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Looma Incremental Y/Y Trend: 164.0% Looma Incremental Sustained Lift: 12.3%

MEDIAN CAMPAIGN LIFT: 

CRAFT BEER
MEDIAN CAMPAIGN LIFT: 

WINE

CRAFT BEER 
TOP PERFORMERS:

  Carolina Brewery
  Lonerider
  Wicked Weed

WINE  
TOP PERFORMERS:

  Line 39
  Josh Reserve
  1,000 Stories

+82.5% +188.0%

CONFIDENTIAL

https://vimeo.com/306715270
https://vimeo.com/281859259
https://vimeo.com/299535037
https://vimeo.com/289480903
https://vimeo.com/290696359
https://vimeo.com/281860138


28% of consumers have watched a Looma film for some 
length of time

64% of consumers say that audio is the variable that has 
most drawn them to a Looma tablet

Consumers who view  
a Looma tablet are  
54.6% more likely to 
perceive Harris Teeter 
as moderately to very 
innovative

73% of consumers are moderately to much more likely to 
watch Looma films after understanding Looma’s purpose
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