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Future of Media
Agency Models

In partnership with:



UM The challenge facing media (all) agencies........

000

The current agency Believe their agencies Looking for more flexibility Looking for greater
model is unfit are fast and agile enough in the way they are served simplification through
for future purpose streamlined partnerships

5  Source:World Federation of Advertisers and Media Sense ‘Future of Media Agencies' Report



Ask Bigger
Questions







UM Cadburys ‘My-Ad’




Create a culture
of experimentation




Behave
responsibly




Connect the
disconnected




Ask Bigger Questions

. Be Human
Flve

Create a culture of Experimentation

Principles

Behave Responsibly

Connect the Disconnected
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Since we
last met




It's been a real experience....

In the last 18 months, Wi
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y reach. Now ordinarily | would go

through each media line by line
and describe the changes and
possible surprises in what we see., 70

clearly see that OOH is back on form
after the interruption of the pandemic 40
period and the associated lockdowns.
Interestingly we see that this is now 20
the only commercial media which has
WO nevw annual st »amism cees
90% of the GB population each week. 20
And yet | still feel that OOH often isn't
given the consideration it deserves in 10
media schedules.
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But has it though really, being honest?

Patterns of media consumption haven't changed at all despite all this disruption

2005-2020 2020-2021 LD
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16:00
20:00
00:00
00:00
04.00
0800
12:00
16:00

. Video . Audio . Text

Source: IPA TouchPoints, The patterns of video, audio text and OOH consumption across an average day.
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Inspiration often strikes in the strangest ways

There's nothing you can
do that can’t be done...

Nothing you can make
that can't be made..

There's nothing you can
know that isn't known...

The Beatles - All you need is love, 1967

Smooth

Radio

Always the best music

t’Ep globalpLAYER

Tone



But what is disruption?
Disruption (n) - An interruption to the regular flow or sequence of something.

1763




The word disruption
encourages us to be
dazzled when we
need to be more Toto

Pay no attention to
the person behind
the curtain

The Wizard of Oz, 1939
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Disruption (new definition)
- The evolution of media
delivery in line with technical

advances

Pay more attention

to the person behind
the curtain

There is great power In
precedent
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Woody only sees Buzz as a threat until

he realises..

1. Buzz can't fly he just falls with style
and his ‘laser’ is just a blinking light

2. Andy’s requirements of the toys are
the same as they have always been




The battle to keep up with the Joneses

Services required in order to answer yes

1995 2005 2015 2024
@ sikytHD | NETFLIX

o

e
sky

NETFLIX
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The challenge

» RIising production costs

* EXcessive competition

» Constant need to innovate

* A cost-of-living crisis

» Aninsatiable consumer demand for good content

» Slowing subscriber growth due to possible market saturation

* If only there was an answer to all the above.....



We want to be the safe respite
where you can explore get
stimulated, have fun and enjoy
with none of the controversy of
advertising

We've got a much
simpler business model.
We re not tied up with all
that controversy around
advertising

Reed Hastings, 2020



[ didn’t believe in the
ad-supported tactic for
us... | wish we had
flipped a few years
eatlier on that, but we'll
catch up

Reed Hastings, 2022




Well, well, well, they
think they can do
better, but they
always come crawling

back to Estelle

Estelle Leonard, 2001







Back in 2015, the thing | was most worried about
losing was commercial media opportunities...

All Adults curated media time share 16-34s curated media time share

24%

34% non-commercial
non-commercial



In 2024 it turns out | was wrong...

All Adults curated media time share 16-34s curated media time share

36%

: 33%
non-commercial

non-commercial

67%
commercial

64%
commercial

2024 2024

Source: IPA TouchPoints - Share of curated media by commercial and non-commercial split for GB adults and 16-34.




Is digitalisation really o big deal”

All Adults commercial media time share 16-34s commercial media time share

21%
non-digital

41%

non-digital 417%

non-digital
58%
non-digital

2015 2024 2015 2024

Source: IPA TouchPoints — Share of time with commercial curated media channels split by digital/non-digital.



