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Viewing

SECTION ONE
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óWatchingô is fragmenting

Source: 2010-2021, BARB / Broadcaster stream data / IPA Touchpoints 2021, Pornhub / Rentrak, Individuals
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Two video battles have emerged, within two competitive arenas
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DVD
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The TV set is the 
competitive arena 
for high-quality 
AV content

All Individuals: 3hrs, 36 mins (71% total video day)

16-34s: 2hrs, 14 mins (47% total video day)

Average video time per day (TV set)
ALL INDIVIDUALS

16-34s

Source: 2021, BARB / Broadcaster stream data / comScore / IPA Touchpoints 2021
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Broadcaster TV

Devices are the 
competitive 
arena for social 
video

All Individuals: 1hr, 26 mins (29% total video day)

16-34s: 2hrs, 27 mins (53% total video day)

Average video time per day (Device)
ALL INDIVIDUALS

16-34s

Source: 2021, BARB / Broadcaster stream data / comScore / IPA Touchpoints 2021



What the new BARB 
focal meter data 
tells us



TV set video viewing is seasonal, device viewing is not

Source: BARB, in-home video viewing
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TV set viewing share by video type is very stable
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On devices, video sharing has slightly grown across the year
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Viewing by time of day varies by video type

Source: BARB ïAll devices, Jan to June 2022
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Amazon Prime Video

58%

18%

16%

7%

SVOD/AVOD viewing proportions by platform

Disney Plus

Netflix

Other SVOD

AVOD, 1%

Netflix continues to dominate SVOD/AVOD viewing time

71%

14%

15%

BARB total in-home viewing per day

Broadcaster TV 

(inc BVOD)

3 hours 3 minutes

Video-sharing 

39 minutes

SVOD/AVOD 

35 minutes
4 hours 

17 minutes
35 minutes

Source: Total viewing time = BARB, Platform splits = IPA TouchPoints 2022 Wave 1

Source: BARB Total identified viewing, Jan - Jun 22. Adults 16+. Online Multiple Screens Network - viewing across four screens ïTV sets, tablets, PCs and smartphones

IPA TouchPoints 2022 Wave 1, Adults 16+, share of gross half hour claims Mon - Sun, AVOD classified as óAny Other Players/Catch-Up Watched For Free On-Demandô Contentô



66%

32%

Video-sharing viewing proportions by platform

TikTok
Twitch, 2%

YouTube

TikTokôs share of video viewing has stabilised in 2022
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Broadcaster TV 

(inc BVOD)

3 hours 3 minutes
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39 minutes

Source: Total viewing time = BARB, Platform splits = IPA TouchPoints 2022 Wave 1

Source: BARB Total identified viewing, Jan - Jun 22. Adults 16+. Online Multiple Screens Network - viewing across four screens ïTV sets, tablets, PCs and smartphones

IPA TouchPoints 2022 Wave 1, Adults 16+, share of gross half hour claims Mon - Sun



Spending

SECTION TWO
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Ad spend has more than doubled in 10 years

Source: AA/WARC / Current prices
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But the pound is now worth 25% less than it was in 2010

Source: ONS
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In real terms, there is still strong growthé

Source: AA/WARC / Constant prices (2021 base)
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é but, this data is skewed by search 

Source: AA/WARC / Constant prices (2021 base) / Ecommerce spend - Statista
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If we exclude search, total ad spend is pretty consistent

Source: AA/WARC / Constant prices (2021 base)
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Video spend has spiked in the last two years

Source: AA/WARC / Constant prices / Thinkbox estimates (2021 base) excludes classified advertising
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This is partly down to increased spend on YouTube & TikTok

Source: AA/WARC / Thinkbox estimates / Constant prices (2021 base)
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Itôs also down to the óonline bornô sector using TV for growth

Source: Nielsen, Thinkbox-created category of online-born businesses. Jan-Jun 2018/19/20/21/22
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Finance Travel Used Cars Design Technology Gambling/Lottery Telecomms Mattresses Food Delivery/ Food
Subscription

Genealogy

Increase in linear TV expenditure, Jan to Jun 2022 vs. Jan to Jun 2021

The online-born surge varies by sector

Source: Nielsen, Thinkbox-created category of online-born businesses. Brands shown are not the exhaustive list, but account for the majority of spend
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Pricing

