
Hey Henkel.
Let’s discuss how to win 
with Display Creatives! 
July 2022



Name: Grazyna

Role: Creative Business Partner

The last display ad I clicked on: 
Marc-O-Polo / seasonal sale

insert your
picture

Introductions 
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Name: Lennart

Role: Senior Account Manager

The last display ad I clicked on
Must have been something 
related to Ask Team Clean ;-)

insert your
picture

Name: Corbi

Role: Creative Lead

The last display ad I clicked on
AMAZON - Prime Day

insert your
picture
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1.  Enjoy greater audio quality
     Connect via a headset and please mute your microphone, unless you wish to speak. 

2.  Engage as active participants 
     Use the chat for any questions and to interact with other participants.

3.  Select your layout
     At the bottom right, click the 3 dots for More > Change Layout. Choose an option. By selecting Tiled, you    
     can view up to 49 participants, after you select the number of the tiles you want to appear from the bar.

4. You can PIN a participant
     In a participant's thumbnail image, click Pin. The participant is pinned in your view only.

5. Share your feedback
    Please fill in the feedback form when provided in the chat. 

Best Practices for Best Experience
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You told us
The context of the workshop: we are increasing our spend on dynamic remarketing and display ads for prospecting.  
The workshop needs to be relevant for various brands and learnings -transferable. 

Campaign Goals/ KPI’S: 
Action/ Performance (Lead Generation) 
Traffic 

The team needs more guidance in terms of creatives:
Integrate promo codes/CTA directly on the ad?
What works better: rather a flashy or more neutral color palette?
What are useful variations to test with an A/B testing framework. (color, CTA, more/less text, etc)?
How “big” should these variations be?

What is the best-in-class workflow from creative- / design POV towards clean, strong and sales-successfull assets?
Funneling : How to best connect GDN and AdWords campaigns > Tech & Messaging” 
How often should ads be changed? When does the wear-out effect kick in?
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Our ambition for today

Present and discuss best practices for display ads

Deconstruct the existing assets

Few words on testing

Check - questions you asked

Touch on the future of display creative
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Why does it matter?

“Creativity is the last 
unfair advantage we're 
legally allowed to take 
over our competitors"
Bill Bernbach 
Advertising guru

Source: Nielsen Catalina Solutions. Nearly 500 campaigns across all media platforms, Period 2016-Q1 2017 7

Percent sales contribution
Creative vs. media

Brand
15%

Media
36%

Creative
49%



We love projects that go live 
and help us learn.
TEST. TEST. TEST

Success 
is work going LIVE!
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Before we start
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Which of those Display Ads would get more clicks?
Creative Assets

10
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1

Which of those Display Ads would bring more Installs?
Creative Assets

11

2
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Which of those Display Ads would have a 
higher brand recall? 

Creative Assets

12

1
2
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 “ a few super 
important details

13

Let’s dive into



Source: Kantar Global Eye-tracking Norms, *Based on respondents who looked at the ad. Photo by Josh Felise on Unsplash

Make it count
“Display ads have less than 3 seconds 
to deliver in a cluttered online 
environment, so it’s important to 
deliver a snapshot and to focus on the 
basics”.

2.3s 
Average ad dwell 

time

https://docs.google.com/presentation/d/1IS8YnWAnLlzVYt3yUgKO9Zfmx1gvQi_Wf54qoeDGcI4/edit#slide=id.g77683dbf9d_2_805
https://unsplash.com/@jfelise?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/using-phone?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText


Google Display Ads appear on 

over 3M websites, Million+ apps

across Google properties like  

gmail, YouTube

2.3s 
Average ad dwell 

time

Image

Copy /Message/ CTA

(Brand)
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Let’s talk Image

16

and graphic assets



IMAGE
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Keep visuals SIMPLE
Imagery helps users understand business, products or brands.

More
● quality imagery that is in focus, and easily viewable
● single images
● elements that draw attention without overshadowing the 

message
● fill the full frame

Less
● imagery that is blurry, skewed, washed out, with rounded 

corners, or excessively post-processed
● collages
● composite backgrounds

 Proprietary & Confidential
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Use High Quality Images
Images help users understand your business, 
products. and brand. They are critical to ads that 
perform well. 

DO: 
Use the natural lines of an image
Use image in focus
Use images that are easy to see and full color. 
Keep edges square and borders transparent to 
allow images bleed to the full aspect
Use the raw, natural composition of photos

DON’T:
Use visually skewed or blurry images
Use images that appear washed out
Use images with a mirror image
Use round edges or borders
Use inverted colors or excessive filters
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Do more SHOWING than telling
Imagery helps users understand business, products or brands.

More
● simple visual demos of product and/or benefit(s) help to 

drive awareness & intent
● benefits, price points, product features, or offers to drive 

response

Less
● Too large colour palette

 
Proprietary & Confidential
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Avoid Overlaid Text

Avoid inserting  text on top of an image. 
Overlaid text can be unreadable in smaller ad sizes. 
Images where the text is naturally embedded or 
integrated are OK.

