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The view from Mark Ritson
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Not all creatively awarded campaigns have
become less effective

Pre 2008
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the Owrongo

So average effectiveness
levels have fallen sharply
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The new fashion in creativity: Burger King USA

Source: Cannes creative effectiveness Lions 2019
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Creativity delivers its lowest effectiveness in 24 years

The declining effectiveness of creatively awarded campaigns
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Creativity Is misused for short -term goals

45% - ~@= Creatively awarded
40% -
35% -
30% -
25% -
20% -
15% -

% cases short term

10% -
5% -

O% I I I |
2000 2002 2004 2006 2008 2010 2012 2014 2016 2018

6 years ending

Source: IPA Databank, 19982018 for-profit cases

6 | The Crisis in Creative Effectiveness l-I/)A




Creativity has been hijacked for activation
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Sales uplift over base

Brand building
Strategic emotional associations

Long-term sales growth
Strengthened pricing power \
Creativity boosts strongly

\
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Source: Binet & Field 2013
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