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Inspiration, insight and practical
tips to get more from your 2026
marketing investment —
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The
honest
pause
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We/are dealing
with relentless

innovation and

complexity -

KANTAR
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Jg— 48%

pole nfidence gap Marketers are confident in their

) ability to measure effectiveness

\\

KANTAR \ Source: Kantar x Marketing Week Language of Effectiveness Report 2024 © Kantar 2025 | 7
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Today’s 2026: THE YEAR WE CREATIVE QUALITY: MAKE IT HAPPEN

agenda BALANCE EFFICIENCY THE BEST KEPT SECRET
AND EFFECTIVENESS? TO MAXIMISE ROI?

KANTAR
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2026: The year we
balance efflc:lencg ¢

effectiveness?
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Average Budgets Fall to Post-Pandemic Low

2024 marketing budget as a percent of total revenue

14% ;
10.5% 11.0% :
- , 91%
2 \
7% [a)
> j o
3 6.4% 17%
Q
0% ‘
2019 2020 2021 2022 2023 2024

n= 395 (2024); 410 (2023); 400 (2021); 342 (2020); 342 (2019); 618 (2018); 350 (2017); 375 (2016) CMOs, excluding “Don't Know"
Q. What percentage of your revenue is being allocated to your total marketing expense budget in 20247

Source: 2024 Gartner CMO Spend Survey Gartner
© 2024 Gartner, Inc. and/or its affiliates. All rights reserved. CM_GBS_3018953 ®

KKANTAR

Go big or go home?

+4%
Media ROI
(Efficiency)

-11%
Incremental Profit
(Effectiveness)

Source: IPA Databank, Median

figures 2022-2024 vs 2018-2020 © Kantar 2025 |10


https://www.campaignlive.co.uk/article/prioritising-roi-budget-causing-marketing-death-spiral/1935482
https://www.campaignlive.co.uk/article/prioritising-roi-budget-causing-marketing-death-spiral/1935482
https://www.campaignlive.co.uk/article/prioritising-roi-budget-causing-marketing-death-spiral/1935482
https://www.campaignlive.co.uk/article/prioritising-roi-budget-causing-marketing-death-spiral/1935482
https://www.campaignlive.co.uk/article/prioritising-roi-budget-causing-marketing-death-spiral/1935482
https://www.campaignlive.co.uk/article/prioritising-roi-budget-causing-marketing-death-spiral/1935482
https://www.campaignlive.co.uk/article/prioritising-roi-budget-causing-marketing-death-spiral/1935482
https://www.campaignlive.co.uk/article/prioritising-roi-budget-causing-marketing-death-spiral/1935482
https://www.campaignlive.co.uk/article/prioritising-roi-budget-causing-marketing-death-spiral/1935482
https://www.campaignlive.co.uk/article/prioritising-roi-budget-causing-marketing-death-spiral/1935482
https://www.campaignlive.co.uk/article/prioritising-roi-budget-causing-marketing-death-spiral/1935482
https://www.campaignlive.co.uk/article/prioritising-roi-budget-causing-marketing-death-spiral/1935482
https://www.campaignlive.co.uk/article/prioritising-roi-budget-causing-marketing-death-spiral/1935482
https://www.marketingweek.com/festival-2025-marketing-effectiveness-les-binet/
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Laying down the tas
for 2026 '

“There’s an underlying
assumption that if we improve
efficiency, effectiveness and
sales and profit follow.”

“Scale and size really matter,
and we’ve begun to lose sight.”

Les Binet, Festival of Markez‘//E_,
October 2025

KANTAR | . © Kantar 2025I".| 11



How well are brands
really set up for
success in 20267?

IKANTAR

Only 23% integrate
understanding on Sales and
Equity at the same time.

How confident are you that your
51 % organisation has the right balance
between brand building and

Not very/at all .
performance marketing?

Balancing short vs. long-term é@%

marketing investments

Important

© Kantar 2025 |12




The cost of not balancing efficiency and effectiveness can be severe

Marketing spend Decline in base sales

Year1 ' Year 2
B Band Building I I I

B Performance

Year 3 ‘ Year 4
Year 1 Year 2 Year 3 Year 4

l(ANTAR Source: Kantar Analytics Marketing ROl Norms database © Kantar 2025 | 13




Short-term Sales

> O/O\O/O Direct Effect
E Impact of marketing on sales |:| E

+ (Direct impact modelling)

