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SNPTV returns with partner Ekimetrics 
to present results of new #ROITV3 survey 

 
 

The health crisis of the past few months has demonstrated the essential role that television has played 
and will continue to play in the daily lives of the French public as a medium that unites people, offering 
premium content and viewing pleasure. Television remains the medium of choice for the French 
people. But not only that... 
 
As we emerge from the health crisis, television has a duty to support advertisers in their recovery over 
the short, medium and long term. The #ROITV3 survey: TV, the cornerstone of an effective media 
strategy, offers tangible and comprehensible answers and indicators for implementing the most 
appropriate media strategies for a sustained recovery. 
 
This third edition identifies:  

• ROI and contributions of the various media to sales and trends  
• Synergies between media  
• Media best practices of past and future months  
• The best video combinations  
• International  TV ROI  

 
 
The renewal of the partnership between SNPTV and Ekimetrics was an obvious choice. Ekimetrics 
offers a comprehensive benchmark and guarantees robust data. Furthermore, for the second 
consecutive year, this partnership enables the monitoring of trends and the comparison of indicators 
calculated using the same econometric models.  
 
The #ROITV3 survey covers six years of in-depth data and analyses over 250 econometric models 
spanning a broad spectrum of over ten sectors, focusing on five specific sectors (136 econometric 
models): Automotive, FMCG, Premium Cosmetics, Telecom Operators and Retail.  
 
 
TV CONSOLIDATES ITS ROLE AS THE MEDIUM OF CHOICE IN TERMS OF PERFORMANCE 
In 2020, despite the unprecedented circumstances, TV remained as dominant as ever in terms of 
ROI/sales contribution/share of media spend:  
- Total ROI up to 5.6 from 5.2 (#ROITV2 survey)  
- Contribution still well above other media at 40% (vs. 44%, #ROITV2 survey).  
 
The impact of TV is immediate and unparalleled in its duration. TV is the medium with the highest long-
term multiplier: 2.25.  
 
Due to its extensive reach, TV consistently generates strong synergies with other media. TV offers up 
to 23% higher sales performance compared to other media. For this third edition, #ROITV3, synergies 
are identified in each of the media for all five sectors reviewed. The survey identifies the top three 
media synergies to be exploited via TV to maximise the performance of a media campaign.  
When the synergy effects to which TV contributes are added, ROI is even higher and reaches 6.4 
across all sectors reviewed (short-term ROI + long-term ROI + synergy effects) – (vs. 6.1 in the #ROITV2 
survey).  



 
 
TV, AN ESSENTIAL FEATURE OF ANY MEDIA STRATEGY 
In the previous edition, #ROITV2, SNPTV and Ekimetrics warned advertisers about the risks of a media 
blackout in their media strategy. With the health crisis behind us, the latest edition demonstrates the 
harmful effects of cutting back or cancelling TV campaigns. Conversely, we can see positive results for 
advertisers who maintained their advertising budgets. 
 
 
TV AND CATCH-UP TV, THE BASIS OF A GOOD VIDEO STRATEGY 
For this focus on video, the scope of the survey extends from 2018 to the beginning of 2021, covering 
six sectors with 41 models: Automotive, Financial Services & Telecom Operators, Leisure & 
Entertainment, Retail, Cosmetics and FMCG.  
 
Exploiting the complementarity of TV and catch-up TV makes it possible to accelerate the short-term 
impact of standalone TV, reach a wider audience and benefit from the powerful synergy of TV.  
 
 

As with SNPTV’s first #ROITV survey in 2019, this latest #ROITV3 survey proves once again 

that television remains the highest contributor to sales among all media, making it the 

medium of choice in terms of performance. 

 

 

The full survey and playback are available on the SNPTV website www.snptv.org 
  

http://www.snptv.org/


DEFINITIONS 
Contribution: incremental sales generated by marketing levers 
Media ROI: value created, or turnover in € for each €1 of media spend.  
Calculation method: Value contribution of media to sales ÷ media spend 
ROI must always be compared to CONTRIBUTION. 
Synergy: a measure of how multi-media activation makes a campaign more effective in terms of sales. 
 
SCOPE OF ANALYSIS  
6 years of in-depth data  
>250 econometric models spanning a broad spectrum of sectors (>10 sectors) 
Focus on 5 specific sectors, covering 136 econometric models:  
• Automotive: 40 models/8 brands  
• FMCG: 19 models/15 brands  
• Premium Cosmetics: 20 models/20 brands  
• Telecom Operators: 39 models/5 brands  
• Retail: 18 models/7 brands  
 

 
 
Ekimetrics is a European leader in data science employing over 240 data scientists that has conducted over 
1,000 projects since 2006. With offices in Paris, London, New York and Hong Kong, we carry out projects in 
over 50 countries. Our mission is to help companies assess their data assets, enrich their analytical capital 
and deploy data science solutions to drive marketing and operational excellence. 
Ekimetrics has a strong presence in the automotive, retail, pharmaceutical, banking & insurance and 
transport sectors, enabling us to base our strategic recommendations on an extensive ROI benchmark that 
we have developed over the past 15 years. 
 
Created in 1989, the Syndicat National de la Publicité Télévisée (French Television Advertising Trade 
Association or SNPTV) brings together audiovisual advertising agencies and coordinates work aimed at 
developing and promoting audiovisual advertising media. 
The SNPTV has 8 members: TF1 Pub, M6 Publicité, France Télévisions Publicité, Canal+ Brand Solutions, 
Next Media Solutions, Amaury Media, beIN Régie and Viacom International Media Networks. 
 
4 core missions: 
- Promote TV advertising, including support for general interest campaigns by its members 
- Survey TV advertising and its continued effectiveness for advertisers, media buying consultants and 
advertising agencies 
- Monitor worldwide trends in TV advertising 
- Represent its members and conduct dialogue with representative bodies of the advertising industry 

 


