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1. Executive summary 
The objective of any marketer is to develop and implement a marketing strategy that meets or 

exceeds its objectives in terms of specific effectiveness metrics that are generally centred around 

either sales or awareness, or a combination of the two. 

Proof of effectiveness can then be used to secure further budget for subsequent campaigns. 

However, in an era of multichannel campaigns with complex layered strategies, breaking down 

overall campaign success or failure into its component parts can be a challenge. 

Figure 1 shows that almost 100% of both brand and agency marketers understand the importance 

of campaign-level measurement of advertising effectiveness; 25% of brands rate it as ‘extremely 

important’ to their business. And when it comes to how good they are at this measurement, nearly 

three-quarters (71%) claim to be effective (see Figure 10 in the Appendix). 

Figure 1: Thinking about your typical advertising campaign, how important is it 
to measure how effective the campaign has been? 

 

Company respondents: 1,050 

Agency respondents: 940 

With channel diversification and media mixes becoming more complex, the number of metrics 

that can be tracked in an advertising campaign has increased dramatically. As such, tracking 

everything is a difficult and arguably pointless task, and marketers need to align the metrics they 

are tracking with the objectives of the strategy or campaign. The IAB argues that a good advertiser 

is one that builds up benchmarks within their own organisation and selects metrics against the 

objectives of a given campaign: there is no ‘one size fits all’. 

With only 3% of brands and 4% of agencies not measuring the success of their advertising 

campaigns, the need for measurement is evidently acknowledged by marketers, and the objectives 

and metrics they are using to validate their advertising alongside these metrics are discussed later 

in the report. 



 

 

What Advertising Effectiveness Means to Modern Marketers in a Digital World   Page 5 

All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopy, recording or any information storage 

and retrieval system, without prior permission in writing from the publisher. Copyright © Econsultancy.com Ltd 2017 

The key findings from the research are summarised below. 

 Marketers are aware of the importance of validating their advertising, both at a campaign 

level and in the context of their broader marketing objectives. Three in five (60%) brands 

consider measuring effectiveness to be ‘very’ or ‘extremely’ important, and 64% see 

advertising effectiveness as ‘very’ or ‘extremely’ important to broader marketing objectives. 

However, only 25% of brands are ‘very’ or ‘extremely’ confident that their advertising is 

reaching the right audience, despite 97% carrying out some form of measurement. 

 Objectives for advertising are most likely to be increased sales (63%) and new customer 

acquisition (61%) for brands, with brand awareness a third priority, at 39%. 

 More than three-quarters (77%) of company respondents agree that the success of advertising 

should drive the level of budget allocated to it. The ease of digital measurement, alongside this 

attitude, is reflected in the results; brands allocate 25% of their budget, on average, to digital, 

compared to 13% to TV, which tends to be a more difficult channel to measure. 

 While 80% of brands rate their digital advertising as effective, 41% agree to some extent that 

there are too many digital advertising formats. 

 There is a trend towards spend on advertising being correlated with effectiveness. Those 

spending £100m+ on advertising are more likely to rate themselves as ‘extremely effective’ at 

digital advertising (13%) than those spending less than £500k (2%). This is likely a function of 

the level of resource the brands have; lack of resource is seen as the most significant barrier to 

advertising validation (61%), but for those who claimed to be ‘very’ or ‘extremely’ effective at 

measurement, the barriers were more likely to be organisational, with siloed departments, 

conflicting viewpoints and lack of stakeholder buy-in all ranking highly. 

 Those who are effective at advertising measurement are more likely to be using key 

measurement tools. Over two-thirds (69%) of marketers who are ‘extremely effective’ at 

digital advertising use customer surveys, and 74% measure brand awareness, compared to 

21% of those who are ineffective at measuring each of those.
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1.1. Methodology 
This report is based on a global online survey of 2,715 marketers carried out by Research Now in 

May 2017. Research Now and Econsultancy worked closely together on designing the survey and 

extracting the key themes, with Research Now providing valuable input at all stages of the 

research process. 

The sample consists of client-side / in-house marketers or brand advertisers (49%) and supply-

side respondents, such as agencies (26%), independent marketing consultants (16%) and 

technology vendors (9%). The survey respondents were selected from Research Now’s proprietary 

panel. 

This report focuses on 1,990 respondents from the following English-speaking markets: UK, US, 

Canada, Australia and New Zealand. The same survey was conducted in France, Germany, Italy 

and Spain, and some of the data for those countries is referred to in this report. 

