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Our members are multiplatform TV & audio
companies of all shapes and sizes:
public service and private broadcasters,
national and international, pay TV and free to
air, mass reach and thematic, linear &
streaming.

Our network of 180+ businesses across 40+
markets includes:

• 100+ multiplatform TV companies 

• 75+ audio companies

• Plus, national trade bodies & associations 

Our international 
network
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The tension



We never had 
more data.



+0,9%

+2,5%

Digital adoption accelerates

Source: Global Web Index, 2025
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Video consumption reorganises



Digital spends more than doubled 
in less than a decade
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Source: Neurons, The Waterfall of Cognitive Waste, 2026



enter 

the optimisation era
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The tensiondashboards train us to 
zoom in 

brand growth requires to 

zoom out



Source: WPP Media, 2025



Source: Neurons, The Waterfall of Cognitive Waste, 2026

The

Efficiency-Effectiveness

Gap





1. CONTEXT

Source: FreeWheel, Maximising Brand Recall Through Contextual Alignment, 2025

Uplift in brand recall 



2. REPETITION

Source: Adgile, Why a ‘frequency of 1’ works – and why it isn’t nearly enough, 2025

Effect on response



3. EMOTION

Source: Qualtrics, Emotion leaders outperform the market

Effect on stock performance



Source: Thinkbox, Adnormal Behaviour, Ipsos, 2022 

Where do you feel most likely to find ads that...

3. EMOTION



4.  CULTURE

1. CONTEXT + 
2. REPETITION + 
3. EMOTION + 
= 4. CULTURE
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The tensionThe memory engine

1. CONTEXT
2. REPETITION
3. EMOTION
4. CULTURE
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The tension

Fuel

to the memory engine
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• One-to-many 
• Engagement
• Sense of belonging
• Connection

Belonging

Community 

Engagement

Connection

Social indulgence
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Power

Uniqueness

Distinction

Achievement

Recognition 
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Release

Joy

Intensity 

Experience

Immersion



Control

Structure

Instrumental 

Order

Curation



Source: Ipsos Censydiam
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Live TV

Streaming library

Video on demand
Microdrama 



Source: Comcast Advertising, Beyond the scroll, 2025
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The tensionHow to support 

the memory engine 

in practice?



Video on demandMicrodrama 

Live TV
Streaming library

Motivations connect 
Memory with Media environments 



Optimisation era

Efficiency

Volume 

Short-term 

signals 

Low-memory 

Memory engine

Effectiveness

Motivations 

Long-term  

contribution 

High-memory 



Source 1: Ipsos Views, From Noise to Noteworthy, 2026; Source 2: The Brand Reset, dentsu, 2026
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The tension
Brands won’t grow 

by picking the right platform. 

They grow 

by connecting with audiences

in a way they remember.
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www.theglobaltvgroup.com

Active promotion of Multiplatform TV

http://www.theglobaltvgroup.com/
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