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FOREWORD

Foreword by Effie

Malene Birkebaek, CEO at Kredtivitet & Kommunikation, Lead Responsible Effie Awards Denmark

To the marketing industry, Effie is a familiar and respected name. Winning an Effie Award is widely recogniz
as a significant achievemenand rightly so. It reflects the tremendous effort required to develop, execute, and
measure campaigns that wultimately earn a place o

But Effie is more than an award. It is a global community built around marketing effeciacs@sse for
Inspiration, knowledggharing, and a relentless drive to harness the power of creativity for the benefit of both
business and society.

ltisinthatspirt hat t hi s yearo0os deep dive I nto the most e
Into what drives the results of the campaigns, but also a unique look on where drivers of effective Commerci:
and Nonprofit projects differ or are shared.

This report is the result of a unique collaboration between Effie Denmark and Ipsos. Ipsos is globally recogni
for its extensive insights into creative excellence. By combining this expertise wigpmanalysis of all the

many and highly differentiateDanish Effie entries from 2023 to 2025, we are now able to share adat@n
picture of what work8 and why.

The aim of this report is to be a source of inspiration and insight for marketing professionals across the indus
and a testament to our relentless ambition to add to an increased body of knowledge around effectiveness
based on Danish data.
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FOREWORD

Ipsos

Foreword by Ipsos
Alexander Asmussen, Head of Creative Excellence, Ipsos Denmark

At Ipsos we remain incredibly proud of the continued and growing partnership widbithan
| Denmark and globally. Our common passion for brands and organisations to truly obtain creative
effectiveness, drives our collaboration.

We at Ipsos are especially excited about the work we are trusted to do on the Effie Effect report,
analysing and summarising data from the recanchber of amazing Effie cases this past year, with great
curiosity.

A common trait for the besft-the-best in marketing is, in fact, curiosity. It is a true superpower! Those wh
are truly curious, always listen. When you listen, you will learn. And when you learn, you have the
opportunity to I mprove and really become eff et
| (proven) effective campaigns, is truly a tribute to that curiosity.

This year we will look at the characteristics behind the most effective Danish campaigns of the past thr
years (20232025), but not only thad we will also break out data and insights into Commercial ane Non
profit cases.

We therefore hope that this Effie Effect report of the past three years of Effie data, will alsoyepark
curiosity to | earn, be I nspired and eventual |\
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Commercial & Non-profit Effie cases 2023-25

COMMERCIAL CASES
70% OF ALL CASES
56 WINNERS (49%) | 58 N@NNNERS (51%)
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NONPROFIT CASES
30% OF ALL CASES
25 WINNERS (51%) | 24 N@NNNERS (49%)
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EXECUTIVE SUMMARY

The 2025 Effie Denmark Effect Report, in partnership with lpsos analyses Effie 2025 campaigns,
focuses on the pillars of the Effie framework, with an additional analysis on credtive effectiveness.

Challenge, Context
& Objectives

The most effective campaigns keefght
objective focusd Nonprofits even do best
with asingularfocus, sticking to just one
business objective, while Commercial

Insights &
Strategy

Insights and strategy is rooted in common

marketing belief, in understanding the target

audience and imailing the campaign insight,

as a prerequisite to truly effective campaigns

campaigns can have ambitions of meeting Up commercial campaigitsvest in more

to 2-3 objectives and still be successful.

Effective Commercial and Nprofit
campaigns both takan outsidein approach
when defining their business objectives

Common objectives for bdilbut especially
Nonprofit d are Environmental and Societal
objectives which reflect andhow empathy

consumer insights and research to drive
campaign successwhile the lower campaign

budgets of Noprofits naturally limit the use of

primary research.

Themost effective Commercial campaigns

are more likely to keep a finger on the brand

pulse througlrackers ensure the campaign
Insight and empathy with consumers via

over the past three years.

The most effective brands also understand the

correlation between production and media
Investment and thgreat effectiveness most
often needs solid investmentlsehind.
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execution effectiveness througlative copy
testing

Themost effective Norprofit campaigns
prioritise their (relatively smaller) resources
more on landing the overddland positioning
and campaign conceptight from the gego.

