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creativity Crisis

Creativity for all

Ta teAeutaia xpovLa, N KAUYN Tou SNPLOUPYLKOU TTPOLOVTIOG OTNV ETTLKOLVWVLA TwV brands ammacxoAetl euputepa Tn SLEOVN KOLVOTNTA TOU
marketing kat Tng dtadnpong, KATL TTou TTAEOV atmokaAeital “creativity crisis”

MOANG AéyovTal Kat ypadovTat yia To 8€pa. Mo AUEoOg, Lowg, elvat o Sir John Hegarty. Otav emokEHONKE TNV ABNVA WG TTPOCKEKANPEVOG TOU
>AE kau tng World Federation of Advertisers, oto mhaiolo tou Global Marketer Conference 2022, ulAnoe avolxta yLa Tnv KOTACTAON,
XAPAKTNPLOE Ta brands w¢ “stalkers” TTAEOV TwV KOTAVOAWTWY, AVTL yLa “seducers” Kat TOVLOE OTL N SNPLOUPYLKOTNTA OTTELAELTAL.

O AOYOC yLa VO QVTLUETWTTLOTEL TO TTPORANUA SEV lval YOVO UTTAPELAKOG YA OC0UG SpACcTNELOTTOLOUVTAL OE €va “creative industry’, oTiwg N
dladnpon, aAAG KaL ETTLXELPNPIATLKOC YLa OAa Ta brands. H SnuloupytkdTnta elval To Bactko epyaleio Tou brand yLa va TTPOCEAKUGEL TO KOLVO
Tou Otav dLadnNULZETAL KaL ETTEVOUEL CNUAVTLKOUG TTOPOUC OTNV ETTLKOWVWVLA.

Kat, BUCTUXWE, YEVLKN BLATTLOTWON ELVAL OTL OTO KOO APECEL ONO KAL ALYOTEPO

n dLadnuLon, OTIWE GALVETAL ATTO KABE OXETLKN EPEUVA OE EOVLKO KaL SLEOVEC eTTUTEDO.

>tnv EAAGSQ, OKOUN TTEPLOCOTEPO, TO OETLIKO LGOZUYLO TNG SladnuLlong elval JOALG +5 EvaVTL TOU UECOU Opou +15, OTTWG patveTal
aTro Tnv €peuva Media Reactions mou €tpe€e n Kantar oe 20 xwpeg. O EAANVEC, BLattepa, xapaktnpiouv Tn dtadnuon
“too much” kat “repetitive”.




lents & creativity

To 2022, 0 2AE o€ cuvepyaoia pe tnv WFA, kaAeoe kat toug EAANveg marketers va mapouv uepocg otn dLebvn epeuva «Clients & Creativity» Tou
Tpayuatomoinoav Tov Maptio 2022 n WFA, to Contagious kat n The Observatory International. Tnv épeuva otipl&av 34 eBvikol cUYSEOUOL
dladnuLlopevwy Kat cUPUETEXAV 640 uwnAOBaBa oteAexn marketing aTTo 34 XWPEG.
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AvAUEDT 0TA BACLKOTEPA EUPNHATA TNG EEXWPLOE TIWGE TO 91% TWV CUPKETEXOVTWY (82% TTaykoopiwe) oupdovnoe 0Tt FRIORPLOUPYLKOTATO!

ENGURUTEPSUVAINTOUMAIKEEING?. Kata TapadoEo TPOTTO, HOVO TO 28% TNV AELOAOYNOE WG «business criticaly. EvoLadépov/apouataZeL To
YEYOVOG TTWG TA OTEAEXN TTOU CUMDWVOUV UE QUTO TTPOEPXOVTAV ATTO ETALPELEG TTOU AVATITUCCOVTAL, VG OCOL SV cuudwVNaAY, TIPOEPXOVTAV
amo eTaLpeieg oe GAon 0TAOEPOTNTAG, AVAKAPYNG N UdEONC.

but only 28% appreciate creativity as business critical
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Clients & creativity

