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Four things to take from this report

COMBINING SOCIAL, VIDEO 
AND PR CAN BE HIGHLY 
EFFECTIVE

DIGITAL IS DRIVING NEW 
LOW-BUDGET STRATEGIES

EMOTIONAL APPEALS ARE 
BECOMING MORE COMMON

AUSTRALIA REMAINS A 
STRATEGIC POWERHOUSE

A notable number of campaigns 
ranked in the 2016 Warc 100 use 
digital-led models. Usage of 
social media as a lead channel 
has increased from 2015 and 
overindexes versus the total set of 
campaigns on warc.com. Several 
top-ranked campaigns combine 
social, online video and PR. 
These findings suggest that, in 
the right circumstances, digital-
led models can be very effective 
– but the fact these campaigns 
are so highly awarded may 
also suggest that this can be 
a difficult trick to pull off.

The rise of digital-led models 
among the Warc 100 campaign 
set has also contributed to 
an increase in the amount of 
short-term and low-budget 
work. The high number of low-
budget campaigns in the Warc 
100 – which are all campaigns 
highly awarded for effectiveness 
– is unusual, and may reflect 
emerging opportunities for 
low-budget work to combine 
channels such as video and PR 
to deliver breakthrough results.

Analysis of creative approaches 
shows that emotion is being 
more widely used – among 
all case studies published on 
warc.com, and also among the 
highly awarded Warc 100 set. 
This may reflect the range of 
studies that have shown the 
power of emotional appeals. 
Emotion continues to overindex 
among the Warc 100, suggesting 
it is a common feature of 
highly effective marketing.

In an analysis of performance 
by region, Australia has a 
strong showing. Its share of 
campaigns on the Warc 100 is 
vastly higher than its share of 
global adspend, reflecting the 
strength of marketing strategies 
coming from that market. There 
is no better example than ‘Penny 
the Pirate’, the top-ranked 
campaign in the 2016 Warc 100. 
This campaign combined product 
development with a smart 
communications strategy to 
deliver standout business results.

http://www.warc.com/warc100.100
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Executive Summary 

This report analyses the world’s 
best marketing campaigns to 
uncover shared creative, media 
and measurement strategies

Its basis is the Warc 100, an 
annual ranking of campaigns 
based on their performance in 
79 effectiveness and strategy 
awards from around the world.

The campaigns ranked on 
the Warc 100 have been judged 
highly by their peers in terms 
of their impact on a client’s 
business. To rank highly in 
the Warc 100 typically reflects 
success in multiple competitions, 
meaning that a campaign 
has been judged repeatedly 
on the basis of its results.

As a set of campaign case 
studies, the 2016 Warc 100 can 
be analysed in two ways. First, 
it can be compared with the 
2015 Warc 100 cases. Second, it 
can be compared with all other 
case studies published on Warc 
in the same year, to see if there 
are any significant differences 
between the highly awarded 
Warc 100 campaigns and a 
more ‘typical’ example of an 
effective marketing campaign.

“Social media has 
increased its lead as the 
most-used media channel, 
with more than 80% of 
the Warc 100 campaigns 
using social in some way.”

This analysis is possible 
because Warc publishes 
hundreds of effectiveness and 
strategy case studies from all 
over the world – it is the world’s 
largest database of marketing 
ideas that work. And all of these 
case studies are tagged in the 
same way, producing a set of 
data that can be analysed.

This case study tagging 
includes which media channels 
were used, the campaign 
duration and budget, metrics 
measured and the campaign’s 
geographic origin. From this 
analysis, several trends and 
themes have emerged.

Digital-led effectiveness
A notable element of the top 100 
was how many of the leading 
campaigns were digital-led: 11 
of the top 20-ranked campaigns 
of 2016 were focused on digital 
(they may have been supported 
by other channels, but the focus 
was social or online video or 
some other digital property).

This headline finding is 
supported by the data analysis. 
Social media has increased its 
lead as the most-used media 
channel, with more than 80% 

of Warc 100 campaigns using 
social in some way. Online 
video is the second most-used 
channel. Public relations, 
often used to support social-
driven campaigns, is third.

The trend is also clear when 
the lead media channels of 
campaigns in the Warc 100 
are analysed. Social media is 
again the most-used channel, 
and overperforms versus the 
total case study set. Online 
video is, for the second year, 
more common as a lead 
channel than television.

There are several examples 
of these digital-led models in 
action. The famous Volvo Trucks 
‘Live Test Series’ campaign, 
developed by Forsman & 
Bodenfors, combined two 
channels: YouTube and PR. 
Similarly, the ‘If We Made It’ 
parody of Super Bowl ads 
from Newcastle Brown Ale 
and Droga5 relied on a series 
of highly sharable videos.

Low-budget models emerge
The success of this type of 

digital campaign is also reflected 
in data for campaign duration 
and campaign budgets. There 

http://www.warc.com/warc100.100
http://www.warc.com/warc100
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Executive Summary (continued)

has been a marked shift toward 
lower-budget and short-term 
campaigns in the 2016 Warc 100.

This is unusual: the 2015 
analysis, consistent with 
previous studies into high-
performing campaigns at 
effectiveness and strategy 
awards, found that bigger 
campaigns tend to overperform.

The 2016 findings underline 
that digital-led strategic 
models are now delivering 
significant commercial effects. 
And some of these campaigns 
are working very hard on a 
low budget. New opportunities 
are clearly emerging for low-
budget work to cut through.

Measurement trends
This is also clear in the analysis 
of metrics used in case studies. 
The ‘soft’ metrics cited by 
Warc 100 campaigns skew 
towards social buzz and PR 
value, a reflection of the social 
media-driven work that has 
done well this year. However, 
this is not at the expense of 
commercial success: Warc 100 
campaigns overperform in terms 
of ‘hard’ metrics, particularly 
in terms of driving sales.    

This remains a hard trick to 
pull off – one of the reasons 
these low-budget, digital-
led campaigns are so highly 
awarded is that they have 
achieved something out of 
the ordinary. It would be, 
therefore, misleading to argue 
this is some kind of proof of 
the death of the big, long-term 
idea or that big-budget TV 
work is no longer needed.

Emotion sells
Our analysis of creative 
approaches has highlighted 
some other trends among 
highly-awarded campaigns. 
Emotional marketing has 
increased in prominence 
every year since Warc began 
tracking Warc 100 data, and 
is now by far the most-used 
creative approach among the 
top campaigns. This may reflect 
the range of studies produced 
in recent years showing the 
power of emotional appeals 
in marketing. Nevertheless, 
despite the fact that emotion 
is becoming more popular 
among the total case study set, 
emotional campaigns continue 
to overindex on the Warc 100.

There is a good example in the 
famous ‘#LikeAGirl’ campaign 
from Procter & Gamble’s 
Always brand (number two in 
the 2016 campaigns ranking). 
The campaign used a digital- 
and PR-led approach, with an 
online video later repurposed 
as a Super Bowl ad, all with 
a highly emotional appeal.

Australia & New Zealand 
perform well
Comparison of Warc 100 
performance by region 
underlines the continued strong 
showing of Australia and New 
Zealand – the two markets’ share 
of Warc 100 campaigns (13%) is 
several times higher than their 
share of global adspend (2%).

Australian campaigns in 
particular perform very strongly 
at international effectiveness 
awards – a good example is 
‘Penny the Pirate’, this year’s 
number one campaign on 
the Warc 100. This campaign 
used a product innovation – 
an audio book and app that 
helped parents discover any 
vision problems their child may 
have – to trigger social media 
buzz and increase sales.

