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INTRODUCTION
Wow, what a roller-coaster this year has
been… again! We filled our hearts with
hope in the first half of 2021, only to come
back to uncertainty during the gloomy and
as busy as ever fall. Here we are between
’21 and ’22, still myopic when it comes to
making plans, but still hopeful that this year
will bring better news.

Paul O’Donnell
Chairman
The Ogilvy Group EMEA &
EACA President

Expectedly, our industry adapted: we now
check that ‘mute’ symbol twice before
speaking, we got to meet our colleagues in
government-arranged offices, we say or type
‘hybrid’ at least five times a day and we draw
inspiration and creativity from whatever is
coming our way. TikTok has become the norm,
Facebook and Instagram became Meta, and
many other platforms and changes meant
to make the industry’s life easier have been
adjusting too.
Despite the toll this might have had on our
mental health, we continued to recover, we
found new ways to deal with challenges and,
yes, I must say it, we repeatedly proved that
we are a resilient industry.

At EACA, we continued to collaborate across
boundaries, to listen to one another, to launch
new initiatives and to raise the industry’s voice
amongst the industry’s decision makers, inside
and outside the EU bubble.
The pandemic and its consequences
unfortunately underlined all issues related to
Diversity, Equity and Inclusion (DEI), setting
back the clock in many industries and slowing
the fight for a real and definite change.
This was not the case with the marketing &
communications industry: together with WFA,
VoxComm, Kantar and Campaign, EACA
supported, enhanced, and promoted the firstever Global DEI Census. Over the span of
two months, more than 10.000 people from
27 countries around the globe responded to
the Census, sharing their experiences at work
and measuring their sense of belonging.
The most reported forms of discrimination
were based on age and family status, followed
by a well-contoured gender pay gap and one
out of seven people wanting to change their

We continued to recover, we found new ways to deal with challenges and,
yes, I must say it, we repeatedly proved that we are a resilient industry.

career. The results placed our industry at the
top of Kantar’s inclusion index. As good as
this sounds, there is still a lot of work ahead
of us.

contemporary rebranded package. Each
Council received its own colour and symbol,
while the general emblem subtly hints at
diversity and optimism.

Sustainability was high up on almost everyone’s
agenda this year, with COP26 in Q4 and the
world leaders trying to agree on common goals
for our planet. Advertising, as you already
know, is not being looked at with trustful eyes
by a society which is increasingly searching
for ways to declutter, straighten up and fix past
mistakes. Fortunately, more and more clients
are becoming aware of the importance of
sustainability in their list of values. Helped by
capable and environment – driven agencies
and consultants, the more progressive brands
are joining the conversation.

The Effie Awards Europe, which took place
in December, went to 26 agencies from
17 countries across Europe, once again
confirming that creativity knows no pandemic
and that efficiency is key in becoming
successful. The Awards also saw the launch of
an extensive and impressive collective effort:
“The Road to Recovery: Lessons for Brands
looking to grow in a post-COVID world”, a
White Paper conducted by The Effectiveness
Partnership and TBWA\. Together, they have
analysed data from EACA Effie Awards Europe
winners from 2008-2020, seeking to redress
a potentially shocking fact: very little literature
exists on how brands can best recover from
economic downturns.

EACA laid out the foundation for two new task
forces to accelerate the DEI and Sustainability
developments in our industry: expect a
dramatic 2022 – in the good sense.
Speaking of dramatic, 2021 transposed our
logo, visuals and web presence into a new and

our industry – you will find more by turning
the pages of this report.
Finally, no wonder ‘allyship’ was selected the
Word of the Year by Dictionary.com.
It’s easy to say you’re solidary and become a
talking shop when it comes to critical affairs
and concerns. Allyship is all about doing
something that is helpful – being active,
consistent and in sync with those who need it.
This is exactly what I wish for you and EACA
in 2022: to become one of the best allies of
our industry!
Paul

In 2021, we continued working alongside our
partners VoxComm, WFA, EDAA, EASA and
many others, towards causes which we believe
will shape both the near and the far future of
www.eaca.eu
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ACTIVITIES
IN NUMBERS

6

>270
meetings

7

+40%
LinkedIn
followers

position
papers

92k

Social Media
impressions

>2500
exclusive sessions
registrations

>600

180

>16k

>240

Effie Awards
Europe
online gala
participants

Social Media posts
& newsletters

IPA Foundation
certificates since
2003

Ad Venture
participants

www.eaca.eu
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LOGO & VISUAL IDENTITY EVOLUTION