I curoPE [ cloBAL [ GREECE

T Aliono T MOW ToU 80 T - I
g Z ’C C Yl C Short-term focus 52%
z dNULoOUPYLKOTNTA Bewpeital super power Aisk averse culture
5 WOTOO00 6ev  XPNOLUOTIOLE(TAL  ETTAPKWC, =
8 p p p C Budget cuts

amOKAAUGONKE TwG Kuptapxouv n KOUATOURE|

, Need for “more from less” 27% Q@ 30%
GHOBUVAGIBIBRY (465 oty EANGGG, 51% Ed E3
Too many decision-makers in the o,
Maykoopiwc) kat To SHETEEERIIEH (52% otnv
E)\)\dég’ 4L8% ﬂOYKOOUlLCOC). Over-emphasis on efficiencies
Lack of talent (within agencies)
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TO YEYAAUTEPO TTOCOOTO Twv marketers (40% TN ——
otnv EANGBO, 42% maykoouiwe) ToTroOeTel
) ) ) Lack of belief in creativity
TN OOUAELD \TOU OTN HEON TNG KALMOKOG
OgLO)\éYnonC Marketing procurement focused on savings

Lack of demonstrable proof of the impact of ® o, o
creativity / poor measurement 30% 18%
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Lack of talent (within client)
Increasingly tightly defined target audiences

Clients outsourcing creativity

Iconic & a cultural talking point Practical & promotional
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Clients & creativity
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Increased emphasis on the working
with the right external partners

Zn}JOVTLKh 6LOCDOpOTfO'Ln0n WOPOUOLGZE:TOL Improving our understanding of the customer
avadopLKa PE TOUG TPOTIOUG evioxuong TN
6nHLOUpYLKOTnTOC!
I i f king bet: I
56% twv EANNVwv marketers (éVGVTL 36% Improvement / redesign of our brand(s) purpose
TTAYKOOPIwE) BEWPOUV WG KUPLO EpYaleio TN Worldng with exteral supplers but bringing
0 a pects of creativity in-house

ouvepyaola ME TOouGg KOTAAANAOUG

’ ’ ’ ’ More de—centr;lisation of our creative process o, o, _
EEWTEPLKOUC OUVEPYATEG, EVWM AVTIOETA (more emphasis onlocal) 28%
IBEATIEERTOUBHERNGIBIOEESS (uio amo T

top AUoelc oe 6leBvég emimedo) [EPPOVIEey

otnv EMaGa oAU xapné mocootd (28%

Creativity for all

Increased emphasis on improved measurement

éVOVTL 50% WOYKOOU'L(OC). Improving our customer experience
Bringing creativity in-house

A’LOL06080 OTOWXelO yla Tov KAAdo worooc? ?”n?éfefgﬁfs'iiitfg”lgézfﬁfigii‘éﬁmss
elvat Twg oL ‘EAANveEG marketers, o€ TTOOOOTO

Less reliance on pressure/link testing work o, S o
66%, TTLoTEUOUV OTL T iN-house agencies &€ (including pre post testing of creative)
B0 UTTOKATOOTNOOUWV TIOTE Ta OPEAN TwV

Internal agencies will never replace
the benefit of external agencies

Effectiveness awards focus agencies o, o, '
to produce better work 47%
Creativity is the most valuable contribution
marketing can make towards tackling the
world’s problems
As an industry we focus too much on problems o, o o,
and plumbing and not enough on people & art 54% W 54% 44%
Creativity is the last unfair advantage we're o, o, o,
legally allowed to take over our competitors 48% 41%
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Creativity awards are not fit for purpose
Increased focus on creativity can result in 17% 18% 9%
areduction in focus on the business © ©




Creativity tor all

O ZAE kat n EAEE Bewpouv OTL To ZNTNUA TNG SNPLOUPYLKOTNTAG EXEL WTLKN oNPAcia yla 6Aoug ool Bpiokovtal oto marketing kat Tnv
eTKOWVwVia otnv EAAGSA. Q¢ Beopuikol dopeig, odeihouv va avadei€ouv To ZNTNPA KAL TLG ELOLKOTEPEG TTAPAUETPOUG KAL VA BonOnoouv tnv

Creativity for all

ayopd PE EPEUVA, EKTTALOEUON, KAAEG TTPAKTLKEG KAL KivNTPO.

