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High-impact digital advertisements, which feature large and often interactive formats, are 

known for driving consumer response rates higher than those of standard display. Their 

impact on branding, however, has not been well addressed. For Kellogg Company, the 

goal of this research was to shed new light on the role of high-impact advertising within its 

overall digital portfolio, as guidance for maximizing the effectiveness and efficiency of its 

marketing investments. Although the incremental lift of branding effectiveness perhaps 

was not surprising, the results quantified the magnitude of that lift, helping marketers 

and publishers assess the value of high-impact units. The results also demonstrated 

that full-screen interactive formats, which often are considered to be interruptive, deliver 

the highest likeability scores and the deepest brand connection, along with the highest 

likelihood of retransmission and virality.

INTRODUCTION

High-impact digital advertisements, with their 
large real estate and engaging features, are 
well known for driving consumer response rates 
higher than those of standard display formats. 
Previous research by the Interactive Advertising

Bureau (IAB)—as well as industry and digital 
advertising agency Undertone's proprietary bench
marking—has shown that high-impact formats 
drive significantly greater interaction and click
through rates. To the authors' knowledge, how
ever, no work on high-impact advertising's value

•  High-impact digital advertisements communicate the benefits of a product above and beyond 

standard display units. These units, therefore, can be valuable particularly when introducing a new 

product or product variant in the marketplace.

•  Given the higher impact per exposure of this advertising format, making a high-impact unit the first 

impression can maximize the effect on those consumers lower in the frequency distribution curve.

•  To cost-effectively build frequency, consider following up high-impact units with standard display 

impressions to supplement exposures up to optimal levels.

•  Historically, sufficient reach and frequency have been critical components of successful media plans 

and should be budgeted for appropriately before considering investment in high-impact units.
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The full-screen takeover and “skin” 

formats consistently elicited the greatest 

advertisement and branded recognition.

to branding had been conducted prior to 
the current study.

The goal of the current study was to 
quantify the effectiveness of high-impact 
display formats on key branding metrics 
and consumer actions compared to those 
of standard display banners. Kellogg 
Company wanted to understand the role 
high-impact formats could play within its 
overall digital investment portfolio. As an 
early adopter of programmatic buying, 
Kellogg has made significant progress on 
investing for efficiency and maximizing 
return on investment. In today's cluttered 
media environment, however, Kellogg 
Company needed to understand how to 
invest for "impact" to maximize its ability 
to drive sales volume.

The results of this study were twofold:

• to provide systematic proof of the incre
mental lift provided by high-impact 
advertisements on branding effective
ness, and

• to identify how brand marketers can 
align their marketing objectives to the 
appropriate creative canvas.

These two major outcomes can be the 
platform that brand advertisers can use 
to inform their investment strategies and 
maximize advertising impact.

RESEARCH DESIGN AND 

DATA COLLECTION

Undertone and Kellogg partnered with 
Ipsos ASI to employ a measurement 
methodology that tested the branding 
impact of high-impact digital advertising

formats. The study, which focused on Kel
logg's Special K® cereal brand, included 
an online survey of Ipsos ASI's propri
etary panel utilizing a sequential monadic 
design to isolate the impact of format on 
a range of standard brand metrics and 
retransmission.

The test design included a three-phase 
process:

• an initial distracted exposure,
• a de-branded re-exposure for advertise

ment and brand recognition, and
• a forced exposure for diagnostics and

additional measures.

To isolate the impact of format versus crea
tive, each survey respondent was exposed 
to four non-overlapping combinations of 
the different test formats. This test design 
ensured a balanced sample across the test 
cells and across the different format rota
tions within each cell.

Panelists were recruited randomly from 
the Ipsos ASI panel to participate in the 
survey. Respondents were directed to go to 
a mock "Yahoo! Homepage" test Web site 
and navigate in a natural way. The Web 
site content was designed to be very broad 
reaching and appealing to the masses so 
as not to bias results. Hyperlinks were 
enabled within the site, and interactivity 
of the formats was captured.

A total of 3,000 respondents between 
the ages of 18 and 64 and living in the 
United States were recruited with a 60/40 
female-to-male ratio. The study was 
fielded from September 1, 2013 to Septem
ber 27, 2013. Total respondent count was

N  = 300 per test cell, with N  = 75 for the 
forced re-exposure. Findings were aggre
gated across individual formats based on 
type, with comparisons of high-impact 
formats to traditional standard display 
banner performance. All statistical testing 
was done at the 90 percent confidence level.

