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Part one: New focus on performance —
new metrics

In the first installment of a four-part series on the Accenture Global

Digital Advertising Study 2007, we examine the renewed focus on the

performance of advertising. We go on to look at how that performance

will be measured, and to examine the impact on the industry as a whole.



According to our respondents,

the increasingly intense focus

on the performance of advertis-

ing will be just one part of a

wider trend: the extension of

online rules and the power of

digital content consumption to

the entire advertising market.

The headline findings on the

move towards performance-

based advertising are shown in

Figure 1. But what will this

mean in practical terms for

advertisers and other compa-

nies in the advertising value

chain?

To find out, imagine that you

are an advertiser in about five

years’ time. At the end of the

week you review the results of

your most recent TV ad place-

ments. Some of the metrics you

review are:

• Numbers of click-throughs 

on the product browser page 

that closed the TV show.

• Numbers of phone calls from 

viewer households to your 

customer sales line.

• Unique visitors via computer 

to the company’s website.

• Number of searches for 

addresses of retail outlets 

made on wireless phones.

Each of these precise, docu-

mented viewer outcomes is

subject to an individual pricing

agreement — a different clicks

per thousand for each action.

And, in response to the emerg-

ing patterns and performance

against targets in each area,

you can change, expand or

even drop your campaign. In

other words, advertisers will

gain a completely new level of

control and agility.

The industry leaders surveyed in the Accenture Global Digital

Advertising Study 2007 agree unanimously that the advertising 

industry is facing a radical transformation — one that many partici-

pants are under-prepared for. An overwhelming 79 percent say that

advertising will become more performance-based, as the industry

moves towards precise measurement of results, rapidly delivered.  

Advertising will become more performance based 
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Accurate results — fast

As Figure 1 demonstrates, our

survey participants believe

overwhelmingly that such a

scenario will come about. In

effect, this change will put TV

advertising performance on the

same basis as the film industry’s

weekend box office — with

accurate measurement of

results, rapidly delivered. This in

turn will impose a much more

rigorous performance discipline

on an industry that has rarely

felt this kind of pressure.

Figure 2 shows other findings in

the research back up this con-

clusion, with 87 percent of

respondents agreeing that ana-

lytics will become more accu-

rate and more critical to the

business. This shift will drive a

decline in the use of traditional

success measures — total audi-

ence per advertisement — but

will enable advertisers to gain

increased return on investment

through more accurate target-

ing of audiences.

The challenge of 
accountability…

These parallel shifts towards

unprecedented accountability

for performance and greater

control for advertisers will force

an industry with a long-stand-

ing and deeply-embedded cul-

ture to face a tough period of

adjustment. 

At a macro level, the industry is

facing a zero-sum game: adver-

tising dollars will migrate to

where they are most effective.

At a micro level, those players

who fail to respond to market

demand will suffer. But the

underlying change will be a

greater ability on the part of

advertisers to reallocate their

advertising investment more

responsively in line with perfor-

mance. As a result, those that

really do deliver the right per-

formance will — quite rightly —

win out.

In cases where advertisers have

been overpaying, greater

accountability means they will

find out,  and push prices down.

By the same token, we at

Accenture also believe that

advertisers will start to pay a

premium for advertising that is

proven to be working. 

…and the rewards 
on offer

So if the industry can determine

the right formats and formulas

for supporting consumer choice,

they will be richly rewarded by

larger and higher return on

investment from audiences. This

means performance-based

advertising will actually open

up a potential route to a net

increase in advertising budgets.

The extension of the rules of

the internet to the entire adver-

tising market means the indus-

try is set to face one of the

most disruptive periods in the

history of any large business

sector. But those companies

who get it right will participate

in a larger and more rewarding

advertising industry than they

have ever known before. That is

the opportunity on offer. It is

time to seize it.
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