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Welcome to the 101 Knowledge Sessions
▪ Please be aware this session is being recorded.

▪ Time doesn’t permit questions on the day, but if you do have one, please put it 

in the chat box and we will come back to you after the session.

▪ All attendees will be sent a copy of the slides within 48 hours and we will let 

you know when the recording has been published on our website.

▪ To find out more about the benefits you have access to through your 

company’s ISBA membership please visit isba.org.uk 

▪ Please register on our website to view the recording of this session and our 

previous 101 sessions and other content.



About me and why I’m here today.. 
Pete Davis – MD & Founder of Getmemedia

Spent 10 years client side for Nestle. Working in 

Sales and Marketing.

Nestle’s Media Controller for 5 years (Spend 

£45m).

Founded Getmemedia.com and have worked on 

over 1,000 briefs.

Work closely with ISBA on all 101’s and the Media 

Foundation Certificate mentor.

Act as a Consultant media controller and pitch 

manager for a number of businesses. 



Introduction & Objectives

▪ Welcome to a new year of ISBA 101 sessions! 

▪ The sessions are for ISBA members and all marketing and media related employees. 

▪ Key objectives of the sessions as a whole are:

• To understand the strategic role of media, advertising, and communications.

• To learn how they contribute to business success.

• Discuss key industry trends and best practices.

• To learn how communication shapes brand perception and engagement.

• To educate and inspire!



Across the year we’ll cover emerging 
trends in Media & Communications

▪ Key Trends Shaping the Industry:

• AI in media planning and creative automation.

• Growth of retail media (Amazon, Tesco Media).

• Changing consumer behaviours (Gen Z, TikTok).

• Ethical & sustainable advertising.

▪ What This Means for Advertisers: Adaptability and future-proofing strategies.





Steering 
Group 
Priorities 
2025



Leadership Objectives 2025

Defining and 
leading on 

Commerce media

Addressing the 
Marketing skills 

gap

Evolving 
media 

landscape 
education

Responsible media Re-unification of 
Media and Creative
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Media 
effectiveness and 
consumer insights



Anyway, back to today and why
Media & Communications Matter

▪ Effective media and communications are at the heart of successful brands and organisations. 

▪ The way we shape narratives, engage audiences, and leverage insights determines our impact. 

▪ This session will explore how strategic media and communications drive business success using real-

world case studies as evidence.

Key Themes to look out for are:

  The power of insight-driven marketing

 The impact of multi-channel strategies

 The role of storytelling in brand building

 How data shapes effective communication

 The need for consistent brand messaging



The Strategic Role of Media, 
Advertising & Communications

▪ Media and Communications are the Backbone of Organisations

They shape brand perception and internal engagement.

They impact on business success and customer trust.

▪ Definitions for today (101)

Media: Where messages are placed (paid, owned, earned).

Advertising: Brand storytelling and audience engagement.

Communications: Reputation management, PR, and customer engagement.

All of the above matter as they connect brands with the right audience, building trust, and driving 

sales.



Case Study
Yorkshire Tea:
“Where Everything’s Done Proper”

Source:WARC



Yorkshire Tea ‘Where everything’s done proper’

▪ Yorkshire Tea had a proper dream. To go from number three to number one in the black tea 

market.

▪ It looked almost impossible. The tea category was shrinking, the incumbents were powerful, and 

buyers were loyal to them.

▪ But by identifying a proper creative platform and then applying it consistently over time (7 years), 

the brand slowly worked its way towards that ambitious goal.

▪ Continuously advertising Yorkshire Tea as the place 'Where everything's done proper' gradually 

increased volume share from 18% to an astonishing 33%, all while maintaining the brand's 

significant price premium versus competitors.

Source:WARC
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Yorkshire Tea summary

Yorkshire Tea climbed from number three in the market to take the top spot by applying a long-term, 

consistent approach to its marketing in the UK.

