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How confident are you (…and can you prove) 
that investing in brand marketing has a tangible, 
financial impact?
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In 2020 we asked over 100 CMOs
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MMA’s Brand as Performance set out to answer that
4 categories learning 

to date

▪ $3+ million in research

▪ 40,000+ surveys

▪ Sales and ad serving data from hundreds of 
thousands of Households 

▪ HH level short term and long-term analysis 

Breakthrough  
methodology

Banking Food

Retail Telecoms

Participating MarketersResearch PartnersSponsoring Partners



What is the state of “brand accountability?
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Six years later…



Three important questions

What does good measurement mean for brand budgets?

What can we learn from those who lead with data?

What are the biggest barriers and unlocks?
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Study Makeup 
& Methodology

102 Private Sector Senior Marketers from 
North America

Online Survey, LOI 13m
Fieldwork: Aug-Nov 2025

$250M and above, mix of sectors, senior 
manager and above, mix of roles



Shift towards performance continues due to an 
increased focus on outcomes.
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Q: Over the past two years, how has your budget allocation between brand and performance changed? (Select one)

Q: How did you arrive to this budget allocation between brand and performance? (Select all that apply)
N=102 Senior Marketers

45%

31%

24%

0% 20% 40% 60%

More towards
Performance Marketing

More towards
Brand Marketing

Stayed the same

Shift Last 2 Years

53%

49%

41%

37%

22%

8%

0% 20% 40% 60%

Our leadership decides based on
company goals and priorities

We prioritize performance marketing
which we measure, and then we

allocate the rest to brand marketing

We fine-tune the allocation every year
based on outcomes, but we don't have

a sophisticated attribution approach

We benchmark to industry data
and what our competitors are doing

We have a unified measurement and
attribution system for brand and performance

that gives us exact allocation recommendations

Other (please specify)

Factors Influencing Shift



Low confidence in brand marketing 
measurement is part of the challenge
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Q30: How confident are you about your current brand measurement strategy? (Select one)

N=102 Senior Marketers

18%

54%

17%

10%

2%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Very confident

Somewhat confident

Neutral

Somewhat unconfident

Very unconfident

Brand Measurement Confidence Level

82%
Not very confident
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One out of two marketers has 
used measurement insights to 

defend (or increase) brand 
marketing budget 



Better brand measurement = increased budgets 
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Q: Thinking about the next 12 months how do you expect your budgets to be (up, same down) for…

N=102 Senior Marketers

7%
15%

7%
19%

11%
23%

33%

50%

30%

42%

30%

46%

59%

35%

63%

40%

59%

31%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Brand Accountable Brand Vulnerable Brand Accountable Brand Vulnerable Brand Accountable Brand Vulnerable

Performance Budgets next 12MTotal Marketing Budgets next 12M Brand Budgets next 12M

Up
(More budget)

The Same

Down
(Less budget)



Better brand measurement = protecting brand budget 
in case of a downturn
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Q: If you had to reduce your marketing budget today, which area would likely be cut first? (Select one)

N=102 Senior Marketers

8%

42%

50%

28%

35%

37%

0% 10% 20% 30% 40% 50% 60%

Performance Marketing

Both equally

Brand Marketing

First-Cut Budget Reductions

Brand Accountable (N=54) Brand Vulnerable (N=48)



Better brand measurement = Optimizing for 
short term and long term growth.
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Q: Approximately what percentage of your marketing budget goes to brand-building (upper funnel) vs performance marketing (lower funnel)? (Must total 100%)

Q: Ideally, what would your budget split between brand and performance be to drive long -term growth? (Must total 100%)
N=102 Senior Marketers

49% 51%

62%

38%

0%

10%

20%

30%

40%

50%

60%

70%

Avg % Performance Marketing Avg % Brand Marketing

Current Budget Allocation

49% 51%
56%

44%

0%

10%

20%

30%

40%

50%

60%

70%

Avg % Performance Marketing Avg % Brand Marketing

Long-Term Growth Allocation

Brand Accountable (N=54) Brand Vulnerable (N=48)
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Q: How aligned are your marketing and finance teams on evaluating brand investment ROI? (Select one)

N=102 Senior Marketers

2%

13%

33%

40%

13%

0%

4%

7%

56%

33%

0% 10% 20% 30% 40% 50% 60%

Very misaligned

Somewhat misaligned

Neutral

Somewhat aligned

Very aligned

Marketing and Finance Alignment

Brand Accountable (N=54) Brand Vulnerable (N=48)