How we spend



With great diversification, comes great opportunity

19%

2015

17%

B Cinema

B Commercial BVoD

' Commercial Live Radio
Commercial Live/Recorded TV

Source: IPA TouchPoints - Weekly total share of time spent with commercial media for All GB Adults broken down by buyable media types.

2%
Mail

28%
OOH

70%
Curated
commercial
media

Commercial Online News
" Commercial RoD/Podcasts
B Commercial Streamed Music
B Commercial SVoD

21%

22%

Functional Internet
B Magazines (Online)
B Magazines (Print)
B Newsbrands (Online)

2024

1%
Mail

25%
OOH

74%
Curated
commercial
media

B Newsbrands (Print)
B Other Online Video
Social Media
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2024 top five properties by weekly reach

(All adults)
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ITV/STV
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YouTube
Channel 4
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45
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44
34



Every media has arole
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Source: IPA TouchPoints - Weekly reach and mean hours per capita per day of buyable media types for All Adults.



seismic shifts with
small impacts?




Leaving people to their own devices

16-34s 55+

10%
52% 2015 50%
B Console Print 1 Smartphone TV set
B PC/Laptop B Radio set Tablet | Voice activated

Source: IPA TouchPoints - Share of curated commercial media consumption time by device.



16-34 & 55+ are using more of the same platforms...
.but not in the same way

Comparing the correlation of the reach of curated Comparing the correlation of time spent with curated
commercial media channels between 16-34 and 55+ commercial media channels between 16-34 and 55+

0 59
O

2015 2019 2020 ZCL)I%O 2021 2021 2022 2022 2023 2023 2024 2015 2019 2020 ZCL)I%O 2021 2021 2022 2022 2023 2023 2024

60

media channels
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O

% correlation between 16-34 and 55+ time spent with of

% correlation between 16-34 and 55+ reach of media channels

Source: IPA TouchPoints - Weekly reach of curated commercial media channels.



shifting slowly




16-34 Have we peaked to soon?

1%
Mail

30%

72%
2015 Curated
commercial
media

19%
B Cinema Commercial Online News
B Commercial BVoD " Commercial RoD/Podcasts
' Commercial Live Radio B Commercial Streamed Music

Commercial Live/Recorded TV B Commercial SVoD

Source: IPA TouchPoints - Weekly total share of time spent with commercial media for16-34 broken down by buyable media types.

35%

2024

Functional Internet
B Magazines (Online)
B Magazines (Print)
B Newsbrands (Online)

22%

76%

Curated
commercial
media

B Newsbrands (Print)
B Other Online Video
Social Media



16-34 Social scale is undeniable,

100

90

80

70

60

50

40

% weekly reach 16-34

30

20

10

OOH Commercial  Functional Social Commercial
Live / Internet Media Live Radio
Recorded
TV

Source: IPA TouchPoints - Weekly reach of buyable media types for 16-34.

2015

Other Online Commercial Newsbrands Newsbrands
Video BvVoD (Online) (Print) (Print)

72%

2024

16%

19%

2015
2024
2015
2024
2015

2015

-61% -49%

2024
2024

2024

2024

2015

2015
2024

2015

Magazines Commercial
Online News

But this isn't Emily in Paris ® and
one media won't save the day

PARDOY

HER

FRENC

EMILY
"PARIS

ocrz | NETFLIY

2024 top five properties by weekly reach
(16-34) . rep / /

Rank Media 7% Reach
1 YouTube 66
Instagram 60
Facebook 49
TikTok 39
Snapchat 32

2024

or N W N

88%

2024

2015

Commercial Magazines Commercial Commercial

(Online) Streamed SVoD
Music



straightforward
similarity



starting seismically



Only 77 of people aged 55+
agree that Advertising helps
them make better purchase
decisions

You don’t bring me flowers,

You don't sing me love songs,
You hardly talk to me anymore,
When | come through the door
at the end of the day

