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Macro-economic pressures mean marketers are facing
increasing demands from their leadership to focus on
short-term results.

But to be impactful, marketing effectiveness needs to
be in service of both short-term sales generation and
sustainable long-term demand creation.

Our latest evidence suggests business leaders
need reminding.

These ten charts are the ammunition you need
to do it.

Source: Marketing week, ‘The Language of Effectiveness 2024’ survey of 1200 Global Marketers/
Excludes ‘other’ and ‘don’t know".



https://www.marketingweek.com/knowledge-bank/article/the-language-of-effectiveness-2024/

SS
should be elevated
and integrated into

your Blueprint for
Brand Growth



https://www.kantar.com/campaigns/blueprint-for-brand-growth
https://www.kantar.com/campaigns/blueprint-for-brand-growth

BRANDS

GROW BY BEING
MEANINGFULLY

DIFFERENT

TO MORE PEOPLE

Growth accelerators for winning marketers to operationalise effectively

PREDISPOSE MORE PEOPLE | : BE MORE PRESENT : """ E FIND NEW SPACE :

BEHAVIOURS: CONSISTENT, CONNECTED, OPTIMISED

POWERED BY THE MEANINGFUL DIFFERENT AND SALIENT FRAMEWORK AND BY THE MOST MEANINGFUL DATA

KANTAR


https://www.kantar.com/campaigns/blueprint-for-brand-growth




Making the Creative and
commercial case media excellen
for brand building insights

Firepower to engage  Making your buc
the C-Suite work harder




Kantar BrandZ portfolios vs. S&P 500 vs. MSCI World inc

KANTAR POWERFUL BRANDS .
TOP 10 PORTFOLIO
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Explore BrandEvaluator


https://www.kantar.com/marketplace/solutions/brand-insights/brand-equity-measurement

Brands that people are strongly predisposed to have...
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higher volume share the likelihood to grow
value share

...than brands with weaker predisposition*

*Source: Kantar Blueprint for Brand Growth comparison of top third vs bottom third
performing brands.

Explore BrandEvaluator



https://www.kantar.com/marketplace/solutions/brand-insights/brand-equity-measurement
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Source: Kantar Worldpanel//GFK data; modelled is the Pricing Power of each brand acc.
To Kantar BrandZ 2022-2024 with the brand’s Price Elasticity in an example FMCG category.

Explore BrandEvaluator



https://www.kantar.com/marketplace/solutions/brand-insights/brand-equity-measurement

Meeting emotional and functional needs and standing o
accounts for 94% of a brand’s Pricing Power
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Pricing Power
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Source: Kantar BrandZ database.




Marketing spend Declinein b

Performance Brand building
Year 1 Year 2
Year 1
Year 3 Year 4

Explore LIFT ROI

Source: Case Study from Kantar’s MMM normative database.



https://www.kantar.com/campaigns/lift-roi

Average touchpoint impact on Brand Equity

TV Ads
Paid
media

Source: 500,000 touchpoint evalutions across 550 studies using Kantar Connect methodology.



Top 10 drivers of advertising profitabilit
Brand size

Creative quality

Budget setting across g
geographies

Budget setting across
portfolios I 5

Multimedia N 2.5

Budget setting across
variants 1.7

Cost/product seasonability [l 1.6

Brand vs. product vs. season
(brand vs. performance) B 1.4

Laydown/phasing [l 1.15

Target audience M 1.1

Source: Reviewing the Top 10 Drivers of Advertising Profitability Kantar and Paul Dyson.

Explore LINK



https://www.kantar.com/marketplace/solutions/ad-testing-and-development/ai-powered-ad-testing
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Effective Share of Voice* best explains changes in long-t

% of change explained
Effective SOV
Raw SOV
Effective GRP’s
Raw GRP’s N

*Effective Share of Voice = SoV adjusted for creative quality established via pre-testing. Analysis of
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Creative quality amplifies the impact of your Share of V«

SoV vs. Effective SoV at Christmas 2024 - UK Grocery Cats
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*Effective Share of Voice = SoV adjusted for creative quality established via pre-testing. **based on
trading update in 2024.



More balanced media plans have helped to improve bra
Campaign contributions to brand measures (2008-2024)
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GRPs***

Source: Global Kantar LIFT+ Database. *A note on methodology: calculated via mix of tagging an
OTS based modelling vs media data to identify contribution to brand measures from campaign
exposure. ** At higher GRP levels. ***GRP = Gross Rating Points.

Explore LIFT+



https://www.kantar.com/uki/campaigns/lift-thx

Brand impact* from integrating and customising to cha

Not well Integrated
integrated —-similar ads,
or customised but not well

customised to
individual media

Source Kantar Global LIFT+ database. *Brand impact = campaign contribution to brand measures
awareness, consideration, equity and imagery.



% of brand impact from synergy effects

Pre 2014

Source: Kantar Global LIFT+ database.



Kantar BrandZ brand value and Link creative performa
that running consistent campaigns improves the chanc

% of all
global 18%
ads*
% of ads
for brands o o
growth
New campaign Continuation of
major departure existing campaign

*Base 91,974 ads. ** Base 238 ads matched to Global BrandZ Brand Value data.
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Kantar is dedicated to shaping your brand future.

Using our industry leading Blueprint for Brand Growth
framework with MDS, specialist expertise, best-in-
class Al, industry leading benchmarks and thought
leadership, we love partnering with ambitious brands.

We hope that you found something that helped

or inspired from our collection of killer charts. If
you've been motivated to enhance your marketing
effectiveness, we'd love to hear from you.

We're happy to offer a demo of the tools that created
these insights or simply talk to you about how we have

helped other brands with similar challenges.

Please do reach out. We'd love to help.
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