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Key principles of brand growth

Source: Prof. Byron Sharp, Ehrenberg-Bass Institute, Australia, 2010

Target all potential buyers in the category, not just a niche group of heavy users

Use distinctive assets to build strong, memorable associations

Increase penetration through both physical and mental availability



Mental Availabilityé 
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éhow easily a brand comes 
to mind in a buying situation



Brands have a greater chance of successful growth whené

They have high brand awarenessééwith a rich set of associations linked 

to multiple buying situationsé

éand prominence within 

consumers' purchasing repertoire



The road to brand success

Encoding Attitudes
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Factors that increase advertising recall

Source: Context Effects, Map The Territory & Tapestry Research, 2024

WHERE HOW WHO WHAT

the target audience 

sees your ad: 

the living room 

is better than all other 

rooms

they are exposed 

to your ad: 

a TV set is much better 

than smaller screens

they are with 

at the time: 

being with others 

increases ad recall

they are watching: 

seeing an ad within 

professionally -made  

content is far superior to 

other content

+22% +60% +23% +60%

FEELINGS EVOKED

The mood viewers are in, with ófeeling happy ô contributing to higher recall
+41%
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What keeps advertising working, for longer?

Do the Context Effects factors affect longevity?

Does everything decay at the same rate?
(Profit Ability 2 suggests some channels have more longevity)
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We need a new study to measure Staying Power

Encoding Attitudes

THINK FEEL DO

Recall Action OutcomeIntent



A NEW STUDY 

TO MEASURE STAYING POWER



THERE ARE TWO ELEMENTS TO STAYING POWER

Having a powerful ad

Sustaining its impact for as long as possible 



COMING UP

Different media 
has different 

staying power

Under 35s are a 
more challenging 

audience to sustain

TV increases  
the impact 

of other media



819,250
people

9
campaigns weeks



FINDING THE RIGHT CAMPAIGNS

Used TV, social 
media, OOH, 

radio, print 
and/or online

Finished around 
the end of 

January 2025

Diverse range of 
categories

Targeted general 
population

Categories Multi -platform TimingGen Pop



ADVERTISERS INCLUDED IN THIS STUDY

Collective media spend of ~£50m over the campaign period
(source: Nielsen Ad Intel)



THE SURVEY

Purchase intent

Brand affinity

Ad recognition

Ad liking

Brand perceptions
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THE SURVEY

Brand KPIs Claimed Media Behaviour
(past 7 days)

- Live TV

- VOD

- Print (physical)

- Audio  (radio, streaming)

- Social Media 

- Online Video (mostly YouTube)

- Other Online (search, display, other)

- OOH

- Cinema

Purchase intent

Brand affinity

Ad recognition

Ad liking

Brand perceptions



BUILDING A PROBABILISTIC MODEL

Each respondentõs past 

7 days media habits

Media plan for each 

of our 9 advertisers

òWatched ITVat 7pm on Tuesday  with my partner ó

òTravelled Mon-Fri by bus into central Manchesteró

òRead the Daily Mail every dayó

òSearched for a holiday on Googleó

òSpent hours on TikTokó

Probabilistic 

model estimating 

OTS for every one 

of our 19,250 

respondents



17%
20%

25%
30%

40%

Not exposed to the

campaign

1 channel only 2 channels 3 channels 4+ channels

A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 19,251 respondents aged 18 -75

MORE CHANNELS IN A CAMPAIGN MEANS A 

HIGHER STARTING POINT FOR PURCHASE INTENT

Purchase intent (ôdefinitely considerõ): All brands, among those exposed ( nat  rep, 18-75)

x2 

higher vs. 

