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1. Briefing




Briefin 0

g g 89% 6%
BetterBriefs

* 944 Clients

* The Client Brief

» 786 Agencies
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Briefing

1= 78%

BetterBriefs

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

o

BetterBriefs
55% Clear Obijectives

Q: “What is the missing 34% Clear Strategy
ingredient from most
client briefs?” 30%

95%

10% Rz=
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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

e Other considerations

e Stop short of ideas and tactics

2
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“That was a great brief”
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2. Budgeting
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How your 2024 Budget is Set
Ay

= 2023 Revenues are $30

°* Qur CAGR is 10%

i |
* Next year we expect $33M< >
@f revenues on comms |

- Ad Budget is $6©




Zero Based Budgets

Start from a Zero amount

Start from Zero allocations

Y E S l Develop smart objectives
O

Calculate their incremental value

NO

Brief agencies
Agree total investments to achieve objectives

A proper Marketing Plan

S Investment S incremental Return
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Budget Timing is Crucial

Zero Based Budgets

Start from a Zero amount
Start from Zero allocations

Y E s I Develop smart objectives N O !
[ |

Calculate their incremental value
Brief agencies
Agree total investments to achieve objectives
X
A proper Marketing Plan

$ Investment $ incremental Return
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Advertising / Sales Ratios

AMPAD

2024 Budget
2023 Revenues are $30M
Our CAGR is 10%

Next year we expect $33M
2% of revenues on comms

Ad Budget is $660k



Excess Share Of Voice

= Share of Voice — Share of Market

ESOV= -10

25%

20% Equilibrium

15%

10%

5%

Share of Voice (%)

0% |
5% 10% 15% 20% 25%

| ‘efﬁeAWARDs Market Share (%)
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3. Long & Short




The Long and the
Short of It

Balancing Short and Long-Term Marketing Strategies
Les Binet, Head of Effectiveness, adam&eve DDB
Peter Field, Marketing Consultant

In assooiation with

lhmkbox.



The Long & The Short of it

Brand
Building
Performance

2 Marketing

© A

: \

L

)

> \ \

o {

&

= \

> 1

8 ‘

3 \

J Time

effierwarps

MEXICO



Lon Short

The #McRib
is back

Uber E

McDelivery
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Performance Branding / Double Duty

i 2

2023 WESTERN SEMIFINALS  LAL LEADS 2-1

‘GSWELH, 42.9 am
SRR - 21 &




Performance Branding / Double Duty

~MCRIB
IS BACK

Campaign Impact

Double Duty Long/Short
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Budget Split
Long vs Short?

Number of 12
Large Effects
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20% 40% 60% 80% 100

Proportion of Short Investment
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Tracksuit

The Optimum Budget Mix Varies

90
First Name* Last Name*
B Activation
80
Work Email* Company*
® 70 ~
%" Role Title* Business Type*
© 60 - . .
f.'f & Choose the option that’s most suitable for each field
g
Choose your sector
= S0 B i
n .
E 40 - Are you innovating?
oy
_—
2 H i duct hased?
W 1S V¢ r rchased:
O 30 - ow is your product purchas
20 - What lifestage is your category?
How is your product priced?
10 - w is your p P
0 | How big is your brand?
Financial Retail FMCG Other B2C B2B = A .
services services Average Subiscriza io Fecieusts newslatios

Calculate

Figure 6. Source: [PA Databank, 1998-2018 B2B caszes Credit to Peter Field and Les Binet




Why So Much On Brand?

3 The B2B Institute
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Why Do Companies Not Get This?

-

Sales Uplift over Base

<12 Month Planning Cycle Time2-5Y
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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
It depends, It depends, it depends, it depends

ROI Genome™: Short-term vs long-term impacts of different media

14 .\

SPONSORSHIP
CINEMA

DISPLAY

SOCIAL

PAID SEARCH

Long-Term Efficiency o

J Short-Term Efficiency e
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The Ranking of Media Channels
It depends, It depends, it depends, it depends

33.3% 33.3%

Diagnosis

effierwanns Strategy before Tactics

MEXICO



Digital vs Traditional:
Which delivers better Impact?

