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Jellyfish

A0l 2-1:11i4 in ad spend awai from i roven brand-

building channels, towards [REV Al el [}

Ad spending, 1980-2021: Print, radio, and TV vs. Google, Facebook, and the rest of the Internet

| Facebook
@ Google
@ Rest of Internet
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Source; US Data, Joshua Benton, Nieman Lab, 2022
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Jellyfish

Digital now accounts for i1 i -11e14007 of UK
adults’ commercial media time

All Adults commercial media time share

2015 2022 W1 2022 W2

16-34s commercial media time share

Source:This 5th Edition, IPA
2022 W1 2022 W2 Touchpoints Making Sense, 2023
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Jellyfish
We have a problem for brand-building creativity:

the problem.

Too many ads not getting enough
attention to affect brand memories
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I-EFFWORKS{ DA Source: Karen Nelson-Field, Amplified
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Jellyfish
==l sl has a different, in-built m on

paid ad attention.

Each platform has its own Attention Elasticity

The range of attention seconds possible under the conditions of that platform or format.
Attention elasticity forms the attention opportunity for ad creative.

|
A

© 2012 Encyclopzedia Britannica, Inc.
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Jellyfish
VY =le [ERNE =M= of course combine to drive

attention, then brand and sales impact

Brand

[ EFFWORKS | IPA

—

Media Attention Creative Attention Attentive Reach

Nominal Viewable Attentive Capture
Impressions Impressions Impressions Attention

Retain Encode
Attention Brand

Brand Impact: Equity, Sales, LTV

Source: Realeyes, Attentive Reach Report



Jellyfish

Almost all content has had a steep
retention curve

ﬁ
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] Jellyfish
But today’s problems are m hew.

The had similar concerns.

Attention.
“If your advertising goes unnoticed, everything else is academic.” BERNBACH

Skippability & Scrollability.

“[We're] an uninvited guest in the living room of a prospect with the
magical power to make you disappear instantly." O'TOOLE

Land the key message.
“In a newspaper your headline has to compete with 350 others.
Your headline should telegraph what you want to say.” OGILVY

Short-termism.

“Sound an alarm! Advertising, not deals, builds brands.” OGILVY
[ EFFWORKS | IPA




Jellyfish

The big iIs we now have

100

w— MAGAZINES

w— YOUTUBE NON-SKIPPABLE 157/20°
smmmm TV | 30"

Y. e NEWSPAPERS

AD IMPRRESSIONS
VIEWED FOR AT
LEAST..

FACEBOOK INFEED

e MOBILE WEB DISPLAY

= DESKTOP DISPLAY

\

10° 20 20"
DWELL TIMES

I-EFFWORKS{ A Source; data: Lumen; illustration: Dan White




lLlyfish
Only knowing how stuff works for a given Jeus

platform or format can help you

'\
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attention

Feed
Active sorting.
Short, intense

bursts of attention.

+more social

[ EFFWORKS | IPA

Jellyfish
M video formats get m types of

Active sorting. m

Short, intense Longer, more

bursts of attention. passive attention.
+more entertainment

Source: Meta, Realeyes, Decoding Digital Video Environments, 2023



. . Jellyfish
You need to think about having a

for capturing interest and attention
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Increasing attentionfe.

Jellyfish

rrelates to improved

mid & low funnel

brand lift, especially on il KRS8 AVA {1511 metrics

35%
30%
25%
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0%
-5%

Attention secs (Lumen) vs Brand lift (Dynata)

Prompted Familiarity Favourability Consideration PurchaseIntent

dwareness

B Exposed 1+ MExposed 3+ MExposed 5+

Exposed 10+
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Source: Lumen, Teads, Attention Outcomes Report, 2023



brand metrics need |[o/y/:= ¢ =iai=dley
to shift the dial

Attentive seconds for
significant impact

Unaided brand 100ms+
awareness

Spontaneous brand 1s+
awareness

Familiarity 1s+
Favourability 3s+
Consideration Os+
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Source: Lumen, Teads, Attention Outcomes Report, 2023

Purchase intent 8c+



Creating m for channel is better for building

brand equity.

125 113
100

Impact on Brand Equity

100
75
50

25

Separate Same Ads Different, tailored ads within
Campaigns the same campaign

For TV and online video

Jellyfish

I—EFFWORKS{ IPA Source: Kantar Harnessing the power of great creative




The B =X =X 8\

across formats

CASE STUDY 1: This ad was created for
linear television and did not translate into
skippable and in-feed environments

CASE STUDY 2: This ad was developed for
a skippable channel and performed well also
in-feed. But it failed in linear environments

Jellyfish

does not perform well

| J
i

Benchmark Range
Avg RBR: 85-11

Linear

Benchmark Range
Avg RBR: 85-11

" B

In Feed Skippable

Linear

In Feed Skippable

Source: Ipsos US Database ¢ Note: Retained Branded Recognition (RBR) is a measure of brand attention
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Source: How to stop wasting money on ‘efficient’ digital advertising, Ipsos



