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Kantar - The world’s leading experts in helping clients navigate media 
decisions to grow great brands
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Australian Cross Media 
campaign effectiveness 
studies

As part of this study 
we analysed…
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global Digital Brand 
Lift studies

global Cross Media 
campaign effectiveness 

studies

global Marketers as part of 
our annual Getting Media 

Right industry survey
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Long term
sales

Strong brands are built 
by being Salient and 
Meaningfully Different
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Long term
sales

Strong brands are built 
by being Salient and 
Meaningfully Different

In this report these are 
reflected as the 
aggregate metrics of 
Awareness, Brand 
Associations and 
Motivation



Digital advertising drives brand metrics!!!!

2.3
%

2.2
%

4.7
%

0.9
%

2.3
%

1.2
%

1.5
%

1.1
%

1.5
%

1.6
%

1.7
%

0.9
%

1.8
%

1.5
%

1.2
%

0.8
%

1.3
%

1.7
%

1.9
%

0.8
%

2.7
%

1.4
%

1.2
%

0.7
%

TV Online Video Cinema Radio Print Online Display Social Outdoor

A W A R E N E S S A S S O C I A T I O N S M O T I V A T I O N

AVERAGE CAMPAIGN IMPACT PER PERSON REACHED

50



All digital formats can help build brands….. Yes even digital display!!!!
But tailoring to the format is critical
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Digital channels retain their brand impact as effectively as other media
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8 weeks after flighting, Digital 
media retains over 20% of 

original brand impact
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Digital works well with other channels – both digital and ‘traditional’
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Digital works well with other channels – both digital and ‘traditional’
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Digital advertising drives brand metrics!!!!
And is highly cost efficient across all stages of the brand journey
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Digital works across categories
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CAMPAIGNS

Average  % Bran d  Met r i c  Up l i f t  acro ss  Categ or ies  f ro m D ig i ta l  Camp aigns



And we have been getting better at delivering this impact over time (both from 
a formats available POV as well as an advertiser creative POV 
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Digital Display remains 
highly cost efficient 

despite share of 
impact decline



Manage your frequencies – over exposure impacts cost efficiency and can be negative for brands

Top 33% of campaigns are 3.5x more effective than the bottom 33%! 
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For joining the Top 20%, Best Practice is more impactful than simply big investment

Don’t just think short term – Digital channels are highly cost efficient for driving brand metrics

Work with other media – 35-45% of digital impact comes from working effectively with other media

Optimise your creative assets to the channel/platform where they will appear

Test and learn with new and emerging formats/platforms – in the early stages of development, they can 
out perform other channels
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