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Preface
According to McKinsey & Company, ‘You may think brand success is all about 
the media budget, but it isn’t. Message beats media.’1 McKinsey believes what 
you say is more important than where you say it. If you accept such a premise, 
then we are sure you would be expecting that at least as much science goes 
into advertising content decisions as the media placement decision. You would 
be very disappointed to learn the reality of what goes on behind the scenes. 
The ratio of science and investment of ascertaining where a message should be 
placed compared to what that message should convey is dramatically in favour 
of placement.

We look at a paired comparison of advertising content and use marketing 
science to adjudicate on the winner in terms of consumer choice. Specifically, 
we examine the Tokyo Olympics campaigns for the largest two supermarket 
brands in Australia, Coles Group and the Woolworths Group and we conclude 
that when it comes to what you say, great creative starts with a foundation of 
marketing science.
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First, Some Context
The separation of the full-service creative agencies occurred late in the 20th 
century. Before then, a single advertising agency usually handled both the 
creative content development and media buying functions. During that same 
remarkable period of change, the relative spend on digital media over traditional 
media commenced its ascent and with that came previously unavailable media 
performance and audience data. ‘What gets measured gets managed’ and what 
has followed has been one of the greatest imbalances of focus in the short 
history of marketing science.

The science that goes into determining 
where you should say the message – that is, 
optimised media placement, is considerable 
and appropriate.  Meanwhile, the science that 
goes into determining the message content 
is next to non-existent. Whilst the marketing 
communications industry has become 
obsessed about the optimisation of how many 
dollars gets invested into each media channel 
related to where a marketing communication 
message is placed, what is actually said in 
those messages remains almost entirely the 
output of the creative agency’s raw intuition. It’s 
not the creative agency’s fault entirely, as all-
too-often the initial creative brief drafted by the 
client is not based on any scientific grounding 
related to the business challenge at hand.

In little more than one generation, media 
buying has gone from operatives grasping 
onto their Nielsen media reports along with 
intuitively predicting media ratings coupled 
with an understanding of the local advertising 
landscape, to an ever-developing, algorithm 
driven, programmatic media buying 
model.  For media, the balance has toppled 
heavily from art to science (and in some 
instances, complete automation) leaving 
the media industry to ask, is there any art 
remaining in media buying?2 Meanwhile and 
paradoxically, the question for the creative 
fraternity has become the opposite. When 
will verifiable marketing science be used to 
inform the creative brief?
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When will Verifiable Marketing 
Science be Used to Inform the 
Creative Brief?

Based on 15 years of asking that same question, we are confident that the 
answer will not be found in our immediate future. So long as the creative brief 
is the product of the creative agency’s ‘intuition, creative hunches, and focus 
group interpretations’ little will change. That is not new news3. The industry 
has remained stubbornly defiant in holding onto its gut instinct as the standard 
bearer for the creative message with the only gains in creative efficacy having 
come as a result of better media planning. The sheer number of awards 
that continue to be presented on a global scale to creative campaigns and 
executions that do not require a hard link to business outcomes continues to 
stifle the potential impact the industry could be having on business prosperity.

As will be illustrated below, the greatest 
scope for improving creative efficacy is to 
optimise the message by producing creative 
briefs based on category drivers of consumer 
choice.  This requires the discipline of using 
data analytics to dissect consumer behaviour 
into its constituent motivators, both rational 
and emotional, and to frame the creative 
brief based on these scientifically derived 
drivers.  When that happens, the same level 
of science that is applied to media will be 
have been applied to creative.
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These dimensions are identified by applying 
multivariate analysis to a broad selection 
of hypothetical drivers of category choice.  
Element One is the neural pathway built 
in perpetuity between a discrete emotion 
and the brand. Element Two and Three are 
the reasons-to-believe which for effective 
communications require disruption for cognitive 
processing and an emotional stimulus if the 
target is to lay down an enduring memory.  The 
task for the marketing communications is to 
‘make them feel’ (the emotion)… and ‘teach 
them that’ (the reasons-to-believe), based on 
carefully selected category drivers which are 
then embodied into the creative brief.

The three elements amount to what you say.  
The cage is the science. Within the cage 
is the battle of intuition and non-conscious 
intelligence to produce the best creative 
idea that addresses the chosen drivers of 
choice – the Communications Triple Play.  
Outside the cage is the market. That is, the 
ultimate arbiter of creativity. Not every contest 
produces a great outcome but fighting outside 
of the constraints of the cage results in a 
low probability of the creative amounting to 
anything meaningful. Creatives need to be 
disqualified, not awarded for fighting outside 
the cage.

