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As we teeter on the brink of a new decade, thoughts inevitably turn to the next ten years 

and what might lie in store for us in the future.

Of course, future-gazing is something of a fool’s game. Back in 2009, you might have 

observed General Motors filing for bankruptcy, but would you have predicted that, ten 

years on, Elon Musk would be the most tenured CEO in the global automotive industry? 

In 2009, you might have noted with little interest Amazon releasing the second version 

of the Kindle but would have unlikely predicted its drones, Dash buttons, Echo devices,

and the acquisition of Whole Foods and Twitch.

In 2009, the Facebook Like button was released but would that have been enough of 

a signal to predict that, over the next five years, it would shell out a combined $15bn to 

acquire WhatsApp and Instagram? Or that those apps would become so central to the lives 

of billions of people by 2019?

The point being that brands, technologies, services, platforms and media channels rise 

and fall with regularity. The ability to accurately predict their fortunes is rare.

Into the Light

That’s not to say that macro change isn’t observable and to some extent predictable. If you 

look back to the 20th century, what you see is a century characterised by weight, by a dense 

tangibility. You see the heaviness of industry in the assembly lines building Model T Ford 

cars, in the billions of tonnes of steel that built skyscrapers, in the concrete brutalism of the 

1970s and in the tanks and howitzers of 20th century warfare. The most valuable sector in 

the early 20th century was the steel industry, followed by oil, gas and mining. 

In contrast to this heaviness, the 21st century is characterised by lightness and speed. 

Our communications are instant. We conduct cyber warfare. Our data is held in the cloud – 

a metaphor for something literally as light as air. 

We’ve lived through an era of immediacy of knowledge with Google and Wikipedia 

normalising split-second information delivery. More recently we’ve enjoyed immediacy of 

services, with sectors such as banking joining entertainment players Netflix and Spotify. 

We’re now entering an era of immediacy of products, with deliveries arriving less than an 

hour after we ordered them and food arriving within minutes at the push of a button.

The most valuable companies in the world are now those that provide digital services, 

and acquire and monetise data. The world has become lighter and faster as it becomes more 
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When you strip away the technology involved, doing all of those things is still really 

good advice. 

So as you consider what will change and what won’t over the next decade, the best 

advice is not to think about it like a conflict. Instead use what is changing to deliver

on what will not.

And I believe that the people and brands that will be successful in the next decade 

are the ones that can reconcile. But the reconciliation shouldn’t stop there.

Contrarichuk Spectrum

You need to reconcile what I call the Contrarichuk Spectrum, because all marketers 

sit somewhere along it.

At one end you have the self-styled Contrarians – the traditionalists, the exponents 

of TV and the decriers of technology. All digital is snake oil at this end of the spectrum.

At the polar opposite end you have the Gary Vaynerchuks of this world. The digital 

evangelists who believe they’re standing on top of the cadaver of traditional advertising, 

performance-preaching the gospel of optimisation and targeting.

In reality, there’s too much polarised thinking in the industry at the moment,

and you need to operate somewhere much nearer the middle of this scale.

(And, incidentally, if you spend more time writing thought leadership posts on LinkedIn 

than actually doing your job, you probably exist on one of the polar ends of this axis.

A wonderful side effect of reconciling this spectrum would be seeing less of that garbage)

Do both

The need for reconciled thought applies to so much debate and wrongheadedness in the 

industry. You need to reconcile that it’s not digital vs traditional marketing, it’s both…

in balance. It’s not short-term sales activations vs long-term brand building, it’s both.

It’s not humans vs computers, it’s both. It may not even be selling product vs doing good

in the world, if research from NYU Stern is to be believed. (Click here for more on this).

These are not contradictory forces. The sooner you reconcile yourself to that, the better 

the next ten years will be.

Alex Jenkins / Editorial Director

digital. And when we look to the future, in broad terms, things are likely to keep on 

that trend.

But, for all the pontificating in our industry, no-one is that great at guessing the specifics 

of what’s going to come over the horizon.

Poor Predictors

Professor Philip Tetlock is an expert on forecasting, having studied the area for decades. 

In his book Superforecasting he concludes: ‘In my research, the accuracy of expert 

predictions declined towards chance five years out.’ Now bear in mind that he’s talking 

about expert forecasters – supposedly the best people in the world at making predictions. 

I guaran-fucking-tee you that people whose day job is to make advertising are not the best 

in the world at predicting the future.

According to BARB data, the number of people in the UK that watch zero TV ads 

per week increased by approximately 75% between 2013 and 2018. And according to 

Nielsen, TV viewing per day has dropped across all age groups under 65 since 2010. 

Depending on who you listen to, you’re either witnessing the death of a major media 

channel or an insignificant drift – a rounding error of attention. Either could be right,

but you won’t know with any certainty.

Reconcile

So if we can’t predict the future, how can we prepare for the next decade? My advice is

to hang onto this word: reconcile.

Knowing or predicting what’s going to change isn’t that important. What is important

is reconciling what will change with what won’t change. 

