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• Positioning

• 3 Phase
• Briefing

• ESOV
• Media Importance

• Media Diversity
• Message Focus

• The Power of TV



Changed

Segmentation





Segmentation



Or With a bit more Skill We Do This….





Be good with money

109x Increase
In weekly app installs 

65% Decrease
In cost per new user



•Most other Ladder clients
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Newly
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e good with money Be good with money Be good with money Be good with money Be good with mon

“The overwhelming reality was and is that the best 
ad for one audience is the best ad for all 

audiences.”



Changing

Targeting



We Used to Do This…



Problems with Targeting Segments

• Can we identify the segments?

• Do the segments matter?

• Can we afford to target them?



Indexed Reach
100 = Mass Campaign

How Much
More Effective

Campaign Must 
Be To Justify

Targeting
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Targeting vs Effectiveness

?



Segmentation
Targeting 



Segmentation
Targeting 



Reaching all buyers is 
vital, especially light, 

occasional buyers of the 
brand.



Mass Marketing Complication 
#1: Sophistication

All
Potential

Buyers

Population



• Total Households

Mass Marketing Complication 
#1: Sophistication

• Diapering
Household

10%
5% 



Mass Marketing Complication 
#1: Sophistication

Potential
Buyers



Mass Marketing Complication: 
#1: Sophistication

86%

We find that many brands 
keep the bar too low and settle for 

target audience reach of around 50 –
70%. Washing clothes, brushing 
teeth, and using toilet paper are 
done by pretty close to 100% of 

people on a regular basis so there’s 
no reason to settle for such low 
reach. We’re resetting the bar to 

achieve 90% target audience reach 
and get as close 

as possible to 100%.



Sophisticated Mass Marketing
still demands Targeting



Mass Marketing Complication 
#2: Budget

All My
Potential 
Buyers

All My
Actual 
Budget

• Big Company
• Lots of Marketers
• Budget for Improvement
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Mass Marketing Complications:
#3 Long & Short



Mass Marketing Complications:
#3 Long & Short



Mass Marketing Complications:
#3 Long & Short



Mass / Long / Brand / Emotion

Potential
Buyers

Targeted / Short / Product / Rational

Mass Marketing Complications:
#3 Long & Short






Targeting Clarity

62%

We Need 
Targeting Clarity



Changing

Positioning



We Lost the Plot with Positioning

1

2

3



We Lost the Plot with Brands



We Lost the Plot with Differentiation

Uniqueness



We Lost the Plot with Archetypes



We Lost the Plot with Purpose



We Forgot our Prime Directive



An Important Antidote



Disciplinary Pendulum Swings



Disciplinary Pendulum Swings



• Distinctiveness• Differentiation

• Ensuring your brand is 
perceived to be relatively
different from alternatives

• On attributes and 
associations that matter to 
your target consumers

• Enough to influence 
purchase decisions

Defining Terms

• Making your brand 
easily identified by 
customers

• A brand “looking like 
itself”

• Coming to mind in 
buying situations



Achieving Relative Differentiation

Proper Execution
• Say Less Things

• Say Them More Often
• Say them to Everyone

• Say Them Across Different Media
• Say Them with 60% of your Budget

• Say Them with Better Creative
• Say Them across More than Advertising

• Say Them for Longer, Much Longer
• Say Them with Distinctiveness

Let Go Of

• Unique Difference
• Attribute Ownership

• Complexity
• Multiplicity

Relative Positioning

• One Concept
• Tight Attribute List

• CEPs, Associations…
• The 3 C’s



• Brand Position

• Singular
• Tight
• Relative
• Important
• Unchanging

• Brand Codes / DBAs

• Handful
• Unique
• Famous
• Unchanging
• Play after 40 years

One page

Your 1 Page Challenge



What has changed      And What Has Not

• Segmentation
• Targeting

• Positioning



Not Changing

3 Phase Approach



MARKETING IN 3 PHASES

Diagnosis Strategy Tactics

33.3% 33.3% 33.3%

X X



Not Changing

Briefing



Canada



The Client Brief 

Diagnosis Strategy TacticsX X











Not Changing

ESOV





• The usual bullshit marketing

• Getting true Media Spend Data

• Sub-Optimal Spend on Performance

• Attention theory

• Creative Limitations

• Every good but wrong CMO

Challenges to ESOV





Not Changing

Media Importance



Dyson’s Top10



Dyson’s Top10



Not Changing

Media Diversity





29%                31%                 24%                      8%                       8%
1 Channel 2 Channels      3 Channels           4 Channels            5 Channels

3,200 Campaigns    2010 - 2015

+19% +23%                +31%                +35%                

Multi-Channel Communication



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

29%

20%

17%
15%

10%

7% 6% 6%

3% 2%

TV Outdoor Radio Press DM Online PR Promos Sponsorship Cinema

• UK• Source: Marketing Effectiveness in the Digital Era, 2016, Binet & Field  / IPA Base: all IPA cases

Different Catalytic Effects



Not Changing

Message Focus





Choicefulness of Message



Choicefulness of Message



Not Changing

The Value of Patience
& Campaignability



Does Wearout Happen?
N=50,000



Does Wearout Happen?



Fixing Wearout for Marketers

• 4/5 new campaigns
•
• Client Wearout
• Run the same ad
• Run creative variants
• Campaignability



2007 2017-2023

Please watch the recording to view the videos.



Not Changing

The Power of TV



In It’s Favour Against

• Reach
• Signaling
• Attention
• Emotion
• Creative

• Time spent
• Long Effects

• Catalytic Effects
• ROI

• Relative Decline
• Market Orientation

• “Traditional” tag
• Price



THWANGO
• Reach

• Signaling
• Attention
• Emotion
• Creative

• Time spent
• Long Effects

• Catalytic Effects
• ROI

!.COM



What has changed      And What Has Not
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• Targeting
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• 3 Phase
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