Instinct, Reasoning, and the 
Metaphorical Cage Fight
In the development of the creative there has been too little slow, conscious, and 
careful reasoning where the reasoning is informed by the drivers of consumer 
choice – both rational and emotional. According to Daniel Kahneman4, engaging 
in critical thinking and analysis, results in the work being less susceptible to 
bad decisions. Developing creative should be akin to a cage fight. The cage 
represents the emotional and rational (price and quality) drivers of choice 
that form the perimeter from within which creativity is applied. These three 
dimensions of the cage are collectively referred to as the Communications  
Triple Play:

1 2 3

The emotion most 
associated with 
category choice;

A single rational 
performance or 
reputation element 
associated with 
category choice; and

A price element 
which for most 
brand owners is 
not the dollars and 
cents but rather, the 
price brand5  
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Creatives Need to be 
Disqualified, not Awarded for 
Fighting Outside the Cage

Certain evidence that the creative is operating 
outside of the cage is when the creative agency 
attempts to elicit the big emotional response with 
no scientific justification as to why a particular 
emotion should be elicited or for that matter, why 
a marketing communication should separate 
the emotional from the rational (reasons-to-
believe) choice drivers. One flawed suggestion 
is “asking for the order” (as typified in short-term, 
performance marketing) will destroy the brand-
building artistic merit of long-term “emotional 
anthems.” Emotional anthems are those kinds 
of marketing communications that have little 
rational messaging and often, minimal branding. 
Forethought refers to the separation of brand-
building from performance marketing as the 
“funnel alibi.”6 

Most advertising unwittingly attempts to create 
new drivers of choice. For example, the Coles 
Supermarket campaign discussed below focuses 
on sustainability. For consumers, sustainability 
practices are a highly desirable organisational 
trait however, it is not a major driver of choice 
between grocery competitors. Indeed, for the 
general population of main grocery buyers in 
Australia, environmental and social governance 
(ESG) initiatives such as sustainability is 
not a choice driver and consistent with other 
Forethought studies, sustainability is only a 
minor choice driver for Australians under 25.

The Funnel Alibi
Central to the conversion 
funnel thesis is that marketing 
communication moves the 
consumer from their initially 
disengaged state through to 
deliberation and conversion.

At the top of the funnel is brand-
building which may comprise of 
emotional elicitation and non-
price, quality reasons to believe. 
At the bottom of the funnel is often 
direct response, performance 
marketing which often relates 
to price and availability and is 
designed to clinch the sale.

If only that was a reasonable 
approximation of how humans 
process information….

Ken Roberts
15 Sept 2020
https://www.forethought.com.au/
our-thinking/the-funnel-alibi
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The Rational and Emotional 
Drivers of Choice form the 
Perimeter from within which 
Creativity is Applied.
Of course, actions and messaging around matters such as inclusivity and 
sustainability are incredibly important. Coles has committed to ambitious targets 
to reduce CO2 emissions and increase the number of women in leadership 
roles.7 Market sentiment is strongly behind such initiatives.  Indeed, three 
quarters of Australians prefer to deal with businesses that show they care 
for the environment. However, does having a reputation for marginally better 
sustainability than one’s competitors translate to actual behavioural change in 
consumers?  For more than a decade, Qantas has conducted a Fly Carbon 
Neutral program.  

Approximately 10 per cent8 of passengers booking flights on qantas.com 
choose to offset their flights.  In a McKinsey 2019 study9, 55% of Gen Z 
respondents stated that they would be willing to pay $20 for a carbon neutral 
flight.  That number who pay for the carbon offset is approximately one-fifth 
of those who state they will purchase carbon credits.  We would strongly 
suggest that in practice, that number is grossly exaggerated.  When it comes 
to sustainability there remains a sizable gulf between attitudes and behaviour.  
When it comes to running a household, sustainability is attitudinally important 
however, is considered a higher order need. 
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Can We Have Some 
Consensus on the Importance 
of What You Say?

Just before we look at the science, it is worthwhile to check in with some of the 
leading lights in marketing and to see if they agree with McKinsey that ‘message 
beats media.’  Brilliant MBS Marketing Academic, Don O’Sullivan, PhD is clear:

Marketing needs to be more than a noise-making discipline. Focusing on media 
and share of voice metrics does nothing to elevate the importance of marketing 
within organisations or to deliver on marketing’s role.’

