Media moneyball. .
How to gamé thal of

performance marketing
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ACEN@ £50bn

Deloitte consumer Record ad-spend
confidence index forecast for 2026

Source: Deloitte; AA / WARC

thinkbox'.






McKinsey

“Branding is the top » : "
priority for 2026 ° Brand IssgtteGggway

thinkbox'.






+4% -11%

Short-term ROl improvement Incremental profit

Source: Binet & Davis ‘Go Big or Go Home’ IPA Databank, Median figures 2022-2024 vs 2018-2020
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This is what the industry believes works in the short term

Social oLV BVOD TV Print
o @ o o o o o o o o
Search Display OOH Cinema Audio
most believed least believed

Belief in short-term effectiveness (index)

Source: Nielsen annual marketing report 2025



This is how the average brand spends it's budget

That belief informs
the team that the
average brand buys

m OOH

m Display
mCinema

® Audio

m Social

® Print

m Online Video
mPPC

m Total TV

0%

Source: Profit Ability 2: Ebiquity, Gain Theory, WPP
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What actually wins games?

Short-term profit volume & profit ROI
Bubble size represents % of short-term profit volume
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Source: Profit Ability 2, April 2024 — Short term benchmarks: Ebiquity, Gain Theory, WPP




What we believe works — and what actually works

Social oLV BVOD TV Print
@ @ ] @ D ] 2] 2] @ &
Search Display OOH Cinema Audio
most believed least believed

Belief in short-term effectiveness (index)

Source: Nielsen annual marketing report 2025; Profit Ability 2
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Source: Profit Ability 2

This is how the average brand spends it's budget

m OOH
m Display
m Cinema
® Audio

m Social
E Print
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This is how the average brand could win games

m OOH
m Display

m Cinema
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® Print
® Online Video
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m Total TV

thinkbox'.



£o3m

short term profit

£57/m e

short term profit

thinkbox'.



Winning this
weekend’s
game isn’t

enough$
j,’

“,.

Toyota - Imagine the Possibilities

thinkbox.



We need to
win the '\ \
season

Toyota - Imagine the Possibilities

thinkbox‘.



Winning the season needs sustained effects as well

Long term effect distribution — all channel average
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Source: The Growth Gap, Thinkbox / WPP Media UK, 2026. Media Mix Navigator — WPP Media benchmarks




And like ROI, sustained effects also vary by channel

Generic PPC Online Display Paid Social Audio Cinema All channel Online Video Print Total TV
average
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Source: Profit Ability 2
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What we believe works — and what actually works

Social oLV BVOD TV Print
& ] ® @ 53 [ @ @ 5] (2]
Search Display OOH Cinema Audio
most believed least believed

Belief in short-term effectiveness (index)

Source: Nielsen annual marketing report 2025; Profit Ability 2







Exploit industry More profit this
misconception quarter

Rebalance your Without Sacrificing
media mix next year

thinkbox'.
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