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IT WAS 
THE BEST OF TIMES.
IT WAS 
THE WORST OF TIMES.
Okay, so it’s probably a bit presumptuous 

to be ripping off Dickens in a study about 

measuring the impact of branding efforts. But 

as the results of the survey that form the basis 

of this study started to reveal themselves, 

these opening lines started to reverberate like 

that song you just can’t get out of your head.

Marketing performance is more measureable 

and more accountable than ever. This is 

primarily due to the increased use of digital 

marketing channels and the resulting 

anonymous, granular, user-level data that 

can be tracked as prospective customers 

are exposed to and interact with your 

campaigns. As a result, CEOs can have 

higher expectations of CMOs, who expect 

more of CDOs (Chief Digital Officers), who 

put the pressure on the foot soldiers who are 

executing, analyzing and optimizing either 

branding or direct response (DR) campaigns 

to quantify the contribution of every marketing 

dollar, pound or euro on a measurable 

outcome. What’s its ROAS? Its ROI?



THE FOOT SOLDIERS
On one hand, the DR marketer has a pretty 

clear line of sight between her efforts and 

the DR conversions – such as leads, orders, 

sales, revenue, ROAS, ROI, etc. – they 

produce. It’s a great time to be alive. It’s a 

great time to be a DR marketer.

On the other hand, the marketer responsible 

for branding is following a much blurrier 

map in an attempt to connect his efforts 

and the key performance indicators (KPIs) 

on which his success is measured. Despite 

his increased use of digital channels and 

their inherent trackability, and the ability to 

understand the impact of TV spend on various 

response channels (using marketing attribution 

and/or media mix modeling), responses to a 

brand marketer’s efforts often take the form of 

multiple “brand engagement” actions, “brand 

proxies,” or KPIs established through post-

campaign surveys. 

The brand marketer struggles to use 

these metrics in combination to gain an 

understanding of his branding campaign’s 

performance, and lacks a single “common 

currency” by which to measure its 

effectiveness. So for the brand marketer 

– who has historically been much less 

accountable for the results of his efforts – 

life is less carefree than it used to be. The 

pressure is on. And in the near term, it’s only 

going to get worse.



THE STUDY
This study endeavors to illuminate the extent 

to which brand marketers are challenged 

in their attempt to accurately quantify the 

results of their branding efforts, the level of 

confidence they have in the KPIs they are 

producing, and the specific obstacles that 

stand in their way. 

 



EXECUTIVE SUMMARY
Despite the increased trackability and measurability 

of today’s marketing and advertising ecosystem, 

marketers responsible for their organizations’ 

branding efforts are more challenged to measure 

the impact of their efforts than their direct response 

counterparts, and less confident in their ability to 

quantify those efforts.

At many brands – and within certain vertical 

markets such as consumer packaged goods and 

entertainment – a higher percentage of digital 

marketing budget is invested annually in branding 

vs. direct response objectives1. This relative lack of 

accountability and confidence in how this portion 

of the digital marketing budget is being spent 

should be of significant concern for CMOs, as well 

as executives responsible for digital marketing 

analytics and/or media buying.

And at the offline channel level, the majority of 

marketers find it challenging to quantify the impact 

of TV – still accounting for more spending than 

digital within the broader marketplace2 – on their 

branding key performance indicators.

Intuitively these trends make complete sense 

given that often, the objective of a branding 

initiative is not to produce a traditional direct 

response “conversion,” but instead to produce 

one or more top-of-funnel brand engagement 

actions, such as website visits, video views, or 

rich media ad interactions.

But in either instance – conversion or engagement 

– the availability of adequate technology, especially 

marketing attribution technology, to quantify the 

branding impact at the individual channel, or 

cross channel level, is a major obstacle. In the 

case of brand engagement, many organizations 

wrestle with analyzing, prioritizing, and optimizing 

multiple brand engagement actions as if playing 

a game of three-dimensional chess; instead 

of consolidating these into a single currency, 

called engagement score, on which to focus 

measurement and optimization.

