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ID Comms Media Reports Wave 1 

April 2016 Media Transparency

June 2016 Media Talent

November 2016 Media Training

March 2017 Media Thinking

September 2017 Media Technology

December 2017 Media Terms

March 2018 Media Trading

ID Comms Media Reports Wave 2 

September 2018 Media Transparency

November 2018 Media Talent

March 2019 Media Training

June 2019 Media Thinking

September 2019 Media Technology

December 2019 Media Terms

March 2020 Media Trading

Welcome to Wave 2 of the ID Comms 2019 Global Media Thinking Report, part of the 7Ts 
® research series that explores the seven critical media behaviours of successful marketers. 

Thinking is the fourth topic in the 7Ts research series to be revisited, having already been 
researched in 2017. The survey explores how attitudes and approaches towards media 
strategy have shifted over the last two years, from the perspective of marketers and 
agencies as well as consultants and other media experts. 
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For the second wave of ID Comms 
Global Media Thinking research we have 
continued to ask advertisers the same mix 
of qualitative and quantitative questions. 
This has allowed us to identify the most 
pertinent trends and concerns currently 
shaping the industry, and establish a 
benchmark to assess how attitudes have 
changed over time. 

The results of this research give reasons for 
hope and concern. As the media landscape 
has grown more complex and fragmented, 
we find marketers are struggling to 
implement strategies that challenge the 
status quo or depart from conventional 
thinking. Most worryingly, we find that it 
is those with the most media expertise 
who seem to have the bleakest outlook 
on media. Agencies, meanwhile, are still 
battling with the perception of being 
untrustworthy and unable to think about 
media holistically.  

Nonetheless, if there is one source of 
hope in our findings it is procurement 
professionals. Despite being criticised 
for treating media as a cost, we find that 
procurement professionals are more excited 
than ever about the opportunity for media 
and increasingly recognise its potential to 
drive business performance. This suggests 
points to a future where the interests 
of marketing, media and procurement 
stakeholders are better aligned, leading 
to media moving higher up the corporate 
agenda. As one procurement professional 
put it, “If a procurement leader is looking 
for growth and innovation, then their goals 
and the goals of the marketing team should 
intersect”.

Key findings from the 2019 Media Thinking 
report are as follows: 

• The industry is in universal agreement 
(99%) that advertisers who take a more 
strategic and thoughtful approach to 
media will deliver a stronger marketing 
performance 

• Advertisers continue to fall short of 
expectations in several key areas of 
media management, most notably 
leading media decisions from a 
procurement rather than marketing 
perspective

• Likewise, agencies suffer from poor 
ratings across several areas of media 
expertise, the most significant being 
their ability to provide neutral and 
objective planning recommendations 

• Around three-quarters of people think 
that marketing professionals should be 
responsible for defining the advertiser’s 
strategic approach to media, however 
advertisers and agencies are divided 

• Most advertisers see media as a cost 
rather than an investment for growth, 
according to agencies and advertisers 

• Despite this, more than three-quarters 
(79%) of the advertisers we surveyed 
think that they have a clear vision and 
strategy for media internally

ID Comms conducted this research 
between 5th June and 1st July 2019, and 
received 177 responses. 



© ID Comms 2019 Global Media Thinking Report 4

The respondents were comprised of Media, 
Marketing, and Procurement professionals 
with a range of global, regional and local 
market responsibilities. 57% were based in 
Europe, 28% were from North America, with 
the remaining participants coming from 
Middle East & Africa, Asia Pacific, Australia 
and New Zealand, and Latin America. The 
advertisers that responded to this survey 
represent a wide variety of brands in 
diverse categories including FMCG/ CPG, 
retail, pharmaceutical, food and drink, 
entertainment, automotive, luxury, finance, 
energy, and telecommunications, with a 
combined global media investment in 
excess of $20bn. 

All major agency holding groups and 
some independent media agencies are 
represented in this survey. The 7Ts® Global 
Research Project started in 2016 and has 
looked at the seven media behaviours of 
successful marketers: Transparency, Talent, 
Training, Terms, Thinking, Technology & 
Trading. The second wave of our research 
began in 2018, having completed wave 1 of 
this research in 2017. 

We hope the findings of this survey 
encourage marketers to reflect on their 
current media approach. To think of ways 
they can break free from traditional thinking 
and begin to implement a more progressive 
and future-facing media agenda. While 
the appetite for change is real, it will take 
brave and bold media leaders to act on the 
opportunities of the current environment 
and ignite a powerful programme of media 
change. 

