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Does Research Increase Effectiveness?

0.39 0.38
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9 Strategic Objectives
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Objectives — The Signal of Strategy

Business Tactical
Aspirations Goals
Reverse sales Get 400,000

decline Social mentions
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How Many Objectives?
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How Many Objectives?

0.44

— 039 039 43
0.28 "

think



8 Differentiation
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Relative Differentiation ; Different Names
* Availability
* In my size
* Inred

Simon Sinek Rosser Reeves Ries & Trout Byron Sharp

Purpose USP Own a Single Idea Relative Differentiation?

to...

e Salience
 Competitors
e Other Brand Associations
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Does Differentiation Pay?

0.79

0.44
0.39 —
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/ Multi-Channel
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K Campaign of 2018

IGIEE Technology Science Culture Gear Business Politics More ~

0 London bench absorbs #NoCapitulation: How one Against a torrent of digital As Putin’s reelection looms,
huch pollution as 275 hashtag saved the UK abuse, women are taking online propaganda wars rage
s university strike back control in Russia
/ ago 1day ago 1day ago 2 days ago

Food

The inside story of the great KFC

pOnders’ 'wh

] they m at’s in threg Jj
c h I c k e n sh 0 rt a g e uf 20]8 ay spell oyt the best bit of mar:e’gge leftters? Well the short angy, -
g of 201g' er is that

bit.ly/og YNEjk

Markritson 9WeekEq . Mar 3

The KFC fried chicken shortage has rumbled on for almost a week. And it's a classic
lesson in logistics management

By RICHARD PRIDAY

Wednesday 21 Februas
17 i e

WE'RE SORRY

A chicken restaurant without any chicken. It's not ideal. Huge apologies to
our customers, especially those who travelled out of their way to find we
were closed. And endless thanks 1o our KFC team members and our franchise
partners for working tirelessly to improve the situation. It's been a hell of
aweek, but we're making progress, and every day more and more fresh
chicken is being delivered to our restaurants. Thank you for bearing with us,

Visit kfc.co.uk/crossed-the-road for details about your local restaurany

Credit Matt Cardy/Getty Images

Why didn’t the chicken cross the road? Because of a single
point-of-failure in the chicken restaurant’s supply chain and lack
of contingency planning, that's why.
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More Channels = More Effectiveness

0.42 0.42

0.39
039 037 .38
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Multi-Channel Communication

+31% +35%
+19% +23% I .
1 Channel 2 Channels 3 Channels 4 Channels 5 Channels
29% 31% 24% 8% 8%
ANALYTIC -
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Different Catalytic Effects

%o increase in average number of very large business effects from adding TV

29%
20%
17%
15%
10%
7%
6% 6%
. . . - -
TV Outdoor Radio Press DM Online Promos Sponsorship Cinema
’ ° tv
1M
GIIEREIN
Global Q Source: Marketing Effectiveness in the Digital Era, 2016, Binet & Field / IPA Base: all IPA cases

TV Group.



6 Long & Short
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The Long and the
Short of It

Balancing Short and Long-Term Marketing Strategies
| I p Les Binet, Head of Effectiveness, adam&eve DDB
Peter Field, Marketing Consultant

In assooiation weh
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Is Long better than Short?

0.48

/

0.3
0.31 O_ZV
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The Long & The Short of It

Prescription Practice
100
X 90
= 80
Q . .
7 70 M Activation
go 60
5 50
‘2 40
- 30
g 20 Bl Brand
=
Q.
S 100 ?
Financial Retail FMCG B2B Other NEP Actual
Services Services o tv
think

Source Peter Field / IPA Databank



The Long & The Short of It

HOURS/ DAYS
(via Digital Attribution)

WEEKS/ MONTHS
(via Marketing Mix Modelling)

MONTHS/ YEARS
(via Brand Equity Modelling)
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The Growth in Short Termism
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Marketers

Would you say that your reporting cycles for marketing performance are th i n IéV
getting longer or shorter in your organisation? Why is that?



Why is there Such a Difference?

Brand building
Long term sales growth

)

§ Sales activation Reduced price sensitivity
= Short term sales uplifts, r
3 but no long term growth
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Why is there Such a Difference?

Brand building
Long term sales growth
Sales activation Reduced price sensitivity
Short term sales uplifts,
but no long term growth

Sub 12 Month 1

Window (:{3X ROI

Sales Uplift over Base

Time



“You have to produce results in the short BElEA | B
term. But you also have to produce I
results in the long term.

And the long term is not simply the
adding up of short terms.”

Sub 12 Month | ub 12 Month | ub 12 Month | ub 12 Month |
Window 1 Window |1 Window 1 Window 1 Window 1

S S S S
3X ROI 3X ROI 3X ROI h y 3X ROI 3X ROI
t Y t Y j ?l t Y
| | I l |
| | | | |
| | | | |
| | | | |

ub 12 Month |




“Efficiency is doing things right;

Effectiveness is doing the right things.”