One of the world’s leading authorities and curators of marketing theory and 
practice is Mark Ritson, PhD.  Mark believes that: 
 
 
There is no reason a good marketer can’t focus on creativity, content and 
message impact whilst also excelling at placement, media and repetition. Most 
of the research suggests that not only are these two factors important, but that 
they are approximately equally important.’

One of Australia’s leading marketing practitioners is Mel Hopkins, CMO of Optus 
who states: 

‘What you say is always more important. A strong, compelling message has a 
greater chance of standing out in a more random placement, than a generic 
message in a considered placement.’

“

“

“
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Marketing Needs to be More 
than a Noise-Making Discipline
Russel Howcroft is arguably the country’s leading marketing communications 
commentator. According to Howcroft, ‘What you say, edges out the medium in 
importance.’ Hedging his bets however, Howcroft also cites Marshall McLuhan10.  
McLuhan believed that the nature of the medium that was being used to share 
a message was more important than the actual content of the message being 
shared.

It seems McLuhan overlooked one important 
factor. What happens when you have a paired 
comparison? Two leading supermarket brands 
airing on the same medium but with different 
messages. Surely in that instance, the 
medium becomes the common competition 
arena, and as we will demonstrate below, the 
advertising content best linked to drivers of 
choice, is the winner.

Adam Ferrier is the founder of one of 
Australia’s best regarded creative agencies, 
Thinkerbell. Adam would not be drawn 
on choosing media over content. ‘At its 
most fundamental level any piece of 
communications must be branded and seen 
(or heard), therefore a) what is ‘said’ - the 
content, and b) it’s exposure - the context, are 
of equal importance. One without the other is 
a waste of money.’

Marketing supremo, Mark Truss who is the 
Chief Research Officer for Wunderman 
Thompson Data NY and Professor at 
Columbia University and NYU, thinks of 
advertising effectiveness as a Venn diagram. 

‘Twenty, maybe even fifteen years ago, I 
would have quickly responded that “what you 
say” matters most. 

Today, the marketing landscape is 
significantly more complex (constantly 
changing media landscape, ever shifting 
consumer culture, brand/product/channel 
disruption, etc.) but one also where 
opportunities abound (data, data, data, did  
we mention data), so we think the question is 
a false choice – today it’s a four-headed 
dragon: what to say, to whom to say it, when 
to say it, and where to say it.’

There seems agreement then, that what is 
said in marketing communications is at least 
as important as where it is said. If that is so 
then explain this, why is what you say left 
to intuition and where you say it largely a 
product of science?
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The Science of Choice for 
Supermarket Brands
Because you are going to want to know how we arrived at the category 
drivers for Gen Z shown in Exhibit One (see page 11), we might quickly 
explain. Prophecy Thoughts & Feelings® is a predictive methodology for 
communications-led changes in sales.  It is based on the relative performance 
(respondents’ scores) of each of the competitive set of brands on the 
hierarchical drivers of choice – both rational and emotional, perception and 
experience.  Emotions are measured on an implicit scale11.

The relative importance of the attributes is defined using multivariate analysis. 
Both Thoughts and Feelings have been validated in thousands of market 
applications and evidence for the veracity of the method has been published in 
tier one, academic journals12,13.

Attitudinally Important Versus 
Behaviourally Important

The two campaigns being discussed here 
are different in one very important aspect; 
what they say. Woolworths primarily focused 
on fresh (with a reference to sustainability), 
whereas Coles almost exclusively focused 
on sustainability. Whether or not there is 
a looming climate crisis is not in question.  
Does (not should) saying that a company 
is sustainable drive choice between 
supermarkets?

Sustainability performs extraordinarily well 
in focus groups, particularly with tertiary 
educated, Gen Z respondents. However, 
sustainability is generally considered by 
respondents as a collective responsibility.  
Forethought clients such as Bank Australia 
have found that there is a segment willing 
to put ideals such as sustainability ahead of 
other choice drivers however, in the context 
of the Australian market, that group would 
be described as attitudinally mainstream but 
behaviourally a microsegment.

 
Individuals believe that sustainability is the 
responsibility of governments and businesses, 
and not primarily their own responsibility to 
individually invest in. As many businesses 
have learned, sustainability is good for 
reputation but not necessarily as such for 
economic returns.

