Everything you know is wrong

What empirical research is telling
us about how marketing really works
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Meta-analysis of 880 IPA
Effectiveness cases.

Marketing in the Era of

Accountability : _ _
Aim: to identify the
Ingredients of effective
advertising.
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Learning from the IPA effectiveness cases



New insights from science
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Decision making is primarily emotional

System?2
~1%
Limited
Slow




Verbal communication is just the tip of
the iceberg

Communication

My brain Your brain

How you say it matters as much as what you say i sometimes more.
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Shopping and the brain




Shopping is too complicated for System 2
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“We are to thinking as cats are
to swimming. We can do it if
we have to, but we don't
particularly like it.”

Daniel Kahneman, Winner of Nobel Prize for Behavioural
Economics



How people choose

System 1

System 2

[ LCiEssEssing brands unconsclously. System 2 cross-checks & finalises the decision

Long before we choose, System 1 is short-listing. System 2 can challenge Zrediecie  tEl

System 1 screens out most options. - P R
But post-rationalisation is more common.

Feelings & intuitions guide our choices.

System 1 dominates



Two roles for marketing

System 1

System 2

Brand building
Branding operates primarily at the System 1 level.

Our responses to brands are primarily implicit
and emotional.

These responses act as mental shortcuts,

so we donot have to think.

These emotional responses are slow to train,
but last a long time.

Sales Activation
Converts emotional responses into action.

Supports System 2 with information
and rational arguments.

Provides response mechanisms.

Effects are more immediate,
but more short term.



How people really engage with
brands




The world’s most popular Facebook brand

Over 35 million Facebookfans world wide.
~ 400,000,000,000 cans sold a yee*
~4.000,000,000 users worldwide.
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On average, only 1 in 20,000 sales recruits a new Facebook fan.

urces: Facebook, Coca Cola



And those fans don’t interact much

CocaCola 34,511,504
Starbucks 25,446,846
Oreo 23,092,391
Red Bull 22,427,254
Converse All Star 20,141,021
Skittles 19,348,317
Playstation 17,420,065
Converse 17,420,065
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Pringles 13,602,128

Sources: Facebook, Big Spaceship
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“Most of us go through life finding it
hard enough to have good relationships
with the real people in our life, let alone

all the brands we buy.’




Brand loyalty




Loyalty strategies under -perform

73%

effects)

24%

88%

Effectiveness Metric (% cases reporting very large business

Existing customers (loyalty/retention) Potential customers
(acquisition/penetration)

Target group that campaign aims to influence

Source: "Marketing in the Era of Accountability” (Binet & Field, 2007)

Whole market (both)



Reach and share of voice




Share of voice still matters

Share of voice

Share of voice vs Share of Market
UK durables market, 19942011
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Share of voice still matters

Share of voice

Share of voice vs Share of Market
UK durables market, 19942011
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Messages and Emotions




Emotions are more profitable than messages

31%

26%

16%

% cases reporting very large profit increase

Emotional bonding Emotions & messages Rational messaging
Campaign worked primarily via:

Source: "Marketing in the Era of Accountability" (Binet & Field, 2007)



Sydsvenskan Daily News - The First
Media Choice
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Awareness, salience and fame




Famous campaigns are the most profitable of all

39%

28%
26%

16%

% cases reporting very large profit increase

"Fame" Other form of emotional Emotions & message Rational messaging
bonding

Campaign worked primarily via:

Source: "Marketing in the Era of Accountability" (Binet & Field, 2007)






