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BRANDS

WE ARE IN THE MIDST OF AN 

IMPORTANT MOMENT 
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AS THE 

BALANCE OF POWER 
MASSIVELY SHIFTS AWAY FROM BRANDS – 

TO CONSUMERS + RETAILERS

BRANDS

CONSUMERS
RETAILERS
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PAUSE RECONSIDER REINVENT

Now is the Time to...

…with a new 
Full Funnel Marketing + Commerce Approach
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Modern Marketing Challenges Require A New Model
THE
CLASSIC 

MARKETING 
FUNNEL…

.…HAS BECOME

FRAGMENTED 
MOMENTS OF 

INFLUENCE

Awareness

Consideration

Conversion
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Major Forces Driving The Speed Of Marketing Transformation

Pandemic 
Acceleration

Shoppable 
Everything

Media 
Fragmentation

Have purchased via 
shoppable content:

Source: MTM Acxiom survey August 2023

Digital Channels 
accounted for 

69% 
of shopper journeys

in 2020

> up from 50% in 2019

Source: McKinsey

Source: Variety Insight by Luminate, Variety Intelligent 
Platform analysis.

>16x 
in 20 years

38%
28%

9%

Age 16-34 Age 35-54 Age 55+



7©  M A R K E T  P E R F O R M A N C E  G R O U P ,  L L C

BRANDS FACE SIGNIFICANTLY MORE COMPETITION 
NOW vs. 5 Years Ago

Brand discovery is easier

Choice complexity is rising

Loyalty is declining

LOWER BARRIERS TO ENTRY 
thanks to Amazon, Etsy, Shopify, 
Influencers, Social Commerce + 
small budget friendly digital

INFLATIONARY PRESSURES

SUBSCRIPTION SERVICES
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BRAND BUILDING OMNI-COMMERCE
STRATEGY
CONTENT

MEDIA
ANALYTICS

THE NEW MODEL
TR ULY INTEG RATED F ULL F UN NEL M ARKE TING  + COMME RCE

Brick & Mortar
Retailer.com

Direct to Consumer
Amazon

TikTok Shop

Brand Strategy 
Brand Equity Creation
Full Funnel Marketing
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3 CRITICAL IMPERATIVES TO WIN

1

Deploy a 
Full Funnel 
Approach

2

Rethink 
Brand 

Engagement

3

Navigate New
Retailer

Realities
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1
0

1 2

Rethink 
Brand 

Engagement

3

Today’s Focus
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Brand Equity Building  vs.  Performance Marketing
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Brand Equity X 
Performance Media 
Is The Clear Answer

The benefits of doing both…
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This weakening of brand loyalty is not limited to a specific age 
group. In the past, older consumers remained consistently 
loyal to their preferred brands, but today, they’re just as likely 
to embrace new brands and retailers. In Europe and the 
United States, Gen Zers and millennials are only slightly more 
likely than older consumers to trade down to lower-priced 
brands and retailers.

- McKinsey, State of the Consumer 2024: What’s now and what’s next  

“

”
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I think you have to be humble as a brand owner,” he said. “The 
old days of just saying, ‘Well, this is what I’ve got, and I’m 
going to make you love it’ are over. You’ve got to work harder 
for people to love your brand and give them options.

- Jonnie Cahill, chief marketing officer at Heineken USA 

“

”
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Brand Engagement is FORCED to
Expand Beyond Traditional Methods...

Passive Awareness Campaigns

Brand Positioning / Pyramids

Visual Identity Guidelines

Product Experience / Innovation

TRADITIONAL
BRAND EQUITY BUILDING

1

2

3

4
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…for Effective Brand Equity Building

16

EVOLVED WAYS TO 
BUILD BRAND EQUITY

Passive Awareness Campaigns

Brand Positioning / Pyramids

Visual Identity Guidelines

Product Experience / Innovation

TRADITIONAL
BRAND EQUITY BUILDING

1

2

3

4

Full Funnel / Awareness that  
drives to conversion

Less Control (e.g., UGC)

More branded touchpoints (e.g, 
PDPs, instructions, “bromotions”)

Brand Experience

1

2

3

4
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Upper Funnel Lower FunnelMid Funnel

Full Funnel Approach1



21©  M A R K E T  P E R F O R M A N C E  G R O U P ,  L L C

Brands Have Less Control2

The strength of UGC content is its 
unparalleled ability to create authentic, 
honest, loyal, and trustworthy 
interpersonal connections between a 
brands creator and their audience.

