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Zenith Media & Statista, 2023. 2024 is estimated. Adjusted for annual global inflation using the World Consumer Price Index (CPI) for Real  Ad Spend per 2024.
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We’ve never spent more on advertising

Global Ad Spend ($mil)
Real Ad Spend (2024 $mil)
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Advertising has never grown brands less
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NB: 2024 & 2025 estimated

Average Brand Effects: 1265 US, Europe, UK & Ireland campaigns between 2007-2023 from the Effie Case Library (2018-2023 awards). Emotion: 
Campaigns matched with System1 Test Your Ad Data from 200,000+ respondents, average Star Rating. 

-36%

1,2658 campaigns across US & Europe…
Avg No. of Reported Brand Effects

+30%

Global Ad Spend ($mil)
Real Ad Spend (2024 $mil)



4© System1 Group PLC

Brand BUILDING HAS BECOME MORE 
IMPORTANT

1,265 US, Europe, UK & Ireland campaigns between 2007-2023 from Effie Insights’ database  (2017-2023 program years). Correlation
between reported Brand Effects and Business Results per campaign start year.
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New American and European effectiveness databank with 

CREATIVE QUALITY DATA

REPRESENTING AN EST. $139BIL+ MARKET SHARE CAMPAIGNS RUNNING BETWEEN 2007 - 2023 

BRAND EFFECTS
Brand Awareness

Brand Image
Brand Equity

Consideration/Intent
Trust
Fame

Differentiation
Distinctiveness

BUSINESS 
RESULTS

Revenue
Profit

Market Share
New Customers

Loyalty
Reduced Price 

Sensitivity

Relationship (r) between
Brand Effects & Business Results 

https://system1group.com/the-creative-dividend
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Media Spend Brand & Category Context

Chance of growth

We need to spend enough on media to grow
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Media Spend Brand & Category Context

Chance of growth
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Brand & Category Context

Chance of growth

Media Spend
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TV (National or Local)
Paid Social

Digital (Organic/Owned)

Online Video & CTV

OOH

Print

Digital Display

Radio & Podcast

Public Relations
Branded Content

In-Store (Online & Physical)

InfluencerSponsorship

Events

On Pack

Cinema

SEM/SEO

Direct (Online & Physical)

Contests, Promos
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Brand Building (Average Brand Effects 6month+)

1265 US, Europe, UK & Ireland campaigns between 2007-2023 from the Effie Global Case Library (2018-2023 awards). Impact 
of including touchpoint in campaign’s top 3.

Better at 
converting 
existing demand

Better at building 
future demand

Super Touchpoints
Touchpoints that manage to create 
immediate and lasting effects well.

Touchpoint choices matter



10© System1 Group PLC

All adults, total signal strength

Size of Bubble = Weekly Reach
All data vs UK All adult audience

CPM <£5

CPM £5-£10

CPM £10-£20

CPM £20+

Active attention | HIGH

Signal strength (Social & Fitness) | STRONG

Social in-feed YT skip Podcast

Radio

BVOD

TV

Cinema

YT non-skip 20 OOH YT 30 CTV

Print

Influencers

Source: Signalling Success 2, UK Data, Essencemediacom

The holy media trinity 
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All adults, total signal strength

Size of Bubble = Weekly Reach
All data vs UK All adult audience

CPM <£5

CPM £5-£10

CPM £10-£20

CPM £20+

Active attention | HIGH

Radio

OOH

Print

Source: Signalling Success 2, UK Data, Essencemediacom

Signal strength (Social & Fitness) | STRONG

Affordable, mass quality reach
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3%

13%

8%

33%

0% 0%

13%

26%

<3months 3month+ 1year+ 2year+ 3year+

Broad Targeting & 
High Emotion

Narrow Targeting & 
High Emotion

Broad Targeting & 
Low Emotion

Narrow Targeting & 
Low Emotion

% campaigns reporting profit, all campaigns

Campaign Duration

Top

¼

Btm

¼

Narrow targeting is a defined customer group <20% of market. Broad targeting are campaigns targeting majority of the market. Within 
vertical quartiles: Top vs Bottom Star Rating. 1265 US, Europe, UK & Ireland campaigns between 2007-2023 from the Effie Case Library 

(2017-2023 program years). Ads tested with System1’s Test Your Ad with 200,000+ Global Respondents.

Reach everyone with emotional ads
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We Keep spending more on low attention 
media

Low attention media high attention media
AA/WARC total ad spend for each media excluding search and direct mail. High- and low-attention media defined by Lumen Attention data. High-attention 
media = TV, cinema, radio, magazines, news brands; low-attention media = OOH, social and internet pure play excluding search and direct mail.
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0.3

1.3

7bil USD

155.6bil USD

NB: 2024 & 2025 estimated

Average Brand Effects & Short-Term Objectives per campaign: 1265 US, Europe, UK & Ireland campaigns between 2007-2023 from the 
Effie Global Case Library (2018-2023 awards). Emotion: Campaigns matched with System1 Test Your Ad Data from 200,000+ respondents, 
average Star Rating. Digital Media Spend: WARC media 2024, note 2024 were forecasts.
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Brand Building (Average No. of Brand Effects)
Emotion (Ad Star Rating)
Digital Media Spend (Global Meta Rev)
Short-Termism (Short-Term Objectives)

WE KEEP CHASING SHORT TERMISM 
& MAKING LESS EMOTIONAL ADS 
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Brand & Category Context

Chance of growth

Media Spend

Creativity
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Brand & Category Context

Chance of growth

Media Spend

Creativity



EMOTION X2.4

The

CREATIVITY
STACK

DISTINCTIVENESS X1.4

SHOWMANSHIP X1.6

CONSISTENCY X2.9

Likelihood campaign reports incremental profit, top 
vs bottom quartile for each creativity type.
Benchmarked within category.

