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FM CG  BR AND  &  NAT IONAL G EOG R AP H IC (20 22)  

P U R P O S E F U L  S T O RY T E L L I N G  I S  AT  T H E  H E A RT  O F  N G B R A N D PA RT N E R S H I P S

ENGAGING CONSUMERS WITH HARD-TO-DIGEST TOPICS
Emotive storytelling with a purpose is at the heart of everything National 

Geographic does. This combination allows brands to land meaningful messages 
around complex topics in an engaging way.

96%
O F RESPO NDENTS  SA ID THE USE  O F  

NA TIO NA L GEO GRA PH IC  IN THE CO NTENT 
M A DE IT  M O RE MEMOR A BLE

97%
O F RESPO NDENTS  SA ID THE PRESENCE O F  

NA TIO NA L GEO GRA PH IC  M A DE THE A DV ERT 
M O RE TR US TW OR TH Y

The creative was more impactful among National Geographic’s audience. Awareness of the 
partner brand and their association with key environmental and social strategies increased 
significantly among National Geographic users after the campaign had ended (versus non-

users).

Heard brand talking about topics +2P.P
NAT REP 

+13P.P
NAT GEO

Association with brand having 
positive impact across topics

+6P.P
NAT REP 

+27P.P
NAT GEO

Awareness of key brand strategies +3P.P
NAT REP 

+16P.P
NAT GEO

Exposure to the campaign also drove significant increases in brand perceptions 
amongst our consumers. This demonstrates National Geographic’s ability to deliver 

partner brands’ key strategies impactfully, and in a way that resonates with our 
audience.

P R E  C A M P A I G N
( A G R E E  % )

P O S T  R E C A L L E D  
( A G R E E  % )Helps me be more sustainable

64% 87%+23P.P
Is a leading business in sustainability 

66% 87%+21P.P
Treats its farmers fairly

61% 82%+21P.P
Cares for the environment

69% 89%+20P.P

Reflects my values

69% 88%+19P.P

PRE CAMPAIGN VS POST CAMPAIGN UPLIFTS

Source: Research Study (US only); 1200 respondents : Pre (400) & Post (800)
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LUX UR Y JEWELLER Y BR AND  &  NAT IONAL G EOG R AP H IC (20 22)  

E N H A N C I N G B R A N D P E RC E P T I O N S  T H RO U G H  S T O RY T E L L I N G

P R I O R  T O  R E S P O N D E N T S  S E E I N G  A N Y  C R E A T I V E S  I N  T H E  S T U D Y …

55% 
A GREED TH E BRA NDS F IT 

TOG ETH ER

40% 
H A D POS ITIV E

TH INGS TO  SA Y  A BO UT TH E 
PA RTNERSHIP

… B U T  T H E Y  F E L T  M U C H  M O R E  P O S I T I V E  A B O U T  T H E  P A R T N E R S H I P  
A F T E R  B E I N G  S H O W N  T H E  C R E A T I V E S

92% 
A GREED TH E LO O K A ND FEEL  

O F  THE A DV ERT GO ES  
R EA LLY  W ELL WITH 

NA TIO NA L GEO GRA PHIC

87% 
WRO TE A  POS ITIV E 

MES S A G E A BO UT 
TH E CA M PA IGN

T H O S E  T H A T  R E C A L L E D  T H E  C A M P A I G N  V S  
N O T  R E C A L L E D  %  P O I N T  D I F F E R E N C E :

+28.P.P A V E R A G E  I N C R E A S E  I N  B R A N D  P E R C E P T I O N S  D I R E C T L Y  
R E L A T E D  T O  P A R T N E R S H I P  O B J E C T I V E S

+33.P.P
H A S  I N S P I R I N G P A R T N E R S H I P S

/ C O L L A B O R A T I O N S

+30.P.P
ADVENTUROUS 
&  V I S I O N A R Y

+28.P.P
S U P P O R T S L O C A L  C O M M U N I T I E S ’  
H E A L T H C A R E ,  J O B S  &  E D U C A T I O N

+26.P.P
P R O T E C T S T H E  

E N V I R O N M E N T  &  W I L D L I F E

+25.P.P
S U P P O R T S D I V E R S I T Y  

&  E Q U A L  O P P O R T U N I T Y

+25.P.P
E T H I C A L L Y /  

R E S P O N S I B L Y  S O U R C E D

+26.P.P 
A V E R A G E  I N C R E A S E  I N  A S S O C I T I O N  W I T H  B R A N D  
H A V I N G  A  P O S I T I V E  I M P A C T  A C R O S S  
E N V I R O N M E N T A L  &  S O C I A L  I S S U E S  T A C K L E D  I N  
C A M P A I G N

CHANGING BRAND PERCEPTIONS
Storytelling is integral to what National Geographic CreativeWorks do, and 

illuminating these stories unlock the transformation of perceptions amongst 
our conscientious consumers.

Respondents that recalled that the campaign scored significantly higher across key 
brand perceptions directly related to the partnership.

Source: Research Study (US & UK); Post only (Exposed vs non-exposed); 650 respondents 
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CH ALLENG ER  SM AR T P H ONE BR AND  &  NAT IONAL G EOG R AP H IC (20 22)  

MU LT I - Y E A R  PA RT N E R S H I P S  D R I V E  R E S U LT S

BRAND AWARENESS YEAR 2 VS YEAR 1

92% 
A GREED TH E BRA NDS F IT  

TO GETH ER IN Y EA R  2

+7.P.P
H IGH ER TH A N TH E RESULTS  WE 

SA W IN Y EA R  1

The stand-out nature of our content helps drive brand awareness, with respondents 
recognising the synergy between us and our partnering brands, particularly over multi-

year campaigns. 

Y E A R  1
( A G R E E  % )

Y E A R  2
( A G R E E  % )

The advert stood out from 
others I’ve seen recently

89% 93%+4P.P
The use of National Geographic 

makes it more authentic

88% 96%+8P.P

P R E  C A M P A I G N
A W A R E N E S S

P O S T  R E C A L L E D
A W A R E N E S S

27%
YEA R 1

33%
YEA R 2

26%
YEA R 1

64%
YEA R 2

Building a long-term relationship with us and our audience
is key to driving brand equity for our partners.

P O S T  R E C A L L E D  Y E A R  1  V S  Y E A R  2

Likeability ‘Really like brand’ 35%
YEAR 1

56%
YEAR 2

Recommendation ‘Brand promoters’

Consideration

27%
YEAR 1

66%
YEAR 2

48%
YEAR 1

81%
YEAR 2

BUILDING BRAND EQUITY OVER TIME
Entering multi-year partnerships with National Geographic leverages our own brand 

values, allowing partners to build their brand in an authentic way.

Source: Research Study (UK only – multi-year campaign results); Year 1 (620) / Year 2 (458) respondents 