Barbra Streisand & Neil Diamond, 1978




starting seismically



stratospherically
Streisand




55+ Well, Color Me Barbra, it's a wheel of opportunity

1%

68% 74%
Curated
commercial

media

Curated
commercial
media

B Cinema - Commercial Online News Functional Internet B Newsbrands (Print)
B Commercial BVoD " Commercial RoD/Podcasts B Magazines (Online) B Other Online Video
' Commercial Live Radio B Commercial Streamed Music B Magazines (Print) Social Media

- Commercial Live/Recorded TV B Commercial SVoD B Newsbrands (Online)

Source: IPA TouchPoints - Weekly total share of time spent with commercial media for 55+ broken down by buyable media types.



55+ Ageless and ever evergreen
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55+ Happy Days Are Here Again
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One book will change your life in 48 hours,

My Name

through each media line by line
and describe the changes anci
ssible surprises in what we see.

but I'm afraid in this case. what we've
talked about in looking at share of
commercial media time has given

the game away. In the chart we have
here looking at weekly reach, we can

clearly see that OOH is back on form
after the interruption of the pandermic
period and the associated lockdowns.
Interestingly we see that this is now
the only commercial media which has
the ability in isolation to reach over
905% of the GB population each week.
And yet I still feel that OOH often isn't
given the consideration it deserves in

media schedules

O o

Barbra f treisand
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SImon@ipa.co.uk

ipa.co.uk/makingsense
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Dom Charles

Managing Director, Audience Intelligence & Marketing Science,
Wavemaker

Monica Majumdar
Head of Strategy, Wavemaker

New Approaches



Wavemaker

Creativity & Media:
Is measurement a

help or a
hindrance?
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mehow, the co stry
elief is that measurement and
creativity are at odds

Wavemaker



The Truth
O01. Creative media can be highly effective

thepricetom & 3 h

Fruit-tella

vk
MERLIN

ENTERTAINMENTS

D MQDE ™

W, o . . =
~(LEGoLaND  SPonsors Family Moemas .

Best. Box.Ever. Thanks

@morrisons ®® ®
@katshoob @magicfm ‘

<

RO Index®

227

\'ue Sales

+16%

Source: Wavemaker econometric analysis

Wavemakel



The Truth
02. Not every

creative idea s
effective

Spread of Middle 50% of Results Around the Median

Source: Thinkbox BVOD in Focus 2022

Wavemakael



The Truth
03. Measuring the
campaign doesn’t
change whether it
worked or not

Wavemakel



Our positive Measurement doesn’t
provocation | i

O ——
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Wavemaker



De-risk creativity

Understand past brand Identify the key levers

Know your audience and media performance of growth

Wavemaker



Broaden what creativity means: it isn’t just the ad film

Hack the Channel Hack the Moment Hack the Behaviour

Flipvertising
Make our elusive ad come to you for _-{
a chance to win a Galaxy Z Flip4. |

Wavemaker



And set yourself up for success with a
robust measurement portfolio

Marketing Mix Identify the right Build in structured

Modelling is the leading indicators testing
gold standard

66
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O1

Start with the
audience
4
Wavemakel {

02

Think more
broadly about
creativity

Set up proper
measurement,
don’t shy away
from it

/



Understanding ESG

N a planning and strategy context

Andy Power

CEO, Legacy
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"‘Brands & Investors are prioritising ESG actions...

.this will impact both the messages from companies & creative agencies
and the investment directed to media agencies”



Billions at risk
for the world’s
largest brands if
sustainability
perceptions are
not alighed
with actual ESG
performance




Sustainability value

ESG / Brand ESG / Brand

: Perception Perception
Driver (%) Scoee VaIEe

Sustainability

A positive value

indicates that
ESG
performance

exceeds
perception
A negative value
— indicates that
= performance lags

public perception
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Social & Governance weakness cost brands billions

uUsD 1,518 m

USD1 ,(135: m

USD 724 m

USD 578 m USD 539 m USD 508 m USD 499 m USD 455 m USD 430 m USD411 m

YCVS (G Nerease verizon’ @)pepsi  Allianz @) citi E

B° Microsoft ~ Walmart >,




"Investors are flexing their ESG
muscle. are making
big commitments, and their

media investments have a
role to play. Companies need
on how their
media choices affect the
worla!"

