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STEAL THESE IDEAS 
» Star Tribune—Largest Media Company  
» 3,000 Advertisers per year   
» Large national brands, local businesses 
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STEAL THESE IDEAS 
» Ad Density 

» The Importance of Engagement   

» Creative that Engages  



Ads are everywhere… 



MEDIA USEAGE ON THE RISE  
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» Consumers are exposed to media for more than  
12 hours per day 

» Increased by 78 minutes in the past 5 years  

Statista, 2015 



EXPOSURE BY MEDIUM 
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» Massive rise in use of tablet and smartphone use  
» 84% use as a second screen 
» Use of smartphones and tablets while watching TV is 

up 40% in the past year 

Statista, 2015, Interactive Advertising Bureau  2015  



DIVIDED ATTENTION 
»50% of a desktop user’s attention is diverted from TV 
»40% of a tablet or smartphone user’s attention is diverted from TV  

Interactive Advertising Bureau  2015  



EACH DAY, AMERICANS SEE: 
» 5,000 brand exposures 

» 362 ads  

» 86 ads we’re aware of 

» 12 ads make an impression  
or engage the viewer  

 

Media Dynamics, 2014 



How do we cut through 
the noise?   



ADVERTISING’S RESPONSE  
» Intense focus on media buying 
» Exponential growth of technologies that deliver digital 

advertising 
» Proliferation of metrics 
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THE RIGHT FOCUS?   
Studies show creative makes the most impact on campaign performance    

» Ad quality:  52% 
» Offer:  35% 
» Media plan:  13% 

Comscore:  2010 



“Based on our years of research in this space, we’ve 
determined that the quality of the creative is four times 
more important than the characteristics of the media 
plan in generating sales. In fact, creative is the single 
most important factor and accounts for over half the 
changes in a brand’s sales over time.” 

Comscore:  2010 



 Based solely on the employer’s reputation, which 
companies would you consider working for?”  

A new metric is required in today's complex 
ecosystem. I call it ROE2 (return on experience x 
engagement). ROI is a short-term measure of 
specific, individual campaigns. ROE2represents a 
longer-term, holistic measure of consumers' total 
brand experience and their level of engagement. 
 

-- Andy Frawley, Ad Age, March 4 2015 



»Capture  viewer’s attention 
»Keep them focused on your message 
»Delivering an experience that well represents your brand  

CREATING ENGAGING ADS 



Click image for live example 

http://adimages.startribune.com/mcu/ads_2013/f/fleetFarm/0326136_petsGeneral/double_general.html






Click image for live example 

http://www.adweek.com/news/advertising-branding/marilyn-monroes-dress-blows-around-these-new-york-subway-ads-trains-arrive-164790




Click image for live example 

https://www.youtube.com/watch?v=K-n8zFxUQ64


17 CREATIVE CAMPAIGNS 
» Super Utility 
» Simple As It Can Be, Complex as it Needs to Be  
» On-Going Conversation 
» Gamification  
» Shopping  
 





Click image for live example 

http://adimages.startribune.com/mcu/ads_2014/a/anheuserBusch/mapView/map.html




Click image for live example 

http://adimages.startribune.com/mcu/ads_2014/a/anheuserBusch/050914_3/canGame.html


Click image for live example 

http://www.nytimes.com/ads/idealab/videos/Woodford.swf


Front page of section Back page of section 



Simple As It Can Be,  
Complex as it Needs to Be  

 





Click image for video example 

https://www.youtube.com/watch?v=7Y8FyHzcWg0


Click image for live example 

http://adimages.startribune.com/mcu/ads_2015/c/chanhassen_dinner_theatres/030315_maryPoppins/overlay.html


Click image for live example 

http://adimages.startribune.com/mcu/ads_2015/c/chanhassen_dinner_theatres/030315_maryPoppins/doublebill.html




Click image for live example 

http://adimages.startribune.com/mcu/ads_2015/m/moa/020615_jingle/overlay.html




CONVERSATION 

 











Click image for live example 

http://adimages.startribune.com/mcu/ads_2014/f/fleet_farm/showcase/orangeFridayCartoon.html






GAMIFICATION 

 



Click image for live example 

https://doc-14-28-adspreview.googleusercontent.com/preview/9o5bees06oeguhr10neq55qcti27eh7n/nvecos9guioqn33l3nppbncds0rue4eq/1419120000000/31385035/previewuser/ads-richmedia-studio.3b28bd263061f65e2baed25e969491df?previewId=31385035.ads-richmedia-studio.3b28bd263061f65e2baed25e969491df&hl=en-US&richmedia=true&zx=72nl21mg64xb&render=blank


Click image for live example 

http://adimages.startribune.com/mcu/ads_2014/b/budweiser/062414_gameView2/AllSderby.html


Click image for live example 

http://adimages.startribune.com/mcu/ads_2013/a/allstate/042213_sidekickQuiz/allstate_041513_sidekick.html


SHOPPING 

 



Click image for live example 

http://adimages.startribune.com/mcu/ads_2014/s/surdyks/112614_winterWineSale/doublebill.html


Click image for live example 

http://adimages.startribune.com/mcu/design_dept/adam/salesdevIdeas/silo/doublebill2.html




Click image for live example 

http://adimages.startribune.com/mcu/ads_2013/m/moa/111813_holiday/


»Capture  viewer’s attention 
»Keep them focused on your message 
»Delivering an experience that well represents your brand  

CREATING ENGAGING ADS 