1eMarketer – May, 2015 – US Digital Ad Spending Share, by Industry and Objective, 2015 (see Appendix, Chart 1)
2eMarketer – December, 2014 – USTV vs. Digital Ad Spending as a Percent of Total Media Ad Spending, 2013-2018 (see Appendix, Chart 2)



The following key findings, combined across the 
United States and United Kingdom, illustrate and 
quantify the following brand marketing trends.

Three quarters (75%) of marketers view 
the metrics they use to measure and 
optimize branding campaigns as “very” or 
“extremely important”.

A majority (80%) report that measuring 
the impact of branding efforts is more 
challenging than measuring the impact of 
their direct response efforts.

More than three quarters 
(76%) face challenges in 
isolating and quantifying 
the impact of individual 
digital channels on 
branding metrics.

69% find it challenging to 
isolate and quantify the 
impact of TV advertising 
on branding metrics.

More marketers (85% vs 64%) are “very” or 
“extremely confident” in their organization’s 
ability to quantify the impact of direct 
response efforts against their key performance 
indicators compared to the impact of their 
branding efforts. 

Only 26% rate their organization 
as “very good” at measuring which 
combination of digital channels 
and tactics (cross channel efforts) 
will produce the greatest lift on 
branding metrics. 

The most often cited challenges to 
measuring the impact of branding 
efforts are lack of measurement 
tools (48%) and inability to 
calculate a single engagement 
score metric (40%).

Of the metrics marketers 
report using to measure the 
effectiveness of their branding 
efforts, 71% are brand 
engagement metrics that differ 
from traditional direct response 
conversion metrics.

71%

26%
76%

64% 85%

69% 48%
40%



HOW IMPORTANT 
ARE BRANDING 
METRICS FOR 
MEASURING 
AND OPTIMIZING 
YOUR BRANDING 
CAMPAIGNS?

DETAILED FINDINGS
#1 Branding Metrics are Important for 
Measuring & Optimizing Campaigns

Marketers place importance on the 

metrics they track for branding campaign 

measurement and optimization. Across both 

the United States and the United Kingdom, a 

full 75% of marketers view these metrics as 

“very” or “extremely important” to campaign 

measurement and optimization. This breaks 

down to 77% in the US and 71% in the UK. 

While it is intuitive that metrics would be 

important, it is imperative to establish this 

finding as a baseline; for if a large percentage 

of marketers tracked metrics but did not use 

them to measure their success or optimize 

future efforts, all the findings that follow would 

be moot. 

Of interest is that 25% of marketers do not find 

the metrics tracked by their organizations to be 

“very” or “extremely important” to measurement 

or optimization. Possible reasons for this 

finding include: 1) many metrics are tracked, 

but only a few of them are used to measure 

or optimize, 2) performance is measured but 

not optimized, 3) branding metrics aren’t 

measurable on a fast-enough cadence to make 

relevant decisions for optimization, 4) branding 

metrics aren’t at a granular-enough level to 

make tactical optimization decisions, or 5) 

some marketers simply do not yet measure or 

optimize their branding campaigns.

2%

2%

4%

46%

32%

23%

29%

45%

48%

19%

17%

22%

4%

4%

3%

Not at all important

Not at all important

Not at all important

Slightly important

Slightly important

Slightly important

Moderately important

Moderately important

Moderately important

Very important

Very important

Very important

Extremely important

Extremely important

Extremely important

N=514

N=359

N=155

TOTAL

US

UK

75%

77%

71%

}

}

}



#2 Branding Metrics Differ from Direct 
Response Metrics

Various KPIs are used to measure the 

effectiveness of branding campaigns, some of 

which align with direct response conversion 

metrics (revenue, new customers, leads, etc.), 

but the majority of which reflect other brand 

engagement metrics (website visits, video 

views, rich media ad interactions, etc.). 

In a question about the specific metrics 

marketers use to measure the effectiveness 

of their branding efforts, in which respondents 

typed their own responses (including multiple 

responses per respondent) rather than picking 

from a pre-defined list, 71% of the metrics 

reported from the United States and the 

United Kingdom can be classified as brand 

engagement metrics. In the US, this figure is 

72% and in the UK it is 70%. 

