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Creative Excellence Video #1

GAME CHANGERS M

© Ipsos 2019. All rights reserved. Contains Ipsos' Confidential and Proprietary information and may not be disclosed or reproduced without the prior written consent of Ipsos.


Video 1 Business for Creative Excellence created by Creativity Video 1  .mp4

We are communication experts who
combine art, science, and knowledge

to help ou
t

r clients achieve their business goals

nrough creative excellence.

We cover the entire creative development
process to bring back the magic

GAME CHANGERS Ipsos]



CREATIVITY IS BUSINESS

Q Q The hard evidence [is] that creative market shares gains
work is more memorable, more
: : Creatively awarded campaigns in the IPA
effective an(.j more able to drive Effectiveness database(1996 — 2014) drove
overall business performance. 9 @ 11 times the market share gains at the

equivalent level of share of voice*

i .
Keith Weed, (IPA Binet & Field)

Chief Marketing & Communications Officer,Unilever*

GAME CHANGERS M
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Creativity Is

GAME CHANGERS ﬁ
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CREATIVITY MEANS BUSINESS

BE CREATIVE

GAME CHANGERS
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Creativity
starts with

people
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Creative
excellence is a
journey, not a

destination
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Creativity
needs a

GAME CHANGERS
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#YNYWH a great campaignh powered by an universal truth and big idea —

powered by Ipsos

OMILKERS)
USING A LOCALLY
RELEVANT CELEBRITY

Markets that have used a
local celebrity in their
advertising have enjoyed
better performance than
those who have 'imported’.

ghies

WATCH SNICKERS INDIA :

WATCH SNICKERS USA :

http://www.ipa.co.uk/effectiveness/case-studies/Snickers-Youre-not-you-when-youre-hungry-—IPA-Effectiveness-Awards-Case-Study-2012/8835 (full paper on WARC.com) GAM E C HAN G E RS M
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http://www.ipa.co.uk/effectiveness/case-studies/Snickers-Youre-not-you-when-youre-hungry-–-IPA-Effectiveness-Awards-Case-Study-2012/8835
http://www.ipa.co.uk/effectiveness/case-studies/Snickers-Youre-not-you-when-youre-hungry-–-IPA-Effectiveness-Awards-Case-Study-2012/8835
http://www.ipa.co.uk/effectiveness/case-studies/Snickers-Youre-not-you-when-youre-hungry-–-IPA-Effectiveness-Awards-Case-Study-2012/8835
http://www.ipa.co.uk/effectiveness/case-studies/Snickers-Youre-not-you-when-youre-hungry-–-IPA-Effectiveness-Awards-Case-Study-2012/8835
http://www.ipa.co.uk/effectiveness/case-studies/Snickers-Youre-not-you-when-youre-hungry-–-IPA-Effectiveness-Awards-Case-Study-2012/8835
https://www.youtube.com/watch?v=ziTmA8z6X2s
https://youtu.be/qIVDxL2lgN4
https://youtu.be/GLDZ-gAKbqo
https://www.youtube.com/watch?v=z48ELAsct2w

Ipsos helped Snickers learn and adapt its campaign idea to each market to

ensure it was hitting the nerve of different cultures

Average

105
88

Snickers before YNYWYH Snickers after YNYWYH

@ Copy Effectiveness Index @ Persuasion Index @ Branded Attention

* The Copy Effect Index (CEl) is Ipsos’ proprietary measure of in-market sales performance potential; a weighted combination

of branded attention and persuasion. Advertising Effectiveness of the work improved by 41%, and is 51.7% higher than the norm GAM E C HAN G E RS M
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CREATIVITY MEANS BUSINESS

MAKE A LASTING

BE CREATIVE IMPRESSION
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