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How do brands get more effective advertising?

It's an important time to ask this question. There is a sense that
advertising, in its current forms, is not driving the growth it should be.
Take some of the recent data and comment we have run on WARC:

* A study by the Advertising Research Foundation found that 69% of all
US TV commercials receive no visual attention (putting up to $40 billion
of investment at risk in the US alone); 27% air in an empty room.

» Afocus on short-termism has halved the business impact
of creativity, according to researcher Peter Field.

* Only 12% of supposedly 'viewable' ads are actually noticed
by consumers, according to Lumen Research.

* Nielsen reported that only 53% of the impressions served
in the UK reached their intended target.

* More than 600 million devices now have ad blocking, in what US
journalist Doc Searls called the biggest boycott in history.

In short, huge amounts of money are being spent on advertising
that is not having the intended impact. And, at its worst, it is
alienating the people itis supposed to be engaging.

That's the background to the Anatomy of effectiveness. The white
paper summarises current thinking about how to advertise effectively.

It asks what the current range of evidence shows, and where it is being
challenged by a fast-changing industry. It's a distillation of the evidence,
expert comment and examples available to WARC subscribers.

The white paper boils down this thinking to five constituent parts:

* Invest for growth * Planforreach
* Balance your spend * Plan for recognition
* Be creative, be emotional, be distinctive

If this sounds simplistic, it should be remembered that none of these concepts
is easy to apply. Every element involves trade-offs and hard decisions on
where to invest. And, of course, insights and creative thinking are required to
bring it all to life — that's what makes marketing such a dynamic industry.

The five elements are also not a linear process. We increasingly live in a

world where media selection and creative development go hand in hand,
where creativity can be at the heart of business strategy, and where real-time
feedback can allow strategies to evolve during the campaign. But by turning
the thinking on WARC into a framework, we hope this report promotes the
evidence that exists to help advertisers —and ultimately their consumers.

David Tiltman, VP Content, WARC
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What is effectiveness?

Effectivenessis a term widely used in advertising, but without
consistency in what it means. In its broadest sense, effectiveness
in advertising is simply the ability to prove that advertising

has delivered on its objectives, whatever they may be.

Over time, a narrower definition has emerged that focuses on
proving advertising's impact on business metrics such as sales,
profit or market share. This definition, like the related concept of
return on investment, marks an attempt to prove advertising is an
investment that pays back, rather than a cost to be managed. This
report looks at how to drive effectiveness in its narrower sense.

WARC provides the latest evidence, expertise and guidance
to make marketers more effective. In fact, it's our mission
to save the world from ineffective marketing.

Our clients include the world's leading brands, advertising and media
agencies, media owners, research companies and universities.

They rely on us for rigorous, unbiased information and advice on

any marketing issue, which we deliver via best practice guides, case
studies, research papers, special reports and advertising trend data,
as well as via webinars, awards, events and advisory services.

Learn more at warc.com
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Does your advertising truly deliver?

What does good look like when it comes to
advertising effectiveness? There are no hard and
fast rules, but fortunately there are some broad
benchmarks available. Recent studies have put
figures on the sort of returns advertising can
deliver —analysis of the WARC case study database
found the median profit ROl is 2.06:1. Since most
case studies in the WARC database list short term
results, this is an approximate guide to short-term
payback of the most successful campaigns.

It compares to the 'Profit Ability’ study from Ebiquity,

Gain Theory and Thinkbox, which found a short-
term (three to six months) profit ROl of 1.57:1.

These are averages, and mask a broad array of
campaign performance. Behind these figures are
a range of factors that marketers need to consider
when drawing up budgets, setting objectives and
working out what they want a campaign to deliver.

Invest for
growth
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What does the evidence say?
There are three main factors
that are often overlooked
when setting objectives:

Are you investing enough based on your share of market?

A longstanding rule-of-thumb in marketing is that a brand'’s share of

voice must exceed its share of market if it is to grow. Analysis by Les Binet
and Peter Field of entries to the IPA Effectiveness Awards (the findings

of several empirical studies) has confirmed this relationship. Brands
thatinvest in excess share of voice (ESOV), defined as SOV above the
business’'s market share, are likely to see long-term base sales growth.