IN PARTNERSHIP WITH IPSOS

Bringing the Strategy
& ldea to Life

There i10t just one way to bring
campaign strategies to lifeAudiences,
Insights and objectives need to drive
campaign strategy and media choices.

In fact, for both Commercial or Nprofit
campaignsthe numbepf touchpoints is
not strongly correlated to overall
campaign effectiveness

Howevercertain media choices seem
more effectivethan others.

ForCommercial campaigns, TV desad
media, surrounded withecessary digital
supportis most correlated with Commercial
campaign effectivenegswith Cinema,
Events and Retaihs most important
secondary touchpoint options.

The most effectiidon-profit campaigns,
use Eventssupported byamplifying
Digital and PR efforts

lpsos Creative
Effectiveness Analysis

Ipsos sees creative effectivenesarasriginal or
different experience that delivers value to the
audienced a strong empathetic, creative
experience, that delivers new ideas about the
brand, to its target audience

Among the Effie entries, thest effective
Commercial and Nofprofit campaignsdeliver
more strongly ohoth creative experiencesiew
and differentiating ideasand finally have their
strong foundation ian empathetic and
personally relevant insight

Between the most effective Commercial and Non
profit campaigns, theffective NonProfit
campaigns actually outperform the effective
Commercial caseacross the board.

This may be because thaical themesof Non
profit campaigns often link closer to the top
worries of Danegiving them an easier road to
consumer empathyBut it can also be influenced
by the fact thatNon-profits need to excel
creatively even more than Commercial
campaigns due to their much smaller budgets, in
order to drive effectiveness.




CHAPTER 1:

Challenge, Context
& Objectives
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CHAPTER 1: CHALLENGE, CONTEXT & OBJECTIVES

CHALLENGES

The most effective campaigns define their challenge-focus more on outside-in aspects such as
perceptions of category, brand and product (Commercial), and Danish people and common
causes (Non-profif)
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CHAPTER 1: CHALLENGE, CONTEXT & OBJECTIVES

Ipsos

creating behaviour change, embedding the emotions in an empathetic and
relatable story drives S times the effect of emotions alonel

Ipsos meta-leamings show us that while emotions do affect the likelihood of s@

RELATIVE % CONTRIBUTION TO INCREASED BEHAVIOUR CHANGE

X5
effect 4 1 O/
+89%0 ‘6 At the end of the dayy,
people won't remember
EMOTIONS RELATABLE STORIES what you said or did, they will remember
how you made them feel. o)
CLASSIEY I CREATIVE TACTICS WERE PRESENT YESING. RIDESCIREIBY THEVES OF TACTICS THEY MOST REPRESENTED 0 Maya Angelou
INDIVIDUAL TACTICS ARE REPRESENTED WITH THEIR PROPORINRSBEXPLARIED IN DRIVING THE EFFECTS METRIC. | H|gh|y celebrated and awarded

American author, poet & civil rights activist
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CASE INSIGHT

SILVER

®

Life is Bitter - and that's the whole point

While the chtegoﬁ declined,
7 wegrew the b

“Life is Bitter”

Brand: Fernet Branca
Lead Agency: PONG

WINNER CATEGORY: SUSTAINED SUCCESS

How do you grow a brand in a category in structural decline, where  The platform "Life is Bitter" made the brand culturally relevant PRODUCTS/SERVICES
people are simply drinking less bitter liqueur than befqQr@nd through a simple, consistent universe that stood in sharp contrast
where younger consumers are actively rejecting the taste? to the polished alcohol advertising typical of the category. The

same visual language. The same dry tone. Repeated over time. SILVER
PONG faced a neampossible challenge:
FernetBranca was #6 in the market, the core audience was 65+, The results were striking:
and the next generation was actively turning away from the +428% in volume, +561% in value, from #6 to #1 in a category that KEY RESULTS
bitterness. Rather than "fixing" the product, they leaned into a simultaneously declined b¥8.5%. The price rose by 37%.
crucial insight: +428%

The case demonstrates that a strong insight, creative consistency, IN VOLUME
Life isn't always easy and straightforward. and patience can drive exceptional groveteven when the

starting point is bitter. +561%

The transition to adulthood is full of bitter moments, big and small IN VALUE

C rejections, breakups, and failures. Suddenly, the product's FROMES TO#1 IN A CATEGORY THAT
greatest weakness became its greatest strength. The bitterness SIMULTANEOUSLY DECLINERSRY,
became a symbol of a realistic outlook on life.