Peter Drucker

think



“Any idiot can do short term. Any idiot can do long ter“r'n. |
The trick is to do both.”

Hugh Johnston, Pepsico CFO think



Three CMOs

80% Short
60% Long
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5 Targeting & Mass
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6 . .
I’'m not a great believer in

targeting. Our target is about
seven billion people sitting on
this planet. Our task is to reach as
many people as we can; to get
them to notice us and remember
us; to nudge them; and, hopefully,
get them to buy us once more this

year.
yy

Bruce McColl think



€€ We targeted too much,
and we went too narrow,
and now we’re looking at
what is the best way to get
the most reach but also the
right precision? ”’

Marc Pritchard think



A Growth in Mass Marketing

Proportion of award winners

n=5,835

2011 2012 2013 2014 2015 2016 2017
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Proportion of award winners

A Growth in Mass Marketing
100% |

80%

6
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2011 2012 2013 2014 2015

n=5,835
2016 2017
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A Growth in Mass Marketing
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Sophisticated Mass Marketing
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66

..textbooks have
condemned mass marketing
to a premature grave

6 Rather than trying to hem
their brands into niches,
[brand managers] are always
looking for broad reach »

th

nk



7.7, Festival
Y i &
W //% of Marketmg About Attend Agenda Sponsor Help The Masters in off £ Q BUY A PASS

=

The Battling Professors: Byron Sharp
and Mark Ritson Go Head to Head!

- Festival of Marketing




Mass Marketing versus Target Marketing

) e,

n=5’645

thinktv



Mass Marketing versus Target Marketing

0.6

0.45

0.4

0.2

award score

n=5,645
Target Mass

Segments Marketing thlﬂl&v



Long & Short Approaches to Targeting




Long & Short Approaches to Targeting

Existing Both New Existing Both New
Customers Customers Customers Customers
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Binet & Field, IPA Data



Dove
s 4

4 DOV@. hair therapy

Retain & Reveal
Vibrant Color

NEW Dove® Color Care is specifically
formulated to protect against duliness
and nourish colored hair to keep it
vibrant for up to 8 weeks (40 washes)*.

G T NEW DOVE CoLOR CARED )

Category

Link the POV to Products

Persuasion

Mental Availability

~

rounder stomachs.
% / What better way to
L ' test our firming range?
| &
-

:'curvy thighs, bigger bums,

Masterbrand

Make the POV Famous

Emotional Connection

Cultural Resonance




Dove
s 4

:'curvy thighs, bigger bums,
rounder stomachs.
What better way to

D , test our firming range?
-y
R

51 delivers $4.42

nielsen

""""" Emotional Connection

Cultural Resonance
I think




A Two Speed Brand Plan

DIAGNOSIS

SEGMENTATION

MASS-MARKETING TARGET SEGMENTS

BRAND PRODUCT
POSITION POSITION

OBJECTIVES OBJECTIVES

TACTICS TACTICS

ZERO BASE BUDGET
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John Philip Jones
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ESOV =S0V-SsOm

25%

ESOV= 0 Equilibrium
20%
15%

w| SO

5%

Share of Voice (%)

0%
5% 10% 15% 20% 25%

o tv
Market Share (%) think



ESOV =S0V-SsOm

25%

ESOV= +1 Equilibrium

20% 9

15%
10%

5%

Share of Voice (%)

0%
5% 10% 15% 20% 25%

o tv
Market Share (%) think



ESOV =S0V-SsOm

25% eper e
ESOV= -10 Equilibrium

20%

15%

(B,

5%

Share of Voice (%)

0%
5% 10% 15% 20% 25%
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Market Share (%) think



ESOV =S0V-SsOm

25%

ESOV= +1 Equilibrium
20%
15%

6’0.5% t0 0.7%
10% SOM Per Annum

5%

Share of Voice (%)

0%
5% 10% 15% 20% 25%

Market Share (%)
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ESOV =S0V-SsOm

25% crep e
Equilibrium

ESOV= +16

20%

15%

2013-2019 3% to 6%
£2.4bn (S4bn)

10%

5%

Share of Voice (%)

0%
5% 10% 15% 20% 25%

o tv
Market Share (%) think



ESOV =SOV-SOM —

SOM growth o
60 e
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3 codification
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EYSVIUKERS)
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Differentiation?
filling

The Two D’s

Distinctiveness?
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Differentiation?

C'\\QQ Complex decisions

G Reliable

Distinctiveness?

Unconscious
Automatic
Everyday decisions

Error prone



Positioning
Differentiation?

C'\\QQ Complex decisions

G Reliable

Codes
Distinctiveness?

Fast
Unconscious
Automatic
Everyday decisions

Error prone



codes = distinctive brand assets = distinctive assets

Logo
Shapes/Patterns
Colours
~ounders

~ont

Packaging

Characters
Product Cues
Locations
Celebrities

123
124

92
111
110
109
102
100

92

87

BRAND
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What Do Codes Do:

Z

1. Maintain Salience

i

i) {
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What Do Codes Do?