2016’s top Warc 100 campaigns 
(top to bottom): ‘Penny the 
Pirate’, ‘#LikeAGirl’, ‘Project 
Architeuthis’, ‘Inglorious Fruits 
and Vegetables’, ‘Live Test Series’

http://www.warc.com/warc100.100


6 Warc 100: Lessons from the world’s best campaigns © Copyright Warc 2016. All rights reserved.

The Warc 100 rankings are built 
on a rigorous methodology, 
developed in consultation 
with King’s College London. 
The methodology is applied 
consistently across all 
competitions we track.

First, a list of relevant 
competitions was compiled. 
Campaigns that won awards 
in those competitions were 
awarded points based on 
the level of award they won 
(Gold, Silver, Bronze, etc). 
Those points are then weighted 
according to the standing 
of each competition in the 
global marketing industry. The 
calculation includes data from: 

•  Planner Poll: Warc has 
conducted a survey of over 100 
senior agency planners and 
strategists to gauge which of 
the competitions we track are 
viewed as most prestigious 

or rigorous. Winners at the 
most-cited awards schemes 
are given extra weighting 
in the final rankings. 

•  Size of market: Warc takes 
into account how much of the 
global advertising market the 
eligibility for each competition 
represents. It is able to do this 
using Warc’s comprehensive 
adspend data resources, 
which includes analysis by 
channel and by geography. 

A campaign’s ‘score’ reflects the 
sum of all the weighted points 
attributed to it from different 
competitions. We have also 
collated information on the 
agencies behind the campaigns 
(including, where they have been 
listed, contributing agencies), 
and, where possible, the authors 
of the campaign case studies.

Methodology

NOTES ON THE DATA ANALYSIS

The comparative analysis on which chapter 1 of this 
report is based uses Warc’s case study database.

Warc compares the metadata of all of the  
case studies it published during a calendar year, 
compared to the metadata of those case studies  
for campaigns that were ranked in that year’s  
Warc 100.

In 2014, Warc published 75 case studies from 
campaigns ranked in the Warc 100, plus 660 other 
case studies. In 2015, Warc published 89 Warc  
100 cases, and 839 other cases. In 2016, these  
totals reached 84 and 856, respectively.

Unless otherwise stated, all bars on charts 
appearing over the following pages are expressed 
as a percentage of this total. For example, if 42 
of the 84 cases measured for the Warc 100 use a 
certain creative approach, the bar appears at 50% 
within the chart. Bars in charts may not add up to 
100% for three reasons:

• For clarity, many of the charts 
display only selected criteria

• Some cases will have been assigned multiple 
creative approaches, media channels, and so on.

• Other cases might not have all of the 
metadata included, missing details of 
campaign duration, budgets and so on.

http://www.warc.com/warc100.100
http://www.warc.com/warc100/methodology.100
http://www.warc.com/data
http://www.warc.com/data
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The media mix

MOST-USED MEDIA CHANNELS
COMMENTARY

• Social media remains by far the most used media 
channel among Warc 100 campaigns: over 80% 
used social media in the latest year of results.

• Usage of social media does not appear 
to have been significantly limited by 
the decline in organic reach offered 
by platforms such as Facebook.

• Online video and PR are also used by 
a majority of Warc 100 campaigns.

• All three of these most-used media – social, 
online and PR – also over-index on the Warc 
100: the channels are used more often by 
these top-ranked campaigns than the norm.

• The importance of social media, online 
video and word of mouth in Warc 100 
entries underlines the emergence of new 
digital-led strategic models: successful use 
of these channels is being rewarded by 
strategy and effectiveness awards juries.

• By contrast, Warc 100-ranked campaigns are 
slightly less likely than the typical campaign 
to employ a microsite or use TV advertising.

% of Warc 100 cases using each channel, 2015 vs 2016

% of cases using each channel, 2016
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Lead media

COMMENTARY

• When considering only the lead media 
used by the campaign, rather than all of 
the channels ‘in the mix’, the bias towards 
social media in highly awarded marketing 
strategies emerges still more strongly.

• Social media is the lead channel for almost 
half of this year’s Warc 100 campaigns, a 
marked increase on the previous year.

• There is also a shift towards using mobile in 
top-awarded campaigns. Around one in ten Warc 
100 campaigns used mobile as a lead media 
this year, doubling its share from last year.

• Contrasting with its decline ‘in the mix’, the 
number of Warc 100 campaigns using TV as a 
lead media channel increased slightly from 2015 
to 2016. Outdoor, while still a minority channel, 
is significantly more likely to lead a Warc 100 
campaign, compared to the typical campaign.

MOST-USED LEAD MEDIA CHANNELS
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Case study: Always

#2 IN THE WARC 100
‘#LIKEAGIRL’

Brand: Always
Agency: Leo Burnett/Starcom 
Mediavest Group
Location: Global
Category: Toiletries & Cosmetics

With this campaign, Always 
turned an online video 
into a social media and 
PR phenomenon – and, 
in the process, earned 
mass media coverage and 
raised purchase intent.

CHALLENGE
Always was trusted at a 
functional level, but found 
itself losing relevance amongst 
younger women, who were 
drawn to brands which engaged 
them at a more emotional level. 
Differentiation through product 
performance alone was no longer 
enough. The brand needed a 
greater meaning and relevance.

The core of the Always 
brand has historically been 
‘confidence’, expressed through 
the superior performance of its 
products. But confidence also has 
a powerful emotional resonance.

This all meant that the 
campaign had to build 
on everything the brand 
already represented, but 
had also to express this 
positioning in a much more 
relevant way than before.

STRATEGY
To champion women’s self-
confidence, Always filmed a 
social experiment that asked 
people to do things ‘like a girl’, 
and found that adults took this to 
mean ‘silly’ or ‘not good enough’, 
while prepubescent girls did 
them the best they could.

The video was distributed 
online – supported by an 
influencer network, social 
media and a website hub – 
and then aired as a 60-second 
cutdown during the 2015 Super 
Bowl: the online video was 
repurposed as a TV ad, rather 
than the other way around.

RESULTS
#LikeAGirl became an 
international phenomenon. 
Within the first month the video 
had been shared 1 million times 
on social media. It achieved 
over 1,100 earned media 
placements and more than 
4.4 billion media impressions 
in the first three months.

Purchase intent for the 
brand increased to 92% and 
Always received a UN award 
for the impact the campaign 
had on female empowerment 
around the world.

Read the full case study

Always’ online video was later repurposed as a TV ad
Case study sourced from APG UK 
Creative Strategy Awards

http://www.warc.com/warc100.100
http://www.warc.com/Content/ContentViewer.aspx?MasterContentRef=c8dc543f-e313-4f3b-8162-e34c3c09048d&CID=A105159&PUB=APG
http://www.warc.com/Content/ContentViewer.aspx?MasterContentRef=c8dc543f-e313-4f3b-8162-e34c3c09048d&CID=A105159&PUB=APG
http://www.warc.com/Content/ContentViewer.aspx?ID=dee7491e-b50c-4614-ad17-7eaa7ebcbffa
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Case study: Volvo Trucks

#5 IN THE WARC 100
‘LIVE TEST SERIES’

Brand: Volvo Trucks
Agency: Forsman & Bodenfors
Location: Sweden
Category: Automotive

Volvo Trucks set out to maximise 
awareness of its new range 
of trucks with this campaign, 
combining a celebrity stunt, 
online video, social media 
and PR to great effect.

CHALLENGE
Trucks remain a niche market 
within the broader automotive 
category. Generally, advertising 
for trucks addresses this 
niche audience rather than 
the general public.

But Volvo wanted to go 
against category norms and 
attract a wider audience than 
just the purchaser of the truck.

The reasoning behind this 
strategy is that the truck-maker 
needs to reach all of those 
who may be consulted about 
the truck purchase. This group 
goes beyond drivers, and 
includes the driver’s colleagues, 
former customers, and so on.

In order to pursue this mass 
communications strategy,  
Volvo needed a cost-efficient 
strategy that, at the same time, 
offered a big reach, so that 
as many people as possible 
viewed the campaign ads.

