




KNOW THE BASICS
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Source: Re-evaluating Media –Ebiquity 2018

Weighted scores based on theses attributes: targeting, ROI, emotional response, brand salience, reach, frequency, noticeability, media cost, production cost, 

environment, short-term sales response & measurement 

KNOW THE FACTS ABOUT MEDIA PERFORMANCE 



RIGHT 

MESSAGE

RIGHT         

MEDIUM



THE MORE 

PERSONAL 

THE DEVICE, 

THE SHORTER 

THE TIME 

LENGTH



INVEST IN RADIO 

PRODUCTION



POSTERS 
MUST 
WORK 

ON THEIR 
OWN 



PML Group iQ 2017



BRAND EARLY & OFTEN



STUDY CASE HISTORIES





BE CONSISTENT, YET FRESH
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BUILD MENTAL 

AVAILABILITY



BRANDS THAT DOMINATE 

DO SO BY BEING 

CONSISTENT 



PRIORITISE 

CONTINUITY



Source: Profit Ability – The Business Case for Advertising 2018

MENTAL AVAILABILITY DECAYS QUICKLY





INVEST IN MEASUREMENT
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PENETRATION – NOT LOYALTY
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PENETRATION

LOYALTY



ONLY 9% OF LOYALTY 

CAMPAIGNS INCREASE 

LOYALTY SIGNIFICANTLY

Source: Peter Field & Les Binet 2016



ABOVE AVERAGE LOYALTY IS DIFFICULT TO ACHIEVE 



DOUBLE JEOPARDY LAW

Brands with lower market shares 

suffer both from low purchases 

and low brand loyalty



DOUBLE JEOPARDY – A SUPERMARKET EXAMPLE

Brands with 

lower 

penetration 

also suffer from 

lower level of 

brand loyalty

*

Kantar Worldpanel data (2006) - UK supermarkets *Share of Category Requirements 





DON’T TARGET TOO TIGHTLY
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“We targeted too much, 
and we went too narrow”



BROAD REACH DRIVES LONG-TERM GROWTH
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Source: IPA Databank/Peter Field



SOPHISTICATED 

MASS 

MARKETING





USE MULTI-MEDIA MIX
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MULTI-MEDIA CAMPAIGNS ARE MORE EFFECTIVE

Source: Jasper Snyder & Manuel Garcia Journal of Advertising Research 2016 Incremental ROI of Additional Platforms





EMBRACE COLLABORATION
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“Collaboration enables

firms to accelerate 

innovation & create more 

competitive market 

positions”

Source: World Economic Forum report on Collaborative Innovation 2015



SPECIALISATION

COLLABORATION



Strategy

Media

Recruitment

Data

Creative

Investment

Research

Sponsorship

Learning





BUILD DISTINCTIVE ASSETS
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UNIQUE 

SELLING 

POINT



UNIQUE 

IDENTIFYING 

CHARACTERISTICS





















PRIORITISE CREATIVITY
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CREATIVITY 

TRUMPS 

EVERYTHING



CREATIVELY 

AWARDED 

CAMPAIGNS 

ARE 6 TIMES 

MORE 

EFFICIENT

Source: Peter Field 2016



SHARE PRICE GROWTH

CREATIVITY IS BUSINESS-CRITICAL



EMOTIONAL CAMPAIGNS DRIVE MORE PROFIT



POSITIVE EMOTIONS WIN OUT

Source: Peter Field 2018

POSITIVE EMOTIONS 22%

COGNITIVE RESPONSES -3%*

*Rational messaging is essential in short-term activations 





TAKE THE LONG VIEW
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SHORT-TERMISM HAS GROWN 

DRAMATICALLY



GROWTH IN SHORT-TERM CAMPAIGNS
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Source: IPA Databank 



IT’S DAMAGING BUSINESSES & BRANDS 



“Short-termism is damaging, 

if not destroying, the wealth-

producing capacity of 

businesses…Long-term 

results cannot be achieved 

by piling short-term results 

on short-term results”

Peter Drucker



LONG-TERM 

CAMPAIGNS BUILD 

MORE PROFIT & ARE 3 

TIMES MORE EFFICIENT

Source: Peter Field 2016  



CAMPAIGN DURATION & EFFECTIVENESS

Source: Peter Field 2016 



BOTH ARE IMPORTANT



40%

60%

SALES 

ACTIVATION

BRAND

BUILDING

Source: Peter Field & Les Binet 2007 & 2016




