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The pandemic has created an all-
consuming wave of digital disruption 
for marketers across the world. Brands 
are grappling with seismic changes 
in media, technology and consumer 
behaviour, not least the unstoppable 
rise of e-commerce – as highlighted 
in the Marketer’s Toolkit 2022 Global 
Trends Report. 

While the industry strives to cope with 
the here-and-now, it’s the job of the 
marketing effectiveness community 
to extend its gaze beyond today’s 
disruption and consider how brands 
can do a better job in years to come. 
And, despite all the challenges posed 
by COVID-19, the high volume of 
innovative new thinking continues 
unabated.

Thanks to the work of Amplified 
Intelligence and Lumen Research, 
the concept of attention adjustment 

is gaining broad acceptance among 
brands, agencies and media owners. 
As new opportunities emerge for 
advertisers to measure and plan media 
against attention metrics, marketers 
are being tasked with defining what a 
successful attention strategy looks like 
for their brands.

Marketing effectiveness does not 
exist in a vacuum, of course – it too is 
influenced by events reshaping society. 
For instance, the campaign for social 
justice prompted by the tragic murder 
of George Floyd is one of the most 
important topics of our time, and new 
research is proving that progressive 
portrayals of diversity can play a role in 
delivering more effective advertising.

Online shopping habits have upended 
media investment strategies, with a 
greater emphasis on performance 
marketing via digital channels. This 

short-termism threatens the potential 
for long-term success. Instead of 
abandoning brand-building activity, 
James Hurman urges marketers 
to reframe ‘brand’ as a means 
of generating future demand – a 
philosophy which is equally true across 
both consumer and business-to-
business marketing.

Marketing effectiveness matters for 
brands of all shapes and sizes, and 
not just the companies whose trophy 
cabinets brim full with advertising 
industry awards. This is why Dr Grace 
Kite’s Advertising Research Community 
(ARC) project is so important. Only by 
understanding effectiveness across 
the breadth of categories and business 
types can the industry get a firm handle 
on what’s working and what needs to 
change. 

Fresh research to help your marketing 
strategy in 2022

This publication forms 
part of the 11th edition 
of WARC’s annual 
Marketer’s Toolkit, a 
series of reports aimed at 
helping marketers identify 
and respond to areas of 
industry disruption.

Alex Brownsell 
Senior Editor, Media 
WARC
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In this 
report

Contents

WARC has picked five emerging 
metrics, frameworks and concepts 
that we believe will be most important 
in helping to drive marketing 
effectiveness in 2022 and beyond.

Each section of the report outlines 
need-to-know elements of the new 
thinking, along with vital evidence and 
examples, and three key takeaways for 
brands.

This Future Thinking report forms a part 
of the Marketer’s Toolkit 2022, a series 
of reports aimed at providing marketers 
with a set of planning and decision-
making tools for the coming year.

P9The power of inclusive advertising
Research by Kantar and Affectiva suggests three areas where inclusivity can make 
advertising more effective: casting, storytelling and communicating brand purpose.

P15Brand as ‘future demand’
With marketing budgets under unprecedented pressure, James Hurman argues that 
marketers need to reframe brand building as the creation of future demand.

P22B2B’s brand opportunity

Business-to-business marketing is shifting from sales enablement to playing a central role in 
boosting market share, disrupting industries and moving brands into new geographies.

P28Effective brands balance online and offline spend
A new project called the Advertising Research Community aims to tackle the industry’s 
knowledge deficit by showcasing effectiveness across a broader range of campaigns.

P3Attention strategy

Attention can be used to inform media planning, trading and campaign measurement. Marketers 
should look to establish an attention strategy that makes most sense for their brands.
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© Copyright WARC 2022. All rights reserved.

Future T
hinking

 2
0

2
222

Future Thinking 2022

https://www.warc.com/reports/toolkit


Chapter 1

Attention strategy

Advertisers increasingly understand the importance of audience 
attention as a measure of campaign effectiveness. The next step for 
marketers will be establishing an attention strategy that makes the 
most sense for their brand size and campaign aims.
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O ver the past two years, a growing 
body of evidence has established 
that consumer attention is more 

important than ‘opportunity to see’ metrics 
like viewability. Marketers can use attention 
to inform their marketing strategies in 
several ways:

1. Planning

By calculating the relative value of each 
impression or view, advertisers can make 
more informed decisions about where to 
invest media budgets. Indeed, after adjusting 
its media mix against attention data, the Irish 
National Lottery gained a 35% increase in 
attention seconds, which in turn boosted 
brand KPIs. Agency networks like Omnicom 
Media Group and Dentsu have begun to 
formalise attention as a media planning tool.

2. Trading

Marketing consultancy Ebiquity has 
proposed the adoption of a trading currency 
based on attention. Cost per thousand 
seconds of attention, or ‘aCPM’, integrates 
media cost data with digital and TV attention 
benchmarks from Lumen and TVision 
respectively. However, rather than pursuing 

the cheapest aCPM, as they might have 
done with audience-based buying, marketers 
should instead consider the scale of their 
brand and the complexity of the message.

3. Measurement

Excess share of voice (ESOV) – where a 
brand’s share of category advertising is 
ahead of its market share – is considered 
vital for driving mental availability, and 
therefore long-term growth. However, 
SOV has become more challenging to 
measure in a digital media landscape. Some 
propose ‘share of search’ as an alternative 
proxy measure; others believe SOV can be 
salvaged with attention data.

