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EVIDENCE CAN CREATE BETTER REVELATION

SEAN HEALY:

So picking up on that, there was a debate going on at Cannes Lions last year that suggested that data is not necessarily a force for
good in our industry. It was suggested that science and creativity don’t co-exist. It struck me that we are in danger of setting up a
false antithesis in our industry - particularly given the digital data vapour trail that we are spending an awful time looking at. It also
struck me that maybe that there is still a battle between evidence and revelation going on in our industry that in other walks of life
was put to bed between the 16th and 19th centuries. I'm sure there are plenty of people in our industry who, on the one hand, have
the latest wearable tech, monitoring their every heartbeat and move, but on the other are still not embracing all of the insights that
data can bring to the creative process.

I think we need to go beyond a battle between evidence and revelation and at look at how evidence can create better revelation.
There is a huge opportunity for account planning - in the broadest sense: creative agency, media agency etc- to make use of the
goldmine of brilliant data that tech companies and media agencies have at their fingertips. We find measurable patterns in this
data, but too often those measurable patterns don't get further than a search engine optimisation project. At ZenithOptimedia,

we believe that they can actually make a strategic difference to the creative story. It's interesting that we talk a lot about big data,
but sometimes it's the ‘smaller’ data that can make a real difference. We have great examples of where we have analysed our clients’
customer data and discovered a breakthrough insight that has determined or shaped the creative strategy. Often, we find that it is
the clients that are driving this data agenda. So, moving on, let’s look at recurring patterns in the natural world, and the patterns we
see in behavioural data. Brian, would you care to expand on patterns?


















IT'S TIME TO RETHINK THE CREATIVE PROCESS

SEAN HEALY:

| think it's clear that data and creativity are inextricably linked. Physics - whether that'’s traditional physics, or social physics — are in
essence creative practices and there is an awful lot we can learn as practitioners in the creative world from the focus on measureable
patterns, laws and frameworks. No outcome is certain, but it is certain that there is a framework that can get agencies in our industry
to a better outcome. Do we really believe after what we've heard today that creativity is a parallel universe, and that universal
patterns, simple laws and frameworks don’t have a place to play at a strategic level in our industry? My contention would be that we
have never had a greater opportunity to reframe and rethink the creative process and to take advantage of the wealth of intent-
based insight that media and technology companies are sitting on. And there’s never been an easier time to deeply understand how
consumers live their lives.
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