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Zijeme v dobé plyk

Jakou roli v ni hraji media?
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Media
Od patere spolecnosti, k algoritmicke pijavici
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Jak vtomto ramci pomoci znackam
budovat lepsi svet, pomahat lidem zit

N 7 /o

lepsi zivoty?




At a glance: The global media market

According to WARC forecasts,
advertising spend topped $1tn for
the first time in 2024.

Linear TV now accounts for just
14.3% of global advertising spend,
down from a peak of 41.3% in 2013,
though it still serves an important
role in the mix. Spend on linear TV is
still more than 4x higher than on
connected TV (CTV).

Outdoor spend also performed well
in 2024, benefitting from an
increase in digital inventory.
Cinema (+6.1%) was also up in
2024, though declines are expected
across broadcast radio (-2.3%)
and publishing (-2.4%).

Pure play Internet, which
encompasses advertising revenue

among online-only businesses such
as Alphabet, Amazon and Meta, is
set to grow by 14.1% to a total of
$741.4bn - over two-thirds (68.8%)
of all ad spend.

Social media is the largest
individual sector within pure play
internet, and the largest advertising
medium of all by extension, with a
total of $252.7bn this year,
equivalent to 23.5% of the global ad
market.

We expect social media to be the
second-fastest growing channel of
2024, just behind connected TV
(+19.6%) and ahead of retail media
(16.4%), which is set to continue its
rapid growth through 2025.

Global ad market grew 10.7% in 2024,
with online media leading the charge
Forecast year-on-year % change, Nominal
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Note: Downgrade to retail media forecast in 2024 is due to availability of new 2023 data from
previously unmonitored platforms.

Source: WARC Media. 2024. Global Ad Spend Outlook 2024/25 - Q4 update. Read more on our
data and methodology here.




The Future of Media 2025 WARC

Q: How do you expect investment in media channels to
change in 2025?

m Net Sentiment Percentage
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Online search
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Note: Net Sentiment Percentage equals the percentage of respondents that expect investment to increase minus the percentage of
respondents who expect investments to decrease.

Source: WARC. Voice of the Marketer report. 2024.




Kdyz vas nikdo nezaregistruje. Nebo
spravné nepriradi. Nemuzete rust. Fakt.




Krize pozornosti >>>>> Prilezitosti jak ziskat pozornost ve svete prebytku.

sellyfish
You need to work hard to gain and keep attention in

most ad environments
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Source: Meta, Realeyes, Decoding Digital Video Environments, 2023

When ads don’t meet the Attention-Memory Threshold of 2.5
seconds, it’s hard for MA to grow.

85% <2.5 second

130,000 ad views, 1150 brand

== Attention-Memory Threshold




Cena za vterinu pozornosti ve stredu pozornosti

The Future of Media 2025 WARC Figure 1: Attention and Incremental Profit
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Ryan Rooney David Basset
Director Marketing Effectiveness Founder & Chief Analytics Officer

Source: Ebiquity, Lumen. Maximising Profit through attention: New insights for Media Leaders.
2024.

Ebiquity Lumen Research



The Future of Media 2025 WARC

Connected omnichannel campaigns score
higher against campaign metrics

Hodné malych okamziku se séita. Vice
platforem pfinasi vétsi synergicky efekt. BEE s

-2.2x

The Future of Media 2025 More likely to More More More Less
¢ t i i ttenti bl itivel
The whole is more than the sum of the fragmented parts SMSE REER eetd | tetgung
because adding more channels to your campaign means getting more synergy Attention and frequency
~ Note: Data from the Trade Desk Intelligence and PA Consulting. The Untapped Opportunity of

Omnichannel, October 2024. The study includes quantitative surveys (in the US, UK and Germany),

Total attentive seconds versus viewable frequency (display advertising) ethnographic media diary (in the US, UK, Germany), and controlled tests (in the US, the UK).

Effect on Synergy: People Source: The Trade Desk.
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magic Campaign time
v v numbers Source: Brand Metrics. HAVAS Media Network. Lumen. What do 9000 brand lift stu ach us about attention and memory? 2024,

Misto maximalizace zasahu, multikanalove stregie zalozrené na dosazeni
specifickych dopadl na znacku, prode;.




itejsi faktor pro

Kreativita je nejdulez

pozornost

Creative attention significantly drives brand impact WARC Creative
Factors contribution to sales outcomes

Hm Brand Media Attention Creative Attention
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SOURCE: Using attention metrics to drive effectiveness: Four dimensions brands need to knowabout, WARC, 2023



Slavné kampane, vzbuzujici emoce.

Kulturni relevance

Figure 59 Fame campaigns amplify emotional strengths
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Figure 60 Fame campaigns outperform on all metrics,
especially pricing
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on brands and companies.



Spoluprace znacek a médii

Kulturné, spolecensky
relevantnia
prospésné téma.

Pomahaiji, prinasi
hodnotu zdkaznik(im
znacky. Buduje
kategorii. Posiluje
dbvéru ve znacku.



Jeden priklad
za vsechny
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c a Ceska asociace
pojistoven

da =% & § B REKORDNi POGET
) 9 . i@ PRIHLASEK NA STUDIUM
[ ' oy ADIKTOLOGIE

A
- 2

4 6500000 2.3miIl€
RIBIEBNE P hmE
NEHOD S PRITOMNOSTIi DROG

POST ENGAGEMENT EARNED MEDIA



	Snímek 1: Krize důvěry Krize pozornosti Jak pomoci značkám růst?
	Snímek 2: Žijeme v době plykrize
	Snímek 3: Média Od  páteře společnosti, k algoritmické pijavici
	Snímek 4: Jak v tomto rámci pomoci značkám budovat lepší svět, pomáhat lidem žít lepší životy?
	Snímek 5
	Snímek 6: Očekávání od 2025.  Pokračování trendu.
	Snímek 7: Když vás nikdo nezaregistruje. Nebo správně nepřiřadí. Nemůžete růst. Fakt.
	Snímek 8: Krize pozornosti  >>>>> Příležitosti jak získat pozornost ve světě přebytku. 
	Snímek 9: Cena za vteřinu pozornosti ve středu pozornosti
	Snímek 10: Hodně malých okamžiků se sčítá. Více platforem přináši větší synergický efekt. 
	Snímek 11: Kreativita je nejdůležitější faktor pro pozornost
	Snímek 12: Slavné kampaně, vzbuzující emoce.  Kulturní relevance
	Snímek 13: Spolupráce značek a médií 
	Snímek 14: Jeden příklad za všechny
	Snímek 15: Jde to i v ČR
	Snímek 16
	Snímek 17

