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KNOW THE FACTS ABOUT MEDIA PERFORMANCE

What the evidence says What advertisers and agencies say
1 TV 1071 1 TV 48.9
2 Radio 103.2 2 Online video 41.6
3 Newspapers 87.8 3 Social media 41.3
4 Magazines 79.5 4 QOut of home 39.6
5 Out of home M7 5 Cinema 391
6 Direct mail 67.0 6 Radio 38.9
7 Saocial media 65.8 7= Newspapers 36.3
8 Cinema 61.4 7= Direct mail 36.3
9 Online video 57.6 9 Online display 355
10 Online display 50.0 10 Magazines 351

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

Source: Re-evaluating Media -Ebiquity 2018
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POSTERS
MUST
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PML Group iQ 2017

72% OF
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WHO SEE
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AAl TUESDAYS:
THE NUTS & BOILTS OF ADVERTISING







' BRANDS THAT DOMINATE
DO.SO BY BEING
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MENTAL AVAILABILITY DECAYS QUICKLY

BASE SALES

BB EEEEE v acTviry
1 2 3 4 5 6 7 8 9 10 M 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30
WEEK

Source: Profit Ability - The Business Case for Advertising 2018
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All your data in one
state-of-the-art platform,
allowing you to
unlock its potential FAST
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PENETRATION

LOYALTY
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ONLY 9% OF LOYALTY
CAMPAIGNS INCREASE
LOYALTY SIGNIFICANTLY

Source: Peter Field & Les Binet 2016
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DOUBLE JEOPARDY LAW
Il
;
-
Brands with lower market shares f
suffer both from low purchases
and low brand loyalty




DOUBLE JEOPARDY - ASUPERMARKET EXAMPLE

MS % Penetration % * SCR %
Tesco 81 34
Asda 64 22

Sainsbury's 61 23

Morrisons 54 1 Brands with

lower

e o I penetration
Somel f]eld 43 also suffer from

Lidl 29 10 o lovalty
Waitrose 18

Aldi 24
Kwik Save 13

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






DON'T TARGET TOO TIGHTLY

AALTUESDAYS: )
THE NUTS & BOLTS OF ADVERTISING core




“We targeted too much,
and we went too narrow”
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BROAD REACH DRIVES LONG-TERM GROWTH

2.0% A
1.8% -
1.6% -
1.4% -
1.2% -
1.0% -
0.8% -
0.6% -
0.4% -
0.2% -
0.0%

ANNUAL MKT. SHARE GROWTH

TARGETING CUSTOMERS TARGETING NON-CUSTOMERS TARGETING BOTH

Source: IPA Databank/Peter Field
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MULTI-MEDIA CAMPAIGNS ARE MORE EFFECTIVE

1.60

1.40
1.20

1.00
0.8B0O
0.60
0.40
0.20

]
1 Platformn 2 Platforms 3 Platforms 4 Platforms & Platforms

Mote: ROl = returm on Investment 5 ROI Index

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

Creative

L L -

Investment

Research

Sponsorship

Learning
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UNIQUE
SELLING
POINT
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UNIQUE
IDENTIFYING
CHARACTERISTICS
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Nike stock hits new record following
Kaepernick 'Just Do It' ad controversy

Randy Tucker | Cincinnati Enquirer
Published 7:37 AM EDT Sep 17, 2018

Nike is apparently on fire following the controversial ad that was burning up the cultural

conversation everywhere from social networks to the church sanctuaries.
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CREATIVITY
TRUMPS
EVERYTHING



CREATIVELY
AWARDED
CAMPAIGNS

ARE 6 TIMES
MORE
EFFICIENT

Source: Peter Field 2016



CREATIVITY IS BUSINESS-CRITICAL

Cannes Lions Grand Prix +

Gold Winners

S&P 500

SHARE PRICE GROWTH

2000 2001 2002 2003 2004 2005 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
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EMOTIONAL CAMPAIGNS DRIVE MORE PROFIT




POSITIVE EMOTIONS WIN OUT

@ POSITIVE EMOTIONS 22%

COGNITIVE RESPONSES -3%*

Source: Peter Field 2018 *Rational messaging is essential in short-term activations
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SHORT-TERMISM HAS GROWN
DRAMATICALLY



GROWTH IN SHORT-TERM CAMPAIGNS

30% -
25% - -

-

§ 20% -

o

i -

o 15% -

§ o

S

X 10% -

5% A

O% I I I I [
2006 2008 2010 2012 2014 2016
10 years ending

Source: IPA Databank
D
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IT'S DAMAGING BUSINESSES & BRAND P
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LONG-TERM
CAMPAIGNS BUILD

MORE PROFIT & AR
TIMES MORE EFFIC




CAMPAIGN DURATION & EFFECTIVENESS

SHORT-TERM

. CAMPAIGNS

50% —

LOMNG-TERM
CAMPAIGMNS

40%

50%

20%

% REPORTING EFFECTS

SHORT-TERM SALES MARKET SHARE FROFIT
ACTIVATION EFFECTS EFFECTS EFFECTS

Source: Peter Field 2016






SALES
ACTIVATION

BRAND
BUILDING

Source: Peter Field & Les Binet 2007 & 2016






