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There are two kinds of marketing

Sales activation
Short term sales uplifts
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Sales uplift over base

Source: Binet & Field 2013



Sales uplift over base

There are two kinds of marketing

Sales activation

Short term sales uplifts
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Brand building
Long term sales & profit
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You need both, in balance
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TV is the best brand medium
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“But the rules have changed”




% Communications budget

“Consumers are more rational now”
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% Communications budget

“Consumers do more research now”
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“The rules are different for online brands”
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“Subscription models change everything”
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% Communications budget

“Innovators don’t need to advertise”
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Annual mkt. share growth

“Loyalty marketing is more efficient”
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Base: 2008-16 IPA cases
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Weekly Reach (% Adults)

“Nobody watches TV now”
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Weekly Reach (% Adults)

The Media Landscape in 2018
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% increase in avg. no. VL
business effects from adding
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“Mass media are becoming less effective’
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*Outdoor = 2012 - 2016 B Web 1.0 (1998 - 2006) ® Web 2.0 (2008* - 2016)



Audited adspend (UK)
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“But what about tech firms?”
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Mass marketing is alive and well
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