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Why Are We Here?



Why Do the IPA Awards Exist?




An Immense contribution to learning

Over 1400 case studies demonstrating
effectiveness of communications in
the IPA dataBANK
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Before the awards existed

“The effects of advertising are largely
immeasurable...

Advertising makes an unknown
contribution to selling goods”

The Business of Advertising 1973

The Effe tiveness Partnership




How the awards have developed
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Beyond traditional ad campaigns

Where social media fits
IN consumer journey

Measuring ongoing
conversations

Understanding how to
create brand advocacy
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The Focus for 2010



Who can enter



A couple of myths

and why you should ignore them
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Myth 1
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Myth 2



Econometrics?

%

&1

The Effe tiveness Partnership



IPA Best Practice Examples of
Effectiveness



Johnnie Walker
Grand Prix Winner 2008
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JOHNNIE WALKER.




The Effe tiveness Partnership



Compared markets with high ad
spend with markets with low spend

Source: WARC, IPA



Volume sales in high spend markets
outperformed low spend markets

Source: WARC, IPA



Volume share grew in high spend
but declined in low spend markets

Source: WARC, IPA



Calculating the value of the
campaign

Source: WARC, IPA



Return

Source: WARC, IPA



Orange 1998 IPA
IPA The FTSE’s bright, the FTSE’s Orange






The FTSE’s bright, the FTSE’s Orange



Contribution to Earnings growth

£22m



Orange payback
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Road Safety Authority IPA

Excellent case that showed Govt campaigns can also
demonstrate commercial saving



M

M m + M rm m

H

H

Seat belts — demonstration of
Effectiveness



£59m saving to the economy



Return on marketing investment



Judging 2010



How the papers are judged
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Special prizes 2010
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The seven judging criteria



Clarity of presentation

Would your mother understand it?

Steer clear of complexity and jargon
What happened?
How did you do it?

Why was it communications?

How did the communications work?



Scale of task

%



Innovation of solution



Scale of effect



Strength of proof



Innovation of measurement
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Channel exploitation



So How Do You Begin?



Read past IPA winners



Understand the rules
Read the small print




ldentify likely cases



ldentify your story



Get senior client approval early on



Gather the data



Tell a story
Don’t write a shopping list
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A typical essay plan
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~1/3 paper

~2/3 paper



The front bit



The back bit
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Don'’t leave any escape chutes

Include or eliminate all other possible factors that
could account for success



Review, review, review, review



mimimimimim7m7imimimimimim

Create IPA time table
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A DEADLINE



M m m m M M

Need to take Into account
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As many spot lights as possible



Good luck

Gurdeep@theeffectivenesspartnership.com
Janey@theeffectivenesspartnership.com



