






● Locate demand

● Provide timely reasons to buy

● Rational, functional

● Attract attention

● Build and maintain memory

● Emotional appeals



Source: Analytic Partners





The brand team is divorced

from commercial results

The performance team is

divorced from brand

Commercial returns are only

attributed to performance





Source: Analytic Partners



Source: BERA



TME - Instacart - How do we rebrand 'brand'-Clip.mp4

http://drive.google.com/file/d/12eOaRnAewiSnwca4IRqDgI_rmbVCTrSg/view




Is your company siloing brand 

and performance?

Whose job is it to pull this 

together – in terms of budget, 

measurement and vision?

Any stories of success or failure 

to share with the group?









“Platform” approach: A creative platform that can be 
adapted to different styles of execution









Confidential





Are you integrating brand and 

performance in a single creative 

platform?

If not – what is standing in the 

way of it?

Any stories of success or failure 

to share with the group?
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