You can see that throughout the campaigns in this report. Could these campaigns have 

been run at any time in the past? On the surface, no. Many of them use technologies and 

platforms that weren’t available to marketers a decade ago: Wendy’s use of Fortnite, Puppo’s 

algorithmic creation of over 100,000 personalised print ads, Black & Abroad’s use of the 

Google Visions API to scrape Instagram data.

But now let’s look through another lens. What many of these campaigns are doing is 

getting attention by doing something surprising, entertaining or relevant for their target 

audience, and doing that has talkability and manifests what their brands are all about.



 ‘My view is that all of the data that 
 people celebrate as big data is 
 threaded with stolen assets. As law 
 comes on stream, these assets are going 
 to be reinterpreted as toxic assets. 
 Just like the sub-prime mortgages that 
 threaded through the derivatives market
 and all these financial products were
 reinterpreted as toxic assets and tanked
 the market in those financial products. 
 I believe that day is coming.’

Shoshana Zuboff, author and Harvard Business School professor, Contagious Magazine issue 60



I n November 2018 Burger King in the 
US offered Whopper hamburgers 
for $0.01, but customers could only 

redeem the offer by first visiting a rival 
McDonald’s restaurant.

Burger King’s bizarre stunt worked 
using geofence technology. Customers 
had to first download the burger chain’s 
app and then travel to within 600 feet of a 
McDonald’s restaurant. When they were 
within range, the app unlocked the one-
cent Whopper offer, and customers could 
visit a Burger King to collect their bargain 
sandwich.

According to the brand, The Whopper 
Detour campaign resulted in 1.5 million 
app downloads and mobile sales tripled 
during the promotion.

Burger King’s The Whopper Detour was 
also the most highly honoured campaign 
at the 2019 Cannes Lions International 
Festival of Creativity, taking home the 
Titanium, Direct and Mobile Grands Prix.

We spoke with Gabriel Schmitt, execu-
tive creative director at FCB New York, to 

learn more about the insights and strategy 
behind the campaign.

 What were Burger King’s main 
challenges prior to the campaign?
There were several challenges. Burger 
King needed to reboot its mobile presence 
to boost convenience for its customers 
and keep up with mobile ordering, which is 
set to be a $38bn industry by 2020.

Burger King has been revamping its 
products, packaging and outlets. But the 
mobile app hasn’t been a priority and – to 
be honest – Burger King had fallen behind 
in terms of what has been happening in 

 Insight & Strategy:
 The Whopper Detour
How a fast food chain stole customers from its  
arch-nemesis while achieving 1.5 million app downloads  
and record numbers of in-store customers

the quick-service category. For example, 
Starbucks’ mobile app is massive in the 
US and is a huge source of revenue, as 
well as customer data. Burger King was 
lacking when it came to this stuff.

 Was there a brief?
We didn’t have a brief. I met Fernando 
Machado [Burger King’s global chief 
marketing officer] in Cannes two years 
ago. We really hit it off. He liked my previ-
ous work and I was keen to collaborate 
with him because he is such an icon. 
We talked about various ideas, but one 
really stood out from the crowd. It was 
built around the simple insight that Burger 
King has half the number of outlets com-
pared to McDonald’s in the US [Burger 
King operates around 7,000 stores while 
McDonald’s has more than 14,000]. So, 
our original idea was around rewarding 
customers for driving past McDonald’s 
restaurants to get to a Burger King res-
taurant. The more McDonald’s restaurants 
you pass, the more perks you get.

Fernando was open to this idea initially, 
but he was preoccupied with having a very 
successful year at Cannes with campaigns 
like Google Home of the Whopper. He 
won around 30 Lions and two Grands 
Prix in that year. I said that I’d talk to Waze 
[the traffic navigation app] to see how 
feasible the idea was and get back to him. 
Waze eventually got back to us with an 
idea for how it would work, but Fernando 
disappeared after Cannes and he didn’t 
respond to emails for months.

 How did you manage to get  
the idea back on the table?
I randomly emailed Fernando and he 
responded. I called him and explained the 
Waze idea but Fernando said it lacked a 
little bit of ‘voltage’. He said it needed to 
be louder, more PR-able and have more 
gravitas. But, importantly, he never said no. 
So, I was determined to make it better. We 
went back to the office and started work-
ing again with the teams until we got to 
what was essentially the idea for Whopper 
Detour.

 How did you distil the revised  
idea into a presentation?
We summed the whole idea up in one 
sentence: ‘What if you could buy a 
Whopper that could only be ordered at 
McDonald’s?’ That is what Whopper 
Detour is, right? So, I emailed Fernando 
to say, ‘Dude we got it.’ He came to the 
FCB New York office and I presented it 
to him. It was literally just a two- or three-
slide deck because the idea was so sim-
ple. The insight was really the data point 
that Burger King has 7,000 stores and 
McDonald’s has 14,000. And the idea was 
to turn McDonald’s stores into our stores.

 What was Fernando’s reaction?
He immediately started playing with his 
phone. I honestly thought that he wasn’t 
paying attention or that we’d lost him. But 
he was actually texting his technology 
director to come immediately to the FCB 
New York offices. She happened to be 

This (abridged) article came from Contagious I/O, our searchable archive of the world’s best advertising.



in New York that day and arrived about 
20 minutes later to our meeting. Then we 
began discussing how we were going to 
make this idea happen.

