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% agree “I feel I am less loyal to brands and companies now than a year ago”

A crisis in loyalty…



…and a crisis in performance marketing effectiveness
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Three fundamental causes
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Not much we 
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A lot we can do 
about this
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The four groups of effectiveness metrics



Are marketers still too focused on campaign metrics?
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Yes
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The reasons are simple
1. Those who have invested time, budget and effort in focusing on real 

effectiveness measurement are able to unearth more meaningful 
effects.

2. Those who are focusing on real effectiveness metrics are likely to have 
a better culture of effectiveness and measurement with which to 
optimise campaign performance.

3. Those who are focusing on less meaningful campaign metrics are 
optimising performance to the wrong metrics, resulting in a detrimental 
impact on performance.



Direct mail and door drops: top-performers in best 
practice measurement

Note: the chart does not display solus use of the channel in question
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Best practice measurement index for campaigns that include the 
following channels

Index 100 = likelihood of campaign to avoid using campaign delivery metrics in effectiveness reporting



Print and the Value of Creativity





A definition of creativity that’s measurable



Performance marketing campaigns are half as likely 
to be highly creative
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Yet there is a significant effectiveness multiplier 
for highly creative campaigns
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There is a 
significant long-
term cost to low 
creativity



Sensory appeal 
matters



Print is a channel ripe for personalisation. 
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https://www.ogilvy.com/work/melanoma-law






Boost performance and defend and grow your marketing budget

1.Consider best practice measurement. Link marketing spend to meaningful 
business effects.

2.Harness the power of creativity and test and learn to unpick what works for 
your brand.

3.Deploy the power of print to unlock the value of measurement and creativity





Professionalising our industry



Professionalising our industry
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