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Brands can often forget the 
impact of creative

Brands need to keep content 
fresh & engaging

We need to make sure we 
are saying the right things, at 
the right time, to the right 
people

The Challenge



What we’ll 
be covering 
today

  The importance of creative in performance

  Experimentation in Action

  Creative across the funnel

1

2

3



“70% of advertising 
effectiveness depends 

on creative 
– Google –

https://www.thinkwithgoogle.com/marketing-strategies/automation/inside-google-marketing-programmatic-buying/








Why is creative important?

Make an 
Impression

Brand 
Differentiation Ad Fatigue Have a 

Direction





However, current 
brand mindset is 
poor…

Risk-averse

Over-influenced by opinions

Underinvest in insight-led 
creative



ORGANIC FINANCE

DESIGNER

PAID MEDIA

FOUNDER FOUNDER’S FRIEND

STRATEGIST

CEO



Data-Led Decisions

Light backgrounds 
performed best

Imagery with people showed 
to be more engaging

Audience preferred shorter 
copy and direct CTA’s

Subjective Feedback

I don’t like the colour

I prefer this image

I prefer this copy

Too Many Cooks? Let Data Decide



Ex󰈥e󰈹󰈎m󰇵󰈝󰉄at󰈎󰈢󰈝 i󰈼 t󰈊󰈩

SUPERPOWER
CREATIVE



.REFINEMENT .

★

Best solution 
is missed

.EXPLORATION .

★

Many alternate 
solutions explored

Refine from 
here



Finding winning ads is a volume game 

ASOS

Ads          About

~530 results

Loop

Ads          About

~550 results

Gymshark

Ads          About

~1,700 results



Creative - variety 🤝  volume

UGC Statics

Creative diversification within ad sets has been shown to drive up to 32% increased efficiency.

Carousels Videos

Source: Meta, Path to Performance, 2023

https://docs.google.com/file/d/1DsWqcs_Kviyu34fqq15DWe7IGBZQlO4t/preview
https://docs.google.com/file/d/1WQA5Mr9SpRkeC93UV2Ox1EECwLrMqBb5/preview


Creative freshness
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Content age in weeks

8

Top performers stop their 
content

-38%
Bottom performers stop 

their content

-53%

Ad fatigue can destroy your performance

Creative 
fatigue sets in 
from .8 days.

(according to TikTok)



Throw away the brand templates



First 12 months
Limited Benefit

1+ years
Consistent Advantage

Adverting, 
Brand & 

Business 
Effects

.Compound. 

.Creativity.

The Power of Creative Consistency
Consistent Brands⬤ Inconsistent Brands⬤ 













Creative Matters at 
Every Stage of the 
Funnel



Who is this brand? 
What can they offer me? 

Are they someone I identify with?
Awareness

Consideration

Action

Not ready to buy



Awareness

Consideration

Action

Why are they better than competitors?
What are the benefits?
Are they trustworthy?

Not ready to buy



Awareness

Consideration

What’s the price?
Are they easy to buy from?Action

Ready to buy



EASY

HARD



“You can’t convert 
people who don’t 

know you.



Investment
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2.86x
Conversion rate

1.48x
Conversion rate

Advertising Performance Efficiency
Low awareness 20%          Med awareness 40%          High awareness 60%



Brand
Brand positioning
Value proposition
Visual Direction

Performance
The creation
& execution

1

2 3

Campaign
Refining creative 

idea and messaging 

May 
entertain/inform 
but lacks core

May look great & 
reach audience, but 
will be uninspiring & 
doesn’t encourage 

brand love

Could be 
engaging but 

the messaging 
will be wrong 
and will jump 
around a lot

BREAK 
THROUGH



“Learn the rules like a 
pro, so you can break 

them like an artist
– Pablo Picasso –



Thank you
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Connect with us on 
socials:

@impressiondigital

impressiontalk

Impression

@impressiontalk

@impressiontalk