 How long did the campaign  
take to make?
From that meeting until the campaign 
launch it took around 14 months. This 
was mostly because it took ages to 
geofence the 14,000 plus McDonald’s 
stores. I also had to sit through around 
25 or 30 meetings with FCB and Burger 
King lawyers. Firstly, we had to make 
sure that what we were doing was legal. 
Secondly, we needed to establish that 
we were covered if McDonald’s decided 
to come back at us. That was a legit 
concern. Making the promotional film 
was also tough because we went to six 
or seven McDonald’s stores without them 
knowing. We obviously couldn’t shoot 
anything on their premises so we had to 
use long lenses, often filming from across 
the street. We had to hide microphones 
in cars, as well as other hidden cameras. 
There were also lots of concerns about 
not getting McDonald’s employees into 
trouble. We didn’t want anyone to get 
fired. There’s a difference between being 
a smart-ass and being an asshole.

 How did you ensure the press  
was going to pick up on it?
Burger King has an agency called Alison 
Brod Marketing + Communications that 

handled the PR for this campaign. They 
do most of the campaigns that BK works 
on, and they’re ruthless. They go after 
all the right places. And that really, really 
helped. Having an idea and producing 
an idea, in this case, are two completely 
different things. We can’t do everything 
without help. It is a cliché, but the more 
integrated you are, and the more you work 
as a team with the same agenda, then the 
better you will do.

 What results are you are most 
proud of from Whopper Detour?
On the day of the campaign launch, 
we were driving around Manhattan and 
Brooklyn with the cut-out billboard try-
ing to get people’s attention. We finished 
around 8pm and went to a bar with the 
creative and production team. Marcelo 
then called me and said that they were 
super happy with all the attention the 
campaign was getting. But he said  
that there was a glitch with the app 
because it was showing 500,000 down-
loads in one day. That was when it really 
hit home. It was not a glitch, the down-
loads just kept on coming. So I’m super 
proud of having 1.5 million downloads 
in nine days and insanely proud of  
taking the app to number one. Not just  
in the food and drink category, but  
overall, on the App Store and Google 
Play for several days. It’s amazing to see 
Burger King above Facebook, Snap, 
Instagram. 

This (abridged) article came from Contagious I/O, our searchable archive of the world’s best advertising.



Nostalgia – is it 

what it used to be?

The power of reminiscence in marketing

Global data and analytics group, YouGov, and the UK’s largest independent media agency, the7stars 

have joined forces to produce a first of its kind research paper exploring the objects of Britain’s 

nostalgia and its power in advertising. With a special focus on nostalgia as a marketing tool, it aims 

to establish exactly why the past is still so influential among consumers in Britain today.

Download the 

white paper now



 ‘Ashley Judd in the US was very 
 important for #MeToo and the reason
 was not only that she was famous but 
that she indicated that her experience
 was not unique to her [...] If one person
 can say, “I contain multitudes, I am
 representative,” then they can look 
 like thousands.’

Cass Sunstein, author and Harvard Law School professor, Contagious Magazine issue 59 



A rtificial intelligence services 
are being used by mainstream 
audiences around the world 

in their daily lives, and expectations of 
brands are rising as people become 
more familiar with the technology.

These findings come from OMD’s 
Retail Revolution report. The agency sur-
veyed more than 30,000 respondents in 
multiple phases throughout a two-year 
period, across 13 global markets, 21 
shopping categories and 65 future retail 
scenarios, to investigate how brands can 
use AI to create more valuable experi-
ences across the consumer journey.

Among the nuggets of information 
uncovered by the research, OMD discov-
ered that 54% of respondents say they 
have tried a voice assistant (a category 
that includes smart speakers and mobile 
device-based services). Smart speaker 
owners are the most frequent users; 64% 
say they use their device on at least a 
weekly basis.

In fact, the research indicates that 

 Retail  
 Revolution

voice assistants are more widely adopted 
than even music streaming services, with 
more than half of people saying they had 
tried the technology.

The research also showed that ‘key AI 
use cases are rapidly becoming a natural 
and largely invisible part of the consumer 
experience,’ according to Israel Mirsky, 
OMD Worldwide’s executive direc-
tor, global technology and emerging 
platforms.

But Mirsky warns that trust is an issue 
with the new technology, adding: ‘At the 
same time, many consumers are suspi-
cious of AI and its application to their 
data.’

This lack of trust is putting the brakes 
on the development of AI experiences. 
For instance, OMD’s research revealed 
that only 41% of people are willing to 
share their data in return for a better AI 
experience. 

Consumers are excited about utilising 
new advanced AI-based services; 73% 
are open to using AI-based image search 

apps to help with gardening and pet 
care, 69% are open to more advanced 
family entertainment applications deliv-
ered by voice interfaces. Children are 
at the vanguard of experimentation with 
AI services, finding new applications 
that empower them and bring the family 
together around experiences they have 
discovered.

If brands can overcome consumers’ 
issues with trust, they have the opportu-
nity to build these new and better experi-
ences and reap the resulting rewards.