Paul Stringer
Consultant
ID Comms
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“Those that spend the time to 
understand the myriad of media 

channels - how they do and don’t work, 
and the pros and cons of each - will 
deliver a much stronger marketing 

performance.” 
__

Advertiser - Procurement
Respondent
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Almost all respondents to our survey 
(99%) agree with the following statement: 
“Advertisers who take a more strategic and 
thoughtful approach to media will deliver a 
stronger marketing performance”.

This almost exactly matches results of the 
2017 Media Thinking survey, when 96% of 
respondents agreed with the statement above. 
We do, however, detect some small differences 
in the percentage of advertisers who agree with 
this statement.

Generally speaking, advertisers have become 
even stronger in their convictions that good 
media strategy can drive effective marketing 
performance. This is particularly true of 
marketing professionals, 20% more of which 
now strongly agree with the statement above.

“Media is not only about reaching the right 
audience. It is also about making sure the 
content fits with the media (and the way the 
audience use the media)” [Advertiser - Media 
Respondent].

 “Stronger and more strategic means to me 
going beyond a straight-forward reliance on 
price. Price is one ingredient, not the whole 
cake.” [Consultant Respondent]. 

“From my point of view the advertisers that are 
performing well in terms of business KPIs are 
those that recognise media as a growth driver , 
not a distress purchase.” [Agency Respondent]

At least on the surface, respondents recognise 
that there is a clear link between effective 
strategy and stronger marketing performance. 
Although, we find this attitude has not 
necessarily translated into better media 
practices. 

Question 1

Overall, we find that virtually the entire 
industry is in agreement that a more 
strategic and thoughtful approach to 
media will drive stronger marketing 
performance. 
 

“

“
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Q1.  To what extent do you agree with the following statement: “To what extent 
do you agree or disagree with the following statement: “Advertisers who take a 

more strategic and thoughtful approach to media will deliver a stronger marketing 
performance”?

Q1.  To what extent do you agree with the following statement: “To what extent 
do you agree or disagree with the following statement: “Advertisers who take a 

more strategic and thoughtful approach to media will deliver a stronger marketing 
performance”?

2019/2017 Comparison of Advertiser Respondents by Job Function

2019 Respondents (All)

Strongly Agree

Strongly Agree

0%

30%

Procurement 2017

Procurement 2019

Media 2019

Media 2017

60%

Marketing 2019

Marketing 2017

90%

Agree

Agree

Neither Agree nor
Disagree

Neither Agree nor
Disagree

Disagree

Disagree

Strongly Disagree

Strongly Disagree

88%

11%

1%

69%

88%

96%

92%

73%

76%

18%

24%

9%

25% 6%

12%

4%

8%

0% 0%
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Question 2

Despite some small improvements, 
advertisers continue to be rated below 
expectations in many key areas of 
media management, most notably the 
tendency to lead media decisions from 
a procurement rather than marketing 
perspective. 

“

“
These results are disappointing and suggest 
that advertisers are still struggling with the 
perception of being overly overly concerned 
with cost. Results show they also remain unclear 
on how to effectively link media performance 
with business objectives. 

There is a notable divide between how 
agencies rate advertisers and how advertisers 
rate themselves. 

Unsurprisingly, we find that agencies have 
a more negative view of advertisers than 
advertisers do of themselves. This is most 
stark on the issue of leading media decisions 
from a procurement rather than marketing 
perspective. 

Still, the outlook from advertisers is hardly 
positive, with marketing, media and 
procurement professionals rating themselves 
below satisfactory in all areas of media 
management. 

Advertisers asknowledge that their current 
media thinking falls short of expectations. 
While this is concerning in its own right, a 
potentially more worrying trend is that they 
have not significantly grown in confidence in 
any areas of media management since we last 
conducted this survey two years ago.  

That opinion remain largely unchanged shows 
advertisers are still struggling to make progress 
in several key areas of Media Thinking. This 
encourages a transactional relationship with 
media, where cost imperatives outweigh 
considerations of quality and effectiveness. It 
also undermines marketers’ ability to set clear 
KPIs for media and clearly demonstrate ROI. 
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Unacceptable

Unacceptable

1

1

Below 
Expectations

Below 
Expectations

2

2

Meets 
Expectations

Meets 
Expectations

3

3

Exceeds 
Expectations

Exceeds 
Expectations

4

4

Outstanding

Outstanding

5

5

Q2. How do you rate advertisers on the following factors?

