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In the next 20 mins,
we’'ll cover:

The recognition recession
Disrupting the human prediction machine
The branding multiplier

Multi-channel impact
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More spend x more platforms has
driven a recognition recession

+50%

more to get similar more TARPS to get
levels of recognition similar levels of

in 2024 vs. 2012 recognitionin 2024
vs. 8 years ago

30%
recognition
level in 2012

based on
250 GRPs

250 GRPs 2000 GRPs 1000 TARPS 1500 TARPS

Source: Ipsos North America Database - collected 2013-2024
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Recognition, the
gateway to brand
impact, has become
vastly more expensive
to buy. The implication
is clear - you cannot
just spend your way to
strong recognition.




The critical role of sustained attention

Eyes on dwell time and prompted recall Eyes on dwell time and choice uplift
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Source: Teads & Lumen 2023
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Disrupting the prediction machine

FITS WITH
WAY | FEEL

ABOUT THE . . .
BRAND A creative experience fuels memory coding

ORANDIS % proportion of variance explained in regression model for memory encoding
@ BELIEVABLE

PLACEIN . :
WILL TALK
ABOUT ON

PEOPLE MEDIA
WILL TALK
ABOUT IT

Creative Ideas Empathy Creative Experience

CREATIVE EXPERIENCES EMPATHY & FITTING IN CREATIVEIDEAS
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Creative experiences command attention
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Stories are a compelling means of holding attention
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BRAND
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The Branding Multiplier

Avg. number of distinctive Brand assets appearance
brand assets used for low and visual or audio:

high performing ads on brand
attention

R ’'m lovin’ it

Brand mentions / visually
shown average frequency:

N YOU'RE
HUNGRY.

Low High Low High

Source: Ipsos Creative Excellence Video Ad Meta Analysis, 2,016 USA cases
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Effective use of DBAs
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Multi-channel matters
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1 Media 3 Media b+ Media

Action intent lift across number of media with campaign attention

Source: Ipsos
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The whole is greater than the sum of its parts
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Awarded 2025 Silver Effie
* Increased Brand Affinity
* Increased Brand Engagement

* |Increased Brand Conversion
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The whole is greater than the sum of its parts

_ I
| GRAND'PRIXg

4 7 8 NG d : _ Media Grand Prix & a Gold Lion

* +3.7M New App Visits
+ +36M sales vs previous best

For the first time, the Uber Eats app .
became an entertainment destination
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For memorable attention

© Ipsos | IAB 2.5 Second Survival Guide






MEAS

The 2.5-second survival guide:

how to fix the attention gap in
Australian advertising

|ab

australia

© 2026 Ipsos. All rights reserved. Contains Ipsos' Confidential
and Proprietary information and may not be disclosed or
reproduced without the prior written consent of Ipsos.

2 "‘A%' :

g f

Ipsos/




	Slide 1
	Slide 2: In the next 20 mins, we’ll cover:  
	Slide 3: To be effective, advertising must…
	Slide 4: More spend x more platforms has driven a recognition recession
	Slide 5: The critical role of sustained attention
	Slide 6: Disrupting the prediction machine
	Slide 7: Creative experiences command attention
	Slide 8: Stories are a compelling means of holding attention
	Slide 9: The Branding Multiplier
	Slide 10: Effective use of DBAs
	Slide 11: Effective use of DBAs
	Slide 12: Multi-channel matters
	Slide 13: The whole is greater than the sum of its parts
	Slide 14: The whole is greater than the sum of its parts
	Slide 15: For memorable attention
	Slide 16: Q&A
	Slide 17