‘Traditional story arcs'’ more likely to be I’
bottom performers on youtube vs

Subtle brand cues More story for
® those who want it
. . .
Start high Multiple peaks Multiple peaks
/ .\ / o\/
o
@ @
Unexpected Unexpected
shift shift

, . Emerging story arc
The ‘Emerging Effective creative starts strong and holds attention

Digital Story Arc’ to keep audiences watching

I-EFFWORKS { DA Source: YouTube, Creative Works




Applying YouTube's best practice principles can >
contribute in long-term brand contribution

O Attention @ Branding Q
Hook and sustain attention Brand early, often and richly
with an immersive story + 1 7 O/

lift in LONG TERM BRAND

® Connection CONTRIBUTION™

Help people think or feel
something

I—EFFWORKS { A Source; Kantar, YouTube, Creative Works




Every study says making ads for platform Jellyfish

gets you more of the attention you need.

X >

Bespoke Snap ads Besp.ok? ads 4x TikTok-first ads
get 1.4x the avg skip time, from +3s watch time,
attention of 5s to 20s. +17% +25% completion

repurposed ads long term brand x1.2 emotion

contribution

I-EFFWORKS{ IPA SOURCE: OMD/AMPLIFIED INTELLIGENCE/SNAPCHAT; Youtube Creative Works; TikTok Marketing Science




[1af:l<claims some specific executional tactics

increase [[/-1 il

EFFWORKS | IA SOURCE: TikTok Marketing Science, Lumen




. jellyfish
Creating ads for channel, platform, format.

Don’t put your
Don’t put your

TV ads on the

platforms Don’t put

your

adson TV
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Jellyfish

Is as important as
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Jellyfish

As is m more emotional impact predicts

15le]¢-3 brand impact.

Brand Awareness Gain % Success Rate m High Star Rating dramatically increases
Meta : campaign action intent uplift.

x6 Brand Lift

Brand awareness
gain % success rate
Action Intent Lift
Unexposed vs Exposed

Low star High star Low star High star

By higher or lower Star rating (emotional response)

Source: System 1; 101 Facebook ads; 50 Pinterest ads tested by Systemi.
EFFWORKS IP Y Yoy
I- {‘/A SyStemI Compared to campaign brand lift studies by Pinterest



Jellyfish

& JoI- 1 Lol de]d00 creative principles:
Get attention fast

Integrate brand/product

C. Stories communicate
D. Difference works
E. Evoke emotion

-EFFWORKS{ IPA




Creativity that
pushes

Jellyfish



Hilton Hotels’ 10 minute TikTok.%
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Jellyfish

bii-giec| Nell o1V A is also waking up

to the attention problem.

o \ y
A

Avg dwell
time
(Celtra)

More

attention
(Lumen)

LOUIS vumoN

The Rhythm of Time
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Jellyfish

So to try and solve the attention problem and
ofill[eNeI=1s(e ] in the platforms...

1. PUSH THE
CURVE

Maximise reach and
attention via paid ads
made bespoke for the

platform, applying ‘best
practice’, difference and
emotion.
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Jellyfish
But also, creator-led advertising is growing fast

Influencer Marketing Global Market ($b)
16.4

13.8

9.7

6.5
4.6

2016 2017 2018 2019 2020 2021 2022

- . . magic
Source: Influencer Marketing Hub v ' w numbers
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Jellyfish

live or die by knowing what works
best on their channels to retain viewer attention.

HOW TO EDIT VIDEOS LIKE MR. BEAST IN CAPCUT!

Attention-grabbing thumbnails.

Deliver the promise of the video instantly.

Set up the story, create jeopardy.
Music creates a feeling.

¥ TH L %
RUIKEIMRYBENE Ty

Repeated emotional highs to

Keep people watching.

0 ® i

P> » € 002/
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Platform native creative [jEle[cR ol AG T o]

works best to drive brand recall on tiktok.

TikTok specific and

in partnership with
creators

Native creative
“consistently outperforms

TikTok specific, not
collaborating with
creators

repurposed and adaptive

Not TikTok specific

or in partnership
with creators

NON-NATIVE NATIVE
NON-CREATOR NON-CREATOR

JquflSh Source: TikTok Marketing Science EU proprietary creative analysis covering UK, FR, DE, ES and IT

[ EFFWORKS | IPA




Jellyfish

m playground craze or creator-led, brand-
building genius? m
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UGG is re-balancing its activity, including more
brand-building, and lots more influencer.f

s

New Brand Momentum
“From walking the dog to walkingthe runway”

teFFworks ]| Jellyfish




Eiad =0T organic and user-generated TikToks

09:2794 ol T @ 09:2794 w TH 09:28 4 w TH
< Little Moons M < Little Moons N gy | £ Little Moons i B

look at her...

little
# "!Qg(ns

@littlemoonsmochi @

148 314.9K 6.3M

Following Followers Likes

v 7 : . ;
MOCHI MIX 1
. A Me when | remember |
Little Moons Mochi , e | have Little Moons in
Ice Cream From Another World “4 “s “ S freezer F7 33
Find us :

(@ https://www.eventbrite.com/e/rent-a-moonuvi...
© Shop Add Yours

little
moens

Little Moons
daily.

| D 791.6K
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saw very fast i rowth 2020-21 driven

by this TikTok and the [s[E5{dlellLdl1 F-=1T it enabled

Annual Value Sales (Major Multiples, £m)
B Distribution TikTek WEverything else

2021 2022

r‘nu ic
. num I:mrr.