The number of active attention seconds 
has been shown to play a key role in 
brand choice uplift and memory retention. 
Professor Karen Nelson-Field, Founder 
of Amplified Intelligence, has now set 
about exploring the relationship between 
attention and mental availability. By using 
an attention-weighted SOV metric to 
interpret performance and refining budgets, 
advertisers can maximise the impact of their 
communications.

4© Copyright WARC 2022. All rights reserved.

Future T
hinking

 2
0

2
2

#1  Attention strategy

https://www.warc.com/content/article/bestprac/what-we-know-about-attention/135189
https://www.warc.com/content/article/bestprac/what-we-know-about-attention/135189
https://www.warc.com/content/article/bestprac/switching-from-engagement-to-attention-ireland-national-lottery-a-case-study/en-gb/138932
https://www.warc.com/content/article/bestprac/switching-from-engagement-to-attention-ireland-national-lottery-a-case-study/en-gb/138932
https://www.warc.com/content/feed/attention-adjustment-enters-planning-mainstream-under-omnicom/en-GB/3505
https://www.warc.com/content/feed/attention-adjustment-enters-planning-mainstream-under-omnicom/en-GB/3505
https://www.warc.com/content/article/warc-research/unlocking-the-new-currency-of-attention-a-uk-perspective/en-gb/137526
https://www.warc.com/content/feed/why-attention-strategies-must-vary-by-brand/en-GB/3174
https://www.warc.com/content/article/event-reports/what-share-of-search-can-and-cant-do/en-gb/136275
https://www.warc.com/content/article/warc-exclusive/australia-effie-analysis-demonstrates-power-of-mental-availability-excess-share-of-voice-and-adjusting-for-attention/137975
https://www.warc.com/content/article/warc-exclusive/australia-effie-analysis-demonstrates-power-of-mental-availability-excess-share-of-voice-and-adjusting-for-attention/137975


Calculating your 
brand’s attention 
strategy

Attention-adjusted media costs based on brand and message type

Advertiser A Advertiser B

Cost for 1,000 views of 5 seconds+ Cost for 1,000 views of any durationAttention strategy can be amended 
based on the existing profile of the 
brand and what it is trying to achieve. 
A study by Lumen and Ebiquity has 
illustrated how this might work.

Advertiser A is a new brand with a 
complex new product to communicate 
to the market. This requires an 
“absolute minimum” of five seconds’ 
average dwell time across different 
media. The report recommends TV 
as a cost-effective way to deliver the 
required attention.

Advertiser B is a well-established brand 
with extremely distinctive assets. Its 
task is to trigger and reinforce existing 
memory structures to build mental 
availability, and so does not require a 
minimum attention time threshold on 
media buys. Social media may be a 
more cost-effective option.

Source: Ebiquity, Lumen Research
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Using attention to drive 
mental availability

Amplified Intelligence partnered with 
OMD for a study in which 600 US-based 
participants collectively viewed more 
than 3,300 impressions across three 
platforms. After the viewing experience, 
respondents were then asked to 
complete a survey, which was indexed 
against the baseline to determine brand 
uplift.

Tests found that, where active attention 
was paid, the mental availability uplift 
was “notably positive”, and that when 
no attention was paid, mental availability 
uplift was “notably negative”. Three-
quarters of cases show that no attention 
drove no-uplift/decline, while active 
attention drove mental availability uplift.

Platforms that inherently deliver higher 
levels of attention will likely drive higher 
mental availability uplift, which should 
lead to better business results.

By carrying out an ‘SOV audit’, 
advertisers can disentangle market 
prices paid from media weight, and then 
weight each platform or format against 
level of attention paid. This will provide 
a new estimate of media weight that 
can be fed back into a brand’s spend 
component.

Research remains ongoing, but the 
results thus far suggest that attention-
adjusted SOV might also enable 
businesses to be far more precise 
with their media allocation, down to a 
platform or even format level.

Amplified Intelligence and OMD are 
testing how in-feed formats might 
deliver different levels of attention in 
shorter bursts. The findings promise to 
inform the approach that advertisers 
take to synergistic strategies, and how 
different platforms can work together to 
drive better campaign outcomes.

The path from attention to brand growth/decline
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“We know that mental availability has a causal 
relationship with market share change. If your mental 
availability score increases, so will your market share 
over time, and the reverse as well. We know this is the 
true north measure [for brands], and we found a link 
between attention and mental availability. If you don’t 
get any attention, will your brand decline? The answer 
is a categorical yes.” 

Karen Nelson-Field
CEO and Founder
Amplified Intelligence

 Listen to the full interview
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Marketers can use audience attention 
data to inform different parts of their 
marketing.

Attention-adjustment can be applied 
to media planning and buying, as well 
as used to advance measurement 
techniques. As shown by brands 
like the Irish National Lottery, the 
adoption of attention metrics can 
lead to an improvement in advertising 
effectiveness.

Attention strategies may vary by 
brand size and campaign ambitions.

Larger, more established advertisers 
with distinctive assets may not require 
the same amount of audience attention 
as newer brands with more complex 
product messages. This, in turn, may 
impact the channels that best deliver 
against the requirements of each brand.

Attention-adjusted SOV offers a 
potential solution for marketers.

It works by disentangling market 
prices from media weight, and then 
weighting each format against the level 
of attention paid. Businesses can then 
focus efforts on platforms delivering 
higher levels of attention, which will likely 
drive higher mental availability uplift.

Takeaw
ays

1 2 3

8© Copyright WARC 2022. All rights reserved.