Having a well established 
media community internally

Having a well established 
media community internally

Leading media decisions 
from procurement rather 

than marketing

Leading media decisions 
from procurement rather 

than marketing

Having a point of view on 
ROI for media

Having a point of view on 
ROI for media

Setting clear KPI’s for media

Setting clear KPI’s for media

2019 Respondents Advertiser Vs Agency Breakdown

2019 Respondents (All)

Advertiser Agency

Q2. How do you rate advertisers on the following factors?

2.51

2.44

2.75

2.55

2.61

2.63

2.90

2.67

2.43

2.14

2.52

2.34
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2019/2017 Advertiser Respondents 

Q2. How do you rate advertisers on the following factors?

2019 2017

“They may set clear KPIs, but what we should 
ask is if they are setting the RIGHT KPIs. Many 
focus on the easily measurable rather than 
the meaningful. The short term hit rather 
than the long term healthy growth.“ [Agency 
Respondent]

“Advertisers usually have a point of view but 
rarely follow through with connecting that 
to KPI’s and decision making.“ [Consultant 
Respondent]

“Media decisions from procurement rather than 
marketing tend to focus on cost/efficiencies 
rather than value/effectiveness.“[Trade 
Association Respondent]

“Too often advertisers struggle to clearly 
articulate what they’re trying to achieve, 
therefore things tend to get retroactively 
applied to create justification.“ [Agency 
Respondent]

Having a well established 
media community internally

Leading media decisions 
from procurement rather 

than marketing

Having a point of view on 
ROI for media

Setting clear KPI’s for media

Unacceptable

1

Below 
Expectations

2

Meets 
Expectations

3

Exceeds 
Expectations

4

Outstanding

5

2.63

2.63

2.90

2.67

2.68

2.52

2.72

2.71
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“I believe the reasons that many 
agencies lag in certain areas is because 
they are a reflection of the advertisers... 

It is very difficult for an agency to 
innovate, provide thought leadership, 

etc. to a conservative client who 
struggles to let go of tried-and-true 

legacy advertising channels.”
__

Advertiser - Procurement
Respondent
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Question 3

Like advertisers, we find agencies are 
rated below expectations across all of 
their core competencies. 

“ “

Agencies were rated the highest for the quality 
of their thought leadership, although still 
fell short of expectations. They received the 
worst ratings for their ability to provide neutral 
and objective planning recommendations, 
suggesting that trust remains a key obstacle to 
better quality partnerships between marketers 
and advertisers. 

Predictably, there was a fairly large gap 
between how advertisers rated media agencies 
and how media agencies rated themselves. 

While media agencies consistently rated 
themselves above expectations across all 
media competencies, advertisers were less 
effusive. 

That being said, attitudes towards media 
agencies varied significantly between media, 
marketing, and procurement professionals.

Of all three groups, media professionals - or 
those with the most media expertise - rate 
media agencies the lowest across all but one 
of the competencies (providing insight driven 
strategic planning). Procurement professionals 
on the other hand, were more positive, 
rating agencies consistently higher across 
all competencies compared to marketing or 
media professionals. 

These results speak to the rather worrying trend 
that greater media knowledge and expertise 
correlates with lower ratings for media 
agencies. Comments from advertisers shed 
more light on this issue by revealing there are 
major concerns around neutrality, transparency, 
resources and agency incentives. 

“There are clear financial incentives to promote 
and sell a certain kind of media, which takes the 
idea of the neutral agency advisor completely 
out of the picture” [Advertiser - Marketing  
Respondent].

“It has gotten back to being a bit better, still 
a long way to go. But it is not just down to 
the agencies own doing. CMO’s changing 
rapidly also makes it harder for the agencies 
to execute a well thought plan strategically” 
[Advertiser Media - Respondent].

“Incentives for agencies are misplaced, talent 
is not paid well and overworked, short term 
thinking leads and clients suffer” [Advertiser - 
Media  Respondent].
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Q3. How do you rate agencies on the following factors?

Q3. How do you rate agencies on the following factors?

