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THE STATE OF ADVERTISING

“Advertising is actually the voice of marketing” Dave Trott
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“If my advertising goes unnoticed everything else is academic” Bill Bernbach
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80% of all TV spendings are wasted (Byron Sharp) ...
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“£17 billion falling in the forest with no one around to hear
it” Dave Trott again...if an ad falls in a forest...

“Effective Ads Work on the Heart, Not on the Head...Efforts
Appealing to Emotions Are Profit-Boosters” IPA
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WHY? WE ACCEPT MEDIOCRITY AND DON’T USE THE RIGHT
BENCHMARKS -

WE MUST AIM FOR THE TOP 20%

Extensive analysis of database RO

shows that best performing ads 90% 1

need 300 fewer GRPs to reach 80% -

same level of recognition as worst 70% -

performing. We always advise 60% -

and help our clients to aim for the i

top 20% performing ads h
So | =0-Below Average
20% - =@-Average
12? | -e-Above average

100 GRP 200 GRP 300 GRP 400 GRP 500 GRP 600 GRP 700 GRP 800 GRP 900 GRP 1000 1100 1200
GRP GRP GRP
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@ NATURAL EXPOSURE FOR ADVERTISING
EFFECTIVENESS

@ UNDERSTAND EMOTION BY LISTENING TO CONSUMERS

@ ALIGN TEAMS AND UNDERSTAND WHY
AS WELL AS WHAT

@ TEST ALL FORMS OF MEDIA

@ AIM FOR TOP 20% PERFORMING ADS

@ GO/NO GO DECISIONS AND OPTIMISATION OF CONCEPTS
AND COMMUNICATION
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EXAMPLE ONE; BASED UPON OUR FINDINGS, ING BANK DECIDED TO CREATE A

NEW COMMERCIAL
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MOMENT-TO-MOMENT ANALYSIS TO UNDERSTAND EMOTION

The moment-to-moment evaluation shows a continuous increase throughout the ad.

64% (positive)

LOCALISED

73% (relevant)

W
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IMPROVING ADVERTISING OUTCOMES FOR SKY AND NOW TV

COMPREHENSION
Sky
Entertain

OPTIMISATION
@ NEW BRANDING
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CONCEPT ACCEPTANCE

PICK A WINNER

MEDIA SPEND/WEIGHT

BEST ENDING
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ENGAGEMENT - NOW TV VERSION 1

Measuring where people stop viewing and zap away allows us to develop new metrics to understand engagement
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ENGAGEMENT

Both commercials perform well on engagement and are in the top 20% for average duration, retention and watched
completely. Both perform equally strongly - there is no winner at a top line level for engagement

AVERAGE DURATION

WATCHED COMPLETELY
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NOW TV - V1

NOW TV - V2

NORM

AUDIENCE RETAINED AFTER 10 SEC




MESSAGE CLARITY INCREASES OVER TIME - CLARITY IS
A KEY DRIVER OF SUCCESS

Clarity INDEX

162

Combo Hotel Hotel V1 Hotel V2

E Clarity - Linear (Clarity)
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UNAIDED AWARENESS OF NOW TV IN THE BLIND REEL
INCREASES BY 45% OVER TIME

Unaided Awareness INDEX

il

Combo Hotel Hotel V1 Hotel V2

mm Unaided Awareness  coeeeee Linear (Unaided Awareness )
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MOMENT TO MOMENT - NOW TV VERSION 1

Measuring interest shows peaks and troughs across the ad. Allows to create an optimized vignette and
learnings for future campaigns.
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PRE-TESTING CREATES A LEARNING CURVE - CASE STUDY ING

Combine results from 47 tests conducted on 14 campaigns over 18 months.

PRE-TEST RESULTS IDENTIFIED KEY COPY TEST METRICS WHICH IMPACT ON ADVERTISING RECALL

CLASSIFICATION OF

CREATIVE IDENTIFIED KEY CREATIVE ELEMENTS OF ING CAMPAIGNS WHICH INFLUENCE SUCCESS

MEDIA PLAN SPEND HAD LITTLE CORRELATION WITH TRACKING DATA

HUGE CORRELATION BETWEEN SUCCESS OF COPY AND
IMPACT ON BRAND KPI'S

TRACKING DATA

(ESPECIALLY WHEN REWEIGHTING CAMPAIGN DATA)




QUESTIONS?
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Simon McDonald, UK MD, DVJ Insights

Trevor Roberts, Head of Insight at Sky for TV Products
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