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Why Aren't You Looking at the Long Term 
ROI of Ads? 

 
 

A Study Of 
The Current State Of The Art 

And Opportunities For Improvement 
  
 





Long History 

•  Hundreds of academic and 
commercial studies/papers on the 
topic in the past 50 years.  

•  1970s, ‘90s, 2000’s 

•  Today, more work being done by 
modelers … less by academics  

•  More practical/mechanical, less 
theoretical 



No Unified Field Theory In Long Term 
Effects  

•  No scheme linking:  
•  Short-term effects 
•  Intermediate term effects 
•  Long term effects  
•  Buying behavior  
•  Brand attitudes  



What Is “Long Term?” 
•  Definitions vary -- from 6 months to three years – 

and everything in between 

•  The lack of accepted definition hampers standard 
measurement and analytic practices  
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Current Practice in Modeling 

•  Long-term effects are modeled, despite overwhelming 
demand for short-term studies  

•  Why do marketers look at long-term effects? 
•  When they need to justify spending on something with a low 

ROI … not to manage long-term profitable brand building 

 



How Big Is The Long-Term Effect of 
Advertising?  

•  Hard to say -- so many variables impact results  
•   Brand history, media and marketing mix, message and 

creative quality  

•  Long way from knowing the answer in aggregate  
 

•  Some evidence, however, that 2x isn’t a bad answer 



How Much Do Ad Messages & Creative 
Elements Influence Long Term Effects? 

•  You’d think creative really 
matters  

•  Some types of ads may have a 
bigger long-term effect 
•  “Branding” vs. promotional ads 

•  “Emotional” ads 

•  But that’s not uniformly true 
and some modelers really don’t 
know 



How Are Long Term Effects Modeled? 

•  Advertising has more than 
short-term sales consequences 
through the repeat-purchase 
process or baseline momentum 

 

•  Advertising builds brands 
with long-term benefits -- 
commanding a higher price,  
earning greater consumer 
loyalty,  generating greater 
profitability 

 



How Are Long Term Effects Modeled? 

•  Repeat purchase model 
(Ehrenberg, vonGonten, Hess/
Ambach, Wood) 

•  Price elasticity effects (Mela) 

•  Baseline decomposition/drivers 
model (Mela, Cain) 

•  Brand tracking (Millward-Brown/
Vermeer)  

•  Brand value (Accenture, Bera) 



How Are Long Term Model Results 
Validated? 

•  It’s a real challenge 
•  Not all the data is saved in the long 

term  

•  Some modelers wait and see what 
happens… how actuals compare to 
estimates in the long term 



Advancing The Study of Long Term 
Effects 

•  Unify definitions  

•  Advance technically – integrate purchase 
behavior and brand attitudes/perceptions  

•  Share more case studies   

•  Reinvigorate management focus on brand 
building 

•  Address validation issues head-on 

•  Keep learning! 



Thank You! 


