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“The era
of brand
IS dead”
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Brand matters - stronger brands
see stronger performance

Advertising works hardest when it
does two jobs

Those two jobs are intertwined -
avoid silo thinking



The Brand Advantage

Median revenue ROl increase when moving
from a performance-only to mixed approach

Brand and I
performance
work best . I

t t Performance only Equity only Performance & equity

The Performance Penalty
e % Median revenue ROI decrease when moving

from a mixed to a performance-only approach




Strong brands

expand the
whole funnel
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Marketing’s ‘say-do’ gap



Brand is
not seen as
a ‘today’
problem

The importance of brand to the
C-Suite vs. brand equity routinely
getting credit for business results

67%

48pp gap between
the importance

of brand to the
C-Suite and brand
equity routinely
getting credit for
business results

The C-Suite at my At my company, shifts in
company recognizes  brand equity are routinely
the importance of credited with driving
brand building business outcomes

Source: ANA/WARC survey




60%

Of CMOs say the
C-suite does not
understand the role
of advertising

How would you describe the level
of alignment between C-Suite
objectives and advertising
objectives at your company?

3% No alignment

Source: ANA/WARC survey
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We found eight ‘blockers’ facing CMOs

Advertising is
disconnected from wider
business goals

The CEO does
not believe in
brand investment

The CFO is focused on

Lack of alignment with
misleading metrics

the C-Suite

Teams that aren't
built for integration

My teams work in silos My teams speak different languages

We have siloed
approaches to creative
and media

The Multiplier Effect is not We can't afford to We're too risk-averse
embedded in the work do both to be creative



And one last thing...

Influencer
Your brand drives LLM visibility & PR reach

R

Long-term brand equity

20% a0 e0% 0% 100%

Source: Charlie Oscar / WARC