The relationship between
ESOV and share growth
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Source: Les Binet & Peter Field, 'The long and short of it, IPA’, 2013

Are your objectives realistic given the size
of the brand, and the size of the market?

The biggest driver of results isn't generally in a marketer's
control —it's the size of the brand, and the size of the

market. Based on 25 years' experience of modelling

the impact of advertising on sales, Paul Dyson from
Data2Decisions developed a list of the top 10 factors driving
advertising profitability (most recently updated in 2014).

He concluded that market/brand size is by some distance
the largest factor affecting the payback of advertising.

Big brands deliver big results, as they are better known and
able to drive what Professor Byron Sharp of the Ehrenberg-
Bass Institute calls "mental and physical availability”. When
setting objectives, it's important to factor in where a brand sits
in the market, and what it can drive.

Are you maximising effectiveness or efficiency?

In theory, the term ‘return on investment’ is simple —it is

the ratio of profits derived from marketing to marketing
expenditure. As a concept it makes marketing seem
accountable. However, interpretation of ROl can be very loose
—many assume that all sales growth is due to communication.
There is also a misconception that maximising ROl is a goal

in itself. One of the problems with the widespread use of ROI
ratios is that they prioritise efficiency over effectiveness

—the easiest way to improve the ratio is to cut the budget,

yet that would damage the brand. Instead, marketers

should be focusing on goals that are defined in absolute
terms, such as generating certain amounts of profit.

Measures of ROl also tend to focus on short-term changes,
yet brand-building tends to require long-term investment.
Calculating long-term payback is far more difficult, and
different measures are required. In fact, long-term effects
of investment are often underestimated. For brands in
mature markets, marketing can be about defending sales,
rather than increasing them. The payback can be calculated
only by working out the impact of a cut in marketing.

Invest for
growth
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Factor Profit Multiplier 2014
Market, brand 1 8 OO
and share |
Creative-tagging, 1 2 00
ad length |
Budget-setting 5 o 0
across geographies n
Budget-setting 3 0 0
across portfolios n
Multimedia campaigns 2 . 50
Budget-setting 1 70
across variants n

Cost and product 1 6 0
seasonality n

Product vs. 1 40
equity vs. season n

Laydown 1 1 5

(of spend over time) n

Target audience 1 .1 0

Top ten ways

to improve
advertising return
on investment
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Source :'Top 10 drivers of advertising profitability’ by Paul Dyson




How can brands benchmark against share of voice
in an age of owned and earned media? This is an
emerging question for brands. The agency MESH
has explored the idea of share of experience (SOE),
arguing that SOV measures only what marketers
push out, not what people actually pick up. Using
both surveys on brand consideration and real-
time mobile responses whenever the person sees
the brand, SOE can show where, when and how
customers come into contact with brands. It has
the potential to compare digital and traditional, as
well as paid and unpaid media on a level playing
field. However, it is not yet clear whether there is a
relationship between excess SOE and future growth.

The latest guidance from Les Binet is that,
for now, the relationship between ESOV and
growth holds —this is in part because online
channels amplify the effects of offline media

more than they compete with them. He adds:
“Unfortunately, there is still no substitute for
spending money. But nobody wants to believe that.”

The rise of direct-to-consumer (DTC) brands appears to
offer an alternative route to growth to classic ad strategies.
DTC brands typically do not (in their early lives) invest
heavily in broadcast media but communicate via a two-way
relationship with their customers, using low-cost-to-enter
digital touchpoints such as blogs, social media and search.

1. Ad investment designed to deliver
low customer acquisition costs;

2. Customer lifetime value, especially
through subscription models;

3. Exceptional customer experience;
4. A strong brand story and an ‘anti-marketing aura’.

Brands such as Dollar Shave Club have, says David
Carr of Publicis Sapient, “changed what is expected
of marketers by proclaiming a path to growth by word
of mouth that can achieve 60% product margins and
four to five-times higher contribution margins.”