Best Practices:

Do preserve the original image, 
ensuring it’s the focus

Don’t overlay logos / other graphics on images
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… there is more to image…



Can you express a 
message, even if your 
audience doesn’t read 
the text?



Do the images fit your 
brand’s voice, style, 
and mood?



Do your images relate 
to your tone or cause?
/defining a persona can help/



Does your image 
stand out?

Striking colors in 
photographs that really 
pop can create interest.
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When it comes 
to text

27



COPY
MESSAGE
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Be CONCISE with COPY
Too much really is too much. 
Let users focus on the right thing. 
One thing.

● communicate benefits with a balance of text and visuals

● make it easy to process

● single message per frame

● avoid fast changing frames

● use space to focus users on message

 
Proprietary & Confidential



THE TRUTHWHY ONLY ONE MESSAGE? 



Proprietary & Confidential 31Source: Analysis of more than 1,000 ads, “Make a Lasting Impression”, Kantar Millward Brown, 2017

The more the messages,
the less any of those 
messages are remembered



|   32
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INSIGHT led COPY
Make your message relevant for the audience.

Do you capture any of the following? 
● The consumer issue you are solving for 

● Benefit for the consumer - provide value

● Unique proposition of the brand versus competition 

 

Proprietary & Confidential
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What motivations are you tapping into?

Proprietary & Confidential

Power of Now
There’s no

time like the present...

Mere Exposure
Repeated exposure to something leads to a more positive feeling about it. 

Simply being present during exploration can drive behaviour

Category Heuristics
We rely on shortcuts or rules of thumb to 

help us to make quick & easy decisions

Scarcity Bias
Scarce resources are 

more desirable

Power of Free
Free things are

immensely attractive

Authority Bias
We follow the lead of credible, 

knowledgeable experts

Social Norms
We adopt the opinions and follow the 

behaviours of the majority

Key cognitive biases influencing consumers in the messy middle.
Which ones work for your brand?



DECODING
DECISIONS

Authority Social norms Power of Now

Scarcity Heuristics Power of Free

Cognitive biases can effectively influence consumers in the messy middle. 
Which ones work for your brand?
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Be CLEAR with CTA
Be intentional in guiding them to the next step of the journey.

More
● a clear call-to-action in a prominent location on all frames to 

drive response

Proprietary & Confidential

Top 5 CTAs for CTR
In descending order:

● Buy Now
● Add to Cart
● Check Out
● Purchase Now
● Shop Now

Get Creative
Consider utilising Action Verbs and appealing 
to an target audience in language they use:

● Try our free trial
● Reserve your seat
● Download whitepaper
● Treat yourself
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Logo

CTA 

Headline

Logo

Subheading

Full-size Image Backdrop

PERFORMANCE-TUNED

Full-size Image Backdrop

Headline

BRAND-TUNED

Creative consideration: Less is More with Display 
Brand-tuned ads were designed to be visually lighter, and performed stronger on mobile. 

Source: IPSOS “Brand Power of Display and Video, 2020
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Brand

38



BRAND
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Be consistent with your 
brand identity
Align brand colors across all creatives
Align fonts across all creatives
Define and use brand iconic assets to 
drive recall, versus relying only on logo

Example 1

40
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Consistent brand colors 
is a key differentiator 

Example 2

41

Let your product, character and image 
design speak the same color. Higher 
brand recalls are guaranteed.
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Make sure you add 
your logo to every 
single asset

Example 3

42

Experiment with more creative and 
native placements, just like Doordash 
did in this case.
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Be consistent with your 
branding across markets

Example 4

It makes you recognizable across 
regions, raises brand recall.

Same fonts
Same colors
Same graphics
Same assets structure

43
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Introducing a character 
can help

Example 5

Take an entertaining approach and use 
a character, which will follow through 
the whole spectrum of creatives. This 
approach will definitely improve 
engagement, connection and raise 
brand recall.

44
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Connect

45

Deliver an emotional 
connection with your 
consumer
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Insight-led messaging
Example 1

46

Do you capture any of the 
following? 
The consumer issue you are 
solving for 
Benefit for the consumer
Unique proposition of the brand 
versus competition.

Security has always been 
paramount — for financial 
institutions and for consumers. 
52% of respondents chose 
security as their top priority when 
thinking about online banking / 
online money management. 
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Touch upon pain points
Example 2

Ask people simple questions – which 
touch upon their main pain points. It’s 
a great way to catch attention and 
show that you truly understand what 
is your customer facing.

47
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Social Proof
Example 3

Social Proof is a psychological 
effect that leads us to copy other 
people’s behaviour. It has a 
greater impact on our behaviour 
in situations where we are unsure 
about a decision or what to do.

People connect to people. 
Testimonials, real-life feedback, 
short catchy thoughts from the 
ones we feel close to – resonate 
with us the best.

Highlighting high demand for a 
product by showcasing the 
number of customers that use 
your product.

48



Proprietary & Confidential

Show, don’t tell!

