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Foreword by Effie

Effie is the worldôs largest community of 

thinkers and practitioners of marketing 

effectiveness, powered by a data set of 

effectiveness cases from our 55 

programmes across the globe.  

We are best known for championing and 

benchmarking effectiveness excellence 

through our awards.  But our mission is 

much wider than that.  We exist to help 

move the industry on by sharing the 

progressive thinking generated by our 

network and our cases studies.  To help foster an industry wide culture 

of effectiveness through our training, events and content programmes. 

One way we do this is by sharing learnings from our Awards 

programmes, which recognise any and all forms of marketing that 

contribute to a brandôs success.  We are proud to partner with Ipsos to 

share the latest trends and actionable lessons from the latest Effie UK 

Awards entrants and winners. 

Effie believes that effectiveness is dynamic.  While the fundamentals 

remain the same, the marketing landscape is ever-evolving.  In the 

following pages you will see how the power of non-conformity in 

creativity has never been more relevant, and read practical tips around 

channel planning, targeting and setting objectives.   

Many thanks to IPSOS for analysing the cases and pulling out the key 

lessons and commonalities so clearly.  Congratulations to the brands 

featured in this report.  Winning an Effie isnôt easy and all the cases we 

draw on drove impressive, tangible growth for their respective brands. 

We hope you find this report useful.  We hope it provides a bit of 

inspiration as we all dig deep to survive and thrive in 2021. 

JULIET HAYGARTH 

MD Effie UK
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Foreword by Ipsos

At Ipsos we are committed to helping our 

clients and their agencies develop the 

most creative and effective advertising to 

deliver brand growth.  As such it is an 

absolute pleasure to partner with Effie to 

bring you inspiration from the 2020 

awards for your future campaigns.

I think itôs safe to say that 2020 was a 

tough year for everyone. The pandemic 

brought about a shift in the way that we 

live and relate to others, the likes of

which most of us will never have experienced before. Of course we canôt 

say exactly which of these changes will be permanent features in our 

lives in the years to come. But, what we can say with certainty is that it is 

this internal and external context which people find themselves in that 

shapes peopleôs beliefs, values and goals. Brands that flex to the context 

while remaining true to themselves will prosper.  

Reassuringly this report illustrates that the principles that many of us 

believe underpin effectiveness hold true:

Å Focused strategic thinking married to a well defined problem 

produces the most effective work

Å The right channels delivering stand out creative work mean you donôt 

have to spend your way to success

There is and will always be a very healthy debate on what constitutes 

stand out creative work. At Ipsos our data confirms time and time again 

that stand out creative work does not play to category conventions rather 

it breaks the category rules to deliver attention for your communications. 

We believe that without attention there is no effectiveness. A common 

theme for the award winners featured in this report is the breaking of 

category convention to deliver effectiveness. 

2021 looks like itôs not going to be plain sailing, so I hope this report 

provides some practical guidance on how to continue to deliver effective 

campaigns in the coming year.

ELEANOR THORNTON-FIRKIN

Head Creative Excellence,  Ipsos MORI



EXECUTIVE 
SUMMARY
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1
Challenge, Context,  

Objectives

Campaigns are typically more 

effective when the objectives 

are focused and connected.

There is no inherent  

benefit to effectiveness  

from targeted or mass  

market strategies.

2
Insight and  

Strategic Idea

Diagnosing the challenge and 

truly understanding the 

audience through the right 

research at the right time 

leads to more effective ideas 

and campaigns.

3
Bringing the Idea  

to Life

More channels are used by 

Winners and these also tend 

to be the channels with the 

greatest reach.

Highly effective campaigns do 

not always need to outspend 

the competition to succeed, 

rather they succeed by taking 

a different path to the rest of 

the category.

Non Conformity was a key  

creative theme for effective  

campaigns.

4
Results

Effie Winners are more likely 

to demonstrate Market Share 

gain as the primary result.



Challenge,
Context,  
Objectives
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CHAPTER 1



When it comes to Objectives, Our winners had 
more than you might expect
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Marketers will agree that every  

campaign, regardless of success,  

should have clear objectives and  

effectiveness is defined (either in 

part or completely) by the ability  to 

deliver on these objectives.

While in the analysis of Effie 

awards around the world we have 

generally found that less is more, 

the UK bucks this trend. Winners 

have slightly more objectives in the 

UK, but we see that these are 

sequential in nature and lead neatly 

from one to another to achieve 

overall success.

Average number of objectives

3.1
No Award

3.6
Finalist

3.8
Winner



Effie Case Study: The Bank of Antandec
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Brand/Client: Santander
Lead Agency: Engine UK, Carat UK

Contributing Agency: Vidsy, Data2Decisions

In an overcrowded category, with a tendency to take 

itself a little too seriously, Santander created an unashamedly 

joyful and wonderfully mass-market campaign to achieve stand 

out and drive brand awareness. As a result, The Bank of 

Antandec campaign exceeded all advertising category norms, 

increasing mortgage applications by 24% and growing market 

share by a whole percentage point, resulting in the best year 

for mortgages Santander has ever had. All of this at a lower 

CPA than for any previous mortgage campaigns.

