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About:

e Gender: Male

e Languages: English

¢ Travels from: United
Kingdom

Engagement Types:
e Speaking

Topics:

e Brand Strategy

e Customer Experience &
Marketing

¢ Innovation & Digital
Transformation

e Marketing Technology

Peter Field

Independent Marketing and Advertising Professional: Author, Public
Speaker, Consultant

Biography Highlights

o Peter Field is renowned for his effectiveness case study analysis and
pioneering work on creativity and effectiveness. He is a sought-after
speaker and consultant on effectiveness issues worldwide.

Biography

About Peter Field

Peter spent 15 years as a strategic planner in advertising and has been a
marketing consultant for the last 25 years. Effectiveness case study
analysis underpins much of his work, which includes a number of well-
known texts in partnership with Les Binet such as The Long & The Short of
it, Effectiveness in Context, and The 5 Principles of Growth in B2B
Marketing. Peter has a global reputation as an effectiveness expert and
communicator and speaks and consults on this topic regularly around the
world.



https://www.linkedin.com/in/peter-field-20110120/
https://www.linkedin.com/in/peter-field-20110120/
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Peter's Topics

The difference between long-term and short-term effectiveness

The importance of creativity and fame

The cost of dull - the hidden and considerable cost of dull advertising

Advertising attention and how media and creative choices impact it

Brand Trust: why this is a growing factor in effectiveness and how media and creative
choices impact it

The danger of shifting budget from brand advertising to performance marketing


https://youtu.be/BrBzwlN4keE
https://youtu.be/Dc_UcUR-nps
https://youtu.be/NpqAvSJaDkA
https://youtu.be/Cj6Xz_0Z1Oc

Effectiveness in not-for-profit advertising

Effectiveness in B2B advertising

Are the rules of effectiveness changing?

Deep dives into legacy media effectiveness: TV, Radio, News Brands, OOH

Deep dives into sectors: Packaged Goods, Financial Services, Durables, Retail etc.

How the rules are nuanced for Challenger Brands: big brand rules don’t all apply
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Effectiveness in Context: A Manual for Brand Building

This newest IPA report by the marketing experts, Les Binet and Peter Field,
uses evidence from hundreds of Effectiveness Awards case histories
collated in the IPA Databank, to show how successful marketing strategy is
shaped by the context in which brands and businesses operate. Building
on previous IPA Databank reports which identified what makes for
effective, long-term marketing, the authors show how marketers can adapt
some general principles to the particular context of their brands. It is part
of a series of reports on Marketing Effectiveness in the Digital Era, and
builds on the launch of the IPA's cross-industry EffWorks initiative
(www.effwords.co.uk). The previous report, Media in Focus (IPA, 2017),
updated the media-related findings of two earlier IPA Databank analyses:
The Long and the Short of It, (IPA 2013) and Marketing in the Era of
Accountability (WARC 2007).

BUY THE BOOK


https://www.amazon.com.au/Effectiveness-Context-Manual-Brand-Building/dp/0852941455/
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Media in Focus: Marketing Effectiveness in the Digital Era

Media in Focus, written by Les Binet and Peter Field, takes the changing
media landscape as its focus and addresses, among others, the issues of:
Does mass marketing still work Is tight targeting now the most efficient
approach Is unpaid making paid media redundant It also investigates the
broader issues of budgeting, planning and reporting, and challenges the
industry to reconsider approaches to efficiency, ROMI and measurement
strategy. It is the first part of a new series about Marketing Effectiveness
in the Digital Era, produced in association with Google and Thinkbox, and
updates the media-related findings of the IPA's two previous analyses of
the IPA Databank: Marketing in the Era of Accountability (WARC 2007) and
The Long and the Short of It (IPA 2013).

BUY THE BOOK

The Long and the Short of it: Balancing Short and Long-Term
Marketing Strategies

This publication is the eagerly anticipated update of Marketing in the Era
of Accountability, examining the impact of timescales of effect, exploring
the tension between long and short-term strategies for brands and
businesses as well as providing evidence-based recommendations on how
best to approach investment in advertising. Les Binet and Peter Field
return to explore a vital new area: how campaign results develop over
time. This report focuses on a growing tension that exists between short-
term response activity and long-term brand-building. Increasingly, there is
a tendency to use very short-term online metrics as primary performance
measures and this has dangerous implications for long-term success.
Anyone involved in the complex world of multi-channel campaign
development and evaluation needs to have a clear understanding of how
short-term and long-term effects are different.

BUY THE BOOK

Speaker Bureaus And Talent Agencies

Peter Field is available to book via these agencies

Recommended

Speaking Agency



https://www.amazon.com.au/Media-Focus-Marketing-Effectiveness-Digital/dp/0852941412/
https://www.amazon.co.uk/Long-Short-Balancing-Long-Term-Strategies/dp/085294134X
https://www.speakersassociates.com/speaker/peter-field/

