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That’s the average amount of time we spend paying  
attention to any given message on social media,  
according to research. 

In a world where your customers are bombarded with 
digital content, how can your brand grab their  
attention—and keep it?

Is your digital content the best it can be? Ask yourself 
these four questions! 

Does your ad:
•	 Reflect your audience?
•	 Convey a clear message?
•	 Deliver the details?
•	 Lead to action?

Read on to learn more!

The only factor  
becoming scarce  
in a world of  
abundance is  
human attention.

–Kevin Kelly 

Technology futurist,  

writer and tech publisher

Eight 
seconds. 



We’re also hard-wired to avoid people who don’t. 
 
Knowing this can help you choose the right face for your  
campaign. 

For EXAMPLE:
If you’re targeting poor, female, subsistence farmers—don’t use 
this male, middle-class, ex-banker-turned-organic-farmer  
to front your campaign.

HOWEVER:
This ad does a few things well. 
The subject of the photograph is clear—meaning that it takes 
up at least a third of the frame. The subject is smiling and  
looking directly at the camera.

remember that humans are 
hard-wired to trust  
people who look like us.

does it  
reflect your  
audience?



a picture may be worth a thousand words—but 
if it’s confusing or visually cluttered, potential 
clients will skip it and move on.
 
For EXAMPLE:
If you’re not selling doors, this is probably the wrong image to 
use. (Fortunately, this is an ad for a home improvement loan in 
partnership with a door manufacturer.)

HOWEVER:
This ad does a few things well. The subject is angled towards a 
vanishing point—giving the image visual depth and interest. 

visualize exactly what 
you are offering 
and to whom.

does it   
convey a clear 
messagE?



Use numbers and percentages to capture the details of your  
offer—and format for emphasis (i.e. use text size or color to 
draw the eye towards the ONE most important detail).

For EXAMPLE:
Here’s a good example of an ad that contains the key details 
and has a relevant and engaging subject that matches the  
target audience. 

HOWEVER:
The offer details could be more prominent (larger relative to 
the entire art board). The size disparity between the man and 
the tractor makes the image feel lopsided. If this ad is viewed 
on a smartphone, the man will be very difficult to see.

in 12 words or fewer,  
GIVE the vital STATS.

does it   
deliver the  
details?



give customers one-click results.does it   
lead to  
action?

A well-designed ad motivates customers to take action, and makes it easy 
for them to do so.

Your digital ads should lead directly to the point of purchase—in this case 
a loan application form.
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Two additional examples 
from mainstream banks  
in Poland:

(Translation:  
Catch an  

additional 10%  
for your business!)
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