Future T
hinking

 2
0

2
2

#1  Attention strategy



Chapter 2

The power of inclusive 
advertising 
Diversity, equity and inclusion have become priority issues for 
brands over the last two years. As marketers rethink their approach 
to communications, new research indicates that progressive 
portrayals of diversity can play a role in delivering more effective 
advertising.
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T he emergence of the Black Lives 
Matter movement into mainstream 
public life in the wake of George 

Floyd’s murder, and a year of widespread civil 
unrest, startled brands into more tangible 
action on racial diversity – both within their 
organisations, and through their advertising.

1. Consumers want brands to step up 

A majority of consumers globally, across both 
developed and emerging markets, do not 
believe that brands are reflecting them well. 
Even when diverse ethnicities are represented 
in ads, an analysis by Facebook found them 
more likely to be depicted in limited – and 
often stereotyped – ways. 

Nevertheless, more than half (54%) of 
consumers surveyed by Kantar and Affectiva 
agree that brands have an important part to 
play in societal conversations about issues 
such as gender, equality, and race or immigrant 
relations.

2. The real impact of inclusive advertising

Kantar and Affectiva’s report concludes 
that being inclusive in advertising is not only 
socially and morally right, but that it’s also 
good for brand ROI. 

Companies that feature underrepresented 
groups in a positive way outperform those that 
do not in long-term brand equity, short-term 
sales likelihood, and engagement. However, 
adopting a truly inclusive approach does not 
guarantee success by itself. Intersectionality – 
the representation of various perspectives – is 
pivotal for advertisers.

Brands should also ensure they take into 
account different cultural contexts for their 
messaging. One size doesn’t fit every market.

3. Inclusive casting, storytelling and purpose

Kantar and Affectiva suggest three areas 
where inclusivity can make advertising more 
effective.  

• An inclusive approach to casting shows 
under-represented groups in a key role in 
the advertisement, but doesn’t focus on that 
fact. 

• An inclusive approach to storytelling 
elevates narratives from under-represented 
groups in a positive way, reflecting the reality 
of their lives and focusing on emotional 
connection.  

• Inclusive purpose tackles injustice and 
harmful stereotypes affecting under-
represented groups. 
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Methodology:  Measuring inclusive portrayal

Kantar and Affectiva’s ‘The power of inclusive portrayal in advertising’ 
report is based on the Unstereotype Alliance’s ‘Unstereotype Metric’. This 
benchmark helps marketers to measure whether their advertising content 
is perceived to be progressive, and removed from gender stereotypes. 
Consumers rate ads against the statement: “This advertising presents a 
positive image of the female/male character(s) that sets a good example for 
others.” Kantar is then able to create a ‘progressiveness percentile’.

https://www.warc.com/content/article/warc-research/facebook-research-diverse-and-inclusive-representation-in-online-advertising/en-gb/136330
https://www.warc.com/content/article/bestprac/the-power-of-inclusive-portrayal-in-advertising/138580
https://www.warc.com/content/article/bestprac/the-power-of-inclusive-portrayal-in-advertising/138580


Inclusion is key 
to brand trust

Trusted brands grow faster
Measuring growth against High and Average/Low trust levels

The presence of underrepresented 
groups in advertising has a positive effect 
both socially and also commercially. 

Kantar and Affectiva’s research found that 
qualities such as ‘integrity’, ‘identification’ 
and ‘inclusion’ are key to inspiring brand 
trust among consumers. According to 
the Global MONITOR data published in 
the report, 59% of consumers say it’s 
important that the companies they buy 
from actively promote diversity and 
inclusion. For younger audiences, this is 
an even more important consideration.

The trust gained from adopting an 
inclusive approach to marketing has a 
major impact on the bottom line. Kantar 
researchers divided the top 100 ‘Global 
Most Valuable Brands’ from BrandZ into 
three groups (High, Average, Low) based 
on its Trust Index. They tracked the same 
brands over nine years, revealing that 
those with a High Trust Index grew much 
further and faster than others.

Note: Comprises 51 common brands, appearing in the BrandZ Top 100 Most Valuable Global Brands over the last nine years. 
Source: Kantar, Affectiva, ‘The power of inclusive portrayal in advertising’
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Ads benefit from 
positive Black 
representation
Advertising that features Black 
characters and positive, joyful Black 
culture creates a very large uplift in 
effectiveness, according to ad testing 
conducted by System1.

System1 looked at six examples of 
Black representation in UK advertising 
and concluded that all ads saw a large 
uplift in effectiveness (as measured by 
its Star Ratings and Spike Ratings) when 
tested with a Black British sample.

When people see their life or 
culture represented on screen, it 
resonates more powerfully and 
emotionally. However, the research 
also demonstrates that, to a point, 
advertising that strongly appeals to a 
minority group will usually appeal to the 
general population, proving there’s no 
downside to making inclusive work.

Diverse advertising effectiveness

Note: System1’s Star Rating runs from 1 to 5 Stars, and is based on how positively viewers respond to the ad. 
It predicts the potential of an ad to contribute to long-term brand growth.
Source: System1, ITV, DECA, Feeling Seen

Ability of ads to create positive emotion and drive future brand growth
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Mastercard: True Name

Case Study 

Mastercard has been supporting the LGBTQIA+ 
community for more than a decade, under its 
Acceptance Matters platform.

The name on a credit or bank card might seem like 
the smallest of details but, to Trans and Nonbinary 
people, it can be critical. Using a card with a name that 
doesn’t match their appearance can put them at risk: 
32% of transgender people who’ve shown an ID card 
with a name or gender that didn’t match their gender 
presentation have been verbally harassed, denied 
benefits or service and assaulted.

Mastercard responded to this insight by creating True 
Name, a payment card that allows customers to use 
their chosen name.

