
The Crisis in Creative 
Effectiveness



The view from Mark Ritson
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Source: Mark Ritson



Crisis? What crisis?

Pre 2008 Recent years

Not all creatively awarded campaigns have 
become less effective 

Bad
creative
practice

Good
creative
practice
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Creative awards judges are 

picking more and more of 

the ôwrongõ campaigns

So average effectiveness 

levels have fallen sharply



The new fashion in creativity: Burger King USA
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Source: Cannes creative effectiveness Lions 2019



Creativity delivers its lowest effectiveness in 24 years
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6 years ending

The declining effectiveness of creatively awarded campaigns
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Source: IPA Databank, 1998-2018 creatively awarded cases



Creativity is misused for short -term goals
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Source: IPA Databank, 1998-2018 for-profit cases 



Creativity has been hijacked for activation
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Creatively awarded cases

Source: IPA Databank, 1998-2018 for-profit cases 
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Why short-termism is so destructive
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Source: Binet & Field 2013

Short term effects dominate ~6 months

Sales activation

Tactical behavioural prompts

Short-term sales uplifts

No enhancement of pricing power

Brand building

Strategic emotional associations

Long-term sales growth

Strengthened pricing power

Creativity has little or no impact Creativity boosts strongly