While DTC is a new model for brand launches, its significance
for bigger brands is unclear. As DTC brands grow they
increasingly need to invest in marketing in the same way

that any other brand would, and as platforms like Facebook
become more expensive they are increasingly looking to
‘traditional’ media. Video Advertising Bureau analysis of
Nielsen Ad Intel data found that TV spend by fifty DTC brands
grew from $322.8 million in 2015 to $1,313.6 million in 2017.

Invest for
growth
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As Keith Weed of Unilever makes clear,
the DTC model based on first-party data
and customer experience is becoming a
new priority for brands who want to grow.

“"What we've learned from Dollar Shave
Club is that data play. Subscription
selling is part of it, but it's more

than that. | think it's really exciting,
because this is the way brands

and businesses like Unilever will
remain relevant into the future.”

$322.8

Source: Video Advertising Bureau analysis of Nielsen Ad Intel data

quoted

in ‘The evolving dynamics of the direct-to-consumer market' by David Carr

‘Direct-disruptor’ brands
have accelerated spending
recently as they need to
appeal to a mainstream
audience to keep growing...

$1,313.6

Underspending

Targeting growth objectives
without benchmarking the available
spend against share of market.

Confusing efficiency

and effectiveness

Setting an efficiency-based
objective —for example, ‘we need
an ROl of 3:1" —is dangerous without
also setting objectives for the total
financial impact of the campaign.

Pursuing mental availability
without having the physical
availability to back it up

If you're nudging more people to
buy your brand, is your brand widely
available enough for them to choose
it when they are in the market?

Invest for
growth
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Case Study

Lidl Surprises

The UK campaign of value
supermarket Lidl is a great example
of a brand applying ESOV ideas to
help drive growth. Analysis showed
there was no mileage in targeting
specific demographic or attitudinal
segments; they needed mass reach,
which meant large-scale marketing
investment. They took on board the
Binet and Field excess share of voice'’
findings, and greatly increased their
marketing budget, largely using TV.

Lidl ESOV 2011-2017

15.5

15.2

e.g. 19% SOV
minus 3.5% SOM
=155 ESOV

2.8

1.7
1.6
e

2011 2012 2013 2014 2015 2016 2017

Source: ‘How Lidl grew
alot’ by Justin Clouder

The outcome?

£2.7 billion of direct
and long-term sales
and £398m of profit
over four years, ata
profit ROMI of £1.38.

Case Study

Warby Parker and
the DTC model

Warby Parker, the online eyewear
retailer, focuses on superior customer
service as a means to increase
awareness, build credibility and
spread word of mouth. It overcame
potential online barriers to purchase
and disrupted the category by offering
to send out five pairs of glasses free
of charge for people to try on. It also
promises to answer every customer
call within six seconds. Further,

the brand is committed to social
responsibility; for every unit sold it
donates money to help people who
do not have access to glasses.

The outcome?

Warby Parker’s Net Promoter Score
(arating that takes the percentage
of buyers who are “promoters” and
subtracts the share of “detractors”)
has never slipped under 85%, on a

scale that runs from -100% to +100%.

Launched in 2010, the company was
valued at $1.2 billion by 2015.

Invest for

growth
17



Why big brands drive higher ROls

Brand size (by which we mean annual revenue) is often
overlooked by marketers when considering revenue ROI
—this is a big omission because there is strong evidence
that bigger brands get higher ROls. For instance, studies
have shown that the average ROI for FMCG/CPG brands
is around 0.5 which led to the famous quote “half my
advertising is working..." being applied to these brands.
FMCG/CPG brands are typically at the lower end of the
revenue scale; bigger brands such as retailers, banks and
automotive manufacturers (which can be 30x bigger in

revenue terms) routinely achieve double-digit revenue ROls.