02

NEW IN 2021

8

On 4 October, EACA launched the updated logo and brand
identity, designed and crafted by Ogilvy Health. The change
came along with a new slogan, “Future-proofing the value of
communications agencies in Europe”.
The new logo combines the concepts of communication and
equality by incorporating a speech bubble and a round table icon.
The vibrant colours represent EACA as a modern and innovative
force, while the five separate colours in the letter C represent the
five councils of the Association. They also reflect EACA’s diversity,
equity and inclusion ambitions.
Furthermore, the Councils now have their own logos, derived
from the main visual, each sporting their own colour and symbol.

=

www.eaca.eu
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EACA CHATS

INSPIRE

Bringing together both the Exclusive Speaker Sessions and the Community Chats, EACA Chats is an umbrella term for inspiring presentations,
webinars, panels and fireside conversations with experts, speakers and industry leaders from across the world.
In 2021, the Exclusive Sessions saw more than 2500 registrations.

Tom Kinnaird
How to Negotiate with
Procurement
26 May

Blair Enns
Pricing Creativity
15 & 30 June

Deloitte Consulting
The Future of Work
6 September

Jody Sutter
Selling Through
Storytelling
5 October

WFA
The DEI Global Trends
Report Launch
9 December

At the beginning of 2021, EACA launched a survey amongst its National Association members to check their priorities, objectives and
appetites. Training and education was at the forefront and so INSPIRE was born.
This first European learning platform aims to:
help professionals & students across Europe find out more about learning opportunities outside their own countries
encourage interested speakers and companies to showcase their courses, talks, presentations and webinars
list certificates which add real value to their careers (including four IPA Certificates)
INSPIRE acts as a catalogue of courses and the bridge between speakers/courses providers and professionals/students.

www.eaca.eu
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LATEST
DEVELOPMENTS
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WHAT WE DO

ADVOCACY

INDUSTRY

EVENTS & AWARDS

EDUCATION

We address our
members’ regulatory
concerns both at
European and national
levels and ensure that
their voice is heard by
policymakers.
We monitor and
analyse relevant policy
developments and
engage in pro-active
advocacy strategies.

We provide useful
information to
agencies, members,
policy stakeholders
and anyone interested
in the industry, be it
market trends, current
initiatives, information
on self-regulation and
much more.

We promote and
support impeccable
advertising!
EACA runs two
advertising awards
annually: the Effie
Awards Europe for
effectiveness and the
IMC European Awards
for promotional
marketing.

Through EACA Inspire
and edcom we can
help you get handson training and apply
the notions you have
acquired at your
university, as well as
meeting and listening
to remarkable speakers
of the industry.

www.eaca.eu
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ADVOCACY

INDUSTRY

2021 was a busy year for European policymakers as they raced to catch up on time lost in 2020. A range of new
legislative files affecting the advertising ecosystem meant it was as important as ever that we served as an effective
voice for our industry.

‘Industry’, our second pillar, has substantially grown in 2021.

Overall, we worked on the following:
We submitted feedback to the European Commission on a range
of issues including the AI Act, the EU Digital Levy, transparency in
sponsored political content and targeted advertising.

We worked with existing and prospective signatories – ranging from
major platforms to fact-checkers -- to strengthen the EU Code of
Practice on Disinformation.

We strengthened our stakeholder outreach and engagement,
increasing our collaboration with industry partners and consolidating
the views of the advertising industry.

We hosted a webinar with the European Commission to allow our
Media Quality Task Force and National Associations to showcase what
agencies are doing to tackle disinformation.

We contributed to joint industry letters, calling on MEPs not to
support a blanket ban on targeted advertising and expressing concern
at the Polish Government’s advertising levy.

Looking forward

We engaged with EACA Task Forces to contribute to important EU
policy debates – such as privacy and illegal/harmful content (brand
safety).
We strengthened our external relationships, inviting external speakers
to calls with our membership (e.g. Google).

Members’ engagement for key challenges and opportunities has
been vital to pave the way and make our industry better.
Still marked by the pandemic, 2021 has put the majority of the
agencies in a difficult position – high demand in pitches as well
as high demand in talent. It does not come as a surprise that
mental health has become a hot topic, as agency employees were
confronted with a challenging work environment.
ESG (environmental, social and governance) criteria are of
increasing interest to agencies, shareholders and stakeholders –
EACA reflected this demand with the newly created Task Forces.

