OPINION PIECE, Louise Boxall-Davies, Head of Planning at Morris Jones and Judge of the 2010 APEX Awards
APEX 2010: Agencies need to be willing to embrace effectiveness and able to produce entries that persuade the adjudicators of the contribution of the advertising to the success of the case.

Although this is the first year I am judging the Apex Awards, I have followed the awards with interest over the years – submitting some entries and even winning one. Previously, when I looked the winners, it seemed as if Apex was the domain of large agency groups. This year was slightly different. Although many of the entries were from usual suspects – Ogilvy, DDB, Net#work BBDO, Draft FCB and TBWA, there were also a number of entries from new comers and less frequently represented agencies and brands. But, many brands that have previously won Apex awards, entered again this year – with a new campaign, a new product launch or even a sustain case study. 

Why is it that some agencies seem to understand, and actively promote, the idea and the importance of effective creative work, and others appear to pay lip service to the contribution of advertising and other communication elements such as packaging, PR and activations to a brand’s growth and success? Why is it that some brands and agencies fail to embrace the Apex Awards? 

Based on the wide range of entries and the diverse quality of this year’s Apex submissions, I have two hypotheses. The first is that not enough agencies appear to have embraced or entrenched a culture of effectiveness. My second hypothesis relates to a lack of understanding of how to build a successful Apex case. 

When it comes to effectiveness, some agencies appear to get it right. They work together with their clients to ensure that each campaign is evaluated from a creative and an effectiveness perspective. They are vigilant in keeping score, “Did the campaign achieve its objectives? How many pizzas did we sell?” This culture is embedded in the agency from account management through to creative. Therefore, when it comes time to submit Apex entries, the work is already done and the case is so much easier to write. 

Some agencies stumble across a really good set of sales results and then try to mould a case to justify the contribution of the creative to the success. To be honest, often the creative work is excellent, but that is not sufficient to write a winning Apex entry. 

It is unfortunate that agencies with excellent examples of effective advertising lack the expertise or experience to put together a successful Apex entry. Often, agencies with good intentions and a true commitment to effectiveness, fail to produce an entry that clearly presents the case for the role of advertising in achieving the stated objectives. They make fundamental errors in the way that they present their data, e.g. annualised data, when month on month data would be better, leaving question marks in the minds of the adjudicators as to the real impact of the creative work on the sales results. Some under-estimate the importance of a well-written case study and the value of a good story over a dry statement of the facts. Presentation is key too. Many of the successful Apex entries are well put together and a pleasure to read – and no spelling errors either. 

In conclusion, Apex success is not a matter of chance, but a consistent demonstration of a commitment to highlighting the importance of advertising and communication in driving sales. Here’s to seeing many more well-written, successful entries from a new generation of effectiveness embracing agencies and brands. 
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