Brand size is a well-known research effect — on questions

For more on this topic see
the following on WARC:

How much should |l invest
to be effective?
WARC Evidence Deck

WARC Webinar:
The long and the short of it
Les Binet and Peter Field

How Lidl grew a lot
Justin Clouder

Speed Read - How brands grow
WARC

The evolution of direct
-to-consumer brands

Les Binet and Peter Field

WARC
prompted with brand lists ("Which of these brands are good : -
value?") bigger brands get higher scores. They are more Overview of Marketing in
: : the Era of Accountability
well-known so simply get mentioned more. Researchers must

adjust their data to take out this effect. The same happens
with ROIs — bigger brands are a safer bet when your normal
brand is not available; they are generally more available, and
they are likely to be selling at a price premium. Or they might
simply be operating in a high-value market. All these factors
contribute to a bigger return from advertising —and a higher

Top 10 drivers of
advertising profitability
Paul Dyson

Comment

Measure share of experience:
A new metric gives a fuller
picture to marketers

ROI because at the end of the day brands pay the same for Fiona Blades and Ralph McDevitt
P a u I their advertising whatever their size (in fact bigger brands 11 brand-building tips from the
with bigger budgets might be able to negotiate a better deal). godfather of effectiveness
Geoffrey Precourt

This has two key implications: ROl benchmarks report
WARC

1. A brand’'s ROl is predetermined to an extent - yes,
: : : Profit Ability: The business
many factors such as creative quality, media laydown o
o : : : case for advertising
and competitive context might impact the final ROI Ebiquity, Gain Theory and Thinkbox

but a small brand is unlikely to achieve a big ROl and : :
The evolving dynamics of the

Founder of
Data2Decisions

alarge brand should be getting a profitable payback
even with a poor ad. This doesn't mean a small
brand’s ROI will be unprofitable, but it does mean

direct-to-consumer market
David Carr

Unilever's Keith Weed on

marketers need t.o t.ake brand size |n.to accogn.t SO lessons from direct-to-consumer
that they set realistic targets for their advertising. and the future of FMCG

: : : S - Anna Hamill
. Investing in your brand and making it bigger will improve

the ROI, making advertising more profitable and allowing
further growth (as well as creating a barrier to entry). Some
new launches find it difficult to make advertising pay in the
first few years (depending on brand size of course), but as
they grow, ROIs will increase and become more profitable.
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The next challenge is setting the right
framework for your investment to
ensure sustainable success. This can
be thought of in a number of ways:

Timescale - long-term effects
vS. short-term sales impact

Purpose - brand-building
vs. performance marketing

Audience - broad reach/whole market vs.
targeting of likely buyers or existing customers

In each case, the assumption is that marketing
investment has two roles: immediate impact on
financial performance and long-term brand-
building. A major benefit of a strong brand is
decreased price sensitivity. All other things
being equal, consumers will generally pay
more for a brand they recognise and trust.

Balance
your spend
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Two ways marketing works

. Brand building: Long-term sales growth

. Sales activation: Short-term sales uplifts

According to the model put forward by Les Binet & Peter Field,
sales activation work will have a greater impact in the short
term, but the effects will decay quickly. The impact of brand
investment becomes more pronounced over time.

SCALE UPLIFT OVER BASE

& Peter Field, 'Marketing in the Digital Ag

One of the criticisms of marketers in
the past decade has been that they
have shifted too much investment into
driving immediate financial impact, and
neglected the long-term health of their
brands. The $15 billion writedown of the
value of Kraft Heinz brands in 2019 was,
some argued, a reflection of a lack of
investment in promoting the brands and
keeping them fresh. There is evidence
some brands have recognised this danger
and rebalanced their investment.

Balance
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What does the evidence say?
The budget guideline is 60-40
in favour of brand-building

Several landmark studies by Les Binet and Peter Field, on behalf of
UK trade body Institute for Practitioners in Advertising (IPA), have
suggested that an optimum split of marketing investment is 60%

for long-term brand building and 40% for short-term activation.

The ratio can vary by sector and by context, but significant brand
investment is required in all situations to deliver the benefits of a
strong brand over the long term. In fact, in sectors where activation is
the norm (such as travel), strong brands are even more important.

The 2018 'Profit Ability' report from Ebiquity, Gain Theory and Thinkbox
concluded that less than half of advertising's profit impact happens

in the short term. Businesses optimising their advertising investment
based solely on these more easily visible short-term returns are
hugely undervaluing the total profitability driven by advertising.