SECTION THREE
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Video advertising time is being squeezed by SVODé

Source: 2010-2021, BARB / Broadcaster stream data / IPA Touchpoints 2021
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Adult linear TV CPT is increasing as a result
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In real terms, the adult CPT is in-line with the last 10 years

Source: BARB/Techedge, AA/WARC, ONS
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Vs. other markets, UK TV advertising is well priced



And TV remains very good value Vs. online video

Source: 2021, Thinkbox estimates using AA/WARC, Comscore, BARB, Current price 

TV (inc BVOD) YouTube Other online video 

£7 £13 £126

Average cost per 30 second (000s)



Planning

SECTION FOUR
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7.2%

23.0%

1.2% 0.7%

67.9%

2.3%

9.4%

1.1%

0.2%

87.1%

TikTok*

YouTube*

Other online video

Cinema

Broadcaster TV

Source: 2021, BARB / comScore / Broadcaster stream data / IPA Touchpoints 2021 / Rentrak * YouTube ad time modelled at 3% of content time, TikTok ad time modelled at 1.5% of content time

All Individuals: 18.0 mins

16-34s: 11.6 mins

Average video advertising time per day

ALL INDIVIDUALS

16-34s

Planning in the 
new age of video 
is an art form



Is everything about to change?
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86.8%

TikTok*

YouTube*

Other online video

Cinema

Netflix (1m HH)

Broadcaster TV

Source: 2021, BARB / comScore / Broadcaster stream data / IPA Touchpoints 2021 / Rentrak * YouTube ad time modelled at 3% of content time, TikTok ad time modelled at 1.5% of content time

Average video advertising time per day

ALL INDIVIDUALS

16-34s

1 million Netflix
óliteô subs would 
generate approx
0.3% of all AV ad 
time 
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Source: 2021, BARB / comScore / Broadcaster stream data / IPA Touchpoints 2021 / Rentrak * YouTube ad time modelled at 3% of content time, TikTok ad time modelled at 1.5% of content time

Average video advertising time per day
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1.6% of all AV ad 
time 



Great planning is 
more vital than ever



In summary

TV viewing continues to drop following the pandemic 

induced high

SVOD share of TV time looks to be stabilising

The overall ad market is very consistent

Video spend is the fastest growing media format

The online-born surge has slowed, but continues to grow

Ad supported SVOD will help, but not solve the TV quality 

impact gap

Great planning is the solution!
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What is the right way to invest 

my marketing budget?ó



In 2019, we built the ultimate effectiveness databank

50 brands

14 categories

Breadth of budget levels & product types

10 Media Channels

10 KPIs

£1.4bn media spend



The answer isé 
nuanced



Six factors determine the optimal mix

1.
The context of the 

brand 

(sector, online sales, 

mass vs niche)

2.
The outcome weõre 

looking to drive 

(volume vs value)

3.
How much budget is 

required for fulfilment

(brand search, 

affiliates etc.)

6.
The risk profile of the 

brand

(balancing risk and 

potential reward)

5.
The speed of payback 

required

(weeks, months or 

years)

4.
How scalable different 

media channels are

(diminishing returns)

Source: ôDemand Generationõ, Nov 2019, MediaCom/Wavemaker/Gain Theory



There is no such thing as 
the average brand, so 
we built a tool to help 
you work out the answer 
for your business
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A lot has happened since we last got together
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So weõve 
updated the 
databank to 
see whatõs 
changed

52 Brands

14 Categories*

10 Media Channels

£2.2bn Spend (2018-2021)

*7 reported individually



åôNewõ 

Normal

ôOldõ 

Normal



Changes in channel efficiency over time are modest, 

predominantly driven by changing media costs1

Long-term effects are significant, 
more than doubling the short -term response from media2

Sector makes a big difference to optimal channel mix ð
but comms strategy may mean ôoptimalõ isnõt ôrightõ for a given brand3

Minimising risk materially impacts channel choice,

which is an important consideration in uncertain times4

Four key take -outs from the latest data
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Share of Short -term Media Driven Sales vs. Share of Media Spend

(Average of 52 optimised brands, across 2018 ðmid 2021)

The macro -effectiveness of channel performance is similar to the 2019 

level ðTV & Generic Search command the most spend & sales effects

Source: ôDemand Generationõ, Nov 2019, MediaCom/Wavemaker/Gain Theory; Media Mix Navigator, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory
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Share of Short -term Media Driven Sales vs. Share of Media Spend

(Average of 52 optimised brands, across 2018 ðmid 2021)

Generic PPC is now more in line with other channels, given cost increases. 