Offline Channels

Online Channels

Online Channels
X

Offline Channels

effierwanrps A Analytic Partners
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Media Diversity

vor | D -
OLV + Paid search _ 13%
Paid search + OLV _ 13%
Radio + OLV 9%
OOH + Paid search 5%
Radio + Paid search - 4%
‘efﬁeAWARDs A Analytic Partners
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Media Synergies

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

1 Channel 2 Channels 3 Channels 4 Channels 5 Channels

29% 31% 24% 8% 8%

effierwarps 3,200 Campaigns 2010 - 2015 A Analytic Partners

MEXICO
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5. Codification




143
TV Ads

40%
Ad Recall

40%
Brand Recall

B

84%

Immediate
Failure
\ Codificati
C‘eO"""e Budgehng Emo fion odification
) i
effierwarps ' i —

MEXICO \\\ / South Australia | Institute for Marketing Science




Brand Codes

* Different Names
* DBAS

* Distinctive Assets

* Fluent Devices

* The Palette of Sensual identifiers

{

Ccurtier
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Brand Codes
Battling with Agencies

Client Boredom
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Ads are created the opposite way
to how they are consumed
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6. Creative




Advertising Profitability

Rank Factor Profitability
Multiplier
1 Brand Size 20
2 Creative Quality 12
3 Budget Setting Across Geographies 5
4 Budget Setting Across Portfolios 3
5 Multimedia 2.5
Paul Dyson 6  Brand vs Performance 2
7 Budget setting across Variants 17
8 Cost/product seasonality 1.6
9 Laydown/Phasing 1.15
10  Target Audience 1
J
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“Shit delivered
at the speed
of light,
is still shit”.

MEXICO



Creative Matters!

Onli Online
‘ v ’ Video Display '

Bl Executional elements Bl Copy Quality/ Creative
e.g. flighting, duration, daypart, site etc €.g. content, communication, engagement etc

J
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7. Emotion
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Emotion

effierwarps

Two minutes ago he was licking his bottom.

Two minutes from now, he’ll want to lick your kids.

There’s nothing cute about germs.

2

Prvan
Lirebuoy Ml

HAND SANITIZER
eadigans |
Kills 99.99%
L
| |
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Startled
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Surprised

Sad



Emotional Campaigns are More Profitable

Rational

Communications 16%

Rational/Emotional 5

Emotional

29%

Communications

‘efﬁeAWARDS

MEXICO



| ‘efﬁeAWARDS

MEXICO

8. Pre-testing




Two Reactions to Pre Testing

I’'m a marketer. | do research on

| do my research, brief my thi
everything.

agency, trust my agency,

Why not my biggest investment?
And go with them.

Data Delivers Assurance

Data Dulls Creativity
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Pre Testing is Changing

* Traditional qualitative feedback

* Losing the creative edge

A
effierwarps 0.8 B % 5 i vineo |
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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

effie Synthetic Data from Al is 2 Years Away, max

MEXICO
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9. Wear-out




Understanding Wear-out
Sales

Wear-in Wear-out

Baseline Sales

Time in Weeks

I
effie Ad Exposures

MEXICO



Does Wear-out Really Happen?

SR D s

System1 Star Raling
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Time between first air date and System1 lesting (days)

1 Month 2 Years+ -
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Does Wear-out Really Happen?

14

L

Creative wore out Creative didn’t wear out

J
effieswarps N= 51,232 A Analytic Partners
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Does Wear-out Really Happen?

2013 2015 2022

Enjoyment

Ad Distinctiveness Top 1% Top 1% m
ipadt Top 6% Top 10%
eme Demand Power Contribution “ m [(ANTAR

MEXICO
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The Huge Implications

* Learn Patience

* Resist the pull of new campaigns

* Avoid product orientation

Retired:
Irrelevant
Strategy

Effective
Campaigns

>2 years

For
“Other”
EENIS

74%

N=100+

Replaced:

Performed
Better or Same
1in5

Performed
Worse
4in5

PHOENIX

‘communicus



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
effie Plan for “Campaignability”

MEXICO
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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
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Share of sales (%) Incrementality factor (%)*

Online Video
Newsletter

Social Media

Non-Branded Search

Display
Affiliate
Retargeting

Branded Search

Base: Direct & Organic

Beware Attribution

8%
12%
4%

5%

16%

Attribution

15%
Promotion

MMM

Online Video

Newsletter

Social Media

Non-Branded
Search

Display

Affiliate

Retargeting

Branded Search




Campaign Evaluation Metrics

-nn.ale-d Profit- -

; easure
. B!d Lgudies -

rst / Last Touch Attribution
Media Mix Modelling




The Golden Age of
Effectiveness




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 |

ﬁﬂeAWARDs The Effectiveness Omnibus