Of extreme interest is the fact that these brand 

engagement metrics are so varied that, aside 

from “Website Traffic” at 5%, no single metric 

accounts for more than 3% of the response 

across the US and UK. This appears to 

demonstrate the lack of a common currency 

used to measure brand engagement within the 

marketplace, though to some degree this can 

be attributed to a difference in business models, 

as well as the types of channels, campaigns, 

and media in market for each organization.

WHAT METRICS DO 
YOU USE TO MEASURE 
THE EFFECTIVENESS 
OF YOUR BRANDING 
EFFORTS?

66%

66%

68%

5%

6%

2%

9%

8%

10%

12%

12%

13%

4%

5%

1%

4%

3%

5%

Misc. Brand 
Engagement Metrics

Misc. Brand 
Engagement Metrics

Misc. Brand 
Engagement Metrics

Website Traffic

Website Traffic

Website Traffic

Misc. Direct 
Response Metrics

Misc. Direct 
Response Metrics

Misc. Direct 
Response Metrics

Revenue

Revenue

Revenue

New Customers

New Customers

New Customers

Leads

Leads

Leads

71%

72%

70%

N=566

N=399

N=167

}

}

}

TOTAL

US

UK



DO YOU THINK IT IS 
MORE CHALLENGING 
TO MEASURE 
THE IMPACT 
OF BRANDING 
EFFORTS THAN 
DIRECT RESPONSE 
EFFORTS? 

#3 Measuring the Impact of Branding 
is More Challenging than Measuring 
the Impact of Direct Response

An overwhelming majority (80%) of marketers 

across the United States and the United 

Kingdom report that measuring the impact of 

their branding efforts is more challenging than 

measuring the impact of their direct response 

efforts. This breaks down to 79% in the US 

and 83% in the UK.

It’s not surprising to learn which of the two 

types of metrics – branding or direct response 

– are more challenging to measure, but 

it’s extremely interesting to see this finding 

quantified. Perhaps core to this finding is 

the focus on the word “impact” within the 

question that spawned it. Where direct 

response metrics (Leads, Orders, etc.), 

can often be directly linked to a monetary 

or business outcome – branding metrics 

(Direct Navigations, Video Views, etc.) are 

often a step or two removed from what can 

reasonably be considered an impact.

Semantics aside, the lopsided nature of this 

finding certainly points to a greater challenge 

faced by the vast majority of today’s brand 

marketers.

OPTION 1
#3 Measuring the Impact of Branding 
is More Challenging than Measuring 
the Impact of Direct Response

An overwhelming majority (80%) of marketers 

across the United States and the United 

Kingdom report that measuring the impact of 

their branding efforts is more challenging than 

measuring the impact of their direct response 

efforts. This breaks down to 79% in the US 

and 83% in the UK.

It’s not surprising to learn which of the 

two types of metrics – branding or direct 

response – are more challenging to measure, 

but it’s extremely interesting to see this 

finding quantified. Perhaps core to this 

finding is the focus on the word “impact” 

within the question that spawned it. Where 

direct response metrics (leads, orders, etc.), 

can often be directly linked to a monetary 

or business outcome – branding metrics 

(direct navigations, video views, etc.) are 

often a step or two removed from what can 

reasonably be considered an impact.

Semantics aside, the lopsided nature of this 

finding certainly points to a greater challenge 

faced by the vast majority of today’s 

brand marketers.

US
N=359

UK
N=155

TOTAL
N=514

20% NO

21% NO

17% NO

80% YES

79% YES

83% YES



#4 Marketers are More Confident in 
their Direct Response Metrics than in 
their Branding Metrics 

More marketers across the United States and 

the United Kingdom are “very” or “extremely 

confident” in their organizations’ ability to 

quantify the impact of direct response efforts 

(85%) against their key performance indicators 

compared to the impact of their branding 

efforts (64%). In the US, this split is 84% vs. 

65%; in the UK, it is 89% vs. 62%.

So despite brand marketers’ 

acknowledgement in finding #3 – that 

they are challenged to quantify the impact 

of their efforts – this finding shows that 

the majority are, nevertheless, “very” or 

“extremely confident” that they are meeting 

that challenge. But compared to their direct 

response colleagues they are considerably 

less confident.