In 2022, we can expect to see several dossiers completed (such as
the Digital Services Act, Digital Markets Act and the Code of Practice
on Disinformation).
Meanwhile, we will see significant progress on the new political
advertising proposal, and can expect the Commission to publish its
legislative proposal on substantiating environmental claims.
For a comprehensive overview, please read our
2022 Outlook
www.eaca.eu
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“
Ulrich Proeschel
IAC Chair

“
Johan Boserup
MAC Chair

“
Philip Chin
HCC Chair

After a year of transformation in 2020, we managed
to work closer together than ever in 2021, during our
regular IAC meetings as well as in our focused task
forces that are covering key topics like procurement,
DEI or sustainability.
2021 has been a productive and lively year, despite
COVID, and in 2022 we are looking forward to
meeting again in person.
2021 was a very productive year for the EACA MAC!
We have continued to be a strong voice for the media
agency industry by working closely with the advertisers’
associations, with consultants and auditors, and with
vendors and publishers to create a better industry for
us all.
We have created tangible value for our members
through initiatives such as our Global Media Auditing
Guidelines and our work to create processes around
Digital Sales Tax, privacy and media quality.
There is a lot of momentum in the MAC to build on
in 2022.
2021 was a year when we all adapted to living and
working with COVID-19. The EACA HCC provided
a forum for members to share common challenges
and to widen perspectives about how to address the
impact of the pandemic on talent and business as a
whole.
‘A problem shared is a problem halved’ was very
evident through the interactions we had throughout
the year.

“

“

“Not the strongest will survive, but those who
are able to adapt to changes”
We have been changing a lot in the past two
years, however, I can see many of our agencies
growing despite the difficulties.
Stefano Del Frate
We have learnt a different way of working but
NAC Chair
with more attention to our clients’ evolution
paths.
We probably needed to see our people
at home, to understand the importance of
keeping each other updated and stronger with
deeper learning.
Finally, after decades, we have seen our
families more often than our colleagues
and clients. We became more human by
discovering our weaknesses and stronger
while pooling solutions and knowledge. EACA
made it obvious that we are all one big entity
and that all solutions will stem from us joining
forces.
The challenges and setbacks have been
difficult but through the community of the
IMCC and the continued support of EACA,
we have managed to improve membership
communication and shared learning.
The IMCC have continued to work towards
a European wide recognition programme
and hope 2022 gives us the opportunity to
introduce this.

Peter Kerr
IMCC Chair

TASK FORCES
DIVERSITY, EQUITY & INCLUSION (DEI)
Between June 21st and July 31st 2021, EACA & WFA co-initiated
the first-ever global Diversity, Equity & Inclusion (DEI) census
in the marketing and advertising world, meant to assess where
the industry is in relation to diversity, equity and inclusion and
to analyse people’s perception of DEI in their own workplace.
The initiative built on work already carried out in the UK as part of
the All In Initiative with the aim of establishing a tangible baseline
for the global industry and building an action plan.

research partner Kantar, scoring an overall 64% on the Inclusion
Index, ahead of the runner-up, Health and Pharmaceuticals, with
a score of 60%.
Diversity, Equity and Inclusion have already been highlighted
by EACA as a challenge for our industry: this is why, in 2020,
we launched our own high-level task force, comprising National
Associations and Corporate Members from across Europe.

National agency & advertiser associations have participated in the
census across a wide variety of countries and territories, gathering
more than 10,000 responses from 27 markets. The participating
European countries in this census were Belgium, France, Greece,
Ireland, the Netherlands, Portugal, Spain, Sweden and Turkey.
Initial results from the first-ever Diversity, Equity and Inclusion
Census of the global marketing industry have identified key
challenges around family status, age and gender as well as ethnicity
and disability, sense of belonging, experience of discrimination
and demeaning behaviors.
Despite these serious concerns, the marketing sector still
outperformed several other sectors that have been analysed by

www.eaca.eu
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SUSTAINABILITY
With the COP26 UN Climate Change Conference took place in
November 2021, EACA focused on the challenges agencies face
around the topic of sustainability in the second half of the year.
Many agencies, as well as several national agency associations,
have already initiated sustainability actions across Europe. There are,
however, challenges we can only solve as a joint force.
Following a comprehensive survey within the network, a Task Force
was set up in the last quarter of 2021. It aims to accurately identify
the changes required in order to drive development in the creative &
media industries. Stay tuned for an ambitious 2022!

