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How advertising pays back



Sales activation

Two kinds of effect

Short term sales uplifts,
but no long term growth
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Sales uplift over base

Source: Binet & Field 2013
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Volume is not enough
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Brand building reduces price sensitivity
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Profit effect
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Implications for targeting



Talk to all your prospects

Long term

Short term '

sales activation

Source: Binet & Field 2013



Broad reach means bigger profits
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Share of mind



Mental availability

Awareness
Heard of brand, Brand comes Social amplification,
know about brand easily to mind, herd effects
familiarity

Increasing returns

Short or long term, share of mind is crucial.



Annualised ESOV efficiency
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The role of emotion



40% -
35% -
30% -
25% -
20% -
15% -
10% -
5% -
0% -

Rational

Source: Binet & Field 2013

Rational & emotional
campaigns work differently
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Emotions drive long term profits

45% -
40% -
35% -
30% - —e—Emotional
25% - campaigns
20% - Rational

15% - campaigns
10% -
5% -
0% ! ! |

1 year 2 years 3+ years

Profit effect

Source: Binet & Field 2013



Media implications



Key ingredients for brand building

Emotion

Reach Fame



Annualised ESOV

TV has all three ingredients

TV boosts efficiency
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The role of creativity
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Budgets



Budgets still matter
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Budgets must be balanced
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Case study: John Lewis



John Lewis ad here
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Implications for evaluation



Short term metrics are not enough
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The balanced scorecard

Long term
metrics

Short term
metrics
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