
MEDIA LANDSCAPE EVOLUTION

Bruno Liesse, 23-04-2020



www.grp.be

James Hurman

“Nobody reads advertising.

People read what interests them, 

and sometimes it’s an ad.”

CHANNEL, CONTENT, CONTEXT?
RELEVANCY.

SOURCE :  CANNES L IONS EFFECTIVENESS JURY



OBJECTIVES

Understand the role of the media (touchpoints) in a coms’ strategy

• How they work and their limits

• Update about trends           media scene attached

• New models of touchpoints planning



INTRODUCTION

Everything changes, so does media planning



THE MACRO CONTEXT

(that is VUCA for sure)



CHANGES MAKE ADVERTISING MORE COMPLEX

• Exponentially broader touchpoints choice, tending to chaos

• Filtering audiences = resistant vs pushy ads

• Business  pressure making the balance brand / business a challenge

WE NEED EFFICIENCY AND 
EFFECTIVENESS 

MORE THAN EVER



77% of brands could disappear tomorrow 
and no one would care

(81% in Europe)

Meaningful Brands, Havas Groupe

ALERT OF THE WFA   CONGRESS

How to improve the efficiency of what we do (in the marcom’ industry and our job)

And in the meantime please to the audience

Both are binded.



If it’s not true for the 
people, it’s not valid.



CONCRETE BASIS OF A NEW MODEL

Strategic model

▪ Push-pull 

Tactical Planning

▪ ‘Campaigning’

Measurements & iteration

▪ Per action and source

▪No ROI tracking

▪ Focus on the Conversion Funnel

▪ Establish ecosystems

▪ Integrated results incl. ROI

This is the key shift



HAVE WE DONE DURING DECADES … 

… INAPPROPRIATE CARPET BOMBING?
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continuous

pulse

take-off and 

cruise

light flights

heavy flights

viral

burst

HOW PHASING LOOKED LIKE  - OLD MODEL (TIME)



OLD MEDIA PRINCIPLES CHALLENGED

1. Coverage
Reach a maximum 
of individuals at 
least once

Reach right people 
a proper way and 
get data from them



2. Selectivity
Primarily reach 
the (core) target 
group

No idea of our core 
target (influencers?) 
but please engage

OLD MEDIA PRINCIPLES CHALLENGED



3. Repetition

Maximise the 
repetition of the 
message

Define the right cap 
for touching people 
efficiently 

OLD MEDIA PRINCIPLES CHALLENGED



4. Cost

Buy at the 
lowest 
cost/contact

OLD MEDIA PRINCIPLES CHALLENGED

Justify the spending 
by return evidences 
(of all kinds)



REEVALUATING MEDIA



WHAT HAS CHANGED IN MEDIA PLANNING 2.0?

• From time to space – Ecosystems

• Effective 360, called Bought Owned Earned

• Touchpoint surveys & tpoint tools

• Various : creativity, content, partnerships, data, social & search 

… No more borders



A NEW APPROACH

Structuring chaos and fighting against intuitive & me-marketing



continuous

pulse

take-off and 

cruise

light flights

heavy flights

viral

burst

PHASING - THE NEW MODEL (TIME IRRELEVANT)

‘Always on’



CHOICE : THE POINT IS NOT TO TEST NEW TECHS’
BUT TO BE RELEVANT
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THE MATRIX SURVEY

BAM / IAB 
(NO NEUTRAL SOURCE)



BAM Matrix 2019 (Wave 9)

12% 11%

VIDEO

9% 9%

E-MAIL MKT.

18% 16%

PAID SEARCH

15% 13%

DISPLAY

24% 27%

SOCIAL
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6% 7%

NATIVE

5% 4%

DIGITAL OOH

4% 6%

INFLUENCERS

2% 3%

AUDIO

4% 5%

OTHER

Advertisers (n=267) Agencies (n=207)

Digital budget by channel
How is the budget you spend on digital channels divided into the following formats? /  % clients who use that format.
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44% of the respondents use

influencers in their digital mix
What are the digital channels (means of online communication) that you actually used in 2018 to communicate online?

6%

21%

25%

25%

30%

32%

38%

41%

44%

46%

56%

61%

61%

73%

85%

SMS Marketing

Online audio spot

Video seeding

Digital OOH

Video banner / in-read video

Mobile app/mobile site of a brand

Pre-roll video

Native advertising

Influencers

Classical display ads

E-mailmarketing

SEA

Website of a brand

Social display ads

Social media content

Use of digital touchpoints
Advertisers + Agencies (n=474)

New!