Takeaways

• Brands can lead societal change. Mastercard 
wasn’t inspired by market disruption; instead, its 
product development inspired market disruption. 

• Bring the industry with you. Mastercard’s idea 
was rejected by banks; many were interested, but 
none would commit. By taking a lead, it forced 
others to follow. 

• Community collaboration is vital. Mastercard 
launched the idea through a 360-degree 
campaign at World Pride 2019, using Trans and 
Nonbinary advocates to speak about how True 
Name could improve people’s everyday lives.

Results

• True Name has changed 
industry standards.

• Mastercard’s product 
in-market with partners 
including BMO Harris Bank, 
Superbia Credit Union, 
Citibank, and Bunq.

• Competitors including Visa 
and banks like JP Morgan 
Chase have subsequently 
changed their own practices, 
bringing similar products to 
market.

Agency: 
McCann New York

Advertiser: 
Mastercard

Market: 
US 

Explore the Case Study

https://www.warc.com/content/article/cannes/abinbev-contract-for-change/en-gb/138203
https://www.warc.com/content/paywall/article/cannes/mastercard-true-name/en-GB/138209


Inclusivity is a crucial driver of brand 
trust – and purchase intent. 

Inclusive portrayals of under-
represented groups in advertising 
is not only the right thing to do, but 
is increasingly ‘table stakes’ for 
building an authentic relationship with 
consumers. This is especially the case 
for connecting with under-represented 
groups and younger generations, and 
driving stronger commercial outcomes.

The mere presence of under-
represented groups in advertising  
isn’t enough.

Alone, this will not guarantee a 
successful campaign. Marketers should 
aspire to build progressive portrayals 
which avoid stereotypes by focusing on 
three areas where inclusivity can make a 
big difference: casting, storytelling and 
communicating brand purpose. Positive 
portrayals are more likely to drive long-
term brand equity.

Emotional connection is key to 
successful advertising campaigns.

This includes those prioritising 
diversity and inclusion. Stories which 
emphasise empathy will drive a powerful 
emotional response from all audiences 
– something proven to play an important 
role for brand metrics. Taking into 
account intersectionality and different 
messages for different markets will help 
ensure the most appropriate strategy. 

Takeaw
ays

1 2 3
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Chapter 3

Brand as ‘future demand’ 

The industry narrative around the differences between ‘brand’ and 
‘performance’ marketing may be becoming counter-productive. A 
WARC white paper released in 2021 looked at how the debate was 
changing in an era of digital commerce, and how we might make a 
case for brand building if we framed it as ‘future demand’.
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T he industry narrative over the past few 
years has been that brand building and 
performance marketing are distinct, even 

opposite, activities. A WARC white paper argued that 
what is missing is the connections between the two. 
When treated separately, there is a risk that brand-
building becomes siloed as a long-term endeavour 
requiring a leap of faith to invest in, whereas 
performance marketing is ‘default’. As Professor Jenni 
Romaniuk of the Ehrenberg-Bass Institute wrote on 
WARC in January: “One of the biggest own-goals of 
the advertising industry is the invention of the ‘brand-
building’ campaign.” 
 
The challenge to brand budgets

The shift into digital commerce is laying bare these 
issues. There are at least three challenges to brand-
building budgets:

• A shift into performance spend, at the expense of 
brand budgets, driven by the economic shock of the 
pandemic. WARC’s Marketer’s Toolkit 2022 found 
that 41% of marketers plan increased investment 
in performance marketing in 2022, versus 35% for 
brand building.

• A need to invest in formats like Amazon search as 
sales shift online and brands need to maximise 
their presence close to the point of sale. This 
requirement will become more acute over time as 

digital commerce grows and ‘retail media’ becomes 
a bigger portion of advertiser spend.

• A lack of confidence in or understanding of brand 
building and the effectiveness advantage it gives 
to marketers, particularly in terms of driving digital 
sales.

At a time when the language and worldview of tech 
companies dominate, marketers risk alienating C-suite 
colleagues if they cannot articulate the value they are 
driving in terms those colleagues will understand.

Reframing brand as future demand

One of the aims of the white paper was to reframe 
brand as ‘future demand’ – potential category buyers 
not currently ready to buy – distinct from performance 
marketing techniques that focus on ‘existing demand’ 
– that is, people in the market right now. 

Writing in the white paper, strategist and author James 
Hurman drew on the latest research and case studies 
to present a model of how these two techniques 
work together. He argued that marketers have been 
seduced by the example of fast-growth start-ups, 
who tend to invest in performance techniques to find 
buyers. But these, he argues, are the wrong examples 
for larger brands to imitate. A better approach is to 
blend future and current demand, and to recognise the 
ways they work together.
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https://www.warc.com/content/article/Warc-Data/Global_Ad_Trends_2022_Where_is_the_money_going/142088


17© Copyright WARC 2022. All rights reserved.

Future T
hinking

 2
0

2
2

TIME

DEMAND

SALES

TIME

DEMAND

SALES

Flat sales period while future demand is created

No future demand creation

• Demand for the brand stays flat 
• Sales plateau when demand is exhausted 
• Conversion activity stops working as there is no more demand to convert

Future demand creation after the fact

• Sales plateau when demand is exhausted 
• Future demand builds slowly over time 
•  Demand can only begin to be converted efficiently once sufficient future  

demand has been created

1.
Every brand has a ‘demand ceiling’ – in short, the amount  
of people in the market who have a need for the category  
product / service and won’t reject the brand in question.