STRATEGY
Volvo devised a series of stunts 
to illustrate various functional 
benefits of the vehicles. These 
stunts also emphasised any 
safety and environmental 
concerns the target audience of 
truck buyers, their colleagues 
and their customers might have.

Early filmed stunts starred a 
ballerina, a hamster and the 
president of Volvo Trucks: each 
displayed a functional benefit. 
The campaign culminated with 
the Epic Split, featuring action 
hero Jean-Claude Van Damme 
doing the splits while suspended 
between two reversing trucks, 
and demonstrating the 
vehicles’ superior steering.

RESULTS
The campaign fulfilled Volvo 
Trucks’ campaign aim of 
reaching a mass audience 
by becoming a global social 
media phenomenon.

Across all of the filmed 
stunts that were distributed 
online, there were over 100 
million YouTube views.

Moreover, ‘Live Test Series’ 
gained an earned media 
value of 115,000 Euros, and 
led to a significant increase in 
brand recall and awareness. 
Most importantly, Volvo 
Trucks sales rose by 23%.

Read the full case study

Jean-Claude Van Damme’s ‘Epic Split’ drove brand awareness
Case study sourced from Cannes 
Creative Effectiveness Lions

http://www.warc.com/warc100.100
http://www.warc.com/Content/Documents/A104711_Volvo_Trucks_Live_test_series.content?PUB=CANNES&CID=A104711&ID=2d997879-7931-4147-ad58-0f91a0aa2012
http://www.warc.com/Content/ContentViewer.aspx?ID=dee7491e-b50c-4614-ad17-7eaa7ebcbffa
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Campaign Duration

COMMENTARY

• The increasing use of digital channels, 
particularly social media, is arguably driving 
a shift toward shorter-term campaigns.

• Almost half of this year’s Warc 100 had a 0-3 
month duration, which meant that this segment 
has doubled its share of the total, year on year. 
There were also no campaigns in the Warc 
100 that had a duration of over three years.

• When comparing the latest Warc 100 case 
studies with the other case studies of that year, 
campaigns lasting less than 12 months slightly 
overperformed – though this difference is small.

MOST-USED CAMPAIGN DURATIONS
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Campaign Budgets

MOST-USED CAMPAIGN BUDGETS
COMMENTARY

• The rise of short-term, digital-led campaigns 
is also reflected in the data for budget levels.

• Low-budget campaigns ($1-500k) now overindex 
among the highly-awarded Warc 100 campaigns, 
and are by far the most common segment; 
in 2015, they were still the most common but 
underindexed versus all campaigns on Warc. 

• In 2016, the Warc 100 campaigns under-indexed 
at every budget above $3m. This suggests that 
the trend towards low-budget campaigns being 
among the top-awarded is strengthening.

• This finding is unusual: analyses of highly 
effective campaigns tend to find that ‘bigger’ 
campaigns overindex among the winners. 
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Case study: Three

#13 IN THE WARC 100
‘HOLIDAY SPAM’

Brand: Three
Agency: Wieden + Kennedy
Location: UK
Category: Telecoms

Three created a big impact 
in a short period by focusing 
a big summer annoyance: 
show-off social media posts 
from friends on holiday.

CHALLENGE
The UK telecoms market is 
highly competitive. And, at the 
same time, if a provider is to 
win share, customers need a 
new reason to choose the brand 
beyond cheap data deals.

Pre-campaign research 
revealed category dissatisfaction 
and a series of ‘pain points’ 
that left them feeling ripped off, 
with one common gripe being 
expensive roaming charges when 
they used their phones abroad.

Three ‘soft launched’ a product 
that allowed users to use their 
phones while on holiday for no 
extra charges. It found that the 
holidaymakers used much more 
data abroad than they would 
have done otherwise. Three 
also noticed that holidaymakers 
were not using this data to 
check out local restaurants or 
attractions, but instead were 
checking out and posting on 
their social media accounts.

STRATEGY
Three boldly challenged the 
category by allowing customers 
to use their phones abroad at no 
extra cost, giving new customers 
a reason to join and existing 
customers a reason to stay.

Three uncovered a modern, 
mobile insight into the way 
people use their phones – social 
bragging – which with Three’s 
new offer could get out of hand 
with social-media feeds being 
overloaded with clichéd images 
of sunsets, hot-dog legs, plane 
wings and cocktails.

This led to a social-centric

campaign in which Three  
playfully apologised to the 
general public, on behalf of 
its customers, for causing 
the ‘#HolidaySpam crisis’. 

RESULTS
The number of people saying the 
offer was an important reason 
to join and stay with Three 
doubled post-campaign and the 
network reached an all-time-
high customer base and market 
share. In all, customers saved 
over £2bn in roaming charges.

Read the full case study

This campaign got big results from a short campaign duration
Case study sourced from Warc 
Prize for Social Strategy

http://www.warc.com/warc100.100
http://www.warc.com/Content/Documents/A104361_Three_Holiday_spam.content?PUB=WARC-PRIZE-SOCIAL&CID=A104361&ID=bdf45ab6-1073-49c9-a76a-783149acbb18
http://www.warc.com/Content/ContentViewer.aspx?ID=dee7491e-b50c-4614-ad17-7eaa7ebcbffa
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Case study: Reprieve

#16 IN THE WARC 100
‘NOT A BUG SPLAT’

Brand: Reprieve
Agency: Impact BBDO
Location: Pakistan
Category: Government  
& Non-profit

With this campaign, human 
rights organisation Reprieve 
set out to highlight and 
ultimately decrease the 
collateral damage caused by 
drone strikes in Pakistan – all 
on a $1,500 media budget.

CHALLENGE
Pakistanis were facing a 
grave geopolitical situation.

Drone strikes had caused an 
estimated 3,500 civilian deaths, 
including 200 children, since 
2004 – a humanitarian disaster.

But there was little 
international awareness of the 
situation. Reprieve/FFR had 
been working to raise awareness 
of this crisis, but protests in 
Pakistan go unnoticed globally.

Moreover, the Drone 
programme is polarising and 
highly controversial, meaning 
that it was always going to be 
difficult for Reprieve to convince 
everyone that drone strikes are 
a violation of human rights.

And, in addition to all this, the 
charity was working from a very 
tight media budget, so had no 
money for above-the-line ads.

STRATEGY
Reprieve targeted the drone 
strike operators directly by 
producing a giant poster of a 
child spread out on the ground 
which the drones’ cameras 
could zoom in on. This brought 
home the consequences of their 
actions – these were human 
beings and ‘Not a bug splat’.

Images of the poster were 
uploaded to a website and 
a hashtag, seeded on social 
media platforms, further 
delivered the message causing 
a huge viral impact.

RESULTS
The campaign gained $182  
million in earned media and 
much negative publicity in the 
USA, leading to the number of 
strikes markedly decreasing.

The National Assembly of 
Pakistan raised concern about 
drone strikes to the International 
Court of Justice. This was 
all the more impressive, as 
the campaign’s entire media 
budget was under $1,500.

Read the full case study

Reprieve made use of a tiny budget to earn major media coverage
Case study sourced from Cannes 
Creative Effectiveness Lions

http://www.warc.com/warc100.100
http://www.warc.com/Content/Documents/A104725_Reprieve_2f_Foundation_for_Fundamental_Rights_Not_a_bug_splat.content?PUB=CANNES&CID=A104725&ID=f260582a-b541-462e-a5c8-8804b965e71f
http://www.warc.com/Content/ContentViewer.aspx?ID=dee7491e-b50c-4614-ad17-7eaa7ebcbffa
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Creative Approaches

MOST-USED CREATIVE APPROACHES
COMMENTARY

• Emotion is now by far the most-used creative 
approach across the Warc 100 campaigns, 
its share of the total top-ranked campaigns 
rising slightly from 2015 to 2016.