BAM Matrix 2019 (Wave 9) 25

To what extent do you think the use of these digital touchpoints will increase or will decrease in the near future (6 months)?

35%

30%

23%

24%

19%

21%

16%

19%

19%

21%

14%

9%

7%

0%

3%

44%

41%

46%

45%

48%

46%

48%

46%

45%

43%

37%

32%

22%

27%

17%

15%

19%

23%

26%

27%

26%

30%

27%

28%

31%

36%

51%

39%

33%

48%

4%

9%

7%

4%

6%

5%

5%

7%

7%

4%

12%

8%

25%

40%

27%

7%

5%

Video seeding (n=117)

Influencers (n=209)

Social display ads (n=348)

Social media content (n=402)

Instream video advertising (n=180)

Mobile app/mobile site of a brand (n=151)

Outstream video advertising (n=141)

Audio spot online (n=101)

Native advertising (n=192)

SEA (n=290)

Digital OOH (n=118)

Website of a brand (n=290)

E-mailmarketing (n=267)

SMS Marketing  (n=30)

Classical display ads (n=216)

Evolution of digital touchpoints (next 6 months)
Advertisers + agencies | use this touchpoint

Increase sharply Increase slightly Remain stable Decrease slightly Decrease sharply

Classical display has lowest expectation

for future growth



DIGITAL OPTIONS EXPANDING

TO RANK,
UPON PROPERTIES AND TARGETS



TOUCHPOINTS CLASSIFICATION 
BOUGHT – OWNED – EARNED 

THERE IS NO SPLIT BETWEEN 
ON, OFF AND FIELD IN THE USERS’ MIND



Reputation of the brands – editorial impact
(earned media)
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Source Brand Barometer Dentsu October 15
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Reputation of the brands – ad impact 
(paid media)

AND : THERE IS NO SPLIT BETWEEN 
ADS AND CONTENT 
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Reputation of the brands – conversations impact

SORRY GUYS, PEOPLE DO NOT MUCH 
SPEAK ABOUT BANKS ON SN



A NEW MODEL DRIVEN BY MULTIPLE SOURCE DATA

Ecosystems designed to connect 

with people in the BOE world 

Area of the Story telling 
& content 
versus push advertising 



NOW, IN A DISRUPTED CONSUMER JOURNEY, 
WHERE TO BEGIN? 
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RELEVANCE FIRST = CONTENT

”It is the empty cereal package, the broken DVD-player, or the fact that your car starts making 

funny noices, that triggers purchase…

…not the fact that you have been exposed to certain advertising”

AD-HOC ANALYSIS OF THE JOURNEY,
PERSONAS AND MOMENTS OF TRUTH



A FEW MODELS ?

To make it clearer and concrete



IN A NUTSHELL :

Source Hugues Rey 

Model 1
Havas Media  



THE FUNNEL TO STRUCTURE THE ROLES 
OF ALL DIGITAL CHANNELS 

AUDIOVISUAL (OLV/OLA)

EVENT DISPLAY

NATIVE / CONTENT

PERFORMANCE DISPLAY

SOCIAL MEDIA

SEARCH ENGINE MARKETING

Model 2
Dentsu Aegis
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DISPLAY
(classic)

DISPLAY
(progr)

VIDEO SOCIAL SEARCH

ACT 
(conver-

sions)

ENGAGE
(traffic)

DISCOVER
(awareness)

DIGITAL CHANNELS VS OBJECTIVES

Model 3 
Space  

Also based on 
the funnel



ACT

ENGAGE

DISCOVER « I know the product/service »

« It is relevant for me »

« I buy it, I do it »

GRPs

Impressions

OTS/OTH

Views

Effective Reach

Selectivity

search volumes
Visits

Conversions

time spent

Sales

like, share, comment

RIGHT KPI’s at every level, to correctly 
evaluate a campaign impact

Also based on 
the funnel

Model 3 
Space  



39

AWARENESS

WEBSITE
TRAFFIC

ONLINE
CONVERSION

VIDEO SOCIAL DISPLAY
(Classic)

DISPLAY
(progr)

NATIVE SEARCH

    

     

     

Source Universal Media

Model 4 
Mediabrands

DIGITAL CHANNELS VS OBJECTIVES



THE FULL VISION OF THE FUNNEL

Mid term effect of all touchpoints

• Presence of mind of brands 

• Knowledge of offerings

… Are firstly build upstream

• via mass media, XPs’ 

• and sharing/ Social Media, not searches

The critical moment

Mid-term influences for brand 
consideration

And : searches
happen there

Not BEFORE



Active evaluation
information gathering, shopping

Post-purchase experience
Ongoing exposure

Initial 

consideration 

set

Moment of

purchaseLoyalty loop

trigger

The initial “consideration set” (shortlist) happens later in the funnel

ALL the stages are of a key importance at term

MAIN PARTNERS?



