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Thanks for joining 
us, we’ll be starting 

on the hour…
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MEDIA REACTIONS

Meet our
Media MasterChefs

Chef Vilosha Soni
Chief Marketing Officer
PepsiCo

Chef Lorraine Landon
Head of Advertising Products & 
Solutions, SSA, Google

Chef Masego Motsogi
Managing Director
M&C Saatchi Abel

Chef TJ Njozela
Executive Creative Director, 
Dentsu Creative

Your host Sai Ajudhiya
Head of Media, Creative & 
Innovation, Kantar
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BREAKING BARRIERS
Where Media + Creative come to the table
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MEDIA REACTIONS

T H E  T WO  R EC I P E  D I L E M M A S

Brilliant idea, no reach
→ loved by creatives, invisible to audiences.

Where creative & media go wrong before the first bite

Heavy spend, bland idea
→ seen by many, remembered by none.

MEDIA REACTIONS © Kantar 2026
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MEDIA REACTIONS

And so, we have often 
shown the solution to 
this as….

BUT… this has 
inadvertently created a 
divide in how we look 
at the two. 

50%
Media

50%
Creative

© Kantar 2026
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MEDIA REACTIONS

E F F E C T I V E N E S S  
H A P P E N S  W H E N

CREATIVE  

(form + meaning)

AND

MEDIA  

(force + momentum)

move in a dynamic balance, 
each carrying the seed of the 
other.

MEDIA REACTIONS © Kantar 2026
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MEDIA REACTIONS

YIN 
CREATIVE  

Creating meaning –    form, 
depth, narrative, symbol and 
memory.

YANG 
MEDIA  

Propelling meaning – energy, 
reach, distribution and 
consumption.

MEDIA REACTIONS © Kantar 2026
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MEDIA REACTIONS

T H E  M U L T I P L I E R  E F F E C T S  F R O M  I N T E G R A T E D  E N D - T O - E N D  
E F F E C T I V E N E S S  P R O G R A M M E S  A R E  H U G E

Source: Kantar from LINK, CrossMedia, LIFT ROI data base and Meaningful Different Framework

Likelihood of 
short-term sales 

increase

Early stage idea 
development

ROMI
profit

Early stage 
creative 

development

Campaign 
contribution to 

brand equity

Campaign 
contribution to 

brand equity

Customising 
content for 

context

ROI

Optimising balance 
of full marketing mix

Volume share high vs. 
low brand

equity brands

Brand equity 
growth

Media channel 
allocation 

optimisation

+25%
x4

+57%

+40%
x9

x3

© Kantar 2026
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MEDIA REACTIONS

T H E  C R E AT I V E  A N D  M E D I A  D I V I D E

To realise the full taste of our work, integration has to be the base of the recipe

7x
Ads placed in highly 
receptive environments 
deliver 7x the brand impact 
compared with 
low-receptivity settings.

1in3
TV ads underperform 
when placed in digital 
environments. 

43%
Of marketers globally say 
that they aren’t confident 
that their brands are 
tailoring content to context.

Source: Kantar from LINK, CrossMedia, LIFT ROI data 
base and Meaningful Different Framework
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MEDIA REACTIONS

S O  L E T ’ S  C H A N G E  
O U R  C H A R T  
S L I G H T LY …

45%
Media

45%
Creative5%

Media

5%
Creative

MEDIA REACTIONS © Kantar 2026
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MEDIA REACTIONS

I N  A P P LY I N G  T H I S ,  

let’s consider five tensions 
as our core framework

YA N G  |  M E D I A Y I N  |  C R E AT I V E

Spark Scale

Story Sequence

Signal System

Craft Context

Consistency Surprise

© Kantar 2026
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S PA R K  &  S C A L E

T H E S PA R K
An idea people feel.

T H E S C A L E
Precision to grow that feeling.

E F F E C T I V E N E S S  C U E
Fame + mental availability 

– did the spark travel?

G E T  Y O U R S  N O W !

