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If you’re still
selling, keep
advertising

Marketing leader Peter Field’s
analysis of 354 brands over the
course of recession shows
brands that reduced their media
pressure were much more likely
to suffer a loss of market share as
a result.

Advertising investment reduces risk
354 brands grouped on the basis of relative ad spend 

R² = 0.74
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Because if you stop advertising, the loss could be irreversible

% Media spend
reduction for the year Impact on equity Impact on 

sales 

-5% -0.08 -9.7%

-10% -1.2 -10.2%

-15% -1.45 -10.7%

-20% -1.56 -11.1%

-25% -1.75 -11.6%

-30% -1.89 -12.0%

-35% -2.21 -12.5%

-40% -2.45 -12.9%

-45% -2.78 -13.3%
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Creative quality is the
single biggest driver that
explains growth on
brand exposure

Creative quality

50%

Reach

25%

Frequency

16%

Media synergy

9%

Drivers of salience:
Overall campaign level

Source: Kantar, 2022 6





The 5 habits 
of effective advertisers

Being
distinctive 

01 02 03 04 05
Brand
intrinsically

Being 
meaningfully
different

Trigger 
em   tion

Talk to your
consumers
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Being

Habit #1 of effective advertisers
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Habit #1: 
being distinctive

*Source: Kantar link database

Standout from the crowd 

Pacing 
Humour  
Music 

Ability to be noticed and remembered in
a world where there’s a profusion of ads. 
You can achieve distinctiveness through

Fast pace can help short-term sales
likelihood (global)

Average short-term sales likelihood %*

61 fast pace
56 regular pace
47 slow pace

Most engaging ads in the region are
more likely to have light humour 
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Example of being distinctive 
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Habit #2 of effective advertisers

02 Brand



Analysis of our database
shows that branding is the
single most important factor
in an ad's success

Commit the audience’s memory in association
with the brand
Maintain an effect when exposed to your
creative in the future

Most of the advertising
works some time after
exposure – your creative
needs to:




Make sure that the attention won by the ad
is in the service of the brand

Habit #2: 
brand intrinsically
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Example of branding 
 intrinsically
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Models can help direct consumers’ attention to the brand and relevant
message

Sunsilk Ad – Optimized edit

The model is looking at the audience; the
audience’s attention is primarily on the model

Sunsilk Ad – Original edit

When the model turns her attention towards the
pack, the audience’s focus is directed to the pack

Source: Kantar Learnings

Was seen by
most of

respondents

Respondents did
not focus on that

much
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03 Being meaningfully

Habit #3 of effective advertisers



Habit #3: 
being meaningfully different

For some ads, being
distinctive and well-
branded can be enough,
because creatively
distinctive content can get
a brand noticed and build
some basic associations. 
However, to grow market
share or defend premium
pricing, creative should
also create impressions
that position the brand in a
meaningful and different
way in people’s memories.

Data shows that
brands can grow
based on creative
excellence alone,
but those that also
convey meaningful
difference can
double in growth
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Example of being meaningfully
different



Habit #4 of effective advertisers

04 Triggering



Habit #4: 
triggering emotion

*Source: Kantar Link database

Triggering an
emotional response is
first and foremost a
way to get attention
because we feel
before we think:
emotions make us
take notice

Emotion makes the brand to
be seen as emotionally
differentiated and it can
drive emotional
meaningfulness.
Leave your audience with
the desired impressions of
the brand - loveable, funny,
famous, or simply a brand
for me.

The value of emotion
Low Middle High

Impact STSL/STEL Power

100 

75 

50 

25 

0 

Elicit emotion from the consumer –
a powerful element in advertising

Generates
more impact

Drives more
short-term sales

Builds more long-
term brand equity
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Jiskume na Royco

Example of triggering
emotion



Habit #5 of effective advertisers

05 Talk to your
consumers



walk the creative journey with Kantar: Link evaluates what matters
most for successful advertising

Driving branded 
engagement

Will the ad be noticed and
remembered?

And will the brand play a
role?

Conveying
meaningfully 
different associations

What associations does the
ad deliver for the brand? 

Are they meaningful 
and differentiated? 

Creating short- and
long-term
predisposition 

Does the ad generate
interest in the product or
brand? Does it drive affinity?
How are people left feeling
about the brand as a result? 

And crucially, does the ad meet the
action standards/desired
ambitions it set out to achieve? 

Habit #5: 
talk to your consumers
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The most powerful way to
make creative work
LINK+

24



Recap: 
The 5 habits of effective advertisers

Being
distinctive 

01 02 03 04 05
Brand
intrinsically

Being
meaningfully
different

Trigger 
em   tion

Talk to your
consumers
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Asante!

Ibrahim.Wambugu@kantar.com
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ABOUT ISA

The International School of Advertising is a leading educational company
that offers marketable courses to professionals in the Brand
Communications, Marketing and Advertising fields.

Embedded in our philosophy, “Pay it Forward ” we commit to enabling you BECOME the
best you can be in what you do. 

Through our partnerships with like-minded experts, organizations and bodies, we stay
aligned to the market and the industry. At ISA Africa we aim to provide foundational
grounding in the marketing communication profession as well as new and emerging
practices that are continually changing and shaping the way we work.

www.isaafrica.education



GET IN TOUCH WITH US
At ISA Africa we aim to provide foundational grounding in the
marketing communication profession as well as new and
emerging practices that are continually changing and shaping
the way we work.

marketing@isaafrica.education
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