
155 Dow Street, Suite 300  |  Manchester, NH 
(603) 647-8606  |  EVRadvertising.com

10Communication

TRENDS You Need
to Know



Ten Communications 
Trends You Need to Know

1
Brand is still the main 
podium on the stage
Brand is above all. Period.

Modern technology has changed the tools, tactics and channels, but brand equity 
remains the indispensable launching pad for all marketing communications.

In a new world of personal customization and multiplied choices, we have more 
information than ever and less time to absorb it. So our decisions rely more than 
ever on associations and symbols. And that’s what brand is – the emotional feeling 
and trust we have before the buying decision moves into the rational realm. 

Products have life cycles; brand lives on. It’s the most important asset on the 
company balance sheet.

The Coca-Cola logo is 
recognized by 94% of 
the world population; 
only 84% of adults and 
89% of children can 
read.  

—Coca-Cola; CIA 
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Content is the new PR
Content is the currency that web visitors seek.

The art of public relations has always been about creating and telling stories. Now, 
global interconnection has upped the ante. Content marketing should no longer be 
considered an “additional” part of marketing strategies. It is central to brand building, 
lead generation and new customer acquisition. 

The impact of “Earned” content.

Content is delivered in three forms: Paid, Owned and Earned. However, in a world in 
which we are inundated with information, it’s the content that comes from experts that 
we trust the most.

67% of B2B marketers 
say their organizations 
are effective at content 
marketing. 37% of 
B2C marketers have a 
documented content 
marketing strategy, up 
from 27% in 2015.

-Contently Marketing
Institute, 2016
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What’ll it be today?

The social media landscape is changing every day, making it hard to decide 
how to best invest your time, effort and money. Which social channels are 
gaining momentum and which will soon be known as a fad (see MySpace, 
Google+, Friendster, etc.)? 

What’s Next?

What we do know is that Facebook has shown staying power across all age 
groups. Snapchat continues to grow quickly (see chart), along with Twitter’s 
news watching options. More specific platforms, such as Twitch, have found 
their place within niche communities. Other platforms continue to add new 
options, such as Instagram’s new story feature, which has been growing 
consistently in popularity. 

Social media is fickle

Total Population 12+

— The Infinite Dial, 2016
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Social Channels We 
Use the Most
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Dun & Bradstreet 
Report predicts 
almost 70% of B2B 
marketers plan to 
increase spending 
on programmatic 
advertising in 2017.

-Search Engine Watch, 2016
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“Programmatic buying is becoming more popular as marketers increasingly 
take an audience-centric approach to their display ad buys,” said eMarketer 
senior analyst Lauren Fisher. In 2017, ZenithOptimedia Programmatic Marketing 
Forecasts predicts programmatic will grow by 31%, faster than social media (25%) 
and online video (20%).

During the past year, mobile has come forward as a key driver of programmatic’s 
growth. According to Global Mobile Consumer Trends Research, individuals 
check their phones around 40 times per day, with more than 78% of the global 
consumers owning smartphones.

Mobile overtook desktop programmatic ad spending last year, and this year, 
mobile programmatic ad spending will grow 65.7% to $17.70B, far exceeding 
desktop spending levels.

Programmatic continues 
climb to the top
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By 2017, 
programmatic mobile 
video ad spending will 
reach $3.89 billion, 
representing 51.0% of 
total programmatic ad 
spending in the US.

-eMarketer, 2016
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The way people consume content is changing. Video is becoming the best way 
to reach online browsers and that trend is forcing marketers to re-think how 
they connect with their target audiences. A 2015 Unruly study found that almost 
three-quarters of senior agency and brand marketers were shifting their digital 
video ad budgets toward programmatic.

This shift has started to impact traditional channels. According to the Unruly 
survey, 60% of respondents are moving TV ad investment to programmatic 
video. In the U.S., 43% of companies now purchase more than 40% of their 
digital video ads programmatically.

The move to digital and programmatic video advertising is changing 
expectations. More strategic KPIs are called for because companies want to 
know a more exact value of their investment. Unruly found that most companies 
are calling for “more verified engagement metrics,” such as viewability, 
completed views, views and interaction rate.

Video is the new gateway 
for reaching customers 
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TV is still the  
traditional king
According to a 2015 AdWeek article examining a MarketShare study, “...TV advertising 
effectiveness remained steady during 2009-2014 and out performs digital and offline channels 
at key performance metrics like sales and new accounts.” 

Delayed viewing won’t reduce ad viewing...

