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The challenge:  
Audiences are clicking less and less on digital ads.
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Reasons

They’re intrusive Irrelevant  
to me

Not clear Off context Not mobile  
optimized
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General concepts
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Search, Display and Video ads

CPC CPM CPV
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Some interesting numbers

. CTR on Display = 0.35% on average. 

. CTR on Search = 0.91% on average. 

. CPV on Youtube = $0.20 to $0.30 USD
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CTR By Industry*

*Source: Hubspot



©2019 TBWA\Worldwide
David Uribe
DATA

But those numbers are variable
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Even on search 🤔
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Do they work?
Absolutely!!! - But is not easy or cheap.
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*Source: Hubspot

Average conversion rates by industry* Average CPA by industry*
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Most effective ads
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https://www.acquisio.com/blog/agency/10-display-advertising-statistics-every-ppc-marketer-needs-to-know/

https://www.acquisio.com/blog/agency/10-display-advertising-statistics-every-ppc-marketer-needs-to-know/
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Best sizes to consider - in order of priority

• 728 x 90 – Leaderboard  

• 300 x 250 – Inline Rectangle  

• 336 x 280 – Large Rectangle  

• 120 x 600 – Skyscraper  

• 160 x 600 – Wide Skyscraper  

• 300 x 600 – Half-Page Ad  

• 970 x 90 – Large Leaderboard  

• 320 x 50 – Mobile Leaderboard  

*Source: Google
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Can we beat those numbers?
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Persado and Chase say they did!
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“Chase says that ads created by Persado’s machine learning 
performed better than ads written by humans, with a higher 
percent of consumers clicking on them—more than twice as 
many in some cases” 

“One digital ad written by humans read, “Access cash from the 
equity in your home.” However, Persado’s version, “It’s true—
You can unlock cash from the equity in your home,” 
performed better with customers”

https://www.persado.com/
https://adage.com/article/cmo-strategy/chase-commits-ai-after-machines-outperform-humans-copywriting-trials/2187606
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The anatomy of a winning online Ad
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The anatomy of a winning online Ad

Emotional: 48% 
Descriptive: 36% 
Formatting: 15% 
Functional/CTA: 0.03%
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Top performing emotional phrases



©2019 TBWA\Worldwide
David Uribe
DATA

8 Tips to build better media campaigns
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1. Outdoor happiness and sense of urgency perform better

*Source: Google
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2. CTAs and other elements

• Limit the number of fonts - (try webfonts!)  

• Keep headlines short. Shorter headlines can make your 
message more visible.  

• Choose headlines that work across all ad sizes.  

Along word like "extravaganza" may not work well in a tall 
narrow ad size like 160x600. You may need to reduce font size 
to fit the entire word.  

• Avoid heavily styled text. 

• Actions verbs recommend.  

*Source: Google
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3. Mobile first!

• 70.3% of all display ads in the US are mobile, compared to 
29.7% for desktop.  

 
Best Practices:  

• With limited screen space, consider using a clean, simple 
design.  

• Keep text short. Keep consistent typeface and font 
throughout.  

• Keep your logo in upper left or right corners. Give logo 
visibility with “breathing space” around it.  

• Always include “Call to Action” At least one image  

*Source: Google
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4. Recommendations for text

• Use animation sparingly in dynamic text.  

• Test special characters for visual appearance in your feed 
before publishing the content live.  

• Match the message on your landing page to the message in 
your ad. This benefits users and can improve conversions.  

• 35 characters or less per line for best visibility At least 2 lines; 
make each line unique  

• Make sure to preview the text on different placement sizes.  

*Source: Google
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5. Recommendations for images

• Reduce File Size JPG or PNG files should be less than 1 MB. 

• Don’t overlay logos / other graphics on images. 

• Blank space should not take up more than 80% of the 
image. Your product or service should be the focus.  

• Use single images. Collages are not recommended.  

*Source: Google

For inspiration https://www.richmediagallery.com/

https://www.richmediagallery.com/
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6. Keep an eye on the weather

*Source: The weather unlocked report.

70% of British people check the weather forecast at least once every day*

http://www.weatherunlocked.com/media/1096/the-complete-guide-to-weather-based-marketing.pdf

http://www.weatherunlocked.com/media/1096/the-complete-guide-to-weather-based-marketing.pdf
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7. Label the ads/performance to inform creatives
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8. Text analysis - Label CTAs and copies



Thanks
david.uribe@tbwa.co.za


