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Update drivers of advertising profitability using

publicly available data

Top 10 Drivers of Advertising
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7,000 UK
Campaigns
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To measure Creativity we start with ROI

Return On Investment (ROI)

Revenue ROI (RROI): Media Generated Revenue
Media Budget

Profit ROI (PROI): Media Generated Profit
Media Budget
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How do you measure the power of creativity?

Worst ROI — Best ROI

Nielsen |PA Effectiveness Awards
Average EMEA RO| ()  Best ROIs
0.48 20-30

60 multiplier?
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Average UK Revenue ROI around 4

Average UK ROI
4.0
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Profit ROI

ARC Database Nielsen Profit Ability

Based on 7,000 UK ROls across 3 key studies
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Retail, Automotive and Alcohol seem to do better
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Average Category ROI
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Based on 2,500 UK ROls across 4 studies:
IPA Awards, Profit Ability, ARC Database, Media Mix Navigator
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However, brand size is a key driver of category
ROI
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Based on 2,500 UK ROls across 4 key studies
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This relationship matches those published in
other reports
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Brand Size impact on ROI

Top 10 Drivers
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Based on brand size analysis across: IPA
Awards, Top 10 Drivers, Media Mix Navigator,
ARC Database

Brand size can easily impact
ROI by a factor of 20+

Upto £1bn roughly £1 extra
ROI per £100m revenue
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Look within brand to avoid brand size effect

Advertising

Campaign 1
Campaign 2
Campaign 3
Campaign 4
Campaign 5
Campaign 6
Campaign 7
Campaign 8
Campaign 9
Campaign 10
Campaign 11

1.59
1.26
0.03
1.62
0.65
0.24
1.29
0.52
1.18
1.91
0.70

0.12
0.21
2.86
0.65
2.79
2.21
0.23
0.97
1.38
1.85
1.43
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Some great examples in the IPA awards

Aldi- Kevin the Carrot Guinness Made of More
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Revenue ROI
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Video seems to have the biggest creative multiplier

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
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Brand vs Performance
@ Adrian Langford - 2nd 2mo see ﬁ Les Binet - 1st 2mo

Group Head of Effectiveness at adamé&eveDDB
Director of Strategy and Planning at Jaywing

Actually that 1.4 ratio is not far off what we say in The
Long & The Short of It. A recent summary of evidence
from controlled tests suggested a ratio of about 2, but
with a lot of variation.

Very valuable analysis, though | suspect Les Binet and others
would reckon the 1.4 multiplier for getting the
brand/performance ratio optimised is wildly below reality. I'll
check the original source.

ke . €2 | Reply - 3 Replies Our research suggested that great creative can boost
) B T efficiency by a factor of 11. Very similar to the 12 shown
Load previous replies here.

Like 0 4 Reply

Brand v Performance multiplier

1-1.2 1.2-1.4 1.4-1.6 1.6-1.8 1.8-2 2-2.2 2.2-24 2.4-2.6 2.6-2.8
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Update

Top 10 Drivers of Advertising

=ENIS Factor Profitability
Multiplier

Brand Size 20
Creative quality 12
Budget setting across geographies 5
Budget setting across portfolios 3
Multimedia 2.5
I Brand vs Performance 2
Budget setting across variants 1.7
ER Cost/product seasonality 1.6
EB Laydown/Phasing 1.15
Target Audience 1.1
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Look within brand to avoid brand size effect

Advertising

Campaign 1
Campaign 2
Campaign 3
Campaign 4
Campaign 5
Campaign 6
Campaign 7
Campaign 8
Campaign 9
Campaign 10
Campaign 11

1.59
1.26
0.03
1.62
0.65
0.24
1.29
0.52
1.18
1.91
0.70

0.12
0.21
2.86
0.65
2.79
2.21
0.23
0.97
1.38
1.85
1.43
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There is another key driver of ROl amedia
budget
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Brand size and diminishing returns have
Important implications for understanding the

Impact of creativity on ROI
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We can calculate a predicted ROI based on brand
size and media budget
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After looking at all the published
evidence, It Is clear that creativity IS
still, by some way, the biggest lever

nNR A {/\ayk®ka|'«

Profitability
Multiplier
20
12

Budget setting across geographies 5
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Thank you'!
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Creative Drivers of Effectiveness
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We measure electrical brain

activity using:

Steady
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LONG-TERM MEMORABILITY

PERSONAL RELEVANCE

EMOTIONAL IMPACT

EMOTIONAL APPEAL
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LONG-TERM MEMORABILITY
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LONG-TERM MEMORABILITY

PERSONAL RELEVANCE

EMOTIONAL IMPACT
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LONG-TERM MEMORABILITY

PERSONAL RELEVANCE

EMOTIONAL IMPACT

EMOTIONAL APPEAL




6%

Linkage to in-store sales




Creative contributes to 47% of sales o’

So, understanding of key creative drivers is crucial.

Reference: Nielsen, https://www.nielsen.com/insighis/20 , Neilsen, httpl)s:// 1
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https://www.nielsen.com/insights/2017/when-it-comes-to-advertising-effectiveness-what-is-key/
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We coded 150 UK ads against a range of creative variables

Ads were included from 2019-2023
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Brand / Branding
assets | moments

Verbal , Visual
branding | branding
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Statistical analysis was conducted on each variable
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Statistical analysis was conducted on each variable
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Statistical analysis was conducted on each variable
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Creativity Is not a paint by numbers,
But utilising a toolbox of techniques can help to maxi %@gr impact
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Showcase donbo
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1. Weave your product into the narrative &

o

Number of brain response peaks

Personal relevan Long-term memorability

© Overt focus on product oduct central to narrative
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