‘It is now clear that consumer-facing 
AI technologies are poised to transform 
the communications landscape through 
the 2020s,’ said Jean-Paul Edwards, 
OMD EMEA’s chief product development 
officer. ‘The Retail Revolution provides us 
a map of consumers’ needs, desires and 
fears to capitalise on that disruption.’ 

To download the report, go to  
omd.com/retail-revolution and contact 
techlab@omd.com to find out more.
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C limate change is ‘a clear and 
unequivocal emergency’, 
according to a study endorsed 

by 11,000 scientists in November.
Marketers cannot idly watch this emer-

gency unfold because they are complicit 
in causing the destruction of our planet. 
‘One of the reasons we’ve got here is 
because you’ve been selling things to 
people that they don’t need,’ environ-
mental activist collective Extinction 
Rebellion wrote in an open letter to the 
ad industry in May. ‘You are the manipu-
lators and architects of that consumerist 
frenzy.’

To protect the Earth people need 
to consume less and waste less. But 
advertising is designed to make peo-
ple consume more. This is marketing’s 
conundrum.

It’s not just that brands should act 
sustainably, but that consumers won’t 
accept anything less. In the UK, 62% 
of people think climate change is the 
biggest threat to civilisation. People’s 
actions speak louder than their words 
and they are spending their money on 

eco-friendly brands and products. NYU 
Stern’s Center for Sustainable Business 
researched US packaged goods pur-
chases from 2013 to 2018 and found 
that products marketed as sustainable 
grew 5.6 times faster than those that 
were not.

Buying better
In China, the government is backing a 
‘consumption upgrade’ for all citizens, 
encouraging them to buy and aspire to 
better quality, more expensive goods 
and services. Globally, we suspect 
that we’re going to see a consump-
tion upgrade of another kind, one that 
doesn’t encourage people to buy more 
premium products but to buy more 
thoughtfully, more sparingly and sus-
tainably. To prepare for this, we would 
advise brands to consider how they can 
change their customers’ consumption 
habits so that they reuse and borrow, 
waste less and think more. 

Encouraging people to reuse what 
they already own could go a long way to 
protecting the planet. As Joss Blériot of 

Consumption
 Crisis

the Ellen MacArthur Foundation says: ‘If 
we doubled the average number of times 
a piece of clothing is worn, it can help to 
almost halve the GHG [greenhouse gas] 
emissions of the entire fashion indus-
try.’ The growing second-hand mar-
ket, which retail tech company Edited 
predicts will be bigger than the luxury 
market by 2022, is a significant step in 
that direction. Already, brands like Stella 
McCartney, Burberry, and Selfridges 
have partnered with resale sites, rec-
ognising that used clothing can still be 
desirable.

The second shift in the new ‘consumer 
upgrade’ is a focus on access over own-
ership. Instead of simply selling, brands 
are also letting people borrow their 
products. In the automotive industry, this 
model has been adopted not just by Lyft 
and Uber, but car manufacturers from 
Porsche to Volvo, which have launched 
subscription services. In fashion, retail-
ers including Banana Republic and 
Urban Outfitters have taken their cue 
from platforms like Rent The Runway 
and have this year launched their own 
clothing rental services. And more 
brands across diverse sectors are now 
letting people borrow their wares, from 
Ikea’s furniture rental pilot to Kipling’s 
luggage rental one. 

The third shift is to encourage less 
waste. Manufacturers should focus 
more on reusable, rather than recycla-
ble, packaging, as so many recyclable 



containers end up in landfill. Loop, a 
zero-waste packaging system developed 
by recycling company Terracycle, refills 
empty containers of food and other 
household items, just like the milkman 
used to. Its current partners include 
Unilever, Nestlé, PepsiCo, Mondelēz 
and P&G, meaning users can buy prod-
ucts like Tide detergent and Tropicana 
juice in glass or steel packaging.

While legacy brands reimagine their 
existing packaging, new startups are 
disrupting the FMCG category with 
creative, sustainable solutions. For 
instance, Bite Toothpaste Bits’ chewable 
toothpaste tablets and Myro’s stick deo-
dorant sold in refillable pods.

The most important shift in the con-
sumption upgrade is more considered 
consumption. Part of this involves 
brands normalising eco-friendly alterna-
tives to their products, like Burger King’s 
meatless Impossible Whopper sand-
wich. But it’s also about making people 
think about whether they need to buy 
something, as Swedish fintech brand 
Doconomy is doing with its credit card, 
which caps spending once a carbon 
limit has been hit. Brands are also telling 
people to consume less, even when it 
comes to their own products. Greenfield 
Natural Meat Co did this when it asked 
people to give up meat on Mondays, 
and airline KLM did it by asking 
customers to only fly when it is abso-
lutely necessary.

Good for business
Reconciling sustainability with the short-
term KPIs that too often dictate business 
decisions can be challenging. But being 
sustainable is not incompatible with mak-
ing a profit. In fact, Deutsche Bank found 
in a study that ‘shares of companies 
perceived as environmentally responsi-
ble significantly outperformed shares of 
companies that were not’. 