1. Maintain Salience
2. Shorten the last 2 feet




What Do Codes Do?

1. Maintain Salience
2. Shorten the last 2 feet
3. Advertising Linkage
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What Do Codes Do?

Maintain Salience
Shorten the last 2 feet
Advertising Linkage
Bolster Brand Image

think



What Do Codes Do?

1. Maintain Salience

2. Shorten the last 2 feet
3. Advertising Linkage

4. Bolster Brand Image

5. Brand Revitalisation

think
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What Do Codes Do?

Maintain Salience
Shorten the last 2 feet
Advertising Linkage
Bolster Brand Image
Brand Revitalisation
Bridge the Long & Short

Short Term

Long Term
Influences Future Sales
Emotional Priming
Brand Focus

Creates Brand Equity

Generates Sales Now
Persuasive Messages
Product Focus

Exploits Brand Equity

think






2 Creativity
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Proportion of Entries

100%

80%

60%

40%

20%

0%

2011-2015 Media Focus

2010

2011

2012

2013

2014

2015

2016

2017

n=4,232

. Media

Dominant

B eotn

Creative
Dominant
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Shit that arrives at the speed of light,
is still shit.

. David Abbott
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The Effective Power of Creative nielsen

TCII'QE'“ ng — Context |
@ 9% i | 2% | —

Y1 Recency

- Creative -‘Q’-
47% =

5%

)/ 22% 15% { &

Copyright @ 2017 The Nielsen Company (US), LLC. All Rights Reserved.
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The Effective Power of Creative
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1 Brand Size

think



A Twist Iin the ESOV

Equilibrium
%////

—
—
’ -
— :
@ - ’
— -
/’ ;

—

-ESOV

think



Factors Drlvmg Advertlsmg Profltab lity

2y
\Q/ {

Two time published Admap report

Top 10 drivers of

1 ARBRILLIANT'S |
Q ABOUTTO STI

advertising profitability

data2decisions
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Factors Driving Advertising Profitability

1 Brand Size & Share 18.00
2 Creative Execution 12.00
3 Geographic Budget Setting 5.00
4 Portfolio Budget Setting 3.00
5 Multi-Channel Campaigns 2.50
6 Budget Setting across Variants 1.70
7 Cost & Product Seasonability 1.60
8 Product vs Equity vs Season 1.40
9 Laydown of Spend over Time 1.15
“j 10 Target Audience 1.10

dataZdecisions

thin
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But I'm A Small Brand?
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To be effective....

Enough Research

A Handful of Objectives

Realistic Differentiation

Multi-Channel Mix

Long & Short

Mass & Targeted

Sufficient ESOV

Codes, Applied, Ridiculously

Creativity

Brand Size think



It's Not a Collection

10.Enough Research

. A Handful of Objectives

. Realistic Differentiation

. Multi-Channel Mix

. Long & Short

. Mass & Targeted

. Sufficient ESOV

. Codes, Applied, Ridiculously

. Creativity

. Brand Size think“'
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..but they are not discrete

2071 Adjust budget for category & context

10. Enough Research 2 |
. A Handful of Objectives i
. Realistic Differentiation
. Multi-Channel Mix
. Long & Short
. Mass & Targeted
. Sufficient ESOV 1 i
. Codes, Applied, Ridiculously Z: l
. Creativity |

Challenger Category

. Brand Size Brand Leader
+10% ESOV +10% ESOV

1.4

1.4

12 -

1.0

0.8

ESOV EFFICIENCY
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..but they are not discrete

10. Enough Research

. A Handful of Objectives

. Realistic Differentiation

. Multi-Channel Mix

. Long & Short

. Mass & Targeted

. Sufficient ESOV

. Codes, Applied, Ridiculously
. Creativity

. Brand Size
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..but they are not discrete IPA

10. Enough Research

. A Handful of Objectives
. Realistic Differentiation
. Multi-Channel Mix

. Long & Short

. Mass & Targeted :

. Sufficient ESOV

. Codes, Applied, Ridiculously

. Creativity

. Brand Size thinktv

% I Not creatively-awarded B Creatively-awarded

80
60
40

20
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BTV ®s00H =Press = Radio = Display Online Video

CURRENT OPTIMAL

' Share of TV

/ 4

¥

Share of TV

62%

»

46%
am

2500+
campaign observations

3+ ebiquity

years




TV Advertising Effectiveness ebiquity

OPTIMAL

10.Enough Research

Y 4

. A Handful of Objectives -
. Realistic Differentiation ‘ o,
. Multi-Channel Mix Y

. Long & Short

. Mass & Targeted

. Sufficient ESOV

. Codes, Applied, Ridiculously
. Creativity

. Brand Size thinktv
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