How can brands use best
oractices from Effie winners
to drive their business?

How are these best practices even
more relevant in the era of disruption
and uncertainty we face today
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When it comes 1o
objectives, UK has
more than mMmost
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Q IMPLICATION

The winners clearly
identify the problem and
then focus, focus, focus




Spreading
the word




More channels are
more effective

1c’> Chonnels
rage for all win




BUT Wheﬂ we |OO|< OT Chanﬂe|8 Entrants Winners
the actual channels
used it's the usual 459
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And therefore winners

tfend to spend more
overall...

% More than £ Smillion

50%

319% Winners
16% Finalists

Entrants

Data from all Effie 2019 Entries, claimed media expenditure
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But It Is possible to
spend less than the o
competition and be /3% Finalists
effective. .. 50% Winners
say they
spend less

than the
competition
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:) IMPLICATION

Classic media
choices still underpin
effectiveness winners




effie




Growing market
share is iImportant for
all but more likely To
e claimed by
Winners

44 50% 57%
Al Finalist Winner







:) IMPLICATION

Creativity fuels
ousIiNess growtn




What does that -~
mean for today’s
environment?




Most people think it's going
to be like this for a while...

Will lite be normal in Britain again by Christmas?

We asked half the sample: Please tell me how confident, if at all,
you are that life in Britain will mainly be back to normal by Christmas?

Confident

Not confident




And they feel all ads are the same,
plus they could do with a bit of cheering up

Disagree Neither agree or disagree Agree

All the ads on TV look and feel the same at the moment

More than ever | want to see ads that cheer me up at the moment




IPSOS LEARNING

Which is good
because we know
that loreaking the
rules brings you
aftention

Likelihood of top quintile placement for brand attention
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Source: lpsos Creative Excellence Meta-Analysis (2,015 cases)
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So if we combine what
people want with what
we know Is effective...

2 3 4

Know your Talk to them Surprise and To grow your
audience through the delight them business
broadest with your

channels creativity