• By contrast, the proportion of Warc 100 
campaigns that have used participation 
or user-generated content as a creative 
approach has declined year on year.

• Shares for storytelling and advocacy/
activism also dropped slightly in 2016.

• When comparing Warc 100 cases to the rest 
of the case studies of this year, there was 
a significant overperformance of creative 
approaches using celebrities and stunts 
among the top-awarded campaigns.

• This may reflect the increased emphasis 
on strategies that are designed to work in 
social channels (see previous charts).
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Emotion: Gaining prominence over time

USAGE OF EMOTIONAL MARKETING, 2014-16
COMMENTARY

• Emotion has been the most-used creative 
approach among Warc 100 campaigns for each 
of the three years data has been collected. 

• Each year, usage of emotional marketing 
has increased – and this creative approach 
is now used by almost a third of Warc 100 
campaigns. This may reflect a response 
by marketers to various studies that have 
shown the power of emotional campaigns.

• Emotion has also consistently been more used 
among top-awarded campaigns than the norm, 
though the gap between the two has narrowed 
over the years – pointing to a greater general 
adoption of emotion as a creative approach.

• As the Warc 100 is based on campaign 
performance in effectiveness and strategy 
awards, this in turn suggests that marketers 
are finding that emotion sells.
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Case study: Honey Maid

#7 IN THE WARC 100
‘THIS IS WHOLESOME’

Brand: Honey Maid
Agency: Droga5
Location: USA
Category: Food

Snack brand Honey Maid 
launched a campaign based 
on a deep emotional insight: 
that the American family is 
changing, and not for the worse.

CHALLENGE
Honey Maid is a classic, all-
American brand that has been 
part of families’ lives for 90 
years. But it had lost its relevance 
and growth had stalled: the 
brand’s unique heritage was 
perceived as ‘old fashioned’, 
and not a choice for a modern 
family as an everyday snack.

STRATEGY
The campaign breathed new 
life into the brand by uncovering 
insights about modern 
parenting and recognizing the 
changing definition of what 
family means today, whilst 
championing the brand’s 
wholesome product traditions.

They launched the ‘This Is 
Wholesome’ campaign that 
celebrated the diversity of all 
families in America, with ads 
that included gay dads, mixed-
race families and single parents. 

This highlighted the nation’s 
diversity as a good thing. 

But some responses to 
the ads were anything but 
wholesome and the Honey 
Maid brand was boycotted.

But instead of backing down, 
the brand released a public-
response campaign, activated 
through social media, that it then 
personally asked the campaign’s 
loyal fan base to spread.

In other words, Honey Maid 
used the power of social media 
to spread a message of love that 
successfully silenced the haters.

RESULTS
Over 3.8m people viewed 
the film in four weeks, and 
the campaign generated 
115m media impressions.

Moreover, sticking to 
its principles as a brand 
ultimately helped Honey Maid 
achieve an increased market 
share, growing 0.6 points.

This contrasted with a 
decline in share for most of 
its category competitors over 
the same time period.

Read the full case study

Heart-warming creative made a big impression for Honey Maid
Case study sourced from Warc 
Prize for Social Strategy

http://www.warc.com/warc100.100
http://www.warc.com/Content/Documents/A104365_Honey_Maid_Turning_hate_into_love.content?PUB=Warc-Prize-Social&CID=A104365&ID=bb44f2b0-25f8-4da6-ab0c-1f1f55b46d21
http://www.warc.com/Content/ContentViewer.aspx?ID=dee7491e-b50c-4614-ad17-7eaa7ebcbffa
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Number of metrics tracked

AVERAGE NUMBER OF SOFT METRICS PER CAMPAIGN
COMMENTARY

• Campaign case studies generally mention more 
soft metrics than hard metrics – a tendency that 
is true both of Warc 100 case studies and the 
general case study set for the equivalent year.

• But top-ranked campaigns tend to 
mention more metrics, when compared 
to the general case study set.

• While reporting of soft metrics increased, 
reporting of hard metrics decreased slightly 
between 2015 and 2016 for both data sets – 
Warc 100 cases and the general cases.

• This year, the typical case study reported less 
than one hard metric, while the typical Warc 
100 case reported just over one metric.
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Soft Metrics

COMMENTARY

• The emphasis on social media metrics among 
Warc 100 case studies increased still further 
this year – over 70% of this year’s top 100 
cases used social media metrics, which is 10 
percentage points up from the previous year.

• PR value, the second most-cited soft metric 
among Warc 100 campaigns, also rose in 
importance, and was mentioned by almost 
half of the top-awarded cases this year.

• Warc 100 cases are far more likely than the norm 
to report social media/buzz and PR value as 
soft metrics. This could reflect the comparative 
importance of social in the media choices of Warc 
100 campaigns (see previous charts), and the 
importance of digital-led campaign models.
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Hard Metrics

COMMENTARY

• Sales was by far the most-reported hard metric 
in the Warc 100 campaigns set, mentioned 
by around 50% for both 2015 and 2016.

• That said, within the Warc 100 case study sets, 
reporting of changes in market penetration and 
market share declined between 2015 and 2016.

• Patterns in hard metric reporting tracked 
closely together for Warc 100 cases and 
the general case study set, though top-
awarded campaigns were slightly more likely 
to report sales and revenue changes.

MOST-USED HARD METRICS
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Case study: America’s Navy

#3 IN THE WARC 100
‘PROJECT ARCHITEUTHIS’

Brand: America’s Navy
Agency: Campbell Ewald
Location: USA
Category: Government  
& Non-profit

The US Navy recruited 
cryptologists via an alternate-
reality puzzle-solving game 
– boosting its brand with 
the social media buzz.

CHALLENGE
The US Navy needed to 
maintain its goal for recruiting 
cryptologists, but faced many 
obstacles to success.

These included a decreased 
budget, a lot of negative press 
coverage and challenging 
market circumstances.

At the same time, it needed 
to reach out to potential 
‘cryptologists’ who would 
be capable of doing a very 
specialised job for the Navy.

The campaign began with 
a period of research. This 
exploration of the extremely 
small and elusive cryptologist 
target audience revealed an 
intriguing insight: that the 
brightest cryptology minds 
cannot resist competing with 
each other as they try to solve 
nearly impossible puzzles.

STRATEGY
The campaign was based 
around ‘Project Architeuthis’, 

an alternate-reality game 
where characters, cryptologic 
clues, tips and updates were 
revealed via Facebook, Twitter, 
Instagram and Tumblr.

Although some players worked 
alone to solve the puzzles, 
many created sub-communities 
and teamed up to help each 
other decipher clues and 
progress through the game.

Such was the interest that 
Project Architeuthis generated, 
some groups even chose to 
communicate in code to keep 
their messages private and 
out of the ‘line of sight’ of 
the game’s enemy force.

In other words, the game 
took on a life of its own, 

Building buzz around the Navy’s game was key to driving results

with the bonds between 
its players mirroring the 
kind of camaraderie that 
takes place in the real Navy 
cryptology community.

RESULTS
With no paid media, this game 
was an incredible engagement 
success, and analysis showed 
that participation increased 
the likelihood of enlistment.

Partly as a result of the intense 
social buzz, the Navy met 
its Cryptology recruiting 
goal by generating 1,291 
enlistments during the period 
following the campaign. 

View full case study

Case study sourced from Warc 
Prize for Social Strategy

http://www.warc.com/warc100.100
http://www.warc.com/Content/Documents/A104349_America2623393bs_Navy_Project_Architeuthis__engaging_the_cyber_warrior.content?PUB=WARC-PRIZE-SOCIAL&CID=A104349&ID=1d0f848c-d706-4a52-8770-706ee74dc755
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Case study: Intermarché

#4 IN THE WARC 100
‘INGLORIOUS FRUITS & 
VEGETABLES’

Brand: Intermarché
Agency: Marcel
Location: France
Category: Retail

French food retailer 
Intermarché set out to combat 
food waste in the fruit and 
vegetable aisle – and ended 
up with a big sales boost.

CHALLENGE
This campaign aimed to 
change French consumers’ 
behaviour towards ‘ugly’ fruits 
and vegetables. Intermarché, 
a retailer, wanted to show 
them that their first instinct, 
which is to take the nicest 
fruits and vegetables, was 
not justified: because ugly 
ones are just as tasty.

In all, 40% of fruit and 
veg was being thrown away 
because it looked less than 
perfect – a highly wasteful trend 
that costs the typical French 
person hundreds of euros a 
year in clear-up costs. And a 
European Union directive to 
cut food waste added impetus 
behind the campaign.

STRATEGY
A new fruit and vegetable 
aisle was launched at local 
Intermarché stores. But this 
aisle was different from the 
typical fruit & veg display, 

as it was dedicated to “ugly” 
produce that would otherwise 
have been thrown away. To 
sweeten the deal, it was sold to 
customers at a 30% discount.

The ugly fruits and 
vegetables also got their 
own labelling, and their own 
spots on the sale receipt.

As well as raw produce, 
Intermarché also sold vegetable 
soups and fruit juices, staging 
taste tests to show that the “ugly” 
produce tasted just as good 
as its better-looking peers.

The reaction to this move 
was measured by the KPIs of 
store traffic, consumer feedback 
and sales. All of which, 
ultimately, proved positive.

RESULTS
Following press and TV ads 
the trial was rolled out to all 
1,800 Intermarché stores.

It had a marked effect on 
consumer behaviour, garnering 
740 articles in the media, a 
significant Facebook response 
and a knock-on effect with 
other French and international 
stores copying the campaign 
and launching ‘ugly’ produce 
aisles of their own.

Most importantly for the 
retailer, sales on the fruit 
and vegetable aisle at 
Intermarché increased by 5%.

Read the full case study

An inspired re-think of Intermarché’s product boosted sales by 5%
Case study sourced from Cannes 
Creative Effectiveness Lions

http://www.warc.com/warc100.100
http://www.warc.com/Content/ContentViewer.aspx?ID=dee7491e-b50c-4614-ad17-7eaa7ebcbffa
http://www.warc.com/Content/Documents/A104733_Intermarch26232333b_Inglorious_fruits_and_vegetables.content?PUB=CANNES&CID=A104733&ID=a816632b-c952-4324-a150-4d1af63e7ba2
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Geographies

REGIONS
COMMENTARY

• For the charts on this page, we are comparing 
the proportion of cases in the Warc 100 from each 
region in 2015 vs 2016 (top chart); and Warc 100 
cases from each region in 2016 versus the region’s 
overall share of global adspend (bottom chart).

• When comparing the regional patterns year 
on year, Europe has gained prominence, 
and was the origin of almost a third of 
the Warc 100 campaigns. Asia has also 
improved its performance, and is the 
second most-represented region overall.

• But, when comparing this year’s 
Warc 100 campaigns, it emerges that 
Asia has underperformed relative to 
its share of global adspend.

• On this measure, Europe, and, especially, 
Australia & New Zealand, are the big over-
performers. More than one in ten Warc 100 cases 
are from the latter region – compared to the 
region’s global adspend share of just 1.5%. 
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Case study: SPC

#15 IN THE WARC 100
‘#SPCSUNDAY’

Brand: SPC
Agency: Leo Burnett
Location: Australia
Category: Business & Industrial

SPC, the largest fruit processor 
in Australia, built a social 
media campaign as a result of 
a customer’s tweet, ultimately  
reversing its sales decline – 
and saving the company.

CHALLENGE
The brand and the thousands 
of families that depend on 
it were under serious threat: 
SPC had been experiencing 
declining annual sales for three 
straight years, with consumers 
continuously choosing cheaper 
imported alternatives.

At the same time, SPC’s 
Australian-grown products 
were overlooked.

This meant that the company 
was in desperate need of 
public  support, yet it seemed 
nobody was willing to help.

SPC’s predicament had 
become a sensitive topic as the 
company geared up for closure. 
And the sad news, once reported 
by the media, also spread online. 

STRATEGY
On Thursday 6th February, a 
Newcastle mum named Linda 
Drummond, concerned about 
the closure news, first tweeted 
the #SPCSunday hashtag.

In the tweet, she encouraged 
her friends to eat SPC products 
on Sunday in support – 
making #SPCSunday “a 
thing” that they would do..

The brand then worked 
quickly to rally the support of the 
Australian people to the cause.
SPC connected Linda with 
PR and created branded 
content to help turn her 

hashtag into a nationwide 
campaign – and a corporate 
Australian success story.

RESULTS
The campaign was live 
for only four days. But, in 
that time, #SPCSunday 
reached half the country.

Following this massive 
success, SPC’s sales decline 
reversed, and the company 
was ultimately saved.

View full case study

One mum’s concerned tweet led to big PR coverage
Case study sourced from
Warc Prize for Social Strategy

http://www.warc.com/warc100.100
http://www.warc.com/Content/Documents/A104342_23SPCSunday_The_hashtag_that_saved_a_100_year_old_company.content?PUB=WARC-PRIZE-SOCIAL&CID=A104342&ID=fe472e25-068b-4bd1-9788-99a09c5a334f
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Penny the Pirate: Challenge

#1 IN THE WARC 100
‘PENNY THE PIRATE’

Brand: OPSM
Agency: Saatchi & Saatchi/OMD
Location: Australia
Category: Retail

The team behind ‘Penny the Pirate’ faced a tough challenge

This section focuses on the 
number-one-ranked campaign 
in this year’s Warc 100: ‘Penny 
the Pirate’, developed by 
Saatchi & Saatchi and OMD 
for OPSM, an opticians’ chain 
in Australia. We explain why 
‘Penny the Pirate’ stands 
out as a marketing success 
story – and exemplifies many 
of the trends discussed in 
the previous chapter.

With this campaign, OPSM, 
an Australian opticians chain, 
used a story book to increase 
numbers of children’s eye tests.

OPSM has always been 
committed to delivering 
superior quality vision care to 
all Australians: it’s ingrained 
in the brand’s culture and is 
central to its brand promise. It 
was an alignment of passion 
and commitment to quality 
vision care that led Luxottica 
to acquire OPSM in 2003, 
providing a high-margin 
retail channel for its eyewear 
product, and augmenting its 
volume wholesale operations.

For OPSM to deliver 
value to Luxottica, it had to 
remain a premium player.

Maintaining a price 
premium was not an issue 
until Specsavers entered the 
Australian market, growing 
rapidly to become the clear 
market share leader.

For OPSM to compete against 
such an aggressive low-cost 
retailer it had to overcome 
the ‘good enough’ hurdle.

A rigorous analysis of 
various consumer groups 
conducted by OPSM ultimately 

identified children as an ideal 
target for their campaign.

This is because regular 
eye tests are important for 
children, but parents are often 
neglecting their eye health.

The reasons for this are 
complex. When it comes to 
their child’s health, parents 
are generally less willing to 
compromise on quality

And, besides allergies and 
asthma, eye problems are the 
most common long-term health 
issue experienced by children.

In fact, one in six children 
have experienced some 
form of eye problem at some 
point in their childhood.

But almost a quarter of 
Australia’s parents had never 
taken their kids for an eye test 
– even though they were free 
under Australian government 
policy. It was all seen as a “bit 
of a hassle”: parents would all 
talk about taking their child 
to the optometrists ‘one day’.

A child’s eye test is a pretty 
easy task to keep postponing 
for even the most well-
meaning parent, particularly 
with the “tantrum potential” 
of an opticians’ visit.

Case study sourced from Effie 
Australia

http://www.warc.com/warc100.100
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Penny the Pirate: Solution

Penny the Pirate is a world 
first: a certified medical 
device (approved by 
the Therapeutic Goods 
Administration of Australia) 
in storybook and app form 
that enables parents to screen 
their child’s vision — the first 
device specifically designed 
for screening children’s vision.

Reading is the perfect activity 
for parents to screen their child’s 
vision for three reasons.

First, vision plays a 
critical role in the activity. 

Secondly, parents have a high 
degree of control, allowing for the 
easy operation of screening tests.

Finally, children tend to 
already enjoy reading with 
their parents, ensuring it 
will be fun for the child.

Informed by this insight, OPSM 
partnered with the Department of 
Optometry and Vision Sciences 
at the University of Melbourne 
to develop a series of screening 
tools that could easily highlight 
any common vision problems.

These tools would also be 
integrated into a storybook 
and then used by an untrained 
parent to check their child’s 
vision as they went through 
the book together.

Once this research phase 
had been completed, the brand 
needed to put together the 
book itself. OPSM worked with 
the award winning children’s 
author and illustrator Kevin 
Waldron to develop a children’s 
storybook that could incorporate

these screening tools.
The book’s story follows 

the journey of a young girl, 
Penny, as she tries to become 
captain of the Mighty Pickle.

Over the course of the book, 
she has to plunder treasure, 
read the Captain’s log, and 
see sails in the distance to 
prove she’s a worthy leader of 
this brutish bunch of pirates.

Parents need only read the 
story to their child, helping 
them to undertake the simple 
screening exercises, before 
uploading the results online 
to determine if their child 
requires a full eye test.

Once complete, the book 
went into production and 
the campaign launch was 
prepared by OPSM.

In order to maximise the 
initial impact of the campaign, 
the storybook was launched 
in front of a room packed full 
of mums, dads, and children, 
as well as representatives 
of the media from more than 
70 different publications.

In other words, the book  
‘Penny the Pirate’ was 
introduced to the world at 
an event encouraging PR 
support, rather than with an 
above-the-line media push.

The campaign was based around a book and an app

http://www.warc.com/warc100.100
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Penny the Pirate has proved to 
be a huge commercial success, 
growing children’s eye test 
and eyewear sales volumes.

Following the launch of the 
campaign, there was a sustained 
uplift in OPSM’s children’s eye 
tests and in OPSM’s children’s 
eyewear sales. In all, eye test 
volume grew 22.6% year on 
year, while brand perception 
improved significantly.

Penny the Pirate generated 
huge PR exposure, with over 
270 media articles including 
national newspapers, and a 
reach of over 23 million.

Parents also raved 
about Penny the Pirate on 
social media.

The campaign made 
a strong impression on 
the target audience of 
mums (the ‘gatekeepers’ of 
children’s health), finding 
the communications highly 
relevant and appealing.

Importantly, it was driving 
mums to action — going in-store 
to grab a copy of the storybook 
or downloading it on their tablet. 

By the end of the campaign 
period, 126,335 parents had 
obtained a copy of Penny 
the Pirate to check their 
children’s vision.

In addition, Penny was 
helping to build the OPSM 
brand and justify its position as 
a premium player amongst the 
wider vision care audience.

In short, Penny the 
Pirate became the most 
successful campaign 
OPSM has ever created.

Long-term results are equally 
impressive: thousands of parents 
are still using Penny to screen 
their child’s vision and detect 
any underlying issues, with 1 
in 3 subsequently booking an 
eye test appointment – many of 
these new customers to OPSM.

Looking to the future, OPSM 
is finding new applications for 
this medical device through its 
OneSight charity, which is using 
it to screen the eyes of children 
in clinics across the country.

View full case study

Penny the Pirate: Results
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The brain’s take on the world’s best campaigns 

The Warc 100 provides a 
fascinating cross-section of the 
breadth and depth of effective, 
creative work from around 
the world. This year’s top five 
campaigns are no exception.

Different as they are, these 
campaigns all demonstrate 
how to engage audiences and 
inspire them to action. One of 
the features that they have in 
common is an understanding of 
the role of creative messaging 
on subconscious processes like 
emotional and memory response.

Recognising this, marketers 
are increasingly turning to 
neuroscience as a means of 
understanding campaign 
effectiveness, using the results 
to fine tune executions or to 
support creative decisions.

The Warc 100’s top five 
campaigns each showcase 
a combination of elements 
that make them particularly 
successful from the brain’s point 
of view. Using over ten years 
of experience in neuroscience 
research, Neuro-Insight has 
reviewed them to assess what 
seems to lie behind their success. 

“Different as they are, 
these campaigns all 
demonstrate how to 
engage audiences and 
inspire them to action.”

1) ‘Penny the Pirate’ (OPSM)
This campaign’s success can be 
understood by how successfully 
its creative and media choices 
incorporate all the factors 
which stand out for the rest of 
the top five: narrative drive, 
interactive elements and a 
sense of personal relevance.

Perhaps the most significant 
of these is the interactivity 
of the test which OPSM has 
created. The brand becomes 
part of the interaction between 
parent and child, which is 
naturally a moment of high 
emotional significance.

As the brand is also facilitating 
children’s health in the 
process, this is likely to make 
a particularly strong impact 
on the brains of parents.

Powerful as the creative 
and concept both are; the 
campaign stands out for its 
ability to solve a problem with the 
brand itself. This link between 
the creative and the call to 
action is the real distinction of 
great advertising from great 
entertainment, and puts OPSM 
deservedly at the top of the list.
View full case study

ABOUT THE EXPERT

Heather Andrew is CEO, UK of 
Neuro-Insight, world leaders 
in neuroscience-based market 
research. A graduate of 
Cambridge University, Heather 
has over 30 years’ experience in 
the areas of marketing, market 
research and media strategy. 
In this chapter, Heather offers 
her take on the neuro effects 
of this year’s top five Warc 100 
campaigns.

http://www.warc.com/warc100.100
http://www.warc.com/Content/Documents/A105214_Luxottica_The_most_important_story_you_will_ever_read_to_your_child.content?PUB=AFA&CID=A105214&ID=a58ac213-67ec-4984-8443-58d3fc1d276a
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The brain’s take on the world’s best campaigns 

2) ‘Like a Girl’ (Always)
This campaign has the goal 
of inspiring self-confidence 
in girls during puberty.

The campaign’s launch ad 
piques a viewer’s interest from 
the start – the first text to appear 
asks: ‘What does it mean to do 
something “like a girl”?’. This 
sets the brain up to engage 
with the ad in anticipation of 
answering that question.

The focus on human faces and 
actions plays very well with the 
brain, maintaining engagement. 
The authenticity of the stories 
on-screen further drives a strong 
emotional impact – which is likely 
to keep memory encoding high.

Perhaps most importantly, 
#LikeAGirl shows Always 
going beyond its product and 
tackling a wider societal issue. 
This aspect of the ad is likely to 
resonate strongly amongst many 
viewers, driving a strong positive 
emotional response to the brand.
View full case study

3) ‘Project Architeuthis’ 
(America’s Navy)
The secret to this campaign’s 
success was leveraging the 
brain’s love of puzzles.

“Authenticity drives a 
strong emotional impact 
– which is likely to keep 
memory encoding high.”

Our brains naturally like 
to grapple with puzzles of 
various kinds, and this was an 
irresistible challenge. Clues 
were released sporadically, 
using engaging formats to drive 
intrigue and suspense – emotions 
that drive a high level of memory 
encoding and engagement.