CONVERSATIONS EFFECTIVENESS ?



CONVERSATIONS EFFECTIVENESS ?

MINIMUM HALF OF COMMENTS ARE NEGATIVE 
ONCE YOU POST SO BE CAREFUL



L’abandon de panier représente 18 milliards de dollars de pertes de 
vente chaque année*

- Le taux d’abandon de panier sur mobile est plus élevé (97%) que 
celui sur laptop/ desktop (entre 70 et 75%).

- Les principales raisons de l’abandon du panier sont les suivantes : 
le prix, le temps de chargement du site, les coûts d’expédition, la 
rapidité de livraison et les réductions disponibles.

AND : CONVERSION RATE NOT MATURE YET

*Alioze.com 2019



THE FAMOUS ECOSYSTEMS

Do they really exist?



ECOSYSTEM EXAMPLE 1 

KPI’S MARKET SHARE

ACQUISITION

Programmatic on-going presence

BRAND AWARENESS

EMPOWER

5 burst waves of 2 weeks

PENETRATION

ENGAGE

3 R&F
6 self-service posts

WOM WOMWOM

Source Carat



ECOSYSTEM EXAMPLE 2

Source Carat



MEDIA TRENDS

Attached ☺ (or let’s fix a Zoom)



DIGITIZATION ADDED MEDIA OPTIONS



DIGITAL TRANSFORMATION IS CLOSING NOW

• NEW TECHNIQUES 90’ies

• NEW MARKETING TOOLS a decade

• NEW PURCHASE HABITS 5 years

The biggest deal is happening now.
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… WiTH A DIGITAL VERSO



NOW, THE POST-DIGITAL AGE

Merge ON and OFF ?

(or) Maintain all preferences

➔ What is possible & necessary



MEASUREMENTS

The exciting section : let’s talk business.



ONE KEY ISSUE:

600 messages a day.

WILL YOUR AD BE PART OF THE 10% RETAINED?



54%

45%

32%

22%

20%

7%

35%

41%

38%

36%

34%

21%

9%

13%

25%

35%

38%

45%

3%

2%

6%

8%

8%

28%

I don't like being interrupted
by ads

There are too many ads

I tempt to avoid ads everytime
I can

Ads are toxic in my day to day

Advertising is an intrusion in
the private life

I would pay for media without
ads

Totally agree Rather agree Rather disagree Totally disagree
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∑ Agree

Total sample N = 2008

88,8%

85,2%

69,1%

57,5%

53,9%

27,2%

Attitudes towards advertising Negative

Source Welcome Media confidential



58%

43%

38%

28%

28%

25%

24%

22%

17%

15%

9%

7%

6%

5%

5%

11%

Telemarketing

Television

Online Video

Emails

Radio

Online search

Social

Online display

Movie

Direct Mail

Folders

Free sheets

Poster

Dailies

Magazines

On every touchpoint

Touchpoints where ad is wished to disappear

Total Attitudes N = 1004

Source  Welcome Media
confidential



EVERY MEDIA ITS BLOCKERS
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Source  Welcome Media

SOLUTION ?
ASK THE USERS, 

AGAIN.



WHAT DOES ENGAGE AUDIENCES?

Just study that point.
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MULTI-TASKING MEDIA CARNIVORES WITH A CLEAR DOMINANCE OF DIGITAL

On mobile
on mobile phone

TV
Traditional TV

66 minutes / day

of gross consumption

Index

67
9%

Newspapers
Print or devise

25 minutes / day

of gross consumption

Index

85

4%

Magazines
Print or device

15 minutes / day

of gross consumption

Index

104

2%

Social media
on any devise

100 minutes / day

of gross consumption

Index

168

14%

Radio
on any device

66 minutes / day

of gross consumption

Index

54

9%

Online video
any content

39 minutes / day

of gross consumption
233

5%

Index

On tablet

133 minutes / day

of gross consumption

Index

113

19%

Internet 
on any device

189 minutes / day

of gross consumption

Index

128

27%

Total gross media 
consumption

Minutes / Day

712

Travelling 
By any means

26 minutes / day

83 minutes / day

Index

89

Index

194

TV
On demand

48 minutes / day

of gross consumption7%

Index

178

MEDIA : WE KNOW EVERYTHING ABOUT EVERYONE/ NOT 
THE ISSUE



DENTSU



DENTSU

THE TWO PARAMETERS ARE ALWAYS
ABOUT ATTENTION AND INFLUENCE
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ALCOHOL : INFLUENCE

