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The learnings on creative effectivess
Orlando Wood  Chief Innovation Officer – System1 Group 













A golden age of advertising technology, has not 
been a golden age for advertising effectiveness...



Salesmanship Showmanship



Broad

Vigilant
Context (whole)

Empathises

Implicit
Connections and relationships

Novelty 

Metaphorical
Self-aware and questioning

Time, space and depth
Music

Left Right

Narrow

Goal-orientated
Abstraction (parts)

Categorises

Explicit
Cause and effect

Repeatability

Literal, factual
Self-absorbed and dogmatic

Language, signs and symbols
Rhythm

Source: The Master and His Emissary, Iain McGilchrist. For further 
details see Look out (IPA, 2021, Orlando Wood)



Broad-beam

Narrow-beam

Alertness

Vigilance

Sustained attention

Divided attention

Focused attention

Source: The Master and His Emissary, Iain McGilchrist. For further 
details see Look out (IPA, 2021, Orlando Wood)



Broad-beam

Narrow-beam

Source: The Master and His Emissary, Iain McGilchrist. For further 
details see Look out (IPA, 2021, Orlando Wood)



See Lemon, by Orlando Wood, IPA 2019, for further details
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Emotion for growth.



1,7 2,2

5,7
Profit ROI 

(ROMI)

% of ads achieving each star rating band (audit of 
106,072 ads, 2017-2024) 18%76%

System1 Star band
ROMI Analysis Source: How Creativity Boosts ROI WARC/System1, 2024. Analysis of 162 ads, WARC ROMI data / System1 Star Ratings

Profit ROI is calculated as: net profit (incremental sales minus incremental costs and campaign investment) / campaign investment. It is normally expressed as a 
percentage or a ratio – for example, 200% or 2:1. 

We are churning out dull

/ /

6%



A New Creative 
Revolution. 



We’ve been here before
Salesmanship Showmanship



Three principles for showmanship









Moto e Azione

The stirring of the passions 
betrayed visibly to the outside 
world

Bodily actions, poses or expressions 
marking crucial moments of the 
story



Embrace Showmanship for attention and emotion
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Associated with 
less emotion

Associated with 
greater emotion

Associated with greater 
attention

Associated with less 
attention

Animal(s)
Characters with vitality/agency

Implicit and unspoken communication
Dialogue

Spontaneous change in facial expression

Distinctive accents
People touching

Music with discernible melody

Something out of the ordinary

One scene unfolding with progression
A clear sense of place

Right brain (Showmanship) 
Left brain (Salesmanship)

MonologueSplit-screen effectVoiceover

Abstracted product

Freeze-frame effect

Product-centricity

Facial frontality

Empty smile

Self-consciousness
Highly rhythmic soundtrack

Flatness

Abstracted body part
Audio repetition

Words obtruding

Correlation between presence of feature and emotional response (System1 Star rating) and presence of feature and Creative Attention Score (TVision) across 195 US TV 
ads monitored/tested by TVision and System1. Features with insufficient base size not shown. With thanks to TVision. See Look out, by Orlando Wood, IPA 2021, for further 
details



The fluent device

From Lemon, by Orlando Wood, IPA 2019

1. Repeatedly used brand character(s)…

2. Repeatedly used scenario, the idea/slogan for which…

… finds the drama in the product







1. Moto e Azione

2.  The Fluent Device

3.  Humour

Three principles for showmanship
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33

Trust Fame/buzz

Left-brain skewed (top 20%)

Trust Fame/buzz

56

80

Right-brain skewed (top 20%)

See Look out, by Orlando Wood, IPA 2021, for further details. Left, showing how right-brain campaigns are more likely to achieve fame and buzz 
effects; Right, showing how right-brain campaigns are more likely to achieve very large trust effects (analysis drawn from 43 IPA Campaigns/137 
ads) 

% Achieving very large effects on 
each measure

Embrace Showmanship for trust and mental availability

Salesmanship Showmanship



See Look out, by Orlando Wood, IPA 2021, for further details. 

Embrace Showmanship for broad and lasting effects

22

11

% Achieving direct effects

Direct Effects

Top 20% 
left-brain

Top 20% right-
brain

1,2

2,0

Average no. of very large business effects achieved

Growth

Top 20% 
left-brain

Top 20% right-
brain

Salesmanship Showmanship Salesmanship Showmanship



For growth and profit, your show needs to be more interesting,

more arresting, more entertaining than the content that surrounds you

See Look out, by Orlando Wood, IPA 2021, for further details. 





In association with…
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Transforming Media
Tom Denford Co-founder & CEO – ID Comms
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Transforming
Media
How Sustainability Concerns are Driving 
Positive Change in Global Advertising

Tom Denford, CEO, ID Comms
UMA Get Together, 27 August 2024



Can Al Capone get us from a lose-lose 
to a win-win in digital advertising?



SUSTAINABILITY



SUSTAINABILITY

MARKETER
RESPONSIBILITY



SUSTAINABILITY

MARKETER
RESPONSIBILITY

QUALITY
ADVERTISING



SUSTAINABILITY

AL 
CAPONE

MARKETER
RESPONSIBILITY

QUALITY
ADVERTISING
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SUSTAINABILITY



1 Million 
Impressions

2.4 Million
Plastic Straws

*Evolving our Media Approach to Brand Responsibility, MasterCard



1 Multi-Channel 
Ad Campaign 

17 People 
One Entire Year 

*Payback Project, AA Carbon Calculator, Our World in Data



Programmatic Media Supply Chain Transparency Study, 2023

23% of programmatic 
ad spend is wasted
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MARKETER 
RESPONSIBILITY



Measure 
Emissions and 

Waste

1

MARKETER RESPONSIBILITY



Measure 
Emissions and 

Waste

1

Incorporate 
Sustainability into 

Media Plans

2

MARKETER RESPONSIBILITY



Measure 
Emissions and 

Waste

1

Incorporate 
Sustainability into 

Media Plans

2

Be a 
Change 
Leader

3

MARKETER RESPONSIBILITY
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QUALITY
ADVERTISING



Sustainable, quality advertising delivers…

BRAND 
SAFETY

BETTER 
ROAS

HIGHER 
VIEWABILITY

IMPROVED 
ATTENTION

REDUCED 
AD FRAUD

www.idcomms.com/digital-control



SUSTAINABILITY

MARKETER
RESPONSIBILITY

QUALITY
ADVERTISING

GOOD FOR BUSINESS
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Brands Deserve 
Better Media
www.idcomms.com

Email: tom@idcomms.com

Social: @tomjdenford



UMA GET TOGETHER
The path to strong communication



Media for everyone
Isabel Massey Global Head of Media & Content, Marketing Diageo



Growth powered 
by inclusion & 
diversity in 
media
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‘Progressive Marketing’ is Marketing
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WHISKEY EXAMPLE – JW 

What comes to mind when you think whiskey?
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We shattered the bias and changed the portrayal
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Using AI to open whiskey to everyone 



Progressive Marketing is not possible without Media 



see themselves in media

Aligning investment with local partners and platforms 
featuring progressive editorial and content 



of sport media coverage

Women are seen in only







7
0 A Media Landscape for Everyone





27% uplift in

number of Women 
drinking Guinness in GB

59% higher ROI on 

Progressive Media 
investment

It works for consumers…and it works for usௗ

+ upholding our responsibilities to consumers in a regulated category 





Time for disruption
Danny Devriendt  Managing Director IPG/Dynamic













147.000.000.000.000.000.000.000147.000.000.000.000.000.000.000
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The path to strong communication

THANK YOU


