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Lee vs Levis Print Ads

Objective:

Testing two denim jean company’s print advertisements to find
ouft:

1. COMPARISON: How do the print advertisements perform
compared to one anothere

2. BRAND IDENTITY: Do respondents notice the brand logose

Methodology:
A two cell experiment, where one cell was exposed to the Lee
print advertisement and the other cell was exposed to the Levi

print advertisement. Prior to being exposed to the advertisements,

respondents were prompted with “Imagine you were flipping
through a magazine and landed on this print advertisement,
please view it as you normally would.”

Approach:

- Each advertisement was viewed by 100 participants providing
at least 30 usable sessions.

- The advertisements were in view for 10 seconds.

- We targeted urban dwellers in Africa between the ages of 18-40.

- Throughout the experiment respondent’s gaze was tracked.
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Executive Summary

The logo on the Lee advertisements was seen by 20% more
respondents, 3 times longer and in half the time than the logo
on the Levi advertisement.

Respondents viewing the Levi advertisement were highly
engaged with the key message that read *I will not sit home
collecting dust”. This is likely because it is in the center of the
advertisement and the first point of fixation for most respondents.

Since the Lee key message was in the upper right hand corner
of the advertisement it was missed by one-third of the
respondents. Of those respondents that did engage with it they
only spent 0.2 seconds viewing it. The key message on the Levi
advertisement was engaged with for 10 tfimes longer than this.

**Please note: This is an example report
and is not based on actual research or
data.
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Area of Interest
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Percent Reading
Seen Order
Key Image 100% 1.6s 0.1s 1
Key Message 100% 2s 0.4s 1

Logo 80% 1.5s 0.8s 2
Key Image 100% 1.5s 0.8s 2

Tagline 67% 0.2s 1.8s 3
Logo 67% 0.5s 1.6s 3

Background Image 100% 1.3s 2s 4
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Visual Engagement Maps - Heat Map
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Visual Engagement Maps - Opacity Map
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REQUEST A DEMO

KASI Insight is an award-winning consumer research, data analytics and advisory firm focusing on Africa.
We solve problems that present challenges for most firms doing business in Africa — lack of fresh local
market data, slow project turnarounds, and a need for contextual insight and innovative research
methods.

KASI Insight is a member of the World association for opinion and market research (ESOMAR). KASI
Insight abides by the ESOMAR CODE and ESOMAR World Research Guidelines standards.

Our address

140 Yonge Street, Suite 200
Toronto ON M5C 1Xé6 (Canadaq)
Tel: +647-293-6783

Email: info@kasiinsight.com

WINNER
BEST RESEARCH PAPER AWARD — MRSA 2016

FINALISTS
| 2017 YED PITCH COMPETITION (AFRICA 2017)
t Block D Suite 8,
ey, Suasac it " 2017 MOST PROMISING STARTUP (NACO)
' 2016 APPSAFRICA ENTERPRISE SOLUTION

Ngong Road, Nairobi (Kenya)
Tel: +254-721 295910

Learn more about KASI Insight Inc. at www .kasiinsight.com/
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