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The evidence base
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2019 & 2020 entries:
‘effie suaros 195 for-profit campaigns Peter Field




Two ways marketing works

Short-term sales activation Long-term brand building

Amplifies activation

Peter Field



The deception of the short-term model

Sales activation
Short term sales uplifts only

Sales uplift over base
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The deception of the short-term model

Brand building
Long term sales growth

Sales activation Growing pricing power
Short term sales uplifts only
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Short term effects dominate ~6 months Time Pefer Field
lI/)A Source: Binet & Field 2013

Sales uplift over base




Campaign duration matters in Canada
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effie Source: Canadian Effie entrants 2019-20 Peter Field
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The ROl trap

Effectiveness Efficiency

Top drivers of profit Top drivers of ROI
_ Correlation with profit _ Correlation with ROI

No. Very Large biz effects 64% VL activation effects 23%

VL Sales gain 40% VL profit 15%

VL mkt share 23% Number of brand effects 8%

Number of brand effects 23% VL Sales gain 8%

VL penetration 21% No. VL biz effects 7%

VL price 18% VL price 4%

VL loyalty 17% VL mkt share 1%

VL activation effects 15% VL loyalty -1%

ROI 15% VL penetration -3%

Not significant
Significant at 95% confidence Peter Field

1P Source: IPA Databank - )
3|gnlflcant at 990/0 Confldence Marketing & Communications Strategy




The ROI trap for Canadian Media

Top drivers of profit Top drivers of ROI
N + IR N T
Search

Online video 2 Online display 2
OOH 3 Social 3

Search 4 OOH 4

Social 5 TV 5

Print 6 Online video 6

Online display 7 Print 7

‘GfﬁeAWARDS Source: Canadian Effie entrants 2019-20 Peier Field

CANADA



You need brand and activation
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Balance of brand and activation effects
lBA Source: IPA Databank, 1998-2016 for-profit cases, based on scale of activation effects and number of brand effects
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Brand building boosts short-term effects

% Reporting very large activation fx.

45% -
40% -
35% -
30% -
25% -
20% - 17%
15%
10%
5%
0% -

0

Number of very large brand effects reported

Source: IPA Databank, 1998-2016 for-profit cases

42%

36%

1 22




Brand is the key to pricing power
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The pricing power of brand in online insurance

Pefer Field

lI/)A Source: Direct Line Group IPA case study 2018



The pricing power of brand in online insurance

86%

Percentage

Spontaneous Prompted Consideration Trustworthiness
awareness awareness

Il Churchil Il Frivilege
A stronger brand...

lI/)A Source: Direct Line Group IPA case study 2018

Percentage

12.1%

1.4%
0.8% 0.5%

Rank 1 Rank 2 Rank 3 Rank 4 Rank 5

Churchill click-through rate

Privilege click-through rate

.trades more strongly on price comparison websites

Pefer Field
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Short-termism leads to imbalance & ineffectiveness
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7 principles for long-term effectiveness

Peter Field
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1. Build Mental Availability

“Mental availability is a
complex property that
defines the propensity of the
brand to be noticed and/or
thought of in buying
situations”

Byron Sharp, from ‘How Brands Grow’




Maximise mental availability

Awareness
Heard of brand Brand comes Brand gets
easily to mind talked about
Passively accept brand Actively seek brand Cognitive ease, influence
& advocacy
)

Increasing returns

P Peter Field
l-/A Marketing & Communications Strategy



Annual share growth per 10 pts ESOV
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Fame campaigns work much harder

SOV Efficiency
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What drives fame?

Unruly advertising Correlation with

fame effects

response metric
(top 5 correlations)

Shock 28%
Surprise 27%
Amazement 14%
Disgust 11%
Hilarity 10%

Source: Unruly / IPA Databank

Peter Field
Marketing & Communications Strategy



What doesn’t drive fame?

Unruly advertising Correlation with

fame effects

response metric
(top 5 correlations)

Shock 28%
Surprise 27%
Amazement 14%
Disgust 11%
Hilarity 10%

| #17correlationof18 |
Knowledge -13%

Source: Unruly / IPA Databank Peter Fle|d



Fame: Snickers Global

Peter Field

Marketing & Communications Strategy



% change incremental

Snickers global sales growth

Value sales post-campaign increased in 92% of markets
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2. Aim for Distinctiveness

¢ 25% 7 Distinctiveness is much more effective than differentiation
c .
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Differentiation Distinctiveness*
Campaign objectives adopted

lI/)A‘ Source: IPA Databank, 1998-2018 cases * Awareness or Fame objectives Peter F|e|d
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Garnier Ultralift ‘wrinkle reader’
— differentiation via product benefit

Lorna, Age 38, Scientist
‘
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Fairy ‘Enduring care’
— distinctiveness via purpose




sales response

2

iry ‘Enduring care’ — emotional advertising
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3. Engage Emotionally

2.5 - Emotions work harder
2.1
2.0 -
o
E, 1.5 -
=
[
kT 0.9
- 1.0 -
@)
(Vs
0.5 -
0.2
oo TN |
Rational Emotional Fame

Emotions and Fame work best, even in “rational”/research categories

lBA Source: IPA Databank, 1998-2018 cases



)

no baby
unhugged

Emotions work in Canada
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The Beautiful Possibilities.

