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Study Approach & Methodology
Accretive Media utilized a mobile survey-based approach to determine the impact the 
ReachTV campaign had on consumer awareness, consideration, and recommendability of 
Carnival Cruise Line and their products in the airport

The survey was in field from Jan 1st and Mar 30th followed a validated test and control 
methodology. Upon final recruitment, both the test and control cells consisted of 200 
consumers each. All aggregate results have a 95% confidence level.*

The following results are broken up into distinct sections:
● Ad Recall & Attitude
● Brand Awareness
● Recommendability and Intent
● Summary & Key Findings



Unaided Brand Recall



Unaided Brand Recall Stat Sig



Attitude Toward Carnival Cruise Line Ad



Attitude Toward Carnival Cruise Line Ad Stat Sig



Carnival Cruise Line Ad Understanding



Carnival Cruise Line Sentiment



Carnival Cruise Line Recommendation



Carnival Cruise Line Recommendation Stat Sig



Carnival Cruise Line Purchase



Carnival Cruise Line Purchase Stat Sig



Custom Questions



Custom Questions



Ethnic & Relationship Status



Education & Employment



Summary & Key Findings
▪ Campaign showed awareness lifts of 2% unaided; with Carnival Cruise Lines being 3rd of the cruise of 

brands most familiar with

▪ Approximately 77% of the respondents felt the ad positively impacted their association with Carnival Cruise 
Lines

▪ Roughly 56% of respondents left with a very positive impression of the Carnival Cruise brand

▪ The message of ‘choose fun together’, and ‘family’ rang true in the messaging across videos

▪ Favorability lift is 10% higher among those exposed to the ad

▪ More than 51% of the consumers exposed to the ad were likely to recommend Carnival Cruise Lines Cruises 
to family or friend (proxy for purchase); 6% lift versus control 

▪ Consideration lift was 6% among exposed audience

▪ Over 51% exposed found Carnival Cruise Lines is the brand for them

▪ Overall, airport was a highly positive environment for Carnival Cruise Line brand



Appendix



Description of Survey Data & Statistical Significance
SURVEY DATA

● There are 79 columns of data  in the survey

● 51 of the columns are the responses to survey questions

● 11 of the columns are data associated with socio-economic-demographic information about the survey respondents

● There are 17 different questions in the survey

● There are 400 records of data in the survey data

○ 200 Test survey respondents

○ 200 Control survey respondents

● There appears to be a slight skewness across the survey respondents' socio-economic-demographic information 

impacts the measurements - weights are applied to measurements

STATISTICAL SIGNIFICANCE

● Statistical significance tests were performed for the following questions:

○ OOHABA (unaided recall), OOHAAA (unaided recall), OOHABO (sentiment), OOHNPS (recommendation), 

OOHPUR (purchase)
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