PROCUREMENT
Following the Publication of the WFA Project Spring report focusing
on the value proposition of marketing procurement, EACA created a
Procurement Task Force to have closer look at agencies’ pain points
in the procurement process.
This Task Force also is EACA’s sounding board for the current work
on the Agency Selection Principles in collaboration with VoxComm.

MEDIA AUDITING
The Media Auditing Task Force’s mission is to produce best
practice guidelines, processes and behaviours in relation to
media benchmarking and contract compliance auditing, including
confidentiality, conflicts of interest, professional standards.
In December 2021, the Task Force published its Media Auditing
Guidelines, aimed to provide advertisers and their agencies with
a framework for best practice media audits management.

MEDIA QUALITY
The Media Quality Task Force was launched to drive change in the
media eco-system, assessing existing media quality initiatives and
looking at ways they can be improved.
The Task Force also contributes to EACA’s work on the Code of
Practice on Disinformation.
In the last quarter of 2021, the Task Force published a short guide
“Addressing D&I in Brand Safety” to encourage agencies to raise
awareness about this problem and to change their practices.

www.eaca.eu
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PRIVACY

EDUCATION

EFFIE

The Task Force fosters a regular exchange on privacy, data protection
and transparency-related issues, such as the long-running ePrivacy
regulation, GDPR and, more recently, transparency provisions in the
Digital Services and Digital Markets Acts (DSA & DMA).

As shown in an early 2021 survey, education is at the top of all the
National Associations’ lists of priorities. In this sense, the dedicated
Task Force worked to develop a new INSPIRE platform, meant to
facilitate the access to courses and other educational opportunities to
all EACA members, as well as other people from the industry.

Over the past year, the Task Force has held several meetings with
the Effie Partners in Europe to strengthen the European community
and to exchange ideas, best practices, as well as challenges we
have all been facing these past years due to the pandemic and its
impact on national programmes.

Another milestone of the group was the development of EACA Chats,
a series of events, talks and webinars provided by top experts and
professionals from Europe and beyond.

The overall goal of these meetings was to support each other,
discuss the best way forward and to establish a stronger, unified
position of European Partners towards the global Effie community.

In 2022, the Task Force will be working on data ethics guidance.

CROSS-MEDIA MEASUREMENT
The Cross-Media Measurement Task Force seeks to contribute to
the creation of a global framework for a single standard audience
measurement across all media channels, with a focus on video and
display.
In 2021, the group continued to work together in order to lay out the
foundation for this ambitious goal.

SELF-REGULATION
EACA is a Board member of the European Advertising Standards
Alliance (EASA) to strengthen self-regulation across Europe, as well
as the European Interactive Digital Advertising Alliance (EDAA)
focusing on giving European citizens greater transparency, choice,
and control over their online advertising and privacy preferences
and providing easy-access information about how data-driven
advertising works in practice.
EACA supported EDAA’s hybrid summit “Choices for a better
future”, which took place in Brussels on 15 November and
brought together 300 attendees from 28 different markets across
the Globe.
Watch the after-movie here

VOXCOMM
This was an exciting year for agency associations across the globe,
as VoxComm officially kicked off in April 2021. The trade body is
now fully formed with articles, a governance model, regular Board
and quarterly members’ meetings in place. Its first President is
Tamara Daltroff, EACA’s Director General. Associations from 36
countries across the Globe are now members of the initiative.
VoxComm worked in close collaboration with EACA & WFA on
the first ever DEI Census.
The new alliance also put efforts into improving the agency
selection process through a new process – the Qualification-Based
Selection approach. It should ultimately help client organisations
buy creative services that are critical, complex, and customized.
It’s a simple process to implement and manage, and should prove
highly effective at identifying the right partner.

www.eaca.eu
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THE EFFIE AWARDS EUROPE
The advertising industry has been severely tested. The lives and
priorities of consumers changed dramatically, and the stories we
tell had to reflect a very different society. At the same time, there
was plenty to be proud of in the role of the advertising sector
in supporting businesses and communities. In difficult times our
ability to come together, learn from each other and celebrate each
other’s achievements was more important than ever.
Effie Awards Europe, along with its usual mission of rewarding ideas
and strategies that achieve challenging objectives, create long-lasting
connections between customers and brands. By championing the
cause of marketing effectiveness in Europe and continuously raising
our standards, we can better serve our clients, consumers and
communities.

