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Bringing together 150+ of the world’s top advertisers
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And 60 of the world’s top advertising markets
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@ BETTER MARKETING
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Advertising one of the least trusted professions,
next to politicians
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https://www.youtube.com/watch?v=OVfZw_eqJW8
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of brands believe they deliver
great consumer experiences




of consumers agree




75% of brands

could disappear tomorrow and
consumers would not care




@ BETTER MARKETING




1. Stand for something

i




2024 Edelman Trust Barometer

Business Remains Only Trusted Institution

Percent trust
GLOBAL 28 B B ® O—+ Significant change
Distrust Neutral Trust
(1-49)  (50-59)  (60-100)

59

Change,
2023 to 2024

Business NGOs

51

()

Government
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Media




2 in 3 people

want brands that align with
their personal values




Say they ‘make an
effort’ to buy from
companies that
support causes
important to them




“It doesn’t matter how many
people hate your brand as long
as enough people love it.”



http://www.culturepub.fr/videos/nike-nike-women-juntas-imparables/



https://www.youtube.com/watch?v=Vlfd-DBIR60

Purpose need not be about saving the world or being ‘worthy’

& airbnb Cetsly

Happiness
Create a world where anyone PP

can belong anywhere

Dove

Self-esteem, positive Encourage creativity, imagination,
body image and learning through play




2. Involve your employees

1




2024 Edelman Trust Barometer P. 44

My Employer Trusted in 27 of 28 Countries
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wBARCLAYS  Y$RBS

“Company recommendations
from employees is a more
effective way to build market
share and loyalty than the old-
fashioned method of throwing
money at advertising.”

David Wheldon,
WFA President Emeritus




3. Show empathy




MAYBE YOU'RE

FORM ATED FOR WOMEN

THIS IS NOT A

REAL PRODUCT.

BUT IT IS A REAL
DISMISSAL WOMEN
HAVE HEARD WHEN
SEEKING TREATMENT
FOR PAIN.

SEE MY PAIN
NUROFEN L]


https://www.youtube.com/watch?v=DOsq5Ex4Ato

NUROFEN

l l !

Market share £3m funding for Most engaging
growth in a public gender gap Reckitt campaign
category in decline training ever in UK

Source: Reckitt via The Drum


https://www.thedrum.com/news/2024/06/13/inside-nurofen-s-campaign-close-the-gender-pain-gap

4. DEI is dead. Long live DEI.

=




Many are deprioritising DEI

McDonald’s Is Latest To

Abandon Diversity Standards | phe movement to diversify Silicon Valley is

crumbling amid attacks on DEI

Ford Joins Harley in Scaling Back DEI
Policies Amid Backlash

m CEO Farley cites customer beliefs, evolving legal environment

— company to roll back its DEI policies

Harley-Davidson is dropping DEI policies

after pressure from diversity critics




70%

brand purchases



40%

of women



SYA L

of men in the UK



88%

of consumers



“Progressive marketing builds
brands. The power of inclusive
portrayals goes far beyond the
pride of knowing your work is
_contributing towards.social
progress”.

Cristina Diezhandi
i, CMO, Diageo

L

=



5. Be brave.
Al can superpower you.




“Experiment and don’t let
fear of failure get in the
way. Testing and learning
fast will help build the
creative muscles.”

Raja Rajamannar
CMO Mastercard
& WFA President
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https://www.youtube.com/watch?v=LFmpVy6eGXs

BUT a Gen Al backlash is mounting

- e
Deepfake resurrection of ~ Fashion brand blasted fBen Al ad labelled
Brazilian singer for carad ~ for ‘false advertising’ creepy dystopian
sparks joy and ethical after using Al models hightmare
worries and ‘stealing human

jobs’




What kind of
beauty do we
want Al to learn?

W online content |

keep committed o real beaut

Learn more af; Dove.com

\ . E
L 1= 8 ove-
according 10 @ Real Beauty Campagn -

20 years changing beauty

» = ——


https://www.youtube.com/watch?v=13WZij3xmCA

5 ways to do Better Marketing

GTR®WN S

Stand for something
Involve your employees
Show empathy

DEI isn’t dead

Be brave. Al can superpower you




World Federation of Advertisers
London, Brussels, New York, Singapore

wfanet.org
info@wfanet.org
+322 50257 40

linkedin.com/company/wfa
youtube.com/wfamarketers
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