
More muscle for your media.
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The Benchmark Series:
Cross Channel Impact



Cross-channel Synergy Effect

Optimising channel multiplier effects 
for greater impact.



Methodology



Underpinning this report is…



Media-driven brand impact

DEFAULT MEDIA

Generally broad reach media

Generally targeted audiences

COMMUNCATIONS TASK

BRAND AWARENESS

BRAND IMAGERY & ASSOCIATIONS

BRAND MOTIVATIONS

BRAND CONSIDERATION



Solus media effects and 
interaction effects 
between media.



An introduction to solus vs 
interaction effects…

Solus 
Impact

Interaction 
Impact

Interaction accounts for ~42% of all impact and even more so for bottom of the 
funnel metrics and performance based campaigns. 



Overall media-driven brand impact.

All metrics– Impact per channel
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TV delivers strong impact on its own but also 
sets up other media to perform

All metrics– Impact per channel



The contribution of solus channel effects.

All metrics– Solus Impact per channel



Profile of media-driven brand impact.

65.63% 64.05%
49.85%

39.99%

74.26%

42.04%
51.28%

71.28%

34.37% 35.95%
50.15%

60.01%

25.74%

57.96%
48.72%

28.72%



High solus impact channels.

65.63% 64.05%
74.26% 71.28%

34.37% 35.95%
25.74% 28.72%



Low solus impact channels.

49.85%
39.99% 42.04%

51.28%

50.15%
60.01% 57.96%

48.72%



Driving top of funnel 
brand awareness.
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Top of funnel brand awareness campaigns.



Top of funnel brand awareness campaigns.

73.09%

44.63%

68.83%
55.22%

46.71%

72.99%
56.70%

68.02%

26.91%

55.37%

31.17%
44.78%

53.29%

27.01%
43.30%

31.98%



Top of funnel brand awareness campaigns.

73.09%

44.63%

26.91%

55.37%



Driving bottom of funnel 
brand consideration, 
features and benefits.
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Bottom of funnel conversion campaigns.



Bottom of funnel conversion campaigns.

62.74% 63.74%

39.69% 35.62%

77.87%

34.24%

74.91%

48.26%

37.26% 36.26%

60.31% 64.38%

22.13%

65.76%

25.09%

51.74%



Across both solus and interaction effects, without TV in the 
mix we risk losing on average 39% of all brand impact.

Share of Impact

25%

17%
19%18%

20% 20%

43%

38% 39%



What are the best media 
combinations at each step 
of the funnel?



Media combinations to generate the greatest 
x-platform impact

Source: Kantar CrossMedia Database, 179 campaigns 

TV + OOH

TV + Video

TV + Social

TV + Display

Social + Video

TOP OF FUNNEL

+67%

BOTTOM OF FUNNEL

TV + Social

Video + OOH

TV + Video

Social + Video

TV + Display

+15%



More muscle for your media



With thanks
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