The campaign also engaged 
whole communities of gamers, 
not just individuals, bringing 
players together to solve the 
puzzles as a team. Even if people 
didn’t complete the challenge, 
having played the game within 
a community is likely to have 
driven a sense of personal 
relevance and commitment – and 
.a positive brand association.
View full case study

4) ‘Inglorious Fruits and 
Vegetables’ (Intermarché)
This campaign is different to 
others in the top five list as it 
is direct marketing, in that the 
right ‘nudge’ factors, such as 
in store display and pricing of 
products, drive purchases. 

However, the concept of boldly 
showcasing unattractive produce 
in the first place is an interesting 
one. While the sight of deformed 

fruits and vegetables might be 
unpleasant for some audiences, 
the campaign’s anti food waste 
cause is likely to tap into existing 
associations about social good, 
triggering positive reactions to 
override any aesthetic doubts.
View full case study

5) ‘Live Test Series’ (Volvo)
This campaign was propelled by 
an infamous viral hit – the ‘Epic 
split’ clip – but each part of the 
series plays well to the brain.

Intrigue is central to these 
clips, with each one inviting a 
question: “What is Jean-Claude 
van Damme doing up there?”, 
“Why is that man buried in 
a desert?” . From here, Volvo 
ensures that its product feature is 
the answer to each question the 
ad poses – an apparently simple 
mechanism that makes Volvo’s 
core messaging intrinsic to the 
narrative of the ad, and so likely 
to be encoded into the audience’s 
memory. Combining a vein of 
excitement and humour through 
each clip is a great way to ensure 
that, as the brand is encoded into 
memory, a positive emotional 
response is attached to it.
View full case study

http://www.warc.com/warc100.100
http://www.warc.com/Content/Documents/A105159_Always_23LikeaGirl_Changing_the_meaning_of_words_to_make_girls_proud_to_be_girls.content?PUB=APG&CID=A105159&ID=c8dc543f-e313-4f3b-8162-e34c3c09048d
http://www.warc.com/Content/Documents/A104349_Americas_Navy_Project_Architeuthis__engaging_the_cyber_warrior.content?PUB=WARC-PRIZE-SOCIAL&CID=A104349&ID=1d0f848c-d706-4a52-8770-706ee74dc755
http://www.warc.com/Content/Documents/A105958_Intermarchc3a9_Inglorious_fruits_and_vegetables.content?PUB=EFFIES&CID=A105958&ID=8b4088be-ae24-4132-bccb-147deb38b80b
http://www.warc.com/Content/Documents/A104711_Volvo_Trucks_Live_test_series.content?PUB=CANNES&CID=A104711&ID=2d997879-7931-4147-ad58-0f91a0aa2012
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A global view of awards schemes

The Warc 100 rankings are built 
using a rigorous methodology – 
and our international ‘Planner 
Poll’ is a major part of the 
way we build our rankings.

The Planner Poll is an ongoing, 
regionally-balanced survey 
of senior agency planners 
and strategists that we 
have been conducting for 
the past three years.

Findings from the survey 
inform the ‘weighting’ for the 
various awards we track for 
the Warc 100, and therefore 
influence the final rankings.

More broadly, the Planner 
Poll provides us with an 
invaluable insight into the status 
of effectiveness and strategy 
awards in the ad industry; 
the process of entering and 
judging the awards; clients’ 
views; and the strongly-held 
views on which awards are 
important – and which aren’t.

Here are some big themes from 
the interviews. The names of poll 
participants and specific awards 
schemes have been removed.

“I’m an awards snob 
– winning gold at the 
Olympics isn’t the same 
as winning gold at the 
Commonwealth Games”
Agency founder, London

“One award scheme is 
universes ahead of the 
rest – I can’t stand any  
of the other awards.”
Planning director, Portland

Opinions vary widely
Over the three years that the 
Planner Poll has been running, 
participants have been asked 
which effectiveness and strategy 
awards they hold in high regard.

Together, they have 
mentioned 82 different awards 
schemes, while the most 
commonly-mentioned scheme 
was named 68 times.

But within this broad data set, 
opinions vary wildly on which 
of these awards are particularly 
rigorous or well-known – and 
therefore should be upweighted 
in the Warc 100 rankings.

Many participants were 
certainly not shy in sharing 
which awards they didn’t rate 
as particularly rigorous.

But, on the other hand, certain 
schemes were frequently lauded 
for their rigour and reputation.

Geography was a good, 
though not fail-safe, guide to 
how each of the participants 
in the poll would respond: they 
generally cited one or more of 
the more prominent national 
award schemes in their home 
market as being particularly 
rigorous or prestigious.

But most also showed they 

paid attention to the big global 
shows, too – suggesting that 
the reputations of the very top-
rated effectiveness and strategy 
competitions cross borders.

Taking the responses as a 
whole, it is clear that many 
planners and strategists operate 
with a hierarchy of awards 
schemes when it comes to 
decide which of these schemes 
to enter. After all, it requires 
significant time and effort to put 
together a potentially award-
winning campaign case study.

http://www.warc.com/warc100.100
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Client disconnect, patchy coverage

Clients and agencies view 
awards very differently
One frequent refrain among 
poll participants was what they 
perceived as the very different 
opinions regarding effectiveness 
and strategy awards on the 
agency and client side.

For example, a London-based 
planner named one effectiveness 
awards scheme as a business 
focus for his awards entry 
decisions as it had a high profile 
among clients – but named 
an entirely different (strategy-
based) scheme as one that “I’d 
be impressed about if I saw it on 
someone’s CV when they were 
applying to work at the agency”.

There is, therefore, a 
degree of disconnect between 
clients and agencies when 
it comes to judging which 
awards truly ‘matter’.

Awards coverage is 
patchy: especially in Latin 
America and Africa
While planners in Europe, 
Australia and the US tended 
to cite competitions based in 
their home regions, planners 
in Asia, the Middle East, 
Africa and Latin America 
tended to show a stronger 
bias towards global shows.

Some had less than positive 
things to say about their local 
competitions (those awards for 
which only campaigns from their 
‘home’ country are eligible). 
For example, one Dubai-based 
agency chief derided the region’s 
awards shows as not being 
reflective of market realities, 
while planners in Brazil and 
South Africa also lamented the 
lack of pan-regional prizes.

Facing a lack of regional 
awards, each preferred to 
enter national award schemes, 
for which eligibility covers 
their home market only.

“There’s one award that  
I get the impression 
clients care about –  
I say that because you 
can see them all at the 
awards dinner.”
Head of Planning, London

“In my opinion,  
clients only know about 
one awards scheme.  
But it’s very generic  
and not so rigorous.”
Chief Strategy Officer, Madrid

“We just don’t have 
relevant regional awards.”
Planning Director, Sao Paulo

“I would mention a 
credible pan-African 
awards if there was  
one. There isn’t.”
Strategic Planner, Johannesburg

http://www.warc.com/warc100.100
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Cost concerns, jury experiences

Financial concerns are growing
Perhaps the single biggest 
complaint among poll 
participants was the sheer cost 
of entering certain high-profile 
awards schemes – which can, 
for a large agency, run to many 
thousands of dollars a year.

This cost is being exacerbated 
by the growing number of award 
schemes, and the addition of 
new categories within existing 
schemes. One US-based strategy 
director railed against what 
he called “extortionists”.

Currency fluctuations can 
play havoc with an agency’s 
bottom line when entering 
awards in another market.

For these reasons, some 
agencies are taking care to 
prioritise where they spend 
their awards budget, and which 
competitions to invest time 
and energy into entering.

“We pared down our 
awards list when the 
recession hit in 2009 and 
2010, and we’ve kept it 
focused ever since.”
Chief Strategy Officer, Tampa

“The head of the agency 
recently emailed the entire 
network, asking them 
to cut back on awards 
entries. It’s too expensive.”
Head of Planning, London

Awards jury experiences 
are formative
Juries for strategy and 
effectiveness awards are 
partly made up of senior 
agency planners – so it was 
no surprise that many of those 
polled had previously sat on 
juries for other awards.