There have also been some small changes for the other channels 

Zooming into smaller channels

Source: ôDemand Generationõ, Nov 2019, MediaCom/Wavemaker/Gain Theory; Media Mix Navigator, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory
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Surely this would change if 
brands just spent more in 
other channels?ó



Not necessarily, all channels will experience diminishing returns where 
spending more gets us progressively less payback
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But this happens at different rates in different channels

Average Short -term Revenue ROI Curves

Source: ôDemand Generationõ, Nov 2019, MediaCom/Wavemaker/Gain Theory
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Finding the optimal mix is about balancing these curves ð
it will vary significantly depending on spend levels
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Changes in channel efficiency over time are modest, 

predominantly driven by changing media costs1

Long-term effects are significant, 
more than doubling the short -term response from media2

Sector makes a big difference to optimal channel mix ð
but comms strategy may mean ôoptimalõ isnõt ôrightõ for a given brand3

Minimising risk materially impacts channel choice,

which is an important consideration in uncertain times4

Four key take -outs from the latest data



What do we mean by the long -term impact of media?

Advertising 

Campaign

Short-term sales uplifts
(Up to 3 months)

Uplift in brand equity
(Awareness, consideration etc.)

Sustained long-term sales 

uplift when consumers 

are in market
(3 months to 2 years)

Total Sales 

Effect



What does a long -term/sustained impact look like?

An example for a typical media response from a 4 -week campaign

1 6 11 16 21 26 31 36 41 46 51 56 61 66 71 76 81 86 91 96 101 106 111 116 121 126 131 136 141 146 151 156
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c
t

Week

Short term Long term

45% of total impact    55% of total impact

Sustained

Source: Media Mix Navigator, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory



Long-term multipliers represent the ratio between a channels short & long 
term payback

Source: Media Mix Navigator, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory

Short Term Sales,
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Long Term Sales, 
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We have improved the way we have captured longer term 

effects in the databank

Now 

bespoke to 

each 

category

Updated to 

2018 ðmid 

2021

Actual data 

collected for 

brands in 

the 

databank
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The longer term effects more than double the short term effects 

on average

Long-term Multiplier Channel Hierarchy

Long term Multiplier = % increase on a channelõs short term effect, driven by in the long term

Average long -term 
multiplier= 1.23

Source: Media Mix Navigator, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory



There are significant 

differences across 

categories, driven by 

the media mix and 

purchase cycle

Average Long Term Multiplier 

by Category
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NB: Minimal long -term effect identified in Travel however this is likely a 

function of the analysed period i.e. long -term effects from 2019 activity 

couldnõt mature in 2020 due to Covid disruption

Source: Media Mix Navigator, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory

Average long -term 
multiplier= 1.23



Including the long -term reveals the true impact of advertising

Source: Media Mix Navigator, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory

Share of Short -term Media Driven Sales vs. Share of Media Spend

(Average of 52 optimised brands, across 2018 ðmid 2021)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Share of Spend

Share of Sales (Short Term Effects)

Share of Sales (including sustained effects)

TV Generic Search Print Online Display Radio Social Media Out of Home Broadcaster VOD Online Video Cinema



Changes in channel efficiency over time are modest, 

predominantly driven by changing media costs1

Long-term effects are significant, 
more than doubling the short -term response from media2

Sector makes a big difference to optimal channel mix ð

but comms strategy may mean ôoptimalõ isnõt ôrightõ for a given brand3

Minimising risk materially impacts channel choice,

which is an important consideration in uncertain times4

Four key take -outs from the latest data



Sector creates big 
variances in the optimal 
budget mix 

Optimised Media Deployment
2022 Study, By Category

Source: Media Mix Navigator, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory
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Channels with sufficient sector level benchmarks only. Based on £500m brand size (£300m 
for FMCG), 10 -20% online sales not minimising risk and media budget of £20m. 
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Actual category average channel mixes are often very 
different from optimal ðtwo examples

Channels with sufficient sector level benchmarks only. Based on £500m brand size, 0 -24% online sales not minimising risk and media budget of £20m. 

