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WARC launches ‘Anatomy of Effectiveness’ a white paper on
the five key lessons to deliver effective advertising
The report will change the way brands and agencies market and will drive better
consumer engagement
Cannes, 17 June 2019 – To coincide with the start of Cannes Lions International Festival of
Creativity, WARC, the global authority on advertising and media effectiveness, has today
released ‘Anatomy of Effectiveness’, a white paper for brand marketers and advertising agencies
alike, highlighting five key priorities for brands seeking greater impact.
The report has been created by distilling evidenced best thinking, expert opinion and real case
studies, all combined with 30 years of WARC’s experience on helping the industry advertise
effectively.
Paul Coxhill, Managing Director, WARC, says: “Poor marketing wastes money, time, attention
and resource. All of which we can ill-afford in this fast-moving, resource constrained world. With
‘Anatomy of Effectiveness’ we provide five lessons to help combat this and make marketing
more effective.”
Data suggests that advertising, in its current forms, is not driving the growth it should be.
Advertising spend is not having the intended impact, and, at its worst, it is alienating the people it
is supposed to be engaging:
•

A study by the Advertising Research Foundation found that 69% of all US TV commercials
receive no visual attention (putting up to $40 billion of investment at risk in the US alone);
27% air in an empty room.

•

A focus on short-termism has halved the business impact of creativity, according to
researcher Peter Field.

•

Only 12% of supposedly ‘viewable’ ads are actually noticed by consumers, according to
Lumen Research

•

Nielsen reported that only 53% of the impressions served in the UK reached their intended
target.

•

More than 600 million devices now have ad blocking, in what US journalist Doc Searls called
the biggest boycott in history.

David Tiltman, VP Content, WARC, says: “Against this background, we wanted to pull together
the best thinking from around the world on effectiveness. This white paper examines what the
current range of evidence shows, and where it is being challenged by a fast-changing industry.”
WARC’s ‘Anatomy of Effectiveness’ highlights the following five priorities for brands who want to
improve the impact of their advertising:
•

Invest for growth: Covers the wide range of factors that marketers need to consider when
drawing up budgets, setting objectives and working out what they want a campaign to deliver.

•

Balancing spend: Sets out the frameworks for investment between brand-building and
performance marketing.

•

Be creative, be emotional, be distinctive: Analyses the arguments for investing in creativity –
including the power of emotional communications and the importance of distinctiveness.

•

Plan for reach: Discusses the factors to be considered when planning media spend.

•

Plan for recognition: Focuses on the need for strong brand assets in an era of short-form ads
to ensure consumers know whose ads they are seeing.

Tiltman adds: “While it sounds simplistic, none of these concepts is easy to apply. Every element
involves trade-offs and hard decisions on where to invest. And, of course, insights and creative
thinking are required to bring it all to life – that’s what makes marketing such a dynamic industry.
“The five priorities are not a linear process. We increasingly live in a world where media selection
and creative development go hand in hand, where creativity can be at the heart of business
strategy, and where real-time feedback can allow strategies to evolve during the campaign. We
hope this report promotes the evidence that exists to help advertisers – and ultimately their
consumers.”
For each of the five key priorities on how to advertise more effectively, the white paper includes
evidence, what’s changing, common mistakes, examples, and expert commentary from industry
experts including Paul Dyson, founder of Data2Decisions, Les Binet, Head of Effectiveness at
Adam&EveDDB, Peter Field, Marketing Consultant, Faris Yakob, Co-founder of Genius Steals, and
Jenni Romaniuk, International Director of the Ehrenberg-Bass Institute.
Summing up Paul Coxhill says: “Great marketing can and does cut through. We need to challenge
ourselves to think differently. By finding new ways to engage or through creatively brilliant
executions we can avoid a world where consumers just ignore our best work.”
Cannes Lions delegates can obtain a complimentary copy of the ‘Anatomy of Effectiveness’ from
the WARC and The Work stand on level -1 in Palais I in Cannes. Alternatively, the white paper can be
downloaded at no cost at makeitwarc.com
View here WARC’s imagined world of invisible advertising.
#makeitwarc
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About WARC – A global authority on advertising and media effectiveness
WARC provides the latest evidence, expertise and guidance to make marketers more effective. WARC’s
mission is to save the world from ineffective marketing.
WARC’s clients include the world's largest brands, advertising and media agencies, media owners,
research companies and universities. They rely on WARC for rigorous, unbiased information and advice on
almost any advertising and marketing issue, which WARC delivers via best practice guides, case studies,
research papers, special reports and advertising trend data, as well as via webinars, awards, events and
advisory services.
WARC collaborates with more than 50 respected industry organisations globally including: The
Advertising Research Foundation, Cannes Lions, Effie Worldwide, Association of National Advertisers,
ESOMAR, 4A's, IPA and DMA.
WARC was founded in 1985, and has offices in the UK, US and Singapore. In July 2018, WARC became
part of Ascential plc, the global specialist information company.
About Ascential
Ascential is a specialist, global information company that helps the world’s most ambitious businesses win
in the digital economy. Our information, insights, connections, data and digital tools solve customer
problems in three disciplines:
• Product Design via global trend forecasting service WGSN;
• Marketing via global benchmark for creative excellence and effectiveness Cannes Lions and WARC, and
strategic advisory firm MediaLink; and
• Sales via ecommerce-driven data, insights and advisory service Edge by Ascential, leading managed
services provider for Amazon Flywheel Digital, the world's premier payments and Fin Tech congress
Money20/20, global retail industry summit World Retail Congress and retail news outlet Retail Week.
Ascential also powers political, construction and environmental intelligence brands DeHavilland, Glenigan
and Groundsure.