1.1. About Econsultancy 
Econsultancy’s mission is to help its customers achieve excellence in digital business, marketing 

and ecommerce through research, training and events. 

Founded in 1999, Econsultancy has offices in New York, London and Singapore. 

Econsultancy is used by over 600,000 professionals every month. Subscribers get access to 

research, market data, best practice guides, case studies and elearning – all focused on helping 

individuals and enterprises get better at digital. 

The subscription is supported by digital transformation services including digital capability 

programmes, training courses, skills assessments and audits. We train and develop thousands of 

professionals each year as well as running events and networking that bring the Econsultancy 

community together around the world. 

Subscribe to Econsultancy today to accelerate your journey to digital excellence. 

Call us to find out more: 

 New York: +1 212 971 0630 

 London: +44 207 269 1450 

 Singapore: +65 6653 1911 

http://econsultancy.com/subscribe


 

 

What Advertising Effectiveness Means to Modern Marketers in a Digital World   Page 7 

All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopy, recording or any information storage 

and retrieval system, without prior permission in writing from the publisher. Copyright © Econsultancy.com Ltd 2017 

2. Foreword by Research Now 
Investment in advertising is at an all-time high, according to a recent AA/WARC report1. As the 

advertising mix is growing and it becomes even more integral to marketing strategies, it has never 

been more important to validate that spend and demonstrate ROI. 

Measurement, especially in a digitally and socially driven age, presents enormous challenges 

regarding determining advertising strategy and where to invest marketing dollars, validating 

audiences and understanding the impact of digital ad campaigns to ensure your marketing 

investment is getting you the results you need to succeed. The challenge is amplified thanks to 

cross-device – as well as cross-channel – exposures. 

To measure the value of advertising, you need access to true single-source measurement solutions 

at scale that can provide data at the individual level, not just the household level. We understand 

this need for advertising to be effective at the human level because first-party data is at the heart 

of everything we do. 

As we work with advertisers using our first-party data-driven ad measurement solutions, we see 

first-hand the need to trust the data to achieve desired outcomes, while giving consumers relevant 

information in the right way, at the right time. 

In this report we explore how marketers today are tackling the challenge of measuring the 

effectiveness of their advertising and the limitations they face. The results demonstrate the 

importance of investing in ad measurement, through various tactics. Measurement not only 

establishes ROI but also informs future campaigns enabling Marketers to make better decisions 

and get better results. 

2.1. About Research Now 
As the established expert in digital market research data, Research Now optimises market 

research through its data assets, innovative solutions, and consultative services to drive better 

business decisions and results for companies and agencies around the world. 

Founded in 1999, we were a pioneer in originating online data sampling and created the first B2B 

panel, and continue to provide robust research data through rigorous first-party consumer and 

B2B data collection for more than 3,000 clients worldwide. As a trusted provider of 

comprehensive research services and data solutions – such as survey programming and 

optimising sampling, and feature-rich automated research, integrated data, and advertising 

measurement – we enable powerful insights for competitive advantage. 

Visit www.researchnow.com for more information. 

 
1 https://www.warc.com/SubscriberContent/Article/Global_Ad_Trends/109935 

http://www.researchnow.com/
https://www.warc.com/SubscriberContent/Article/Global_Ad_Trends/109935
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3. Advertising spend is correlated with 

effectiveness 
According to the latest AA/WARC ad spend report2, global ad expenditure reached US$500bn in 

2015, and grew by an estimated 5.2% in 2016. With increasing budgets comes a greater need for 

accountability; for marketers to validate that their advertising is having a positive impact on a 

specific set of metrics, and their media spend is optimised. 

For the majority of respondents to this survey, advertising budgets are equal to or exceed previous 

years’ spend, and these budgets are expected to be maintained or increased over the coming year. 

Among the English-speaking territories included in this study, the majority of client-side 

marketers say their organisations spend less than £500k on advertising each year. 

Figure 2: How much does your organisation (or your typical client) spend on 

advertising each year? 

 

Company respondents: 1,050 

Agency respondents: 940 

North America emerges as the biggest spender among English-speaking countries, with 6% of 

marketers allocating over £100m to advertising each year (compared to 1% in the UK, Australia 

and New Zealand, and 3% in Canada). 

