
Answering Marketers’ Questions:

How long will it take to see impact from my TV investment, and 
does it matter if I’m a direct-to-consumer brand or not? 



Both DTC and non-DTC brands 
see an immediate double-digit 
increase in unique visitors to 

their digital platforms 
during their TV launch month.

Brands that advertise on television see immediate results.

The analysis on the following page shows how the addition of TV to their 
marketing plans drives action and outcomes for brands. TV’s scale and 
immediacy quickly brings potential new customers through the front door of a 
brand’s digital storefront and piques the curiosity of consumers who may not 
have been exposed to the brand earlier through other channels.

It’s important to keep in mind that, by the nature of their business model, 
direct-to-consumer brands have had a digital presence since near inception 
and many have been advertising on digital platforms, especially social media, 
well before their entrance into TV. Therefore, these increases are in the 
context of existing digital advertising preceding the launch of a TV campaign 
and thus demonstrate the ability of TV to drive incremental impact on top of 
those existing campaigns.

Unique Visitors % increase:



DTC Brands: TV Launch Month vs. Three-Month Average Prior To TV
Average Website Unique Visitors

Unique Visitors % increase: +23% +19% +10%

Brands Three Years 
Old or Younger

Brands Between Four – Seven 
Years Old

Brands Eight 
Years or Older

Source: VAB analysis of Nielsen Ad Intel data, TV spend (national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language cable TV, spot TV, syndicated TV), Jun ‘16 – Jun ’20 (calendar months). 

VAB analysis of Comscore mediametrix multiplatform (desktop + mobile) media trend data; P18+, Jun ’16 – Jun ‘20 (calendar months). Measurement Time Period: June 2016 – June 2020.

Unique Visitors increase: +137k +370k +329k



Like the direct-to-consumer segment, the 
average non-DTC brand saw an immediate 
double-digit increase in unique visitors to their 
digital platforms during their TV launch month 
compared to the three-month average prior to 
the campaign. Since these companies are 
typically not as reliant on their website to 
generate sales as the DTC brands, website traffic 
increases may be comparatively less as 
messaging may focus on brand building rather 
than conversion or a direct website call-to-
action.

Marketer Takeaway:
Whether your brand’s business model has an ecommerce component or not, a TV campaign can immediately increase 

consumer awareness, interest and action resulting in a larger customer base.

Unique Visitors % increase: +15% +12%

Under Twenty Years Old Over Twenty Years Old

Non-DTC Brands: TV Launch Month vs. Three-Month Average 

Prior To TV
Average Website Unique Visitors

Unique Visitors increase: +700k +187k

Source: VAB analysis of Nielsen Ad Intel data, TV spend (national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language cable TV, spot TV, syndicated TV), Jun ‘16 – Jun ’20 (calendar months). 

VAB analysis of Comscore mediametrix multiplatform (desktop + mobile) media trend data; P18+, Jun ’16 – Jun ‘20 (calendar months). Measurement Time Period: June 2016 – June 2020.



Related Questions

Additional marketer questions answered by The Halo Effect: TV as a Growth Engine

How much impact have young, first-time advertisers seen from their TV campaigns?

To what extent can a consistent on-air presence impact my business outcomes? 

How should I think about my TV investment? Is there a strategy that is proven to generate better 
outcomes?

If I can’t afford to advertise my brand consistently on TV, is there a benefit to running a TV campaign? 



About our Marketer’s 
Guide

The Halo Effect: TV as a 
Growth Engine

As TV has become more accessible to brands earlier in their life stage 
through data informed strategies, it is important to consider when is the 
right time to use TV to take that next leap forward. Historically, brands 

have waited to invest in TV, however there has been a movement 
recently by brands towards investing earlier so it’s important to 

understand the impact of this strategy shift.

To illustrate TV’s influence on driving business outcomes and growth, 
Effectv and VAB developed The Halo Effect: TV as a Growth Engine, an 

expansive analysis of hundreds of brands who have turned to TV as a way 
to drive their businesses forward. 

You may find the full guide, inclusive of methodology, here.

https://www.effectv.com/?utm_source=google&utm_medium=cpc&utm_campaign=Effectv_BR_Exact_National&utm_content=Effectv&utm_term=effectv-43700049191437765&gclid=CjwKCAiAu8SABhAxEiwAsodSZBxKpgEKzaU_BU_e9RA_1M3m4S4Nq9LGl6hlhTpqhKyZyqgn51HKhhoCW5cQAvD_BwE&gclsrc=aw.ds
https://thevab.com/insight/halo-effect
https://thevab.com/insight/halo-effect

