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Building stronger digital teams

Digital Creative Academy
Understanding the real impact
Digital Training Academy

We live in a media saturated world. Audiences have become 
experienced in advertising. Many media are at risk of being screened 
out; television commercials not seen when they are fast forwarded, 
sections of newspapers going unread… Yet on the web the 
advertising is delivered the very moment the viewer requests the
next page of content. Rather than an ‘opportunity to see’ that’s a 
guaranteed view. This means the impact of online advertising can be 
that much greater.
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•Understanding the 
creative impact

The Digital Creative Academy
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Question: Impact

““Do all Do all 
media have media have 
the same the same 
impact?impact?””
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Impact: a new type of mediaImpact: a new type of media
• Intimate

• Immediate

• Intense

• Impossible to 
avoid

• Incomparable! 
…& not an ‘OTS’
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Takeout: ImpactTakeout: Impact

Intimacy and impact of Intimacy and impact of 
simple bannerssimple banners
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Digital Training AcademyDigital Training Academy
Simple lessonsSimple lessons
Ask your questions in the Digital Online ClassroomAsk your questions in the Digital Online Classroom
www.DigitalTrainingAcademy.com/www.DigitalTrainingAcademy.com/mediaplanningmediaplanning

Danny Meadows-Klue
Digital Training Academy

Trainer | Author  |  Commentator | Strategist | Coach

Danny@DigitalStrategyConsulting.com
+44 (0) 20 7244 9661

• Founder: Digital Training Academy
• Founder: Digital Strategy Consulting
• Co-Founder: IAB UK
• Co-Founder: IAB Europe
• Publisher of the UK’s first online newspaper
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• More information? Contact: TheTeam@DigitalStrategyConsulting.com +44 (0) 20 7244 9661
• © 2000-2007 Digital Strategy Consulting Ltd & Partners
• Remember that the use of these materials is subject to our terms and conditions,

they are client confidential and are not to be distributed to other parties
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Building stronger 
digital teams

The Digital Training Academy
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We live in a media saturated world. Audiences have become 
experienced in advertising. Many media are at risk of being screened 
out; television commercials not seen when they are fast forwarded, 
sections of newspapers going unread… Yet on the web the 
advertising is delivered the very moment the viewer requests the
next page of content. Rather than an ‘opportunity to see’ that’s a 
guaranteed view. This means the impact of online advertising can be 
that much greater.


