TV & Mobile:
The New Dynamic Duo
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Simulmedia + Facebook
Cross-platform Insights Report



Matched Panel Demographic Attributes
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Panel Device Behaviors
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Campaign Details
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Cross-Platform Performance
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Cross-Platform Total Reach Performance

Percent of Target Reached by Cross-Channel Campaign
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How Facebook and TV Work Together

Percent of Total Reach by Channel Exposure
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Cross-Platform Conversion Rate is the Highest

Conversion Rate by Channel Exposure
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However, TV is Driving a Majority of the Converters
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Continuous Learning from the Report
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Questions
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TV & Mobile:
The New Dynamic Duo
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