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“The era
of brand
is dead”



We built a
coalition
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DRTL;

Brand matters – stronger brands 
see stronger performance

Advertising works hardest when it 
does two jobs

Those two jobs are intertwined – 
avoid silo thinking
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Brand and 
performance 
work best 
together



Strong brands
expand the
whole funnel



Brand
+

Performance

Brand
x

Performance



The Multiplier
Playbook



Marketing’s ‘say-do’ gap



Brand is 
not seen as 
a ‘today’ 
problem



Of CMOs say the 
C-suite does not 

understand the role 
of advertising

60%



We found eight ‘blockers’ facing CMOs



And one last thing…

Your brand drives LLM visibility

Source: Charlie Oscar / WARC

Long-term brand equity Marketing spend Citation
volume

Influencer 
& PR reach


