
Beyond ROI. Optimising the media 
mix for maximum business growth



5 years of the Payback Series

Phase 1:  

Phase 2:  

Phase 3: 

Phase 4:  

Phase 5: 



Payback Phases 4 & 5 use the largest media 
market mix model ever conducted in 
Australia

TV



Media investment tips



Before investing, consider…
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What is the optimal media mix?



The optimal media mix 
by campaign size



ROI should be strong and scaleable
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Encyclomedia: Campaign ROI & diminishing returns
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𝑅𝑂𝐼 =
(𝑠𝑎𝑙𝑒𝑠 − 𝑐𝑎𝑚𝑝𝑎𝑖𝑔𝑛𝑐𝑜𝑠𝑡)

𝑐𝑎𝑚𝑝𝑎𝑖𝑔𝑛𝑐𝑜𝑠𝑡

𝑅𝑂𝐼 =
($2𝑚 − $500𝑘)

$500𝑘

𝑅𝑂𝐼 =
($1.5𝑚)

$500𝑘

𝑅𝑂𝐼 = $3



The rate of diminishing returns 
impacts the potential sales growth



Measuring success means 
measuring growth



Different media channels
differ in their ability to drive sales 



Different media channels
differ in their ability to drive sales 



Media channels vary in their ability 
to drive sales volume 
in the short and long term



The risk, or variability, in achieving 
a return varies by channel
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Most media channels boost the 
efficiency of others, but the scale 
and consistency of the effect differs



Payback 
answers the big 
questions