Brands in Spain are less likely to be reducing ad spend than those based in English-speaking 

countries. One in ten Spanish marketers say they are planning to spend less on advertising over 

the next 12 months compared to this year (versus an average of 14% in English-speaking 

countries). They are also twice as likely as their North American counterparts to spend over 

£100m on advertising annually (12% vs. 6%). This compares to only 1% in Germany, 6% in Italy 

and 9% in France. 

 
2 https://www.warc.com/SubscriberContent/Article/Global_Ad_Trends/109935  

https://www.warc.com/SubscriberContent/Article/Global_Ad_Trends/109935
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German brands are least likely to increase their advertising spend over the next 12 months, with 

less than a quarter (24%) planning to do so. This compares to an average of 29% in English-

speaking countries, 39% in Italy and 45% in Spain. 

Does a low advertising spend preclude advertising effectiveness? If award-winning advertising 

campaigns in effectiveness categories are analysed, the results would suggest that the opposite is 

true. Low-budget campaigns have a tendency towards use of digital media such as social 

platforms that can be much cheaper to use than TV, for example, and digital-led campaigns have 

seen great success in effectiveness awards in recent years, despite continuing research into the 

importance of TV for long-term effectiveness. 

When spend on advertising was cross-tabulated against digital advertising effectiveness, the 

findings revealed that those spending £100m+ on advertising were more likely to rate themselves 

as ‘extremely effective’ at digital advertising (13%) than those spending less than £500k (2%). 

Although there was a slight trend across all ratings of effectiveness towards a lower spend 

correlating with a higher likelihood of ineffective measurement, the majority put themselves in 

the middle ground of ‘effective’ regardless of spend. 
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4. Advertisers still utilise a broad media 

mix 
Achieving an optimum media mix is a key challenge for marketers; a challenge which increases 

with every new media type and technology to enter the mix. The proliferation of sub-media within 

the ‘digital’ umbrella has exacerbated this challenge, and marketers are now tasked with not only 

proving the effectiveness of their spend across media but also on tools within that media too. 

We asked marketers to split their budget across the headline media channels for a typical 

campaign. The average split placed a quarter of budget with digital (25%), just over a fifth with 

print (21%) and 13% with TV (Table 1). In contrast, agencies said that their typical clients spend 

16% of their budgets on TV, and 19% on print. 

Given the dominance of small advertising budgets in the responding panel (Figure 2), the swing 

towards digital shown below is unsurprising as digital campaigns can be run on much lower 

budgets than, for example, TV-led campaigns. 

Table 1: Thinking about your (or your clients’) advertising budget, how would you 

(or they) typically split this across different channels? 

Channel 
Average proportion of advertising budget 

Company respondents Agency respondents 

Digital advertising 25% 26% 

Print 21% 19% 

Out-of-home 15% 14% 

Direct mail 15% 14% 

TV 13% 16% 

Other offline 11% 11% 

 Company respondents: 886 

Agency respondents: 831 

Over the past couple of years, digital has emerged as an effective channel to reach the increasingly 

technology-literate consumer, particularly when targeting millennials. The latest eMarketer 

predictions of time spent with media show that, in the US in 2017, adults will spend almost six 

hours per day using digital media, including mobiles, desktop/laptops and other connected 

devices.3 Multi-screening behaviour provides numerous opportunities for serving ads, and 

improved tracking of digital ads have combined to focus marketers’ attention on the channel. 

Has this increased net and proportional spend on digital meant increasingly effective advertising 

though? Certainly there are examples of campaigns that have used digital to great effect, going 

‘viral’, and bringing high returns for brands. However, studies are increasingly showing that 

success comes with the right mix of channels, and that efforts should be focused on validating the 

 
3 https://www.emarketer.com/Report/US-Time-Spent-with-Media-eMarketers-Updated-Estimates-
Forecast-20142019/2002021  

https://www.emarketer.com/Report/US-Time-Spent-with-Media-eMarketers-Updated-Estimates-Forecast-20142019/2002021
https://www.emarketer.com/Report/US-Time-Spent-with-Media-eMarketers-Updated-Estimates-Forecast-20142019/2002021
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effectiveness of each channel in relation to campaign objectives and optimising the mix from 

there. 

In an interview with Marketing Week4, Kevin Standen, Head of Digital Marketing at Vauxhall, 

emphasised the importance of agreeing what success looks like prior to executing campaigns: 

“Given the possibilities in terms of journey sources, platforms, timeframes, channels and devices 

– to set KPIs to measure effectiveness that fit all of these is extremely difficult.” In response to 

this, Vauxhall segregates its activity into the relevant role it is playing in the customer journey – 

each one with its own clearly defined KPIs based on what the activity is supposed to achieve. 