2§ Andrew Winston



The 17 ESG
consensus

data ratings

aligns with the
UN SDGs
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|
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EQUALITY

Categories

Community

Employee

Governance

Overall ESG Rating

Subcategories

Community Dev
& Philanthropy

Compensation & Diversity &
Benefits Labour Law

Leadership
Ethics

Human Rights &
Supply chain

Training, Health
& Safety

Transparency &
Reporting




FOR THE GOALS

16 PEACT. ASTICE AND
STRONG INSTITUTIONS
-

ESG Commitments

14 ™

QUALITY
EDUCATION

1]

GENDER
EQUALITY

@

4

Better Planet -1, 2,7, 10,12, 13, 14, 15, 17

13 S

Better Communities -1, 2, 3, 4,10, 17
Better Lives - 3,10, 12, 17

0

Better Business - 3, 4, 5, 8,10, 12, 13, 17

DECENT WORK AND
NDUSTRY INNOVATION ECONOMIC GROWTH
AND INFRASTRUCTURE
-

BETTER
LIVES

BETTER

COMMUNITIES

BETTER
BUSINESS

B 0 @2




Overall
ESG
ratings
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75 @ Channel 4
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Deep dive Sky
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Deeper dive Sky
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QLA R telmar

World Federation
of Advertisers

———
MediaSense




‘ Network 1

@® Network 2

@® Network 3 ﬁ

Media agency networks

-~

{ Network 4
@® Network 5

@ Network 6

f— ] B ]
0-29 30-39 40-49 50-59 60-79 80-100

Low High
68
66
64

62

o0

| v'/ 58
e
54
52

50

48



Will you
change
your plans
for
tomorrow??




Frith Hofmeester

Strategy Partner, Hearts & Science



Using Category Entry Points
to change planning and
strategy for the better

Frith Hofmeester — Hearts & Science
September 2024




THE

THE THEORY APPLICATION
What are Category How can you use
Entry points and Category Entry
why should you Points to deliver
care about them? more effective &

award-winning work.




THE THEORY

What are Category
Entry points and
why should you
care about them?




Have we spent 100 years getting it wrong?

Awareness

Conversion

An outdated,
binary model

CONSIDERATION MEAN SCORE - Year on year shifts

% shift

[CANTAR | /! LBl N Sowce Traging Detsase

A slow-moving metric that's
hard to reliably measure



94

An alternative view of how brands grow,
driven by marketing science

K

Mental availability Physical availability
The probability that a buyer The abllity for a buyer to
will notice, recognise find and purchase a
and/or think of a brand product across three

In buying situations. dimensions: presence,

prominence and portfolio.

- _/
Y

BRAND GROWTH

University of Ehren berg'BaSS

South Australia | Institute for Marketing Science



There are two building blocks of
Mental availability

Mental availability

Category Entry
Points

The cues
or situations
that trigger
consumers to think of
a brand within a
specific category.

95




Category Entry points are both internal
and external cues

Emotion Motive

e.g. feeling e.g. heed an
lethargic energy boost

Location

e.g. coffee
shop, near tube
station

Timing
e.g. weekday
morning

People

e.g. meeting a
friend




Category Entry Points are directly linked to
commercial growth

OXFORD

BETTER
BRAND

HEALTH

Measures and Metrics for
a How Brands Grow World
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THE
APPLICATION

How can you use
Category Entry
Points to deliver
more effective &
award-winning work.




