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1. TV is the best profit generator



Print increases revenue but TV is superior
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éand TV ads deliver growth for longer 

Year 1 TV investment still affecting sales in year 2 almost as strongly
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TV is the most effective generator of brand value

Perfect Correlation = 1

No Correlation (0)

Average correlation,  7 categories  2008 

WTP to 2007-2008 media spend

TV investment more strongly associated with current brand values than any 

other medium

Internet not included because brand level data unavailable
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TV is core for nearly all leading brand value owners
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The IPA found that TV builds market share better

Campaigns that used TV were more efficient at driving 

market share in relation to share of voice
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TV is becoming more effective over time

The launch of multi-channel is making it easier to reach consumers
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2.TV hardwires brand 

memories



TV is effective; itôs a scientific fact

Neuroscience shows TVôs effect 

on emotion & long-term memory 

ie where brands live

The power of audio-visual and 

human gesture = deep emotional 

response

The context of viewing 

ïrelaxed and shared



Emotional ads provoke the implicit mind

The Explicit/

Conscious/

Rational Mind

The Implicit/ 

Emotional

Mind

Conscious mind -

conscious analysis 

and rejection?

Constantly informs us via gut feelings 

and intuitions. Guides behaviour 

without conscious analysis



Thinkboxôs sponsorship work showed thaté

éthe implicit mind is highly associative.  Meaningful, 

emotional associations stored beneath the cognitive radar.

Sponsors become firmly associated with programme

This results in the programme personality órubbing offô on 

the brand

The words used to describe the brand & programme were 

more closely aligned by fans of the programme than non-

viewers