MEDIA REACTIONS © Kantar 2026
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MEDIA REACTIONS

S PA R K  &  S C A L E
Best in Class  |  Nando’s

© Kantar 2026
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MEDIA REACTIONS

Neutral

Positive

Negative

Ad receptivity

Brand impact
A D  EQ U I T Y  
M AT T E R S :

© Kantar 2026
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MEDIA REACTIONS

O N L I N E  
C H A N N E L S  
D O M I N AT E
being perceived as serving 
lots of advertising

The only offline channel to 
make the top ten is 
broadcast TV.

67

54

69

53

52

53

51

50

51

47

50

58

36

36

38

42

32

38

39

34

36

27

23

35

20

34

34

31

33

34

33

37

34

26

44

44

40

34

43

37

35

38

37

35

OLV

SM news feeds

Broadcast TV

Video streaming

SM stories

Online/mobile games

Social commerce

Display

Music streaming

Influencers content

Ecommerce

TV streaming

OOH

Online sponsored events

Digital OOH

TV sponsorship

Sponsored events

TV/OLV product placement

Radio

POS

Podcasts

Online newspaper/magazine

Above average

Average

Below average

© Kantar 2026
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H OW E V E R ,  
traditional mediums 
continue to be 
preferred channels for 
consuming advertising

Consumer ad equity ranking – all media channels

1 
Out-of-home ads

(-)

2

Digital out-of-
home ads

(+1)

3

Sponsored 
events

(+1)

4

Point-of-sale

(-2)

5

TV sponsorship

(-)

6

Online 
sponsored 
events
(NEW!)

7

Magazine

(-)

8

Cinema

(-)

9

Radio

(-2)

10

Broadcast TV

(+1)
Change in rank from 2024

© Kantar 2026
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MEDIA REACTIONS

A N D
while there is some 
common ground 
between marketers 
and consumers, there 
is still a disconnect, 
especially when it 
comes to OLV

Consumers

1 
Out-of-home ads

(-)

2

Digital out-of-
home ads

(+1)

3

Sponsored 
events

(+1)

4

Point-of-sale

(-2)

5

TV sponsorship

(-)

Marketers

1 
Digital out-of-
home ads

(+2)

2

Sponsored 
events

(+2)

3

Social commerce

(-2)

4

TV/OLV product 
placement
(+7)

5

OLV

(+6)
YOY consumers

© Kantar 2026
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MEDIA REACTIONS

I N  FAC T
marketers are moving 
away from high reach 
offline channels

 

 

 

2023 2024 2025

R A D I O

#9
Consumers ad receptivity rank

#10
Consumers ad receptivity rank

 

 

 

2023 2024 2025

B R O A D C A S T  T V

Marketers ad receptivity

© Kantar 2026
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I T ' S  A L L  A B O U T  M I N D S E T  
A N D  N E E D S TAT E

Restaurant dinner

Girl dinner

vs

MEDIA REACTIONS © Kantar 2026
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O N L I N E  
C H A N N E L S

have unfortunately 
defined the status quo 
of offering poorer 
quality advertising to 
offline

Better quality

Innovative

Capture my attention

Too much advertising

Intrusive

Dull and boring

Repetitive

Excessive targeting

Something I try to ignore

Trustworthy

Relevant and useful

Fun and entertaining

Offline channels

Online channels

© Kantar 2026
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Lorraine’s answer to Q1 here

How is Google intentionally designing advertising products and ecosystems to act as 

creative partners – not just delivery mechanisms; and what does that mean for how creative 

ideas should be developed from the outset?

© Kantar 2026 
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S TO RY  &  S EQ U E N C E

S T O R Y
Gives memory structure 

(characters, rituals, assets).

S E Q U E N C E
Sequences the story across channels 

and time (flighting, formats).

E F F E C T I V E N E S S  C U E
Sequenced exposures that build 

narrative, not random impressions.

