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*The following analysis is based on 516 campaigns globally from 2018-2021. Best practice principle 
numbers are referenced throughout in slide headlines 1



Salience can be achieved no matter your 
campaign investment 

Base: Low (110 project, n=33792), Medium (117 projects, n=37050), High (97 projects, n=39674)
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Low 
(Under 5m)

Medium 
(5M – 10M)

High
(Over 10M)

4.8%
2.2% 3.2%

5.4%
3.0% 2.1%

Total spontaneous
brand awareness

Spontaneous awareness: 
1st mentions

Ad recall

Based on total database 2018 to 2021

6.5%
3.7% 3.9%



Display is more impactful in terms of awareness, 
video stronger at the bottom funnel (1,9)

Base: ODR Digital database: Total Display (140 projects), Total Video (140 projects). 
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6.1%
3.2%

0.6% 1.5% 1.0%

5.2%
2.9%

4.9%
2.5% 1.5%

Display

Video

Total spontaneous brand 
awareness

Spontaneous awareness: 1st 
mentions

Ad recall Brand consideration 
(Top 3)

Purchase intent 
(Top 2)

Based on total database 2018 to 2021

Significantly higher/lower. Tested at 95% confidence interval



Salience is key – the top performing awareness 
campaigns deliver on purchase intent
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Base: Top (16 projects, n=5350), Middle (172 projects, n=66157), Bottom (78 projects, n=25680)

Based on total database 2020 to 2021

-0.20%

1.10%

4.20%

Purchase intent  
(Top 2)

Bottom performing
(Delta score of 0 or worst)

Middle 
(Delta of +1% to +14%) 

Top performing
(Delta of +15% or more)

Effectiveness in driving brand awareness

Significantly higher/lower. Tested at 95% confidence interval
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-2.20%

0.70%

6.30%

Purchase intent  
(Top 2)

Bottom performing
(Delta score of 0 or worst)

Middle 
(Delta of -4% to +9%) 

Top performing
(Delta of +10% or more)

Effectiveness in driving brand consideration

The top performing consideration driving campaigns 
not only increase consideration, they also drive 
purchase intent

Base: Top (24 projects, n=6784), Middle (212 projects, n=80917), Bottom (32 projects, n=9986)

Significantly higher/lower. Tested at 95% confidence interval

Based on total database 2020 to 2021



Creative impact is key, with strong noticeability 
delivering greater awareness (2)
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5.1%
2.4%

-0.1%

Total spontaneous
brand awareness

Spontaneous awareness: 
1st mentions

Ad recall

Strong noticeability 
Just another ad (≤21%)

Weak noticeability 
Just another ad (>21%)

5.9%
3.7% 4.9%

Base: ODR Digital Database Just another ad <21% (152 projects), Just another ad >21% (131 projects)

Significantly higher/lower. Tested at 95% confidence interval

Based on total database 2018 to 2021
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Including multiple branding 
cues heightens 
awareness (3)

In practice, this could mean prioritising 
branding cues that are naturally yours/you 
have spent the most time establishing. 

Including colours, imagery and settings.

360 degree branding cues –
including colours, imagery and 
settings deliver on awareness1.
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Logo presence on every 
frame is crucial for 
delivering awareness and 
consideration (5)

This way, whether you see an ad 
for half a second or 30 seconds, 
you know who it is for2.
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Use of clear copy style is a 
simple but effective 
strategy (4)

Clear copy style (bold, caps)3.



Clear and concise messages perform particularly 
well in terms of awareness and consideration (4)
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5.1%
2.5% 1.2% 0.9% 0.7%

Strong top message 
take-out (>49%)

Weak top message 
take-out (<49%)

Total spontaneous 
brand awareness

Spontaneous 
awareness: 

1st mentions

Ad recall Brand consideration 
(Top 3)

Purchase intent 
(Top 2)

6.2%
3.7% 4.6%

2.0% 1.5%

Base: ODR Digital Database Strong top message take-out >49% (162 projects), Weak top message take-out ≤49% (219 projects)

Significantly higher/lower. Tested at 95% confidence interval

Based on total database 2018 to 2021



Tailoring creative to distinct 
consumer groups drives stronger 
consideration and purchase intent (6)
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What?

• In burst 1, Brand X used standard creatives 
across a number of different family 
audiences.

• No brand metrics saw positive movements.

How?

• Recommendation: In order to maximise the 
creative effectiveness, tailor the creatives 
for different family audiences.

Outcome

• ‘Relevant’ creatives had a stronger impact 
on consideration and purchase intent.

• They also enhanced core brand 
perceptions.

Significantly higher/lower. Tested at 95% confidence interval

-5%

-7%

-2% -2% -2%

5%

9%

6%

8%
7%

Generic Relevant

Brand 
consideration

Purchase 
intent

Perceptions: 
quality

Perceptions: 
value

Perceptions: 
range
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Sequential targeting allows for 
reinforcement of memory structures 
and improves consideration (7)
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Significantly higher/lower. Tested at 95% confidence interval

1%

-4%
-2% -3%

16%

8%

Just Pre-Roll Just Native Both Pre-Roll and Native

Brand consideration Purchase intent

What?

