
WHAT DO I WANT?



THE MOST COMMON RESPONSE TO ADVERTISING

47% 52% 54% 60%



EMOTION = GREATER PROFIT

*Source: Les Binet & Peter Field, The Long & the Short of It, IPA



DANIEL KAHNEMAN

THE PAIN OF LOSING 
SOMETHING IS TWICE AS 
POWERFUL AS THE PLEASURE 
OF GAINING SOMETHING



THE EXTRAORDINARY
COST OF DULL



THE TRUE COST OF DULL | DULL ADS NEED EXTRA BUDGET TO ACHIEVE THE SAME GROWTH
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BUDGET LEVELS OF CAMPAIGNS ACHIEVING VERY 
LARGE MARKET SHARE GROWTH (ESOV)
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WHAT DOES THIS MEAN IN £££s?

£9.8m

*These are emotional ads that successfully inspire people to share or talk about themBase: IPA effectiveness databank, 1998-2022 cases



THE COST OF DULL TV ADVERTISING TO US BRANDS
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TOTAL EXTRA COST  

$189BN



COST OF DULL = GREEK GDP

THE EXTRAORDINARY
COST OF DULL



A DULL 
EXPERIMENT

THE EXTRAORDINARY
COST OF DULL





2.8



BUSINESS IMPACTS OF DULL THROUGH THE FUNNEL 
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DULL ON DULL

adam@eatbigfish.com

WHAT NEXT?

SOCIALLY DULL



14DULL



WHY IS THIS
HAPPENING?

THE EXTRAORDINARY
COST OF DULL



THE
4 HORSEMEN OF THE 

DULLOCALYPSE

ARE WE IN THE END OF TIMES?



PERFORMANCE OPTIMISATION AVERAGING AI



PERFORMANCE

THE EXTRAORDINARY
COST OF DULL



ALL THE MONEY IS HEADED TOWARDS DULL
DIGITAL [FINALLY] KILLED THE TV STAR

200

160

120

80

40

0
2013 2015 2017 2019 2021 2023

7.0

202.6 211.8

84.2

156.1

114.9

175.9

113.6

166.4

131.9

157.4 155.6 163.0

GLOBAL, META & LINEAR TV AD SPEND

US$ BN
CURRENT PRICES Key META

LINEAR TV

Note: 2024 data are WARC forecasts. Meta includes ad revenue from Facebook (inc. WhatsApp) & Instagram. Global linear TV: Aggregation from 100 markets captured in WARC’s global ad spend survey. 



20DULL

OPTIMISATION

THE EXTRAORDINARY
COST OF DULL



OPTIMISATION | TECH



OPTIMISATION | FASHION



THE SMARTER 
WE GET IN A 
CATEGORY, THE 
DULLER WE GET”
DEREK THOMPSON,  THE ATLANTIC



24DULL

AVERAGING

THE EXTRAORDINARY
COST OF DULL





Source: The Age of Average, Alex MurrellSource: The Age of Average, Alex Murrell 
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30DULL

AI

THE EXTRAORDINARY
COST OF DULL



31DULL

PERFORMANCE OPTIMISATION AVERAGING AI



TWO WAYS TO GO

THE EXTRAORDINARY
COST OF DULL



© MARKETOONIST.COM



1. LET’S NOT JUDGE. YOU CAN CHOOSE TO BE DULL. BUT KNOW THE COST.

Base: IPA effectiveness databank, 1998-2022 cases *These are emotional ads that successfully inspire people to share or talk about them



2. MAKE AN 
INTERVENTION

THE EXTRAORDINARY
COST OF DULL





SO WHO SHOULD WE BE 
LEARNING FROM?



THE ANTI DULL DIAL



THE ANTI DULL DIAL



56% OF PEOPLE CAN’T THINK 
OF A SINGLE BRAND THEY 
FEEL CONNECTED WITH  OR 
UNDERSTANDS THEM”

Source: Grayling Survey, Aug 2023, 2,000 UK consumers







SO WHAT’S OUR POONAMI?

BUILDING CONNECTION –
A QUESTION TO ASK OURSELVES



THE ANTI DULL DIAL





I THINK AUDIENCES, WHETHER THEY’RE 
AWARE OF IT CONSCIOUSLY OR NOT, 
WANT TO BE SURPRISED.

SIMON PEACOCK
DIRECTOR OF ASSASSIN'S CREED





THE MOST COMMON RESPONSE TO ADVERTISING

47% 52% 54% 60%



120 millions de vues! Retour sur l’incroyable
succès d’Orange pour le mondial de foot fèminin
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BUILDING SURPRISE –
A QUESTION TO ASK OURSELVES

WHAT’S THE ONE CUSTOMER ASSUMPTION ABOUT US
IT WOULD BENEFIT US MOST TO CHALLENGE? 



THE ANTI DULL DIAL





WHAT DO YOU WANT?

WHAT’S IN THE WAY?
+
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WHAT DRAMATIC TENSION COULD WE BUILD 
INTO THE HEART OF OUR BRAND PROPOSITION? 

BUILDING EMOTION –
A QUESTION TO ASK OURSELVES



THE ANTI DULL DIAL





BUILDING CHARACTER –
A QUESTION TO ASK OURSELVES



WHAT IF WE TOOK ONE CHARACTERISTIC 
OF OUR BRAND AND EXAGGERATED IT 200%?

BUILDING CHARACTER –
A QUESTION TO ASK OURSELVES



THE ANTI DULL DIAL



MIKE CESSARIO

WHEN YOU REALLY TAKE ENTERTAINMENT 
SERIOUSLY AS ENTERTAINMENT, YOU KNOW 
THAT THE ‘BAR’ ISN’T OTHER COMMERCIALS.

THE BAR IS NETFLIX COMEDY SPECIALS, 
ACTUAL FILMS, TV SHOWS - THAT’S THE BAR.



SO WHAT IF OUR COMPETITION
REALLY WAS ENTERTAINMENT? 

SETTING THE RIGHT BAR –
A QUESTION TO ASK OURSELVES



SO WHAT ARE THE BIGGEST OPPORTUNITIES FOR US HERE…?



PERFORMANCE OPTIMISATION AVERAGING AI







EVEN BOTTOM OF 
THE FUNNEL



SO, IF THE COST OF DULL HAS 
NEVER BEEN HIGHER…

…AND THE COST OF BEING MORE INTERESTING 
HAS NEVER BEEN LOWER…

WHAT EXCUSE DO WE HAVE 
FOR BEING DULL ANYMORE? 



DISCUSSION