The 60-40 split delivers
maximum effectiveness
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ACTIVATION SHARE OF BUDGET (%)

Source: Les Binet & Peter Field, 'The Long and Short of It’, 2013

Brands need metrics for both long and short

Activation effects are best measured with immediate behavioural

metrics, such as direct response rates, search queries, or
immediate sales uplifts. These effects can be large and easy
to measure, but they decay quickly. For brands willing to
invest in it, econometric modelling can be the best way to
measure the impact of short- and medium-term effects over
weeks and months. Some attribution models also help.

The value of long-term brand building is the development
of memory structures and powerful associations for
brands. As Les Binet commented recently, advertising is
"a way of conditioning people. It's about creating brand
preference through creating emotional associations

that buy us human behaviour in an irrational way.”

Identifying the right measures for this is complex. Much
econometric modelling is insensitive to and unsuitable
for measuring the impact of long-term marketing activity.
Brand equity modelling — which triangulates advertising
investment, brand equity tracking, and sales data — uses
a range of statistical techniques to help understand
which brand equity metrics have most impact.

Price sensitivity is an important measure of long-term health.

There are also some examples in the public domain (for
example, from Direct Line Group in the UK) where companies
have allowed a brand to stop advertising, then measured the
performance over time of that brand against a brand that is
still supported by adspend. The results tend to show that

consumers are willing to pay more for well-branded products.

Balance
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Total ad-generated profit Short-term ad-generated profit
Different media (within 3 years) (within 3-6 months)

play dlfferent rOIes % % Average Profit % Average Profit Number of

. of budget of profit rofit ROI likelihood of profit rofit ROI likelihood campaigns
The frameworks of brand versus activation, or long g P P P P palg

versus short, can have a bearing on media selection.

It has become common to view digital channels

as largely suited for activation, while traditional

channels are better suited for ‘brand’. In fact, the truth I V 540/0 710/0 £4.20 860/0 620/0 £1 .73 700/0 1 ,280

may be more nuanced than this. The ‘Profit Ability’

study compared typical ROl levels across a range
of media. Online display, for example, had virtually
no impact beyond the short term; the audiovisual

media of television and online video, on the other P r i n t 230/0 1 80/o £243 780/o 220/o £1 44 61 0/0 980

hand, worked across both long and short terms.

Out of
home

Online
video

]
Radlo 5% 3% £209 75% 5% £1.61 62% 540

Online
display

All
media

Source: 'Profit Ability: The business case for advertising' by Ebiquity, Gain Theory and Thinkbox Balance
your spend
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8% 3% £115 48% 3% £0.57 19% 580

6% 4% £235 67% 5% £1.21 52% 158

4% 1% £0.84 40% 2% £0.82 37% 330

100% 100% £3.24 72% 100% £1.51 58% 1,954



New forms of activation

One of the reasons marketers have pushed more
money into activation spend in the past decade

is the promise of data-driven techniques to boost
the performance of their spend, and the relative
low cost of digital media. Although some marketers
are shifting spend back into their brands, this
transformation of the ‘activation’ side of the equation
will continue. It's worth remembering that Marc
Pritchard of Procter & Gamble, a vocal proponent of
creative brand-building, has also predicted the rise
of “one-to-one marketing at scale” — data-driven
and highly personalised. Both will be required.

Lines between brand and activation are blurring

While the frameworks of brand versus activation and
long-term versus short-term are helpful, the reality
for many brands is that the lines between them are
blurring. Brands such as Heineken (see examples on
the following pages) have noticed that the ‘conversion
funnel’ is converging —a consumer can jump from
awareness to purchase in a click, so both its brand
investments and its activation are part of a bigger
matrix of activity built around the purchase journey.

Rise of customer experience

Customer experience (CX) is a hot topic in
marketing at the moment — more than half of brands
and agencies named it as a priority in WARC's
Marketer's Toolkit 2019 survey. CX (in its online
forms) is developing rapidly, and how ‘experience’
affects the development of a brand in people’s
minds, and whether experience can supplement
advertising in terms of building memory structures,
are areas that have yet to be fully explored.
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Overinvesting in performance
marketing based on a high
short-term sales impact

While short-term sales drives can
be very effective, the effects decay
quickly. Investment in the brand
needs to take place in parallel.

