
This is your chance to win a place in 
the Euro 2020 Final. Using the System1 
methodology, we’ll identify the ad that 
scores highest for creative effectiveness.  
ITV will award that advertiser a free 

spot in the Final - any length up to 2 
minutes. Inside, we’ve put together an 
11-point ‘creative game plan’. So you 
can make sure your ad really scores.

Ave it.
‘



Foreword
In 2016 over 44 million people tuned into ITV coverage of the Euros and 2020 
sees the competition hit our stadiums and screens. The eyes of the nation will 
be on the competition and also on the advertising. As ITV, we’d like to make sure 
that the ads that run in the Euros are just as good as the football.
 
Advertising has always been close to ITV’s heart. Of course it is the commercial 
beat of the organisation, but more than that, when it’s good, it reflects and 
informs culture, and entertains, in the same way that our shows do. We believe it 
remains a strong force for good – it is good for brands, good for consumers and 
good for the cultural diversity of the nation.
 
But, we think things can be better and we know that public favourability 
to advertising has never been lower. This is certainly not good for brands, 
consumers or indeed ITV. As the UK’s biggest commercial broadcaster, we 
believe we have a duty to do something about it.
 
That’s why we want to up the quality of TV advertising during the Euros - and 
make sure the ads do justice to the competition. So, we’re offering a free slot in 
the Euros final to the ad that performs best in terms of creative effectiveness. 
The ad that most emotionally engages the millions of people watching at home - 
as judged by System1 and the ITV viewing public. 
 
We want the nation to fall back in love with the ads, and this is a small step to 
help make that happen.

Kate Waters
Director of Client Strategy & Planning, ITV
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Welcome to the Starting 11. 

At System1 we pride ourselves on helping brands make more effective 
advertising and, with Euro 2020 offering the biggest commercial 
opportunity of the year, there is no better time to deliver a 5-Star campaign.

Inspired by our love of football and informed by our experience of 
measuring advertising effectiveness, we have pulled together our strongest 
Starting 11. These players (OK, strictly speaking, they’re principles) 
collectively can deliver a championship-winning performance.

I hope this sparks your creativity and if you would like to see some good 
examples of players in action just head over to our website.

In the meantime, I look forward to seeing the result of your creative work 
and, if you need any help testing or improving the work on our training 
pitch, you know where we are!

Jon Evans 
Chief Marketing Officer, System1

www.system1group.com www.itvmedia.co.uk/euro-2020 

http://www.system1group.com
http://www.itvmedia.co.uk/euro-2020
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The most effective advertising works over the 
long-term - aim for Fame, and fortune follows.

Advertising works in two ways – over the long-term and over the short-term 1. Its most 
important effects accumulate over the long-term, improving a brand’s pricing power 
and increasing its market share. A great campaign, or even a great single ad, can 
generate growth for years.

Brands achieve these longer-term effects through advertising which is consistent, which 
is emotionally engaging, and which has broad reach. 

We’ll talk about emotion and consistency in a minute. But in many ways the really vital 
one is reach.

Reach is important because it helps you to touch people beyond those immediately in 
the market for your product – the people who might well be your future customers.

Despite a surge in spending on online advertising, TV remains the most important 
channel for gaining broad reach. The 2018 Profit Ability study, based on research by 
Ebiquity and Gain Theory, showed that TV is still the most effective (highest likelihood 
of profit) and efficient (highest long-term ROI) advertising medium, with the best results 
coming when it’s used alongside online channels 2. That’s down to TV’s capacity for 
reaching huge numbers of people beyond your immediate buyers.

  Ad Spotlight: P&G - “Thank You, Mom” (Olympics, 2012)   

  view the ad: system1.group/se1

P&G’s classic Olympics ad took their “Proud Sponsor of Moms” tagline and turned it 
into a film that captured the hope, dedication and heartbreak that goes into raising an 
athlete. It gained huge reach online and on TV as part of a multi-year campaign: the 
brand later said that this was the most effective ad in their 100+ year history. And when 
System1 tested a decade’s worth of Cannes Lions winners for emotional response in 
2019, “Thank You, Mom” still came out on top.

