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Introduction 

The most valuable metric in today's mobile-dominated world is consumers' attention. But the 
reality is that mobile feeds, such as Twitter, move quickly. The challenge for 
advertisers/marketers is to make a meaningful connection with consumers in a short period of 
time. As Tom Buday, the Head of Marketing and Consumer Communication at Nestle said in his 
talk during Marketing Week 2016, “The consumer will decide how many seconds they give us 
and we need to fit within that constraint. We are not in control.”  
 
In regard to the factors within a marketer's control, creative execution has the greatest influence 
on ad performance. According to Data2Decisions’ two time published Admap report, creative 
execution is the second highest driving factor behind market size, and is shown to have about 
10 times the influence of cost and flighting on ROI.  
 
Optimal creative rely on best practices. There is a myriad of existing research from different 
industry bodies, and every platform, agency and advertiser has its own similar version of the 
fundamentals.  
 
However, whilst existing collections of creative best practices do try to guide the creative 
development process, too often they do not provide precise and specific enough 
recommendations for advertisers and agencies. This means that there is still a need within the 
media and research industries to not only find out which creative assets work, but to 
understand specifically why they work. In other words; which best practices are the most 
important for maximizing the impact of the short window of attention the consumer has given 
them?  
 
In order to answer this question, we decided to run an innovative and effective piece of 
research, analyzing 55 Twitter creative assets to identify which specific elements were most 
important in driving an impact on ROI, and then used this to form a ranking of which elements 
should be prioritized in the development of a creative to ensure its effectiveness. 

The approach 

Our innovative approach combined three distinct research methodologies: 
 

● Marketing mix modelling (MMM) to measure campaign-level return on investment 
(ROI) 

● Qualitative analysis to understand viewers’ responses to different Ad creative 
● Cross-brand coding and meta analysis to identify the impacts of specific elements of 

each creative 
 



Marketing mix modelling (MMM) 
One difficulty in trying to measure success across creative assets from a variety of campaigns 
and brands, is that they were designed with different objectives in mind. In order to compare 
fairly across these assets, we needed a level playing field on which to judge them. 
 
Sales impact, as measured by ROI, suited the situation well. Most advertisers care about and 
understand ROI, and it is commonly used to measure campaign performance. It is also 
particularly well suited for creative research, not only because ROI varies across campaigns for 
individual advertisers, but also because the quality of the creative has been shown to be the 
second biggest factor in determining ROI.1 
 
ROI can be measured in a number of ways, but marketing mix modelling is an established and 
widely accepted methodology. In fact, Twitter has already partnered with many advertisers 
and MMM agencies to run studies to measure the ROI of advertising on Twitter, and a number 
of these MMM studies measured the Twitter ROI at the individual campaign level. This meant 
we were able to identify 55 campaign-level ROIs across 9 different brands which we could 
include in our new study. 
 
We had to be careful to control for other factors that can affect a campaign’s ROI outside of 
creative quality. The most significant of these is brand size, since bigger brands can get higher 
ROIs than smaller brands (all else being equal) simply by virtue of the fact that they have a 
higher level of existing sales.2 To control for this factor, we indexed all the ROIs for each brand 
to the brand’s average ROI across campaigns, which provided a fairer way to compare ROI 
performance across the different brands in the study. 
 
Qualitative analysis 
Whilst the overall objective of the research was focused on linking individual creative elements 
to ROI performance, we had a secondary objective to understand the role played by the user 
experience. The user experience typically forms the main criteria on which the majority of 
standard ad testing is run, and so it is a key part of the creative development process. 
 
We wanted to understand how different aspects of the user experience fit into the impact that 
creative elements have on ROI. For example, which parts of the user experience were 
associated with good or bad ROI performance? And which creative elements were associated 
with those aspects of the user experience? 
 
To deliver this part of the research, we partnered with Data2Decisions (D2D), a marketing 
effectiveness agency which forms part of Dentsu Aegis Network. We had previously worked 
with D2D on some of the marketing mix modelling studies mentioned earlier. However, D2D 
also has a creative effectiveness approach called AdCompass. Like many other ad testing 
methodologies, AdCompass shows a creative to a panel of respondents and then asks them a 
standardised set of questions about the creative. What makes AdCompass different is that D2D 

                                                
1 Paul Dyson, Top 10 Drivers Of Advertising Profitability’, Admap, September 2014 
2 Paul Dyson, Top 10 Drivers Of Advertising Profitability’, Admap, September 2014 



has used the output from these surveys to create links with ROI performance which dovetailed 
nicely with our objectives in our own study. 
 