Watch the Case Video: here

BRONZE:

Finance

https://www.effie.org/case_database/case/UK_2020_E-456-012
https://www.effie.org/case_database/case/UK_2020_E-456-012


Effie Case Study: The Bank of Antandec
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The challenge for Santander was understanding how to create impact in 

the cluttered UK mortgage market when the bank was not known for 

mortgages. Throwing money at the problem was not an option. 

Despite being the 5th largest bank in the UK, Santanderôs advertising 

spend is less than half of its main rivals and one third of the market 

leaderôs. To achieve our objective of  growing our mortgage applications 

by 10% we needed a creative and media strategy that would give us 

visibility and cut through beyond our means.

Gen Kobayashi 
Chief Strategy Officer 

Engine UK



Challenge, Context, Objectives
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CHAPTER 1

Campaigns are typically more
effective when the objectives 
are focused and connected

KEY FINDING
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Mass and Targeted can 
both be Effective Strategies

There has been an ongoing debate in recent years on what the 

most effective targeting strategy to drive brand growth should 

be.  From an analysis of the cases, it is clear that those who 

have not specified a particular target are aiming for a ómassô 

strategy. They have actively decided that their strategy is to 

reach the total possible market, rather than a failure to identify 

a specific target. 

For the winners, they are slightly more likely to have a primary 

target in mind than all entrants. However, with a 50:50 split on 

target vs no target it is evident that either approach can work.

For effective communication it seems its not the particular 

marketing guru that you buy into that is important, but the 

quality of the thinking and its application to the circumstances 

that you find in front of you that is paramount.

All Entrants

44%
Primary 

Target

56%
No
Target

All Winners

50%
Primary 

Target

50%
No
Target

Data from all Effie 2020 entries, all Effie 2020 Winners, óclaimed primary targetô



There is no inherent difference in 
effectiveness from targeted or 
mass market strategies

Challenge, Context, Objectives
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KEY FINDING

CHAPTER 1



Insight and 
Strategic Idea
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CHAPTER 2
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Doing the right Research is important: Tracking and Focus Groups were 
the most common methods used by award winners.

Having a continuous learning cycle from early research into tracking and back round again allows Marketers and Agencies to flag and 

identify brand issues through tracking, understand the whys from qualitative research, and inform creative development through early 

exploration of ideas.  Closing the circle in tracking can be used alongside business metrics to understand performance of the campaign.

Gold: n20, Silver: n22, Bronze: n32, Finalist: n89

All Research Conducted

86

67

50

71

33
25

57
50

2929

0

14

0 0

11

29
33

18

Winner Finalist No Award

Copy testingFocus Groups PositioningStrategicTracking Other specific



Creative testing is often done ñtoo lateò in the process, 

missing the opportunity to develop, learn or co-create big 

ideas or creative content.

Starting early to ensure communication is founded on 

relevant connections with consumers dramatically improves 

creative impact.

Å Early-Stage research produces successful creative faster.

Å Campaigns have a solid foundation with guidance on 

next steps and alignment across stakeholders.

Å Increase returns on media spend by improving creative 

quality.

Ipsos Best Practices: Strategic, early stage 
ȉ±ȡ±"ȉlĊ Ĝȡ ±ȡȡ±ƖȺĜ"Ŵ ĜƖ Ⱥƶ|"ʲ̃ȡ ȉ±"ŴĜȺʲ

Indexed Ad Performance

(combination of attention & brand response) 

93
WITHOUT 

EARLY STAGE

138
WITH EARLY 

STAGE

Based on 500+ Ipsos cases using CEI as a validated predictive 

measure of in-market sales lift
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Insights and Strategic Idea
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The right research to identify the 
brand need and  explore audience 
motivations leads to more 
effective work

KEY FINDING

CHAPTER 2



Effie Case Study: Your Army Needs You
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Watch the Case Video: here

SILVER:

Positive Change 

ïSocial Good: 

Non-Profit

BRONZE:

Government, 

Institutional & 

recruitment

Brand/Client: The British Army/Capita
Lead Agency: Karmarama, MediaCom

To meet ambitious recruitment targets in a competitive 

job market, we needed to raise awareness that the Army were 

recruiting, and show what the Army offered this generation that 

they couldnôt find elsewhere. In a modern-day Britain, 

overlooking and undervaluing young people, the campaign 

challenged stereotypes put on our audience and showed how 

the Army spotted their potential. The campaign earned a reach 

of 4.8 billion in 1 week, increased awareness that the Army 

were recruiting to a 7 year high, and drove a 71% increase in 

applications after a month.

https://www.effie.org/case_database/case/UK_2020_E-484-972
https://www.effie.org/case_database/case/UK_2020_E-484-972


Effie Case Study: Your Army Needs You
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Advertising doesnôt need to be liked by everyone to be effective.