Introducing...Category Entry Point led planning &)

1. Identify 2. Prioritise 3. Activate 4. Track

CEPs by building on the theory CEPs based on both CEPs by leveraging CEP linkages over time to
from the Ehrenberg Bass Importance (size) & behavioural signals, contextual ascertain the impact of
institute distinctiveness (brand linkage) & moment targeting + relevant marketing efforts

messaging

99




CEPs in action on the National Lottery

100

4"‘ stb

LOTTO®

l

(

ﬁ

-—Q “'7' “"“"”
o‘l‘ a&.-‘n? ‘

.QV' e

§

CEP: “When there’s a big prize
and | don’t want to miss out”

* First ever sponsor of “Make me
Millionaire”

« Special builds that allowed the public to
place themselves in the adverts.

« Appointment to view programming & co-
viewing experiences.

\

SETFOR
LIFE’

CEP: “When daydreaming
about the future” + “Entering
new life stages”

« Showing up in food, travel, music &
fashion contexts.

 Disrupting mundane moments &
repetitive rituals

- Automated contextual targeting around
day dreaming + life stage programming
with ITVX & Sky




Five clear benefits to CEP planning ®

“The approach to

Category Entry Points
and the tool blew
us away and we are
already seeing the
Impact of its

application.”

Ross Sergeant,
Global Head of Media, Allwyn




Shortlisted for Research Insight

RESEARCH INSIGHT
Cracking the consideration code
with Category Entry Points

Hears & Scisnce

Thiz approach has fundamentally altered how the entire marketing, advwertising, media and creative procecs
warks for our clients with category entry points playing a central role in decision making and the below case
studies demonsiraie the impact it is already hawving.

Cace study: Relaunching The National Lottery

Catepgory Entry Points are a central tenet of the new strategic approach For The National Lottery both in tenms
of at 3 portfoho level but slso at 3 game level. Lotho and Set For Life the first games to be relaunched using

Cur industry has become obsessed wath 3 century old  The problem was that this reseanch theory was just CEPS research insights:

sales funnel. AN too often we focus on the top (brand)
and botiom [performance)... . but neglect the rmiddle.
Cat=gony Entry Points Planning instead siarts in the
middle fuming an overlooked ressanch theory from The
Ehrenberg Bass Instifuie into an acionable way of
creating new insights that drive mental, compefitive
and commencial advantsge for brands and radicaly
reimeents media planning.

100 years of daing it wrang

The sales funnal celebrated its 100th birthday this
y=ar. In the book ‘Bond Salesmanship’ the common
thiree-part purchase funnsl was first cescribed vath
awareness ai the top, consideration in the middle, and
conversion st the bottom.

Consideration is a regular advertising KPI cn mary
client briefs. That is no surprise dus o the strong
relationship betwesn consideration and usage
{correlation of 0. 78} Yat changes in consideration tend
1o be very small and slow maounng making them hard o
robuesthy quantify. .. which in turn makes it hard to
undzrstand what drives changes in consideration. A
global study by Mikeand Brown across 408 brands
found the median Yo' shift is onky 0.01. And cur
industry regulary usss proxy metncs like “Buzz" or
brand perception metrics ke “Brand for me” and hops
these are accurats prediciors of changes in
considerstion.

The answer to this enduning challenge has been hiding
in plain sight

Ewery agency and marketer worth their salt ovns 3
copy of Byron Sharp's How Brands Grow — the maost
famous markesting text of the past 15 years.

The miost overiooked element of the book

is the imporance of mental availabdity for bands,
wihich refers to the ease with which a brand comes to
mind in buying situations. Specifically, Category Entry
Paints (CEPs). The cuss or situations that trigger
consurmers to think of 3 brand within 3 specific
cat=gony. Thesse cues can be nesds, oooasions,
places, times, or other conbexiual faciors that prompt 3
purchasing decision.

Their significance cannot be overstated, CEFs are
directhy inked 1o a brand's growth prospects. If 3 brand
dioesn T come to mind in 3 buying situation, i is less

that, academic 1 hidden in 3 chapber of 2 book on
ewsryonss bookshelves. So, we s=t out to turmn the
mist cseriooked piece of res=arch theory of the past
decade inbo an achionable insight approach to create
compstithes aduantage for our clients.

