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D A T A  D R I V E N
C R E A T I V I T Y





“To those brands that 
say 'I understand you,’
I say 'Fuck off, you 
don't understand me.

Mind your own business.”



“The problem with Big Data 
is that…everybody has the 
same stuff…it’s not really an 
advantage. It’s not magic.”



“Data-driven creative equals 
mediocre creative. Insight is 
just as likely found in the 
shower as in a spreadsheet.”





Date range: 3/12 – 3/25

3/12 RDJ Posts Video

References Collective Project 

and @MSOneNote

3/14 Post Connects RDJ to Albert.  

Drives to the Collective Project 

Landing Page

3/15 Post Connects Albert to 

CP. Drives to the Collective 

Project Landing Page

3/19 Connect CP to Product.  

Drives to the app store for 

free download.

7% 31%12%

CTR to product benchmark:  0.6% CTR on retargeted display

6% 

CTR To Product was 10-60X stronger than CTR from traditional display (6% vs 0.6%)
TRANSLATING STORY THROUGH TO PRODUCT



60+ million
Views in less than three weeks

4%
Increase in positive
sentiment for OneNote

CONNECT
x9

76M

REACH
x9

2.25B

USAGE

x100
2.6%





A G E N C I E S  A R E  S A Y I N G  T H E  S A M E  T H I N G S



E M O T I O N A L
D A T A



1. Unique experiences capture attention
2. Attention leads to emotional engagement (if the creative performs as it should
3. Emotional engagement builds memories
4. Memories influence buying decisions.



2x MARKET SHARE
Leading experience-driven brands have close to 2x the 
market share vs. peers.

28:1
ADVOCACY
Leading customer experience brands have over 28x the industry 
average ratio of positive to negative reviews.

#1
LOYALTY
Emotion, or how an experience makes a customer feel, is the 
#1 contributor to customer loyalty in 17/18 industries.

EMPATHY MATTERS
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29%
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6%
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Nostalgia

Admiration

Anticipation

HARPER LEE’S PASSING #SHAREYOUREARS

ONE-DIMENSIONAL SADNESS MULTI-DIMENSIONAL POSITIVITYVS

0%

28%

55%

83%

110%

Harper Lee Terry Pratchette David Bowie Robin Williams

Sadness Admiration Love

DATA AND EMOTIONS GUIDING THE CREATIVE PROCESS
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Joy

Nostalgia

Admiration

Anticipation

THE PREVAILING EMOTIONS 

Positivity
Inclusiveness
Better World

INTERSECT WITH COKE’S TRUTHS

Disney and Make-A-Wish are giving 
people the opportunity people to 
contribute $5 to the Make-A-Wish 
foundation by tagging a photo with the 
#ShareYourEars” on social media.

WHAT THE WORLD IS REACTING TO

CHANNEL THINKING

THE CREATIVE BRIEF TO TRIGGER EMPATHY



Get the whole gang together and #ShareYourEars to help 
Make A Wish Foundation.

J U S T  A  F E W  
H O U R S  L A T E R  





Source: Crimson Hexagon

31%

21%
19%

9%

5%
4% 4%

2% 2%
1%

0%

Joy Disappointment Admiration Astonishment Optimism Sadness

Emotions connected to Summer Olympics 

conversation





THE OPENING CEREMONY CONTENT | THAT’S GOLD MURAL



Benchmark
6-11mm Plays

Actual
34+ MM Plays

VIEWS:

47+MM
AVG. UNIQUE 
PLAYTIME:

18.95 SEC
“Snapchatters engaged with the lens an average 
of 18.95 seconds of playtime! To put that into 
perspective, with 18.95s average unique playtime 
across 13.69M Unique Plays amounts to over 8.2 years 
of playtime with the Coca-Cola brand.”





Organic Posts from Coca Cola run through 
our empathy model saw a 27% lift in 

engagement against the control.



Or
~3,000,000 

extra bottles of Coke



Or
~3,000,000 

extra bottles of Coke
While saving $600K in media costs 





EMPATHY MODEL



O N E :
W E  N E E D  A  M E T H O D O L O G Y  T O  

C L A S S I F Y  A N D  I D E N T I F Y  E M O T I O N S  



33

THE RIGHT MODEL



T W O :
W E  N E E D  A  M A C H I N E  T O  C O L L E C T  

S O C I A L  C O N V E R S A T I O N  A N D  A P P L Y  
O U R  M E T H O D L O G Y



THE RIGHT SOURCES



T H R E E :
W E  N E E D  H U M A N S  T O  F I N E  T U N E .

C O N S T A N T L Y .



PROOFS OF CONCEPT



I F  Y O U R  A G E N C Y  
D O E S N ’ T  E M B R A C E  

D A T A ,  R E P L A C E  T H E M



BRAND AGENCIES
LEGACY

NICHE AGENCIES
RELATIONSHIPS

INTEGRATED AGENCIES
COMPLEXITY

EXECUTION AGENCIES
EFFICIENCY





P E R S O N A S P E R S O N A L
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