Again, the extent to which an organization’s 

branding metrics can be linked to either 

monetary or business outcomes, and 

potentially the greater number/variety of 

branding metrics being tracked compared 

to direct response metrics (see findings #8 

and #2, respectively), may contribute to this 

relative lack of confidence.

HOW CONFIDENT ARE YOU 
IN YOUR ORGANIZATION’S 
ABILITY TO QUANTIFY THE 
IMPACT OF YOUR DIRECT 
RESPONSE EFFORTS 
AGAINST YOUR KPIs?

HOW CONFIDENT ARE YOU 
IN YOUR ORGANIZATION’S 
ABILITY TO QUANTIFY THE 
IMPACT OF YOUR BRANDING 
EFFORTS USING THOSE 
METRICS?

0%

3%

57%

44%

28%

20%

14%

27%

1%

6%

Not at all confident

Not at all confident

Slightly confident

Slightly confident

Moderately confident

Moderately confident

Very confident

Very confident

Extremely confident

Extremely confident

N=414

N=514

TOTAL

TOTAL

85%

64%

}

}



DOES YOUR 
ORGANIZATION 
FACE CHALLENGES 
IN ISOLATING AND 
QUANTIFYING 
THE IMPACT OF 
INDIVIDUAL DIGITAL 
CHANNELS ON 
BRANDING METRICS?

#5 It is Challenging to Isolate & 
Quantify the Impact of Digital 
Channels on Branding Metrics

Across the United States and the United 

Kingdom, 76% of marketers face challenges 

in isolating and quantifying the impact of 

individual digital channels on branding metrics. 

In the US, 75% of marketers face challenges, 

and in the UK, 78% face challenges. 

This finding focuses specifically on digital 

channels, where the previous three findings 

focused on branding vs. direct response 

metrics across any/all channels. Frankly, it’s 

somewhat surprising that measuring the 

impact of digital marketing activities poses 

a challenge to such a high percentage of 

marketers, despite being significantly easier 

to track and thus, to link to branding metrics. 

It can reasonably be surmised, therefore, 

that the challenge isn’t heavily related to the 

tracking of interactions with media, or linking 

those interactions to eventual outcomes.

Instead, this finding more likely speaks to 

brand marketers’ inability to isolate individual 

channel performance – and to therefore 

accurately attribute brand engagement credit 

to each specific channel, as opposed to 

simply recognizing the performance of the 

overall marketing ecosystem (a marketing 

attribution exercise). Lack of appropriate 

technology or skillsets are potential reasons 

for this finding (see finding #8).

TOTAL
N=376

24% NO

76% YES

US
N=271

25% NO

75% YES

UK
N=105

22% NO

78% YES



#6 Marketers are not Competent at 
Identifying the Optimal Combinations 
of Digital Channels

Only 26% of marketers across the United 

States and the United Kingdom rate their 

organization as “very good” at measuring which 

combination of digital channels and tactics will 

produce the greatest lift on branding metrics. 

Within the marketing community in the US this 

number is 28%, and within the UK marketing 

community it is 20%.

This finding focuses on marketers’ self-reported 

competence in determining the combination of 

digital channels and tactics (as with finding #5, 

a marketing attribution exercise) that produces 

the greatest lift on branding metrics. It uncovers 

a relative lack of competence at doing so, which 

in this case is likely more a function of isolating 

the granular-level “tactics” (keyword, publisher, 

creative, placement, size, etc.) referenced in the 

survey question than in isolating the channels 

themselves, as often there may only be one, 

two, or three digital branding channels in market 

for a given organization. 

When marketers attempt to quantify the impact 

of combinations of tactics across their digital 

ecosystem, a big data exercise can potentially 

ensue, and the complexity of the analysis and 

attribution can skyrocket. So, the need for 

tools and technology to address this challenge 

appears to exist. Such is the case with direct 

response metrics where there is often a clearer 

line of sight between stimulus and response, 

and even more so with branding metrics where 

this line is even more blurred.