• Campaign for Brand Y had 2 creative 
formats – pre-roll and native.

How?

• Using sequential targeting, consumers who 
had been exposed to the pre-roll element of 
the campaign, were then retargeted with the 
native creative format. 

Outcome

• Exposed to both creative formats 
significantly increased consideration and 
purchase intent – beyond that of seeing 
just one format in isolation. 



Using first-party data sources ensures 
campaigns reach a more relevant and 
engaged audience (8)
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What?

• Brand Z were relaunching a specific product 
feature that was available only to certain 
customers. 

Outcome

• Consideration for the brand increased 
significantly, as did intent to use the 
product/service that was being offered.

• Key brand perceptions were also enhanced.

82%
70%

79%
68%

81%
92%

77%
85%

72%

88%

Control Exposed

Brand 
consideration

Purchase
intent

Perceptions: 
quality

Perceptions: 
value

Perceptions: 
range

How? 

• Using first-party data sources, the relevant 
consumers were fed into, and targeted via a 
first-party DMP.

Significantly higher/lower. Tested at 95% confidence interval



Creatively engaging your audience is 
key – provoking positive sentiment 
improves consideration (10)
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51%

67%

25% 25%
29%

62%

75%

31% 31%
36%

Control Exposed

Brand 
consideration

Purchase
intent

Perceptions: 
favourability

Perceptions: 
good value

Perceptions: 
provides 

good 
coverage

Significantly higher/lower. Tested at 95% confidence interval

What?

• Brand A were launching a product that was 
only available within certain areas. 

Outcome

• Brand A saw significant uplifts in 
consideration.

• Strong uplift in favourability perceptions.

How? 

• Using third-party data sources, Brand A and 
its agency were able to target specific 
postcode areas. 



Creatively engaging your audience is key 
– provoking positive sentiment improves 
consideration (10)
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Significantly higher/lower. Tested at 95% confidence interval

6.5%
4.1% 5.7%

2.6% 2.4%

4.8%
2.1%

0.4% 0.5% 0.0%

Total spontaneous 
brand awareness

Spontaneous 
awareness: 1st mentions

Ad recall Brand consideration 
(Top 3)

Purchase intent 
(Top 2)

Strong positive 
response (>61%)

Low positive 
response (≤61%)

Base: ODR Digital Database Positive Response >61% (165 projects), Positive Response < 61% (214 projects) 

Based on total database 2018 to 2021



Methodology –
analysis notes
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• This analysis was conducted using data sourced from ODR’s 
Advertising Norms Databases at a meta level, i.e. all campaigns 
measured between 2018 to 2021. Data was analysed quantitatively 
and qualitatively using three types of analysis: meta analysis, 
qualitative campaign-based analysis and de-branded case study 
analysis. Where relevant, and the data was quantitative, confidence 
intervals have been used to test data at the 95% level. For sections 
of the research with a creative and qualitative focus, analysis was 
based on the most successful campaigns in terms of awareness or 
consideration.

• To establish the impact of a campaign on any given brand, ODR 
analysed the difference between the results of the control sample 
(who have not been exposed to the campaign) and the campaign 
audience – the exposed sample. We call this difference the Delta 
Difference.

• In the example opposite, we can see that the campaign has driven 
an uplift in brand consideration of +15% points.

• The de-branded case studies provided are based on individual 
brand activity..

Delta Difference [1] +15%

(1)The difference between the exposed 
and control group on each core metric

35%

50%

Delta Difference example: 
Brand consideration

Control -
Consumers who 
didn’t see the ad

Exposed -
Consumers who 

saw the ad



Methodology –
core metrics
Spontaneous Brand Awareness 
Asked as open capture: Thinking about category, which brands come to mind?  Please type all you can 
think of in the boxes below and where possible please add one brand per box.
Shown as: Total Spontaneous Brand Awareness = All spontaneous mentions of brand 
Spontaneous Brand Awareness 1st Mentions = All the times the brand was mentioned first when listing 
brands aware of

Ad Recall
Asked using a prompted code list of brands (no stills or images). In the last week, when using the internet 
have you seen any digital advertising (i.e. videos, banners, pop ups on mobile websites/apps) from the 
following brands? If so, which ones?
Shown as: % of consumers that chose the brand.

Brand Consideration
Asked as scaled question: Thinking about the brands below, which of these statements describes how you 
feel about them….
Shown as: % of consumers who choose the following scale points: Only one I'd consider or Consider above 
most others or Consider along with others
Often referred to as repertoire consideration set or Top three consideration.

Purchase Intention
Asked as scaled question: If you had to buy category tomorrow, how likely are you to purchase….
Shown as: % of consumers who choose the following scale points: Extremely Likely or Probably Likely.17
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