
BOLD CREATIVITY, 
BIG RESULTS.

WHITE SQUARE FESTIVAL - MINSK, JUNE 2025



добры дзень усім вам, прыгожыя
людзі



MY NAME  IS CINZIA PALLAORO,
I’M EXECUTIVE CREATIVE DIRECTOR 

IN LEAGAS DELANEY MILAN



All Clients All Clients All Clients All Clients
Bauli
Ballantine’s
Bonduelle Groupe
Bonduelle Italia
Bonollo OF
Burger King 
Farine Magiche
Illy
Keglevich
Limoncé
Montana
Valfrutta
Yoga

Acqua alle Rose
Borotalco
Brioschi
Chilly
Galderma
Ganassini
Menarini
Somatoline

CNH Industrial
Goodyear
Iveco
MSC
Porsche Italia
Saab

Compara Semplice
Iren
Open Fiber
Telecom
Tim

Baglietto
San Lorenzo
Patek Philippe
Police
Pomellato

Dorelan
Perdormire
Poltronesofà

Fidenza Village
TGV
Valtur

Cariparma
Generali
ING
Unicredit
Wefox

Confindustria
Expo 2015

Adidas
Mondo
William Hill

Fondazione Valentino
Garavani



TODAY WE ARE GONNA TALK ABOUT CREATIVITY

- WHICH IN A FESTIVAL OF ADVERTISING SHOULD BE A GIVEN POINT -
BUT THE ACTUAL COMMUNICATION LANDSCAPE PROOFS IT’S NOT LIKE 

THAT. 



LET’S TALK ABOUT
HOW CREATIVITY CAN BOOST EFFECTIVENESS 
IN AN OVER-POPULATED AND FRAGMENTED 

COMMUNICATION LANDSCAPE



Digital Silk study. This includes all forms of advertising, from traditional media like TV and radio to digital platforms such as social media, search engines, websites and OOH.

4000
ADS PER 

DAY

EACH OF US IS EXPOSED TO THAT AMOUNT OF ADS 
OF ANY KIND EVERY DAY

98: N. OF 
CONSCIUS 

RECALL 
EACH OF US IS EXPOSED TO THAT AMOUNT OF ADS 
OF ANY KIND EVERY DAY

4000
ADS PER 

DAY



Digital Silk study. This includes all forms of advertising, from traditional media like TV and radio to digital platforms such as social media, search engines, websites and OOH.

98
THE ADS WE ARE AWARE OF 
HAVING SEEN

9 AVG. ADS WE REMEMBER



0,2%







(DON’T WANT TO SCARE YOU, JUST TO MAKE YOU AWARE) 



70% OF CONSUMERS FIND ADS ANNOYING

SAY ANNOYING OR INTRUSIVE 
AD EXPERIENCES REDUCE 

THEIR TRUST IN THE 
BRAND ADVERTISING

66% 40%

https://www.picnic.io/

https://bango.com/excessive-random-intrusive-two-thirds-of-consumers-still-dismiss-ads-as-irrelevant/#:~:text=In%20addition%20to%20being%20described,even%20blocking%20the%20brands%20responsible.

51%

UNSUBSCRIBE FROM 
OR EVEN BLOCK THE BRANDS 

RESPONSIBLE

SAY THAT THEY SEE 
IRRELEVANT ADS ONLINE EVERY SINGLE 

DAY, CREATING A FEELING OF 
‘BOMBARDMENT’



HOWEVER THERE IS HOPE

OF CONSUMERS SAID THEY 
WOULD BE MORE LOYAL TO THE BRANDS 
THAT HAVE FEWER, BUT MORE RELEVANT 

ADS.

40% 1€

INVESTED IN A HIGHLY 
CREATIVE AD CAMPAIGN DOUBLES THE 
SALES IMPACT OF A EURO SPENT ON A 

NONCREATIVE CAMPAIGN

https://bango.com/excessive-random-intrusive-two-thirds-of-consumers-still-dismiss-ads-as-irrelevant/

+41%

CHANCE OF GOING VIRAL, IF THE 
AD IS CONSIDERED TRULY BIZARRE, OVER THE 

TOP, SURREAL, MYTHICAL OR HAVE WEIRD 
VISUAL FEATURES

https://hbr.org/2013/06/creativity-in-advertising-when-it-works-and-when-it-doesnt

*Harvard business Review Survey on creative effectiveness

*Kantar Creative Effectiveness Awards 2025



HOW DO WE OVERCOME THIS? BEING 
MORE CREATIVE THAN EVER



A NEW PLACE FOR CREATIVITY

… WHERE CREATIVITY INTEGRATE SEAMLESSLY IN THE ENTERTAINMENT EXPERIENCE.



SOME CASE STUDIES







EXPERIMENT NEW LANGUAGES: 
IF IT HAS NEVER BEEN DONE BEFORE, THAN 

GO FOR IT!

KEY LEARNING





RESULTS (AUG 24-FEB 25) 

+16% SALES “BUONDÌ”
+50% SPONT. AWARENESS
+1,6% MKT SHARE



SAY IT DIFFERENTLY AND IN A WAY THAT 
PEOPLE WILL NOT FORGET.

KEY LEARNING







DARE TO CHANGE YOUR PACKAGES, LOGOS, BRAND 
GUIDELINES 

(BUTALWAYSWITH APRECISE PURPOSE)

KEY LEARNING





RESULTS

94% ENJOYED THE IRONIC/LIGHT STYLE
+5% BRAND INVOLVEMENT 
6,16 ENGAGEMENT (VS NORM 4.11) 
2ND MOST DIFFERENT BRAND IN FINANCE

KANTAR POST-TEST SURVEY



TO STAND OUT, BE DIFFERENT IN YOUR 
SPECIFIC COMPETITION ARENA

KEY LEARNING





IT’S ALL ABOUT THE IDEA AND THE RIGHT 
MEDIA. 

NOT ABOUT THE BUDGET.

KEY LEARNING





EXPERIMENT WITH LANGUAGES AND BRAND ELEMENTS 
(ACCORDING TO YOUR TARGET AUDIENCE, 

AND MINDFULLY).

BE AWARE OF THE “MR BURNS PLAYING YOUNG” EFFECT

KEY LEARNING



WHAT’S THE KEY TO CREATIVE 
EFFECTIVENESS? 



DARE TO BE CREATIVE. 
DARE TO BE DIFFERENT. 

DARE TO BE BRAVE. 

(AND BASE THE CREATIVITY ON A STRONG STRATEGY THAT BUILDS RELEVANCE FOR YOUR TARGET 
AUDIENCE, WITH THE RIGHT MEDIA MIX) 





CINZIA_PALLAORO@LEAGASDELANEY.IT

CINZIA PALLAORO

REDSINSI