The Starting Eleven

1 See The Long and Short of It, Les Binet and Peter Field, IPA, 2013 

2 See Profit Ability, The Business Case for Advertising, Thinkbox, 2018
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The more people feel, the more 
people buy, so make emotional ads 
and entertain for commercial gain.

Reach is crucial for effective advertising. But there’s little point in reaching people with 
flat, uninspiring work. Brand growth needs advertising which is emotionally engaging 3. 
And that means entertainment has to be a priority.

Why do emotional communications work? They are important because they are more 
likely to get noticed and lodge in the audience’s long-term memory. Across a wide 
audience, this works to increase your brand’s salience (and decrease the salience of 
your competition). If people enjoy an ad, it will be more effective.

In Les Binet and Peter Field’s classic The Long And The Short Of It, analysing decades 
of IPA-Award entered work, the analysts discovered that advertising which used an 
emotional approach was twice as likely to achieve long-term profit growth for brands 
than work that took a rational approach, or mixed the two. If people feel nothing, they 
do nothing.

Not all kinds of emotion are created equal. The key to successful advertising is to leave 
positive impressions, so it’s important to leave your audience feeling happy, though you 
can take them on a journey to get there. You need to entertain for commercial gain.
 

  Ad Spotlight: Doritos - “Dogs” (Super Bowl, 2016)

  view the ad: system1.group/se2

Doritos’ decade-long “Crash The Super Bowl” campaign was a brilliant example of 
sporting event advertising which put entertainment first. It was never directly about the 
Super Bowl, instead asking the public for often hilarious 30-second ads, usually themed 
around the idea of desperate schemes to get hold of Doritos. “Dogs”, which follows 
three resourceful canines on a hunt for corn chips, tested as the most emotional ad of 
the 2016 event.

The Starting Eleven 9

3  See The Long and Short of It, Les Binet and Peter Field, IPA, 2013
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The more quickly people recognise your 
brand, the better. Consistency is vital - 
make use of your brand assets.

You’ve got an entertaining story, and you’re showing it to millions of people. So far, so 
good. Now people need to know who that ad is for.

That’s not as simple as just putting your logo or product upfront. Effective advertising is 
more than simply sponsorship. You have to aim for strong, consistent branding without 
dampening people’s interest in the emotional story you’re telling.

Fortunately, there’s an answer. Your brand is more than your name and logo. It’s often 
recognised through a whole set of distinctive assets which people associate with you4. 
They can be shapes, names, colours, slogans, jingles, mascots… almost any element of 
an ad. The stronger the association with your brand, the more effective they will be.

Identifying your assets, and using them consistently, is the third foundation of effective 
advertising. Although as we’ll see next, some assets are more effective than others.

  Ad Spotlight: NFL - “The 100 Year Game” (Super Bowl, 2019)   

  view the ad: system1.group/se3

A 5-Star ad from the NFL to celebrate its centenary at the 2019 Super Bowl, “The 100 
Year Game” identifies the league’s best assets as the star athletes who’ve made their 
names playing in it. So it centres its story on those famous faces and lets the audience 
get the pleasure of recognising them all. The result is an ad which could only be for 
one brand - the NFL - but which never lays its branding on too thick - a perfect use of 
brand assets.

4  See How Brands Grow, Byron Sharp, 2010
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Ads with recurring characters or scenarios 
are more effective than those which don’t 
use them. If you’ve got one of these Fluent 
Devices, make sure it’s in your ad.

The GEICO Gecko. The Smash Martians. Compare The Meerkats. “You’re not you when 
you’re hungry”. “Should have gone to Specsavers”. TV advertising is full of characters and 
scenarios that turn up time and time again in long-running campaigns and which at their 
best become part of popular culture.

