
Do you stand out from the crowd?

Advertisement dial testing.



Dial testing capabilities.
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Respondent  moves the widget in 

real time as the video is playing

Steps are taken to ensure video 

content is secure

Experience of conducting dial 

tests from 30 seconds to 1 hour 

long, both qualitatively and 

quantitatively 

Also the potential to test 

engagement in real-time using the 

‘LiveView’ app

Respondent  can press ‘I would 

have stopped watching’ at any 

time – but continue to rate the 

advert

Respondent can pause the video 

at any point



Benefits of dial testing.
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• Scale – large quantitative sample sizes on what is traditionally a qualitative 
methodology

• Granular – allows detailed data analysis on 2 levels:

1. Analyse dial test data by demographics, network preferences and many 
other variables

2. The dial test allows us to look at ½ second intervals to really understand 
what triggers increases and decreases in engagement

• Naturalistic – respondents rate adverts in their home uninfluenced by the 
environment and other respondents.

• No mediation – prevents any interviewer bias, allowing respondents to answer 
honestly and uninfluenced



Lego Movie ad break dial testAd-break dial testing 
comparison data



Lego movie and original advert dial test – overall rating.
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Base: all viewers of original ads (227) ; Lego ads (230)



Lego movie and original advert dial test – 16-34’s.
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Lego movie and original advert dial test – 35+.
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Lego movie and original advert dial test – male.
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Lego movie and original advert dial test – female.
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YouTube views and likes of the 
Lego adverts mirror findings 
from the dial testing, with the 
exception of Confused.com.
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153,288 views

339 likes

43, 936 views

62 likes

2,441views

13 likes

7,653views

42 likes

Figures taken from brands official YouTube channel Feb 2014



Both the original and Lego BHF adverts show the greatest 
level of recall.
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61%

31%

74%

28%

58%

25%

86%

32%

% who recall advert prior to seeing the video

[Q1a]  Below are some screenshots from the four adverts shown in the video. Before today do you 
recall seeing any of the adverts? Please select only those which you remember seeing before today.

Base: all viewers of original ads (227) ; Lego ads (230)



The British Heart Foundation featuring Vinnie Jones is the 
clear favourite.
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60%

53%

60%

3%
4%

11%

21%

None/Don'tknow

53%

4%
6%

8%

27%

[Q3] Which, if any, of the four adverts was your favourite? Base: all viewers of original ads (227) ; Lego ads (230)



On the whole the Lego adverts were preferred to the 
originals, with the exception of British Heart Foundation
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Hated it Disliked it No strong feelings Liked it Loved it

[Q4] What did you think about each of the adverts you saw? Base: all viewers of original ads (227) ; Lego ads (230)



The BHF was the most successful at making people feel 
more positive towards the charity
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Lot less positive Little less positive About the same

Little more positive Lot more positive

[Q5] On a scale of 1 to 5 where 1=A lot less positive and 5=A lot more positive, how do you feel about 
each of the brands after seeing the advert?

Base: all viewers of original ads (227) ; Lego ads (230)



Almost three quarters of people agree that more 
brands should think of creative ways to advertise.
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The adverts were different from 
anything else I’ve seen…

The adverts stood out when 
compared to others…

I enjoyed seeing something different 
from the standard adverts…

I’ll remember these adverts more 
than usual adverts…

More brands should think of creative 
ways to advertise…
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18%
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Agree

Disagree

% agree/disagree

[Q6] To what extent do you agree or disagree with each of the following statements? Base: all viewers of Lego ads (230)



Opinion split on whether people would share the Lego 
adverts with others.
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11%

23%

35%

13%

18%

Strongly agree Somewhat agree

Neither agree nor disagree Somewhat disagree

Strongly disagree

I would talk about/share these adverts with other people…

34% agree31% disagree

[Q6] To what extent do you agree or disagree with each of the following statements? Base: all viewers of Lego ads (230)



More information

John Spencer, Senior Research Executive
E: john.spencer@yougov.com   T: +44 (0)20 7012 6148  

Shaun Austin, Director, Media Consulting
E: shaun.austin@yougov.com   T: +44 (0)20 7012 6090

Anne-Marie Doherty, Client Development Manager
E: anne-marie.doherty@yougov.com    T: +44 (0)20 7012 6050
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If you would like to get any further information, please contact:


