BOLD CREATIVITY,
BIG RESULTS.







Y NAME IS CINZIA PALLAORO,
EXECUTIVE CREATIVE DIRECTOR

IN LEAGAS DELANEY MILAN




LEAGAS DELANEY

\l Clients All Clients All Clients All Client:

Bauli Acqua alle Rose CNH Industrial Compara Semplice
Ballantine’s Borotalco Goodyear Iren
Bonduelle Groupe Brioschi Iveco Open Fiber
Bonduelle Italia Chilly MSC Telecom
Bonollo OF Galderma Porsche Italia Tim
Burger King Ganassini Saab
Farine Magiche Menarini Confindustria
Iy Somatoline Cariparma Expo 2015
Keglevich Generali |
Limoncé ING Adidas
Montana Unicredit Mondo
Valfrutta Baglietto Wefox William Hill
Yoga San Lorenzo

Patek Philippe Dorelan Fidenza Village
Fondazione Valentino Police Perdormire TGV

Garavani Pomellato Poltronesofa Valtur



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
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THE ADS WE ARE AWARE OF
98  HAVING SEEN
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AVG. ADS WE REMEMBER
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Q: Are we In the worst era of advertising since the invention of
television?

| believe we are. Today's ads are neither clever, entertaining nor fun. They're just the lowest form of pandering
without wit or artistry. Previous decades at least made an effort. Thoughts?



brand spending millions
ﬂf dollars on ads

Noooo!!
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me

interrupting
my videos
with ads
makes me
hate your

product

made with mematic



SOME DATAS

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



70% OF CONSUMERS FIND ADS ANNOYING

66% 40% 51%

SAY ANNOYING OR INTRUSIVE SAY THAT THEY SEE UNSUBSCRIBE FROM
AD EXPERIENCES REDUCE IRRELEVANT ADS ONLINE EVERY SINGLE OR EVEN BLOCK THE BRANDS
THEIR TRUST IN THE DAY, CREAT(ING A FEELING Olf RESPONSIBLE

BRAND ADVERTISING BOMBARDMENT

https://www.picnic.io/

https://bango.com/excessive-random-intrusive-two-thirds-of-consumers-still-dismiss-ads-as-irrelevant/#:~:text=In%20addition%20t0%20being%20described,even%20blocking%20the%20brands%20responsible.



HOWEVER THERE IS HOPE

OF CONSUMERS SAID THEY

WOULD BE MORE LOYAL TO THE BRANDS
THAT HAVE FEWER, BUT MORE RELEVANT
ADS.

INVESTED IN A HIGHLY

CREATIVE AD CAMPAIGN DOUBLES THE
SALES IMPACT OF A EURO SPENT ON A
NONCREATIVE CAMPAIGN

*Harvard business Review Survey on creative effectiveness

https://bango.com/excessive-random-intrusive-two-thirds-of-consumers-still-dismiss-ads-as-irrelevant/
https://hbr.org/2013/06/creativity-in-advertising-when-it-works-and-when-it-doesnt

CHANCE OF GOING VIRAL, IF T
RRE, OVERT

AD |S CONSIDERED TRULY BIZA
TOP, SURREAL, MYTHICAL O
VIS

R HAVE WE

UAL FEATU

*Kantar Creative Effectiveness Awards 2025
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HOW DO WE OVERCOME THIS? BEING
MORE CREATIVE THAN EVER




TikTok is the
preferred platform for
discovery of new
and emerging trends

of social and video
platform users say
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i of social and

video platform users TikTok is the platform they
agree some of the are most likely to visit to
biggest trends discover and learn about
start on TikTok new/emerging trends in

culture, ranking it #1 vs.
other platforms.

Communities are
empowered
through TikTok

TikTok influences
culture

of social and of social and
video platform video platform
users say TikTok users believe TikTok
has a big impact communities can
on culture. create change.

.. WHERE CREATIVITY INTEGRATE SEAMLESSLY IN THE ENTERTAINMENT EXPERIENCE.



SOME CASE STUDIES







Vieet
Tiny.

Adoptable.
Near you.




KEY LEARNING

EXPERIMENT NEW LANGUAGES:
IF IT HAS NEVER BEEN DONE BEFORE, THAN
GO FORIT!
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RESULTS (AUG 24-FEB 25)

SALES “BUONDI”
SPONT. AWARENESS
MKT SHARE




KEY LEARNING

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

DARE TO CHANGE YOUR PACKAGES, LOGOS, BRAND
GUIDELINES
(BUT ALWAYS WITH A PRECISE PURPOSE)






RESULTS

ENJOYED THE IRONIC/LIGHT STYLE
BRAND INVOLVEMENT
ENGAGEMENT (VS NORM 4.11)




KEY LEARNING

TO STAND OUT, BE DIFFERENT IN YOUR
SPECIFIC COMPETITION ARENA




Black Dog Syndro ‘g

A phenomenon where a; ? logs
and spend four times lor

while lighter-colored o&,
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KEY LEARNING

IT'S ALLABOUT 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

Q 8]
AHOY THERE, DEAN.

1UNDERSTAND YOURE TAKING
SUGGESTIONS FROM'STUD&NTS,




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 MiIX)






CINZIA_PALLAORO@LEAGASDELANEY.IT

in  CINZIA PALLAORO
REDSINSI