We call these Fluent Devices  - creative devices which help build Fluency for the brand (i.e. 
make it quicker and easier to recognise).

Over recent years Fluent Devices have become less popular among advertisers, but they 
remain the most effective kind of brand asset. A campaign which uses a Fluent Device is 
over 30% more likely to drive profitable growth than one which doesn’t use them 5.

At sporting events, Fluent Devices often take a back seat to specific creative devices around 
the event itself. This is a mistake - a big event is a great opportunity to give audiences a 
character or situation they know, recognise and love, and to make them perform in new, 
unexpected ways.

  Ad Spotlight: Tide - “It’s A Tide Ad” (Super Bowl, 2018)

  view the ad: system1.group/se4

Fluent Devices in sports event ads are sadly rare. In this 5-Star Super Bowl ad, Tide came up 
with a clever solution - by buying media time across the whole game, they created a “Super 
Bowl Takeover”. The way they used that time was to create a recurring character: the actor 
David Harbour playing a man dressed in white who broke the fourth wall to interrupt ads for 
medicine, perfume, beer and more, informing the audience “Nope, it’s a Tide ad.” The idea 
was so successful that Tide kept using it all year and credited it with a big sales boost. 
A one-night Fluent Device that kept on working.

The Starting Eleven 13

5  See Lemon, Orlando Wood, IPA, 2019
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Sporting events have a much wider 
audience than just the fans - make the 
most of the opportunity by keeping your 
target audience as wide as possible.

The temptation for brands making ads for sports events is to concentrate on a 
stereotypical young, male target audience, and lean heavily on the use of sporting icons 
or references this audience will respond to.

But this is not the best way to use your precious big event budget.

The audience for big sports events is simply much wider than the core fans. Over 44 
million people tuned in to ITV’s coverage of Euro 2016. They can’t all have been 18-34 
year old males. Big sports events draw in casual fans, particularly if there’s a strong 
narrative around the event (like a national team doing well).

Truly great and memorable advertising entertains across demographics. Trying to limit 
the appeal of your ad to a narrow target is to limit its potential on a broad reach channel.

  Ad Spotlight: Microsoft - “Play To Win” (Super Bowl, 2019)   

  view the ad: system1.group/se5

Microsoft’s ad for its Adaptive Controller - which lets disabled kids join in with their 
friends in XBox games - was the highest-scoring emotionally of the 2019 Super Bowl, 
and has won multiple awards both for creative quality and the product itself. It’s 
certainly not a commercial targeted to any kind of stereotypical Super Bowl audience - 
it speaks to parents not partygoers, gamers not jocks, and it’s from a tech brand not a 
beer or car. That’s because none of those cliched targeting ideas are relevant. It’s just 
a great, heartwarming ad which speaks to the spirit of play and fair competition in 
anyone watching.

The Starting Eleven 15
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Look for the human emotional story
for effectiveness.

Sports thrill us as viewers in two ways. There’s the sight of elite athletes operating at the 
top level of their sport, creating moments of technical sporting excellence of course. But 
there’s also the narratives we weave around the event - stories of struggle or brilliance; of 
underdogs and champions; of team glory and individual redemption.

Individual players, acts of skill, or perhaps the event’s unique location are often features of 
big sporting event advertising. These are no substitute for finding an emotional story you 
can tell around the event, which will have broader appeal.

This is particularly true when the sport is one that fewer people watch outside the event. In 
the 2019 Rugby World Cup, for instance, ad after ad referenced the Japanese location, with 
players in samurai armour and other cultural cues. Whilst a sense of place is important in 
ads, the most emotional ad (see below) ignored the location and players entirely to tell an 
individual story any fan could relate to.

  Ad Spotlight: Gilbert - “Rugby Memories” (Rugby World Cup, 2019)

  view the ad: system1.group/se6

The highest-scoring ad in the last year’s Rugby World Cup comes from a small brand - rugby 
equipment manufacturer Gilbert, who make the official ball for the event. With such strong 
connections to the sport, you might imagine they would make an ad whose story is very 
specific to this sport and event. Not so: the story they chose, about a young fan saving up 
to buy themselves their dream ball, could apply to any generation and any kind of sport. 
It’s the perfect example of getting a 5-Star ad by finding an emotional journey that goes 
beyond sporting specifics.