1 channel 
only

% ôDefinitely considerõ (avg. across all 9 campaigns soon after the campaign), all adults 18 -75 (nat  rep)

No. channels exposed to in the campaign



Wave 1 Wave 2 Wave 3 Wave 4

Soon after the campaign 2-4 weeks post campaign 4-6 weeks post campaign 6-8 weeks post campaign

31st Jan ð 14th Feb 2025 14th ð 28th Feb 2025 28th Feb ð 14th March 2025 14th ð 28th March 2025

FOUR WAVES OF LONGITUDINAL DATA

To normalise for campaign spend, category and audience effects, 

all data for waves 2 -4 has been indexed to wave 1 



LONGITUDINAL TRACKING IS THE 

MOST ACCURATE WAY TO MEASURE DECAY

Regular tracker

Å Tracks metrics among the population

Å Other things being equal is very stable

Longitudinal  tracker

Å Tracks metrics for a person

Å More responsive to external factors



WHAT DOES THE DECAY

LOOK LIKE FOR PURCHASE INTENT 

POST-CAMPAIGN?



A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 19,251 respondents aged 18 -75; 19,251 Wave 1, 5,569 Wave 2, 6,000 Wave 3, 3,595 Wave 4

PURCHASE INTENT DECAYS SHARPLY INITIALLY

Purchase intent (ôdefinitely considerõ): All brands, among those exposed, indexed to  wave 1 ( nat  rep, 18-75)

Soon after the campaign 2-4 weeks post campaign 4-6 weeks 6-8 weeks

Decay in 

ôdefinitely considerõ

 ð  all channels

100

89

84
81

-11% -16% -19%



THE DECAY IS ESPECIALLY STEEP FOR UNDER 35s

100

80

73
71

91
87

84

18-34

35-75

Soon after the campaign 2-4 weeks post campaign 4-6 weeks 6-8 weeks

A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 19,251 respondents aged 18 -75; 19,251 Wave 1, 5,569 Wave 2, 6,000 Wave 3, 3,595 Wave 4

Purchase intent (ôdefinitely considerõ): All brands, among those exposed, indexed to  wave 1 ( nat  rep, 18-75)

Decay in 

ôdefinitely considerõ

 ð  all channels



DECAY IS ALMOST TWICE AS HIGH AMONG 18-34s

-29%

-16%

18-34 35-75

Average decay in Purchase intent (all media) 

8 weeks post -campaign 

A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 19,251 respondents aged 18 -75; 19,251 Wave 1, 5,569 Wave 2, 6,000 Wave 3, 3,595 Wave 4

Purchase intent (ôdefinitely considerõ): All brands, among those exposed ( nat  rep, 18-75)



Online Video is mostly YouTube
A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 4.463 respondents aged 18 -34; 4,463 Wave 1, 1,078 Wave 2, 1,286 Wave 3, 785 Wave 4

VOD HAS THE MOST STAYING POWER 

OF ANY PLATFORM FOR UNDER 35s

Purchase intent (ôdefinitely considerõ): All brands, among those exposed, indexed to  wave 1 ( nat  rep, 18-34)

100

89

81

76
80

73
71

Exposed                 
to VOD

Soon after the campaign 2-4 weeks post campaign 4-6 weeks 6-8 weeks

Decay in 

ôdefinitely considerõ

18-34



Online Video is mostly YouTube
A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 4.463 respondents aged 18 -34; 4,463 Wave 1, 1,078 Wave 2, 1,286 Wave 3, 785 Wave 4

DECAY IS FAR STEEPER FOR ONLINE VIDEO

Purchase intent (ôdefinitely considerõ): All brands, among those exposed, indexed to  wave 1 ( nat  rep, 18-34)
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Soon after the campaign 2-4 weeks post campaign 4-6 weeks 6-8 weeks

Decay in 

ôdefinitely considerõ

Exposed to 
Online Video

Exposed                 
to VOD



Online Video is mostly YouTube
A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 4.463 respondents aged 18 -34; 4,463 Wave 1, 1,078 Wave 2, 1,286 Wave 3, 785 Wave 4

AND STEEPER STILL FOR SOCIAL MEDIA

Purchase intent (ôdefinitely considerõ): All brands, among those exposed, indexed to  wave 1 ( nat  rep, 18-34)

100

89

81

76

69 68

58

75

69

64

Exposed to 
social media

Soon after the campaign 2-4 weeks post campaign 4-6 weeks 6-8 weeks

Decay in 

ôdefinitely considerõ

Exposed to 
Online Video

Exposed                 
to VOD



Online Video is mostly YouTube
A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 19,251 respondents aged 18 -75; 19,251 Wave 1, 5,569 Wave 2, 6,000 Wave 3, 3,595 Wave 4