MEDIA REACTIONS © Kantar 2026
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MEDIA REACTIONS

S TO RY  &  
S EQ U E N C E

Best in Class

Carling Black Label

© Kantar 2026
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MEDIA REACTIONS

B R A N D  L I N K AG E  
A N D  
AT T R I B U T I O N  

Weak brand linkage means 
higher media spend is 
needed to achieve cut-
through and memory 
structures.

If the content is enjoyed 
and remembered, YOU 
aren’t being credited 
for it.

Strong brand linkage drives short- 
and long-term sales

41%

55%

67%

Low branding Medium branding High branding

% Of cases seeing a short-term sales rise

© Kantar 2026
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B R A N D I N G  
P R I N C I P L E S 1 

The brand needs to be 
central to the story. Keep in 
mind the additional 
messaging required around 
variants. 

2 

Subliminal brand cues e.g. 
colour. Are we building iconic 
brand cues?

3 

Does the character or the 
brand take the credit?

4 

Are we creating any 
anticipation for our brand 
reveal?

5 

Has the brand facilitated any 
notable change or 
transformation?

6 

Have you shown your 
product in use? 

© Kantar 2026
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MEDIA REACTIONS

H OW E V E R ,  

marketer’s don’t feel 
confident that they’re 
getting integration right

Marketers’ view of integration 
across screens

2017

2025

64%

89%

© Kantar 2026
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C O N S U M E R  
S E N T I M E N T S
on brands’ campaign 
integration is positive

Branding is not an afterthought, it’s 
the connective tissue that makes 
creative work memorable, 
persuasive, and effective.

80

76

80

81

80

67

66

66

70

66

Across all of the ads

Between online and offline ads

Between different offline ads

Between different online ads

Across different ad campaigns over time

Advertising equity Global beanchmark

Q. How well do the ads you see from most brands fit together across different ad formats? © Kantar 2026
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MEDIA REACTIONS

100

208

334

1-2 media channels 3-4 media channels 5+ media channels

C A M PA I G N S  
L E V E R AG I N G  
S E V E R A L  M E D I A  
C H A N N E L S  A R E  
M O R E  
E F F I C I E N T

Indexed campaign contribution by number 
of media channels deployed in the campaign

Contributions

© Kantar 2026
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SY N E R GY
is becoming increasingly 
important to multimedia 
campaign performance

Pre-2020 2020-2025 Q3

35% 43%

© Kantar 2026
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VIDEO PLACEHOLDER 3. What advice would you give marketers and agencies 

looking to build more collaborative, high impact media and creative partnerships, 

especially in today’s fragmented media landscape

© Kantar 2026  | 31
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QUESTION 1. From your experience, where do you see the strongest 

intersection between media strategy and creative thinking – and where do 

brands still get it wrong?

MASEGO ENTIRE ANSWER 

TJ – UNTIL 01;36 PLUS from the beginning of his answer at 2:58 until 3:27.PLUS from beginning 4:34 until 5:38.

VILOSHA ANSWER

© Kantar 2026  | 33
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MEDIA REACTIONSMEDIA REACTIONS

S I G N A L  &  SYS T E M

S I G N A L
Distinctive brand assets (sonic, 
visual, verbal) that cut through.

S Y S T E M
Context, environment, and 

adjacency that sharpen 
signal-to-noise.

E F F E C T I V E N E S S  C U E
Distinctiveness in context 

– can we identify the brand in 
1 – 2s?

© Kantar 2026
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S I G N A L  &  
SYS T E M

Best in Class

McDonald’s

© Kantar 2026
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MEDIA REACTIONS

I N  T H I S  ‘ E X P LO S I O N  O F  E V E RY T H I N G ’,  B R A N D S  N E E D  I M M E D I AT E  
R EC O G N I T I O N  

CONSUMERS’ LIVES BRAND 
STORIES

COMMUNICATIONS THE MEDIA 
LANDSCAPE

MARKETING TEAMS DATA
 STREAMS

© Kantar 2026
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POWERSALIENCE

A  S T R O N G  
I M P R I N T
boosts brand equity by 
increasing salience

Brand Imprint Index
High vs. Low

+76%+52%

© Kantar 2026
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T H E  ‘ 3  C s ’  O F  S T R O N G  B R A N D  A S S E T S

C L A R I T Y
Simple and connected use of 
colour, design and phrasing.