HOW WOULD YOU RATE 
YOUR ORGANIZATION’S 
ABILITY TO MEASURE 
WHICH COMBINATION 
OF DIGITAL CHANNELS 
AND TACTICS WILL 
PRODUCE THE 
GREATEST LIFT IN 
BRANDING METRICS?

3%

2%

6%

26%

28%

20%

50%

49%

50%

21%

21%

24%

POOR

POOR

POOR

FAIR

FAIR

FAIR

GOOD

GOOD

GOOD

VERY GOOD

VERY GOOD

VERY GOOD

N=514

N=359

N=155

TOTAL

US

UK



#7 It is Challenging to Isolate & 
Quantify the Impact of TV Advertising 
on Branding Metrics

Regarding the ability to isolate and quantify the 

impact of TV advertising on branding metrics, 

69% of marketers across the United States 

and the United Kingdom find it challenging. 

Broken down, 66% of marketers in the US find 

this challenging as compared to a full 78% of 

marketers in the UK.

In many organizations with large media 

spends, TV is still king, often occupying the 

single largest line item in the brand marketing 

budget, and often accounting for more 

spending than all digital channels combined 

across both direct response and branding 

efforts. So, as this study explores with digital 

channels (see finding #5), it makes sense 

to look at whether marketers also find it 

challenging to isolate and quantify the impact 

of TV. They do, but in numbers that are either 

less (66% vs. 75% in the US) or equal (78% 

vs. 78% in the UK) to those who report this 

process being challenging for digital channels.

This may be a result of the difference in the 

specific metrics that marketers are tracking 

for their TV buys compared to digital buys. 

Historically, TV buyers have measured reach 

as an indicator of awareness, and they’ve 

implemented brand tracking techniques to 

measure awareness, message association, 

and purchase intent impact. Some will even 

conduct pre-testing of their ads. So it may 

be that marketers think they are isolating the 

impact of TV.

DOES YOUR 
ORGANIZATION FIND 
IT CHALLENGING 
TO ISOLATE AND 
QUANTIFY THE 
IMPACT OF TV 
ADVERTISING ON 
YOUR BRANDING 
METRICS?

UK
N=63

US
N=194

TOTAL
N=257

31% NO

34% NO

22% NO

69% YES

66% YES

78% YES



But while these “impact” metrics have been 

accepted for decades, they lack the granularity 

that is typically associated with digital channels in 

order to effectively optimize each unique attribute 

of TV advertising. They also don’t offer insights 

into TV’s impact on specific types of brand 

engagement events – especially at a granular level. 

And finally, TV-related metrics are typically either 

provided after a significant delay or completely 

post-campaign, making it difficult to make in-flight 

adjustments while there is still budget available to 

be optimized.

Of special note is that this is the only finding within 

the study where there is an appreciable difference 

between US and UK findings.

This may be due to the fact that the UK trails 

the US when it comes to robust measurement 

of modern TV viewership. Although the UK’s 

BARB (Broadcasters Audience Research Board) 

measures the major networks, nearly one third 

of all UK broadcast channels are not included. 

Additionally, UK advertisers lack a reliable data 

source when it comes to measuring time-shifted 

TV viewing, whereas many advertisers in the US 

can rely on Rentrak to provide time-shifted viewing 

data for DVR and VOD (video on demand).



#8 Top Obstacles 
to Branding Measurement

Across the United States and the United 

Kingdom, the lack of measurement tools 

(48%) and the inability to calculate a single 

engagement score metric (40%) were the most 

often cited challenges to measuring the impact 

of branding efforts. Among US marketers these 

numbers were 46% and 42%, and among 

marketers from the UK the findings were 51% 

and 37%. The order of the challenges was 

identical across both geographies.

As addressed in findings #5 and #6, the ability 

to isolate the impact of specific channels, as 

well as the combination of channels and tactics 

that produce the greatest lift in branding metrics 

are challenges faced by marketers. These are 

challenges that a variety of technologies address 

to varying degrees, and upon which advanced 

marketing attribution technologies especially 

focus. The potential reason expressed earlier – 

availability of adequate technology to address 

these challenges – is validated by the most-cited 

challenge within this finding.

