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CREATIVITY RESULTS

SYEERARATty drives results



GREATIVITY HAS AN
IMPACT ON SALES.

Nielsen found that the mCreative mBrand = Targeting mReach =R
advertising element
that contributed most
to sales was the
creative.

Source: Nielsen an d NCSolutions, 2023
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HOW IT STARTED
HOW ITS GOING
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MODELS




WHAT I’'VE LEARNED:

AWARENESS FAMILIARITY CONSIDERATION PURCHASE LOYALTY



WHAT | AM ASKED TO DELIVER:
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MORE
PURCHASE PURCHASE PURCHASE PURCHASE PURCHASE



“FERNANDO,
PROVE TO ALL OF US
THAT IF WE INVEST $X,
WE WILL GET $Y”




AND EVEN IF WE GET IT RIGHT,
WE STILL GET CRAP
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Why e have the youngeed

Cover your home in o click

FIHST RUSSM THEN QATAR.
] CAN'T WAIT FOR NORTH KOREA.
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BENEFITS OF BEING
A MODERN MARKETER:

B MONEY
B REPUTATION

I MENTAL HEALTH




SOHOW TO GO ABOUT IT?



"It your advertising goes unnoticed,
everything else is academic”

Bill Bernbach







50%

of British advertising is less
compelling than 20 seconds
of a cow chewing grass,
according to System!.

Source: The Extraordinary Cost of Dull Project: System1 Group
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Global SWS Growth by Brand (Year-over-Year %)
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9 PRINCIPLES THAT
HELPED ME ON MY JOURNEY



UNDERSTAND YOUR BRAND
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HAVEIT
YOUR WAY




CREATE A GREAT BRIEF



1 brief, 100+ pages
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BURGER BURGER
KING KING

“Play with fire” “Showcase Whopper love” “Our food is not crap”




“Make women feel
more beautiful”







LET THE IDEA GROW



MY FAVORITES

WHOPPER®

STRATEGY:

HOW:

KPI’S:

Improve guest service
thru technology.

Incorporate mobile
order and payment in

the BK App.

- App downloads
- # of users using MO&P
- Cost to convert



TIWB_ER

= A ¢ “ r
e ¥ ’ <
g » ."r‘ A ‘.ﬂ
'OVER 6 BILLION SERVED S ~ .
» XY
e ’ ‘e | ey e : y
» 7o

u«'.s.-.L

-
-
]
.

LIVE

SOW =

v ‘ ]s '
'SMI ¥ -14504

. QUEST MEANS p
o~ BU§LN




THE BIGGEST RISK



[ Fir/
An unpleasant emotion caused by the belief that

someone or something is dangerous, likely to
cause pain, or a threat.




Cornell University
ILR School Cornell University ILR School

Digital Commons@ILR

1-1-2011

The Bias Against Creativity: Why People Desire
But Rc_ject Creative Ideas




ONE TEAM






WRAPPING UP



WRAPPING UP

ITIS NOT EASY
DIFFERENTIATION IS KEY
KNOW YOUR BRAND
BRIEF RIGHT

LET THE IDEA GROW
BIGGEST RISK

ONE TEAM



	Folie 1
	Folie 2
	Folie 3
	Folie 4
	Folie 5
	Folie 6
	Folie 7
	Folie 8
	Folie 9
	Folie 10
	Folie 11
	Folie 12
	Folie 13
	Folie 14
	Folie 15
	Folie 16
	Folie 17
	Folie 18
	Folie 19
	Folie 20
	Folie 21
	Folie 22
	Folie 23
	Folie 24
	Folie 25
	Folie 26
	Folie 27
	Folie 28
	Folie 29
	Folie 30
	Folie 31
	Folie 32
	Folie 33
	Folie 34
	Folie 35
	Folie 36
	Folie 37
	Folie 38
	Folie 39
	Folie 40
	Folie 41
	Folie 42
	Folie 43
	Folie 44
	Folie 45
	Folie 46
	Folie 47
	Folie 48
	Folie 49