The solution: 3 > Amplifiers s : 9

Modelling both = |

NS s L T——— @@

Ionger—term Market:ing Mix  Seeees » Systemic factors S;I\es

effects of

media on sales
N @ S Dﬂ/ﬂﬂ

Equity Effect
Brand Equity Base Sales

IKKANTAR © Kantar 2025 | 14




Efficiency AND Effectiveness = x4 impact

Case study: Alcohol brand

Paid media sales contribution

Shortterm 4 )9/

Short and
long term

20076

KANTAR



Efficiency and Effectiveness in action, case study, FS - Germany - 2024 —

Yearly budget optimisation using Kantar LIFT ROl -target new sales + upsell

Short-term

Long-term -

original plan

mTv mOLV m Digital Display W Search m Radio m OOH m Digital Audio ® Sponsorship

I-(ANTAR © Kantar 2025 |16



Efficiency and Effectiveness in action, case study, FS - Germany - 2024 —

Yearly budget optimisation - 15t iteration by channel

Short term +12% -
Long term +1% -

*x Sponsorship

v Digital Audio

v OOH

A Radio

A A Search
vTV
optimised by channel original plan
miVv mOLV m Digital Display W Search ® Radio m OOH m Digital Audio m Sponsorship
ICANTAR

© Kantar 2025 |17



Efficiency and Effectiveness in action, case study, FS - Germany - 2024 —

Yearly budget optimisation — publisher level optimisation

Short term +27%

Long term +2%

x Sponsorship
v Digital Audio
v OOH

A Search

A OLV

vTV

optimised by publisher optimised by channel original plan

mTv mOLV m Digital Display W Search m Radio m OOH m Digital Audio ® Sponsorship

I-(ANTAR © Kantar 2025 |18



Efficiency and Effectiveness in action, case study, FS - Germany - 2024 —

Yearly budget optimisation - balanced optimisation = highest sustainable growth (>80 weeks)

Short term

- +21%

Long term - +11%

I Sponsorship
v Digital Audio
A OOH
v Search
A Radio
v Digital Display

A AOLV
' TV

optimised by publisher optimised by channel original plan long-term optimisation

mTv mOLV m Digital Display W Search m Radio m OOH m Digital Audio ® Sponsorship

I-(ANTAR © Kantar 2025 [ 19



Creator led Creators / PR

Cqmpqigns an Despe x Ovy i ,g:j/'ﬁl f{/
FILM ASSETS Music Video " !

deliver BIG impact

(/‘?) IKANTAR Creator m L&
EFF(I;E'EI'?J‘E\;IEESS Q Dance e ™
AWARDS 2025 Challenge pe

Creator

Vibe Lenses

The beer with
LATIN VIBE

70+ Creators

Creator

Vibe Nails by
Coca Michelle

Proven impact on brand
building including

Creator
w = ‘e ‘S —.
+27% brand recall 5 Ll Vibe Notes

+8 Meaningful Index
+10% brand image
+15% purchase intent

Creators /
Experiential

BTL Avenida

Desperados

KANTAR



Brands are experiencing huge variations in ROI
100= channel average ROI

30.0%

Influencers
ROIls are much
less likely to

be “average”

% of observations

with extremes—
and outliers
much more

present

o] 25 50 75 100 150 175

[
i)
tn

—p |_inear TYW = |nfluencers

Sources: IPA Influencer Benchmarking (2025) & WPP Media benchmarks
NB: Based on sample definition, no campaigns are included where influencer spend was present but did not produce a result at some level — © Kantar 2025 | 21
therefore 0-25 ROl index likely to be significantly under-reported.
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Balancing Efficiency and Effectiveness in 2026

3 Implications to maximise return of every £

Long Term Effects Hypergranularity Creators

ZYQ% +A45% #

Proving ROI top

MMM models Marketing driven sales
attempt to model uplift when using challenge for
brand effects oublisher level marketers with

Influencer and

optimisation |
Creator campaigns

© Kantar 2025 | 22
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How well is your brand set
to balance efficiency to

effectiveness in 20267
|

What's missing today-

KANTAR



Creative
quality: the
best kept
secret to ¥

o

maximise ROI?

4



The Achille’s heel

of effectiveness marketers agree creative

programmes? quality is a key driver
of effectiveness*

marketers
Mmeasure creative
effectiveness

KANTAR *Source: Kantar/Marketing Week / Google Language of Effectiveness



High quality-creative
generates

Return on

X Marketing

Nnvestment

KANTAR Kantar and WARC collaboration 2023 for short- and long-term ROMI
impact S—

“Shit that arrives
at the speed of
light is still shit”

David Abbott
AMYV BBDO

© Kantar 2025 | 26



https://www.npr.org/2014/05/31/317437696/david-abbott-the-one-liner-king-of-advertising
https://www.npr.org/2014/05/31/317437696/david-abbott-the-one-liner-king-of-advertising
https://www.npr.org/2014/05/31/317437696/david-abbott-the-one-liner-king-of-advertising
https://www.npr.org/2014/05/31/317437696/david-abbott-the-one-liner-king-of-advertising

Why similar
campaigns
perform
differently?