Claire Miller
Global Head of Strategy at Lego
Agency, Lego Group
Effie Europe Jury Co-Chair

“

Together with the Steering Committee, we have come a long way
to improve the programme and to offer new categories to better
represent the marketing and business challenges you and your teams
have overcome this year.
Our Jury Chairs, Claire Miller, Global Head of Strategy at Lego Agency,
Lego Group and Vincent Garel, Executive Vice President at TBWA\
Groupe, went above and beyond in supporting the programme,
from moderating judging sessions and contributing to the discussion
around the new research piece to engaging with our winners during
the virtual Gala. For the second time, we hosted all the judging
sessions online, and were able to engage almost 100 jurors from 24
European countries.

edcom

I was super excited to be co-chair of 2021’s Effie Awards Europe,
working with a panel of diverse and talented individuals from
around the industry. I have let myself immerse in the strategic
work and ideas from the last year and I loved having those rich
conversations and debates with my fellow judges.

Vincent Garel
Executive Vice President at
TBWA\Groupe
Effie Europe Jury Co-Chair

“

At this year’s Effie Awards Europe, the jury has decided to award
35 trophies to 26 agencies from 17 countries across Europe.
Havas Group was awarded the Agency of the Year title,
winning several Gold and Silver trophies for their outstanding
‘Undercover Avatar’ campaign for Association L’Enfant Bleu
and ‘Tomorrow’s Water’ for Reckitt-Finish.
Watch the gala recording here

THE ROAD TO RECOVERY
This year, we collaborated with the marketing effectiveness experts
The Effectiveness Partnership and TBWA\ who have analysed data
from EACA’s Effie Awards Europe winners from 2008-2020.

Together with edcom’s President, Paul Springer (Director of
the School of Communication@Falmouth University), and its
Board and Research Committee, we did our best to expand and
strengthen our academic network, to give students the opportunity
to participate in exciting projects such as Ad Venture and the
Graduation Competition; and to focus on sharing best practices,
exchanging ideas and staying connected with our community.
With two new members joining, the Nisantasi University in Turkey
and University of Stirling in the United Kingdom, we are proudly
kicking off 2022 with 44 members from 15 countries.
Though we cannot be sure of what the future holds, we can still be
clear in our mission: to bridge the gap between academia and the
industry, creating value for the students.
Read the full 2020-2021 edcom report here

The research “Road to Recovery” reveals 4 main lessons for
brands looking to grow in a post-COVID world.

Effectiveness is the true test of what happens when the smartest
communication strategies and the brightest creative ideas meet
the real world. It is the only test that matters. I was thrilled to cochair the 2021 edition of the Effie Europe and to discover how
marketers and agencies have risen to the unique challenges of
our time.
www.eaca.eu
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“
Tamara Daltroff
Director General, EACA

2022 looks promising to build our new way of working and living as we
slowly progress from a pandemic to an ‘endemic’. Though the first quarter of
2022 will very likely be marked by a high number of people suffering from
COVID-19 and its variants, we are hopeful to see the light at the end of the
tunnel.
As a result, forecasts are encouraging and advertising spend is expected
to be on the rise. On the other hand, we already hear how challenging the
high inflation and the rising wages are for the agency-client relationship.
Moreover, people in the industry do not want to travel back in time to 2019
and to ‘how it used to be’.
The agency of the future has big shoes to fill by putting talent at its core. This
is and will be the limitation of sustainable growth. What do we mean by that?
establishing a diverse, inclusive and equitable work environment
taking responsibility for the credibility of our industry by being transparent
and leading the acceleration of the green transition
demonstrating to clients & society the value brought by the agencies
This is what EACA will be focusing on and we are confident we’ll be the
industry’s best ally in 2022 – and beyond!

www.eaca.eu

CONTACT
European Association of Communications Agencies (EACA)
120 Avenue Louise
1050 Brussels
Belgium

Laura Vingan
Communications Manager
laura.vingan@eaca.eu
+32 2740 07 18
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