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Unique focus 

on creativity

1. Client-centric

2. Global knowledge

3. Grounded in local reality 

4. Underpinned by 

effective creative

5. With the potential for 

community action



By Association

Global qual: interviews with Global CMOs, 

creative agency leaders and commentators

Quant: Central/global (WFA members)

Quant:  Multi-national 

(By Association)

Questions 

and narrative 

shaped by 

creative 

partners

Grounded in statistical insight and 

examples from a ‘glocal’ effectiveness partner
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Questionnaire live Feb 21st
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“...creativity is the last unfair advantage we're legally allowed to take over our competitors.” 

(William Bernbach)
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Download the one-pager here
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