All Respondents

2019 Respondents Advertiser Vs Agency Breakdown

Integrating owned, earned 
and paid media

Integrating owned, earned 
and paid media

Providing neutral and objective 
planning recommendations

Providing neutral and objective 
planning recommendations

Identifying relevant data 
fuelled insight 

Identifying relevant data 
fuelled insight 

Having a culture of media 
innovation 

Having a culture of media 
innovation 

Providing insight driven 
strategic planning 

Providing insight driven 
strategic planning 

Providing Thought 
Leadership in Media 

Providing Thought 
Leadership in Media 

2.64

2.59

2.77

2.85

2.85

2.92

2.78

2.88

2.72

2.72

2.43

3.05

3.11

3.11

3.32

2.93

3.05

3.07

Unacceptable

Unacceptable

1

1

Below 
Expectations

Below 
Expectations

2

2

Meets 
Expectations

Meets 
Expectations

3

3

Exceeds 
Expectations

Exceeds 
Expectations

4

4

Outstanding

Outstanding

5

5

Advertiser Agency
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Q3. How do you rate agencies on the following factors?

Marketing Media Procurement

Unacceptable

1

Below 
Expectations

2

Meets 
Expectations

3

Exceeds 
Expectations

4

Outstanding

5

Integrating owned, earned 
and paid media

Providing neutral and 
objective planning 
recommendations

Identifying relevant data 
fuelled insight 

Having a culture of media 
innovation 

Providing insight driven 
strategic planning 

Providing Thought 
Leadership in Media 

Comparisonof Advertiser Respondents by Job Function

2.41

2.59

2.47

2.94

2.59

3.06

2.12

2.46

2.35

2.73

2.65

2.65

2.82

3.24

2.53

3.06

2.94

3.24
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“Media agencies are factories for 
account management and provide no 
innovative or added value thinking or 

strategy and implementation”
__

Advertiser - Media
Respondent
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Question 4

The majority of respondents believe 
that marketing professionals should 
be responsible for defining the 
advertiser’s strategic approach to 
media, however, advertisers and 
agencies are divided. 

“

“

Around three-quarters (73%) of respondents 
think that marketing professionals should 
be responsible for defining the advertiser’s 
strategic approach to media, with the 
remaining quarter (24%) suggesting the media 
agency should be responsible.

These results are similar to when we conducted 
this survey in 2017, although two years ago only 
13% of respondents thought that the media 
agency should be responsible for defining the 
advertiser’s strategic approach to media. One 
reason for the increase is that nearly half of all 
agency respondents (45%) believe they should 
be responsible for defining the advertiser’s 
media strategy; an increase of nearly 10% from 
2017. This is despite advertisers standing firm 
that marketers should hold responsibility, with 
agencies as well as other partners playing more 
of a supportive role.

“Marketing strategy, of which communications 
is a part, should be done client-side. The 
agency can advise on the media strategy” 
[Advertiser - Marketing Respondent]. 

“Marketing lead, sourcing expertise from 
procurement, consultancies, and other internal 
and external stakeholders depending on need” 
[Advertiser - Media Respondent].

Comments from advertisers and agencies 
suggest that many respondents believe an 
advertisers’ strategy for media should be 
developed collaboratively, with input from 
the agency to help augment the marketer’s 
approach. 

“It should be a joint responsibility of the 
Media Agency and Advertiser-Marketing to 
align to these components at the onset of the 
relationship/ campaign” [Agency Respondent]. 

“This should be a joint effort across both 
Marketing and Procurement with the agency.  
Both parties need an understanding of what 
“effective” advertising is and how to measure 
the agency performance, buying leverage 
and other KPI’s.“ [Advertiser - Procurememnt 
Respondent]



© ID Comms 2019 Global Media Thinking Report 17

Q4. Who should be responsible for defining the advertiser’s strategic approach to media?

Q4. Who should be responsible for defining the advertiser’s strategic approach to media?

0%

0%

Advertiser
Marketing

Advertiser
Marketing

Advertiser
Procurement

Advertiser
Procurement

Media
Agency

Media
Agency

Auditor

Auditor

Consultant

Consultant

10%

10%

20%

20%

30%

30%

40%

40%

50%

50%

60%

60%

70%

70%

80%

80%

90%

90%

100%

100%

All Respondents

2019 Respondents Advertiser Vs Agency Comparison

Advertiser Agency

73%

87%

55%

5%

0% 0%0% 0% 0%

8%

45%

2%

24%

0%
1%



© ID Comms 2019 Global Media Thinking Report 18

Question 5

Perceptions of how advertisers 
currently view media shows that 
brands still remain trapped by 
traditional thinking.

