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Creativity is the biggest advertising profitability multiplier within
our control

Potential multipliers of advertising profitability - (2023)
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Budget

Cost/ Budget setting  Budget setting

Target  Laydown/ setting Brand : Multi- . . .
audience Phasing Produc? across Performance media acros.s across. Creatlve quallty Brand sSlize
seasonality . . portfolios geographies

&R
accelero

Source: The Drivers of Profitability, 2023, Paul Dyson - accelero, ROI multiplier = area of the circle




Has creativity dropped off our agenda?

. 9

Working in the advertising industry today, one increasingly feels like a

man who's turned up at a poetry festival only to discover that every talk
Is about bookbinding.

Rory Sutherland 2
@rorysutherland
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LONG-TERM MEMORABILITY

PERSONAL RELEVANCE

EMOTIONAL IMPACT

EMOTIONAL APPEAL
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LONG-TERM MEMORABILITY

PERSONAL RELEVANCE

EMOTIONAL IMPACT

EMOTIONAL APPEAL




( NEURO-INSIGHT
SST™ is the most powerful neuro-marketing technology v

6%

Linkage to in-store sales




( NEURO-INSIGHT
We coded 150 UK ads against a range of creative variables&

Ads were included from 2019-2023
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21 creative variables
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Statistical analysis of each variable




(“ NEURO-INSIGHT

Peak of response during final branding
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Peaks of response throughout ads
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Creativity is not a paint by numbers,,
But utilising a toolbox of techniqgues can help to maximj%@u?r impact

i
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| . . (“7 NEURO-INSIGHT
S main conclusions ... P T
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1. Showcase your product, don’t shout Wy evmomsrcar
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1. Weave your product into the narrative v

x1.4

*

Number of brain response peaks

Personal relevance i - ’d Long-term memorability

Overt focus on product ® Product central to narrative



Please watch the recording to view the video.






Please watch the recording to view the video.
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Please watch the recording to view the video.



2. Children can be polarising

*

Strength of brain response

%*
I |

Personal relevance

m Absent m Appear once or twice briefly m Present throughout much of the ad ® Main narrative thread
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Please watch the recording to view the video.
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4. Give audio a clear role
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. Use music to drive the action

Peaks of brain response

Emotional Impact

m No music m Passive/background music

Long-term memorability

Music prominent

m Music driving the ad

37



Please watch the recording to view the video.






40

5. 30 second ads deliver the greatest impact

Long-term memorability

Memorable,
not motivating

Neither memorable
nor motivating

«

30”

e
>60”
» 40-45”

<

<20”

<

Emotional Impact

Memorable &
motivating

Motivating,
not memorable



5. Having final branding on screen for longer (3+ seconds)
drives the strongest impact

,f; )+11% ( o) +11% 1511 *3%

. of VAU <
: Long-term
Emotional Impact Personal relevance -
memorability

This is due to conceptual closure...



Conceptual closure: a subconscious processing pause

A

Narrative development

Narrative | Conceptual
end closure

i Activity

Memory Encoding - Detail
5 10"




Please watch the recording to view the video.






Please watch the recording to view the video.









Branding moments
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Celebrities
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Character interaction
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Key creative drivers to take away with you: N P

a Showcase don’t shout \

2 People are paramount
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