THE PRICE ROSBPBX.
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CHAPTER 1: CHALLENGE, CONTEXT & OBJECTIVES

NUMBER OF BUSINESS OBJECTIVES

Having a tight focus on business objective(s) is correlated to eventual campaign effectiveness.
Where Non-profit sees most success with a singular focus, Commercial budgets allow for
slightly broader priorities

Commercial Nonprofit

Nonprofit winners understand the

importance of prioritizing more limited
budgets on just a single business objective.

# OF OBJECTIVES

Commercial winners have slightly greater
possibilities with multiple business
objectives, but less success when
exceeding three business objectives. 5% 0%
0%

WINNER |l NONWINNER
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CHAPTER 1: CHALLENGE, CONTEXT & OBJECTIVES

BUSINESS OBJECTIVE CATEGORIES

Working with a perceived socially relevant ‘Greater cause’ is more prominent among the
most creatively effective campaigns (outside overall having fewer business objectives)

Commercial Nonprofit

Brand or Business Transformatjon

Focusing more on cultural relevance through e.qg. 26%
environmental and/or social objectives, seems like a | |
. i ] Brand or Business Transformatjon
creative effectiveness shaortt for both Commercial and 14%
Nonprofit campaigns. Envionment

Furthermore, a stricter and more singular focus is present |[Eisiee / S—

among the most effective case.

Brand or Business Transformatjon
17%

Environmental

0)
vl e2ve /Social 75%

Environmental

Revenue34% /Social 84%

Revenue21%

Profitability;

Profitability; 2204

13%

Volume 13%

12 2025 EFFIE DK EFFECT REPORT n IN PARTNERSHIP WITH IPSOS

Ipsos




CHAPTER 1: CHALLENGE, CONTEXT & OBJECTIVES

Ipsos

The most effective campaigns show empathy for the exact biggest worries of s@’;

the Danes, as their ‘Greater Cause’ business objectives

| pSOS

The most effective campaigns understand the need for
tapping into the societal worries of consumers, taking an
outsiden, rather than insigeut approach to their
campaign creation.

Here, the tog8B biggest worries amongst Danish people are
within the exact scope of Environment and Social domain.
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CHAPTER 1: CHALLENGE, CONTEXT & OBJECTIVES

Keeping the finger on the pulse of society can help brands land their campaign s@’&
empathy with their Danish audiences when defining the business objective(s) =

| psos oOWhat Worri €5 Denm

Climate Change I 33 %
Healthcare I 26 %
A Social Programs / Welfare State | I 19

A immigration I 5%
A VWor I 4%
v Inflation I 13 %
A State of the Economy I 12%

New! Education |GGG 171%

New! Lack of Trust in Politicians |GG 10%

NEw! Poverty & Social Inequality | I  EEEEEEEEEEE 10%

A INCREASED RATE OF WORRY SINCE 2022
V¥ DECREASED RATE OF WORRY SINCE 2022
NEWINEW TO TOP 10 SINCE 2022
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CASE INSIGHT

The Danish Road Safety Council made speed personal -

and moved the death ioll

¢Radetfor SikkeiTrafike

Brand: Radet for Sikker Trafik
Lead Agencies: PONG / Brandhouse / Orchestra

Most Danes know that speed kills. Most also think they're above
average behind the wheel.

That contradiction was the problem.

The challenge wasn't ignorancget was ego. PONG and the Danish
Road Safety Council didn't try to inform their way out of it. Instead,
they made the laws of physics impossiblegoore:reaction time,
braking distance and force of impact.

Over time, the tone shifted from confrontation to reflectigrand
eventually to positive reinforcement, thanking drivers for slowing
down.