This research shows that the most commonly prioritised objectives for advertising are increased 

sales (63%), new customer acquisition (61%) and brand awareness (39%), as seen in Figure 3. 

When asked what metrics they currently use to measure success (see Figure 13 in the Appendix), 

increased sales was the top metric (66%), traffic was second (62%), followed by social media 

engagement and increased brand awareness (45% each). 

Figure 3: Thinking about your advertising campaigns, which of the following are 

the most important objectives for your advertising? 

 

Company respondents: 1,050 

Agency respondents: 940 

When comparing the data above with that of non-English-speaking countries, increased sales is 

shown to be the most important objective regardless of country, with a high of 66% in Australia 

and New Zealand, and a low of 45% in France and Italy. Customer retention ranks highly in 

 
4 https://www.marketingweek.com/2016/06/17/how-to-measure-the-success-of-digital-marketing-
across-devices-and-platforms/  

https://www.marketingweek.com/2016/06/17/how-to-measure-the-success-of-digital-marketing-across-devices-and-platforms/
https://www.marketingweek.com/2016/06/17/how-to-measure-the-success-of-digital-marketing-across-devices-and-platforms/
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Germany (43%) and Italy (41%), compared to an average of only 33% across English-speaking 

countries. 

Campaign objectives help define the media mix, and the balance of media channels has been 

proven to be a key success factor when it comes to effectiveness. An IPA report by Peter Field, 

‘Selling Creativity Short’5, showed that campaigns using TV alone are more effective than those 

using just digital (particularly social) in terms of large-scale, long-term business effects. Given 

that TV accounts for more than half of time spent with media in the US, the reach of TV outweighs 

that of social, making this conclusion unsurprising. 

However, the IPA and other research bodies have also found that multichannel campaigns are 

more effective than single media campaigns, and that social media can work as a strong partner 

with TV to improve effectiveness of a campaign. 

When asked about spend specifically on digital advertising, social media receives on average 25% 

of budgets, followed by display (19%) and paid search (18%). Over 40% of respondents agree to 

some extent that there are too many digital advertising formats but a far higher proportion (83%) 

agree that digital advertising is an essential part of the wider marketing strategy. 

Table 2: Thinking about your (or your clients’) spend on digital advertising in 

particular, how would you (or they) typically split this across different types of 

digital advertising? 

Channel 
Average proportion of advertising budget 

Company respondents Agency respondents 

Social 25% 24% 

Display 19% 17% 

Paid search 18% 16% 

Retargeting ads 14% 14% 

Mobile ads 12% 14% 

Video ads 12% 15% 

 Company respondents: 789 

Agency respondents: 716 

Though the potential viral effect, lower cost and measurability of digital have meant it has become 

an appealing media choice for marketers, measurement studies have shown that campaigns that 

achieve long-term effects are more focused on TV and video. The IPA have shown that adding TV 

to a campaign’s media mix increases its effectiveness by 40%, and the addition of digital channels 

like Facebook and YouTube (both good video platforms) significantly enhances TV-led campaign 

success. 

A recent report from WARC6 analysed global campaigns that won effectiveness awards during 

2016, and found that the proportion leading with social media dropped quite significantly from 

2015 to 2016, while those leading with TV increased. The report contains an analysis of the 

 
5 http://www.ipa.co.uk/sellingcreativityshort  
6 
https://www.warc.com/SubscriberContent/Article/WARC_100_Lessons_from_the_worldamp;39;s_best
_marketing_campaigns_2017/110920  

http://www.ipa.co.uk/sellingcreativityshort
https://www.warc.com/SubscriberContent/Article/WARC_100_Lessons_from_the_worldamp;39;s_best_marketing_campaigns_2017/110920
https://www.warc.com/SubscriberContent/Article/WARC_100_Lessons_from_the_worldamp;39;s_best_marketing_campaigns_2017/110920
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metrics tracked by these highly effective campaigns, with sales by far the most reported metric 

(60% of campaigns), followed by profit, market penetration and revenue. In terms of soft metrics, 

social buzz was the most commonly tracked (by 78% of campaigns). Awareness and brand 

health/equity measures were tracked by 51% and 44% respectively. 