In several cases, it was 
these jury experiences that 
helped them form opinions on 
the merits – or otherwise – of 
individual awards schemes.

And some of those polled 
had advice for others to 
put together better cases, 
based on this experience.

Of course, as well as 
judging awards, almost all 
of the planners had entered 
one or more awards in the 
past – and this was another 
key factor behind their 
decisions on which awards are 
credible, and which aren’t.

“When I was on one  
jury they told me off  
for being too strict!“
Chief Strategy Officer, New York

“As a seasoned awards 
judge, it’s remarkable  
how badly some of these 
cases are written.”
Head of Planning, New York

http://www.warc.com/warc100.100
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Top campaigns 2016

Campaign title Brand Primary agency Product category Location Points

1 Penny the Pirate OPSM Saatchi & Saatchi / OMD Retail Australia 138.6

2 #LikeAGirl Always Leo Burnett / Starcom MV Group Toiletries & cosmetics Global 126.3

3 Project Architeuthis America’s Navy Campbell Ewald Government & non-profit US 81.2

4 Inglorious Fruits and Vegetables Intermarché Marcel Retail France 69.9

5 Live Test Series Volvo Forsman & Bodenfors Automotive Sweden 68.3

6 If We Made It Newcastle Brown Ale Droga5 Alcoholic drinks US 66.4

7 This is Wholesome Honey Maid Droga5 Food US 59.9

8 Share a Coke Coca-Cola Various Soft drinks Global 59.5

9 Kan Khajura Tesan Hindustan Unilever MullenLowe Lintas Group / PHD Household & domestic India 58.2

10 I Will What I Want Under Armour Droga5 Clothing & accessories US  53.5

View full rankings on Warc

http://www.warc.com/warc100.100
http://www.warc.com/Pages/WarcTop100/Rankings.aspx?DataType=Top100Campaign
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Top agencies 2016

TOP 10 CREATIVE AGENCIES

Rank Agency Points

1 MullenLowe Lintas Group 194.5

2 Droga5 New York 178.8

3 Ogilvy & Mather New York 131.0

4 Leo Burnett Chicago 116.0

5 AMV BBDO 114.8

6 Leo Burnett Toronto 103.1

7 Saatchi & Saatchi Sydney 101.7

8 Leo Burnett Melbourne 99.2

9 Clemenger BBDO Melbourne 97.1

10 Wieden + Kennedy Portland 93.4

View full rankings on Warc

TOP 10 MEDIA AGENCIES

Rank Agency Points

1 Starcom Mediavest Group Chicago 200.8

2 Starcom Mediavest Group New York 128.1

3 OMD Sydney 64.3

4 PHD London 56.3

5 OMD New York 55.1

6 Starcom Mediavest Group Warsaw 53.5

7 OMD UK 53.1

8 MediaCom Mumbai 48.1

9 MediaCom Düsseldorf 47.8

10 UM London 47.1

View full rankings on Warc

TOP 10 DIGITAL/SPECIALIST

Rank Agency Points

1 Arc Chicago 74.5

2 The Marketing Store 49.7

3 Critical Mass Calgary 47.5

4 Marketing Arm 46.4

5 Geometry Global Bogotá 40.1

6 OgilvyOne London 39.7

7 FCB/RED Chicago 37.9

8 OgilvyOne Mumbai 37.3

9 Geometry Global San Francisco 36.1

10 Geometry Global Dubai 35.9

View full rankings on Warc

http://www.warc.com/warc100.100
http://www.warc.com/Pages/WarcTop100/Rankings.aspx?DataType=CreativeAgency&Year=2016
http://www.warc.com/Pages/WarcTop100/Rankings.aspx?DataType=MediaAgency&Year=2016
http://www.warc.com/Pages/WarcTop100/Rankings.aspx?DataType=DigitalSpecialistAgency&Year=2016
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Top networks & holding companies 2016

TOP 10 AGENCY NETWORKS

Rank Agency network Points

1 BBDO Worldwide 1145.5

2 Ogilvy & Mather Advertising 809.2

3 DDB Worldwide 674.5

4 MullenLowe Group 654.4

5 Leo Burnett 598.9

6 OMD Worldwide 591.8

7 Starcom Mediavest Group 568.6

8 Grey 442.7

9 McCann Erickson 425.8

10 Saatchi & Saatchi 386.1

View full rankings on Warc

TOP HOLDING COMPANIES

Rank Holding company Points

1 WPP 3404.8

2 Omnicom Group 3303.6

3 Publicis Groupe 2371.6

4 Interpublic Group 2039.9

5 Dentsu 319.7

6 Havas 311.1

7 MDC Partners 88.6

8 BlueFocus 84.3

9 Hakuhodo 69.3

View full rankings on Warc

http://www.warc.com/warc100.100
http://www.warc.com/Pages/WarcTop100/Rankings.aspx?DataType=AgencyNetwork&Year=2016
http://www.warc.com/Pages/WarcTop100/Rankings.aspx?DataType=HoldingCompany&Year=2016
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Top brands & advertisers 2016

TOP 10 BRANDS

Rank Brand Product category Points

1 Coca-Cola Soft drinks 310.2

2 McDonald’s Retail 207.7

3 OPSM Retail 138.6

4 IKEA Retail 138.0

5 Always Toiletries & cosmetics 133.6

6 Heineken Alcoholic drinks 131.9

7 Vodafone Telecoms 120.1

8 Volvo Automotive 103.9

9 Volkswagen Automotive 100.0

10 Pantene Toiletries & cosmetics 87.3

View full rankings on Warc

TOP 10 ADVERTISERS

Rank Advertiser Points

1 Procter & Gamble 594.3

2 Unilever 477.5

3 The Coca-Cola Company 454.9

4 Heineken 293.7

5 PepsiCo 231.1

6 McDonald’s 207.7

7 Volkswagen Group 207.2

8 Mondelez Group 193.5

9 Tata Group 177.5

10 Luxottica 151.0

View full rankings on Warc

http://www.warc.com/warc100.100
http://www.warc.com/Pages/WarcTop100/Rankings.aspx?DataType=Brand&Year=2016
http://www.warc.com/Pages/WarcTop100/Rankings.aspx?DataType=Advertiser&Year=2016
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Warc 100: 2016 winners’ quotes

With Cannes, the Effies and 
now Warc, we hold a trio of our 

industry’s top awards, which is a great tribute 
to the talent of our people around the world 
and across all the various disciplines of 
advertising and marketing services.
Sir Martin Sorrell, CEO, WPP (top holding company)

Our continued focus on ROI 
is paying off for us, much 

the same way as these ideas have 
paid off for our clients’ brands.
Joseph George, CEO, MullenLowe Lintas Group 
(top creative agency)To be recognised by Warc is a magnificent 

honour. It’s only surpassed by the knowledge 
that our idea has helped young children in Australia take 
the first step in achieving better eye health.
Michael Rebelo, CEO, Saatchi & Saatchi Australia (top campaign)

We are doing our best to create the most 
influential work that’s deeply rooted in 

future facing strategy. This acknowledgement really 
makes us feel like we’re onto something.
Jonny Bauer, CSO, Droga5 (top independent agency & network)

Great thinking inspires great work 
that delivers great results. Being 

ranked number one in the world for the third 
consecutive year underscores just how deeply 
engrained this is across our network.
Andrew Robertson, CEO, BBDO Worldwide (top agency network)

This ranking is based on 
effectiveness and best-in-class 

strategy; two crucially important pieces of the 
work we do every day to provide our clients 
with innovative, insightful creative solutions.
Bob Raidt, global president, Arc (top digital/specialist agency)

http://www.warc.com/warc100.100
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