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

The current agency
model is unfit 

for future purpose

24%

Believe their agencies 
are fast and agile enough

31%

Looking for more flexibility
in the way they are served

45%

Looking for greater
simplification through

streamlined partnerships

37%

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



Ask Bigger
Questions

01.

01.
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Be Human02.
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Cadburys ‘My-Ad’
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Create a culture 
of experimentation 03.
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Behave
responsibly 

04.
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05.

Connect the 
disconnected

05.
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Ask Bigger Questions

Be Human

Create a culture of Experimentation

Behave Responsibly

Connect the Disconnected

Five 
Principles
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Creativity in media strategy

Dom Charles
Managing Director, Audience Intelligence & Marketing Science, 
Wavemaker

Is measurement a help or a hindrance?

Monica Majumdar
Head of Strategy, Wavemaker



Creativity & Media: 
Is measurement a 
help or a 
hindrance?



Creating unrivalled work 
that moves people and has a 
positive impact in the world



17January Company Meeting 2024



And committed to measuring effectiveness 



Somehow, the common industry 
belief is that measurement and 
creativity are at odds



The Truth
01. Creative media can be highly effective

Source: Wavemaker econometric analysis

Value Sales

+16%
ROI Index

401
ROI Index
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The Truth
02. Not every 
creative idea is 
effective

-80%

-40%

0%

40%

80%

Source: Thinkbox BVOD in Focus 2022
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The Truth
03. Measuring the 
campaign doesn’t 
change whether it 
worked or not



Our positive 
provocation

Measurement doesn’t 
kill creativity,
it accelerates it.



De-risk creativity

Understand past brand 
and media  performance

Identify the key levers 
of growth

Know your audience



Hack the BehaviourHack the MomentHack the Channel

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



And set yourself up for success with a 
robust measurement portfolio
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Marketing Mix 
Modelling is the 
gold standard

Identify the right 
leading indicators

Build in structured 
testing



Three takeaways

Start with the 
audience

Think more 
broadly about 
creativity

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

030201
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Understanding ESG
in a planning and strategy context

Andy Power
CEO, Legacy
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Using category entry points
To change planning and strategy for the better

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 THEORY

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

THE 
APPLICATION

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



THE THEORY

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

THE 
APPLICATION

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



Have we spent 100 years getting it wrong?

An outdated, 

binary model 

A slow-moving metric that's 

hard to reliably measure



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

The probability that a buyer 

will notice, recognise 

and/or think of a brand

in buying situations.

Physical availability

The ability for a buyer to 

find and purchase a 

product across three 

dimensions: presence, 

prominence and portfolio.

BRAND GROWTH



There are two building blocks of 
Mental availability 
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Mental availability

Category Entry 

Points

The cues 

or situations 

that trigger 

consumers to think of 

a brand within a 

specific category.

Distinctive

assets

Brand codes that 

identify the brand 

without the brand 

needing to be 

mentioned (e.g. 

logo, sound, 

colour, typeface)



Emotion
e.g. feeling 

lethargic

Motive 
e.g. need an 

energy boost

Timing
e.g. weekday 

morning

Location
e.g. coffee 

shop, near tube 

station 

People
e.g. meeting a 

friend

Category Entry points are both internal 
and external cues 



Category Entry Points are directly linked to 
commercial growth
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THE THEORY

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

THE 
APPLICATION

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



Introducing…Category Entry Point led planning
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1. Identify

CEPs by building on the theory 
from the Ehrenberg Bass 
institute

2. Prioritise

CEPs based on both 
importance (size) & 
distinctiveness (brand linkage)

3. Activate 

CEPs by leveraging 
behavioural signals, contextual 
& moment targeting + relevant 
messaging

4. Track

CEP linkages over time to 
ascertain the impact of 
marketing efforts



CEPs in action on the National Lottery

60

CEP: “When there’s a big prize 
and I 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. 

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
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“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

1. Consideration

2. Competitive

3. Context

4. Content

5. Consumer



Shortlisted for Research Insight 
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Thank you



Facing the Future64

Breaking the eggs to

Planning and strategy Room 101 

Richard Kirk
Chief Strategy Officer, EssenceMediacom UK

make the omelette



Brief
15 minutes

Your own opinions

Create debate on the panel



Right person
Right time
Right place
The unquestioned dominance of “relevance” in 
media planning



Computing meant “relevance” had a good 20thC 



Relevance was/is central to the greatest 
advertising innovation of  our lifetimes



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”



Digital then began to eat advertising



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”



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



But more relevance = more tech required



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



Relevance is being pursued with little enthusiasm



This is what we’ve forgotten

Advertising 

strategies that 

could be successful

Relevant 

ads

Ads that 

generate clicks, 

money and data

Relevant 

Ads



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



Fame doesn’t come from relevance



Advertising’s response? “Cultural relevance” 



Right person

Right time

Right place

Yes, if  someone’s looking for you

Big audience

Big moment

Big reaction

The rest of  the time



Brand Safety
Our view of media quality is backwards



We think about quality in terms of  a floor

Brand safety threshold

Good quality

Weigh reach, ROI & cost

Buy

Low quality

Exclude, ban, bemoan

(or still buy…)



But media has an x-factor that is additive to a 
brand, that varies in every impact



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



This is a major miss – as the context the ad is 
placed in is not stable

vs vs vs



We must avoid the brand safety + attentive reach 
loop, or media’s social good will wither



We have set out to solve this riddle using 
behavioural science



We have found the brand building potential of  
channels & formats varies significantly









Your brand 

is what it 

advertises 

against

…impact isn’t just 

physical, but mental too

The media 

is a huge 

part of  the 

message

…and message 

strength is 

quantifiable

Quality 

shouldn’t 

be about a 

floor

…optimise media for 

the addition of  brand 

building potential
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