The Starting Eleven 17
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Betweenness - communication spoken and 
unspoken among the characters in your ad - is 
a powerful way of engaging your audience.

We’ve covered the fundamentals of effective advertising, and the best practice for finding 
a strong idea or story for your event ad. Now we’re getting to the business of execution.

Executional details are often neglected in discussions about effectiveness. But a good 
idea, a strong strategy and well-planned media spend are only part of the story. 

The ad itself is what your audience actually sees, and its execution determines whether 
it will attract and sustain attention. In the acclaimed publication Lemon, Orlando Wood 
shows that emotionally powerful advertising contains features that appeal to our right-
brain, which pays broad, not narrow attention and focuses on relationships between 
things and people.

One of the most important ways to ensure right-brained appeal is to create a sense of 
betweenness among the characters in your ad 6. Dialogue and unspoken communication 
are critical - your ad should be a window on a living world, not just a shop window for 
your product. The relationship - spoken and unspoken - between the characters in your 
ad is vital in building that world and generating an emotional response.

  Ad Spotlight: Nike - “Dream Further” (Womens World Cup, 2019)  

  view the ad: system1.group/se7

It goes without saying that Nike make consistently strong sports event ads - even their 
occasional missteps are interesting and much talked-about. They made the highest-
scoring ad of the 2019 Women’s World Cup, an instalment in their “Dream” series. It’s an 
inspiring story of a girl inspired by players to dream of her own success. But what makes 
it the strongest ad in Nike’s campaign is the way it starts and ends with betweenness - the 
looks and gestures between the girl (a mascot) and the player she’s accompanying onto 
the pitch. It’s that unspoken communication that lifts a good ad to greatness.

The Starting Eleven 19

6  See Lemon, Orlando Wood, IPA, 2019
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To be emotionally effective, music in an ad 
should be melodic and memorable.

An ad’s soundtrack is too often an afterthought - but it can make a huge difference to 
how an ad is received. One nostalgic confectionery ad we tested was mediocre when 
the soundtrack was a boyband ballad but came to emotional life when the music was 
70s soft rock - even though nothing else had changed.

As with character relationships, the trick is to try and win the right-brain’s attention, with 
melodic or harmonic music 7. Highly rhythmic soundtracks tend to be less effective - 
particularly when they dictate the editing and pace of the ad, making the experience 
jerky and fragmented.

It’s also the case that a familiar track can be a real asset for an ad. If the sport in question 
has a tradition of fans singing or chanting, drawing on that can work very well. It might 
feel a bit obvious or corny - but those are not crimes when it comes to making ads with 
big emotional appeal! 

  Ad Spotlight: Lucozade - “Three Lionesses” (Womens World Cup, 2019)

  view the ad: system1.group/se8

For their Womens World Cup ad, Lucozade chose to take the most famous British 
football song of all - The Lightning Seeds’ “Three Lions” - and give it a female makeover, 
creating a “Three Lionesses” anthem for fans of the women’s team. The ad was a 
huge success, and its familiar, catchy and melodic singalong soundtrack was a big 
part of why.

The Starting Eleven 21

7  See Lemon, Orlando Wood, IPA, 2019
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Consider cultural references for greater 
emotional response.

Sport doesn’t exist in a vacuum. Nor does advertising. And that’s particularly true of 
big international sporting events, which tap powerfully into the culture of the countries 
taking part. It’s easy to criticise England’s obsession with the 1966 World Cup, but it’s 
also a readymade source of iconic imagery and cultural references for advertisers to 
play with.

The right brain understands context and delights in spotting something familiar in an 
unexpected situation. The references can be irreverent, affectionate, or given a modern 
twist - don’t overlook the pleasure of a parody or pastiche for audiences 8.

