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The Wrong and the Short
of it

Short-termism and long-termism are both just wrong-termism. So lets end the
false choice between long and short-term marketing tactics, maximise the
compound effects of getting them working together in harmony, and start to
close the value-destroying divide between ‘brand’ and performance’ marketing,
Its limiting marketing effectiveness and brand growth, when we've never

needed them more.

Long term ‘V'§’ short term is probably the most commonly cited false

choice in marketing.

And that’s saying something, as we love false dichotomies in this
industry: brand vs performance, emotional vs rational, creativity vs
technology, intuition vs data, art vs science, to name just a few that we

constantly debate.
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| re-posted ‘The Wrong & The Short Of It"en LinkedlIn,
asking other marketers/to read it. And one notable
marketer — David Thomas/— pointed out that he expected
this essay and my subsequent promotion of it would
“become known as the/development of the Bothism
model”

Mark Ritson




The business case for bothism
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The business case for bothism ]eu.u.fisn

Sales activation Brand building
Short-term sales uplifts Long-term sales growth

The Long and the
Shortof It

Balancing Short and Long-Term Marketing Strategies
Les Binet, Head of Effectiveness, adam&eve DDB

Peter Field, Marketing Consultant

Short term effects dominate - 6 months Time

Brand-building / Long-term sales growth

Sales activation / Short-term sales uplifts

In association with

0 20 40 60 80 100%

Activation share of budget
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‘& Les Binet @BinetLes - Oct 10 v
' ALL marketing activities have both brand and activation effects. But the mix
varies, depending on targeting, copy, medium etc.

Q3 0 4 QO 33 i

Any individual B
execution or piece
of marketing
always has two
different but . e -
related effects - B\ ety
both short & long. %
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Source: Les Binet
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“Long-term results cannot be

achieved by piling short-term
results on short-term results”
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ShOrt—term sometimes leads to |Ong—term
always needs grOWth
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The 95-5 Rule from

Current Buyers Future Buyers

LinkedIn “In Market” “Out Market”
5% 95%

The 95-5 rule, which shows that o o0 O ©O e °

95% of your potential [B2B]
buyers aren’t ready to buy today.
These 95% are “out-market”
today, but will be “in-market”
sometime in the future.

TheB2B A Linkedin
Institute think tank
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"A brand is an upstream

reservoir of future cashflow"

Tim Ambler
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“If your brand is a tree..you have to water the

tree for it grow fruit; picking fruit without
watering the tree is unsustainable”.

Mark Ritson
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Brand & ‘performance’ should work in harmony:
if brand is the pass, performance is the dunk

A
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Bothism

The what

The how

The impact
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The pendulum’s swinging back to balance in marketing

Profitability now beating Pricing power never
growth as a priority. more important.

‘Performance’ brands Digital’'s maturing, & ‘TV's
learning the hard way. not dead it's having babies’

© 2022 Jellyfish Digital Group Limited
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Strong brands have always delivered superior shareholder
returns, been more resilient, recovered more quickly

463% TONEREUL BrANDS

; STRONG
| 363% seons sranos BRANDS:

DELIVER SUPERIOR
SHAREHOLDER
RETURNS
. 2249, supso0
5 ARE MORE RESILIENT
IN TIMES OF CRISIS
]]5% MSCI WORLD INDEX
RECOVER MORE
QUICKLY

Source: Kantar BrandZ
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Pricin%\ power has never been more important.

nd brands give you pricing power.




"The single most important
decision in evaluating a business
is pricing power. If you've got the

power to raise prices without
losing business to a competitor,
you've got a very good business.
And if you have to have a prayer
session before raising the price
by 10 percent, then you've got a
terrible business.’

Warren Buffett

Jellyfish
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Digital-first brands course correcting, some D2C brands suffering

@ airbnb

MADE.COM

Different by Design” eve
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Bothism

The what

The why

The effects
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The business case for bothism JEllUfiSh
Achieving equilibrium between brand & performance

Demand
generation

Demand
conversion

Wea Is of
convérsion

Limited Sustainable long- Limited
long-term growth term growth short-term sales
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SEQUENTIAL SIMULTANEOUS SINGULAR

Ritson recommends
‘funnel juggling’

Long then short
Long as well as short

Long&short combined
LONG SHORT

week.com/mark-ritson-funnel-juggling-marketing-effectiveness/
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https://www.marketingweek.com/mark-ritson-funnel-juggling-marketing-effectiveness/

The business case for bothism

Jellyfish

Most channels can achieve both short-term and long-term effects

PPC Generic |
v ..
Print
Online Display
Radio
Out of Home
Paid Social
Online Video
Broadcaster VOD
Cinema |

0% 20% 40% 60% 80%

% contribution to sales

Source: Demand Generator, Nov 2019, Mediacom/Wavemaker/Gain Theory

© 2022 Jellyfish Digital Group Limited

First 2 weeks

m All short term
effects

® Long term effect

100%

Confidential & Proprietary



The business case for bothism

More studies showing digital channels are able to do both long

& short are coming out

Total ROI Nepa

indexed ROI, direct and indirect Nordics

through Brand Building it
243
B Long-term
through
Brand e
Buildi
uilding T 149 0
Short-term 187 146
ROI 100 67 99 - 89
Total TV Print Direct Online @G Display Google
Media Marketing Video Search

Source: Meta Marketing Science 2022. Analysis conducted by Nepa 2022 (6 brands in the Nordics, Retail online and offline,
Telco). Methodology: Marketing-Mix Modeling. ROI calculation based on net spend. Insignificant results treated as zero.
Number of data sets: 6, except TV: 5, Direct Marketing: 3. Data: 2015 to 2021. Long-term based on the indirect effect of ad
spend on sales through Brand Building. Analysis commissioned by Meta.