▪ Continuously advertising Yorkshire Tea as the place 'Where Everything's Done Proper' gradually 

increased volume share from 18% to 33%, while still maintaining the brand's significant price 

premium versus competitors.

▪ The extended activity resulted in Yorkshire Tea selling a billion extra teabags over the last four 

years of the campaign and ultimately knocking PG Tips off the top spot in 2022.

▪ Key Learning:

A long-term media and communications strategy strengthens 

brand position and drives growth.

Source:WARC



Case Study
British Red Cross: Making our Mark
'Here for Humanity'

Source:WARC



British Red Cross: Making our Mark

Source:WARC



British Red Cross: Making our Mark
Challenge/Background

▪ Charitable donations had declined 40% since 2015. The British Red Cross needed 

to raise £3.6M with a modest £1.3M budget while competing with cause-specific 

charities.

Insight

▪ Although widely recognized, people didn’t fully understand what the Red Cross 

did. Enhancing clarity and emotional connection could drive donations.

Solution

▪ The ‘Here for Humanity’ campaign used real crisis footage and the iconic Red 

Cross emblem to showcase responders in action. Channels included YouTube, 

social media, podcasts, and digital out-of-home.

Source:WARC
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Indicating the parallels 
between high-profile 

International disasters on 
the news, and the human 

response of the Red 
Cross emergency 

responders.

Source:WARC



Results and Key Learnings

▪ Consideration to donate doubled, increasing by 1.1%.

▪ Trust improved by 3%, relevance by 1%, and ad awareness by 4%.

▪  The campaign raised £4.2M, exceeding the original £3.6M target.

▪  Regular donor numbers grew by an impressive 500%.

Key Learning

Effective storytelling and clear brand positioning increase 

engagement and donations.



Case Study
Guinness
Effectiveness in Black and White

Source:WARC



Guinness – Effectiveness in Black & White

Challenge/Background

▪ The beer market was struggling, with mainstream brands losing relevance. COVID-19 further 

devastated the hospitality industry, forcing closures and reducing beer sales. Guinness 

needed to expand its appeal and drive growth despite the uncertainty.

Insight

▪ People viewed Guinness as too niche—reserved for specific occasions and audiences. To 

drive growth, the brand needed to make Guinness more inviting, relevant, and top of 

mind for "the first pint" when pubs reopened.

Solution

▪ Guinness doubled down on brand-building while competitors cut back, reinforcing its 

cultural significance and distinctiveness. A new media model helped broaden reach, 

making the brand more accessible and aspirational.

Source:WARC
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Guinness – Effectiveness in Black & White

Results & Key Learnings

▪ The brand became the UK’s best-selling pint for the first time.

▪ Net Sales Value (NSV) grew by 30% in both Great Britain and Ireland.

▪ The campaign delivered strong revenue ROIs, achieving 1.89 in GB and 3.22 in 

Ireland.

▪ Results demonstrated the power of investing in brand equity, even during 

challenging times.

Key learning

Investing in brand-building, even in tough market conditions, 

drives long-term growth.

Source:WARC



Case Study
CALM: The Last Photo

Source:WARC



CALM – The Last Photo

Challenge/Background

▪ Suicide rates were rising, particularly among young women, following the pandemic and cost-

of-living crisis. CALM (Campaign Against Living Miserably) needed to drive national 

awareness and prevent suicides by highlighting that suicidal signs are often invisible.

Insight

▪ Bereaved families consistently said, “We just never saw it coming.” The campaign needed to 

challenge the assumption that suicidal individuals always look distressed, showing instead that 

they can appear happy in their last photos.

Solution

▪ CALM partnered with ITV to launch The Last Photo, an exhibition of smiling final images of 

people who died by suicide. The campaign spanned TV, cinemas, social media, 

influencers, and press, with a strong call to action directing people to CALM’s helpline.

Source:WARC
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Results and Key Learnings

• The campaign generated 405 media placements, reaching nearly 1 billion 

impressions and sparking 5.9 million social conversations.