Assuming brand investment
doesn’t need to deliver

in the short term

Good brand-building work will still
drive commercial performance

in the short term. The effects
should not be invisible or solely

measured in brand tracking studies.

Taking guidelines as iron laws
As the IKEA campaign (on page 34)
shows, the right balance between
brand and performance isn't
always 60-40. In that case, it

was closer to 90-10. 60-40is a
great rule of thumb, but brands
prepared to do the research can
find their own optimum balance.

Case Study

AA: Rebalancing a brand

The British motoring organisation
AA was suffering market share

and membership decline, driven

by increased price-sensitivity and
declining salience. Analysis showed
this was due to a marketing focus on
targeted direct-response activation
at the expense of brand building
activity. A new long-term brand-
building mass-market campaign
focused on the core breakdown
service, with strong emotional cues.

42%

SHARE OF MEMBERSHIP (%)

The outcome?

Purchase consideration
improved, and the
campaign reversed

the declining acquisition
levels. Retention
improved, as did revenue.

42%

2017 ADS

7

2011 2012 2013 2014

Source: ‘'The AA: From sparkplugs to singalongs’ by Tom Sussman

2016 2017 YTD
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Case Study

IKEA ‘Wonderful Everyday":
Finding its own balance

The emotionally rich "'Wonderful Everyday’
platform, showing how IKEA can help make
everyday life at home better, was deployed
across a full spectrum of IKEA categories
and channels. To fund this brand-building
campaign the decision was taken to cut
funding from activation. Sale campaign
budget was reinvested into brand
campaigns, resulting in almost double

the incremental revenue. Activation

spend saw a slow decline in investment
from FY14 to its lowest investment level
ever for IKEA, helping to fund a larger-
scale brand campaign: an 87:13 splitin
investment between brand and activation.

Brand vs activation spend

g 81% 86% 87%
o
5 73% 78%
o
» —_—
z
=]
=
<
2
by 27% 220
< — o
a 19% 14% 120,
z
<
o
)
FY13 FY14 FY15 FY16 FY17
Source: MediaCom, chartincluded in IKEA: . Brand
ran

‘The Wonderful Everyday' case study

100%

80%

60%

40%

20%

0%

. Activation

The outcome?

The tough revenue
goals were delivered
and exceeded; and the

seven-year decline in
penetration was stemmed
and turned to growth.

Case Study

Heineken and the
end of the ‘funnel’

Dutch beer Heineken thinks a
conversion ‘funnel’ is no longer
particularly useful, as online and offline

mix and brands aim for an extended
consumer relationship. The company
now thinks of a journey during which a

brand has opportunities for conversion.

Beginning with a stimulus, typically

from a hero piece of content, the model

then bleeds down into more nuanced

communications that offer opportunities

for sale. The division between ‘brand’
and ‘activation’ spend, therefore, is

replaced by a broader matrix of activity.

Consumer Journey

Connect
(Awareness)

Guide
(Consideration)

The outcome?

This model was applied in a campaign
involving football manager José
Mourinho motivating fans to

watch matches with friends and
Heineken. The campaign used a
communications approach that blended
scale with personal relevance.

As aresult, the number of people
watching alone decreased, the
decline in penetration was reversed,
and volume sales growth reached
historic double-digit figures.

Convert
(Trial)

Retain
(Repeated usage)

What audience?

Core

Core (personas
and occasions)

Broad (personas
and occasions)

Broad (personas
and occasions)

What content? Hero idea Guiding CTA Converting CTA Retaining CTA
) . Dynamic assets bringing Packaging, omnichannel Brand events,
What assets? Film (TVC & mobile). OOH to ‘'omni activations’ activations, POS experiences, merchandise
. Shopper Shopper Shopper marketing,
?
Who manages? Comms & digital marketing & digital marketing & digital sponsorship & digital

Source: 'How Heineken is adapting the purchase funnel’ by Sam Pefia-Taylor
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Les
Binet

Head of Effectiveness
at Adam&EveDDB

How digital affects the
brand/activation split

Brand building is more important in a digital world than
itisin the old economy. Of course, most marketers have
learned completely the wrong lesson. They've seen the
efficiency of short-term activation and they put all their
money in there. But, in fact, what they actually should

be doing is making digital activation work efficiently by
supporting it with broad-reach, emotional brand-building.