D2D ran all 55 creative executions through their AdCompass survey and collated the responses 
across 31 different questions, grouped into 4 categories: Ad Clarity, Messaging, Relevancy, and 
Enjoyment. This data was used to identify which aspects of the user experience were 
important for understanding how different creative elements could drive ROI on Twitter. 
 
Cross-brand coding and meta-analysis 
The final piece of the study came from the creative assets themselves. In order to test which 
elements of creative were associated with ROI performance, we had to first identify which 
individual elements of a creative we would test. 
 
This could have been a mammoth task, taking in factors such as diverse logo placement to 
which colors are dominant in the creative asset. To make it more manageable, we focused on 
the guidelines in our existing best practices, which are applicable across a wide range of 
creative assets and include factors like: 
 

● Branding: What proportion of the creative is the brand clearly visible? 
● Sound off strategy: Can the message be understood without sound? Are there captions 

or text overlay?  
● Call to Action: Does the ad have a call to action? 
● Presence of people: Are people / humans shown in the ad? 

 
We coded out 28 separate elements for all 55 assets, and then combined this data with the 
user experience results from D2D’s AdCompass analysis plus the ROIs from the marketing mix 
models. This gave us a combined dataset capable of answering the question of which creative 
elements are most associated with ROI performance. 
 

The Results 

The analysis provided 3 clear findings: 
 
1) Prominent branding is the most important factor for driving ROI 
The proportion of the ad that the brand is clearly visible in the video had the strongest 
association with ROI, with a correlation of 48% (statistically significant at a 95% level). This is 
reinforced by the fact that ROI varied by 2.2x between the campaigns with the most and least 
visible branding (defined as the brand being visible for 75%-100% and 0%-25% of the ad, 
respectively). The research also showed that prominent brand visibility is associated with 
higher scores on Ad Clarity, Messaging, and Relevancy metrics in the user experience. 
 
2) Having a sound off strategy is crucial 
A creative with a strong sound off strategy is one where the message of the video can be 
clearly understood without audio playing. Among the creative assets tested, an effective sound 
off strategy could be achieved either with captions or text overlays that captured the main 



message and key points of the ad. This is the second most important factor for ROI, with a 
correlation of 31% (statistically significant at a 95% level). This strategy is also reinforced by the 
impact on ROI, which varied on average by 1.8x between assets that did work without sound 
compared to those that required sound. It is also the most important factor for user 
experience metrics regarding Ad Clarity, Messaging, and Relevancy. 
 
3) Utilize effective Tweet copy to reinforce your message 
Tweet copy is unique to Twitter as a platform, where users spend more time reading copy 
compared to competitors. Thus, strong copy solidifies and reinforces the message that 
advertisers portray in their creative asset. Based on the results, we defined strong, effective 
Tweet copy as one that includes two factors. First, the brand and/or product should be 
explicitly mentioned in text alongside the video. In addition, this was associated with assets 
scoring high in Ad Clarity and Messaging metrics. The second important factor for effective 
Tweet copy is to use consistent messaging between text and video to maximize viewer 
understanding. This consistency is also associated with user metrics for Ad Clarity and 
Relevancy. 
 
All of these results are best illustrated by comparing the assets that we examined in the study. 
When comparing two executions for the same CPG snack brand with the highest and lowest 
performing ROIs, we saw that the campaign with the highest ROI had creative where the brand 
is visible for 100% of its duration and the message can be understood without requiring audio, 
the brand is present on screen for the majority of the video, and the brand is revealed 
immediately. In contrast, the lowest performing ROI campaign creative has the brand visible 
for only 7% of the video, requires the sound to be on to understand the message, the brand 
can only be seen for 9 seconds on screen, and is reveleaved only after 60 seconds of the video 
has already played. Thus, the creative with prominent branding, a strong sound off strategy, 
and effective Tweet copy communicating the message in the video performed well in terms of 
ROI, while the creative that did not follow best practices had the lowest ROI of any campaign 
the brand ran on the platform. 

Conclusion 

Our research successfully makes the link - for the first time - between individual elements of 
creative assets and their ROI performance, allowing us to prioritize their importance 
accordingly. Specifically, including prominent branding throughout, having a sound off strategy 
(by using text overlay and/or captions), and utilizing effective Tweet copy (which consumers 
spend more time reading than any other platform) were all found to be strongly linked to 
higher return on investment, in that order.  
 
In doing so, this research provides clear and actionable recommendations to advertisers and 
agencies about how they can improve their creative ideas and executions on Twitter. If 
advertisers follow these principles to optimize their creative output/create optimal assets, 
advertisers will be better positioned to create strong connections with consumers in the feed, 
thereby maximizing their impact in the short window of attention the consumer has given 
them. By giving consumers a high return on their attention, advertisers will achieve a high 
return on their investment. 