If there’s one company that exemplifies 
how to be successful and sustainable, 
it’s Patagonia. Its mission statement is 
‘We’re in business to save our home 
planet’ and, from selling used prod-
ucts (the company’s repair facility is 
the largest in the US) to its zero-waste 
philosophy, Patagonia already puts into 
practice the tenets of the new consump-
tion upgrade outlined here. It’s also a 
billion-dollar company. Telling people 
not to buy your wares, as Patagonia did 
with its 2011 Don’t Buy This Jacket ad, 
isn’t a recipe for financial ruin. The year 
following that campaign, sales increased 
by 30%. 

It can feel paradoxical to be a business 
that argues for people to think harder 
about what they consume, but market-
ers can no longer encourage people to 
needlessly buy more without consider-
ing the consequences. If brands want 
to ensure their future and relevance with 
increasingly environment-conscious 
consumers, they cannot ignore the con-
sumption crisis. 



E ffectiveness took an unexpected 
and extended turn under the ad 
industry spotlight in 2019. Two 

rigorously researched papers published 
in the latter half of the year were chiefly 
responsible for the surge in interest, 
but public mea culpas and changes of 
strategy from big brands brought the 
discussion into a more tangible realm and 
kept it going.

Whether loudly and in public or quietly 
and discreetly, we think that in 2020 more 
CMOs will tinker with their marketing 
plans in ways that chime with the recom-
mendations of the reports. If you’ve not at 
least put some time aside to think about it 
in the year ahead, you could be making a 
costly mistake.

Crisis report
The renewed focus on advertising 
effectiveness in 2019 began when the 
IPA published The Crisis in Creative 
Effectiveness, by marketing consultant 
Peter Field, in June.

Field cross-referenced almost 600 
IPA effectiveness case studies with the 
Gunn Report’s creative awards records 
to determine that the work winning gongs 
at Cannes and other industry shindigs is 
now no more effective than non-awarded 
work.

He blames the decline on marketers’ 
preference short-term sales activation 
ads over long-term emotional brand-
building campaigns.

Field’s research showed that, between 
2004 and 2016, the optimum balance 
between brand building work and sales 
activation was 76/24 but, according to 
IPA data, most brands over-invest in the 
latter by at least 14 percentage points.

‘This under allocation [in brand build-
ing] is a central reason why effectiveness 
levels have been falling: we are allowing 
brands to weaken and, with that, we are 
losing valuable choice-priming benefits of 
brand building,’ wrote Field.

 The 
 Decline in 
 Effectiveness



A bitter blow
The second major report into advertising 
effectiveness – Lemon. How the advertis-
ing brain turned sour, by Orlando Wood – 
came a few months later, in October.

The report was also published by the 
IPA and borrowed from Field’s earlier 
work, but it made plenty of its own points, 
too.

Wood’s big argument is that the left 
hemisphere of the brain, which pays a 
narrow and focused attention to the world 
and understands things in the abstract, 
has become too dominant in people, 
leading them to create advertising that 
is emotionally flat and less conducive to 
brand building.

Wood’s theory (based on the work of 
psychiatrist Dr Iain McGilchrist) sounds 
only marginally less far-fetched when 
explained in detail, but the report has 
other merits – an analysis of ad breaks 
from long-running soap opera Coronation 
Street between 1992 and 2019, for 
instance – and the conclusion is near in 
separable from that reached by Field: to 
save itself advertising must come from 
and appeal to the right hemisphere of 
the brain, by embracing nuanced human 
relationships and drama and cultural 
references.

Brand back-peddle
At the same conference where Wood’s 
Lemon was launched (EffWeek) Adidas’ 
global media director Simon Peel took 
to the stage to admit that the brand had 
got it wrong by ploughing too much 
of its marketing budget (77%, to be 
precise) into short-term, discount-based 
performance advertising.

After introducing econometrics into the 
company four years ago, Adidas market-
ers discovered to their surprise that the 
bulk of revenue (60%) came from first-
time buyers, not brand loyalists, and that 
brand work drove 65% of its sales in 
retail, wholesale and ecommerce.

As a result, said Peel, Adidas recali-
brated its marketing in favour of more 
long-term, emotionally-charged brand 
building activity.

Effect and cause
Peel’s mea culpa hogged the headlines 
but a number of other brands came to the 
same conclusion as Adidas in 2019, too.

The CEO of Booking Holdings (which 
owns Booking.com and Kayak, among 
others) had said in an August earnings 
call that, as a result of falling ROI it was 
trying to wean itself from a Google-ad 
dependency and into channels better 
suited to brand building, such as TV and 
online video.

In November, Gap’s CFO Teri List-
Stoll told investors something similar, 
according to a CNBC report. She 
said that Gap’s Old Navy sub brand 
had become ‘too heavily dependent 
on messaging around discounting 
as opposed to bigger-picture brand 
messaging’.

Six years after Peter Field (along with 

Adam&EveDDB’s group head of effec-
tiveness, Les Binet) first published The 
Long and the Short of It, looking at the 
correct balance between long and short 
term activations, the dangers of short-ter-
mism are, thanks to the urgency of these 
two new research papers finally seep-
ing into the best practices of marketing 
departments everywhere.