Pober M000 peoricod eeciuciens Joruary
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Volume Sales and modelled
contribution from TikTok (000kg)

11191 ¢ drove
millions of £ of
sales Little Moons
over the first 3
quarters of 2021

Jan-21 Mar-21 May-21 Jul-21 Sep-21

Organic TikTok Supply Issues =—Actual

magic
v w § numbers
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) . ) Jellyfish
But aren’t [l =10 1a{e Niaii [FE1a(e=1 453 just really

annoying? Actually no.

Consumer's ad attitudes towards influencer content

Fun and
entertaining

+ Relevant and useful Better quality

Trustworthy Innovative
Excessive targeting Too much advertising
Repetitive Intrusive
petitiv rusiv Average
Dull and
boring I} Influencer content

I-EFFWORKS{ IPA Source: Kantar Media Reactions, 2022




] jellyfish
So we have another tactic that can help...

1. PUSH THE 2. BREAK THE

Maximise reach and

attention via paid ads
made bespoke for the
platform, applying
‘best practice’ and
emotion.
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. . o Jellyfish
Two for brand building

in the platforms.

1
SUPER-

2

SUPER-
TAILORED

NATIVE




Jellyfish

of video ‘ads’ today

NATIVE VIDEO

SKIPPABLE/ Ads people want to
SCROLLABLE VIDEO watch some more of

MADE-TO-
MEASUR
TV/VOD/OLV Ads people are made to watch REAMD”:Y;O u

[ EFFWORKS | IPA
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Play by the platforms’ rules.
But ‘best practice’ has limits.

You need difference and emotion too.

The algorithms love native stuff.
Go native too. Think like ‘creators’.
Use them. Or better. Hire them.

Jellyfish




o Jellyfish
of digital channels

working both short & long.

Bubble Size = Spend
Figures represent recent years, 2020-2022 YTD

Streaming Video

Linear TV
O S W e Dlgltal Video
m ..............
e =& = Social
|2 Paid Search
o Print Digital Display
- -
+ 9
.8 OOH Radio
n
I-EFFWORKS{ IPA Short Term ROI Source: Analytics Partners




Video's lasting impact is [twice as long as

non-video

[ EFFWORKS | IPA

Short + Long Term ROI

Bubble Size = Spend
Figures represent recent years, 2020-2022 YTD

Streaming Video

Linear TV o
‘ “ ............. Digital Video
e A . SOCiaI
‘. " Paid Search
Print Digital Display
OCH Radio

Short Term ROI

Jellyfish

Source: Analytics Partners



Jellyfish
Videoranchsocialk:-]1{-Xex:-1¢a11sT- ui with TV in

terms of contribution to both |" </ c0 i

25%
o 20%
E:
=
8
g
g 15%
Q
+7: ]
=
g W Long term effects = 60%
= 10%
M Short term effects = 40%
) I I
0% I - .

Social Media| Online display Paid Search Print DM OO0H

I—EFFWORKS{ IPA Source: Les Binet, Meta 2022




Jellyfish

behaves more like a brand building

channel than a DR or [o1= - feidiale=reieinln=)

Online video behaves more like a brand building channel (BRTV, cinema, OOH)
Than performance (press, PPC, DRTV)

% effect seen in first 2 weeks by media channel

(Tl
] |
I l 0y 0, 0,
- 16% 16% 14% 13% 12%
1
i |
1 1
1 1
] 1
1 1
] I
1 1
1 1
: j 86% 87% 88%
1 75% 1 78% 84% 84%
68% 68% : :
e : :
1 1
1 1
1 I
1 1
] 1
1
Brand TV OOH Cinema : Onlinevideo1  BVOD Radio Social DRTV PPC Press

% effect in first 2 weeks  [@% effect after 2 weeks

. e o m magic
EFFWORKS IPA Source: Magic Numbers, OMG, Ekimetrics, Circana, D2D, VCCP Media via ARC ¥ numbers




Jellyfish

Video has the largest = (- -l fiaieili=1

Max ROI vs Lower Quartile

0.0 2.0 4.0 6.0 8.0 10.0 12.0 14.0 16.0 18.0
Creativity Multiplier

I—EFFWORKS { A Source: Paul Dyson, Accelero




: Y : Jellyfish
More marketers believe [[l{iT]} is as effective at -

ofillle[[aT-Ae1£1a[s £} than offline media.

Digital media - Effective at building brands 86.7%

Offline media - Effective at building brands
£ 80.1%

0.0% 25.0% 50.0% 75.0%

I—EFFWORKS{ IPA Source: Marketing Week, Language of Effectiveness survey 2022, 1300 respondents




Jellyfish
So where are we on the digital ad

g . We know how to
e Online use online ads well and
S ads will we're getting results
9 solve _
Q everything

h overnight —

Online ads
led us astray
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