Same pressure
Same seasonality
Similar laydown

Different outcomes

' Mar/22 May/22  Jul/22  Sep/2]

baseline TV others

\\\ N

~

~42K vol

9 weeks
~300 GRP

Nov/22 Jan/23 Tr/23 May/23  Jul/23  Sep/23

Sales - TV contribution split highlighted

competition

9 weeks
~300 GRP

—Sales

ov/23 Jan/24 M1r/24 May/24 Jul/24  Sep/24 Nov/24

ICANTAR

© Kantar 2025 | 27



It’s not a best-in-class MMM unless it accounts for creative quality

If creative quality is not
measured, its
contribution often falls
into the unexplained
baseline, increases
model error, or gets
wrongly attributed to
other layers.

With Creative

< Lower base

< Lower error

Creative
Media

Activation

Macro

Base

Residuals

ICANTAR
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Al powered testing is transforming how we account for creative effectiveness

LINKAI creative testing
assessing creative elements

against norms

Isolating the effects
of the campaigns
across time

03

Optimising the efforts
to allocate media
budget

@ SHORT & LONG TERM EFFECTIVENESS LIKELIHOOD
HIGH o

AWARENESS INDEX

Go
89 5
& PAUSE
2

(D)  STSL/STEL i
i stoP

) POWER Low

/EFFECTS LIKELIHOOD HIGH

Average Good
performance ad performance ad
(same GRPs) (same GRPs)
. TV . pricing seasonality
other media other effects base level
=== sales

return $

efficiency interval
of investment

Incremental sales due
to best performing ad

Optimal ROI allocation

¥~ MIN eflhciency treshold

1
>

$ media investment

ICANTAR
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Case study: how creative quality unlocks additional ROI for FMCG brand

Creativity GREAT creative Compliant, GREAT quality creative
drives sales can drive incremental ROI maximises the impact of Digital
Average Contribution to ROI Contribution to ROl Growth by Contribution Growth by Compliance
Test Score Range and Creativity Range
LINK Al
>50% ,
z creativex

. LINK Al
/. creativex +75%

+55%

56% 120% I I

Average Strong Average Creative, Average Creative, Great Creative, Great Creative, High
FMCG Brand Creative Creative Average Compliance High Compliance Average Compliance Compliance

© Kantar 2025 | 30
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Integrating creative quality in MMM helped KFC

optimise their budget allocation and drive results KF

x1.5

sales uplift

x1.3

increased RO

Campaign A
ROI $1.24
Rev $3.45m

Creative Product

Base Promo ™ Video online M Creative

&

Campaign B
ROI $1.58
Rev $5.23m

Creative Brand

11

© Kantar 2025 | 31



Creative quality: the best kept secret to maximise ROI?
3 Implications for 2026

Find your missing Measure, Model, Unlock Creative Best
ROI multiplier Optimise Practice
Up to New evidence and
5 O C)/ /‘ 5 >< impetus to engage
O ! organisation on
creative
Contribution to ROI Improved sales effectiveness

uplift from same
budget for KFC

KKANTAR . © Kantar 2025 | 32




VABLE DISCUSSION #2 =

Could creative quality be
your secret weapon in

20267 N

What would most h!e_J.*
make a leap Torwards

KANTAR






Imagine if....

01

You could instantly have
the evidence to defend
continued investment

in brand building media
channels vs price promo?

KANTAR MEDILA INSIGHTS

Hamilten Al

EFFE FERIOD Wi P T
Observed 19 Jun'23 = 4 Aug'2d v | X All medio drivers Combined

Media performance over time

edio Generated Profit W

= 0]

FREDICT

KANTAR




Imagine if....

02

You could quantify the
influence of non-media
factors like your customer
experience, weather or PR on
sales performance?