HIGH-IMPACT FORMATS TESTED

Three distinct groups of high-impact 
advertising formats were tested against 
the standard display format. "High-impact 
digital advertising" can be defined as 
any interactive, large-canvas format that 
accounts for significant real estate of a Web 
page. The following formats were tested 
(to view the different formats, please visit 
undertone.com/formats):

• Large-canvas display formats: High- 
impact advertisements offering interactive 
functionality and large pixel size within 
standard advertising slots on the Web 
page. Formats representing large-canvas 
display formats were what LAB refers to as 
its "Rising Stars," including "Billboard," 
"Portrait," "Slider," and "Sidekick."1

• Full-screen interactive "takeover" 
formats: High-impact advertisements 
offering interactive functionality and 
full-screen capabilities that cover the 
entire Web page or a large portion of it 
and can interact with the page content. 
The formats representing full-screen 
interactive takeovers were Undertone's 
formats, including PageGrabber.

• "Skin" or wrap formats: High-impact 
advertisements that surround the Web 
page content and remain persistent 
on the page during scrolling but lack 
interactive functionality. The formats 
representing skin or wrap formats were 
Undertone's "PageSkin" format.

1 Examples of the "Billboard," "Portrait," "Slider," and 
" Sidekick" formats can be viewed online at the Interac
tive Advertising Bureau's Web site page "Rising Stars Ad  
Units " (iab. net/risingstars).
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2 6 9 *

179*

Standard Full-Screen Large Canvas "S k ins” /  
Display Takeovers Display “ W raps”

Unaided Brand Recall

*Format significantly higher than standard display at 90-percent confidence level

Figure 1 Unaided Brand Recall of Special K® after Exposure to 
Different Formats

The “s k in ” fo rm a t a lso  

d e liv e re d  s ig n ific a n tly  

h ig h e r le v e ls  o f  u n a id ed  

b rand  re c a ll.

RESULTS

Phase One: Standing Out in the Crowd

The first phase analyzed the ability of high- 
impact advertisements to break through 
crowded Web pages and grab consumer 
attention on the Special K® brand.

• Effects of high-impact formats on 
brand recall
To determine advertising breakthrough, 
the authors used the measure of unaided 
brand recall. Test participants were 
asked to identify correctly which brands 
they remembered seeing advertised 
in the test environment. Intuitively, it 
made sense that larger advertising for
mats most likely would break through 
the clutter of a Web page and leave a 
branded impression.

Results confirmed the following 
(See Figure 1):

^  The full-screen takeover formats, which 
account for the most page real estate, 
delivered a more significant (169 per
cent) lift in unaided brand recall than 
that of the standard display format. 

^T he "skin" format also delivered sig
nificantly higher levels of unaided 
brand recall—139 percent greater 
than standard display—likely due 
to the brand persistence on the page 
during scrolling.

k^The "Billboard" and "Slider" formats 
were the top-performing large-canvas 
display formats, possibly due to their 
overall larger size ("Billboard") and 
persistence on the page ("Slider").

"Sidekick" was the only format that 
did not show a significant increase in 
unaided brand recall, possibly due to 
the fact that it is identical in size to the 
standard display format in its initial, 
non-expanded form.

• Effects of high-impact formats on 
advertising and branded recognition
Kellogg aims to achieve great brand 
communication through its digital 
advertising efforts, which can deliver 
enhanced brand equity and sales effects. 
To win viewers' selective attention and 
leave a branded impression, advertise
ments need to be noticed and get credit 
over time. Branded recognition was the 
metric used to measure breakthrough. 
Test respondents were re-exposed to a 
de-branded image of the test formats, in

TABLE 1

which brand names, logos, and clearly 
identifiable information were removed 
from the advertisement.

As with unaided brand recall, the 
full-screen takeover and "skin" formats 
consistently elicited the greatest adver
tisement and branded recognition. In 
both cases, test respondents more likely 
would recognize the advertisement and 
correctly identify the Special K® brand 
than when prompted with an image of 
the standard display format:

Full-screen takeovers delivered 161 per
cent and 196 percent greater adver
tisement and branded recognition, 
respectively, than did standard dis
play formats (See Table 1).

7}-"Skin" formats also did an excellent 
job of breaking through to leave a

Advertising and Brand Recognition of Special K®
Advertising Branded
Recognition Index P-value Recognition Index P-value

Full-Screen Takeovers 261 <0.001 296 <0.001

Large Canvas Display 161 <0.001 184 <0.001

"Skins”/ “Wraps” 272 <0.001 290 <0.001

*Any P-value less than 0.10 was considered statistically significant.
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C o n s u m e r s  a ls o  m o r e  l ik e ly  w o u ld  re s p o n d  

n e g a t iv e ly  t o  t h e  fu l l - s c r e e n  t a k e o v e r s ,  s t a t in g  

t h a t  t h e y  w e r e  m o r e  “ in t r u s iv e ” a n d  “a n n o y in g .”

branded impression due to their large 
size and persistence on the page: 
190 percent improved branded recog
nition versus standard display. 