Tuming Categeory Entry Points [CEPs) theary
inte astienable advantage

\Wiorking directly with The Ehrenberg Bass Institute's
marksting scentists we crested 3 multifscsted,
propretary research approach that bulds on the
theories from the Instituie and wvisualises the insight
using a suite of data visualisstion tools that enable us
o plan in 3 completely difizrent way.

W= call this Category Entry Point Planning and we
b=lievs it is 3 radicsl reimvention of media planming and
marketing that enables middls cut planning and
delivers on the promise of communications planning by
oriensing everyone arcund shared langusge and 3
common goal.

There were & benefits of implementing this new
approach:

1. Competitive: By identifying strong and wesk CEF
linkapss that audiences hawve with brands compared o
the rest of their category, we can betier design
campaigns to build, reinforce or refresh a band's
linkaps o that CEP - a step-changs vs. previous
spprosches that use t3gel eacess 500 &t 3 chamnel
of catsgory level

2. Consideration: This slow-mowving metric can be
broken down imto CEP's, allowing us o design
strategies for both short-term evaluation 35 wel a5
acting 3= leading indicators on long-term consideration
3. Context: Applying CEP thinking helps us pinpoint
key contexts and media moments so that we c3n win
the moments that matter and enhance effsctivensss.
4. Contenk: By identfying linkages fo refresh, build, or
strengthen, working with 3d agency and media
parners to create clearer content brefs and strongsr
cal-o-actions in markebing campsagrs.

3. Ciookieless: |t's future-proofed to enhance
performance marketing by providing new levers and
tactics for data driven audience planning and activation
=5 well 35 breathing new life into comesxt planning.

o

LoTTa”

Lotie: has besn making an average of two
millionaires 3 wesk, for over 30 y=ars.
\istching the Lotio results ive on TV was
once a much-anticipated Saturday night ritual,
but the flagship garme was now struggling to
compets for relevancy and shars of walist
Cur Lotto Category Entry Points ressarch
Eauemakeyimi;htmamem:ﬁmm
EP's for Lotio were linked o a fear of missing
out, such as “when there's 3 big prize and |
dont wani to miss oul” or “when my friends
wiant to play togsther”.

Thus, our media plan needed o foster 3
feeling of mass participation, enswing Lotio
wiss 2, shared, and taed about in socisl
circles,

Central to this was Lobio becoming the first
awer sponsor of Hearts popular - "Make me 3
Millionaire" — reinforeng our status as THE UK
milionaire maksr. Amanda Holden helpsd
build hype, whilst an exensive social

%' sharing winners' stones drove
ilglwit 4.3 million people entening the
draw

Die=pite reducad retail distnbution and 3 +84%
Yo' increase in spend from People’s Post
Ciode Lottery, weekly ssles in the first 8 wesks
since launch averaged +5.5% higher than the
same time 352 year, with every sngle drawin
February cutperfoming the comparable ane
the y=ar before. e

18

e
Set For Life with its distinctive promise of a
feeed monthly income of £10,000 per month
for 30 years had the pobential to biing
mism o the National Lotiery portiolio.
et it was on the brink of disaster with only
2% unprompied awarsness and T of adulis
wiho would consider playing it
Our Set For Life CEPs research told us
people consider Set fior Life when
“daydreaming about the future”™ and “entering
newy life stages”
Thus, central fo our medis plan was reflacting
our audience's passion points by showing up
in food, trawel, music and fashion contexts
and engagang them at critscal life moments
{like having 3 baby).
Autornated contsxtual targeting across [TV
and Sky enabled us to align with passion
pimis in res! iime and bespoke imeni-bassd
audiences mapped to our CEPs deliversd
hyper-cont=xtual communications across all
digital platforms.
Cur groundbresking contsxtusl CEP tarpeting
sxee=ded platform engagement benchmarks
by 263%.
Wis=kly sales swmed to £5.8 milion and YTD
sales 53w 3 robust +4.2% increase on
{+£4 Bm). Whats mors we deliversd
3 +7% increase in caimed players by May
comparsd o the previous year

“The approach fo Calegorny Entry Poinizs and the fool blaw

uz sway and we are airesdy seeing the impact of itz a,:up.fl'can'cn.”

