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2017

Overall, 43 Effies were awarded in 2017.
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THE BAR'IS HIGH
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STRALIAN EFFIES 2017

Overall, 43 Effies were awarded in 2017.

MEDIA PARTNERSHIP ACTIVATION; 1
MEDIA led CAMPAIGNS; 3 RETAIL: 4

USE OF DATA: 4 FOOD, CONFECTIONARY, SNACKS; 3

‘| .' BEVERAGES: 5
. CONSUMER GOODS; 3

HEALTH; 4

ONLINE BRANDS; 1

INSIGHT & STRATEGIC THINKING; 13

FINANCIAL SERVICES; 2

OTHER SERVICES; 3

DIGITALLY-led CAMPAIGNS; 3
TRAVEL, LEISURE, MEDIA; 1

SMALL BUDGET; 5 GOVERNMENT; 5

NEW PRODUCT/SERVICE; 4 NOT FOR PROFIT; 4

BEST STATE; 1

MOST ORIGINAL THINKING ; 4 PR-led CAMPAIGNS; 3

RETURN ON INVESTMENT; 3

LONG TERM EFECTS; 13 E

SHORT TERM EFFECTS; 5

Source: ThinkTV analysis: Effies 2017 Finalist Entries



EFFECTIVENESS

|

You don’t need a huge budget to have an effective campaign
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Source: ThinkTV analysis: Effies 2017 Finalist Entries
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FOCUS FOCUS

Focus on delivering to tightly set objectives.

Ave. Goal per campaign Australian Effies 2017
D Predominantly Branding
e | | | | | : W Effies Gold, Silver,
Finalists LA D Predominantly Activation Bronze and Finalists
‘ ‘ | | | Started with clear
business outcome
Bronze
58%
Silver Sales Sales and Comms Comms
[ ] Finalist
0
Gold 1 5 /0 [ ] Bronze
0
65 /0 , B Silver
0 05 1 5 2. 25 3§ 35 33% 32% M sold
60%

Shortlisted campaigns have fewer goals
Focus on delivering to tightly set objectives, rather than a broad array of achievements

Mixture of adressing consumer needs and marketplace opportunities. E

Source: ThinkTV analysis: Effies 2017 Finalist Entries



KEEPING THINGS

Gold Effie winners have simple strategies.

Simplicity of Strategy

42 N 48

4 9

SUCCESSFUL CAMPAIGNS KEEP THINGS SIMPLE.
ITS HARD ENOUGH TO GET A CONSUMERS ATTENTION,
LET ALONE HAVE THEM SPEND TIME DECIPHERING THE MESSAGE

think@

Source: ThinkTV analysis: Effies 2017 Finalist Entries



i ' 'PERFORMANCE

Data driven marketing decisions improve campaign measurement.

Quant only 1 Quant and Qual Simple strategies deliver results Goal setting is evidence based

Qual only D None
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Source: ThinkTV analysis: Effies 2017 Finalist Entries



"TO ACHIEVE BEST RESULTS!

Broad reach works better than niche.

20‘] 7 % of Effies Finalists who targeted Consumer Insights - Essential for success
Broad vs Specific
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< 0o
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Targeting 3 5 0 / 2 4 0/
0 0o
Targeting Winners had a clear view Finalists had a clear view
of their target audience of their target audience
Source: Binet & Field 2017. Effectiveness in a changing Media Landscape Source: ThinkTV analysis: Effies 2017 Finalist Entries

¢ TARGETING LAPSED USERS PAYS. IT PAYS TO FOCUS ON LOYALTY, NOT JUST ACQUISITION OF NEW CUSTOMERS th. I,(E



EMOTION

Ads that generate high emotion response have greater sale impact.

Emotional Reactions to Advertising

Weak Strong Difference

(V) Q 16%

Attention 58

Difference

30%

Sales Impact 128 167

Source: ThinkTV: The Benchmark Series Emotions in Advertising 2017

* CREATIVITY

Creativit can be used to solve
broader business issues

Make headlines instead of
writing them

Make it newsworthy

Different isn’t everythm?
distinct is just as powerful

Be authentic - honesty pays off
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