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We help measure metrics that matter more

Impressions & Clicks

Brand uplift & Action intent

Impressions



Working with premium media worldwide



• Single survey question

• Served on publisher’s site

• Cookieless & pixeless

• Any digital ad type

• Continuous measurement

Awareness

Consideration

Preference

Action Intent

Smart approach, consistent metrics, extensive benchmarks



1) Advertising during a recession

2) Brand decay

3) Short term category trends

4) Longer term effectiveness ‘truths’

5) Branding vs Activation

We delved into our benchmark database to explore five areas

12k
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120+
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Pre Post

+26% 
Total brand uplift 

Post 10.8% vs Pre 8.6%

Average total brand uplifts are 26% higher than pre-pandemic levels

Average campaign brand uplift % 



However, overall base brand awareness levels have fallen -4%
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There remains significant variation in activity across sectors…. 

The Past The Present The Future



….with evidence of longer term shifts for certain industries

+34% 7 +212% -32%12% 



Mobile uplifts +14% higher than Desktop; Video +17% vs Display

+17% +14% 
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Branding campaigns are outperforming Activation campaigns

Average campaign brand uplift % 



Here are five takeaways….





1) Lockdown campaigns → highest uplifts

2) Average base awareness has fallen

3) Structural category changes in motion

4) Branding > Activation 

5) Brand Metrics like the colour Purple

Five more takeaways



“If you add a little to 
a little and do this 
often, soon the little 
will become great”

Hesiod, ancient Greek scholar , 750 BC
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