Better brand measurement = better alignment with Finance 



The main goal: Linking brand metrics with sales
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Q: What single measurement capability do you most wish you had to improve brand marketing accountability? (Select one)

N=102 Senior Marketers

46%

27%

14%

11%

2%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Better linkage between brand metrics and sales

Real-time ROI measurement

Improved cross-tactic attribution

More reliable long-term ROI models

Other (please specify)

Capability Improvement Needed



The main challenge: Difficulty of isolating brand 
effects
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Q: What is the greatest barrier you currently face in proving brand marketing ROI? (Select one)

N=102 Senior Marketers

4%

8%

23%

27%

38%

19%

17%

17%

17%

30%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Internal silos

Lack of reliable data

Inadequate measurement tools or analytics

Short-term focus of leadership

Difficulty isolating brand effects

Key Barriers in Proving Brand ROI

Brand Accountable (N=54) Brand Vulnerable (N=48)



The usual process: Multiple approaches with 
MTA and MMM at the core
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Q: In what specific ways do you link brand metrics to financial or business outcomes (sales, revenue, market share)? (Select all that apply)

N=102 Senior Marketers

25%

15%

31%

33%

27%

33%

31%

27%

7%

17%

30%

33%

39%

46%

52%

54%

0% 10% 20% 30% 40% 50% 60%

We currently do not link brand
metrics to business outcomes

Syndicated category-level
research

Connecting individual-level brand survey
responses to behavioral or sales outcomes

Qualitative or judgment-based
assessments

Market-level controlled experiments
(e.g., regional tests)

Incorporating aggregate brand tracking
data into Marketing Mix Modeling (MMM)

Using Multi-Touch Attribution (MTA) that includes
brand engagement or sentiment variables

Statistical regression/correlation analysis between
brand health metrics and financial KPIs

Methods for Linking Brand Metrics to Financial Outcomes

Brand Accountable (N=54) Brand Vulnerable (N=48)



The first unlock: experiments

20
Q: How does your marketing effectiveness measurement approach incorporate brand-building tactics (e.g., TV, online video, display advertising)? (Select all that apply)

N=102 Senior Marketers

21%

19%

10%

35%

38%

6%

20%

46%

54%

57%

0% 10% 20% 30% 40% 50% 60% 70%

Does not include brand-building tactics 
in attribution

Minimal credit, primarily
click-based attribution

Assigns full incremental credit through 
controlled experiments

Uses MMM or similar aggregate-level 
modeling only

Assigns partial credit through 
impression/view-through attribution

How Measurement Incorporates Brand Tactics

Brand Accountable (N=54) Brand Vulnerable (N=48)



The second unlock: individual-level data
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Q: What type of analytical approaches do you use to measure impact: (Select all that apply)

N=102 Senior Marketers

58%

27%

77%

54%

65%

80%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Conduct in market experiments

Model HH/ individual level data

Model aggregate data

Analytical Approaches used to Measure Impact

Brand Accountable (N=54) Brand Vulnerable (N=48)



Common barriers: Budget, privacy and data 
restrictions 

22
Q: Do any of the following barriers prevent you from adopting advanced measurement practices like experiments or consumer -level tracking? (Select all that apply)

N=102 Senior Marketers

4%

27%

29%

33%

35%

71%

46%

6%

19%

22%

30%

30%

31%

50%

0% 20% 40% 60% 80% 100%

Other (please specify)

Difficulty proving incremental value internally

Lack of user-level or first-party data

Organizational resistance or cultural barriers

Insufficient internal analytical capabilities

Limited budget or investment

Privacy concerns or data restrictions

Barriers to Adopt Advanced Measurement

Brand Accountable (N=54) Brand Vulnerable (N=48)



The real unlock: a culture of continuous 
measurement improvement

23
Q: How would you describe your organization's openness to adopting new measurement methods? (Select one)

N=102 Senior Marketers

4%

50%

35%

10%

0%

19%

50%

31%

0% 10% 20% 30% 40% 50% 60%

Reluctant – rarely change methods

Cautious – slow to adopt new methods

Fast follower – adopt methods after proven 
elsewhere

Pioneer – actively test new methods

Openness to New Measurement Approaches

Brand Accountable  (N=54) Brand Vulnerable (N=48)
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