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Mark every check that passes; every open box is a fix. Run the eight core checks, then the card that fits. The goal sets the weight: brand-building

leans on checks 2 to 6 and stays light on the CTA; sales and action ads put offer and CTA earlier and heavier, and the brand must still be seen.

- What to look at Watch out for

1 SEEN Get noticed. Pre-test on benchmarked attention. Is the creative standing out in its contextual environment and against its peers?

Predictively benchmark among peer ads in a feed, street or publisher
context. Does it stand out? A creative can stand out in one channel and be
completely missed in another environment. Context is your biggest
competitor. Attention Score: percentile on a normal distribution; 50 median,
65+ top third.

1 Stands out in
context

Low attention score (under 50).

2 ANCHORED Anchoring. Are intended design elements instantly seen and anchored, also in the right order?

Where does the first fixation land? On the hero, brand or key message? Use

[0 2 Entry point
ye a heatmap or gazeplot (scan path) to check hotspots and viewing order.

. Optional, but it can help. Do gaze or gesture lead to the product, brand or
3 Gaze Cueing .
| Jonal message? It works as a second step, after the face has anchored attention:
(optional) Brad Pitt case.

Attention share on brand element and key message, plus position, size and
4 Brand and
message

contrast. The goal decides how much brand or CTA needs. Anchor what
makes people look beyond two seconds; if not, the brand must still be seen,
for those who look away.

Does the gaze run in the order your goal needs? Branding: emotional hook
A (face, character, ambassador), then brand, then product, message or offer,
[0 5 Reading order ) . ! ) .

reinforcing each other (brand integration). Sales: offer and CTA earlier,

heavier.

6 Lodo or Is the brand carried by its logo, its distinctive assets, or both? One is enough
O 9 if it is famous: cover the logo, do colour, shape, character or tagline still say

assets . .
who this is? A new brand needs its logo. Needs a consumer test.
3 UNDERSTOOD Visual and cognitive ease. Is the creative clear, easy to process, and readable?

Check the Clarity Score (about 50 average, 51+ good; bands): focus (how
many hotspots) and spread (how far apart). Rank the focal points, count the
sections. Easy to process = the message lands directly. How: Attention 1st
Clarity 2nd.

At real size and distance: word count, type size, contrast (WCAG 4.5:1, large

7 Clear ata
glance

8 Readable at

) text 3:1), colour-blind simulation. Judge it yourself or run Deep Analysis (Al
size

audit).

Eye lands on texture, decoration or a
face, not the hero. Or offer seen,
brand missed.

Nothing as such, except a face that
pulls attention from brand or
message (vampire effect).

Brand or message in a low corner
with near-zero attention, or low
contrast. Elements far apart or in an
illogical order.

Branding: brand after the offer, or
missed. Sales: CTA outside the path,
or the eye leaves before it.

Neither carries the brand: small logo
and generic category colours, or a
new look per placement.

Clarity Score under 50, two equal
winners, over about three sections,
or too much competing for the eye.

The headline takes more than a
glance, or sits over busy imagery.

CARD A OUT-OF-HOME Add to the core checks. Word, section and size limits come from out-of-home tests: do not apply them to feed.

No live test needed: view the peekthrough (inverted heatmap) and the
[0 01 Drive-by test benchmark. What do you pick up in a split second, driving past at 120 km/h?

Do brand and idea survive?

Count the words and sections. Deep Analysis (Al audit) also weighs word

02 Copy and e o e )
O ) difficulty, length, wordplay and reading time: does it fit the pre-attentive
section budget )
window?
0 03 Hero size, Share of the canvas taken by the hero or product, and where the logo sits.
logo position Check it in the street template: in the wild, not at your desk.
0 04 Worst-case Design for the passer-by, not the person waiting. Check glare and light; read

viewer key info placement from the heatmap, not a fixed rule.

CARD B SOCIAL AND DISPLAY Add to the core checks

F1 Phone-size View at real device size in a feed mock-up. The Brainsight benchmark covers

O
test light and dark mode, mobile and desktop; elsewhere, check both.
0 F2 Survives Open every version you run (1:1, 4:5, 9:16, banners). Buttons and captions
every crop cover parts of the image. Brand, message and CTA still in view?
0 F3 Inview from  Brand and message visible in the first frame, not only at the end of an
the start animated banner, on later carousel cards or after a tap.
F4 One ) ) ) . . .
O Line up the display, social and out-of-home variants side by side.

campaign look

Brand or idea vanishes in the
peekthrough, or a low benchmark.

More than about 10 words or 3
sections.

Hero under half the canvas, logo low.

Brand readable only when waiting, or
lost to glare or a busy background.

Brand or message vanishes at
thumbnail size.

Logo or CTA cut off, or hidden under
a platform button or caption.

Brand or message only in an end
state, on a later card or after a tap.

Each placement looks like a different
advertiser.

https://www.brainsight.app


https://www.brainsight.app/post/how-to-pre-test-benchmark-ads
https://www.brainsight.app/post/why-visual-clarity-is-a-make-or-break-factor
https://www.brainsight.app/post/why-visual-clarity-is-a-make-or-break-factor
https://www.brainsight.app/help-center-articles/interpreting-brainsights-clarity-score
https://www.brainsight.app/post/design-for-gaze-cueing-with-predictive-eye-tracking
https://www.brainsight.app/post/gaze-plots-optimizing-visual-hierarchy

