
S T A T S  O N  T H E
P O W E R  O F  T O P
O F  F U N N E L
S P E N D I N G
I n d u s t r y  s t at s  s u p p o r t i n g

P R ’s  m e a s u ra b l e  i m p a c t  o n

p e r fo r m a n ce  m a r ket i n g  a n d

d e m a n d  c re at i o n .

P R  a n d  ot h e r  t o p - of - f u n n e l  a c t i v i t i e s  a re  of t e n  c a l l e d

“s of t ”  o r  “ n i ce - t o - h ave s ”  by  p e r fo r m a n ce  m a r ket i n g  g u r u s

w h o s e  w o r k  i s  f u r t h e r  d o w n  t h e  f u n n e l  a n d  d i re c t l y

at t r i b u t a b l e  t o  R O I .

T h i s  p e r s p e c t i ve  i s  n ot  o n l y  u nt r u e,  b u t  fo o l i s h .  P R  i s  t h e
e n g i n e  o f  d e m a n d  c r e a t i o n .  Pe r f o r m a n c e  m a r ke t i n g
c o nv e r t s  ex i s t i n g  d e m a n d .

A b s e nt  t h e  d e m a n d ,  t r u s t  a n d  p e rce pt i o n s  c re at e d  by  P R

at  t h e  t o p  of  t h e  f u n n e l ,  p e r fo r m a n ce  m a r ket i n g  h a s

s eve re  l i m i t at i o n s .

T h e  fo l l o w i n g  s t at s  s p e a k  t o  t h e  i m p o r t a n ce  of  P R  i n

d e m a n d  g e n e rat i o n :

THE “SOFT SPEND” TRAP



A  G o o g l e / N i e l s e n  m et a - a n a l y s i s  of  1 , 3 0 0 +  c a m p a i g n s

fo u n d  t h at :

Fu l l - f u n n e l  s p e n d i n g  y i e l d s  4 5 %  h i g h e r  Ret u r n  o n

I nve s t m e nt  ( R O I )

+7 %  ret a i l  s a l e s  v s .  p e r fo r m a n ce  m a r ket i n g  o n l y

B ra n d s  w h o  a d d e d  t o p - f u n n e l  a c t i v i t i e s  l i ke  P R  t o  m i d -

a n d  b ot t o m  f u n n e l  t a c t i c s  d rove  52 %  m o re  i n c re m e nt a l

s a l e s .

I m p l i c a t i o n :  P R  m u l t i p l i e s  c o nv e r s i o n  e f f i c i e n c y.

FULL-FUNNEL CRUSHES PERFORMANCE-ONLY

95% OF MARKET IS NOT BUY-READY

E h re n b e rg - B a s s  I n s t i t u t e  fo u n d  t h at  9 5 %  o f  b u y e r s  

a r e  o u t - o f - m a r ke t  a t  a n y  o n e  t i m e ;  t h i s  m e a n s

p e r fo r m a n ce  f i s h e s  i n  5 %  p o n d .

Yo u  n e e d  t o  s t a y  t o p - of - m i n d  v i a  t h i n g s  l i ke  P R .

I m p l i c a t i o n :  S k i p  P R ,  f o r f e i t  9 5 %  o f  f u t u r e  d e m a n d

f o r m a t i o n .

https://business.google.com/ca-en/think/consumer-insights/full-funnel-marketing-strategy/
https://marketingscience.info/news-and-insights/ehrenberg-bass-95-of-b2b-buyers-are-not-in-the-market-for-your-products


Awareness
Level

Sales/Performance Impact Source

1-pt gain in
consumer
awareness

+1% sales Nielsen

a brand with
60%
awareness VS
a brand with
20%
awareness

2.86 x conversions at 60%
Listen & First
Media

10% awareness
bump

43% efficiency gain on
performance marketing (Lower
Customer Acquisition Cost
(CAC)/Higher Return on Ad Spend
(ROAS)

Listen & First
Media

BRAND EQUITY = PERFORMANCE ROCKET FUEL

I m p l i c a t i o n :  P R  c u t s  y o u r  C u s t o m e r  Ac q u i s i t i o n  C o s t
( C AC )  a n d  u p s  Re t u r n  o n  Ad  S p e n d  ( R OA S )  b y  m a k i n g
a d s  c o nv e r t  b e t t e r.

https://www.nielsen.com/insights/2022/why-focusing-on-the-entire-marketing-funnel-is-key-for-long-term-brand-growth/
https://www.listenfirstmedia.com/diving-in-performance-vs-brand-awareness/
https://www.listenfirstmedia.com/diving-in-performance-vs-brand-awareness/


OPTIMAL BUDGET: 60/40 
BRAND-TO-PERFORMANCE

PR DELIVERS HARD KPIS

L o w e r  Fr i c t i o n /C u s t o m e r  Ac q u i s i t i o n  C o s t  ( C AC ) :
Fa m i l i a r  b ra n d s  co nve r t  e a s i e r.

H i g h e r  C o nv e r s i o n  R a t e  ( C R ) :  N a r r a t i v e  >  d i re c t

re s p o n s e.

H i g h e r  Re t u r n  o n  I nv e s t m e n t  ( R O I ) :  B ra n d  +  p e r f  >  p e r f

a l o n e.

WA R C / B i n et  &  F i e l d  fo u n d  t h at  t h e  b e s t  c a m p a i g n s

s p e nt  6 0 %  o n  b r a n d  b u i l d i n g  a c t i v i t i e s  a t  t h e  t o p  o f
t h e  f u n n e l  a n d  4 0 %  o n  l o w e r  f u n n e l  a c t i v i t i e s .

Pe r fo r m a n ce  ove r k i l l  d ro p s  ret u r n s  2 0 – 5 0 %

A  b a l a n ce d  f u n n e l  s p e n d  l i f t s  s a l e s  2 5 –1 0 0 %

C i s i o n  s u r veye d  ove r  1 0 0 0  m a r ket e r s  a b o u t  w h at  t h e i r

p l a n s  w e re  fo r  2 02 5.  6 1 %  m a r ke t e r s  w e r e  b o o s t i n g  P R
s p e n d

I m p l i c a t i o n :  D a t a  s a y s  b a l a n c e  w i n s — y o u r  m i x  n e e d s  
P R  n o w.

https://www.warc.com/content/paywall/article/event-reports/beyond-6040-putting-effectiveness-in-context/en-gb/124156?utm_
https://www.cision.ca/resources/white-papers/earnedmedia-performance/

