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What is the measurable goal?

Achieve the possible best ratio of ...

Awareness/Recall

Media Spend 

In other words ...

Higher awareness/recall for the same spend

or ...

The same level of awareness/recall with lower spend



What is the measurable goal?

Achieve the possible best ratio of ...

Awareness/Recall

Media Spend 

In other words ...

Higher awareness/recall for the same spend

or ...

The same level of awareness/recall with lower spend

Maximize effective reach while reducing frequency 



High Quality Creative Optimized Media Spend

+

Efficient communication



SOV does not correlate with effectiveness 
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The role of creative

Quality of the creative is by far more important 



Modelled Media Plans - “Flighted” vs.

Continuous”
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Sustaining ad awareness levels 

can be achieved economically with :15s
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53% 57%

Incremental impact of additional media

TV only TV only

@1000 @1500

GRPs GRPs

100 150 150 150 150 150

Awareness gain over TV only +9 +6 +5 +5

66% 63% 62% 62%

TV@1000GRPs TV@1000GRPs TV@1000GRPs TV@1000GRPs

+ + + +

Radio@1300 Magazine@300 Newspaper@850 Outdoor@2000

GRPs GRPs GRPs GRPs

Cost

Index



Wear Out?!?

 “Wear Out” should be defined as the point where on-going use of 

a piece of creative is no longer justified versus a superior alternate 

choice/decision

 We distinguish between two levels/types of wear out

 justification at the 'brand parameter' level (objectives of the 

advertising)

 justification at the execution/creative(advertising)



Optimizing media and creative is about 

scheduling for the greatest impact
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Excessive media may still help, 

but less optimally
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…versus not switching, and 

wearing-out !



High Quality Creative Optimized Media Spend
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