■^"Billboard" again delivered the best 
results within the large-canvas display 
units (109 percent and 137 percent 
greater advertisement and branded 
recognition, respectively)
"Portrait" and "Slider" also delivered 
significantly increased branded rec
ognition: 80 percent and 100 percent 
improved, respectively.

Results indicated that high-im pact 
form ats' effectiveness at delivering 
increased branded recognition also led 
to the improved "playback" (or proven 
recall) of key creative m essaging. 
Respondents recalled brand benefits 
of Kellogg's Special K®, such as "con
tains protein or fiber" and "keeps you 
fuller longer" at elevated levels when 
exposed to high-impact formats com
pared with standard display formats. 
This proven recall was im portant to 
Kellogg to help differentiate the protein 
product from its competitors.

Phase Two: “Likeability”

The second phase evaluated consumer 
reactions to high-impact formats and iden
tified the benefits that make them likeable.

• Consumer sentiment toward high- 
impact advertisements
To gauge consumer sentiment of the test 
formats, respondents were asked their 
overall "likeability" of the advertising

experience immediately after forced re
exposure to the formats. "Likeability" 
is a measure used to gauge consumers' 
affinity for an advertising experience 
and sentiment toward the advertisement 
and brand. There also was a need at Kel
logg to understand the negative impact 
of disrupting consumer Web browsing 
with large-canvas advertisements.

Results indicated a close correlation 
between likeability and format size and 
interactivity (See Table 2). Consumers 
were most receptive to the full-screen take
over advertisement experiences, despite 
their more intrusive nature.

Consumers also more likely would 
respond negatively to the full-screen 
takeovers, stating that they were more 
"intrusive" and "annoying." However, 
this increased negativity was small in 
relation to the positive response to the 
advertisements.

Although the "skin" format signifi
cantly increased unaided brand recall 
along with advertisement and brand rec
ognition, it delivered likeability results 
lower than those of the standard display 
format. The static nature of the "skin" 
format, lacking interactive or engaging

elements, may be responsible for the 
lower likeability scores.

Although "skin" formats traditionally 
take up considerable real estate on the 
page, remaining present during page 
scrolling, they lack the engaging aspects 
of the other formats that are key to con
sumer enjoyment of the advertisement 
experience. This was confirmed further 
by the lack of increased likeability for 
"Sidekick," the unit most closely resem
bling a standard display banner.

• Values that lead to consumer enjoy
ment of high-impact advertisements
To provide context for the increased 
likeability of high-impact in general and 
for the full-screen takeover formats spe
cifically, respondents were asked about 
their agreement with a number of key 
advertisement attribute statements.

The full-screen takeover form ats 
delivered the highest levels of agreement 
across all positive advertisement attrib
utes. Perhaps most notably, respondents 
were 78 percent more likely to agree that 
full-screen takeover advertisements, as 
opposed to standard display advertise
ments, made them want to learn more 
about the product or brand—a metric 
that is valuable particularly for adver
tisers. In addition, full-screen takeover 
advertisements beat the Ipsos ASI digital 
norm on eight key advertisement attrib
utes, including elements such as "enter
taining," "unique," and "ad people will 
talk about" (See Table 3).

TABLE 2

Ad Likeability of High-Impact Formats
Ad Likeability Index P-value

Full-Screen Takeovers 199 0.006

Large Canvas Display 140 0.108

“Skins”/ “Wraps” 135 0.198

*Any P-value less than 0.10 was considered statistically significant
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TABLE 3
Elements of Ad Executions that Make Them Likeable
“Describes the Ad Completely” — 
Index vs. Standard Display

Full-Screen
Takeovers

Large Canvas 
Display

“Skins”/
’’Wraps”

Entertainment Value

Is entertaining 140 96 57

Is an ad 1 find enjoyable 137 134 97

Is unique 166 92 71

Educational Value

Told me something new 141 83 104

Is informative 120 90 102

Brand Value

Is for people like me 161 139 118

Fits with the way 1 feel about the brand 148 101 117

As a whole, large-canvas display 
formats also performed better than 
did the standard display advertise
ment, although levels of agreement 
were not as high as for full-page take
over formats. The large-canvas dis
play units worked particularly well 
at delivering an enjoyable experience 
and being relatable to consumers. 
Respondents' descriptions of the high- 
impact advertisement formats directly 
illustrate that the benefits of a highly

engaging advertisement experience 
that entertains, educates, and relays 
relevant information can outweigh the 
potential irritation or intrusion of the 
browsing experience.

