Investors are good at
gaur?(ln the value of your
marke

mg. In fact,
robably better than your
! board and C-suite. How

{ can | say this? Read on!
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Leadership
quality?

Reported profit?
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Nope. Marketing.

200 financial analysts across the UK & USA cited
'strength of brand/marketing' as important in 79%
of cases — the single most important factor.

IPA/Brand Finance Investment Analyst Survey 2023



"l?’
Let me give you two strong = =
reasons why investors care. ‘b
\ P £ i H.' iy, 2 Y \ -
f i T \‘s
Y A |
X o
1 “ -III ] &
=
Ve -
\
i"s} === "Strong brands not onl¥ | ' ﬁ;?l
SLh | deliver greater retums o SO
b

stockholders versus a relevant R
market benchmark, they do so [F 8 W’%{
with less risk.* - V8

o4
: k‘ . More retums,
p
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*Madden, ,#,e}lﬂe, F., & Fournier, S. Journal of
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The second reason.
Advertising creates future
sales — and increases the
share price.

A studg of 14,571 companies
over 10 years studied how
advertising affects company

& valuation.

-

Advertising spend predicts
future sales, and when the firm

7/

has a differentiation strategy, it
also increases the share price.
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" *McAlister, L., Srinivasan, R., JindaI';{N., & Cannella, A. (2016). Advertising
Effectiveness: The Moderating Effect of Firm Strategy. Journal of Marketing Research
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So there it is. Wall street
believes in marketing.

/ spend, when it differentiates. |}

They reward advertisin

ut_this is not the
reality of most CMOs.

71% of CMOs believed
they lacked sufficient

= budget to fully execute

= their strategies in 2023.*

PR CMO Survey 2023




Somewhere they lose the
Bl_ot. It may be because of

lases to their own expertise
and background. ..

...0r that they simply don'
understand marketing well
enough to hold opinions on it.
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| S0 lets summarize.

The CMOs tend to be 3
frustrated over budgets. )
| N 3

The C-suite does not
s give them enough to
S execute.

The boards might &
not sign off either. |

But their bosses —
the investors on wall
street — understand
and reward strong
brands and even
advertsing spend.

~—  How do we fix this?
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Itis not that ‘ §
' hard really. A
. Any company has S s |
3 oZIs an(FI) ob)j{ectives t 8 T 4
et o YRS O B  these are to come
i ' o true, thereare
Y marketing metrics
e that need to be true.
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To achive thos, _
marketing needs '
. realistic budgets. |
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If the board or C-suite

i B \vants to discuss if
NN there are “smarter

& e ways” to do this...
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FoR TWENTY YEARS, weve waot BRANDS SHARPER
A0 BUSINESSES vore SUCCESSFUL.

WORKING rrov RESEARCH-BASED wooeLs
ExTEnsive EXPERIENCE, Avo A CREATIVE EDGE,
we LIBERATE YOU reov COMPLEXITY.

BECAUSE,
S REALLY EASY wien vou KNOW HOW.

&EBW

info@oeorgson.org
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