Ross Sergeant, Global Head of Media, Alhayn

Vi belisve that we hawve solved one of the biggest problems fzcing the industry by tuming decades of
evidence-based marketing ressarch into 3 new way of thinking about media planning, cracking the
consaderation code and in doing so delivening commercial and competifive advantage for our clients.

filaty o be considered by consumers and missas out
on potential sales. And it's not unproven — decades of
research from The Ehrenberg Institute has proven the
business case for pursuing this approach.

6. Comsumer: CEPS maks cur media plans more
CONSUMEr-centric 25 we besier understand what
moments trigger people to enter a categary rather than

simnply focusing on product or brand tactics ou're probably reaching for your copy of How Brands Grow now aren't you

NGiE: JUBGLES' CYCS LY This jaayss ond | @ comsn s s ooavloss il 5sd proprsay 0 Hoews § Sores, 5ed Hyraris
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Thank you



Richard Kirk

Chief Strategy Officer, EssenceMediacom UK



Brief

15 minutes
Your own opinions

Create debate on the panel
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Right person
Right time
Right place

The unquestioned dominance of “relevance” in
media planning
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Computing meant “relevance” had a good 20thC

Google Books Ngram Viewer

Q_ relevantmatch,theme

1900 - 2000 ~ English ~ Case-Insensitive Smoothing ~

0.00800%
0.00700%

relevant
0.00600%

0.00500%

0.00400%

0.00300%

0.00200%

101

0.001700%

0.00000%
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Relevance was/is central to the greatest
advertising innovation of our lifetimes
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So relevance became central to how digital
advertising worked

* “help us understand your interests so we can provide you with relevant
advertising on other websites including Facebook and Google™

* “used by us and those advertising partners to build a profile of your
interests and show you relevant adverts on other sites and services™

* “If you do not allow these cookies, you will experience less targeted
advertising”
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Digital then began to eat advertising

Waves of change

How many stories does this chart tell, and how many open questions?

US advertising as % GDP

B Internet
B Magazines
Bl Newspapers
Radio
v

0.50%

Source: McCann, Zenith, BLS, @BenedictEvans
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Modern media moguls espouse relevance

“users want ads to be relevant”

Sees advertising as
content, emphasizing
the importance of
relevance and
usefulness to viewers

“Relevancy is the
currency that most of
these brands are
missing”
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Relevance has become a cure-all for advertising

From recent reports/papers:
* Relevant ads “convey a sense that the brand values its customers”

* As competition intensifies relevance serves as a critical differentiator,
enabling advertisements to cut through the noise

* Relevant ads can help businesses establish meaningful connections
with their customers

* Relevant ads are more likely to be perceived as helpful by the user,
which increases brand trust and loyalty
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But more relevance = more tech required

increase 31% over the next 5 years

What percent of your marketing budget do you spend on marketing
technology? Past, present and future predictions

1 Year Ago Current 1 Yearin o Years In
Future Future

Spring 2024

Spending on marketing technology predicted to

Economic Sector

1 Year Current

BZ2B Product i 8%

BZ2BE Services
B2C Product

B2C Services

Online Sales

1 Year

19.8%

50-99% 23.3%

100%

The CMO Survey =%,

5 Years
Future
30.0%

1 Year
Future
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When budget is down/flat vs rev, growing 2-4% yoy

Marketing budgets over time

Feb-21 Aug-21 Feb-22

—a="% Overall Company Budget

Spring 2024

Marketing expenses account for what percent of your company’s overall budget?
Marketing expenses account for what percent of your company’s sales revenues?