Could 2020 be the year that an over 
reliance of short-term activations finally 
gets short shrift? 

At the same conference where Wood’s 
Lemon was launched (EffWeek) Adidas’ 
global media director Simon Peel took 
to the stage to admit that the brand had 
got it wrong by ploughing too much 
of its marketing budget (77%, to be 
precise) into short-term, discount-based 

After introducing econometrics into the 
company four years ago, Adidas market-
ers discovered to their surprise that the 
bulk of revenue (60%) came from first-
time buyers, not brand loyalists, and that 

The CEO of Booking Holdings (which 
owns Booking.com and Kayak, among 
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call that, as a result of falling ROI it was 
trying to wean itself from a Google-ad 
dependency and into channels better Adam&EveDDB’s group head of effec-



G aming has changed beyond 
recognition since the arrival 
of the first consoles in the 

1970s.
Games have become faster, bet-

ter looking, more complex and more 
connected. And as more people have 
taken up gaming, a new subculture has 
emerged, one that adds the competitive 
spirit and riches of traditional, organised 
sport into gaming: esports.

We’re talking about serious, intensely 
competitive gamers at the highest level 
facing off across a range of titles, while 
millions watch – either on screens at 
home or from stadium seats among a 
crowd of tens of thousands – in awe of 
the strategy, skill and drama on display.

Newzoo, the gaming analytics and 
research company, in its fifth annual 
esports report, predicted that in 2019 
esports audiences would grow to 454 
million and revenue in the sector would 
hit $1.1bn. And Newzoo reckons there’s 
still plenty of room to run. It expects 
audience figures to rise to 646 million 

but the real winners are those that can 
bring value to gaming audiences while 
bringing attention to their brand. If how 
your brand fits with the culture is simply 
an afterthought, your brand will be too.

Esports is still finding its feet and 
the landscape has potential to shift 
and change. That is why it is such a 
tantalising prospect for marketers, as 
brands can learn, evolve and profit 
from the sector while simultaneously 
shaping it. 

Don’t make the mistake of thinking 
of esports as a niche interest or lesser 
cousin to other, more traditional enter-
tainment properties. Don’t let it be the 
marketing equivalent of the shot you 
never took or the lottery ticket you 
never bought. 

as early as 2022.
Contagious spoke with Justin Dellario, 

head of esports at Twitch, which is the 
number one streaming platform for com-
petitive gaming. He said, ‘at any given 
moment, on average 1.3 million people 
are on Twitch, the majority of whom are 
aged between 13 and 34, male and 
consume little other media’. This is why 
brands are now aggressively moving 
into esports, with 82% of all investment 
into the sector coming from advertis-
ing, sponsorship and media rights from 
brands. This proportion is set to grow to 
87% (or $1.5 billion) by 2022, accord-
ing to Newzoo.

It’s a fair bet that many of your com-
petitors are reacting right now to the 
growth in esports and backing up their 
support with some serious cash as they 
seek to ingratiate themselves into this 
new world and earn the trust and rec-
ognition of esports fans. For brands that 
want to enter the fray, Contagious has 
three lessons to share before you rush 
into battle:

 Esports
1 / Get in with the right crowd. Brands 
are not short of partnership oppor-
tunities within esports, with different 
games, leagues, tournaments, teams 
and influencers each providing fertile 
creative ground and passionate audi-
ences. Of these, esports influencers are 
particularly exciting for brands, since 
they are comfortable and experienced in 
regularly engaging with their fan bases.

2 / Do your homework. Gaming has its 
own culture and vocabulary. There will 
be no sympathy for brands that activate 
first and understand second; it’s the 
quickest way to a game over with no 
extra lives to try again.

3 / Be true to yourself. Any brand can 
slap a logo on a shirt or stadium banner, 



F or all their promise, the platforms 
and ad tech that now underpin 
our private and professional lives 

have over-delivered on all the wrong 
KPIs. Shady programmatic. Insecure 
data. Privacy concerns. Obfuscation and 
complexity. 

When everyone, from Tim ‘father of the 
internet’ Berners-Lee to comedian and 
satirist Sacha Baron Cohen, is begging 
to slam the brakes on this onrushing digi-
tal dystopia, one thing quickly becomes 
clear. None of this is funny – especially 
when you pause to consider who is pay-
ing for it. 

Because it’s us. 
Shoshanna Zuboff, author of The Age 

of Surveillance Capitalism, is brutally 
clear on this. She told Contagious earlier 
this year: ‘The advertisers are complicit. 
They are the demand. They are the 
marketplace.’ 

Worse still, it seems as though what 

we’ve bought into isn’t just bad for, you 
know, our mental health, democracy and 
the entire fabric of society, it may not 
even be that good for our clients. Nick 
Law, getting ready to settle into his role 
as VP of marcoms integration at Apple, 
spoke to Contagious about the state of 
the industry. 

Law is known for the holistic view he 
has of digital. He told us: ‘Digital is a 
membrane over society now. It’s central 
to how we operate as humans.’ 

It’s so pervasive – like electricity or 
air – that Law believes a root-and-branch 
rethink of how our industry works is 
required to save it from irrelevance. 