2. Demand conversion activity cannot  
convert demand that doesn’t exist.

3.
Creating future demand takes longer than converting existing demand – 
therefore when a brand starts creating future demand only when existing 
demand is exhausted, there is a period of sales stagnation.

The principle of future of demand

#3  Brand as ‘future demand’
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TIME

DEMAND

SALES
Misleading period

when sales hold up

Consistent future demand creation

• Future demand is consistently built 
• Demand is converted at a sustainable rate as it’s created 
• Conversion activity continues to work as new demand becomes available

Future demand activity reduced

• Brand-building activity is reduced or stopped 
• Sales do not immediately drop, as prior brand-building activity has created future demand 
•  There is an initial false sense of security that brand activity is unimportant
•  Sales then decay

4. When future demand is created consistently,  
sales growth can be maintained sustainably.

5.
When future demand activity is reduced, sales will  
continue at first before decaying – temporarily creating  
an illusion that brand building is unimportant to sales.
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Breaking through 
the plateau

TV gives scale-ups a boost

One of the key points made in the 
WARC white paper is that performance 
marketing, when not accompanied by 
brand investment designed to reach 
and engage future buyers, tends to 
plateau in effectiveness as it exhausts 
the pool of current buyers. This is 
a common challenge for start-ups 
looking to scale.

This was backed up by separate 
econometric research by Magic 
Numbers for Thinkbox (a TV trade 
organisation in the UK). It found that a 
dieting brand broke through the plateau 
by increasing spend on TV advertising, 
and – in doing so – amplifying the 
effects of its paid search investments.

Source: Magic Numbers / Thinkbox

A dieting brand found investment in TV drove search performance
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https://www.warc.com/content/article/event-reports/how-online-brands-can-get-started-with-tv-advertising/142299
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Brand and 
performance work 
together

TV affects click-through rate

One of the key points made in the 
The Magic Numbers/Thinkbox report 
also concludes that TV makes online 
direct-to-consumer brands’ search 
ads “more clickable”. Dr Grace Kite, 
founder of Magic Numbers, observed 
that brands supported by TV see a 
better click-through rate (CTR), which in 
turn benefits those companies from a 
Google algorithm standpoint.

“Google interprets [the higher CTR] 
as an improvement in the quality of 
the ads and they act accordingly. Your 
ad will move up the organic search 
ranking, and that acts as a multiplier for 
everything that you’re doing,” Kite said. 
“And then a higher CTR on paid search 
means that the algorithm will assign 
you a higher quality score, making it 
more likely that you’ll win search buying 
auctions, even at a lower bid price.”

Source: Magic Numbers / Thinkbox

The impact is both direct and indirect

Sales
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Don’t assume ‘thinking like a start-up’ 
means advertising like one. 

Consider the evidence that high short-
term growth and strong performance 
metrics are a very poor predictor of the 
future success and sustainability of a 
company.

Look for the links between brand and 
performance.

Marketers will need to plan brand and 
performance together (as in James 
Hurman’s ‘consistent demand creation’ 
approach), with more explicit links 
between the two to generate maximum 
impact. For example, how can brand 
campaigns on TV work more explicitly 
with search strategies, and how can the 
impact of TV on search be measured?

Look for new opportunities to test.

Platforms like Amazon are building 
out their ‘upper funnel’ ad offers (for 
example, ads on Prime Video) and are 
increasingly allowing advertisers to track 
performance across the funnel. 2022 
may see more opportunities to test the 
combination of brand and performance, 
versus investment profiles that focus on 
either one. 

Takeaw
ays

1 2 3
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Chapter 4

B2B’s brand opportunity

Traditionally, business-to-business marketing was perceived as 
a way to develop pipelines and drive leads. But B2B marketing 
can play a central role in creating future demand and long-term 
brand growth.
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B usiness-to-business (B2B) marketing 
is undergoing a profound shift from 
being a simple “enabler” of sales and 

growth to playing a central role in boosting 
market share, disrupting industries and 
moving brands into new geographies.  
This learning came from a survey of senior 
B2B marketers – representing firms with 
$250m+ in annual revenue, and skewing 
towards companies with yearly sales of 
$1bn or more – by Stein IAS, a B2B agency, 
working with The Effectiveness Partnership, a 
consultancy, and WARC.

Three types of B2B marketing organisation

The study established three categories of B2B 
marketing organisation:

• Growth drivers (36.3%): These firms 
have reached the highest tier among B2B 
marketers, as they fuel sales and growth, 
while also partnering with the C-suite on 
goals like raising market share, leading 
digital transformation, disrupting categories 
and moving into untapped geographies. 

• Growth enablers (48.5%): Alongside 
sales enablement, this cohort has a broad 
range of priorities, spanning everything 
from customer insight, data analysis, 
segmentation and influencer marketing to 
brand campaigns, customer experience and 
thought leadership.

• Sales enablers (15.2%): Members of this 
group emphasise the traditional aims of 
B2B marketing: supporting sales teams, 
generating leads and building pipelines.

The traits and capabilities of top-performing 
B2B brands

The study suggests that building their own 
“growth stack” will help B2B marketers identify 
their strengths and weaknesses. Mastering 
new, data-driven elements of B2B marketing 
is an important task, and developing holistic 
experiences that begin with real-time insights 
and run through to campaign optimisation and 
measurement is a critical goal. 

