms, 
screens, and geographies, the classical idea of 
one (very small) unified panel is not feasible. 
The centrepiece of our system is large panels 
used for calibration and de-duplication. 

The panels are put to use when our service con-
tinuously ingests billions of lines of data, flowing 
from many disparate sources as the campaigns 
we measure are in flight across many different 
media. Inferential statistics are bound to play a 
larger and larger role in this production chain, as 
the stakeholders behind the WFA initiative have 
duly noted in their work. 

Increased importance of panels
While it may not be feasible to scale the classical 
‘TV-meter style’ panel concept to a digital world 
that is infinitely more fragmented than linear TV 
has ever been, it certainly does not imply that 
there’s no more use for panels. On the contra-
ry, without panels, from where is one going to 
find a source of truth? How’s one supposed to 
establish key metrics such as reach, frequency, 
or share of ad impacts in target group without a 
panel from which to calibrate the measurement? 

AudienceProject is most certainly going to con-
tinue to rely on large, heavily profiled, consented 
panels.

Use of Machine Learning to handle sparse data 
environments
As an industry, we face the paradox of an 
abundance of behavioural census data at our 
disposal - but at the same time, data sparsity 
has also become the new norm due to a lack of 
persistent universal identifiers, fragmentation of 
the digital ecosystem, lack of consent, and the 
rise of walled gardens. 

As third-party cookies are discontinued, the 
trend will continue, which is why AudiencePro-
ject relies on a combination of statistical meth-
odologies, direct integrations, graph technology 
as well as machine learning (ML) to help fill in 
the data gaps. Today’s norm is that we have 
a mixed set of data available. In open web 
measurement, we will sometimes have infor-
mation-dense behavioural event data, but not 
necessarily a device or user identifier associated 
with it, making it increasingly difficult to correct-
ly attribute reach or effect to specific audiences 
utilising conventional analytics. ML can help us 
fill out the gaps when we operate in the realm 
of sparse data and make sure we account for 
non-consented users.
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Benefits of cross-media  
audience measurement

AudienceProject’s cross-media audience meas-
urement system is put into use by clients in a 
variety of ways, for example to:

5

Optimise media investments 
cross-channel and reach target 
audiences in the most effective way

Understand how to build incremental 
reach across digital media, walled 
gardens and linear TV

Understand audience composition 
and frequency of ad campaign 
exposure, regardless of media, 
format and device

Improve the effectiveness of 
data-driven ad strategies
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AudienceProject has provided the insurance 
company Direct Line Group (DLG) - one of the 
UK’s biggest advertisers - with its cross-media 
audience measurement solution helping them 
optimise their media investments cross-channel. 

With the primary objective of building as much 
relevant and high-quality reach as possible with 
their brand campaigns, DLG has historically 
been a major spender on linear TV and a cau-
tious investor in digital media.

By using AudienceProject’s audience measure-
ment solution, which includes a direct integra-
tion to linear TV via a partner, DLG was able to 
measure related cross-channel media activities, 
and tie together their digital, social and broad-
cast video and TV advertising to understand the 
incremental reach that each of their media chan-
nels was driving.

More specifically, DLG managed to draw highly 
actionable conclusions into which media chan-
nels drove reach fastest, and for which demo-
graphic groups, which ones have the greatest 
engagement and attention and which ones they 
have to use differently.

Optimising media investments across digital media and linear TV

Media channels measured

YouTube

CTV/addressable TV

Linear TV

Cross-media measurement is becoming more 
important to us as a business as we try to 
understand how to best plan and implement 
our media in the coming years. Without the use 
of AudienceProject’s technology and panel, we 
wouldn’t be able to achieve the results we have 
seen so far and be in the strong position we are 
when it comes to planning media and building 
our brand.

Karl Ward 
Marketing Effectiveness Manager
Direct Line Group

“

Spotify
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AudienceProject has partnered with Kia to 
help the automotive company with actionable 
insights, supporting them to reach their target 
audience in the most effective way.

With their digital media investments spread 
across various sites, social media and walled 
gardens, Kia needed an audience measurement 
solution that could provide them with a holis-
tic view of their campaign performance in one 
place.

By using AudienceProject’s cross-media audi-
ence measurement solution, Kia is able to see 
the de-duplicated reach and frequency in their 
target audience across all their digital cam-
paigns and get a better overview of their media 
budget’s performance overall.