Sept-22

% Company Revenues

10.9%

Spring-23

The CMO Survey =%

Firm and industry
breakouts on next slide

Spring-24
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Relevance is being pursued with little enthusiasm

The CMO Survey” =%,

When presented with extra budget, marketing leaders
overwhelmingly prioritize boosting and developing their workforce

If you had an extra $1M of budget given to the marketing organization to use any way you wanted, where/how
would you invest it? (% of respondents using budget for activity)

10.3%

Hiring and Digital Brand Al and Paid Media Analytics
Where/how Talent Advertising Building and Automation
would you Development and Marketing Awareness

invest it?

4.1% 4.1% 3.39% 3.3% 2 99, 2 99,

101

Content Insights Customer

Account-Based Lead Marketing
Experience Marketing Generation Technology

rina 2024 *The remainder of investments were 2% or less of the sample. *
pring




This 1s what we’ve forgotten

i Ads that
i generate clicks,
i money and data
Advertising i
strategies that
could be successful
Relevant
ads i
i \' 101
: Relevant |

Ads




Our own “digital” consumption shows us that
what we really value 1s serendipity

e B o

N I

&l
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Fame doesn’t come

from relevance

101




Advertising’s response? “Cultural relevance”

[ife of a meme

101

@alexkrokus




Right person Big audience
Right time Big moment
Right place Big reaction

Yes, if someone’s looking for you The rest of the time




Brand Safety

Our view of media quality is backwards
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We think about quality in terms ot a floor

Good quality
Weigh reach, ROI & cost
Buy

Low quality
Exclude, ban, bemoan
(or still buy...)

Brand safety threshold
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But media has an x-factor that 1s additive to a
brand, that varies in every impact
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Any further quality evaluation tends to be
focussed on media’s physical properties

Viewability

Size / length
Competitor presence
Dwell time

Attention

Wastage / accuracy

Thematic relevance T




This 1s a major miss — as the context the ad is
placed in 1s not stable

UNLOCK
NOW dublinbikes
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We must avoid the brand satety + attentive reach
loop, or media’s social good will wither

D oourd eavesdom

D& ponr ok for XA

Giwe IV sooow bhougin

PSS »

O boring an beld

Clooded security »
| < . prosecution,

disrupted livelihoods

POCTMASTERS TELL THERETORY. 0

CW ot the wely

e it R | 101
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We have set out to solve this riddle using
behavioural science
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We have found the brand building potential of

channels & formats varies significantly
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The first ever view of media price and reach
alongside a holistic quality metric

Signal strength: Strong

The attention blind spot

Influencers

Active Attention: High

YT -30 CTV Size of bubble = weekly reach

Aif data v UK Al ddulf Adudience

sodial in-feed YT non-skip 20

CPM < £5 CPM £5 < £10

CPM £10 « £20 CPM E20+

Attention data: Amplified, Lumen :: Signal Strength, Thinkbox, EM
Bubble Size: PamCo, BARB, UKOM, ROUTE, RAJAR, Ofcom :: Pricing: EM




People’s estimate of media price drives signal
strength (brand building potential) for each channel

But media pricing i1s not taking this into account

=
o

2
[= 5]

Experiment 2:
Which digital formats do
people believe cost the
most?

Correlation
[ [} [} [ -] [}
et b Py 5 in

=

media price estimate media price estimate media price actual vs
vs media price actual  vs signal strength signal strength




Different formats in the same channel offer very different value
propositions in terms of brand building potential

Perceived cost index

o - T
“Format C

Format E

Format D
Actual CPM

Format G ® Format H

Format F
i ® Format | ® Format J

Format K

Popular digital ad formats
UK All Adult responses




Your brand

1s what 1t
advertises
against

...lmpact isn’t just
physical, but mental too

The media
is a huge
part of the
message

...and message
strength 1is
quantifiable

Quality
shouldn’t
be about a

floor

...optimise media for
the addition of brand
building potential
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2024

Facing the Future with Fresh Eyes
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