Just before we leave the topic, may we 
recommend to you the presentation by Mark 
Ritson PhD on the topic of sustainability.14 
He talks about big salaried marketers losing 
touch with market reality.  In his words, 
referring to sustainability, “Most working men 
and women don’t have those broad dreams. 
Their purpose is to pay the mortgage; afford 
health insurance; feed the kids. Unfortunately, 
we (the marketing fraternity) have become an 
industry that is above the consumers that we 
serve.”  The science detailed below supports 
this view.
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Sustainability Performs 
Extraordinarily Well in Focus 
Groups particularly with Tertiary 
Educated, Gen Z Respondents
In a Prophecy Thoughts & Feelings study undertaken in the week immediately 
following the Tokyo Olympics, we looked at what drove choice between 
supermarkets.  The project was a national market study of main grocery buyers with 
a quota for Gen Z’s (18-25 year old).  Our hypothesis was that if sustainability was 
going to be a driver of choice, it would be so for Gen Z respondents.  

With only a few exceptions, the results that we are sharing below are from the Gen 
Z respondents although, we can report that having environmentally sustainable 
practices was not a driver of choice for the overall market.  The analysis for the 
overall market of main grocery buyers in Australia concludes that sustainability is 
simply not a platform for changing relative sales.
Sustainability did appear in the Gen Z model.  Please see Exhibit One Gen 
Z Drivers of Choice – Australian Supermarkets under ‘Reputation’ – ‘Having 
environmentally sustainable practices. 0.7%.’  

The 0.7% is the difference in Gen Z’s choice between supermarkets that is 
explained by this driver.

Exhibit One: Gen Z Prophecy Thoughts and Feelings Model
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Brand-Building on a Minor 
Driver of Choice for a Segment
In Prophecy Thoughts & Feelings parlance, 0.7% would be considered a minor 
driver. When it comes to fast thinking and judgement, Daniel Kahneman15  
explored intuition. Intuition is grounded in heuristics: simple rules of thumb.  The 
heuristics relate to the major drivers of choice and screen out large amounts of 
information, thereby limiting how much needs to be processed.  Forethought 
analysis identifies the attributes that consumers use as the basis of their 
judgement. If a supermarket distinguishes itself on these couple of major 
attributes, customers judge the supermarket brand to be performing well (thus 
the Triple Play). This is analogous to the halo effect. A 0.7% driver (Having 
environmentally sustainable practices) would not be considered of sufficient 
weight to base a major brand-building campaign on. Consolidating this conclusion 
is the finding that for the whole market model, this driver was entirely absent.

Briefly, Prophecy Thoughts & Feelings models 
have been found to be highly predictive of 
change in sales with a two-to-three-month 
lead time.  The correlation between brand 
health determined by the Prophecy Thoughts & 
Feelings model and third-party validated sales 
for Australian supermarkets is usually  
around 0.9.

Returning to Exhibit One Gen Z Drivers of 
Choice – Australian Supermarkets, to help 
orientate you, for these Gen Z repondents, 
choice between supermarkets is mostly rational 
– 70.5%, with 29.5% explained by emotion.  
The strongest emotion was pride followed 
by happiness.  Putting aside Gen Z for the 
moment, the strongest emotion for the overall 
market was happiness.  In these circumstances, 
for overall brand-building, Forethought would 
recommend that the marketing communication 
forge, in perpetuity, a neural pathway between 
happiness and the brand.

Sophisticated brands build a long-term neural 
pathway between the chosen discrete emotion 
associated with the use of their product/service 
and the brand.

Whilst the rational, reasons-to-believe can 
change, a single discrete emotion is chosen 
and the bridge to that emotion is constructed 
and strengthened in perpetuity.  The rationale 
for building a strong neural pathway is to 
facilitate the non-conscious, automatic choice 
of your brand.

The next thing to notice in Exhibit One is the 
relative importance of the Price driver (29.6%) 
versus the non-Price drivers (Reputation 
[10.1%] and Performance [30.8%], usually 
collectively refered to as ‘Quality’ [sum to 
40.9%]).  We expect the ratio of price to 
non-price to be in the vicinity of 50:50.  Since 
2018, the relative importance of price in the 
supermarket category in Australia has fallen.  
As choice drivers, attributes lose importance 
when respondents believe their needs are 
being increasingly met for that specific driver.  
Nevertheless, The total paid at the checkout 
remains critically important and so must form 
part of the communications Triple Play. This 
is not to say that price competitiveness needs 
to be explicitly communicated.16 The key point 
arising from the falling importance of price is 
that non-price attributes, such as fresh, are 
growing in importance.
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What if All the Best Drivers are 
Already Taken?