Like consumer-focused marketing, B2B 
marketers should utilise data wisely, and put 
the customer at its heart.
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https://www.warc.com/content/article/Event-Reports/How_businesstobusiness_marketers_can_become_true_growth_drivers/138653


Build mental 
availability in B2B

Focus on reaching future buyers

Research by The B2B Institute, a 
think tank supported by LinkedIn, 
and the Ehrenberg-Bass Institute has 
demonstrated that, as with consumer 
marketing, mental availability – coming 
to the customer’s mind in as many 
buying situations as possible – is key 
to driving growth. It correlates with 
market share and is the best strategy 
for stealing customers from larger 
competitors. 

As 95% of buyers are out of the market 
at any given time, brands need to be 
reaching buyers who are not yet in 
the sales funnel and may not make a 
purchase for months or even years so 
that they come to mind when the right 
buying situation occurs. Advertising 
should connect a brand with specific 
buying situations in order to build 
mental availability and ensuring that 
ads are branded in the fullest way 
possible is a valuable strategy.

Source: The B2B Institute, LinkedIn
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https://www.warc.com/content/article/event-reports/how-b2b-brands-grow-insights-from-the-b2b-institute-and-the-ehrenberg-bass-institute-for-marketing-science/en-gb/138658


The B2B Effectiveness Ladder

The B2B Institute at LinkedIn, in 
partnership with WARC and LIONS, 
undertook a major study to analyse 
the effectiveness of ten years’ of B2B 
marketing campaigns, and to create a 
B2B version of LIONS and WARC’s  
B2C marketing study, The Effectiveness 
Code.

The B2B Effectiveness Ladder – a 
hierarchy of the six main types of 
effects that B2B marketing produces, 
from least to most commercially 
impactful – reflects the objectives 
and results that are important to B2B 
marketing. 

It has been developed to enable the 
B2B marketing industry to more easily 
identify and learn from effectiveness 
best practice, so that it can more 
consistently produce highly effective 
creative campaigns and initiatives.

Prior research has shown that, for B2B 
brands to grow, they require a better 
balance of short-term sales activation 
and long-term brand building, with 
greater focus on large audiences who 
aren’t necessarily ‘in the market’ today. 
Yet data shows that B2B marketing 
currently skews heavily towards short-
term, rational and tightly-targeted 
campaigns that seek to drive immediate 
sales effects.

Through analysis of B2B effectiveness 
winners between 2010 and 2021, the 
B2B Institute paper uncovers common 
‘winning behaviours’ of campaigns at 
each level of the ladder.

The study found B2B campaigns 
become more effective when they have 
three dimensions of what’s known as 
‘Creative Commitment’ – higher spend, 
longer campaign durations, and a 
broader spread across media channels.

The B2B Effectiveness Ladder

Source: The B2B Institute, WARC, LIONS
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https://www.warc.com/content/article/warc-exclusive/the-b2b-effectiveness-code-creativity-and-effectiveness-in-b2b-marketing-from-2010-2021/en-gb/140304
https://www.warc.com/content/article/warc-exclusive/the-b2b-effectiveness-code-creativity-and-effectiveness-in-b2b-marketing-from-2010-2021/en-gb/140304
https://www.warc.com/content/article/warc-exclusive/the-effectiveness-code/133006
https://www.warc.com/content/article/warc-exclusive/the-effectiveness-code/133006
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American Express: Small Business 
Saturday

Case Study 

Back in 2010, American Express launched Small 
Business Saturday to help independent businesses to 
recover from the global financial crisis, and survive the 
growth of big-box retailers. 

It declared Small Business Saturday a national event 
where Americans could patronise their local stores, 
restaurants and coffee shops, giving them an official 
reason to shop small every year and providing a much-
needed injection of cash into local communities.

This campaign achieved Strategic Asset status on the 
B2B Effectiveness Ladder – the most commercially 
impactful level, helping to grow the brand and business 
over the long term. Strategic Asset campaigns are 
versatile and enduring creative platforms that are re-
purposed over successive years. They stick with the 
same creative strategy or creative work throughout that 
period, creating sustained commercial outcomes.

Takeaways

• Champion a purpose or cause. As with B2C marketing, 
purposeful work has a higher likelihood of being talked 
about and shared. Championing local and supporting 
at-risk workers is particularly timely as we emerge 
from COVID-19.

• Do something everyone can be a part of. Most B2B 
campaigns are tightly targeted to a specific prospect 
audience. Creating fame among a much broader 
audience isn’t creating wastage – rather it builds the 
brand a level of public awareness and stature that 
creates greater trust among actual B2B buyers.

• Build creative commitment. American Express’ Small 
Business Saturday has endured, utilises a high number 
of different media channels, and has a very high media 
spend. It has a very high Creative Commitment score 
of 13.

Results

• Consumer awareness reached 74% 
and a total of $5.5bn was spent with 
independent merchants on the first 
Small Business Saturday.

• The US Senate declared Small 
Business Saturday an official day.

• The campaign was exported to 
the UK in 2012 and, by 2014, more 
than $14bn was being spent at 
independent businesses each 
November. 

• 110 million consumers shopped 
‘small’ on the day in 2019, and 
it resulted in a higher number of 
American Express card-member 
transactions.

Agency: 
Digitas/Crispin  
Porter + Bogusky  
New York

Advertiser: 
American Express

Market: 
US/UK 

Explore the Case Study

#4  B2B’s brand opportunity

https://www.warc.com/content/article/cannes/abinbev-contract-for-change/en-gb/138203
https://www.warc.com/content/article/cannes/american-express-open-small-business-gets-an-official-day/en-gb/99573


Look beyond lead-gen.

Rethink your approach to B2B marketing 
so it is more than driving quick results. 
Seize the opportunity to position 
marketing as a growth driver, as well as 
a sales enabler. B2B marketing can play 
a central role in driving long-term brand 
growth and building all-important future 
demand.