Instead the industry has opted for 
something that feels a lot less difficult 
and expensive. A quicker fix that equates 
the idea of digital with cheap reach on 
platforms selling targeting and person-
alisation as the holy grail for modern 
brands.

 Digital 
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Such is the enthusiasm for online and 
performance marketing that digital ad 
spend now accounts for around half of 
the global market and continues to track 
upwards. 

The appeal of these ad tech solutions 
is obvious: they offer a budget-friendly 
means to connect with the right audi-
ence, and they come with a dazzling 
array of metrics and the promise of 
optimisation. 

Incredibly seductive. But also, it turns 
out, incredibly reductive.

Digital itself is not the problem here. 
The problem is marketers’ willingness to 
see it as a silver bullet, encouraged and 
reinforced by ad tech vendors whose job 
it is to sell clicks, not grow a brand. 

The problem is one of balance. When 
you’re designing a car you don’t make 
a choice between tyres and a steering 
wheel: you need both. But when it comes 
to building brands, that interplay and 
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interdependence is being overlooked – 
when it’s one of the most interesting and 
powerful things about modern media.

Led by Donkeys is a case in point. The 
group’s campaign to shine a light on 
the hypocrisy of some pro-Brexit politi-
cians transplanted long-buried Twitter 
messages onto prominent billboards. 
Passers-by then took pictures of these 
billboards and shared them online, pro-
pelling the campaign to stop Brexit back 
into the news cycle and millions more 
social feeds with renewed resonance.

It was the perfect example of digital and 
outdoor in perfect harmony. But a long 
way from what we think of as performance 
marketing. This kind of interplay is digital’s 
superpower. Part of what makes digital so 
extraordinary – and probably why we’re 
taking our sweet time to figure out how 
best to work with it – is the degree to 
which it adds to our capabilities. It’s not a 
linear progression, it increases the pos-
sibilities for creative people by an order of 

magnitude.
When petcare startup Puppo launched 

in New York, it had to stand out to gain 
traction in an intensely competitive mar-
ket. Tapping into the NYC Dog Licensing 
dataset, it created a unique poster for 
every dog in New York City, using geolo-
cation to make sure the ads were dis-
played within dog-walking distance of 
where their owners lived. Better still, each 
ad had a QR code that connected the 
owner to a tailored ordering experience 
on the Puppo website. A 68% increase 
in new site users within one week shows 
us how effective personalisation can 
be when it’s so perfectly aligned to the 
fundamental USP of the brand – and it’s 
digital that puts it within our grasp.

Emma Tait, the digital strategist behind 
the campaign told Contagious that while 
‘it’s exciting to think about the endless 
possibilities’ digital puts at our fingertips, 
we also have to ‘constantly ask ourselves 
about the value that the customer will get’. 

Whether that’s actually happening is 
another matter. Adobe’s Digital Insights 
2019 report shows that more internet 
users think they’re likely to see a relevant 
ad on TV than online. 

It doesn’t have to be this way. The 
most popular story on Contagious.
com this year – by a country mile – was 
about a campaign that demonstrated 
how to deliver value for everyone. The 
German Rail campaign, created by 
Ogilvy Germany, used an algorithm 
to find German locations that closely 
resembled iconic international destina-
tions people were researching online. 
Pictures of these lookalike landmarks 
were juxtaposed alongside the foreign 
originals – as was the high cost of the 
overseas flight it would take to reach the 
tourism hotspot. In this context, the 19 
Euro train tickets seem to be an absolute 
no-brainer. 

The barnstorming success of this cam-
paign is not just about personalisation or 

just about targeting. 
It’s about a balance of creative think-

ing and technology that’s as smart and 
provocative as anything you’ll see in tra-
ditional media. It’s also a benchmark for 
the kind of work we see all too little of in 
this space.

That’s a situation Bjoern Bremer, 
CCO of Ogilvy Germany, hopes to see 
change. ‘Ideas and programmatic need 
to come together and they need to like 
each other.’ Can you remember anyone 
putting it better?

We’ll all get more out of digital when 
we think of it in terms of value creation 
rather than just cost-cutting. The tech-
nology we have at our fingertips now 
is the nearest thing we have to magic, 
but we routinely use it as a vehicle for 
the least thoughtful, least sophisticated, 
least creative work we produce. What 
a waste. Digital might seem cheap, but 
it doesn’t need to be nasty. In 2020 we 
should all try to do much better. 
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Personalisation is a wonderful thing. 
But not when it comes at the cost of 
strategic understanding. As discovery, 
trial and consumption race towards 
digital channels across every industry, 
companies face unprecedented 
opportunities to personalise every 
consumer experience. However, 
many companies invest in tactical 
personalisation at the expense of the 
strategic guidance that an Audience 
Strategy offers.

An Audience Strategy will answer 
questions such as: Which customer 
types can you more deeply engage? 
What are their needs? Which customer 
types are you failing to engage? 
Why?  Only once you can answer 
these questions can you be sure you’ve 
come up with the right products and 
communications to fuel personalisation 
that will drive growth. Without this 
strategic guidance, you may find that 

 Avoid the 
 Personalisation Trap

personalisation runs short of fuel or 
is being fed the wrong type to drive 
growth. The best part? These Audience 
Strategy questions can be easy to 
answer, with the right tools.