When brands treat creators as creative 
partners and trust their insights, it leads 
to stronger engagement and loyalty from 
both the creator and their audience.

“

”
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Brands Have Less Control2

We truly immersed ourselves in their 
brand story. When you blend firsthand 
insights from real people with a 
company’s vision, you spark genuine 
emotional connections that drive loyalty. 

By bringing the executives’ needs and our 
authentic creative skills together, we 
continue to provide UGC-powered 
content that keeps our client front and 
center—now they’re a valued partner we 
proudly still serve today.

“

”
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Brands Have Less Control2

We know the brand inside and out, can 
turn content around fast, keep things on-
message, and still deliver that relatable, 
scroll-stopping vibe. 
It’s the best of both worlds—authentic 
and strategic.

“
”
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Every 
touchpoint is 
a moment to 

reinforce your 
brand’s 

personality 
and build 

distinction

More Branded Touchpoints3
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More Branded Touchpoints3
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More Branded Touchpoints – Amazon PDP Content3
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CREATIVITY + DATA + INSIGHTS  
FUEL THE CONTENT MACHINE

Ad
Content

PDP
Content / 
Reviews

Social
Content

Content Machine For
Maximum Efficiency

Brand Experience4
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Brand Equity Building  X Performance Marketing



29©  M A R K E T  P E R F O R M A N C E  G R O U P ,  L L C

THE POWER OF MEDIA & CREATIVE 
COME TOGETHER THROUGH OPTIMIZATION
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The ultimate marketing mix 
modeling tool for paid 

media campaigns.
Creative optimization, 
analysis, & reporting.

Better data, better decisions, 
better results.

Attribution modeling, 
reporting, & optimization.

MARTECH
M E T R I C S  T H AT  M A T T E R
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Marketing Mix Modeling + 
Predictive Features to 

Maximize Revenue & Efficiency 

Reporting
Example:

=Best-in-class 
Experience

Omnichannel
Optimization

Planned Goal 
Achievement

Halo Effect 
Attribution

Backtested 
Confidence

MARTECH | PRESCIENT
T H E  U LT I M AT E  M A R K E T I N G  M I X  M O D E L I N G  T O O L  F O R  PA I D  M E D I A  C A M PA I G N S
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Finally feel confident making decisions that drive profitability. Improve ROI on advertising, optimize your media 
mix and save time by streamlining your media management process.  You can finally measure the omnichannel; 
revenue impact of paid media! 

MARTECH | PRESCIENT
T H E  U LT I M AT E  M A R K E T I N G  M I X  M O D E L I N G  T O O L  F O R  PA I D  M E D I A  C A M PA I G N S
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Data-Driven Media Investment 
Optimizations With Precision

Our Case Studies with Triple Whale:     
Talentless & Marquis

Customer 
Segmentation +

Customer 
audiences

Post-purchase 
Analysis

Consumer-
led Creative 

Insights

Attribution 
Modeling

Customer 
Journey 
Analysis

=

MARTECH | TRIPLE WHALE
AT T R I B U T I O N  M O D E L I N G ,  R E P O R T I N G ,  &  O P T I M I Z AT I O N

https://www.triplewhale.com/case-studies/rsn8-media-talentless
https://www.triplewhale.com/blog/marquis-case-study
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Dynamic 
Creative 

Optimizations

MARTECH | TRIPLE WHALE
AT T R I B U T I O N  M O D E L I N G ,  R E P O R T I N G ,  &  O P T I M I Z AT I O N
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Systematic Creative Testing & 
Creative Strategy Analysis

Reporting
Example:

