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1N Brand



( Vanity Metrics

What gets measured,
gets managed.

A lack of visibility into top of funnel As a result, marketers are experiencing:
metrics (like awareness) leads to

short-term thinking and over- ¥  massive increases in customer
investment in performance marketing. acquisition cost (CAC)

¥  worsening ad measurement

v  slow growth and small customer bases

Source: The Awareness Advantage
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“Companies without a strong brand
eventually exhaust their existing demand,
and because they haven't created any
future demand by growing theitr
awareness, their success plateaus.”
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Any brand can make
content that drives
vanity metrics

Zero correlation between brand
awareness and click-through rate

CTR (Ad Recall)

y = -0.1703x + 0.0956
R? = 0.0002
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But if you want to
drive business metrics,

brand matters

Strong correlation between brand
awareness and conversion rate

Prompted Awareness (CVR Impressions)

y = 0.0677In(x) + 0.8172

R?* = 0.6791
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There’s two broad
types of marketing

Performance marketing focuses on Harvesting existing demand Creating future demand
the 5-15% of category buyers who are e
. Target tightly - just those who are Target broadly - reach as many people
C U rre ntly In th e m a rket, the most likely to buy right now as possible (who will at some point have
a need for your product category)
Brand marketing speaks to the 85-95% Communcoe ratonally - s Communcte emotionaly- el
. . product benefits, promotiona em about that simple idea at the
wW h @) W]_]_]_ come 1n to th e C3a teg @) ry a t offers and calls-to-action heart of your brand in a way that

makes them feel good

“Performance marketing” “Brand building”

some point in future.
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Both performance
and brand are equally

i m p O rta n t No future demand creation

It’s essential to be building for both and
long and short term to create sustainable

business growth.

Consistent future demand creation
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Brand Building

Strong brands acquire customers easier.

Strong brands have higher LTVs
(lifetime value of customers).

Strong brands provide a moat
against competition and downturns.

Source: James Hurman
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Brand Building

High awareness brands generate more
than twice the sales lifts of low awareness
brands as they increase their spend.

At a 10% spend increase, high awareness
brands yield an average 13% sales
increase, while low awareness brands
yield just a 6% sales increase.

Link to resource.
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https://www.warc.com/content/feed/brand-awareness-linked-with-growth-efficiency-on-amazon/8339
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Brand Building

Longer-term campaigns can drive
sustainable growth through excess
share of voice (ESOV)

“Campaigns that maintain ESOV for
3 years or more see a much greater
market share gain from that ESOV
investment, [which is] more likely to
drive large market share increases.”

Source: Field/Binet The Long and Short of It, 2013

Tracksuit w



https://www.warc.com/content/feed/brand-awareness-linked-with-growth-efficiency-on-amazon/8339
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Brand Building

Magic Numbers research showed that
there’s a g rowth Ceiling for brands that This dieting brand broke through the plateau
re].y so'le'ly on perfOrma nce ma rketil’\g By investing into TV they unlocked growth directly and through better response to paid search

Dieting
They highlighted a case study of a :
dieting brand that reached a plateau in g™
terms of web visits through paid search, 3> B pétiod
but then broke through that plateau by §° o
investing in TV. ) :: R T
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https://www.warc.com/content/feed/brand-awareness-linked-with-growth-efficiency-on-amazon/8339

( Building Brand Builds Future Demand

FELLR

“As well as helping to unlock strategic
partnership opportunities, Tracksuit has
helped give us a read on whether our
strategy is working via the brand health
metrics, which pre-empt sales.”

Zoe Wendland, Marketing Director at FELLR

Tracksuit w

Brand Awareness Consideration
0 0
+10% +6%
Between May 2023 and April 2024 Between May 2023 and April 2024
between 18-24 year olds. between 18-24 year olds.

Measuring the brand health of Fellr throughout the Funnel

Last 12 months | 18 to 24 years | Pre-mixed alcoholic drinks/RTDs | Australia
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