
WHY WE DEVELOPED ITWHAT IS IT?

Each week, we discuss what concepts worked, what failed

and what's next. Your team can also take concept boxes

for internal work, helping us eliminate redundancy.

Using this process simplifies communication between our 

teams, and helps to track our progress over time. This also 

encourages team participation in exploring creative ideas.

Finally, the model creates lanes for the creative team to 

explore while eliminating unfocused ideation that doesn’t

align with your target personas, motivations, or trends.

Consumer Acquisition’s Ad Concept Model
is a collaborative communication framework that:

    Details our creative approach 

    Ensures creative aligns with your target audience

    Provides a platform for ongoing concept development

    Tracks progress through evolving creative concepts

    Documents creative concepts to be explored next

AD CONCEPT MODEL

CREATIVE PROCESS  

We collaborate with you to leverage your “user
motivations" from personas (that's the colorful 
horizontal areas). If you don't have personas, don't 
worry, we’ll use motivations from similar apps.

The "competitive creative trends" along the vertical 
axis are created through competitive analysis,
performance data, and UX. Consider these like
fashion– trends change, going in and out of style.

The intersection between a user motivation and a 
competitive creative trend is a fresh creative
concept for us to explore.

HOW WE USE IT
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