=Landing Page 
Performance

Dynamic
Creative
Testing

Ad 
Performance 
Analysis on 

Meta, TikTok, 
YouTube

Top Ad Copy 
Variants

Full-Funnel 
Reporting

MARTECH | MOTION
C R E AT I V E  O P T I M I Z AT I O N ,  A N A LY S I S ,  &  R E P O RT I N G
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MARTECH | MOTION
C R E AT I V E  O P T I M I Z AT I O N ,  A N A LY S I S ,  &  R E P O RT I N G  ( S A M P L E  R E P O RT )
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MARTECH | ELEVAR
D AT A  T O  M A K E  A D  A N D  M A R K E T I N G  C H A N N E L S  W O R K  H A R D E R

Feed ad channels with better 
data so algorithms work better.

Tell merchants who converts 
and where users drop off.
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THE FUTURE OF AI & AUTOMATION IS HERE
A I  I S  M E A N T  T O  E M P O W E R  Y O U  N OT  R E P L A C E  Y O U

Save time and resources 
while driving higher ROI.

Enable your team to focus on 
strategy and creativity rather 
than repetitive tasks.

Gain a competitive edge by 
leveraging data-driven insights for 
smarter decision-making.

This strategy ensures 
AI empowers your 
marketing team to 
achieve faster results, 
better efficiency, and 
sustainable growth 
without replacing the 
human element that 
drives innovation.
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THE OPPORTUNITY

• Marketing is evolving—manual processes can’t keep up. AI delivers efficiency, precision, and 
scale to outpace competitors. MPG’s AI Marketing Automation turns complexity into opportunity.

WHY AI MARKETING AUTOMATION MATTERS NOW

Companies using AI in marketing 
see 80% higher efficiency

Traditional
Marketing

AI-POWERED
MARKETING

+80% HIGHER
EFFICIENCY

TOTAL
CAMPAIGN

COST

COST
SAVINGS

Automation can cut costs
by up to 50%
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Your
Simple 

Checklist


Check On Your BRAND
Assess the need to refresh or develop a more distinctive,                       
relevant personality.

 Review Each TOUCHPOINT 
Is your brand alive in each possible space?  Or invisible? 


Consider New CONTENT 
With the idea of creating a machine based on learnings from                      
media tools.


Assess Your MEDIA
Are you balancing short term optimization with long term 
measurement?

 Take The Next Step On AI


Email Patrick or Cheryl to Talk About Anything 
An audit, campaign, new media approach or anything that’s                   
keeping you up at night (within reason       )
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CHERYL POLICASTRO PATRICK PETERS

SENIOR VICE PRESIDENT, 
STRATEGIC MARKETING

DTC BUSINESS DEVELOPMENT
& MEDIA INVESTMENT

cheryl.policastro@mpgllc.com patrick.peters@mpgllc.com

THANK YOU!

Any 
Questions?
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From Brand to Demand: How Full Funnel Marketing Drives Brand 
Growth

Outline idea

• Introduce the power of full funnel marketing with a visual of a traditionally marketed brand vs full funnel- which is more motivating to 
purchase? It’s no longer enough to rely on a traditional approach

• The power is shifting- from brands to consumers/retailers – explain what this means and how we got here
• Show big picture marketing landscape then, more centralized (tv/print, retail, promotions, website) vs now, more decentralized (influencers, DTC, 

amazon, retailers, UGC, digital channels, CTV etc) – why this has changed 

• What this means for brands- they need to meet consumers where they are, at every touch point of their lives. Consumers demand this and if brands 
don’t align, they’ll be left behind 

• Full funnel marketing- what it is and why it matters
• Define FFM and explain each part of the funnel, use examples to show each

• Why it’s important and why a traditional approach is no longer enough

• How FFM strengthens brands and drives growth 
• Show case study of Manuka Doctor?

• Show examples of brands that are doing it well 

• The role of retailers and ecommerce?

• Bringing it all together- FFM moves consumers through the funnel while strengthening brand equity, ultimately driving growth 
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Which brand are you more motivated to purchase?

Show examples of how 
consumers might experience 

brand or talk journeys?
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Now which brand are you more motivated to purchase?
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