Although it’s often rumored, delayed viewing of television through a recording player doesn’t 
negatively affect your ad’s number of views. According to research by Nielsen and Magna Global, 
only 50% of U.S. households have recording capabilities and of that percentage, only 10% of 
all television consumption is via recording. Further, only 65% of those shows are fast-forwarded 
through the ads, meaning only 3% of total TV ad impressions are avoided through fast-forwarding 
ads. This small percentage is outweighed by the continued consumption of television across all 
demographics.

...but streaming could.

Streaming still remains a prominent threat, as 46% of millennials choose to watch shows after they 
air. This plays into the phenomenon of binge watching, with over 42% of viewers binge-watching 
multiple episodes one to two times per month.

“Multiplatform TV 
deserves much more 
credit than we had 
been getting when 
you look at the 
metrics that long-
form video actually 
drives.” 

- Geri Wang,
ABC Ad Week, 2015
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While there are more “radio” options these days, including streaming and online radio platforms, 
you may be surprised to know that local AM/FM radio has largely retained its presence as a 
media influence in people’s lives over the last decade, second only to television in prevalence. 
Two-thirds of traditional radio listening still occurs away from home, largely in automobiles. 

Exceptional performance is noted for automotive, retail and impulse products. According to a 
2015 study by Nielsen Catalina Solutions, radio advertising has the possibility to generate up to 
$17 for ever dollar spent from listeners who are exposed to advertisements. 

There is a misconception that traditional radio should only be used to target older demos 
because Millennials are spending all their time on their devices. While online radio platforms are 
becoming increasingly prevalent, 93% of Millennials are still reached by AM/FM radio each week. 

The message in all of this? There are marketing scenarios for which radio is very effective. 
Brands should not consider online and streaming platforms as a threat to AM/FM radio, but as 
complementary facets of the media mix used to reach their target audience. 

Radio is under assault, 
but is still effective

93% of Americans  
use or own an AM/FM 
radio and the average 
radio advertiser makes 
their money back 6.2 
times over.

- Neilsen, 2015
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Lead generation goes 
beyond the lead
Building a better pipeline.

Brand recognition and awareness are important, but at the end of the day we 
need customers. Improved data and analytics now illuminate the digital customer 
journey, allowing for ongoing analysis of online behavior across the web and social 
media, and helping us to better connect with consumers. 

We can now track and report on interactions well beyond the traditional company 
website. By leveraging an agile mix of marketing tactics, we can widen the 
company sales funnel to include more digital and social real estate. This allows 
marketers to focus on the “walled gardens” where consumers congregate online.

At the same time, the funnel is expanded in order to turn more marketing qualified 
leads (MQLs) into sales qualified leads (SQLs) that ultimately provide more new 
customers to your physical or digital store front.

Companies that excel 
at lead nurturing 
generate 50% more 
sales-ready leads at 
33% lower cost.

—Forrester Research, 2013

Awareness

Interest

Intent

MQL

SQL

Opportunity

Sale
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According to The Radicati Group, with 3.7 billion accounts worldwide and more than 100 
trillion messages sent a year, email remains the dominant way of sharing information. It’s 
estimated there will be 4.1 billion email accounts sending/receiving over 319.6 billion emails 
per day by the end of 2021. 

With customers always on the move, email remains a cost-effective and efficient way to reach 
the masses. Today, approximately 56% of people open their email on their phone or tablet. 
This means your customers have the ability to access your message no matter where they are.

Email is inexpensive, targeted, immediate and profitable. And it is also underutilized by most. 
Gleanster Research reports that half of all leads aren’t ready to buy. Email provides companies 
the opportunity to nurture these leads with brand reminders, rewards offers or cost-saving 
deals with the goal of turning that lead into a conversion.

Email remains 
a mainstay

Last holiday season, 
34% of (email) 
conversions came 
from mobile phones.

-Entrepreneur, 2017
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79% of direct mail is 
opened by recipients; 
this even includes 
junk mail.

- Direct Marketing
Association, 2015

Direct mail is more 
effective than ever
Whenever we discover shiny new toys, we are quick to discard the old. But 
marketers who have tossed direct mail onto the scrap heap should look again. 
With everything going online, there’s more clutter in our inbox than our mailbox. 
It’s practically a novelty now to receive a personal letter via snail mail. That means 
less volume and higher message penetration. According to a 2015 study by the 
Direct Marketing Association, the average response rate for direct mail is now 
3.7%, well above what we used to expect.

Okay, we get it—people get their mail and even open it! What does that mean 
for business? A 2015 study by MarketingSherpa reported that 54% of respondents 
said they would prefer to recieve updates and promotions from stores they 
frequent by direct mail. The United States Direct Marketing Association states 
that direct mail campaigns offer on average an ROI of 18-20%. (Offering mail 
provides a sense of tangibility not offered by email.)

Direct mail isn’t back. Turns out it never went anywhere. 
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