
Total TV.  The workhorse 
in an omni-channel 
media schedule.



Demand conversion relies on demand generation.
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Broad targeting is more effective in 
generating business and brand effects

Broad Target Narrow Target

0

5

10

15

20

25

30

35

New Customers Brand Profit Growth

%
 c

am
p

ai
gn

s 
re

p
o

rt
in

g 
 V

. L
ar

ge
 

Ef
fe

ct
s

…the effect of a broad target is an increase in 
new customers to the product or service, 

leading to profit growth

Broad Target Narrow Target



TV as a lead
channel

Online video TV & online video TV TV & social Search Social Radio Display

TV as a lead channel Online video TV & online video TV TV & social Search Social Radio Display

TV as the lead channel for generating broad reach was used 19% 
more in highly effective campaigns vs less effective campaigns.



As media options further fragment, single event mass 
reach vehicles like TV become increasingly effective



Campaigns including TV have increased in 
effectiveness, with the difference turning positive for 
the first time in 2020
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The result?



As a result, the magnitude of new customer 
acquisition that TV generates continues to increase

+4pp

+2pp



…resulting in a continuing improvement in brand 
profit growth and market share



Dollar for dollar, TV contributes more to media-driven 
sales volume than any other media channel



TV enables other media 
to be more effective.



A single channel strategy leaves money on the table

+30%

+50%



Multimedia campaigns tend to have higher ROI than 
single media campaigns



TV OOH Search Social Video Radio Cinema

TV 7.69% 7.13% 6.02% 4.67% 3.86% 3.40%

OOH 7.69% 1.88% 1.43% 0.84% 0.68% 0.68%

Search 7.13% 1.88% 1.46% 0.98% 0.84% 0.45%

Social 6.02% 1.43% 1.46% 0.99% 0.86% 0.63%

Video 4.67% 0.84% 0.98% 0.99% 0.44% 0.27%

Radio 3.86% 0.68% 0.84% 0.86% 0.44% 0.23%

Cinema 3.40% 0.68% 0.45% 0.63% 0.27% 0.23%

TV has the largest synergy effect of all media



Impact of other channels drops if TV is taken 
from the mix
When TV can’t be run, OOH holds up some of the results, but 
without this, digital results drop significantly.



TV is a workhorse.
Its broad reach is very effective at driving both business 
and brand effects.

Despite other platforms offering broad reach, TV remains 
the most utilised broach reach ecosystem.

Campaigns that use TV and increasingly able to generate 
greater levels of customer acquisition, brand profit and 
market share growth.

Dollar for dollar, TV delivers more media driven sales 
growth than any other media .

TV creates strong synergies with other platforms and 
without it in the mix, effectiveness levels of those other 
platforms suffer.



With thanks