“ “ 

According to respondents, advertisers are more 
likely to view media as a cost to the business; 
be focused on media buying and efficiency; see 
media as a complex headache; and view their 
media agency as a commodity supplier. 

This perception is not limited to non-
advertisers, but also includes advertisers 
themselves. In fact, we find that advertisers are 
now marginally more negative about how they 
view media compared to when we conducted 
this survey in 2017. 

This downward trajectory is concerning and 
suggests that attitudes towards media have not 
evolved in the last two years. Agencies appear 
to share this perspective, having not strongly 
changed their opinions on advertisers since  
the previous ID Comms Global Media Thinking 
survey. 

Stiil, if there is one major source of optimism 
then it can be found in attitudes among 
procurement professionals, who consistently 
rated advertiser attitudes towards media higher 
than their colleagues in media and marketing. 
The positive outlook among procurement 

professionals is encouraging and suggests 
that stereotypes of procurement as being 
overly focused on cost and efficiency might be 
diminishing in relevance. 

Like with question 3, we find a positive 
correlation between higher media knowledge 
and a more negative perception of media. 
A look back at the results of our 2017 survey 
reveals that the same was true two years 
ago, although both marketing and media 
professionals have become slightly more 
negative in their opinions since we last 
conducted the survey.

One explanation for this might lie in the 
rising complexity of media, which is leaving 
marketing and media professionals feeling 
overwhelmed and low on confidence. Unless 
brands can adapt their strategies to address 
the challenges of the modern media landscape, 
lack of confidence will likely prevail.  

Cost to the business

Focused on media buying 
and efficiency

Media as a complex 
headache

Media agency as a 
commodity supplier
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Q5.  To what extent do you agree that you have a clear vision and strategy for media 
internally?

Cost to the business

Focused on media buying 
and efficiency

Media as a complex 
headache

Media agency as a 
commodity supplier

3.04

2.64

2.89

3.01

Investment for 
growth

Focused on 
planning and 
effectiveness

Media as 
an exciting 
opportunity

Media agency as a 
strategic partner

All Respondents

0

0

0

0

7

7

7

7

Q5.  To what extent do you agree that you have a clear vision and strategy for media 
internally?

Comparison of Advertiser Respondents by Job Function

Cost to the business (1) - Investment for growth (7)

1

3

6

2

5

4

7

3.38 3.23

4.05

Marketing Media Procurement
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Focused on planning and effectiveness (1) - Focused on media buying and efficiency (7)

Media as a complex headache (1) - Media as an exciting opportunity (7)

Media agency as a commodity supplier (1) - Media agency as a strategic partner (7)

1

1

1

3

3

3

6

6

6

2

2

2

5

5

5

4

4

4

7

7

7

3.13

3.44

3.38

2.88

3.08

2.96

3.36

3.73

4.18

Marketing

Marketing

Marketing

Media

Media

Media

Procurement

Procurement

Procurement

Q5.  To what extent do you agree that you have a clear vision and strategy for media 
internally?

Advertiser Respondents Comparison by Job Function
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“Advertisers who go beyond just a 
‘strategic and thoughtful approach’ 

and spend the time to understand the 
myriad of media channels, how they do 
and don’t work, and the pros and cons 

of each, will deliver a much stronger 
marketing performance.”

__
Advertiser - Procurement

Respondent
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www.idcomms.com

Founded in 2009, ID Comms provides independent, expert consulting in the areas of Strategy, 
Operations and Auditing to the most ambitious marketers around the world and works closely with 
marketing, media and procurement teams to improve media performance.

In 2016 we launched the 7Ts®, a strategic framework empowering brands to realise competitive 
advantage in media.

Did you know that beyond the 7Ts reporting series, ID Comms have developed a proprietary diagnostic 
tool that empowers marketers to achieve media success?

7Ts MediaScore provides advertisers with the simplest yet most forensic assessment of their media 
operations, comprehensively exploring all aspects of your media activity through a simple low friction 
process and calculating your MediaScore which benchmarks your business to industry best practice. 
Your MediaScore shows you opportunities for improvement, highlights any risks to media value and 
provides a powerful baseline to measure future improvements by.

Successful global advertisers have used their 7Ts MediaScore to prioritise resources, align internal 
stakeholders behind a business case for change and enhance the performance of their
media operations.

Find out more at www.idcomms.com