 

Worthy of note is the fact that a somewhat higher 

percentage of marketers in the UK report the 

availability of advanced measurement tools as a 

challenge – perhaps pointing to a somewhat less 

mature advertising technology marketplace in 

that region.

Additionally, the potential that the plurality and 

variety of brand engagement metrics used 

by organizations compared to the number of 

direct response metrics (as revealed in #2), and 

the inherent challenge of trying to analyze and 

optimize the performance of so many metrics 

simultaneously, appears to be validated by the 

second most-cited challenge.

Also of interest, as postulated in finding #3, 

is that roughly a third of marketers still find it 

challenging to link their branding efforts to real 

business outcomes.



46%
42%
39%
33%
9%
1%

Lack of advanced measurement tools 
and/or methodologies

Inability to tie multiple brand engagement activities 
into a single brand metric or overall score

Lack of analytical expertise and/or resources 
for measuring and/or optimizing branding efforts

Don’t know or doesn’t apply

Inability to tie brand engagement to 
business outcomes

Other

US

51%
37%
28%
28%
14%
1%

Lack of advanced measurement tools 
and/or methodologies

Inability to tie multiple brand engagement activities 
into a single brand metric or overall score

Lack of analytical expertise and/or resources 
for measuring and/or optimizing branding efforts

Don’t know or doesn’t apply

Inability to tie brand engagement to 
business outcomes

Other

UK

48%
40%
36%
32%
10%
1%

Lack of advanced measurement tools 
and/or methodologies

Inability to tie multiple brand engagement activities 
into a single brand metric or overall score

Lack of analytical expertise and/or resources 
for measuring and/or optimizing branding efforts

Don’t know or doesn’t apply

Inability to tie brand engagement to 
business outcomes

Other

TOTAL

Which of the following challenges or obstacles 
stand in the way of you effectively measuring 
and optimizing your branding efforts?

N=514

N=359

N=155



STUDY 
METHODOLOGY
An online survey was emailed to 

members of the SSI, e-Rewards, 

Critical Mix, SurveyMonkey and 

Cint panels located in the United 

States and the United Kingdom 

between July 1 and July 24, 

2015. Respondents were offered 

several incentives to complete 

the survey, including charity 

donations, gift cards and points 

redeemable for comparable 

prizes. Respondents were not 

informed that Visual IQ was the 

sponsor of the survey.

All respondents self-reported 

their involvement in, and/or 

knowledge of, their organizations’ 

branding efforts and the 

key performance indicators 

associated with those efforts.

Respondents were from 

organizations employing 200 or 

more people, with 40% working 

at companies with more than 

1,000 employees. Respondents 

were further qualified by their 

organizations’ use of digital 

marketing tactics and TV 

advertising, as well as by their 

knowledge of their organizations’ 

direct response efforts.

A total of 514 individuals 

completed the survey – 359 from 

the United States and 155 from 

the United Kingdom. Primary 

level findings within this study are 

accurate with a confidence level 

of 95% with a 5% margin of error, 

and secondary level findings are 

accurate with a confidence level 

of 85%, also with a 5% margin 

of error. The differences in the 

findings across geographies and 

company sizes were negligible.

36%
32%
30%
26%
22%
22%
22%
22%
22%
22%
21%
0%

Brand Marketing

Brand Management

None of the above, but I have knowledge 
of how my organization measures the 

impact of branding efforts

Brand Campaign Planning

Brand Campaign Management

Brand Campaign Creative

Brand Campaign Measurement

Brand Engagement Reporting

Brand Campaign Buying

Brand Engagement Marketing

Brand Engagement Analytics

None of the above

N=514

40% 
1000+

28% 
200-500

32% 
501-1000

ABOUT HOW MANY EMPLOYEES 
WORK AT YOUR COMPANY 
GLOBALLY?

SELECT THE FOLLOWING BRANDING TASKS THAT 
DESCRIBE PART OR ALL OF YOUR MARKETING 
RESPONSIBILITIES OR OVERSIGHT.

N=514
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