Share of voice matters, but what also matters is how
you allocate share of voice between brand building
and activation. We find that there tends to be an
optimum effectiveness of 60% for brand building and
40% for activation in communications budgets.

It's not an absolute. If brand building is easy in a category,
you can dial down your brand spend. And if activation is
easy in a category, you can dial down the activation spend.

In more specific terms, for categories where there is a

high degree of product innovation - or, for brands, where
there is a high degree of product activation — activation is
easy. If you have really great new products, they're actually
quite easy to sell. So, you can dial down the activation and
tilt towards brand, with a split that's more like 70-30.

Whether it's online or offline, video formats produce
the best brand responses. Ideally, what you want is
online video and offline video working together.
Video is tremendously effective for this stuff
because of the richness of the emotional palette.

TV still works. In fact, it's working even harder than it used
to. Moreover, what we're finding is, across all media, the
traditional media are all actually working better than they
used to. We've seen increases in the ROl from TV, from
outdoor, from radio, and even, to some extent, press. Online
marketing is making traditional marketing work better.

The digital companies are discovering the power of traditional
media. In the US, we see Facebook, Amazon, Apple, Netflix,
Google tripling their TV adspend over the last couple of years.

We see the same thing in the UK. We see companies
like Uber piling into radio advertising.

The point is that the fundamental rules of marketing haven't
changed. Digital is just making everything work better.

This is an extract from the WARC report ‘Les Binet
examines how digital affects brand building/activation model.’

For more on this topic see
the following on WARC:

How do | balance short and
long-term marketing needs?
WARC Evidence deck

Toolkit 2018: Transparency,
creativity, and one-to-one at scale
P&G's recipe for 2018

WARC Webinar:
The long and the short of it
Les Binet and Peter Field

How to get TV ad response
through online media
Matt Whelan

IKEA: The Wonderful Everyday
Kieran Bradshaw

A game changer: How Heineken
reinvented its champions
league communications

Ed Booty, James Moore

and Kate Hinz

How Heineken is adapting
the purchase funnel
Sam Pefia-Taylor

The AA: From spark-
plugs to singalongs
Tom Sussman

Drive growth with media parity
Bhanu Bhardwaj, Olga Casabona,
Joy Joseph and Howard Shimmel

Effective 100: Lessons from the
global effectiveness rankings 2019
WARC

Profit Ability: The business
case for advertising
Ebiquity, Gain Theory and Thinkbox

Marketer’s Toolkit 2019
CX: Online to offline

11 brand-building tips from
the godfather of effectiveness
Geoffrey Precourt

Les Binet examines how
digital affects brand
building/activation model
Geoffrey Precourt
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Based on the first two chapters, it's
easy to see marketing effectiveness
as a numbers game - spend the right
amounts in a balanced approach.

But once that framework has been set,
the biggest single influence on success
is less predictable. All other things being
equal, creativity makes the difference.

There is now widespread evidence that
creativity delivers increased effectiveness when
it produces communication that is distinctive,
engaging and emotional. In a landmark 2014
study, Data2Decisions found that, after brand
and market size, creativity was the single
biggest determinant of advertising profitability,
and several times more powerful than the other
levers marketers can control (see chapter 1).

Be creative

be emotional
be distinctive
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This has been backed up by research into The conclusion was
award-winning ads from the consultant . . .
Peter Field, who found that campaigns that creat|V|ty Is not

that won creative awards delivered a rep|acement for ad
more very large business effects

(e.g. market share, penetration, price budgets, but a way

insensitivity or profit) than those that to supercharge the
didn't. When adjusted for equal excess

share of voice, the creatively awarded budget you have.
campaigns were more than twice as
efficient as the non-awarded ones.

