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DEFINIT IONS AS  CATEGORISED BY  PARTIC IPANTS

Including TV Sponsorship

Catch-up TV and Shortform (e.g. YouTube)

Static and Video (e.g. Facebook, Twitter, etc.)
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3+ years of data

Discount can explain some peaks

Promotions can explain other increases

Media can explain 3rd sales increase

Incremental

Media Costs
ROI =



TOPLINE 
OVERVIEW



$1.3

$5.9

$1.8 $2.0

FMCG Auto E-commerce Finance

Total Media ROI

MEDIA INVESTMENT PAYS  BACK
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Overall efficiency: All media channels indexed to TV

TV MOST EFF IC IENT CHANNEL  



TV LASTS  LONGER

Average weekly retention rate
(Carry-over effect)

Automotive retention rates excluded as they are based on monthly data

Impact on sales

TV 8 weeks

OOH 3 weeks

Print 3 weeks

Online Display 2 weeks

Radio 2 weeks

Search 2 weeks

Online Video 2 weeks
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BRANDS DIFFER ACROSS CATEGORIES

Automotive, FMCG and Finance 
• Consistent results within each category 

E-Commerce
• 3 different industry types – no shopfront

 Travel & Tourism, Online Dating and a Comparison Service
• Search – key component

 Advertising – drives search traffic 
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ROIs  D IFFER BY  CATEGORY,  BUT ORDER IS  S IMILAR
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• Only TV delivers positive ROI

• All media channels deliver positive ROI
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E -CO MM ERCE UN IQUE .  F IN A N CE S IM ILA R  TO  F M CG,  AUTO
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• Radio efficient, relatively low spend
• Search is crucial

• TV most efficient
• Online Display – low efficiency
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FMCG:  DOMINATED BY  PROMOTIONS.  TV  IS  KEY  MEDIA

FMCG
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E-COMMERCE:  SEARCH IS  KEY

E-Commerce
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+7% pts
due to media driving search
 TV accounts for 90%
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F INANCE:  D IGITAL  SPEND UNDERPERFORMING
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Digital Media Budget

Online Display Online Video

DIGITAL  BREAKDOWN: ONLINE DISPLAY FAIL ING
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SUMMARY

• Media investment pays back

- TV most efficient media channel

- TV effects last the longest

• FMCG: TV crucial sales lever

• Automotive: All advertising delivers positive ROI

• E-Commerce: Search is crucial

- Media drives paid search

- TV accounts for 90% of this

• Finance: reconsider size of online display spend

• Not all advertising is equal. Measuring business 
outcomes is critical for all advertisers
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