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Animation In TV 
& Online Ads

We watched a whole heap of  ads to see how animation 
is used in part of  their production, and compiled the 

results of  our research into this report.

Some animations used in ads had vibrant visuals, 
whereas others were more subtle, conveying 
key features of  products or services between 
video footage.  

Whilst ads for large businesses featured 
many detailed animations, something was 
animated in almost every ad we viewed - 
more small businesses are now using it.

What gets our eyeballs 
moving in ads?
Quite a lot actually - moving text, detailed 
diagrams, and some interesting mascots 
certainly help to attract attention.
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General Statistics (before the deep dive)
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Saturday morning TV shows may feature animation aimed at children, but we 
found advertising is far more aimed at adults.

From a production point of  view, 2D animation is less time consuming to create 
than 3D animation. This played out in the 2D/3D comparison statistics.

Our mediums: Live TV, Streaming/on-demand TV, 
Social Media & YouTube.
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Animated Logos

Usually animated 
separately, with the symbol 
moving or changing shape 
in some way, and then the 
text appearing.

Complete wording or 
individual letters animating 
in some way. Some 
zoomed/scaled slightly 
and/or faded in.

Tip On-Target: The type of  animation used should match 
the tone of  your logo - i.e. playful, fun, exciting, adventurous, 
serious, etc... See some animated logos we have made.

Animated Logos
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With more than a quarter of  ads featuring an 
animated logo, we noticed a few trends:

•	 Animation of  the wording component in a logo 
was the most popular form of  animation used

•	 Logo animations that had the symbol part of  the 
logo forming/assembling from smaller shapes, or 
transitioning in shape some way, were confidently 
shown at a larger size

•	 ‘Themed’ logo animations really stand out - i.e. 
around holiday periods where festive decorations 
are used in, or around the logo animation.

Giving a logo more personality!

Symbol & Wording Wording

https://www.visualtargets.com.au/animation/
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Animated Wording

Retail ads featured the most amount of  animated 
wording - with text elements sliding in, bouncing, 
enlarging in size, blinking, and/or shaking to grab the 
viewers attention... and usually fast! 

In other types of  ads there was a subtle use of  
animated wording which was used to support other 
visuals and not be the focus of  the advertisement. 
The main use of  word animation there was fading in, 
or slow movement.

Animated Wording
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‘A picture tells a thousand words’ as the saying goes 
- in advertising, sometimes the words are doing the 
majority of the telling.

Wording Logo Wording

Diagram Wording Mascot Wording
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Another example of  
showing how a product 

worked was seeing 
dust or water pass 

through the 
internal parts of  

the product - 
very popular 
with cleaning 
machines.

Animated Diagrams

Animated diagrams, especially the 3D ones, are ideal 
for  showing cut-aways of  a product to see its internal 
parts, or extreme closeups of  it.

Most notable use of  closeups were for medical and/
or dental products, as well as showing microscopic 
germs and viruses for cleaning products.

Very few were graphs or data representations - 
simple to understand visuals were more popular.

Animated Diagrams
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Often used to show the things that are hard to see 
within a product, or very difficult to film / take video 
footage of.

Images Images & Wording
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Animated Mascots (Characters)

Mascots are great ambassadors for the business 
being advertised. M&Ms have evolved to now have a 
large ‘cast of  characters’ in their advertising.

* Shout-out to SHARP Sunshine Coast for using one!

Animated Mascots
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There’s no doubt that the sighting of a mascot is a 
wondrous thing indeed - we even saw a unicorn!* 
Some have been featured in ads for quite a while now.

Animal

Creature/Alien

Human/Biped

Food

Tip On-Target: A Mascot is a character that symbolically 
represents your brand. It helps you bring your brand to life, 
and is also very memorable. Here’s an article on our blog 
where we wrote about them. 

https://www.visualtargets.com.au/enhancing-your-brand-strength-with-a-fun-mascot/
https://www.visualtargets.com.au/enhancing-your-brand-strength-with-a-fun-mascot/
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Other Animations

Some animations were used less for highlighting 
or explaining a product or service to the viewer 
(with the intention of  a sale) and instead more for 
the technicalities of  presenting information to the 
viewer... or sometimes they were just used for bling!

The most common were products sliding in or up, 
and objects appearing or moving (such as social 
media icons, frames, containers, ribbons etc).

From the sublime (a 2D sparkling trail 
of stars) to the ridiculous (a 3D crowd 
simulation & animated sports team).

Miscellaneous

Objects

Products

Effects

Other Animations

Miscellaneous
Products
Objects
E�ects

45%

23%

17%

15%

37%

To re-enforce their 
business branding, some 
businesses had animated 
icons, social media buttons 
etc using their business 
colours and font styles. 
 
This gave them a coherent 
look to their advertising.
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Research

Conclusion

The use of animation is 
prevalent in advertisements, 
with a wide variety of types of 
animation on display.

Mediums researched:
•	 TV - mix of  live broadcast & catchup/streaming (quantity: 300 ads)
•	 Social Media - Facebook & Instagram (quantity: 200 ads)
•	 YouTube (quantity: 100 ads)

Research methods used:
•	 Survey sheets with tick boxes for each column (i.e. logo animation, wording animation etc)

•	 4 people collected results, viewing 25-50 ads at a time, over the 3 different times of  the day

•	 Both a male and female devices were used to allow for algorithm biasing ads to gender

•	 2.5D is a 2D image or text that is isometric or at an angle to mimic 3D but is not true 3D

Total viewed:
•	 600 ads

Whilst the places where we are seeing ads 
are changing, they will still be present in the 
future mediums video is part of.

For a long time, most ads primarily used 
real-life footage and static imagery, but 
with the advent of  quicker & better ways 
to produce animation, and a surge in online 
content for viewers to consume, the instances 
of  animation in ads has been steadily increasing.

Mascots are still noticeable due to their rarity, 
although they are increasing in popularity.

As production quality of  advertisements has increased, so has 
the quality of  animation used within them - some have custom made, 
fully 3D characters & environments at an almost film-like level of  quality.



9

0415 844 083

contact@visualtargets.com.au

visualtargets.com.au

@visualtargets

mailto:contact@visualtargets.com.au?subject=Hand On Brand Health - Physical Therapists
https://visualtargets.com.au
https://visualtargets.com.au
https://www.facebook.com/visualtargets
https://www.instagram.com/visualtargets/
https://www.linkedin.com/company/visualtargets
https://www.pinterest.co.uk/visualtargets/
https://twitter.com/visualtargets
mailto:contact%40visualtargets.com.au?subject=Website%20Starter%20Guide
https://visualtargets.com.au
https://www.tiktok.com/@visualtargets
https://www.youtube.com/channel/UCODawYbJZKS1SshyZwEIA9A