Results were tracked across attitudes, selborted behavior,
measured speed, and mortality data. Speethted fatalities on
rural roads dropped by 64%. The share of drivers exceeding 90
km/h fell by up to 58%.

The case is a reminder thaéhaviorchange doesn't happen in a
single campaign. It takes consistency, courage, and the discipline
to measure what matterg and when those things align,
communication can literally save lives.

_ SILVER -

. ENTRY TLE: E -
Ré&det for Sikker Trafik

WINNER CATEGORY: SUSTAINED SUCGESS
NONPROFIT

SILVER

KEY RESULTS

64%
REDUCTION IN SPEHHDATED FATALITIES ON RURAL
ROADS

UP TO 58%
DECREASE IN THE SHARE OF DRIVERS EXCEEDING 90

KM/H

RESULTS TRACKED ACARIIBBDES, SELF-REPORTED
BEHAVIOR, MEASURED SPEED, AND MORTALITY
DATA
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CASE INSIGHT

When Sydhavnen Became M4GISK

“MAGISK METROABNING”

Brand: Metro M4
Lead Agencies: Accenture Song / OMD Danmark

Sydhavnens not far from the rest of Copenhage#t least not
geographically. Yet for many Copenhageners, it feels like an
entirely different neighbourhood.

This insight became the starting point for Accenture Song when
the new M4 metro line was set to open. Because transport choices
are rarely driven by logic or travel time alone. They are shaped by
habits. And new routes often feel more complicated, even when
they are objectively faster. At the same time, interviews with
residents revealed something else: a strong sense of pride in
Sydhavnert seen as a raw and still undiscovered gem in an
otherwise increasingly gentrified Copenhagen.

This was where the campaign idea emergédfithe M4 was to
change behaviour, it first had to change the feeling of distance.
The metro should not simply function as a transport solution. It

This became the campaign's creative platform, brought to life
through the identity M4GISK. Instead of promoting infrastructure,
the campaign celebrated the places, the stories and the people of
Copenhagen. The metro was not the protagonist, but the
connection between them.

The results were measurablén the first six weeks, 570,000
passengers used the M4 liqealmost twice the expected number.
Sales modelling showed that the campaign directly drove 897,268
passengers, delivering an ROI of 3.8. At the same time, 41% said
the campaign made them want to try the new line.

For the team, the Effie process reinforced a simple but important
lesson: the strongest results emerge when human insight and
business objectives meetnot when communication merely
explains how something works, but when it makes people feel why

aKz2dzZ R YIF1S GKS OAUGé& FSSt al A ltmattsrs.Of 28 SNIbé
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WINNER CATEGORY: INDUSTRY SPECIFICS
TRANSPORTATION, TRAVEL & TOURISM

SILVER

KEY RESULTS

570,000
PASSENGERS USED THE M4 LINE IN THE FIRST SIX WEE
¢ ALMOST TWICE THE EXPECTED NUMBER

897,268
PASSENGERS WERE DIRECTLY DRIVEN BY THE
CAMPAIGN, DELIVERING AN RGBOF

41%
SAID THE CAMPAIGN MADE THEM WANT TO TRY THE
NEW LINE




CHAPTER 1: CHALLENGE, CONTEXT & OBJECTIVES

UN SUSTAINABILITY DEVELOPMENT GOALS

With their higher environmental / societal focus, Non-profit campaigns link
naturally better with the UN’s Sustainable Development Goals®

Commercial Nonprofit

*Sustainable Development Goals include goals such as Affordable & Clean
energy, Climate Action & Reduced Inequalities.
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CHAPTER 1: CHALLENGE, CONTEXT & OBJECTIVES

NUMBER OF MARKETING OBJECTIVES

The best Commercial campaigns obtain their objectives through a very focused marketing path.
Non-profit campaigns with tighter budgets must think more outside-the-box when defining their
marketing roadmap to success

Commercial Nonprofit

Despite having more business objectives on
average, Commercial cases prioritise fewer - 69,
marketing paths to get there.

35%

Effective Notprofit campaigns, perhaps due
to lower budgets, must think more creativelyg

and incorporate multiple marketing paths to & _ 70%

reach their business objectives.

