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In today’s rapidly evolving marketing landscape and the age of Al, empathy emerges
as a unique human superpower and a critical business asset.

Empathy-driven marketing was a rising trend among 2025 Cannes Lions Award-winning campaigns,
reflecting a shift in how brands engage with audiences.

Empathy isn't merely a “soft” skill; it transcends deep understanding. It's about action: delivering
tangible solutions, showing genuine care, and supporting daily life. Managing brands with an
empathetic mindset fuels innovation, inspires new services, packaging improvements and impactful
communications.

2025 Titanium Lions winner AXA (Three words campaign) exemplifies this trend with highly engaging
campaigns rooted in empathy.

Figure 1

Empathy is strategic and propels Creative Effectiveness

Drawing from its vast creative and brands performances databases, Ipsos provides compelling proof
of empathy’s effectiveness.

Across 1,700+ ads, ideas grounded in empathy—ads reflecting audience identity, emotions,
or values—are 79% more likely to drive brand choice.

The key is crafting resonant experiences by embedding empathetic insights, making consumers feel
understood and represented.

Ipsos’ analysis of short-form video ads reveals that balancing creative and empathetic experiences,
blending entertainment with content representing the audience’s world, is more effective.

2 \ EMPATHY: The new currency of Brand Connection @



Empathy is a driver of
Brand Success

Empathy fosters stronger
brand-consumer relationships,
translating into business impact.

Ipsos BVC (Brand Value Creator)
analysis reveals the growing
importance of Brand Closeness as a
driver of desire for brands. The fact
that people feel close to a brand is
likely driven by the empathy projected
by the brand.

People are also willing to spend
significantly more (7x) on brands they
love (figure 3) confirming the positive
empathy effect.

Empathy in Action

Cadbury Birthday 2024 campaign
(figure 4) connects with
consumers at emotional level
with vibrant empathy making the
brand part of people’s lives.

Empathyis nota
one-size-fits-all

Ipsos underscores that empathy

isn't a one-size-fits-all but a tailored
approach, further enhancing its efficacy
across diverse demographics, countries
and generations.

Ipsos Global Trends data shows 70% of
consumers tend to buy brands that align
with their values. Yet, the importance
rated for this value statement
significantly differs by age, generations
and region outlining that empathy needs
to be carefully tailored according to the
context these audiences live in and their
own aspirations towards brands.
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Figure 2: Empathy builds Brand Closeness and Long-Term Value
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Figure 3: Empathy pays back: People spend 7x more on

brands they love
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Genuine Empathy

requires understanding @ﬂ

diverse values across
generations and cultures.

The unique human power
of Empathy

These findings illustrate the transformative power
of empathy in brand storytelling—it’s a pivotal shift
from transactions to enduring relationships.

Brands leading with empathy are often more
courageous, creative, and connected, and those
who commit to empathy will ultimately win.

Check Ipsos website for more business
insights on Ipsos@Cannes2025.

Ipsos @ Cannes 2025 | Ipsos

At Ipsos, we are passionately curious about people, markets, brands and society. We deliver information and analyses
that make our complex world easier and faster to navigate and that inspire our clients to make smarter decisions. With a
strong presence in 90 countries, Ipsos employs more than 18’000 people and conducts research programs in more than
100 countries. Founded in France in 1975, Ipsos is controlled and managed by research professionals.

Sources:
Ipsos Global Ad Testing Meta-Analysis (n=1,734 cases)

Ipsos Global meta analysis from Early |deas routes database tested with Instant|Labs (200+
cases) Early advertising routes database tested in Instant/Labs (1,465 cases)

Ipsos CreativelSpark Social Video analysis cases (n=191 cases) and Short-Form Video cases
(n=489) - Reference: Ipsos Views: Short-form social Misfits

Ipsos BVC Database 2013-2023
Ipsos Global Trends 2024
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https://www.ipsos.com/en/ipsos-cannes-2025