To kowo Mpoypappa dpacewv exel TiTAo Creativity for All kat TEpLAAPBAVEL TG EENC KUPLEG OPAOELG:

The Business of Creativity Course

>uvepyaotia e tov Sir John Hegarty kat tnv opada tou yua
TTAPAKOAOUONGON EVOG TTPOTUTTIOU TTPOYPAMMATOG OFE ELOLKEG
TLUEG YLO TNV EAANVLKN ayOopPd.

3 Anpoolétnta

H dnpLoupylkdTNTa oTov KAAS0, N SNULOUPYLKOTNTA EUPUTEPA
otnv EANGOA. ZUlNTNOELG, OTTOYELG, TTAPATNPNOELG.

5 TV AdBreaks Attention Study in Greece

H EAEE kat 0 ZAE XpnuatodOTNoav atmo KOWOU PLa EPEUVA TTOU AOXOANONKE
E TNV ETTIOPOON TTOU EXEL TO clutter TNV ATTOTEAECUATIKOTNTA TNG
dladnuong, n omola katadelkvuel TAPAAANAG TO CADES TTAEOVEKTNUA

TOU KaAOU dnuLoupyLkou, ooov adopd to ad recall.

2 'Epeuva kowvou - Likeability

TLapETEL KL TL & EV APETEL OTO EAANVLKO KOLVO.
Mg N KAAN dladnuLon ULOBETELTAL TTLO EUKOAQ.

4  KaMEG TPAKTLKEG

Mpotuta kat training yLa Texvikée briefing kat creative judgment.

6 Ermis Awards kat AtapnpitZopevol

O kopudaiog Becuog BPaBelwv dSNULOUPYLKOTNTAG AVOLYEL TTAEOV YLA
Toug dladnuopevouc. H dnploupykotnta adopd e€lcou agencies
KaL dLapnuLZOPEVOUC.




- OLemmxelpnoeLg

TIOU AELTOUQYOUV

XWPELC ONPULOUPYLKOTNTO
KOL pavTtooLa

B0 ATTOTUXOUV.




Creativity for all

OL BeopLkol GOPELC TNC ayopAC va BoNBNCOUV VA JAC AyaTTNoeL EQVA 0 KATAVOAWTNG.

Nao otapaTNoEeL va pag BAETTEL WG evOXANOoN. Na BonBnooupue va BEATLWOEL N GOUAELA uac.
Na EavayuplooupEe TNV TTPOCOXN PAG 0TN SNULOUPYLKOTNTA. Na TtnV EUGUONCOUE OE KOBE
ATOMO TTOU BOUAEUEL OTN OLAdNULON. 2 € KABE SLadNuLCOUEVO.

MavoAnc MNamammoAuloc
Mpoedpog EAEE

©a BeAauE va ZNTNOOUE ATTO OAOUG KaL OAEC,

TOUC EQUTOUC JOC, TLC OJASEC PAC KAL TOUG CUVEPYATEG UAC,
va «EEBOAEUTOUNEY, VA YPAWOUUE brief TTou TOAUOUV

KOL VO avaZNTNOOUE LOEEC TTOU «TTPOKAAOUV TN OKEWNY,

Va TTPOOTTABNCOUE VA YIVOUuE EUELG oL marketers o TTEAATNG
TTOU OL SLAGNULOTLKEG BEAOUV VA £XOUV KAL AVTIOTPOdQA,

va ylvouv Ta agencies N SLadnNULOTLKN TTOU OL TTEAATEQ
BENOUV VO EXOUV.

[pNyopng Avtwviadng
Mpoedpog 2AE
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