TheóYour Army Needs Youô campaign sparked a lot of debate at launch, 

bringing the keyboard warriors out in force. Itôs not easy to be at the 

centre of a debate, but ultimately, having the courage to stand for 

something and spark conversation can be hugely powerful for 

effectiveness.

Rhonwen Lally
Senior Planner 

Karmarama



Bringing the 
idea to Life 
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CHAPTER 3



Historically, more channels has meant 
more effective work
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The number of channels used by marketers has  grown significantly over the past decade, 

and the general trend through Effie history is that more channels means more effective.

In the UK this year we see the same trend. On average, finalists and winners were using 

more channels (average 15 and 16 channels) vs all entrants, who were using far fewer.

Data from all Effie entries, where available, 1969ï2019, prepared by Mark Ritson @ Effie Next 50 Summit
n=4,855

Number of channels reported in 2020:

# of channels used
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0.42



Winners are more likely to use broadcast 
channels as their main touchpoints
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45%

30%

17%

14%

64%

43%

36%

21%

TV

Social

Media

OOH

Radio

Entrants Winners

As well as using more touchpoints, Winners are also more 

likely to include channels that generate the greatest reach.

While less than half of entrants use TV as one of their main 

touchpoints, for Winners this is still a vital channel for 

success ð

Channels

Data from all Effie 2020 Entries, Specific Touchpoints utilized



But overall it is about selecting the right 
channels for the job
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18%

64%

54%

25%

14%

25%

21%

18%

18%

18%

7%

4%

100%

100%

86%

71%

71%

57%

57%

57%

57%

57%

57%

57%

OOH

Social  Media

TV

Interactive/

Online

VOD

PR

Brand

Website

Direct

Mobile/Tablet

Radio

SEM/SEO

Print

When we look at all of the touchpoints used, all of our Winners 

have used OOH and Social channels, with the vast majority 

also using TV.

All of our winners use additional specifically chosen channels 

to deliver precise messaging to supplement their broadcast 

messages. Therefore, when optimising media plans for 

effectiveness,  the most important rule is to select the right 

channel for your objectives and audience.

Data from all Effie 2020 Entries, Specific Touchpoints utilised

Entrants Winners
Channels



Facebook and Instagram are often part 
of effective campaigns
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64%

50%

39%

39%

11%

4%

100%

86%

57%

29%

29%

29%

Facebook

Instagram

Twitter

YouTube

Snap

LinkedIn

Non-Winners Winners

In line with overall media choices, Winners use more social 

media channels than entrants.

- Winners: 3.3 

- Entrants: 2.1

Facebook and Instagram are the most popular choices for 

Winners vs Entrants. Twitter also features more often in the mix 

for Winners.  

From the award entries itôs clear that it is not just the choices 

that you make that lead to effectiveness, but just as important is 

using the right tactics for each channel  and platform.

Data from all Effie 2020 Entries, Specific Social Platform used



Bringing the Idea to Life
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KEY FINDING

More channels are 

more effective

Using channels with broad 

reach, TV in particular, still 

drives effectiveness

CHAPTER 3



Effie Case Study: We are Nurses, We are the NHS
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Watch the Case Video: here

SILVER:

Positive Change: 

Social Good ï

Non Profit

Brand/Client: National Health Service/ 

NHS England
Lead Agency: MullenLowe London

After years of NHS real term funding cuts, staff 

shortages and costly recruitment practices, we have narrowed 

the shortfall and reversed a catastrophic decline in UCAS 

nursing applications. We have laid the foundations of a critical 

legacy, building for the future, not just the now, transforming 

the NHSô long-term recruitment strategy and saving the NHS 

millions with a campaign ROI of £14.9:1. Most importantly, 

weôve helped protect our nationôs health, particularly pertinent 

as Britain faces its ógreatest threat since World War Twoô.

https://www.effie.org/case_database/case/UK_2020_E-464-808
https://www.effie.org/case_database/case/UK_2020_E-464-808
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Winners tend to spend more overall

As a result of the channel mix used by our Winners they are 

more likely to spend more on their campaigns when compared 

to finalists or entrants. 

However, 50% of the Winners are proving that effectiveness is 

achievable with smaller budgets. 

Entrants tend to have much smaller budgets than for Finalists 

or Winners.

Data from all Effie 2020 Entries, claimed media expenditure
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Spending less than the competition can be effective 

For many of our entrants, even if they are what most would 

consider óbig brandsô in their categories, they  still have less 

to spend than the market leader. They, therefore, need to 

adopt the mindset of a challenger brand.

Data from all Effie 2020 Entries, claimed media expenditure