Build mental availability and drive 
brand fame.

There is growing evidence that, 
like in consumer marketing, brand 
growth comes in B2B from reaching 
greater numbers of light buyers. B2B 
practitioners should aim to make it 
easier to buy a product or service by 
building mental availability, tapping 
emotion and generating brand fame.

Use the B2B Effectiveness Ladder to 
learn from B2B best practice.

Long-term campaigns with broad 
targeting and emotional creative work 
are largely absent from B2B marketing. 
Try to pursue higher levels of creative 
commitment. Even when you have a 
lower budget, use those other levers of 
increased duration and number of media 
channels to maximise the effectiveness 
of your campaigns.

Takeaw
ays

1 2 3
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Chapter 5

Effective brands balance 
online and offline spend
The advertising industry has a learning problem: knowledge is 
only shared if it happens to be entered into an awards show. A new 
research project aims to tackle this by showcasing effectiveness 
across a broader range of campaigns.
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T he Advertising Research Community 
(ARC) was set up by economist 
Dr Grace Kite, Founder of Magic 

Numbers, with the support of organisations 
including WARC. It holds a database of 
nearly 350 UK case studies, worth £5bn in 
total ad spend. Analysis of ARC campaigns 
by Kite and Paula Gonzales identified three 
important lessons for marketers:

1. Online is not the enemy of effectiveness

The best campaigns mix online and offline 
formats: revenue return on investment 
(RROI) is found to be highest when between 
40% and 50% of media budgets go towards 
online channels. While companies with 
annual revenues in excess of £300m achieve 
a significantly higher RROI, adjustments 
made by Kite to account for size and 
category show that the 40-50% ‘sweet spot’ 
of online media investment holds true across 
all types of brands.

2. Returns from advertising are on the up

ARC paints a brighter picture than Peter 
Field’s 2019 assertion of a “crisis in creative 
effectiveness” in advertising. Non-awarded 
campaigns assessed by Kite generated on 

average £3.80 in revenue per £1 invested, a 
figure which closely matches WARC’s own 
ROI benchmarks report. Furthermore, the 
situation has been improving steadily since 
an effectiveness low-point in 2016 identified 
by Field. 

Kite ascribes this improvement in 
effectiveness to experimentation with digital 
media beginning to “come to fruition”, as 
brands find the optimal levels of investment 
in channels like search and social. “If there 
was a general crisis in effectiveness, it is now 
over”, she concluded.

3. Award-winning ads deliver higher 
results

ARC’s case study analysis underscored that 
winners of effectiveness prizes are different 
from normal campaigns, and should be 
treated as such. 

An IPA Effectiveness Award-winner gains 
on average £13 in revenue from every £1 
invested in advertising, more than three 
times the effectiveness of the average ARC 
campaign. These are atypical campaigns 
that the industry should learn from, but not 
necessarily define itself against.
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https://www.warc.com/content/article/event-reports/new-grace-kite-research-finds-40-50-of-ad-budget-online-brings-highest-returns/139619
https://www.warc.com/content/article/event-reports/new-grace-kite-research-finds-40-50-of-ad-budget-online-brings-highest-returns/139619
https://www.warc.com/newsandopinion/opinion/warc-from-home-classic-webinar-peter-field-and-the-crisis-in-creative-effectiveness/3520
https://www.warc.com/newsandopinion/opinion/warc-from-home-classic-webinar-peter-field-and-the-crisis-in-creative-effectiveness/3520
https://www.warc.com/newsandopinion/opinion/warc-from-home-classic-webinar-peter-field-and-the-crisis-in-creative-effectiveness/3520
https://www.warc.com/content/article/warc-data/roi-benchmarks-report/110229
https://www.warc.com/content/article/warc-data/roi-benchmarks-report/110229


Effective brands 
balance offline and 
online spend

Relationship between % of budget spent online and RROI

Dr Grace Kite’s analysis of the ARC 
database helps to dispel claims that 
marketers are currently overspending 
on online channels. Average RROI 
stands at less than £2 when between 
10% and 20% of budget is spent on 
digital channels, rising to around £7 
when online media investment equates 
to 40% to 50% of total spend. 

However, this is not to say that brands 
should necessarily spend the majority 
of their budgets on online channels: 
ARC campaigns show a tailing off in 
effectiveness as digital media spend 
increases beyond the 50% marker, with 
RROI falling to around £3 when between 
70% and 80% of budget goes online.

Note: Unadjusted RROI in 343 cases evaluated using econometrics. Buckets have been plotted at the midpoint of 
each interval. The location of the optimum % online is not changed when this chart uses size adjusted RROIs.
Source: Magic Numbers
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Industry is 
emerging from a 
period of ‘flux’

Size adjusted RROI and online % of budget

While analysis of the ARC database 
found that effectiveness did decline 
between 2005 and 2016, size-
corrected ROI has now returned to 
those levels and beyond.

However, unlike Peter Field, Kite 
does not interpret the decline as 
symptomatic of a wider malaise in 
advertising. Nor does she believe the 
UK’s decision to leave the European 
Union had a seismic impact on 
effectiveness. 

Instead, Kite argues that advertising 
has experienced a period of “flux” as a 
result of the introduction of new digital 
media tools and formats, and that 
we’re now seeing a more balanced and 
“mature” use of the newer channels and 
– as a result – better ROI. 

