
The result of this is the breaking of the relationship between 
positive extra share of voice (ESOV) and business growth. 
Simply put, due to the three reasons above, the bang from each 
advertising buck is diminishing.

In 2023, again in Cannes and in partnership with Advertising 
Council Australia (ACA), Karen and Orlando were joined by Rob 
Brittain in the follow up: “The Triple Opportunity of Attention.”  

The Triple Opportunity of Attention is a global-first study into 
creative impact using high-quality in-market effectiveness data 
to understand the combined effects of creative style, attention 
and extra share of voice (ESOV) on business performance. 
What sets this study apart is its connective tissue – all the 
metrics in the study have been collected from the same 39 
campaigns in the ACA Effectiveness Database.

 

   

The three decisions responsible for this are:



 




