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GROWTR OF DIGITAL
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RESILIENGE OF TV
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[V REMAINS TRE MOST EFFECTIVE CRANNEL

|

TOTAL VIDEQ VIEWING:
ALL ADULTS
221 MINS PER DAY

W Live TV
w Recorded TV
®m On Demand e.g. RTE Player
m Stand Alone Video Service e.g. Netflix
m Short Form Video e.g. YouTube
DVDs
= Pay Per View

Other Internet Video

Source - Ipsos MRBI 2016
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what marketers don’t bnow

Byron Sharp
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~ GROWTH COMES FROM LIGHT
- USERS NOT LOYALISTS
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3. BE DISTINCT, RATHER THAN DIFFERENTIATED
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3. BE DISTINCT, RATHER THAN DIFrERENTIATED
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MARKETING MULTIPLIED

THE MACROECONOMIC & MICROECONOMIC
IMPACT OF MARKETING COMMUNICATIONS

CHRIS JOHNS, JIM POWER
& ALAN COX
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PLAN FOR THE LONG TERM

50%

40%

0%

20%

% REPORTING EFFECTS

10%

SHORT-TERM SALES
ACTIVATION EFFECTS

MARKET SHARE
EFFECTS

SHORT-TERM
CAMPAIGNS

LONG-TERM
CAMPAIGNS

OPTIMAL MARKETING MIX

PROFIT
EFFECTS

Source: Peter Field, “Selling Creativity Short”, 2016; Core Media & AAIl “Marketing Multiplied”, 2016
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