ACROSS ALL 18-75s, SOCIAL MEDIA & ONLINE VIDEO 

SHOW MORE DECAY IN PURCHASE INTENT THAN TV 

Purchase intent (ôdefinitely considerõ): All brands, among those exposed, indexed to  wave 1 ( nat  rep, 18-75)

100

91

86

80

81

76

65

81
78

70

Exposed to TV

Exposed to 
social media

Soon after the campaign 2-4 weeks post campaign 4-6 weeks 6-8 weeks

Decay in 

ôdefinitely considerõ

Exposed to 
Online Video



THE MULTIMEDIA NATURE OF THESE 

CAMPAIGNS MEANS THAT 55% OF 

THOSE EXPOSED TO ONLINE VIDEO 

WERE ALSO EXPOSED TO TV



Online Video is mostly YouTube
A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 19,251 respondents aged 18 -75; 19,251 Wave 1, 5,569 Wave 2, 6,000 Wave 3, 3,595 Wave 4

100

91

86

8081
78

70

73 72

64

Exposed to TV

IF WE REMOVE TV THEN THE DECAY CURVE FOR 

ONLINE VIDEO BECOMES EVEN MORE STEEP

Purchase intent (ôdefinitely considerõ): All brands, among those exposed, indexed to  wave 1 ( nat  rep, 18-75)

Exposed to 
Online Video

Soon after the campaign 2-4 weeks post campaign 4-6 weeks 6-8 weeks

Decay in 

ôdefinitely considerõ

Exposed to 
Online Video               
and not TV



Online Video

& TV

Online Video ,

no TV

-23% reduction in Purchase Intent if TV is 

NOT included alongside Online Video

IF TV IS NOT INCLUDED WITH ONLINE VIDEO, 

PURCHASE INTENT FALLS BY 23% OVER THE EIGHT WEEKS

Online Video is mostly YouTube
A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 19,251 respondents aged 18 -75; 19,251 Wave 1, 5,569 Wave 2, 6,000 Wave 3, 3,595 Wave 4

Purchase intent (ôdefinitely considerõ): All brands, among those exposed ( nat  rep, 18-75)

Soon after the campaign 2-4 weeks post campaign 4-6 weeks 6-8 weeks



Social & TV

Social,

no TV

IF TV IS NOT INCLUDED WITH SOCIAL MEDIA, 

PURCHASE INTENT FALLS BY 17% OVER THE EIGHT WEEKS

A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 19,251 respondents aged 18 -75; 19,251 Wave 1, 5,569 Wave 2, 6,000 Wave 3, 3,595 Wave 4

Purchase intent (ôdefinitely considerõ): All brands, among those exposed ( nat  rep, 18-75)

Soon after the campaign 2-4 weeks post campaign 4-6 weeks 6-8 weeks



WITHOUT TV THE IMPACT OF ALL OTHER MEDIA IS 

SIGNIFICANTLY LOWER OVER THE 8 WEEK PERIOD

-9%

-14%
-17%

-23%

-28% -28%

% average reduction in Purchase Intent over 8 weeks if TV is NOT included alongsideé

Other 

Online 
(search, display)

Audio   
(radio & 

streaming)

Social 

Media

Online 

Video

Print       
(physical)

OOH

Online Video is mostly YouTube
A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 19,251 respondents aged 18 -75; 19,251 Wave 1, 5,569 Wave 2, 6,000 Wave 3, 3,595 Wave 4

Purchase intent (ôdefinitely considerõ): All brands, among those exposed ( nat  rep, 18-75)



+26%

THE IMPACT OF OTHER MEDIA ON PURCHASE INTENT 

IS BOOSTED BY TV

UPLIFT (AVG.) TO PURCHASE INTENT OVER 

8 WEEKS BY INCLUDING TV WITH OTHER MEDIA

A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 19,251 respondents aged 18 -75; 19,251 Wave 1, 5,569 Wave 2, 6,000 Wave 3, 3,595 Wave 4