Then there are historical references: ads that are set in a distinctive time or place, 
with costumes and sets, tend to be very emotionally engaging. Conversely, be wary of 
setting your ad somewhere non-descript, flat, and generic.

  Ad Spotlight: Otto - “Zeitreise ‘54, ‘74, ‘90” (Germany, World Cup, 2018) 

  view the ad: system1.group/se9

The German football team didn’t have a great World Cup in 2018, but German 
supermarket Otto played a blinder. They made an ad in which a pair of flatscreen 
deliverymen were transported back in time to the West Germany of 1954, 1974, and 1990 
- the years the country won the tournament. The ad is a glorious riot of cultural and 
historical references, with dodgy perms, mullets, and stonewashed denim all around - 
and it was the highest scoring German ad that year.

The Starting Eleven 23

8  See Lemon, Orlando Wood, IPA, 2019
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Make sure you finish your story well, 
with a happy ending and all negative 
feeling resolved.

If your ad’s telling a story, then the most important part of the execution is the ending. 
Psychologist Daniel Kahneman pioneered the idea of the “peak-end rule 9 ”, arguing that the 
emotional impression we take away from an experience is a combination of the peak (the 
most intense part) and the end.

For maximum effectiveness you want people to leave your ad feeling positive about it, which 
means you want the end of the ad to create these positive emotions. A last-minute twist, an 
emotional climax paying off the story, or a final joke - all these are great ways to ensure your 
ad ends effectively.

Two specific bits of advice may help you. The first is to make sure you’ve resolved any 
negative emotions you’ve introduced to create tension in the story. Negative feeling can be 
very effective, but only if it’s properly dealt with within the ad, and not left to linger.

The second is to be careful with the closing shot of the ad - lingering on a pack shot or logo 
too long can deflate emotional response. Consider running the pack shot or logo and then 
cutting back to the action for one final lift in feeling.
 

  Ad Spotlight: Galp - “Leiva Portugal A Pieto” (Portugal, World Cup, 2018)

  view the ad: system1.group/se10

Energy company Galp made a 5-Star ad in their native Portugal for the 2018 World Cup. It’s 
proof not only that great ads can come from any category, but of the power of the peak-end 
rule. The ad features a French man and a Portugese woman flirting in a bar - disaster strikes 
when the man says “Yes, but…” when asked if he likes the country. The ad plays on a national 
stereotype of defensiveness and pays off its story when the Portugese football team stride 
into the bar and the man lets himself off the hook. But there’s one final twist after the brand 
logo to provide an extra boost in feeling, as the guy puts his foot in it again. It’s a great 
example of a well-constructed storyline that obeys the peak-end rule.

The Starting Eleven 25

9  See Thinking Fast and Slow, Daniel Kahneman, 2011
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Don’t step on the pitch till you’ve 
done your homework.

From fundamentals, through strategy and into execution, we’ve given you a set of 
proven tips for event ads. But how do you know your work will resonate with the public?

Easy - you ask them. Researching ads with the public to gauge emotional response is 
the best way to make sure you maximise your work’s effectiveness.

Some creatives and strategists are wary of research. In the past, they’ve been right. 
Most of the traditional metrics don’t predict long-term effectiveness, and only lead to 
more conservative advertising. There’s a big difference between big, populist ads that 
a lot of people love - the kind you should be creating - and average work that satisfies 
enough people to tick a box. 

Focus on emotion in your research - like we do at System1 - and you’ll get a strong 
sense of what’s working and what isn’t in the ad, without being tempted to make it 
more boring.

Good luck! And if you do have a match-winning ad, enter it into ITV’s Euros Competition 
contest to get free airtime for your brand during the Euro 2020 event.

