...Advertising has been getting
increasingly dull thanks to the impact of
15+ years of performance marketing




Dull is widespread

48% of B2C ad responses are neutral
and 78% of B2B ad responses

Peler Field

Source: System1 - US and UK TV advertising



So what?

Data from UK effectiveness awards database:
650 digital era cases

Pefer Field
Marketing & Communications Strategy



Dull ads don’t work very hard

Share Growth per unit of Ad Investment
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Rational ads Fame™ ads

*These are emotional ads that successfully
Source: IPA effectiveness databank, 1998-2022 cases, N=249, 215 inspire people to share or talk about them -




The true cost of Dull (SOV)

14.0% ESOV levels of campaigns achieving similar very large business effects

m Rational ads m Fame® ads

i

12.0%

+7.3ppts +4.7ppts

<€<—— +6.8ppts
10.0%

8.0%

6.0%

4.0%

2.0%

0.0%

Average ESOV levels reported by campaigns
reporting VL biz fx (ESOV = SOV minus SOM)

Very large market share growth Very large profit growth Any very large business fx.

Base: IPA effectiveness databank, 1998-2022 cases *These are emotional ads that successfully inspire people to share or talk about them Peter Feld
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The cost of Dull to UK brands (GB£)

Average cost by category to match fame* campaigns broad business effectiveness
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Base: IPA effectiveness databank, 1998-2022 cases “These are emotional ads that successfully inspire people to share or talk about them Pell'er Fleld
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