Purchase intent (ôdefinitely considerõ): All brands, among those exposed ( nat  rep, 18-75)



A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 19,251 respondents aged 18 -75; 19,251 Wave 1, 5,569 Wave 2, 6,000 Wave 3, 3,595 Wave 4

AS WELL AS USING TV IN THE PLAN, ADOPTING AN 

ôALWAYS ONõ APPROACH REDUCES DECAY

Purchase intent (ôdefinitely considerõ): ôAlways onõ vs. ôBurstõ brand campaigns, among those exposed, indexed to  wave 1 ( nat  rep, 18-75)

Soon after the campaign 2-4 weeks post campaign 4-6 weeks 6-8 weeks

Decay in 

ôdefinitely considerõ

ôAlwaysõ on 
campaign

ôBurstõ campaign



WHAT DOES THE DECAY 

LOOK LIKE FOR OTHER MEDIA?



-14%

-15%

-16%

-17%

-19%

-24%

-26%

OVER 8 WEEKS, TV SHOWS THE

WEAKEST DECAY IN PURCHASE INTENT
% average decay in Purchase Intent across the 8 weeksé

TV

Other Online 
(search, display)

Audio 
(radio, streaming)

Print
(physical)

OOH

Online Video

Social Media

Online Video is mostly YouTube
A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 19,251 respondents aged 18 -75; 19,251 Wave 1, 5,569 Wave 2, 6,000 Wave 3, 3,595 Wave 4

Purchase intent (ôdefinitely considerõ): All brands, among those exposed ( nat  rep, 18-75)



WHY IS DECAY LESS STEEP FOR TV?

TV viewing is rooted 
in the living room

TV is typically watched 
on a big screen

TV is watched 
with others



Make it easier to learn

Larger screens :



Greater heart rate deceleration

Greater electrodermal activity 

Both indicators of higher arousal

Larger screens produce :



WE BOND WHEN WE WATCH TOGETHER



LIKING OF THE TV ADS INCLUDED IN THIS STUDY IS

HIGHER AMONG THOSE WHO WERE 

EXPOSED TO THEM WITH OTHERS
(VS. THOSE SEEING ALONE)

 

+75%
B2. Thinking back to when you last saw this advert before today, was this an ad you enjoyed watching/seeing?
Base: 6,300 respondents aged 18 -75 (average per campaign) exposed to TV ad when watching TV with others / 3,600 respondents aged  18-75 (average per campaign) exposed to TV ad when watching TV alone



TRUST IN A BRAND IS SUSTAINED WHEN CONSUMERS ARE 

EXPOSED TO AN AD ON TV WITH OTHER PEOPLE (ON A TV SCREEN)

+7%

+15%

+23%

Watching on a TV screen Watching with others Watching with others on a TV screen

Improvement in decay 6 -8 weeks post campaign for ôtrustedõ 
(avg. across all 9 campaigns, all adults 18 -75 (nat  rep) 

vs. not on a TV screen (alone) vs. not with others vs. not with others                              

and not on a TV screen

A6. Which of these words or phrases would you use to describe [SELECTED BRAND]? Please select all that apply.
Base: 19,251 respondents aged 18 -75; 19,251 Wave 1, 5,569 Wave 2, 6,000 Wave 3, 3,595 Wave 4



+16%
IMPROVEMENT IN DECAY AFTER 6-8 WEEKS

MORE EMOTIVE BRAND ASSOCIATIONS 

ôFOR PEOPLE LIKE MEõ, ôVALUES CUSTOMERSõ, ôUNIQUEõ

ARE SUSTAINED AMONG THOSE EXPOSED TO TV WITH OTHERS

A6. Which of these words or phrases would you use to describe [SELECTED BRAND]? Please select all that apply.