Note: An additional data source for 2005 has been added to the ARC data, so that it includes 418 
unentered cases evaluated using econometrics. 44-139 cases in each bar. 
Source: Magic Numbers
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“For my money, this is a picture of a really very exciting 
period of experimentation. It shows advertisers 
learning how to use the new options available to them, 
incorporating them, trying things – lots of display 
then lots of paid search – and then moderating these 
choices to settle back down to a more sensible level.” 

Dr Grace Kite
Economist and Founder
Magic Numbers
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The most effective advertisers spend 
around half of their budgets online.

Marketers are becoming more 
sophisticated in their use of digital 
media, and finding the right balance of 
online channels like paid social, paid 
search, video and display for their 
brands. This, in turn, is leading to a 
general upturn in effectiveness across 
the industry.

Fears of a crisis in creative 
effectiveness may have been 
exaggerated.

Experimentation with newer digital 
tools may have led to short-term over-
investment in channels like online 
display and paid search, and caused 
a dip in campaign effectiveness in the 
previous decade. However, non-awarded 
case studies in the ARC database 
achieved on average £3.80 for every 
£1 invested in advertising, implying a 
generally positive picture.

Comparisons with effectiveness 
award-winners should be taken with a 
pinch of salt.

IPA Effectiveness Award-winning 
advertising is better at driving sales 
than the typical campaign, returning 
c.£9 more revenue per £1 spent than 
unawarded ads. In some categories, like 
FMCG, awarded advertising returns up 
to six times more in RROI. It is not always 
helpful for marketers to use these 
campaigns as a benchmark. 

Takeaw
ays

1 2 3
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Contact Us

London 
33 Kingsway  
London, WC2B 6UF  
United Kingdom 
enquiries@warc.com

Singapore 
5 Shenton Way 
UIC Building #10-01 
Singapore 068808 
asiapacific@warc.com

New York 
55W 46th St, 27th Floor  
New York, NY10036 
United States 
americas@warc.com

Shanghai 
Unit 05-08, 31/F Garden Square 
968 West Beijing Road  
Shanghai 200052, Jing’an District, China 
nihaochina@warc.com

David Tiltman 
VP Content 
WARC

Aditya Kishore 
Director, Insight 
WARC

Lena Roland 
Managing Editor, WARC.com 
WARC

Anna Hammill 
Senior Editor, Brands 
WARC

Alex Brownsell 
Senior Editor, Media 
WARC
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The 
Marketer’s 
Toolkit
The 2022 Marketer’s Toolkit 
comprises a series of reports 
designed to help marketers 
address big picture themes as well 
as provide them with decision-
making tools to help drive 
marketing effectiveness in 2022. 
It will help them adapt at speed 
to the main areas of disruption 
anticipated in the industry. 

Gain region-specific data and insight for three critical markets:

North America

Regional Trend Reports 2022

Europe APAC

2022: Where is the 
money going?

China Marketer’s 
Toolkit – Coming soon

Critical insight into 
investment trends and ad 

spend in 2022

Granular insight  
and analysis of the  

Chinese market

 

Leverage five key trends 
that will shape marketer 

strategies in 2022

Global Trends 
Report
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https://www.warc.com/content/article/warc-exclusive/marketers-toolkit-north-american-regional-trends-report-2022/142519
https://www.warc.com/content/article/warc-exclusive/marketers-toolkit-european-regional-trends-report-2022/142517
https://www.warc.com/content/article/warc-exclusive/marketers-toolkit-apac-regional-trends-report-2022/142556
https://www.warc.com/content/article/Warc-Data/Global_Ad_Trends_2022_Where_is_the_money_going/142088
https://www.warc.com/content/article/Warc-Data/Global_Ad_Trends_2022_Where_is_the_money_going/142088
https://www.warc.com/content/paywall/article/WARC-Exclusive/The_Marketers_Toolkit_2022/en-GB/140330
https://www.warc.com/content/paywall/article/WARC-Exclusive/The_Marketers_Toolkit_2022/en-GB/140330


At WARC, our purpose is to save  
the world from ineffective marketing 
by putting evidence at the heart 
of every marketing decision.

We believe that effective marketing 
is based on facts and not opinions.

Since 1985, we’ve brought confidence 
to marketing decisions through the 
most trusted research, case studies, 
best practice, data and inspiration.

Today, we help 75,000+ marketers 
across 100+ countries. Our clients 
include the world’s leading brands, 
advertising and media agencies, 
media owners, research companies 
and universities – including the top-
five largest agency groups and top-
five largest advertisers in the world.

Want to get access to WARC?  
Get a demo

WARC is an Ascential company. Ascential delivers specialist information, analytics and e-commerce 
optimisation platforms to the world’s leading consumer brands and their ecosystems. Our world-class 
businesses improve performance and solve problems for our customers by delivering immediately 
actionable information combined with visionary longer-term thinking across Digital Commerce, 
Product Design and Marketing. We also serve customers across Retail & Financial Services.

Who we are

Digital Commerce: 
DuoZhun, Edge by Ascential, Flywheel, 
Intellibrand, OneSpace, Perpetua, Spotlight, 
Yimian, 4K Miles 
Measurement, optimisation and execution for 
digital commerce growth.

Product Design: 
Coloro, Start by WGSN, WGSN, Use Fashion 
Consumer product trend forecasting, data and 
insight to create world-class products and 
experiences.

 

Marketing: 
LIONS, WARC 
Services and tools to measure and optimise 
marketing creativity, media and platform 
effectiveness and efficiency.

 
Retail & Financial Services:  
Money20/20, Retail Week, World Retail 
Congress 
Events, data and tools to improve performance 
and drive innovation in retail and financial 
services.
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