Returning to the cage fighting metaphor, the 
perimeter is set by the drivers of choice.  Within 
the cage is the battle for the creative to be 
distinctive on the chosen driver of choice.  
In the Australian supermarket example, 
Woolworths has previously selected the main 
Quality drivers.  Should Coles stand next to 
Woolworths on fresh or should Coles find 
amongst the other choice drivers, a different 
value proposition?

If you are philosophically a fan of differentiation 
over distinctiveness, you might say that 
Woolworths already “owns” Fresh (Woolworths 
communication has been centred on Fresh 
since 1987 when they coined the strap line, 
‘Woolworths, The Fresh Food People.’) and 
therefore, you might argue the choice driver is 
not available to Coles. 

If, on the other hand, you were a student of 
economics, you might be aware of Hotelling’s 
linear city model17 which in the case of a 
concentrated market (together Coles and 
Woolworths represent greater than 60% of 
the category revenue), recommends minimum 
differentiation and for competitors to make the 
choice between suppliers as similar as possible.

The metaphor used to illustrate the Hotelling’s 
model is the north-south town street with one 
florist located in the middle of that street.  
Where should a new, second florist physically 
locate?  The answer is right next door to the 
existing florist.  This is because if distance 
was the only determinant of demand, then 
locating right next door means receiving 
patronage from everyone say, north of your 
store and your next-door competitor receiving 
patronage from everyone south of their store.  
Being located right next-door results in each 
competitor receiving 50% market share.  Being 
located anywhere else in the street results in a 
reduction in sales.

For the Tokyo Olympics campaign, 
Woolworths Group has primarily chosen 
Freshness of products and Fruit and 
Vegetables meanwhile, Coles Group has 
chosen Having environmentally sustainable 
practices. No matter how terrific the creative 
is, the impact of choice for the Coles campaign 
is limited by the selection of a low-level Gen 
Z driver (Exhibit Two) and recall, Having 
environmentally sustainable practices is not a 
driver in the overall market model at all.

Are any of the choice drivers strongly related to 
each other?  A clustering algorithium is used to 
understand the relationship amongst the identified 
choice drivers. Freshness of products (7.6%) and 
Fruit and vegetables (6.1%) are tightly related (yet 
not collinear). Together they sum to 13.7%. In that 
light, Fresh products and Fruit and vegetables sum 
to the largest non-price choice driver for Australian 
supermarkets. You know where this is going; thinking 
about what you say, do you talk about sustainability 
or fresh? Given the weight of the category driver, a 
brand cannot be silent on Fresh products and Fruit 
and vegetables and expect to become market leader.
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Exhibit Two: Gen Z Differentiation or 
Distinctiveness? Australian Supermarkets

Exhibit Three: Gen Z Overall Market

Please view the Coles and Woolworths spots.  As you do, notice that Coles is quite singular. 
It stays true throughout to Having environmentally sustainable practices.  Notice also that the 
Woolworths spot talks about green but in two contexts.  In the context of Having environmentally 
sustainable practices and Freshness of products and Fruit and Vegetables.

For the creative testing, there are three streams of data collection.  One stream of respondents 
just scores the supermarket brands.  The other two streams of respondents review just one spot 
each and score that spot on the rational and emotional (implicit scale) drivers.

“What to Say” Performance

In keeping with the Olympic theme, 
the Gen Z results in Exhibit Three 
are shown with running athletes 
on a scale of zero to ten. Looking 
firstly at the Coles results, please 
note the blue box surrounding 
7.08. This indicates a statistically 
significant lift in Coles’ scores on 
Having environmentally sustainable 
practices post viewing the Coles spot 
(p-value = < 0.05).  The challenge 
for Coles is that Woolworths similarly 
showed a lift in performance on the 
sustainability driver and continues to 
lead the category comfortably.

