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WHY IS CREATIVE IMPORTANT 
FOR MEDIA PLANNING?
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If your advertising goes 
unnoticed, everything 
else is academic.
Bill Bernbach

“
”
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There’s an argument that it’s getting harder to attract and retain attention

Source: Kantar global Connect touchpoint database

Humans do NOT
have shorter 
attention spans

But there IS
more marketing 
content competing 
for their attention

15,0%
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Total touchpoint impact on brands
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Creative pre-testing is the 
best way to optimise your 
media investment and 
increase marketing ROI
before spending a €

Source: Analysis of Kantar global CrossMedia database (424 campaigns)

Creative quality is the 
single biggest driver that 
explains growth on 
brand salience Reach

32%

Frequency
14%

Media 
synergy

6%

Creative 
quality 49%

Drivers of 
Brand 

Salience*

Brand Salience: brand to be prominence in consumers’ mind –
highly influenced by marketing spend and efficiency
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*Source: 2016-2020 average Greece, TV spend

**Source: Kantar Media Reactions 2022

Kantar Creative Pre-testing Volumes in Czech Republic, Italy, Netherlands, Poland & Romania vs. average in those 6 countries 
for the same time period, GroupM

Informing media planning with creative insights can improve viewers’ 
advertising receptivity

Kantar creative pre-testing 
volumes weighted by size of 
TV media spend per country*

INDEX = 100

28

Attitudes towards advertising 
in Greece vs. Global average
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HOW CAN YOU TAKE 
THE GUESSWORK OUT 
OF ADVERTISING ROI 

IN 15 MINUTES?
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Marketing moves fast.

You need a creative testing tool 
that can keep up with your needs 
without delaying processes
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It’s now possible to predict attention and overall campaign impact in just 15 
minutes
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Choosing the level of creative insights needed each time
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The tech framework at a glance

0-1s

1-2s

2-3s

𝑥𝑥

Ad decomposed into 
~1/30s pieces

Features extracted by AI 
in each time period

Collation into 
single dataset

Input into ML algorithms
trained in Link database
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Percentiles – what they mean

Results are very intuitive and can be used directly to inform media planning

A percentile gives us indication about a 
measure’s position in the database of 
ads evaluated in Greece

50th percentile
Median

31st percentile 70th percentile

Bottom 30% Middle 40%

A percentile reports the percentage (rank) 
position at which a score sits in the 
relevant normative database. For example, 
a score of 50 represents the average on a 
measure, while a score of 70 reflects the 
value above which the top 30% of all 
scores achieved fall. Percentiles allow 
quick and easy comparisons of scores 
across different questions, scales, markets, 
media and norms.

Top 30%
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LinkAI will predict the potential of your ad to attract attention, allowing you to 
plan your media spend accordingly

SURVEY RESULTS LINK AI RESULTS

TVC A

TVC B
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WHAT IMPACT WILL THIS 
HAVE ON YOUR 

CAMPAIGN?
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Source: Norm curve based on CrossMedia database

Informing your media plans with creative intelligence is paramount to 
maximise effectiveness and reduce waste

Effectiveness (Contributions by GRPs) Efficiency (Contribution per 100 GRPs)
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How can creative intelligence help media planning

Creatives with strong 
Impact need less 

frequency to land their 
messages

Creatives with lower Impact 
will need more media 
support to get their 
messages through

Impact & Short / Long 
term scores can help 
taking more informed 

decisions

Over time, building track 
records will help developing 
better forecasting of in-
market impact
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11k
ads tested with 

LinkAI https://www.thinkwithgoogle.com/fut
ure-of-marketing/creativity/creative-
best-practices-youtube-ads/

scan this QR 
code for 
Google’s 
full article
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https://www.thinkwithgoogle.com/future-of-marketing/creativity/creative-best-practices-youtube-ads/
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Ads in 4 countries

BELGIUM

FRANCE

NETHERLANDS

ITALY
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59 ads 47 brands
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Brands are somehow 
like people. Sports 
events are the moments 
for brands to cheering 
for the national team 
and empathize with 
consumers in a 
particular way and 
moment

1
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Make sure the brand is 
integrated to the 
narrative, not only 
featuring its box or a 
logo. 
Give it an active part in 
the story. 
Don’t forget to clearly 
define a CTA to your ad

2
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Be clear and compelling 
since the beginning. 
Don’t leave the best to 
the end once early 
connection is core also 
on TV, beyond 
preventing skipping 
online videos

3
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Don’t look for ROI in the 
short term only, try to 
measure and understand 
the power of supporting 
sports on brand building 
too. Make sure that 
there’s a genuine 
connection between the 
brand and its 
sponsorship modality

4
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Thank you

giovanni.frasca@kantar.com
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