C O N S I S T E N C Y
Consistent deployment over time, 

across channels and products – 
drawing on heritage where relevant.

C O M M U N I C AT I O N
Reinforcement of relevant brand 

messaging.

Brand Imprint: Building your distinctive assets for SuccessMEDIA REACTIONS © Kantar 2026



The building blocks of brand assets

Shape, Pattern 
and Colour

MEDIA REACTIONS © Kantar 2026



Heinz
A.I. Ketchup

© Kantar 2026
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MEDIA REACTIONSMEDIA REACTIONS

C R A F T  &  
C O N T E X T

C R A F T
Turns strategy into arresting 
sensory detail (casting, edit, 

typography).

C O N T E X T
Chooses placements where that craft 

earns disproportionate attention.

E F F E C T I V E N E S S  C U E
Attention quality – did context 

amplify the craft?

© Kantar 2026
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C R A F T  &  
C O N T E X T

Best in Class

Checkers Sixty60

© Kantar 2026
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MEDIA REACTIONS

LO O K  AT  T H E  F O R E S T !

© Kantar 2026
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We just can’t help ourselves…

People like drama… but it 
needs to be the right kind 
of drama!

© Kantar 2026
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MEDIA REACTIONS

C O N T E N T  W I T H  
E M OT I O N  
G R A B S  O U R  
AT T E N T I O N ,  
E V E N  O N L I N E

Ads that evoke stronger 
emotions…

20

53

83

Low Med High

Generate more impact

28

53

74

Low Med High

More likely to go viral

33

55

79

20

51

82

Low Med High

Drive more short-term 
sales and long-term brand 

equity

Persuasion Power contribution

Source: Kantar global Link database for digital videos © Kantar 2026
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CONTENT CREATORS 
OFFER US THE TOOLS TO 
CREATE THE DRAMA

Creator economy in 
2024 

A meteoric rise in spending on 
Creators: an army of ‘littles’

By 2028

$24bn 2x growth

© Kantar 2026
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T H E  T R I C K  
is to know when and how 
to use it as influencer 
content, especially as it
contributes to salience and 
consideration

Average brand impact 

(% change between those exposed 
to the campaign and those 
unexposed).

15,8

12,4

1,0

4,5

2,3

7,7

3,4

14,0

13,1

1,7

7,4

3,0

9,0

2,5

Top of mind brand
awareness

Unaided brand
awareness

Aided brand
awareness

Online ad
awareness

Brand
favourability

Message
association

Consideration

Influencer content Digital ads

© Kantar 2026
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23%
26%

43%

Branded only content Creator only content Overlap of branded + creator

T H E  S W E E T  
S P OT
is when creator content 
connects with social 
advertising

1.7x

%
 C

o
n

tr
ib

u
ti

o
n

 t
o

 s
al

es
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Lorraine, Question 2

In a world of automation, AI-assisted creation and constantly evolving formats, what mindset 

shifts or capabilities do marketers and agencies need to truly unlock creativity within modern 

platforms?​

© Kantar 2026  | 50
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MEDIA REACTIONS

T H I S  M A K E S  U S  
A L L  
C U S TO D I A N S
of preserving the essence of 
the brands we work on 
because…

© Kantar 2026
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Question 4. If you had to fix just one thing in how media and creative teams currently 

work together, what would it be – and why?​

© Kantar 2026  | 56
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Questions for our
Media MasterChefs?

Chef Vilosha Soni
Chief Marketing Officer
PepsiCo

Chef Lorraine Landon
Head of Advertising Products & 
Solutions, SSA, Google

Chef Masego Motsogi
Managing Director
M&C Saatchi Abel

Chef TJ Njozela
Executive Creative Director, 
Dentsu Creative

Your host Sai Ajudhiya
Head of Media, Creative & 
Innovation, Kantar
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