49

Often neglected, but very 
first rule of visual storytelling
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Example 1

50

Immerse clints into 
the experience 
through juicy visuals
Add catchy and visually appealing 
components to engage your 
customers. Make sure your visuals 
amplify your message. 

Visual depictions of food play an 
important role in evoking appetite 
for advertising design.
What makes food advertisements 
unique is their ability to turn the 
mundane into excitement.
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Immerse clints into 
the experience 
through juicy 
visuals

Example 2

51

Visualize the nostalgia.
Involve people into your 
creatives, show real emotions 
and feelings. No stock footage, 
rather real photography – will 
help you build strong 
eye-connection and let people 
resonate with you. This approach 
helps drive strong engagement
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Make the app the ad
Example 3

52

Try to make things as easy and fast 
as possible for your customers. Let 
people see at a glance how can they 
use your app.

In general, the ads which featured 
the app early on in the ad had the 
best install performance. 
It doesn’t need to be an exhaustive 
walkthrough; a brief glimpse could 
do the trick!



Proprietary & Confidential

Visualize the outcome of 
your service/product

Example 4

53

Let people 
understand how your 
product will make 
them feel



Stand 
out!



55
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Discussion

56
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2 weeksfree trial

Let’s deconstruct together
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Let’s deconstruct together

58
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What did you see?
Brand
USP
CTA

59

TEST
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Let’s deconstruct together

60
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What did you see?
Brand
USP
CTA

61

TEST
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Let’s deconstruct together

62
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What did you see?
Brand
USP
CTA

63

TEST



Proprietary & Confidential

Let’s deconstruct together

64
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What did you see?
Brand
USP
CTA

65

TEST
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Questions?

66Proprietary & Confidential
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You told us
The workshop would still need to be relevant for other brands and learnings be transferable. 
The context of the workshop is that we are increasing our spend on dynamic remarketing and display ads for 
prospecting.  

Campaign Goals/ KPI’S: 
Action/ Performance (Lead Generation) 
Traffic 

The team needs more guidance in terms of creatives:
Integrate promo codes/CTA directly on the ad?
What works better: rather a flashy or more neutral color palette?
What are useful variations to test with an A/B testing framework. (color, CTA, more/less text, etc)?
How “big” should these variations be?

What is the best-in-class workflow from creative- / design POV towards clean, strong and sales-successfull assets?
Funneling : How to best connect GDN and AdWords campaigns > Tech & Messaging” 
How often should ads be changed? When does the wear-out effect kick in?
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Compare the cost of advertising versus the number of offer claims, link clicks, app 
installs, and page likes it generates. If your ads aren’t driving action, it may be time to 
adjust.

If you’re delivering a disproportionate amount of impressions that aren’t getting 
clicked through, you may have hit the wear-out wall.

Is your website bringing in unique visitors? And how much time are they 
spending on the site? Knowing the answers to these questions can give you a 
sense of how impactful your ad is, and how much continuity there is between 
your ad and landing page.

Click-thru 
rate

Cost per 
action

Engagement 
metrics

When is the time for the refresh?
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Planning your test | example
The plan

69

Hypothesis: what are we going 
to test?

Methodology: how are we 
going to test it?

Results: what are we going to 
measure and how?

Flashy colours drive more CTR than 
more neutral color palette

Produce two versions of the the 
banner, same messages, logos, 
product visualisation

Target them in exactly the same 
way 

KPIs:

CTR

Authority drives stronger response 
than scarcity (motivations)

CTA + promo code deliver highest CTR
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Build a design template that 
can fit to many sizes. 

Google Web Designer
helps manage complexity

Watchout:
Some images may work well in one ad size 
but not in another. For example, a wide 
image like a car may display well in a 728x90 
but not in a 160x600. 

Choose headlines that work across all ad 
sizes. 
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DISPLAY
What’s next?

Proprietary & Confidential
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Because you want 
your customers
to see your ads 
& take action 
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The agility & relevance 
dynamic display ads

What if you could make the message 
more relevant through personalization?
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Dynamic Display Campaigns 
leverage various signals to deliver real time customized 
messages to audiences  

Turning ads to experience
Dynamic ads

http://www.youtube.com/watch?v=bFHVms0jebY
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Conversational ads
AdLingo

What if you  could talk with 
(not talk at) your audience through 
personalised, 2-way conversations 
in the right context, driving deeper 
connection?
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What is AdLingo?
Conversational ads

It’s a new, rich media DV360 ‘conversational ad’ format 
in which advertisers build educational and transactional 
chatbot experiences and embed these in Display Ads on 
DV360.

 See the Purple Mattresses demo.

Brands that work with AdLingo 
to help people find products and/or generate leads:

https://demos.adlingo.com/beauty/


AdLingo is especially effective for use cases 
where a conversation is valuable to guide users: 

Deep brand connection to drive 
storytelling  and favorability

Brand building
Personalized product recommendation 
based on user preferences

Guided shopping
FAQ-style conversation to 
educate consumers 

Product education
Generation of high value  leads 
qualified thanks to a set of questions

Demand Generation
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Thank you


