
Be	
  Wise,	
  Adver,se.	
  



Background	
  

Unless	
  marke1ng	
  communica1ons	
  can	
  be	
  seen	
  to	
  
produce	
  measurable	
  results	
  it	
  will	
  con1nue	
  to	
  be	
  seen	
  
as	
  an	
  expense	
  rather	
  than	
  an	
  investment.	
  
	
  



	
  
Intermediate	
  
Measures	
  	
  

(awareness,	
  brand	
  
a?ribute	
  ra1ngs)	
  

	
  
Market	
  Share	
  

Gain	
  	
  
VS	
  

Sales	
  Increases	
  

	
  
Enhanced	
  Profit	
  
Contribu1on	
  	
  



Marke1ng	
  Communica1ons	
  	
  

An	
  Essen1al	
  Investment	
  	
  	
  	
  	
  for	
  any	
  Business.	
  



Just	
  about	
  the	
  only	
  thing	
  successful	
  brands	
  (businesses)	
  
have	
  in	
  common	
  is	
  fame,	
  fame	
  lends	
  a	
  currency	
  value	
  
to	
  things	
  and	
  people,	
  fame	
  gets	
  people	
  talking,	
  
adver1sing	
  makes	
  you	
  famous.	
  

	
  Jeremy	
  Bullmore.	
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2014	
  AdFx:	
  5	
  Key	
  Themes	
  

•  	
  The	
  Ubiquity	
  of	
  Digital.	
  
•  	
  	
  The	
  Erosion	
  of	
  Trust.	
  
•  	
  	
  The	
  Sound	
  of	
  Heavy	
  Meitheal.	
  

•  	
  	
  The	
  Absence	
  of	
  FMCG.	
  

•  	
  	
  The	
  Presence	
  of	
  Retailers.	
  



Is	
  there	
  a	
  successful	
  model	
  of	
  how	
  to	
  
guarantee	
  increased	
  profitability	
  from	
  an	
  
investment	
  in	
  marke1ng	
  communica1ons?	
  Q





But	
  there	
  are	
  guidelines	
  	
  



1)	
  Careful	
  Planning	
  	
  

	
  
Understanding	
  
(Product.	
  Market.	
  

Society.)	
  

	
  
Insight	
  	
  

Selec1on	
  of	
  the	
  most	
  
compelling	
  argument	
  for	
  
the	
  objec1ve	
  you	
  require	
  	
  

	
  
Se[ng	
  Targets	
  
What	
  precisely	
  is	
  your	
  
business	
  objec1ve	
  &	
  
what	
  categories	
  of	
  the	
  
public	
  do	
  you	
  want	
  to	
  

address?	
  



2)	
  Innova,ve	
  &	
  Cost	
  Efficient	
  Media	
  Strategy	
  
Including	
  Digital,	
  PR,	
  Sponsorship,	
  Promo1ons,	
  
Sponsorship,	
  Rela1onship	
  Marke1ng	
  and	
  Retailer	
  
strategy.	
  	
  



3)	
  Crea,ve	
  Strategy	
  
Correla1on	
  between	
  crea1vity	
  and	
  
effec1veness.	
  





1)	
  How	
  can	
  we	
  tell	
  the	
  Dancer	
  from	
  the	
  Dance?	
  
Media	
  Strategy	
  and	
  Crea1ve	
  strategy	
  should	
  be	
  
simultaneous	
  not	
  separate!	
  	
  



Good	
  marke1ng	
  
decisions	
  have	
  less	
  to	
  
do	
  with	
  the	
  intui1on	
  of	
  
any	
  individual	
  and	
  
more	
  to	
  do	
  with	
  the	
  
quality	
  of	
  the	
  
conversa1on	
  that	
  is	
  
allowed	
  to	
  take	
  place	
  
between	
  those	
  who	
  
share	
  responsibility	
  for	
  
the	
  outcome—the	
  
conversa1on	
  is	
  
blocked	
  when	
  people	
  
hide	
  behind	
  their	
  
roles.	
  	
  

Paul	
  Feldwick.	
  



Sweet	
  is	
  the	
  lore	
  that	
  
nature	
  brings/our	
  
meddling	
  intellect/

disturbs	
  the	
  beauteous	
  
form	
  of	
  things/we	
  
murder	
  to	
  dissect.	
  	
  	
  	
  	
  	
  	
  

William	
  Wordsworth.	
  



2)	
  Mutual	
  Understanding	
  	
  
It	
  is	
  important	
  for	
  marke1ng	
  
people	
  to	
  understand	
  finance	
  
but	
  it	
  is	
  equally	
  important	
  for	
  
financial	
  people	
  to	
  understand	
  
marke1ng—too	
  few	
  do.	
  



Penetra1on	
  not	
  loyalty,	
  
everyone	
  is	
  a	
  repertoire	
  buyer.	
  
Beware	
  brand	
  segmenta1on,	
  
differences	
  in	
  user	
  profiles	
  
minimal.	
  
Dis1nc1veness	
  not	
  
Differen1a1on.	
  
Salience	
  not	
  Posi1oning.	
  
	
  

3)	
  The	
  importance	
  of	
  Andrew	
  Ehrenberg:	
  



The	
  primary	
  task	
  of	
  
marke1ng	
  communica1ons	
  
is	
  not	
  stoking	
  the	
  fires	
  of	
  
passion	
  among	
  fans	
  but	
  of	
  
nudging	
  the	
  behaviour	
  of	
  
the	
  largely	
  indifferent.	
  	
  

Mar1n	
  Weigal.	
  
	
  



4)	
  On	
  Crea,vity	
  
The	
  essence	
  of	
  discovery	
  is	
  
the	
  unlikely	
  marriage	
  of	
  
cabbages	
  and	
  kings-­‐-­‐of	
  
previously	
  unrelated	
  frames	
  
of	
  reference	
  or	
  universes	
  of	
  
discourse,	
  whose	
  union	
  will	
  
solve	
  the	
  previously	
  
insolvable	
  problem.	
  	
  

Arthur	
  Koestler	
  



5)	
  The	
  importance	
  of	
  Seanachaí	
  







6)	
  Recession	
  +	
  Digitalisa,on	
  +	
  Retailisa,on	
  	
  
Too	
  Great	
  an	
  Emphasis	
  on	
  Short	
  Term	
  Promo1ons	
  to	
  the	
  Detriment	
  
of	
  Long-­‐Term	
  Brand	
  Building.	
  
	
  



It’s	
  not	
  about	
  new	
  media,	
  it’s	
  about	
  new	
  marke,ng.	
  	
  



7)	
  There’s	
  no	
  Future	
  without	
  a	
  Past	
  
History	
  is	
  not	
  the	
  past,	
  for	
  the	
  crea1ve	
  industries	
  
it's	
  the	
  future.	
  	
  

John	
  Hegarty	
  	
  



	
  If	
  you’re	
  not	
  in……	
  