© 2022 Jellyfish Digital Group Limited

Source: https://www.facebook.com/business/news/short-and-long-term-roi-of-digital-advertising

Jellyfish
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https://www.facebook.com/business/news/short-and-long-term-roi-of-digital-advertising
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If your sales stop when your advertising

stops, then you're been doing it wrong.
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GOUStO S JOU rney Increasing % spent on brand decreased reliance on acquisition from paid ads
from performance to mw

brand business

25%
acquisition
from paid ads|

Gousto were too reliant on paid ads
for customer acquisition, with 100% of

. 100% 80% 60% brand
their budget spent on performance performance acquisition
. . from paid ads
advertising and 80% of customer i
acquisition coming via paid ads. 753

acquisition
from orgsanic

Gradually increasing to 60%
brand/40% performance, increased 20% -
awareness, brand equity and base (525 from orgeanic R
sales, and decreased their reliance on

paid ads for customer acquisition.

Source: Tom Wallis, Gousto CMO
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The business case for bothism JellUfiSh
Gousto’s ‘performance model’ for brand

ena ; \ Acquisition Customers
Awareness /

——— | (. | —
. Pool '

Unaware, or low intention to

Intention y
To purchase \

purchase

~~~~~~~ ’

’
.

N Word of
Awareness

mouth
via word of O

(network

mouth Q,Q effects)

Source: Tom Wallis, Gousto CMO
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Bothism

The what

The why

The how
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Real world example of

B Short-term impact FY19 FY20
Long-term impact

Binet & Fieldls famous . New Brand budget and laydown in

FY20 drove 64k of sales in the ST and

4.0 75k of sales in the LT

zig zag chart

3.0

Volume of Sales (000s)

2.0

Showing the short and long- |

term impact of a balanced 1.0 ._ A
. . O g

advertISIngapproaCh_6O/o 0‘0\6@\@'\‘3\@@\6@\‘2’(\@(‘@\%’3’\%'3’3’\"—'@\%’9°°QQ"\\\\Wq’(bwsﬂ’%@b‘b‘b‘b‘v

Of SaIeS happen In the @ ¢ PP E TR SO o D P SR qé’@p&%&@“w@ws&mo%e%o‘m\&%&L@'@'g m{;} &o&@‘& ‘ﬁm}&q‘;&r&&

longer term.

~60% of sales come from long term effects, ~40% from short term

Source: Les Binet
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The business case for bothism JEllUfisn
Getting performance brands off the ‘Performance Plateau’

Sales from
advertising

‘Bump’ period

‘Performance plateau’ ‘Brand-building’

, activity
‘Ramp’ period s === ==———--

Synergy effects on ‘performance’

Always on ‘performance’ actiivty

Source: Dr Grace Kite & Tom Roach
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Real world example of
the ‘ramp & bump’
chart from Grace Kite

Incremental Sales

Plateau

Always on digital nTv

Source: Grace Kite, Magic Numbers



The business case for bothism

Jellyfish

Beware measurement’s
dangerous twins: ROl & ROAS

To increase ROI, simply reduce spend
Optimising to ROl ‘can
send you broke’

ROAS can lead to short-termism
and misattributing ‘credit’

||||||

-
eoiquity SAMN  thinkbox'
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The business case for bothism

Problems with the standard funnel

- Implies ‘brand’ and creativity=only upper funnel
- Implies ‘performance’=only lower funnel

Awareness

Consideration

Conversion

© 2022 Jellyfish Digital Group Limited

Jellyfish

- awareness too blunt, ignores ‘mental availability’
- associations (CEPs, DBAs) more important

- too rational, assumes importance of System?2,
- most purchases aren’t strongly ‘considered’

- suggests advertising’s a strong force;
- search often plays a different role

Confidential & Proprietary



The business case for bothism JEllUfisn
Re-building the funnel for brand-building

Growth metrics

&1

Building

Build and refresh brand memories & associations
amongst all future prospects to help the brand
come to mind in decision/buying moments

Q
"§5$ Nudging

Nudge the decisions of in-market prospects by
refreshing relevant associations closer to purchase

Qe

Connecting

Connect buyers to brands with navigational
signposts that make them easy to find & buy

© 2022 Jellyfish Digital Group Limited Confidential & Proprietary



Share of search:
simple, practical
way to eyeball
share of demand
Vs competitors

Jellyfish ‘Share of
demand’ dashboard

Jellyfish

Share of Search

SHARE OF SEARCH INTEREST %

Y\

Subway

Wendy's

Jellyfish
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Category Trends

The Share of
Demand
dashboard

includes category search
trends to understand
category drivers of
search

TRENDING CATEGORIES - BRAND + DRESSES




The business case for bothism JellUfiSh

Goodbye, Hello,
performance marketing. Marketing Performance.
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But let’'s give Ritson the final word...




The

usiness case for bothism
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Write in the style of sweary marketing professor Mark Ritson that
brands have to be 'bothist' and do both brand-building &
performance activity.

"Brands need to stop being fucking one-sided and start
being bothist. That means doing both fucking brand-
building and performance activity. Don't be a fucking
moron, get with the program and start being bothist.

#marketing #branding"

Jellyfish