  Ad Spotlight: Guinness - “Basketball” (2015)

  view the ad: system1.group/se11

This ad wasn’t aired during a sports event, but it’s a great sporting story of friendship 
breaking down barriers. A team of friends play wheelchair basketball - but at the end, 
all but one of the men rise from their wheelchairs and accompany their chair-bound 
friend to the bar. They’re using wheelchairs so they can join in with their mate. It’s a 
5-Star ad and won an IPA award for Guinness, but it was also extensively researched 
with System1 from the animatic stage, with suggestions like reducing the voiceover 
helping to push up the emotional response. Testing provides useful creative guidance, 
which is a win for brands.
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www.system1.group/se11


Calculating the Game Stats.

System1 measures the emotional response that is felt towards ads by audiences. 
Emotional response can be used, in conjunction with a brand’s Share of Voice, to 
predict the brand’s long-term market share growth.

System1 measures viewers’ emotional response to an ad using the science behind facial 
coding in an approach derived from psychologist Paul Ekman’s work. Ekman describes 
7 basic emotions: happiness, fear, disgust, anger, surprise, contempt and sadness. 
System1 includes neutrality too, because it is perfectly possible for an ad to leave the 
audience unmoved. Our method differs from automated facial coding, which uses an 
algorithm to estimate how audiences feel, and instead involves asking people directly to 
indicate how they feel about an ad they’ve just been shown.

The audience selects one of the 7 basic emotions or neutral from a pictorial scale which 
promotes fast and frugal mental processing. This way, it is possible to establish how an 
ad leaves people feeling, i.e. the emotion it elicits, across a large quantitative sample. 
Applying positive or negative weights to each emotion enables us to translate the raw 
emotional profile of advertising into a simple Star Rating, ranging from 1-Star (weak ad, 
with no likely growth amplification) to 5-Star (strongly positive emotional response, with 
strong growth-amplification potential). Positive weights are assigned to happiness and 
surprise, and negative weights to neutrality and other emotions.

Ads that people feel strongly about (higher Star Rating) are likely to achieve greater 
market share gain.
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The example below shows how the model works – here, for the cereals category in the 
UK. Extra Share of Voice (ESOV), the difference between a brand’s share of voice and its 
share of market, explains market share movements 12 months later. But the relationship 
is not strong (graph left). When we factor in emotional response to all ads in that 
category over the course of a year, however it is possible to predict the share changes 
of those brands with much greater confidence (graph right). See Lemon by Orlando 
Wood (IPA, 2019) for a more detailed explanation of the model.

Quantity of Advertising
(TV ESOV)

Actual Growth / Correlation 0.25 Actual Growth / Correlation 0.83

Quantity and Quality of Advertising
(TV ESOV x Star rating)

Annual value market-share predictions for the UK Cereal category. 
Graph above left shows ability of basic ESOV to SOM gain model to predict 
actual value market-share changes; graph above right shows enhanced 
emotional ESOV to SOM gain model



Let’s see what you’ve got!

So there you have it, our strongest Starting 11. If you want to test your creative 
concepts, we can do early stage testing and give you a prediction of how 
likely the idea is to work within 24 hours. We can also give you creative 
guidance throughout the entire process and suggest improvements that are 
guaranteed to improve your ad’s Star Rating. Our mantra is test early and test 
often. It’s fast, cost effective and results in advertising that really delivers. Do 
drop me a line with any questions you may have and the team & I at System1 
would love to help you.  Now over to you. Let’s see what you’ve got!

Jon Evans 
Chief Marketing Officer, System1
jon.evans@system1group.com

www.system1group.com www.itvmedia.co.uk/euro-2020 
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System1 are the Effectiveness Agency. We want to give every brand the tools 
and knowledge to create marketing that leads to long-term growth. 

We pioneered the use of emotional measurement and behavioural science to 
predict long-term effectiveness, we have provided predictions and guidance 
to hundreds of leading brands, and our Test Your Ad system rates every ad 
that airs in the UK or US across key categories. If you want to be sure your 
marketing will create growth, we’re here to help.

Front cover wrap design by Ancient & Modern.
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Details about the 
competition can 
be found here: 
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