AUSTRALIAN
ADVERTISING
EFFECTIVENESS
RULES

— 1 of ESOV
analyse® of the ""‘:‘:::hm effects.
To da::ec = “m"(cd ‘:\)ve ness Database, we
VOND have A-z “:,‘(‘i::ﬁeds of :osh\\lm
ate and an busin
S forsot 0100 i s the s timey
ee ur kRO Cc of ESOV has
€5 nalys adds significant
RUM a vided
S ence pro’ 'ng“" and shou
markete ing's positic
o the hen marketing
:cﬁ;ﬁons-

TO ESOV AND BEYOND TO
Selected charts )Y

'm Advertising
- Council
I n Australia



Mental availability 1s critical to growth

Bigger brands have higher
mental availability
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The larger effect that a campaign has on mental
availability, the stronger the effects on business metrics
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Positive ESOYV 1s strongly linked to a raft
of long-term success metrics

ACA's Effectiveness Database average

50% ® Brands with positive ESOV (+5 or higher)
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ESOYV, not absolute spend, 1s more important to driving

mental availability gains and business effects

% of campaigns with

»

availability (top box score)

. # of v. large high i t on buildi
Media / igh impact on building
business Average ESOV mental availabilit
budget effects d
(score = 6, top box)
Small: Zero or 1 -9 26%
Up to
$500K 2 or more +3 50%
_ 0,
Medium: Zero or 1 5 43%
1-5M
$ 2 or more +3 54%
Zeroor 1 +3 54%
Large:
5M+
$ 2 or more +7 59%

% of campaigns with a v. large effect on mental
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Allocation of media spend to video
1S an 1mportant factor

% of campaigns with high

# of v. large business impact on building mental

Media budget Average ESOV

Average # of
media

% of paid media

effects availability spent on video
channels used
(score = 6, top box)
Zero or 1 -9 26% 4 49%
Small:
Up to $500K 2 or more +3 50% 4 62%
: Zero or 1 -5 43% 7 56%
Medium:
$1-5M 2 or more +3 54% 6 66%
Zero or 1 +3 54% 9 68%
Large:
$5M+ 2 or more +7 59% 9 60%
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