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GROWSHEET ADVERTISING PERFORMANCE 

Working on mental and physical availability has only one goal: to stimulate buying behavior. Growth is achieved by 
increasing motivation and convenience. This tool will help you determine your current advertising performance index. It’s 
a reality check that will give you real options for growth. Assign points to the KPIs and fill in your scores in the overview. 
Where do your marketing communications still have room for growth?

MOTIVATION & EASE
You can actually increase salience - the likelihood that customers think of your brand in purchase situations. Your first step is 
to formulate the strategic opportunity in your target group, by looking at motivation and ease. For motivation you’ll look for the 
individual benefit (‘what’s in it for me if I buy the product’) as well as the social benefit (‘how do other people see me if I buy the 
product’). For convenience you determine their competence (level of personal skills to buy the product) and their ability (level 
of any external hurdles preventing them buying and using the product).
Salience can be created. In formulating a strategic opportunity, motivation and convenience are crucial.
Analyse motivation and convenience for your key target groups. Then determine how large these target groups are and which 
market penetration and purchase frequency you already realize per group. Next, calculate the potential revenue per group. 
Finally, determine the most promising investment in advertising tactics in terms of behavioral change, which will result in brand 
growth.

ADVERTISING TACTICS
Larger brands usually reach the whole market more often and more easily. Smaller brands typically find this difficult or fail to 
do so in the first place. There are certain advertising tactics, however, that all brands can use to effect growth. These tactics 
focus on changing behavior in different phases in the funnel, from mass contact to individual contact.
Advertising tactics depend on the size of your brand and your budget. Make sure to consider which tactic fits best.
The tactics fit the buying curves of the brands in your category. Market penetration increases along the y-axis and is also 
known as reach in media terms. Purchase frequency increases along the x-axis, with the intensive users, or fans, located on 
the far right. The concave buying curves run from the top left to the bottom right. Visualize your buying curve and determine 
which tactics work best for you.

ELIMINATE COMPLEXITY
Remove as many obstacles that impede behaviour as possible, in distribution, the ordering process and product use.
This is a very important element in on-boarding flows and is often used in combination with persuasion tactics. Example 
include single-page checkout, Coca Cola in different volumes, the ability to by National Lottery tickets physically, with cash, 
anonymously, and in several sizes, such as 1/5 and ½.

GAMIFICATION
You can make desired behavior more enjoyable by applying principles of structured play.
This has major behavioral influence and can involve using points, badges, levels, leaderboards and challenges. Examples 
include LinkedIn, Strava and the Bacardi cocktail app for bartenders.

OWNERSHIP
This revolves around asking people what they think should happen and involving them in the solution for your 
problem.
This tactic has links with co-creation and helps you to better understand customer demand and increase involvement with a 
product or service. Examples include personalizing shoes (Adidas / Nike), assembling your own IKEA furniture, and the Linux 
open source OS.

SKILL UP
With this tactic, someone shows or guides the behavior you want to realize in a tutorial of sorts. This is an excellent 
strategy to encourage customers who are motivated but not yet able to behave accordingly.

You can skill up potential customers by training the skills they need to purchase or use the product or service. Examples 
include IKEA manuals, video tutorials that explain a product or service, or even running apps or a recipe app. 
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COMMITMENT 
This involves asking for a small favor now to secure a big favor later and can be used if it’s unlikely that you’ll 
realize the intended purchase behaviour in one go.
This is a convenience-based approach that often focuses on the masses. It’s directly linked to purchase behavior. Examples 
include trial versions, sampling, free white papers, like & win promotions.

COLLECTIVITY
Encourage customers to decide how to behave by looking at the behavior of others, which is also known as social 
proof.
The behaviour of the majority of people around you determines your own behavior. This approach is strongly driven by 
motivation and plays with the fear of missing out and fear of exclusion. Examples include the huge success of social media 
giants and the typical brand-buying behavior among teenagers.

ADDITIONAL USE
This tactic involves offering additional products or services to encourage the desired buying behavior.
It’s often used in joint promotions, where the products and services are highly relevant to each other. Examples include 
offering a free glass with a bottle of whiskey, or giving free access to music service with your mobile phone plan.

FRAMING
This tactic involves redefining desired behaviour in a more appealing way and focuses on benefits rather than 
features. This tactic engages with suggestive and implicit aspects of our decision-making process.
Framing is a powerful way to influence motivation and behaviour and can impact mass communications and individual 
communication. Examples include recasting ‘Buy 2, get 1 free, as ‘1 + 1 free’; reframing cake as a breakfast muffin, and even 
profiling terrorists as freedom fighters.

MODELING 
Looking at the model will help you understand how to behave, often featuring a high-profile, credible person to 
inspire or inform.
This too is a mass media tactic and is often used to introduce new products that customers will still have to learn to interpret. 
Examples include George Clooney for Nespresso and Jamie Oliver for Sainsbury’s.

EVOCATION
Uses and taps into powerful emotions to motivate behavior.
This is a mass-media tactic with an almost exclusively emotional message that often has the character of a ‘wake-up call’ or 
‘slap in the face’. Some examples include anti-fur, anti-fireworks, anti-bio industry and anti-smoking campaigns.
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