It is these latter soft metrics, the brand building elements, that digital media channels are most 

instrumental in effecting change in. Campaign reach is highest using TV, but this reach can be 

amplified many times over with the addition of online media, and participation and engagement 

increase. Studies have shown that brand recollection is highest when consumers have actively 

participated or engaged with a campaign; these are far more easily generated via digital than 

through other traditional media types. 
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5. Audiences are reached but the right mix 

remains elusive for many 
Figure 4 shows that confidence in the effective reach of advertising, though moderate, could be 

higher. Additionally, only 38% are confident that they are using the right mix of channels (see 

Figure 12 in the Appendix). 

Figure 4: How confident are you that your advertising is reaching the right 

audience? 

 

Company respondents: 1,050 

Agency respondents: 940 

The most sophisticated method of statistically validating the media mix is through attribution 

modelling. Tasked with unpicking the effects of different media and attributing the sale or other 

metric to a specific media or channel, these models have grown considerably in complexity in 

recent years. 

However, this can require large quantities of good quality, clean data to make the models function 

correctly, and often brands lack the in-house skill so need the external expertise of agencies to 

make the use of attribution worthwhile. As a result, its use is far from mainstream, which is 

reflected in the survey results, with only 15% of brands using it to establish effectiveness (Figure 5 

overleaf), and rising to 50% of those who rate themselves as ‘extremely effective’ at measurement.
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Figure 5: Which of the following best describe the ways in which you establish 

how effective your advertising is? 

 

Company respondents: 1,050 

Agency respondents: 940 

Much easier to measure are the component metrics that would combine into an attribution 

model, for example impressions, click-through rates and conversions. Unsurprisingly, these are 

being measured by a much higher proportion of brands and agencies. Attribution tells marketers 

where their spend is reaching the most people and resulting in the most sales. The component 

metrics tell marketers which ads are most effective at capturing the attention of consumers. 

Though both integral parts of measurement, these pure data-based metrics are not necessarily 

telling marketers anything about the longer-term effectiveness of their spend. 

Missing here is the other side of advertising tracking; the soft metrics and qualitative voice of the 

customer (VOC) data that validates whether a campaign is working based on feedback from the 

customers themselves. Measurement of person-level audiences has been centre to advertising 

validation for years, but has become increasingly complex with the proliferation of digital devices 

and the digitisation of TV. 

Research would agree that market research techniques including surveys, VOC studies and Net 

Promoter Score (NPS) measurement are vital components to the validation of advertising 
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effectiveness as a whole. ComScore research7 has shown that online survey panels can be used to 

measure precisely a wide range of consumer attitudes and sentiments, supporting the view that 

survey-based market research is far from being old hat in advertising validation. 

Survey-based market research is especially useful for measuring digital advertising as data 

collection and reporting can take place in real time, as consumers are being exposed to 

advertising, enabling rapid validation of ad types and variants. 

 
7 http://www.journalofadvertisingresearch.com/content/54/2/133  

http://www.journalofadvertisingresearch.com/content/54/2/133
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6. Effective advertisers deploy key tactics  
This research explored the use of surveys, voice of the customer (VOC) studies and market 

research, among other techniques, in assessing advertising effectiveness overall, and Figure 6 

shows that effective digital advertising is correlated with the use of certain validation tools. 

Respondents were asked how they establish the effectiveness of their campaigns, and four of the 

options are displayed in Figure 6 (full option list shown in Figure 5), cross-tabulated by how 

effective companies are at digital advertising. 

The results show that effectiveness correlates with use of key measurement tools, particularly 

measuring brand awareness and customer surveys, used by 74% and 69% of ‘extremely effective’ 

companies respectively, compared to 21% of ineffective companies. Interestingly, only half of 

‘extremely effective’ marketers use attribution modelling. 

The heaviest users of customer surveys in English-speaking countries are based in the UK (50%). 

This compares to 61% in Spain and 53% in Germany but only 38% in Italy. 

Company respondents 

Figure 6: Cross-tabulation of ‘On average, how effective do you consider your 

digital advertising?’ and ‘Which of the following best describe the ways in which 

you establish how effective your advertising is?’ (selected options) 

 

Respondents: 1,050 

More than 60% of client-side marketers agree that ‘surveys to test advertising effectiveness 

provide a strong indication of the success of an advertising campaign’, and 54% agree that these 

surveys are essential to advertising validation. An even higher proportion (72%) see market 

research as playing an important part in measuring the effectiveness of advertising. 