KANTAR | Hamilton Al comes

287.7K subscribers s4s5c-56.6¢

Evolution over time -l

KANTAR

+++ previous period (30 Sep 2021 29 Sep 2022)




Imagine if.... -

/ Media insights Business insights Predictions Activities Demo Telco v &) \
I(ANTAR | Hamilton Al |y amion perion REFERENCE PERIOD

1Jan'24 5 31 Dec'24 1Jan'23 - 31 Dec'23 PREDICT
Simulation for the model Demo Telco [R VIEW WEEKLY VALUES
To run a simulation, change the scenario values for sel. groupings and/or variables and click “Simulate
SHOW GROUPINGS i
All @ Non-media BASELINE BUDGET(USD) ()  SCENARIO BUDGET(USD) () OVERALL CHANGE =
5,096,130 5,096,130 0.00%
I MEDIA GROUPING PUBLISHER CAMPAIGN PRODUCT B LINE VALUE (U ( SCENARIO VALUE (USD) (© CHANGE % 0

Television All 997, 3,997,511

Social Al Al 677,501 677,501

You could simulate your
media investment and pay ‘

Paid Digital Display 65,029 65,029

back for the next quarter, . . ,

Paid Video / \ 19,725

year or budgeting window

0.00%

l(ANTAR o T SE—— © Kantar 2025




Imagine if....

04

You could receive
optimised investment
scenarios on the fly
balancing both efficiency
and effectiveness outcomes

s
3
2
3
]
$
z

KANTAR

OPTIMISATION COMPARISON

MEDIA GENERATED SUBSCRIBERS AT 90%
PROBABILITY

OVERALL SUMMARY
MEDIA INVESTMENT
USD 1.0M

MEDIA GENERATED PROFIT
UsD 8.0M

COST PER ACTION
UsD 14.8

MEDIA PROFIT ROI
8.03

MEDIA GENERATED SUBSCRIBERS AT 90%
PROBABILITY

+71.8K and 0 10%

hing up to 845K subscriber

OVERALL SUMMARY
MEDIA INVESTMENT
USD 1.0M 0.00%

MEDIA GENERATED PROFIT
USD 8.6M  +6.5%

COST PER ACTION
USD13.9 -61%

MEDIA PROFIT ROI
8.55

MEDIA GENERATED SUBSCRIBERS AT 90%
PROBABILITY

ubscribe

OVERALL SUMMARY
MEDIA INVESTMENT
USD1.0M o.oc

MEDIA GENERATED PROFIT
USD7.5M -6.2%

COST PER ACTION
USD15.8 +6.7%

MEDIA PROFIT ROI
7.53 -6.2%

I o 90)OK
O Kantar2025



Imagine if....

Kantar Creative ROI
@ E ) Typical ROl Breakdown
Kantar Creative Incremental

i contribution Benchmark
You could find out how

effective your creative Jour branc?
really is?

AVG 15%

MIN 0%

How does great creative

Decomposed Ad. Impact

boost sales impact, profit Media Factors = Creative
and ROI

KANTAR




Imagine if....

Media performance data table :: Influencers

You could measure the
commercial impact of your
creator content (beyond
likes and engagements)

00N O U BJfW N

A
A
A
B
B
B
B
B
C
C
C
C
D
E

KANTAR




Imagine if....

07

You could find the true
relationship between
sales and RO, side-

stepping the ROl doom
loop

KANTAR

Media performance summary

MEDIA INVESTMENT = MEDIA GENERATED TICKETS = MEDIA GENERATED PROFIT =

EUR15.7M -+22.1% 21.7K +5.7% EUR 14.4M +5.7%

21% out of total tickets

COST PER ACTION = MEDIA PROFIT-ROI

EUR 726.1 +15.6% 0.91 -13.5%

ROI -13.5%




Imagine if....

07

Incremental spend
+2.8m

Incremental revenue
+3.9m

Change the ROl narrative

Media performance summary

MEDIA INVESTMENT = MEDIA GENERATED TICKETS

EUR15.7M +22.1% 21.7K +5.7%

21% out of total tickets

COST PER ACTION = MEDIA PROFIT-ROI

EUR 726.1 +15.6% 0.91 -13.5%

= MEDIA GENERATED PROFIT =

EUR 14.4M +5.7%

Revenue +3.9m

KANTAR




GROUP @ﬂg@wggn@NQ

What is the one initiative
you would like to put into
action for 20267 _{:V*.

KANTAR




01

You could instantly have
the evidence to defend
continued investment

in brand building media
channels vs price
promo?

05

You could find out how
effective your creative
really is?

How does great creative

boost sales impact, profit
and ROI.

02

You could quantify the
influence of non-media
factors like your
customer experience or
PR on sales
performance?

06

You could measure the
commercial impact of
your creator content
(beyond likes and
engagements).

03 0z

Imagine if you could You could receive
simulate your media optimised investment
investment and pay scenarios on the fly

back for the next quarter,  balancing both efficiency
year or budgeting and effectiveness
window. outcomes.

07

You could find the true

relationship between
sales and ROI.

KANTAR

© Kantar 2024 | 51
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