The insights allow Kia to optimise their active 
campaigns, validate their past campaigns, and 
make informed decisions on how to plan their 
future campaigns, in order to increase reach in 
their target audience without having to increase 
their ad spend. 

AudienceProject’s cross-media audience meas-
urement solution provides us with the insights 
we need to optimise our upper funnel digital me-
dia investments and reach our target audience 
most effectively across channels. Being able to 
increase reach in our target audience without 
having to increase our ad spend, helps us grow 
our brand and business in the most efficient 
way.

Kenneth Steel  
Head of Marketing, Kia Denmark

“

Full lifecycle campaign measurement across channels

Media channels measured

Facebook

YouTube

News/other media
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With linear TV viewing declining and streaming 
growing, the leading addressable TV company 
Finecast wanted to prove how advertisers can 
cost-effectively extend their campaign audi-
ence reach beyond linear TV by investing in 
addressable TV. To do this, Finecast needed an 
audience measurement solution that could help 
them bring together linear and digitally delivered 
audiences and document the overall reach of 
their clients’ campaigns.

By using AudienceProject’s cross-media audi-
ence measurement solution, Finecast has built 
a unique and highly robust campaign reporting 
capability for its clients, allowing them to fuse 
addressable TV audiences with related linear TV 
audiences and report accurate de-duplicated 
audience reach, frequency and composition. 

By measuring campaigns running across ad-
dressable TV and linear TV, Finecast has been 
able to prove that investments in addressable 
TV add significant incremental reach on top of 
linear TV and cost-effectively deliver audience 
reach. On one particular campaign, the meas-
urement showed the following results for the 
investment in addressable TV:

• 3.2% incremental reach for adults
• 6.2% incremental reach for 16-34-year-olds
• 22.3% more cost-effective than linear TV at
   reaching the target audience

Using AudienceProject’s cross-media audience 
measurement solution has allowed us to meas-
ure our clients’ campaigns across addressable 
and linear TV and report de-duplicated audience 
reach, frequency and composition. This has 
helped us document the benefits of investing in 
Finecast on top of linear TV, proving the value of 
our inventory and supporting our overall value 
proposition.

Richard Fuller  
Head of Engagement, Finecast

“

Measuring de-duplicated reach and  
frequency across addressable and linear TV

Media channels measured

CTV/addressable TV

Linear TV

By documenting the benefits of investing in 
addressable TV on top of linear TV, Finecast 
has been able to further prove the value of 
addressable TV. This has both helped Finecast 
strengthen its relationship with existing clients 
and engage with new ones.
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Ebiquity utilises AudienceProject’s digital meas-
urement capabilities to better aid clients in plan-
ning and executing cross-media ad campaigns. 

Following on from Ebiquity’s “TV at the Tipping 
Point” report, highlighting the increasing split of 
audiences away from traditional TV over time, 
Ebiquity wanted to look at the natural next step 
for marketers; where then, is the commercial 
reach as audiences have more choices for AV 
content beyond traditional TV?

Working with AudienceProject, a selection of 
Ebiquity’s largest ‘reach building’ clients meas-
ured their digital video activity using Audience-
Project’s cross-media audience measurement 
solution. This was then fused with the UK BARB 
data and eventually published in their “Mind the 
Gap” report. 

Examples of Ebiquity’s findings powered by Au-
dienceProject’s cross-media audience measure-
ment are shown below. 

Working with AudienceProject and their UK 
panel gave us a unique opportunity to surface 
reliable digital reach, frequency and profile 
data by platform and at scale and thus make a 
groundbreaking analysis of cross-media cam-
paign performance. The findings represent a 
significant milestone in the continuing quest to 
answer advertisers’ biggest cross-media invest-
ment questions.

Martin Radford  
Director, Ebiquity

“

Understanding reach at scale

Media channels measured

Facebook

YouTube

Linear TV

Reach curves - Ads 16-24 Reach curves - Ads 55-64
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About AudienceProject
AudienceProject is a technology-based market 
research company founded in Denmark and 
operational worldwide that helps publishers, 
agencies and advertisers identify, build, reach 
and measure audiences.

Website
www.audienceproject.com

Contact
hello@audienceproject.com