. Not creatively awarded

Creatively awarded

7% market
share growth

5.5% market

share growth

AT ACTUAL ESOV 1 30/0 ma I'ket
share growth

5.5% market
share growth

AT SAME ESOV

Source: IPA, ‘'The link between creativity and effectiveness’, June 2010.

There is evidence that this message has

been getting through. Marc Pritchard, Chief
Brand Officer for Procter & Gamble, has stated
repeatedly over the past three years that the
company would be looking for fewer, better ads
in an attempt to drive up creative quality and
escape what he calls the “crap trap”. Bird's Eye
in the UK has also publicly declared increased
investment in creativity. According to Steve
Challouma, the brand'’s marketing director,
marketers have been distracted in recent
years by having to get to grips with changes:
big data, new industries, new channels. But,
“Once you've got over that you get back to
creativity —and marketing is a function which
in theory should have creativity at its heart.”

Be creative
be emotional
be distinctive
43



92UapINd 9Y |

What does the evidence say?
Emotional appeals drive
long-term effectiveness

Much has been written over the last 10 years about
the importance of emotion in advertising.

Les Binet and Peter Field report that “Emotional campaigns, and in particular
those that are highly creative and generate powerful fame/buzz effects, produce
considerably more powerful long-term business effects than rational persuasion

campaigns.” Ad researcher System1 reports that the emotional strength of
advertising relates to share growth. Kantar Millward Brown agrees that "Emotion

is crucial in brand and advertising success,” and adds: “The variety of different
emotional responses obtained by award-winning ads highlights that there is no one
emotion to trigger for successful advertising. Rather, the successful ad triggers
the emotion that is relevant for that brand and positioning.” Analysis conducted by
Procter & Gamble into its own creativity showed that work yielding an emotional
response was eight times more likely to be successful than work eliciting indifference.
They looked at 300 TV ads, 85 online videos, 100 Facebook posts and 50 in-store
displays to conclude that messaging which generated positive reactions enjoyed
the greatest impact. There is a neuroscience angle to this — emotional intensity

is linked to memory encoding, which is crucial for long-term brand-building. In
other words, if you want to have ‘mental availability’, emotional appeals help.

P&G research found emotional reactions
increase the chances of success
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REACTION REACTION

Source: Stephen Whiteside, ‘Procter & Gamble research validates emotional
marketing’, WARC Event Reports, South by Southwest, March 2015

There is evidence from WARC's Effective

100 data that marketers are acting on these
findings - over time, the world’'s most effective
ads have been becoming more emotional.

Even short ads can drive certain emotions

Social video specialist Unruly has explored the ability of short-
form ads to generate strong emotional responses. Its research
shows that it is possible to evoke intense emotion in a very short
space of time. While certain types of emotional responses are
harder to achieve in short-form videos, others lend themselves
particularly well to the format, and shorter might in fact be better
in certain cases. The following can all be evoked very rapidly,

as itis relatively straightforward to trigger these feelings with
one powerful image or punchline: hilarity, surprise, knowledge,
arousal, fear. What can be trickier in six seconds is evoking
‘'softer’ emotions like warmth, pride and inspiration. These tend
to benefit from taking more time to build up empathy with the
characters, or involvement with the situation being portrayed.

Distinctiveness matters

There is currently a debate about the importance of
distinctiveness and differentiation. Professor Byron Sharp
argues firmly that distinctiveness is what counts; an
unmistakeable identity which could be based on advertising
among other things. This is not the same as having a
differentiated positioning in the market; distinctiveness
could simply be based on colour (‘the red one’) or other
aspects driven by communications. A failure to be distinctive
can be dangerous —research has found that ads that look
similar to a competitor's ad can be wrongly attributed

to that competitor, potentially benefiting them.

Several researchers agree that distinctiveness is important,
but also argue for the role of differentiation within the market.
While there is no consensus on this issue, it is worth noting
that nobody argues against the need to be distinctive.

Use of emotionin
Effective 100 case studies

60%

50%
40%
30%
20%
10%

0%
2016 2017 2018 2019
Data refers to % of campaigns
ranked in WARC's Effective 100
that use an emotional approach.
Be crea