This research reveals an opportunity for marketers: although more than half agree that customer 

surveys are essential to media validation, a lower proportion (47%) are using them to establish 

effectiveness (Figure 5). 
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While continued technology developments have meant that copious amounts of data can now be 

collected on consumers without their active provision, customer surveys and other soft 

measurement techniques are still being used with success by brands. UK high-street retailer 

Marks & Spencer is using customer surveys to better understand its customers and their shopping 

habits, and solidifying its strategy as a result. Similarly, the UK’s Royal Mail is using share of 

voice, recall and shifts in brand metrics such as consideration to measure the broader engagement 

of its advertising.8 

 
8 https://www.marketingweek.com/2016/06/17/how-to-measure-the-success-of-digital-marketing-
across-devices-and-platforms/  

https://www.marketingweek.com/2016/06/17/how-to-measure-the-success-of-digital-marketing-across-devices-and-platforms/
https://www.marketingweek.com/2016/06/17/how-to-measure-the-success-of-digital-marketing-across-devices-and-platforms/
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7. Ineffective advertisers struggle with 

resource, insight and understanding 
Figure 7 shows the most significant barriers to advertising validation, with lack of resource 

(budget, time) being by far the most common barrier, according to both company (61%) and 

agency (51%) respondents. 

For those who are ineffective at measuring the effectiveness of their advertising, the key barriers 

are lack of resource (63%), lack of insight (31%) and lack of understanding (34%). Though lack of 

resource is still impacting those claiming to be ‘very’ and ‘extremely’ effective at measuring 

advertising effectiveness, barriers for these effective brands are more likely to be organisational, 

with siloed departments, conflicting viewpoints and lack of stakeholder buy-in all ranking highly. 

When comparing this data to that of non-English-speaking countries, it is clear that in addition to 

lack of resource, other barriers are also prevalent. Stakeholder buy-in, sourcing representative 

customers and conflicting viewpoints were selected by a larger proportion of non-English-

speaking marketers than the proportions shown in Figure 7. 

Figure 7: Which of the following are the most significant barriers to validating 

your advertising?  

 

Company respondents: 1,050 

Agency respondents: 940 
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8. Actionable tips to power up your 

advertising campaigns 
1. Spread spend across media where possible. Multichannel campaigns are more 

effective than those focusing on a single channel, especially when measured by long-term 

effectiveness metrics. 

2. This research shows that over 40% of respondents believe that there are too many digital 

advertising formats but a far higher proportion (83%) agree that digital advertising is an 

essential part of the wider marketing strategy. This emphasises the importance of not just 

assigning the right budget to digital, but also getting the mix of channels right 

within the digital medium. Research has shown that campaigns using two or more digital 

channels are more effective than those using just one, but once four media or more are used, 

the effectiveness begins to decrease. 

3. Focus on validating the effectiveness of each channel in relation to campaign 

objectives and optimising the mix from there. Segregate activity into the relevant role 

it is playing in the customer journey – each activity with its own clearly defined KPIs based on 

what it is supposed to achieve. 

4. Prioritise the measurement techniques that you have the resource and skill to 

execute successfully. Embarking on a complex programme of attribution modelling, for 

example, will be a waste of resource if the data is not of the size and quality needed and the 

analytics skill are not present to turn the data into insights. 

5. These results show that increasing effectiveness, specifically of digital advertising, correlates 

with the use of key measurement techniques, particularly measuring brand 

awareness and customer surveys. These are good techniques for validating the long-

term use of advertising types, and surveys can give a human voice to the vast quantities of 

automated data generated as consumers move around on digital platforms. 
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9. Appendix: additional data 
Figure 8: In the context of your broader marketing objectives, how important is 

advertising effectiveness? 

 
Company respondents: 1,050 

Agency respondents: 940 

Figure 9: On average, how effective do you consider your digital advertising? 

 
Company respondents: 1,050 

Agency respondents: 940 
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Figure 10: How effective do you consider your organisation to be at measuring 

the effectiveness of advertising? 

 

Company respondents: 1,022 

Agency respondents: 907 
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Company respondents 

Figure 11: To what extent do you agree with the following statements? 

 

Respondents: 1,050 
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Company respondents 

Figure 12: To what extent do you agree with the following statements? 

 

Respondents: 1,050 
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Figure 13: How do you currently measure the success of your advertising 

campaigns? 

 

Company respondents: 1,050 

Agency respondents: 940 


