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Media innovation is accelerating 
Two decades in media 

Colour printing 

Multi-Channel TV 

Screens outdoors 

Two months in digital 

Youtube pre-rolls 

Spotify Ads 

Yahoo brand ads 

Google interest 
based ads 

iPhone & Android 
apps 



Fast 
Addressable 
Social 
Two-way 
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Insights for search 

BE GREATER WITH 
DATA Real time insights 



BE GREATER WITH 
DATA Real time insights 



BE GREATER WITH 
DATA Real time insights 

“maxi dress” 



BE GREATER WITH 
DATA 

“maxi dress” 

Real time insights 



BE GREATER WITH 
DATA 

“maxi dress” 

Real time insights 



BE GREATER WITH 
DATA 

“maxi dress” 

Real time insights 



BE GREATER WITH 
DATA Real time insights 



The 
physical 
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The digital shelf 
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Zero moment of truth 

Source: Longitudinal Economic Study Series, IRI Attitude Link, n = 1,000+ shoppers. CPG Purchase Decisions. IRI, 2009.  

Number of people making decisions 
in store has halved  

40 
17 

% deciding what to buy: 

Outside the store 

In the store 



Zero moment of truth 

The Zero  
Moment of Truth 

The First  
Moment of Truth 

Consumers make decisions 
before entering the store 



Ideas 





Cadbury Chocolate Charmer 



Implementation 



Multi channel – multi media 

Mobiles and contracts: 
41% research online before 
purchasing offline 



Impact 



Return on Investment for 
every £1 media spend 

Online brings 6x ROI for chocolate 
charmers 



•  CTRs up to 6x higher on mobile vs. 
desktop 

 
•  ROI of 11:1, i.e. £11 return for every 

£1 spent 
 
•  38% of bookings on mobile were for 

flights that departed within 10 days 
(vs. 13% for desktop) 

 
"Hundreds of bookings a month from 
mobile devices" 

Source: Google Adwords case study April 10 



Insight - is there a business opportunity 

Leap and Learn 

Leap and learn 
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