• It had a direct impact, with 161 suicides prevented.

• Website engagement surged, attracting 101,887 visitors, with 80% being new 

users.

• Social media followers grew by 1,874%, significantly expanding the potential donor 

base.

Key learning: 

A well-executed multi-media approach amplifies engagement, raises 

awareness and drives meaningful action.

Source:WARC



Case Study:
Heinz x Absolut = Absolutely Heinz

Collaboration Case Study

Source:WARC



Heinz x Absolut – Absolutely Heinz
Challenge/Background

After the pandemic, pasta sauce sales declined due to fewer home-cooked meals. Heinz needed 

to reignite consumer interest, while Absolut sought new drinking occasions beyond traditional 

cocktails.

Insight

TikTok trends influence modern eating habits. Penne alla Vodka was one of the most 

searched recipes, with viral roots from influencer Gigi Hadid. A Heinz x Absolut collab could 

tap into this momentum and drive cultural relevance.

Solution

The brands launched a limited-edition Heinz x Absolut Vodka Pasta Sauce, leveraging nostalgia 

from Absolut’s iconic ‘80s print ads. The campaign featured influencers, billboards, and 

fashion magazine partnerships to maximize social and earned media.

Source:WARC
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Heinz x Absolut – Absolutely Heinz
.

Results & Key Learnings

• The campaign generated 500M+ earned media impressions, amplifying brand 

reach.

• The hashtag #AbsolutelyHeinz went viral, driving massive social engagement.

• The product sold out instantly and became a category leader.

• The success demonstrated the power of social-listening-led product innovation.

Key learning

Leveraging social listening and trend-driven innovation creates cultural 

moments and drives consumer demand.

Source:WARC



6 Key Takeaways for this Session
1. Insight Drives Impact – The best campaigns start with a deep understanding of audience 

needs and behaviours.

2. Long-Term Commitment Wins – Consistency in messaging (Yorkshire Tea, Guinness) 

leads to market dominance.

3. Purpose-Led Communication Matters – Brands that connect emotionally with consumers 

(Vanish, Red Cross) drive engagement.

4. Invest in Brand Even in Downturns – Cutting back on media spend in difficult times is a 

lost opportunity (Guinness).

5. Multi-Channel = Maximum Reach – The best campaigns leverage TV, social, digital, and 

experiential to reinforce their message (CALM).

6. Culture & Trends Create Opportunities – Tapping into real-time social trends (Heinz x 

Absolut) leads to viral success.

Source:WARC



Final Thoughts: The Role of Media & 
Communications in Your Organisation

▪ Great marketing isn’t just about what brands want to say—it’s about what audiences need to hear.

▪ Strategic, insight-driven communication fuels engagement, growth, and long-term brand 

success.

How will you apply these opportunities in your own organisation?

Source:WARC



And finally .. Sometimes great work is 
just great work! 





Thank You

Pete Davis
pete@getmemedia.com



Next 101 Sessions

Visit www.isba.org.uk/What’s on to book on these sessions.

12.2.2025 The role of Media & Communications in your Organisation LIVE - 101 CALENDAR

26.2.2025 Delivering Audience & Brand Insights LIVE - 101 CALENDAR

5.3.2025 Building a Brand Purpose RECORD

19.3.2025 The Value of Innovation and Renovation of your Brand RECORD

12.3.2025 How to Produce & Write an Effective Media Brief LIVE - 101 CALENDAR

26.3.2025 How to Produce & Write an Effective Creative Brief LIVE - 101 CALENDAR

7.5.2025 Working with a Media Agency and Understanding Media Jargon LIVE - 101 CALENDAR

9.5.2025 Understanding the Media Planning Process LIVE - 101 CALENDAR

14.5.2025 Understanding Media Weighting, Phasing and Evaluating Media Plans LIVE - 101 CALENDAR

23.5.2025 Delivering Accountability in Media RECORD

6.6.2025 Understanding Marketing Mix Modelling (MMM) RECORD
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