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Designed for real world conditions



Performance Mindset1

2

3

4 

Platform targeting 
capabilities

Always on Evaluation

Today

Optimisation



3,000+ Campaigns.

.

. 
Accelerate savings for adults, childrens, 
health, waste….

Reducing cost per outcome

CAN
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Communication Principles

Inclusive

Always saving

Nothing without data

1

2

3 

● 90+% of audience reached
● Human + Physical + Digital
● Stories

● £s saved per £ spent
● Your Media Estate + Paid
● Connected Campaigns

● Reached?
● Outcomes?
● Savings?
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Strategic

Savings
Targets

Modelling
Investment
Reporting

Tactical

I need a:
Video

Press release
Social media post

Leaflet
Campaign

Can you just….

G.T.
Framework

Questions

How will we know this 
has worked?

What happens if we 
do nothing?

What do we need to 
see in 3/6/9 months?
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Performance
(Savings)

Publisher
(Content creation)

Questions

How will we know 
this has worked?

What happens if we 
do nothing?

What do we need to 
see in 3/6/9 months?

G.T.
Framework
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Evaluation
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Insight - Channel choice
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Insight - Channel choice
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Insight - Channel choice

Channels Cost per click

Paid Digital £0.29

All other paid £81.71
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Insight - Channel choice

2.7?
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Insight - Channel choice

27?
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Insight - Channel choice

277x
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Insight - Channel choice
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Common

Paid channels that 
do not work

Stuff 
that 

works
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Towards

Stuff 
that we 
know 

does not 
work

Stuff that works
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Paid Digital
Avoid

● Targeting

● Reach

● CPC

● Alternatives
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Paid ATL
Avoid

● Low Targeting

● Low Reach

● Low Measurability

● High Waste

● High CPO

= Fewer outcomes for 
your budget
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Your free 
estate

● Physical

● Digital

● £100k+ pa

● Priority campaigns

● Always on

● A/B test

● Audience building

● Low budget - SL

● Diffuse
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Direct mail
● Digital divide

● Low income

● Grudgingly Digital

● Statutory

● Map

● Service data

● Every priority 
campaign
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Basic
Amplification 
mix

● Owned

● Direct Mail

● Google

● Meta

● Snapchat



Platform 
Targeting 
Capabilities
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https://docs.google.com/spreadsheets/d/1mLaU3x6dS95q-wy_zwtVhwr3PwsTOIfcao5RbPHLu9E/edit?usp=sharing
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What and 
when?
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What and 
when?
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UX
(landing pages)
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UX
In Platform
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Measure in 
real time

● Low friction

● 5X

● Quality
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Funnel

Reach - 90+%

Frequency - 52x 

Interact

Remarket

Simple complete

OPTIMISE



Plumbing
● Service data 

○ Outcomes by date 
○ Before, during and after
○ Offline routes

● Pixels 
○ Remarketing
○ Conversion
○ Server integration

● Offline response
○ QR - ad tracker
○ Service data
○ Quality

● Platform data
○ interactions by date
○ conversions by date
○ Cost per conversion
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Optimisation

● Cost per outcome

● Machine learning

+

● Human pruning

● Reduce CPO

● More outcomes/£

Stuff 
that we 
know 

does not 
work

Stuff that works



Evaluation
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£19 saved for every £1 spent



Reality check

● Service data

● Plumbing

● Pixels 

● Platforms

● Collate

● Evaluate 

● Optimisation at least once per week

● Cost per outcome reducing



Hope

● Borrow - What has worked elsewhere? https://comms-files.co.uk/

● Free - Search insight

● Social insight 

● Comms Estate - free + income

● GT framework - stakeholder management

● Collaboration



Thank you

JP@can-digital.net