https://youtu.be/Z6kHkyJ81Os https://youtu.be/lO8Gv1Kmspo

For the Tokyo Olympics campaign, 
Woolworths Group has primarily chosen 
Freshness of products and Fruit and 
Vegetables meanwhile, Coles Group has 
chosen Having environmentally sustainable 
practices. No matter how terrific the creative 
is, the impact of choice for the Coles 
campaign is limited by the selection of a 
low-level Gen Z driver (Exhibit Two) and 
recall, Having environmentally sustainable 
practices is not a driver in the overall market 
model at all.
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Was the Coles creative efficient at raising the performance of Coles on sustainability?  The 
answer is yes. For Gen Z respondents, Coles raised its performance by 7.6%. The Woolworths 
creative raised its sustainability rating by 5%. Forethought has consistently found that a single 
message is more efficient than multiple messages. This finding is reinforced in this data. The 
Coles spot was strong on the single dimension of sustainability.

Remaining focused on the Coles 
creative, did the spot improve the 
Coles rating on the main non-price 
drivers of category choice, Freshness 
of products and Fruit and vegetables?  
Exhibit Four reveals that for Gen Z 
respondents, the Coles spot had an 
immaterial effect on those drivers.  
Indeed, an insignificant reduction 
in both scores of 0.4% and 0.5% 
respectively.  Was the Coles spot 
effective?  Effectiveness is measured 
by producing a desired result and, 
therefore it depends on the Coles 
aspirations for the campaign.  If the 
goal was to raise their environmental 
and social governance credentials, 
then it appears the answer is yes, 
the spot has achieved that.  If the 
purpose was to drive improvements 
in market share, then the Prophecy 
Thoughts & Feelings would conclude 
that the creative should have targeted 
the more substantive, impactful, price 
and non-price driver of choice.  After 
all, what you say is important.

Exhibit Four: Gen Z Performance on Drivers of Choice
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After All, What You Say  
is Important
Immediately after viewing and scoring the spot, respondents were asked what 
the ad was about. Of those who went through the Coles ad stream, 22.1% 
replied sustainability and a further 17.5% believed the message was that Coles 
genuinely cared about the environment. That sums to 39.6% of respondents 
comprehending the Coles sustainability message.

For the Woolworths ad stream, 14.4% of respondents replied sustainability and 
a further 16.8% believed Woolworths genuinely cared about the environment. 
In total, 31.2% believed the Woolworths spot was about sustainability.  The 
primary difference between the two spots is, 26.3% of the Woolworths stream 
said the spot was about encouraging customers to buy healthy food whereas a 
mere 2% for the Coles stream believed that. The critical point is, Woolworths’ 
focus on freshness did not cause Woolworths to concede ground on the ESG 
social good element yet, it did enable Woolworths to consolidate its position on 
the primary drivers of choice and sales.

Surveys undertaken in 2021, found that Woolworths leads Coles on 
sustainability.18 Perhaps this Coles campaign was a focused effort by Coles to 
make up ground on sustainability. Trouble is, the science tells us that to drive 
choice, what you say must comprise three elements – the dual rational drivers 
of price (total paid at the checkout) and non-price/Quality (leading candidate is 
Freshness of fruit and vegetables), and the emotional driver of Happiness.
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Conclusion
Was Shakespeare referring to marketing communications unconstrained by 
reasoning and framed without the benefit of the scientifically derived drivers, when 
he wrote those familiar lines: ‘But soft! what light through yonder window breaks? 
…It speaks, and yet says nothing.’ 

On one hand, for media we have artificial intelligence and machine learning 
algorithms and on the other hand for message content, we have raw intuition and 
the big idea primarily stemming from the most primordial brain activity.  Creative 
should be a product of instinct and reasoning. The reasoning is what to say 
and the instinct is the creative execution. Many marketing communications fail 
because it speaks, and yet when it comes to drivers of choice, says nothing.  To 
repeat an earlier question, when will verifiable marketing science be used to 
inform the creative brief?  That is, the combination of instinct and reasoning or 
creativity with marketing science.

Experts agree, message is at least as important as media. The greatest scope 
for improving creative efficacy is to optimise the message by producing creative 
briefs based on identified category drivers of consumer choice.  Creatives must be 
disqualified from fighting outside the Triple Play cage.  The rational and emotional 
drivers of choice must form the perimeter within which creativity is applied.

Ken Roberts

Executive Chairman, Forethought

Ken may be contacted at  
ken.roberts@forethought.com.au

Darren Stein

Global CEO, Forethought

Darren may be contacted at  
darren.stein@forethought.com.au
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