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1. Briefing



Briefing
•

• 944 Clients

• The Client Brief

Q:    “It’s difficult to produce 
good creative work without 

a good client brief”

86%89%

Cl
ie
nt
s

Ag
en

ci
es



•

Q: “The briefs I/my client writes
provide clear strategic direction.”

78%
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5%
Agencies

Briefing



•

Q:  “What is the missing
ingredient from most 

client briefs?”

Clear Objectives55%

Clear Strategy34%

Clarity30%
Single

Minded10%

95%

5%
Agencies

Briefing



How to Brief
• Have a strategy

• Finish your Strategy

• Target Portrait(s)

• Position and Codes

• Objectives

• A conversation not a document

• Keep it brief

• Ballpark budget

• Other considerations

• Stop short of ideas and tactics

5%



“That was a great brief”
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2. Budgeting



How your 2024 Budget is Set

• 2023 Revenues are $30M

• Our CAGR is 10%

• Next year we expect $33M

• 2% of revenues on comms

--------------------

• Ad Budget is $660k

2024 Budget



Zero Based Budgets
• Start from a Zero amount

• Start from Zero allocations

• Develop smart objectives

• Calculate their incremental value

• Brief agencies

• Agree total investments to achieve objectives

• A proper Marketing Plan

$ Investment $ incremental Return

•YES! •NO!



Budget Timing is Crucial
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ESOV=    0+1-10

= Share of Voice – Share of Market
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3. Long & Short
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Binet



Sa
le

s U
pl

ift
 o

ve
r B

as
e

Time

The Long & The Short of it

Brand 
Building

Performance
Marketing



Product

Targeted

BOFU

Activates Demand

Instant Response

Multiple Short Executions

ROI Metrics

Brand

Sophisticated Mass Marketing

TOFU

Builds Future Demand

Memory Structures

Single Extended Campaign

Brand Tracking

Long                                      Short



Brand & Product

Targeting & Mass Marketing

TOFU & BOFU

Builds & Harvest Demand

Memory  & Response

Multiple Spots

Measures

Performance Branding / Double Duty



Double Duty                Long/Short
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Budget Split 
Long vs Short?
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Proportion of Short Investment



Tracksuit



Why So Much On Brand?



Better Behaviours
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<12 Month Planning Cycle 2-5Y

Why Do Companies Not Get This?



23

Drucker:
                                  

“You have to produce 
results in the short term. 

But you also have to 
produce results in the long 
term. 

And the long term is not 
simply the adding up of 
short terms.”
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4. Media



The Ranking of Media Channels

• Position Fit
• Objective Fit
long or short?
• Target Fit

•Message Fit
• Budget Fit

• Strategy before Tactics

It depends, It depends, it depends, it depends



Tactics

The Ranking of Media Channels

Strategy before Tactics

Diagnosis Strategy

33.3% 33.3% 33.3%

It depends, It depends, it depends, it depends



Offline Channels

Online Channels

Online Channels
x 

Offline Channels

+30%

+50%

Digital vs Traditional:
Which delivers better Impact?



Media Diversity



A x B  >  2a v 2b

The Secret IMC Formula



29%              31%                  24%                8%                  8%

1 Channel 2 Channels   3 Channels  4 Channels   5 Channels

3,200 Campaigns 2010 - 2015

+19% +23%                
+31%                +35%                

Media Synergies
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5. Codification



143 
TV Ads

40% 
Ad Recall

40% 
Brand Recall

16%
Recall & 

Attribution

84%
Immediate

Failure



Brand Codes

• Different Names
• DBAs

• Distinctive Assets

• Fluent Devices

• The Palette of Sensual identifiers



• Battling with Agencies
• Client Boredom

• Ads are created the opposite way 
to how they are consumed

• A simple checklist
• The most important rule

• A brand that “looks like itself”

Brand Codes
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6. Creative



Paul Dyson

Advertising Profitability

7x 
Media

Multiplier

12x 
Creative

Multiplier



“Shit delivered    
  at the speed 
      of light, 
    is still shit”.

David Abbott



Creative Matters!
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7. Emotion



Aww, Emotion



No, Emotion

Startled Joyful

Surprised

Powerful 

Sad



Emotional Campaigns are More Profitable

Rational
Communications

Rational/Emotional
Combined

Emotional
Communications

16%

25%

29%
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8. Pre-testing



I do my research, brief my

agency, trust my agency,

And go with them.

Data Dulls Creativity

I’m a marketer. I do research on 
everything. 

Why not my biggest investment?

Data Delivers Assurance

Two Reactions to Pre Testing



Pre Testing is Changing
• Traditional qualitative feedback

• Losing the creative edge



Pre Testing is Changing
• Traditional qualitative feedback

• Losing the creative edge

• Representative Samples

• 24h turnaround

• Predictive: Long and Short

• Creative Feedback from Data

• Gaining Internal Buy In

• Synthetic Data from AI is 2 Years Away, max
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9. Wear-out



Understanding Wear-out
Sales

Time in Weeks

Ad Exposures

Baseline Sales

Wear-out Wear-in

 



Does Wear-out Really Happen?

1 Month 2 Years+



Does Wear-out Really Happen?

N= 51,232 



Does Wear-out Really Happen?



• Learn Patience

• Resist the pull of new campaigns

• Avoid product orientation

Effective
Campaigns

>2 years

N=100+

Retired:
Irrelevant
Strategy

Replaced:
For 

“Other”
Reasons

74%

Performed
Better or Same

1 in 5 

Performed
Worse
4 in 5 

The Huge Implications



• Learn Patience

• Resist the pull of new campaigns

• Avoid product orientation

• Dust down your old Ads?

• Invest in this year’s creative

• Save next years creative budget

• 20pts of ESOV

• Plan for “Campaignability”

The Huge Implications
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10. Evaluation



Campaign Evaluation Metrics

• Annual Sales and Profits

• Smart Objective measurement

• Brand Lift Studies

• First / Last Touch Attribution

• Media Mix Modelling



Beware Attribution



• Annual Sales and Profits

• Smart Objective measurement

• Brand Lift Studies

• First / Last Touch Attribution

• Media Mix Modelling

Campaign Evaluation Metrics



The Golden Age of 
Effectiveness



The Effectiveness Omnibus

Learn to Brief
Budget Properly

Long & Short
Media Neutrality & Diversity

Codification of every Pixel
Creative Matters!

Emotion Wins
Pre-testing is Different Now

Wear-out does not Exist
Evaluation