• Consumer connection to the 
Special K® brand
The positive response to both large- 
canvas display advertisements and full
screen takeover formats also increased 
consumers' purchase intent, aiding in

deeper consideration of the brand and 
its products (See Figure 2):

4* Of all formats tested, "PageGrabber" 
delivered the greatest connection to 
the brand: 140 percent greater than the 
standard display advertisement. This 
result may be due to the increased 
time spent with the advertisement 
unit, which immerses the user in the 
brand experience by interacting with 
the original Web page content.

-Y- "Billboard" and "Slider" also showed 
significant increases (39 percent and 
48 percent, respectively) in brand 
affinity, performing better than any 
other large-canvas display adver
tisements. Because "Slider" requires 
a rollover (or click) for the user to 
experience the full interactivity of the 
unit, those who saw the expanded 
unit already had indicated a higher 
propensity for the brand. This may 
have led to the elevated levels of 
brand closeness.

X* There was no increase in brand affin
ity for "Sidekick," which most closely 
resembles the standard.

Phase Three: Shifting Consumer

Behaviors and Actions

• Effects on retransmission
The first stage of this analysis aimed to 
uncover the likelihood for "retransmis
sion," or social action, which ultimately 
drives the propensity of an advertise
ment to go viral and generate advocacy 
(See Table 4). Ipsos ASI's proprietary 
algorithm for retransmission is based on 
a composite of four key advertisement 
attributes that are used to predict the 
likelihood that a user will react in some 
way to share the advertisement message 
with his or her social circle. Results indi
cated that both the full-screen takeover 
formats and the large-canvas display 
formats had a propensity to be shared

134100
1 7 6 *

1 3 2 *

1 _ 1
Standard Full-Screen Large Canvas “ S kins” /  

Display Takeovers Display “W raps”

Brand Affin ity

♦Format significantly higher than standard display at 90% confidence level

Figure 2 Brand Affinity toward Special K® after Exposure to 
Different Formats
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If  you interrupt consumers, m ake sure to  

give them  som ething of value in return.

TABLE 4
Effects of High-Impact Ads on 
Retransmission

Retransmission

Index

Full-Screen Takeovers 171

Large Canvas Display 129

“Skins”/ “VVraps” 100

*Format significantly higher than standard display at 90% 
confidence level

higher than that of standard display 
advertisements—71 percent and 29 per
cent higher, respectively.

• Actions consumers likely would 
take after exposure to high-impact 
advertisements
The second part of the retransmission 
analysis sought to uncover the actions 
and social activities consumers likely 
would engage in after advertisement 
exposure. These results were aggregated 
into three key areas:

❖  social-network sharing,
■v- personal recommendations, and 

shopping behaviors.

In general, all high-impact advertise
ments had an impact on consumers' like
lihood to take an action greater than that 
of standard display formats. Consum
ers exposed to large-canvas display and 
full-screen takeover formats more likely 
would exhibit shopping behaviors, such 
as going to the brand's site to learn more 
or looking for the product in stores—a 
particularly valuable result for marketers.

The increased likelihood to take a 
shopping action was much smaller 
than for the social sharing actions; it is 
harder to convince consumers to look 
for a product in a store than simply 
to share an advertisement on social

media. Notably, most of the actions 
were significantly higher for respond
ents ages 18 to 34, who tend to be more 
active with social media, than for those 
ages 35 and older.

CONCLUSIONS

The findings in this study indicate that 
high-impact digital advertising is a power
ful means to influence consumer attitudes 
and behaviors toward brands and their 
products. These digital formats can play an 
important role in the overall digital port
folio, especially when making an impres
sion on the consumer for the first time. The 
three major takeaways from this research 
study are as follows:

• Bigger is better: High-impact digital 
advertisements are more effective than 
standard display units at breaking through 
the clutter to leave a branded impression. 
Full-screen interactive formats, large- 
canvas display units, and "skins" all 
increased unaided brand recall, advertise
ment recognition, and brand recognition 
compared to standard display formats, 
and size correlated closely with recall.

• Give consumers more than you take:
If you interrupt consumers, make sure 
to give them something of value in 
return. The presence of engaging and 
entertaining elements directly is corre
lated to positive consumer attitudes to 
online digital advertising. This research 
revealed that the most highly interactive 
units delivered the highest likeability 
scores and the best brand connection.

• C onsider your objectives when 
selecting the appropriate high-impact 
format: Not all high-impact formats 
are created equal. Advertisers have a 
vast array of options to choose from 
and must align the right format to 
their marketing objective. As the cur
rent study showed, full-screen takeo
vers performed better for awareness 
building, whereas large-canvas dis
play formats drove user engagement 
and consideration.
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