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Das goldene Zeitalter



5,5%

4,6%

3,2%
2,8%

2,3%
2,0%

2011 2012 2013 2014 2015 2016



FMCG Giants – Wachstum 2017-2019

Company 2017 2018 2019

A 0,1% 2,1% 1,2%

B -0,4% 2,7% 1,3%

C 1,2% 1,8% 3,9%

D 1,9% -5,1% 2,0%

E 24,0% -6,0% -1,3%



WHAT HAPPENED?





1997 1998 2004 2005 2012 2014

Webradio

2015

Snap-
chat

Streaming 
Media

Social
Platforms

Face-
book

You
Tube

Twitter
Insta-
gram

2003 2013

3D
Printer

2009

eReader

2007

iPhone

Skype

Augmented
Reality

Tablet

APPs

3D
TV

Smart
Watch

What’s 
App

InternetPC

1976 ~1980 1985

Mobile TikTok



Time

30“ TVC
20“ TVC

10“ TVC

Sponsoring

Full Page

Mobile Ads

Display in 
ArticleRich Media Ads

Snap Ad

‚Classic‘ 
Facebook Ads

Instagram 

Story Ad

Samplings
Cover WrapsInsert

Supplement

Dauer-

werbesendung

Video 
Skippable

Video In 

Article
Banner Content 

after Poll

Layer Ads

Dynamic Video

Motion Layer

Content on 
Demand

In Page Video

Surface Ad 
Specials

Geotagging Ad 

Special

Video On 

Demand

ID Spot

TV Plakat

Topic Break

Match Ad
Slide AdWipe Ad

Spotpremiere

Digital Product

Placement
Split Break

In Page

Video

Content on Demand

Cut In

Short Break

Branded

Entertainment

Move Split

Panorama Ad

Call Ad

Gram Ad

Advertorials

Instant 
HD 

Video
Cube Ad

360° Ad

Shake Ad
Swipe Ad

Double 
Stitial Ad

Chat Bot 
Ads

Click 2 Calender

Click 2 Wallet

Addressable TV

Coverdress

Banderole

Bookmark ad Video Onpack

Special foil

Display 

Banner

New Formats



„Forced Views“

[Offline]

Push

Produkt first

High Reach – Low Intensity

Top down

Outbound

Passive / Views

„Voluntary Views“

[Digital]

Pull

Content first (vgl. PR!!)

Low Reach – High Intensity

Bottom Up

Inbound

Active / Interaction



DIGITAL MANAGER

SOCIAL MEDIA MANAGER

MEDIA MANAGER

PR MANAGER

KREATIVAGENTUR

STRATEGISCHES MARKETING 

HEAD OF ECOMMERCE

NATIONALES MARKETING



WAY OUT?



Strategy

▪ Accelerate digital transformation – focus fields:

▪ Shift spendings to digital channels

▪ Improve measurability / ROI

▪ Data / Artificial Intelligence

▪ Drive digital business models (customization / D2C / AR)

▪ Boost sustainability

▪ Drive Purpose / Authenticity



REAL WAY OUT?



> REGAIN INNOVATION
LEADERSHIP



+12

+3

+9

+6
+4 +3

+5+4
+2

-12

-6

-3

-9

-4 -3-2
-5-4

DE         UK       US    CHIN     RUS DE         UK       US    CHIN     RUS

Brands Challenger Brands Handelsmarken

Marktanteile – Wer gewinnt, wer verliert?

Soft Drinks Beauty / Personal Care



$3.300 Mn

$1.000 Mn

€ 1.000 Mn

$1.500 Mn

$300 Mn

$150 Mn

200€

$140 Mn

11

7

5

11

NES before
acquisition

Purchase Price 
(in Mn)

NES multiple

[ACHTUNG – WERTE SIND SCHÄTZUNGEN AUF GRUNDLAGE PUBLIZIERTER INFORMATIONEN]



$3.300 Mn

$1.000 Mn

€ 1.000 Mn

$1.500 Mn

€ 3.000 – 5.000 
Mn

$300 Mn

$150 Mn

200€

$140 Mn

740€

11

7

5

11

Ca 4-7

NES before
acquisition

Purchase Price 
(in Mn)

NES multiple

[ACHTUNG – WERTE SIND SCHÄTZUNGEN AUF GRUNDLAGE PUBLIZIERTER INFORMATIONEN]



No scale

Lokale Setups

Schwaches KnowHow

Keine IP 

Gaps bei Operations

Niedrige Kosten / Scale

Globale Setups

KnowHow Märkte

IP, Patente, Netzwerke …

Effiziente Operations

STARTUPSFMCG KONZERNE



Leapfrogging: 2nd Level Disruption

Multinationals Disruptors MetaDisruptors



> EMBRACE KOMPLEXITY



Monitoring /
Optimierung

PR / WoM
Influencer
Marketing

Content
Marketing

Targeting/
Performance

PoS
Exekution

Media
Buying

Exekution/
Adaption

Media Mix/
Touchpoints

PoS
Exekution

Konzept
Coding
Produkt

…

Kreation

Targeting
Performance



> MARKE, MARKE, MARKE










