
Short-termism (68%) and

risk aversion (45%) are biggest barriers.

The Creative Excellence Gap:
Key takeouts from research on Clients & Creativity

“We need to look at our processes holistically before seeing how AI can 

fit in. The technology will continue to evolve but what matters now is 

that CMOs consider how they can orchestrate a culture of creative 

effectiveness within their organisations rather than evaluating AI on 

individual, disconnected initiatives across the creative workflow.”

Stephan Loerke, WFA CEO

 Explore the full report: wfanet.org/creativity

Explore the full report:

wfanet.org/creativity

“Brands need to develop systems to codify and scale creativity,

use measurement to link it to growth, invest in talent and skills,

as well as identify a supporting role for AI that amplifies the work.”

Paul Kemp-Robertson

SVP, Chief Content Officer, LIONS

3 in 10
brands say they consistently

deliver creative excellence;

53% say prioritisation and

execution remain inconsistent.

63%
developing new

ways of working

to improve

creative output.

The roadmap to improvement includes

greater systematisation i.e. common 

templates and processes (63%) and

earlier agency involvement in

campaign development (57%).

1 in 3
brands using AI to drive creative 

effectiveness rather than just efficiencies.

Mostly for concept testing (55%), 

ideation (52%) and analysing consumer 

intelligence data (47%).

74%
hopeful AI will help measure

creativity's business impact;

38% are already doing so.

78%
see AI upskilling as key to driving

future creative excellence, but

64%
say the C-suite is pushing for overly 

optimistic AI efficiency savings.

Most brands admit to being on a journey to delivering creative excellence.

Most brands still using AI for efficiencies rather than effectiveness. 

48%
have embedded

creative excellence

into global marketing 

capabilities 

programmes.
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https://wfanet.org/leadership/marketing/clients-creativity-2026
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