Base: 6,300 respondents aged 18 -75 (average per campaign) exposed to TV ad when watching TV with others / 3,600 respondents aged  18-75 (average per campaign) exposed to TV ad when watching TV alone



WE CREATE A ôSHARED REALITYõ



DECAY IS REDUCED WHEN WATCHING WITH OTHERS

-14%

-27%

With others Alone

Average decay in Purchase Intent

6-8 weeks post -campaign when exposed to TV adsé 

A5 [Definitely consider]. How likely (if at all) would you be to consider [SELECTED BRAND] the next time you come to [CATEGOR Y OCCASION]?
Base: 6,300 respondents aged 18 -75 (average per campaign) exposed to TV ad when watching TV with others / 3,600 respondents aged  18-75 (average per campaign) exposed to TV ad when watching TV alone

Purchase intent (ôdefinitely considerõ): All brands, among those exposed to TV ( nat  rep, 18-75)

42% of all live viewing is a 
shared viewing occasion  

[BARB]



Summing up
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Consider contexts that both drive growth and reduce decay

Impact

Time / Exposures



What cognitive science explains about ad Staying Power

Brand new information is 

harder to retain than things 

that fit into existing mental 

frameworks

Weakest encodings have 

most rapid drop off

Physical location

Adjacent editorial context

Social context

Multi-tasking

Emotional state

Physical state

Previous knowledge Time Cognitive capacityContext



Staying Power summary

Source: Staying Power, Tapestry Research, 2025

On average, 

purchase intent 

decays by 19% 

over 8 weeks

Purchase intent decay 

is much quicker for 

under 35s (+81% over 

8 weeks vs. 35+)

For under 35s,

Online Video purchase 

intent decay is 50% greater 

than VOD over 8 weeks

TV is the battery that 

charges other media -  

by an average of +26%

48% lower decay 

when exposed to 

TV ads with others 

(vs. alone)

Liking of ads +75% 

higher amongst 

those watching TV 

with other people



Implications for brands

Plan for decay as well as initial impact

Not all impressions are equal, and TV makes lasting impressions:

ð TV remains stronger for longer

ð TV boosts the impact of other media

Plan for shared viewing occasions:

ð 23% higher recall

ð 75% higher ad liking

ð 15% higher brand trust

ð 48% lower purchase intent decay
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Final words...

Profit Ability 2 has quantified TVôs 

ability to deliver profit over time

Lantern highlighting TVôs incremental 

impact on online outcomes 

Optimising in-home ad context can 

boost advertising recall by 6.3x

Professional content, shared viewing 

and screen size are key factors

TV is the best channel at helping 

maintain purchase intent

TV is the battery that charges other 

media



Trust transformed 

Elliott Millard, Chief Strategy Officer, Thinkbox

Nailah Uddin, Research Manager, Thinkbox

Faye Longega, Strategy Partner, WPP Media
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Trust transformed



The next 20 minutes

WHY TRUST MATTERS

TRUST AND CATEGORY DIFFERENCES

WHERE YOU ADVERTISE SHAPES TRUST

A SURPRISING GENERATIONAL DIVIDE

IMPLICATIONS
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Everyone seems to want to talk about trust

Source: The Media Leader, Campaign, Videoweek, The Drum



Partly because itôs a challenge for the industry

Source: https://www.marketingweek.com/consumer-trust-advertising-decade. The Value of Trust, Advertising Association, Credos. 2023.
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Source: Why brands still matter: Insights from óFrom Brand to Blandô, The Behavioural Architects, 2025

And partly because 
uncertain times need 
safe choices



Trust is important. 
But why?
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At a macro level, trust is linked to profit

Source: IPA Databank 2004-2022 for profit cases reporting very large trust improvements. NB: 

insufficient data prior to 2008. 
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6 years ending

% cases with strong trust growth reporting strong profit growth
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Trust now ranks as 
the No. 2 metric 
linked to driving new 
business effects

Source: IPA Effectiveness Databank 2016 - 2024



But we wanted to go deeper and look at individual brands

Source: BAV, WPP

1,463
brands

145
categories

+60
brand traits



Source: Brand Asset Valuator, WPP, 2025

At a total brand level, the relationship is masked
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But by categoryé

Source: Brand Asset Valuator, WPP, 2025

R² = 0.6664
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Trust and best brand are strongly linked within  category

Source: Brand Asset Valuator, WPP, 2025
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88% of categories have a moderate to strong correlation 
between best brand and trust

Source: Brand Asset Valuator, WPP, 2025
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