Four global ways creativity 
stacks to increase the likelihood 
that advertising drives growth.

PROFIT MULTIPLIER
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We know emotion 
matters, 

but how do we create it? 



How We Attend to the World

Narrow focussed attention
Goal-orientated

Associated with ads for 
short-term sales effects

Left

Broad vigilant attention
People & context

Associated with ads for lasting 
brand effects

Right

Listen
Up!



The Left- and Right-Brain Audio Creative Features

Listen
Up!

showmanshipSalesmanship

Unilateral Communication (Incl. Testimonials) 

Commanded Action (e.g. Call To Action)

Audio Repetition

Comparisons & Claims

Data & Figures

Abstracted Product or Service Feature

Technical Language (Heavy T&Cs) 

Strong Product Focus

Flatness, Lack of Audio Depth

Highly Rhythmic Music

Characters with Vitality 

Story Unfolding 

Clear Sense of Place

Sotto Voce & The Pause (Dramatic Intimacy)

Unexpected Contextual Noise

Sounds of the Living

Dialogue 

Playing with Words 

Distinctive Accents 

Music with Discernible Melody 
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Ad Recall Average Uplift, Per 100 GRPs

Associated With 
Greater Emotion 

Associated With 
Less Memory

Showmanship
Salesmanship

Associated With 
Greater Memory

Associated With 
Less Emotion Listen

Up! Source: System1 & Radiocentre 55 campaigns. Weighted with total campaign media weight (per 100 GRPs). Average uplift if feature is present.

We must Entertain for commercial gain

Story Unfolding

Music With Melody

Clear Sense of Place

Dramatic Intimacy

Sounds of the Living

Playing With Words

Characters with Vitality
Dialogue

Unexpected Contextual Noise

Highly Rhythmic Music

Distinctive Accents

Strong Product Focus

Audio Repetition

Commanded Action

Technical Language
Comparisons & Claims

Data & Figures Unilateral Communication

Abstract Product Feature

Flatness

Top 25% of UK 
Radio Ads 3.1
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Emotion

Brand & Category Context

Chance of growth

Media Spend

Creativity

Distinctiveness
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Brand & Category Context

Chance of growth

Media Spend

Emotion

Distinctiveness

Showmanship
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Brand & Category Context

Chance of growth

Media Spend

Emotion

Distinctiveness

Showmanship

Consistency
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Chance of growthBrand & Category Context

Media Spend

Emotion

Distinctiveness

Showmanship

Consistency
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Chance of growthBrand & Category Context

Media Spend

Emotion

Distinctiveness

Showmanship

Consistency
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Chance of growth

Brand & Category Context

Media Spend

Emotion

Distinctiveness

Showmanship

Consistency
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Chance of growth

Brand & Category Context

Media Spend

Emotion

Distinctiveness

Showmanship

Consistency

esoc
EXCESS SHARE OF 

CREATIVITY

Creative Quality X MEDIA 

SUPPORT
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Fig 70 & 71: 1,153 US, Europe, UK & Ireland campaigns between 2007-2023 from Effie Insights’ database  with enough spend data. Creative Dividend 
measured with System1's Test Your Ad with 170,000 respondents: emotion, distinctiveness, showmanship & consistency. Split into deciles.

% reporting market share growth

23%

49%

1 2 3 4 5 6 7 8 9 10

ESOC (Global Deciles) Top 10%

Chance of share growth, +2.1% 
(conf. 99.9%)

2.4%

17.4%

1 2 3 4 5 6 7 8 9 10

ESOC (Global Deciles)

Exponential chance of profit 
(conf. 99.9%)

Top 10%

Excess share of creativity (ESOC)

% reporting profit growth
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Creative Dividend
Category-benchmarked

creative quality

Cult Hit
Prove it, then scale it.

Growth Engine
Invest, refresh & protect.

Busy Work
Return to diagnosis & strategy.

Paid Noise
Optimize creativity before 

adding more media.

Media Support
Category-benchmarked

Above Average
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Below Average

We must bring creativity & media back 
together
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Cult Hit Growth Engine

Busy Work Paid Noise

Creative Dividend
A
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Media Support
Above AverageBelow Average

Growth Engines
17% Global Campaigns
14% report profit growth
46% use creative testing

Busy Work
38% Global Campaigns
5% report profit growth

18% use creative testing

Paid Noise
50% weakest in showmanship

44% weakest in emotion
4% weakest in distinctiveness

2% weakest in consistency
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