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Losing the Perceptual Battle
Despite the Factual Advantages 

• 2018
• N>100
• Method
• Radio paid for it



What is & isn’t Important



What is & isn’t Important



Increases Campaign ROI
Industry PerceptionAnalytic Reality

Gap
-73%



US Campaign of the Year
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The Lost Secret Formula of Synergy

A x B > 2a or 2b



The Lost Secret Formula of Synergy

A x B > 2a or 2b





A Very Handy Sidekick



Triggers A Positive Emotional Response

Gap
-65%









Brand Building Sales Activation
Long Term Short Term

Creates Brand Equity Exploits Brand Equity
Influences Future Sales Generates Sales Now

Emotional Priming Persuasive Messages
Brand Focus Product Focus

Mass Marketing Target Marketing

Long & Short Brand Planning



Increases Brand Salience

Gap
-57%



The 2 Great Works 



Brand salience is the 
propensity of the brand 
to be noticed or come to 
mind in buying situations.

Byron Sharp 
Jenni Romaniuk



SaliencePersuasion

95%
75%25%



What is & isn’t Important



Signalling

"The advertiser has either persuaded lots or people to buy his product already, a 
good sign, or has persuaded someone to lend him lots of money to finance the 
campaign”

John Kay



Cultural Imprinting

" Cultural imprinting is the mechanism whereby an ad, rather than trying to change 
our minds individually, instead changes the landscape of cultural meanings — which 
in turn changes how we are perceived by others when we use a product.

Kevin Simler



Gap
-65%

Magazines SuckMagazines Rock



In Summary
• A brutal 15 years
• Perception becomes reality becomes perception

• And Yet
• Campaign ROI as a key support channel
• Long term emotional brand building
• Increasing brand salience
• Signaling
• Cultural Imprinting
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