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THE WEBER SHANDWICK COLLECTIVE EARNED EFFECT STUDY,
CONDUCTED IN PARTNERSHIP WITH THE IPA, EXPLORES THE

[ [ ]
IMPACT OF CAMPAIGNS THAT EARN COVERAGE AND
I n I n S CONVERSATION ON BUSINESS PERFORMANCE. IT EVALUATED
GLOBAL CASE STUDIES OVER A 10-YEAR PERIOD ACROSS
BRANDS AND CATEGORIES.
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and even in the most
unfavorable conditions:
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STUDY METHODOLOGY

cases of award entrants & winners to
the IPA Effectiveness Awards, vetted
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IPA & IPA EFFECTIVENESS DATABANK

A global & highly
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global

Known for landmark studies such as

“The Long & Short of It” BY PETER FIELD & LES BINET
& “The Link Between Creativity and Effectiveness” BY PETER FIELD
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