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Planning for brand growth

Message 
meets Media



As a agency we hear a lot of the 
same challenges in the market

“We’ve hit the ceiling on 
our current audience”

“We know we need better 
creative but we don’t 
know where to start”

“Search journeys 
are becoming more 

complex”
“We need concrete 

measurement before we can 
scale”

“Our acquisition costs 
have gone crazy” “We want to scale whilst maintaining 

strong efficiency”

“Our competitors are 
stealing market 

share”



Many businesses are 
still addicted to clicks

Meta Weekly Users over 
Peak

81%
Don’t click on ads

19%
Meta Weekly Users 

click on ads over peak

Source: Global Web Index, EMEA, Q4 2024, n=77,224



Leaning in does not mean 
letting go



Bid Action Rate Ad Qualityx xx x

Your offering & 
UX

Your data quality & 
full funnel strategy Your creative



In practice: tangible applications of 
making the auction work for you

The power of small signal wins1

Going full funnel2

Weaving together brand and DR3

Proving it works4



In practice: tangible applications of 
making the auction work for you

The power of small signal wins 1

Additional reported conversions from 
CAPI and improved event match quality

Source: Connective3

19%
Additional attributed purchase 

event on average for global large 
advertisers while using the Meta 

pixel and the Conversions API



Going full funnel2

In practice: tangible applications of 
making the auction work for you

Monthly incremental reach of direct response heavy account

Source: Connective3



Going full funnel2

In practice: tangible applications of 
making the auction work for you

Monthly incremental reach of direct response heavy account

Source: Connective3

9%
Lower blended CPL YoY in 
November with awareness 

reactivated



Weaving together brand and DR3

In practice: tangible applications of 
making the auction work for you

Source: Connective3

63%
Higher ROAS over 30 day A/B 

test of branded DPA vs 
standard DPA

vs



In practice: tangible applications of 
making the auction work for you

Proving it works4

1.82x
ROAS lift on direct traffic from 

running full funnel Meta ads

Source: Connective3

Connective3 managed channel lift conversion holdout study August 2024



Creative is the input that 
fuels the whole ecosystem 



“We need more creative”

You’ve probably heard this…
💬



“We’re noticing ad fatigue”

You’ve probably heard this…
💬



“We need creative diversity!”

You’ve probably heard this…
💬



“We need creative diversity!”

You’ve probably heard this…



It’s less of (just) this…*

*There’s still value in testing all this!



And more of this!

https://docs.google.com/file/d/1-al5O_Gk0-YHmVAhPcN2Ey8hoCEuj5BB/preview
https://docs.google.com/file/d/1nbEl0LRZmXczO30H_plzXpCCukYj7ECG/preview


https://docs.google.com/file/d/1mUN4eGGtv54ukx188Ijtie4KEybVm1eG/preview


500%
Increase in organic video 

views versus BAU content

48%
Increase in revenue
(versus 7 days prior)

72%
Increase in revenue YOY

57%
Increase in sales YOY

Brand Campaign YoY Performance



But, we also need consistency



But, we also need consistency



Before attention comes recognition. 
Consistency trains recognition.



Before attention comes recognition. 
Consistency trains recognition.

We’re all fighting for this



Before attention comes recognition. 
Consistency trains recognition.

But if we win at this then we’re 
already one step ahead!

We’re all fighting for this



In a crowded feed, people don’t 
“read” first — they recognise first.



http://www.youtube.com/watch?v=iO7BmPoL6a4


● Crystal clear brand proposition and TOV

Maintain brand 
coherence whilst being 
creatively diverse

HOW TO



● Crystal clear brand proposition and TOV
● Distinctive creative brand assets
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● Crystal clear brand proposition and TOV
● Distinctive creative brand assets
● Connected channel teams

Maintain brand 
coherence whilst being 
creatively diverse

HOW TO



● Crystal clear brand proposition and TOV
● Distinctive creative brand assets
● Connected channel teams
● Brand Performance Play

Maintain brand 
coherence whilst being 
creatively diverse

HOW TO

Performance 
Playbooks



Performance Playbooks: 

● The useful stuff from your brand guidelines
● Key visuals adapted for paid channels

● Key content pillars
● Design system & copy matrix
● Multiple format templates

● Static, motion and video guidelines
● Creative testing roadmap











Brand
coherence

Creative
volume&



C3create



We’re a specialist creative team, made up of digital 
creatives, brand strategists, social media experts, 

influencer marketing specialists, and content creators. 

Creative 
Direction Strategy Content 

Production

Social & 
Influencer 
Marketing

Media+ + + +



http://www.youtube.com/watch?v=0fnr26mMzzg


Creativity gets noticed.
Consistency gets remembered.

KEY TAKEAWAY



Creativity gets noticed.
Consistency gets remembered.

KEY TAKEAWAY

Keep showing up – lot’s of littles!
Have a distinctive voice.

Be cohesive in your execution.
Connect channels through creativity.