DENTSU
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ENGAGEMENT

Involving factor 

of the touchpoint 

vs product 

interest

Info search

TV standard ads

EXPOSURE Massification power

National outdoor 

networks

Content  

TV product 

placement

Word to mouth

Communities 

Editorials  

Mass retail 

Social networks

Events  

Interactive 

Print media 

Classical ads

Passive sponsoring 

Radio  

Cinema  

CRM 

PRBuzz effects

Targeted 

sponsoring

Push web 

Product  trial

Coupons  

Ambient 

Tests   

Preconceived ideas

Subjective influences  

TOUCHPOINTS ENGAGEMENT AND REACH (SAME)

Infliuence

DENTSU



INFLUENCE DES MEDIAS

E
X

P
O

S
IT

IO
N

 A
U

X
 M

E
D

IA
S

[%; réponses assistées; base : Total Femmes : N=491]

Matrice : Influence VS Exposure

Blogs de consommateurs

Spots TV

Publicités dans

les journaux

Publicités dans les magazines

Echantillon dans les magazines

Spots Radio

Spots publicitaires au cinéma

Publicités en affichage

Recherche par des mots-clé

Bannières et autres

publicités sur internet

Jeux et concours sur Internet

Sites d'information

Distribution d'échantillon

en magasin

Publicités et promotions

visibles en magasin

Démonstration du

produit en magasin

Présence de "Testers"

au magasin

Conseils des responsables de 

rayon ou du magasin

Cartes de fidelité
Echantillon gratuit à

l'achat d'un produit

Cadeau gratuit à

l'achat d'un produit

Distribution d'échantillon en 

dehors des magasins

Discussions entre proches ou 

collègues

Courriers publicitaires 

personnalisés

Courriers ou folders

non adressés

Publicité

par e-mail

Articles dans la presse

Magazine édité par la

marque des produits

Magasins réservés aux

produits de la marque

Site Web de la marque des 

produits

Evénement organisé

par la marque

Publicité reçue au bureau

sampling

WoM

media

POS

TOUCHPOINT MAPPING

66

DENTSU



Impact vs attention to touchpoints

67
All respondents. 



FOCUS ON CATEGORIES

Sport : 30 touchpoints, illustrated

Discover

« This touchpoint allows to 

know better the brand or 

product »

Engage 

« This touchpoint brings me 

closer to the brand or 

product »

Act

« This touchpoint prompts me 

to speak about, look for 

information or even use/buy

the brand or product »

http://www.google.be/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiU7ozH7b_LAhVCuxQKHXIsAVYQjRwIBw&url=http://www.djmdigital.be/realisations/zelos-home-sports&psig=AFQjCNFkADJhu3EmDi3uT5Ppukv8Fw6uOg&ust=1458033863389388


69

« GROW CHANNELS »

19%

20%

19%

25%

22%

18%

23%

25%

33%

31%

39%

47%

42%

48%

52%

48%

54%

50%

Smartphone alerts

Online messaging

Online recommendations

Social media

Direct mail

Branded magazine

Invitations to events

Folders or catalogues

Emails-newsletters

Prefered D2C channels

Often Sometimes Never

83% 103

80% 105

11772%

70% 107

70% 105

12267%

66% 122

59% 128

50% 133

Index vs allPositive
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COMMUNICATION SELECTION GRID

Reach 2 2 222 2 1 1 233

3 = 1 =2 =Good Performer PoorAverage

3

Affinity 2 1 332 1133122

Efficiency 2 2 1 1 1 1312 123

TOTAL 8 8 4 116 7 8 9 776

TV Mags Paper Radio Cinema Outdoor Mobile Internet Ambient PR Promotions DM P’ships

2 C1 1 12 2 2 2 233 3 3 3 3 31 1 12 2 2 2

2Information 1 1 12 23 3 31 1 2 12

2Content 1 1 2333 11 2 11 1 1

Contact 1 12 33 111 1 1 1 2 3

TOTAL 14 13 10 1911 14 12 15 111114

Image

TOTAL 6 5 6 85 7 4 6 448

5

1

3

2

5 6

10 14

8
IF YOU DON’T HAVE BUDGET FOR
SURVEYS AND TOOLS, BE SMART



CONCLUSION

Nothing has changed.
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DELIVERING THE RIGHT 

CONTENT, 

TO THE RIGHT PERSON, 

IN THE RIGHT PLACE,

AT THE RIGHT TIME

☺

NOTHING HAS CHANGED