Source: Media Mix Navigator, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory

Actual vs. Optimised Media Deployment: 2022 Study
By Category
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Changes in channel efficiency over time are modest, 

predominantly driven by changing media costs1

Long-term effects are significant, 
more than doubling the short -term response from media2

Sector makes a big difference to optimal channel mix ð

but comms strategy may mean ôoptimalõ isnõt ôrightõ for a given brand3

Minimising risk materially impacts channel choice,

which is an important consideration in uncertain times4

Four key take -outs from the latest data



The predictability of 

payback continues to 

vary greatly channel to 

channel

The Variability of Returns by Channel

2022 Study (Data 2018 ðMid 2021)
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Source: Media Mix Navigator, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory
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Optimised Media Deployment
By Risk Level, 2022 Study

And attitude to risk still has a tangible impact on the optimal 
channel mix & potential upside

Channels with sufficient sector level benchmarks only. Based on £500m brand 

size, 11-20% online sales and media budget of £20m. Assumes 30% margin.

Source: Media Mix Navigator, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory



PRIORITISE 

CERTAINTY

Focus a higher proportion 
of investment into 

channels with more 

consistent performance 

across all brands

PRIORITISE 

OPPORTUNITY

Focus a higher proportion of 

investment into channels with 

highest potential returns 

albeit increasing the risk of 

something not working for 

this brand

Source: Media Mix Navigator, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory
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Optimised Media Deployment
By Risk Level, 2022 Study

And attitude to risk still has a tangible impact on the optimal 
channel mix & potential upside

Channels with sufficient sector level benchmarks only. Based on £500m brand 

size, 11-20% online sales and media budget of £20m. Assumes 30% margin.

Profit ROI and confidence interval

By Risk Level, 2022 Study
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Source: Media Mix Navigator, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory



Today

01
A recap of Demand 

Generation 2019

03
The new and improved 

Media Mix Navigator

02
Whatõs changed and 

what hasnõt since 2019



The original Demand 

Generator tool has been 

warmly welcomed 

across the industry and 

won a number of

awards

20,260 visitors

85 countries

72 days of running 

scenarios



Four use cases of the tool to shape planning

As a starting point 

for allocation 

and payback 

where we donõt 
have access to 

specific 

econometrics

1

Showing the 
impact on 

business 

outcomes of 

channel or 

budget changes

New business ðit 

provides a 

credible source of 

ROI norms when 
youõre working 

with limited 

information

Hacking

otherwise

impossible 

questions

2 3 4



Today weõre launching the new and improved Media Mix 
Navigator

Data 

refresh
2018 ðmid -2021

Sustained 

(long -term) 

effects 
enhancement

Multiple 

suggestions 

around core 

output 

Additional 

category 

and sub -
category 

splits

More 

granular % 

online sales 
and risk 

tolerance 

levels



DEMO



Granularity of inputs & results

Additional 
category 
and sub -

category 
splits

More 
granular % 
online sales 

and risk 
tolerance 

levels

4 levels vs. 2

10 levels vs. 4+ 

Telecoms 

and sub -

category 

splits

Source: ôDemand Generationõ, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory



New functionality ðmultiple budget suggestions around core scenario  

Source: ôDemand Generationõ, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory



New functionality ðmultiple risk suggestions around core scenario  

Source: ôDemand Generationõ, Sep 2022, MediaCom/Wavemaker/MindShare/Gain Theory



Hello)

powered by

Thank You



Are you normal?



Itôs been six years since the last wave of our landmark study 
exploring differences between the public and the ad industry

2012 2013 2014 2016

2016 key findings:

TV set remained the most 

popular device (92%)

Ad Nation were 3x more likely 

to watch shows on Netflix

The ad industry overestimated 

device usage by some margin 



Other ad industry studies have also delved into this topic

óSample of oneô

February 2018

óThe Empathy 

Delusionô

July 2019



Rio Olympics

The last time we ran this studyé

EU Referendum Two Prime Ministers

Rise of Pokémon Go

President Trump



More recently, the industry has evolved and adapted to 
changing times 

Rise of streaming 

subscription services

Impact of COVID-19Growth in advertising 

expenditure 

Surge of social 

platforms e.g. TikTok 


