
GOLDEN SCENT BRAND UPLIFT STUDY
MBC CAMPAIGN
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BRAND UPLIFT
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NON-EXPOSED
‘NOT EXPOSED TO CAMPAIGN’

EXPOSED 

RESULTS WILL BE COMPARED 

TO NON-EXPOSED

WE USED AN INTERNAL 

METHODOLGY TO SERVE 

THE QUESTIONNAIRE 

“SITE INTERCEPT”



A brand uplift study was launched to 

capture MBC impact on brand 

metrics IN SAUDI ARABIA

Sample Size: 
Non-exposed: 904

Exposed TV: 442

The survey was designed by Choueiri Group Data Team
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AWARENESS

NON-EXPOSED EXPOSED

+27%

36%

46%

AD RECALL

AD RECALL

NON-EXPOSED EXPOSED

Q: Which of the following stores/e-com stores have you heard of?

Base: TV

Q: Did you see/heard an ad for any of the stores/e-com stores in the last month?

Base: TV

+27%
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57%

73%

CONSIDERATION

CONSIDERATION “top 2 boxes”

NON-EXPOSEd EXPOSED

+28%

58%

79%

FUTURE INTENTION

FUTURE INTENTION “top 2 boxes”

NON-EXPOSED EXPOSED

+37%

Q: How likely are you to consider Golden Scent in the future?

5 points scale “Very Likely to Very Unlikely”

Base: TV

Q: How likely are you to purchase Golden Scent in the future?

5 points scale “Very Likely to Very Unlikely”

Base: TV
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