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Most brands admit to being on a journey to delivering creative excellence.
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Most brands still using Al for efficiencies rather than effectiveness.
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“We need to look at our processes holistically before seeing how Al 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 Al on
individual, disconnected initiatives across the creative workflow.”

Stephan Loerke, WFA CEO

“Brands need to develop systems to codify and scale creativity,
L use measurement to link it to growth, invest in talent and skills,

as well as identify a supporting role for Al that amplifies the work.” Explore the full report:

wfanet.org/ creativity

Paul Kemp-Robertson
SVP, Chief Content Officer, LIONS
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