2019 & 2020 Gold winners Canadian Effies

Peter Field
Marketing & Communications Strategy



Two ways to influence behaviour (Kahneman)

Short term behavioural - ~Rational product &

responses — S pricing messages

Emotional
priming

Long term brand @ 1 @ Emotional brand
preferences RN T associations

IPA e Pefer Field
° SOU rce. B|net & F|e|d 20 1 3 Marketing & Communications Strategy



But beware short-term metrics

409 Rational campaigns drive stronger short-term effects

35% -
30% -
25% -
20% -
15% -
10% -
5% -
0% I

Rational Emotional

lBA Source: |IPA Databank, 1998-2018 cases

% Reporting very large activation fx.




SOV efficiency

4. Get Creative

1.5 -

1.0 -

0.5 -

0.0

—

Creatively awarded

Source: |IPA Databank, 1998-2018 cases

Not creatively awarded




Long-term creativity: Tide USA

lBA Source: Cannes creative effectiveness Lions 2019 Peter Field
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5. Be Consistent

* Fluent devices help drive growth

“You're not
you when
you’re
hungry”

08

IBA Source: Warc, IPA & Canadian Effie case studies Pefer F|e|d




Fluent devices help drive growth

Long-term campaigns with Fluent Devices much more likely to achieve profit gain
% Achieving Very Large Effects on Each

39.2
34.2
29.7
- . — - - — —. 26.2

No Fluent Device Any Fluent Device No Fluent Device Any Fluent Device
Campaigns (256) (79) Campaigns (256) (79)
Market Share Gain Profit Gain

U System1 Group

Peter Field

Marketing & Communications Strategy



6. Go for Reach

The basic law of growth

“The double jeopardy law tells us, over and
over again, that market share increases
depend on substantially growing the size of
your customer base.”

Prof Byron Sharp, Ehrenberg-Bass Institute

From ‘How Brands Grow’




Reach drives long-term growth

Broad reach drives long-term Tight targeting drives short-term
2.0% - growth @ 60% - activation
£ 1.8% - [T}
b~ ()
2 1.6% - £ 50% -
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€ 0 O 20% -
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Targeting Targeting

Over-targeted strategies always underperform long term

Peter Field

lBA Source: IPA Databank, 2008-16 cases B



Reach drives growth in Canada

45% - Broad reach drives share growth
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efﬁeAWARDS Source: Canadian Effie entrants 2019-20 Peter Fleld

NADA Marketing & Communications Strategy



1tol at scale: a caveat

Broad early targeting drives long- Real-time tight targeting drives

1.6% - term growth 80% - short-term activation
§ 1.4% - @ 70% -
ugo 1.2% - é 60% -
E 1.0% - g 50% -
% 0.8% - B 40% -
£ 0.6% - -E 30% -
£ 0.4% - @ 20% -
S 0.2% - 5 10% -
£ 0.0% - . E 0% -

Did use Did not use Did use Did not use

Use of Big Data for real-time marketing Use of Big Data for real-time marketing

Peter Fiel
LBA Source: IPA Databank, 2014-16 cases egemmec!,




Share of voice

$

12%

10%

8% -

6%
4%
2%

0%

Budgeting for growth:
The share of voice rule

Growth proportional to
ESOV = SOV - SOM

SOV > SOM: brands tend to grow

No evidence this
is weakening

SOV < SOM: brands tend to shrink

0% 2% 4% 6% 8% 10% 12%
Share of market




Budget drives effectiveness in Canada
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7. Balance Media

Sales activation Brand-led growth

Rational information media Emotive audio-visual media

e.g. search retargeted or data-driven social display e.g. TV, online video -




Balance: the 60:40 rule

Peak at ~60% brand

TN

20% loss of effectiveness
Brand remains strong

=
Ul
1

56% loss of effectiveness
Brand weakens

Number of business effects reported
o
(0] =

0 L] L] L] L] L] L] L] L] L] 1

0 10 20 30 40 50 60 70 80 90 100
% Budget allocated to brand building

1.1% Source: IPA Databank, 1998-2016 for-profit cases Peter Field
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Up-weight brand in Financial Services, down-
weight brand in Other Services, NFP, B2B

100 -
90 -
80 -
70 -
| Activation
60 -
50 -
40 - m Brand
30 -
20 -
10 -
0

Durables Fmancial Other Retail B2C

lI/)A services  services Average Pe‘l'er Field

Source: |IPA Databank, 1998-2016 cases

Optimum budget split %




Optimum budget split %

-
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Brand building is becoming
more important, not less

| Activation

m Brand

98 to 10

00 to 12 . 02 to 14 04 to 16
Period

Source: IPA Databank, 1998-2016 for-profit cases




The seven principles of long-term effectiveness

N o Uk Wwh e

Build Mental Availability
Aim for Distinctiveness
Engage Emotionally

Get Creative

Be Consistent

Go for Reach

Balance Media

WHY
AREN'T
WE

DOING
THIS?

How long term
brand building
drives profitability

https://commscouncil.nz/brands-need-building/why-arent-we-doing-this-download-the-pdf/

Thankyou [EEIEE
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