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GROWSHEET CREATIVE PERFORMANCE 

Nothing beats a good creative. Up to 90% of the effect of your campaign can result from creation, which means it’s 
important that you maximize your creative performance if you want to grow. This tool lets you easily determine the creative 
performance index of your current campaign. It’s a reality check that gives you real options to work on for growth. Just assign 
your points to the seven KPIs and enter the scores in the radar plot. Where does your campaign still have room to grow?

BRANDING IS BOOMING 
Your brand isn’t the only brand with a media presence: your competitors also have their own marketing communications. In 
that battle for attention, for the consumer’s mind, you clearly want to be distinctive. However, if your branding is poor, you 
won’t be able to build and refresh memory structures properly. This is the easiest component to manage, brief, and test, but it’s 
also one that often goes wrong.
You’ve lost everyone who is exposed to your advertising but doesn’t know that your brand is the source.
Imagine having a campaign that manages to reach 80% of your target group. Within that reach, 80% is a good ad recognition 
score, including people who have seen, heard and read about your campaign. Spontaneous brand linking is already 
considerable if it hits 40%. This means that only one third of the group you managed to reach, and just a quarter of your 
intended audience, will link the campaign to your brand. That also means that two-thirds to three-quarters will not.

CLAIM THE CATEGORY
Memories fade, and so do the memories of your brand. Refreshing and expanding mental market share are key when it comes 
to brand growth. In some cases, you might want achieve reach, and in others you want one-to-one contact. At times you want 
to influence behavior in the long term, at others you want to influence behavior directly. You want to broaden knowledge, 
change attitude or incite action. In all cases, the quality of your brand communications determines which part they’ll play in 
growing your brand.
Put your product or service first and always make a link to the category.
The goal is to strengthen your brand with your communications. Putting your product or service front and center, based 
on category entry points, works far better than just showing a pack shot at the end. You can visualize what you want an 
action to look like in advertising, like Nespresso and Albert Heijn do (modelling). Or you can have it carried out by consumers 
(ownership), like Coca Cola and Nutella did with personalized packaging labels. It’s been proven that brand attributes that refer 
to the category help your brand move forward in something called the law of prototypicality.

USE EMOTION 
By far the majority of our behaviour is managed by our autopilot and doesn’t involve any rational thought. The choices we 
make when it comes to our buying behaviour are also based on routines. Weighing up all advantages and disadvantages and 
comparing all available options is not something we do often. You might visit a comparison website sometimes, but not all the 
time. Still, ‘Rational communications’ remain necessary and they are an effective way to generate sales or sales peaks in the 
short term, but they’re not enough to grow your brand by themselves.
Brand communications based on emotion settle directly into memory and contribute to brand growth over time.
Sex, food and danger attract immediate and undivided attention. Emotion automatically cuts through the attention filter and 
communicates at a deeper level. Where rational communications mainly bring price and product advantages to the stage, 
emotional priming is able to create brand associations that lead to longer-term brand preferences, more volume and lower 
price sensitivity, which will translate to brand growth. Tempting, for sure.

BE DISTINCTIVE 
The purpose of branding is to make sure that your brand is identified as the source of your products. You already put a lot 
of effort into standing out with unique brand elements or brand assets. It’s important that you continue to do this in your 
marketing communications. Find something that evokes a picture or story in a different, distinctive way. Being too similar to 
your competitors won’t benefit for your message. People can’t just see differences, you really have to help them see it.
Be distinctive, be unique and stand out in advertising, without alienating potential customers, to communicate 
more effectively.
There are many different kinds of media that let you communicate distinctively. What really matters is how you translate your 
strategic opportunity into communications. People who drive BMW cars pay 10% more for a performance that’s comparable to 
Volvo’s, but BMW is the ultimate driving machine. BMW distinguishes itself by advertising the distinctive details of the car and 
the intense pleasure of driving one.
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NEURO RICH 
Sensory advertising is a special way to distinguish yourself. By being seen, heard, tasted and felt, you can anchor associations 
with your brand deep in the consumer’s memory. You can of course use copy to this effect, but you can also focus on the 
strengths of any medium. It’s all about unexpectedly triggering senses at different times and in different places, often with the 
aim of directing behavior.
By stimulating multiple senses simultaneously, you can create more impact and increase the time that your 
presence will linger in the memory of your consumers.
You might have already seen it in cinema adverts and certain types of VR: they’re bigger than life, with 3D pictures, supersonic 
Dolby surround sound and simply have no escape, also known as forced exposure. Online video can share some of those 
elements: they’re only 40cm removed from the consumer and don’t have a skip option. They’re right in your face and boast 
catchy images and sounds. Outdoor advertising is another potential combination, using bigger-than-life dimensions and 
scents. The idea is to provide an intense experience of a product or brand and thus making a lasting impression.

ADVERTISING AS BRAND ASSET
Some marketers manage to bring marketing communications to a higher level. Their advertising style is very consistent, 
distinctive and creates the right impact every time. Campaigns last for years and you can pick out their ads straight away. 
They’re recognizable, surprising, intense in one way or another, as well as just being fun. All me-too versions of these ads have 
no chance at all, because they immediately bring the leading brand to mind.
Use your advertising style as a brand asset to contribute to extra brand growth.
Axe’s Mating Game and Dove’s Real Beauty campaigns ran for years and were unrivaled in their category, just like Sainsbury’s 
commercials for Try Something New Today. They identify an opportunity in the market and add value to all touch points of 
the campaign. It’s remarkable to realize how Mastercard’s Priceless campaign evolved from a campaign for credit cards to an 
interactive platform with exclusive benefits for members.

CREATIVITY IS KEY 
Campaigns can sometimes turn out to be more engaging than expected, creating more free publicity than you might have 
anticipated. This may be the work of the PR-agency you just hired or the result of the OSEP media strategy you adapted, but 
the advertising agency is often the real tipping point. How do they do it? Success starts with a strategic opportunity in the 
market, and it might take the failure of a great many creative ideas before the best one can thrive.
Creativity is the basis of great campaign successes that have proved to contribute to brand growth.
The two pillars for success in high-profile campaigns are whether you’ve done your strategic homework and whether your 
ideas are creative enough. The execution of great campaigns is often surprising, unconventional and definitely can’t be boring. 
You have to dedicate enough time, because ultimately, execution, all media investments and the success of the campaign 
depend on the strategic opportunity and creative idea. The largest revenue growth with these campaigns takes place after 
about two years, according to the Effie database.
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