
 Sundogs & Adelaide launch partnership to 
drive incremental impact for brands with 
creative and media insights

Adelaide’s AU Measurement and Sundogs’ Predictive Creative Scoring 
Address Video Advertising’s Most Persistent Blind Spots

NEW YORK — May 27, 2026 — Adelaide, the leader in attention-based media 
quality measurement, and Sundogs, named one of Fast Company’s Most 
Innovative Companies in Video for 2026, announced a new partnership to help 
brands answer two critical questions: where their media dollars are most likely to 
capture attention, and which creative assets are most likely to perform.

The new service tackles the costly habit of confining high-value video creative 
to a single platform. Brands invest billions across YouTube and adjacent media 
environments with limited visibility into the quality of the placements they 
buy and the structural strength of the creative they run. Media teams can 
understand what media costs and whether it delivered, but not whether those 
placements drove the quality needed to justify the investment. Without a 
consistent media quality metric, buyers optimize against delivery metrics and 
imprecise proxies, while creative teams ship dozens of assets without a clear 
read on which are most likely to perform. The result is wasted spend, underused 
creative, and decisions made long after a campaign is already in market.

By combining Adelaide’s attention-based media quality measurement with 
Sundogs’ creative diagnostics, this partnership allows brands to stop treating 
platforms as isolated islands. Instead, the joint framework uncovers hidden 
value by showing advertisers exactly how to repurpose and distribute existing 
video libraries across high-value placements where the data shows they’re most 
likely to win.

“Brands picking ads and placements as separate decisions are guessing twice,” 
said Ben Jones, co-founder of Sundogs. “Adelaide scores the placement. 
Sundogs scores the creative. Together, that’s a campaign you can score before 
you spend.”

To power the offering, Adelaide measures AU across client campaigns to 
evaluate the quality of each media placement. Named “the attention economy’s 
most widely recognized metric” by Adweek, AU predicts a placement’s ability 
to capture attention and drive outcomes by combining exposure signals, eye-
tracking data, and full-funnel outcome data into a 0–100 score.



Sundogs then ingests and scores a brand’s video assets across paid, social, and 
organic against benchmarks built from a decade of YouTube research and more 
than 500 proven creative signals (such as implicit brand cues, lighting, pacing, 
emotion, tone, and narrative structure). The output is a single, pre-flight stack 
rank: which placements to shift spend toward, and which existing creative to put 
in front of them.

“Many of the world’s largest brands trust AU to help them understand the quality 
of their media,” said Marc Guldimann, CEO & Co-founder of Adelaide. “Media 
quality determines whether an ad has the opportunity to capture attention, but 
creative determines how long that attention is sustained. By combining AU data 
with Sundogs’ creative insights, we’re giving advertisers a clearer way to decide 
what to run, where to run it, and how to drive stronger campaign performance.” 

The financial returns of eliminating this blind spot are direct:
The Media Baseline: Campaigns optimized toward higher-AU media see an 
average of 33% lift in upper-funnel KPIs and a 53% lift in lower-funnel KPIs.

The Creative Multiplier: Pairing those placements with the right creative drives an 
additional +20% improvement across KPIs, unlocking value from assets brands 
already have on the shelf, rather than requiring new, expensive production.

The Sundogs methodology has been informed by optimization work across 
complex global clients, including Disney, Coca-Cola, and L’Oréal.

For more information on the partnership, go to: sundogs.io/adelaidepartnership

About Adelaide: 
Adelaide is the leader in attention-based media quality measurement. Our 
mission is to bring increased transparency and fairness to advertising by 
supplying the market with a precise, omnichannel media quality metric 
connected to business outcomes. Adweek has called Adelaide’s AU “the 
attention economy’s most widely recognized metric.” Proven to predict full-
funnel outcomes more accurately than any existing metric, AU helps the world’s 
largest brands make smarter investment decisions, activate attention data 
programmatically, and drive better performance. For more information, visit 
adelaidemetrics.com.

About Sundogs: 
Sundogs is a leading global provider of creative diagnostics, decoding what 
in video drives key business outcomes across platforms, creator content and 
objectives. Led by Ben Jones, who founded Unskippable Labs at Google, they 
have spent the last decade pioneering creative guidance across Google’s 

https://sundogs.io/adelaidepartnership
http://adelaidemetrics.com


products, brands and partners.  Their work has shaped the strategies of the 
world’s largest and most complex brands, and delivered outsized returns via 
improved creative performance through scaled programs for advertisers 
of all sizes across all verticals. They are proud to be one of Fast Company’s 
Most Innovative Companies in Video for 2026. For more information, find 
us at sundogs.io
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