ECTIVES

25%

Proven creative effectiveness is difficult to
obtain when the defined marketing path goes - 130,
through 4+ different marketing objectives.

40%

WINNER |l NONWINNER
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CHAPTER 1: CHALLENGE, CONTEXT & OBJECTIVES

Ipsos

MARKETING OBJECTIVE CATEGORIES

The brands behind the most effective campaigns understand marketing focus

Commercial

The most creatively effective campaigrmoth
Commercial and Neaorofit 0 have clear marketing
strategies, while those struggling to prove effectiveness
seem to try too many things simultaneously.
VG SR

etentl
Conversignl1%

For the most effective Ngmofit campaigns, Awareness
appears as a criticab almost twice as recurremt
market|ng ObJeCt|Ve Awareness

32%

Penetration9%

ultural relevancet%
Recommendatipb%

Consideration
21%

Changes in
Attributes
18%
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Penetration16%

ultural relevancel29

Recommendatip8%

IAWETERERS
41%

Consideration
43%

Changes in
Attributes;
34%

Conversiagn
16%

Cultural relevance
12%

Awareness
60%

Consideration
44%

NonProfit

Value of Purchasge
17%

Retention17%

Conversign
17%

Cultural relevance
21%

Recommendatip8%

Awareness
38%

Consideration
50%




CHAPTER 1: CHALLENGE, CONTEXT & OBJECTIVES

PRODUCTION AND MEDIA SPENDING

Investing in both creative production and especially media budget, correlates strongly with
campaign effectiveness, which is naturally at a lower level for non-profit campaigns

Commercial Nonprofit

86% 69% 100% 0% 96% A%
Less than 3 mi| More than 3 mil Less than 3 mj More than 3 mil Less than 3 mil More than 3 mil  Less than 3 mil More than 3 mil
Production and non media spend Media spend Production and non media spend Media spend

WINNER [l NONWINNER
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CASE INSIGHT

ENTRY Time;

When strategy, creativity and evidence strengthen >
democracy et

“Pass it on - Use your vote - European Elections 2024”

Brand: The European Parliament
Lead Agency: &Co. / NOA

WINNER CATEGORIES:
PR- PUBLIC RELATIONS, BRANDED CONTENT &
How do you mobilise 400 million voters across 27 countries in a ¢KS AGNI G838 olflyOSR a0lyé FyR sl GNEERWNMENRRPUCTH/EERYIGESRRIDEIT & | 4 |
time marked by war, disinformation and democratic decline? tangible to vote and then strengthening the motivation by
remindingEuropeanswhat is at stake. The objective was not SILVER
&Co began with a simple but powerful insight: democracy is a shared = merely reach, but connectiogencouraging people to talk to one
responsibility¢ not only towards a cause, but towards one another. another.
The challenge was that European Parliament elections are often The results were significant: KEY RESULTS
perceived as distant and less important than national elections. The 40% ofturopeangrecall the campaign. Of those, 48% discussed it 40%
campaign therefore shifted the conversation away from the political with family and friends. 29% say it positively influenced their OF EUROPEANS REMEMBER THE CAMPAIGN
arena and into the private sphere. decision to vote; and among those who recall the campaign, voter
turnout was 20 percentage points higher. 48%
¢ KNRdzZAK (GKS &aK2NI R20dzySyidlFNE FALY atlaa A0 2y€e€3X RSY2ONI Oé g4I a OF THEM TALKED ABOUT IT WITH FAMILY AND FRIENDS
made personal and emotional through intimate conversations The film achieved 339 million completed views and a ©imough
between grandparents and grandchildren. Voting was not framed as  rate of 64%. 29%

a duty, but as something we pass on FELT THAT IT INFLUENCED THEIR DECISION TO VOTE
THE FILM ACHIEVEI® MILLION COMPLETED VIEWS

VIEWTHROUGH RATE 6%
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MARKET DEVELOPMENT

Commercial Nonprofit

In Decline Flat Growing In Decline Flat Growing

B WINNER [l NONWINNER
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