Find a middle ground between 
personalisation and mass audiences.
Focusing on individual personalisation 
is very precise and accurate, but it 
doesn’t easily offer a way to step back 
and see the bigger picture. Conversely, 
treating your overall audience as one big 
group of people is simple, but means 
you will have huge wastage in any 
communications. We need to focus on 
the middle ground.

Clustering the individuals that make 
up your audience can reveal hidden 
patterns of groups of consumers with 
similar needs. Each cluster can be easily 
studied to get answers to the Audience 
Strategy questions above. This way you 

can build the kind of understanding of 
your audience that you need in order 
to fuel growth from personalisation 
efforts with the right products and 
communications. 

Many companies fall into the per-
sonalisation trap of perfecting tactical 
optimisation at the expense of strategic 
guidance and they miss out on growth 
opportunities as a result. But with the 

right tools, strategic guidance in the  
form of an Audience Strategy can be 
easy to achieve. We find that cluster-
ing consumers according to needs will 
quickly get you a long way towards a 
good Audience Strategy. 

Interested in becoming audience-first? 
To learn more visit audiense.com or get 
in touch to find out more!

By David Boyle

Partner Content /



‘Once you’ve found the thing that 
everybody assumes is true but isn’t, 
then nine times out of 10 you’ve 
solved the problem. Most intractable 
problems arise through everybody 
assuming something that ain’t so.’

Rory Sutherland, vice chairman, Ogilvy & Mather UK, Contagious Magazine, issue 59



It’s frustrating seeing only 
a fragment of the whole picture, 
isn’t it? The Most Contagious 
Report is just a teeny tiny portion 
of the knowledge found on 
Contagious I/O, our intelligence 
tool. Don’t you want to see what 
you’re missing?

Book a demo today
sales@contagious.com

Snippet



Microsoft Xbox / We All Win
The Super Bowl is one of the few remaining 
television events when brands can safely assume 
they have the attention of a large chunk of 
America, and they pay a huge premium (around 
$5m for 30 seconds) to advertise during the 
game. As a result, brands at the Super Bowl tend 
to go big and go wide, aiming to hit the broadest 
possible audience.

So it was a surprise to see Microsoft air a spot 
during the 2019 Super Bowl promoting an Xbox 
console controller for physically impaired people.

The video was created with McCann New York 
and showed some incredible kids, all with varying 
disabilities, explaining why they loved video games 
and how gaming can be difficult for those missing 
limbs or restricted movement.

The disable community has often been 
overlooked by brands. The We All Win campaign 
was a clarion call for inclusion and it was 
heartening to see Microsoft rewarded with a huge 
response and a Grand Prix at Cannes this year.

 THE MOST  
 CONTAGIOUS 
 CAMPAIGNS 
 OF THE 
 YEAR 
 2019 /

The Contagious editorial team is dedicated 
to finding the best advertising from around 
the world.

We’re not hustling for news about pitches 
or people moves on the side. All we do is look 
for and analyse the best ads, the best ideas.

We can reject a dozen campaigns before we 
hit upon one that we think is worthy of writing 
about on our I/O platform, which should tell you 
something about what it means to make our list 
of the top 25 campaigns of the year.

These are the campaigns that, of the tens of 
thousands that we’ve scrutinised over the past 
12 months, we’ve judged the most creative, 
most effective or just the most un-ignorable

It’s not your usual list of US/UK TV 
blockbusters; the chosen campaigns come 
from many different places and take many 
different shapes: from Parisian posters that your 
pets to pee on, to Honduran hospitality hi-jinks.

Here in no particular order is The 25 Most 
Contagious Campaigns, 2019.



 KFC / I Love You, Colonel 
Sanders! A Finger Lickin’  
Dating Simulator
In September KFC released an anime-style 
dating simulator, where players must woo the 
brand’s founder, Colonel Sanders, by choosing 
the correct dialogue and actions at various 
points in the game.

Wieden & Kennedy, Portland, created 
the game, which is available on streaming 
platform Steam.

It’s a great example of a brand playing with 
its distinctive assets and the game earned more 
than 1.6 billion media impressions and was 
downloaded more than 300,000 times.

‘We differ from other brands in that our brand 
icon and founder was a real person with a rich 
entrepreneurial story and a big personality. With 
that originality and personality comes a license to 
have fun with our marketing,’ Andrea Zahumensky, 
KFC’s US CMO, told Contagious.

Gillette / The Best Men Can Be
Arguably the biggest, most talked-about, most 
newsworthy and most controversial ad of 2019 
came just 13 days into the year.

Gillette, which had been trading on its The Best 
A Man Can Get strapline for 30 years, poked 
a hornets nest when it released a film highlighting 
and criticising toxic male behaviours and asked, 
‘Is This The Best Men Can Be?’.

The ad led news bulletins around the world, 
was viewed more than 110m times on YouTube in 
three days, and inspired both ardent support and 
vociferous condemnation.

Wherever you land on that spectrum of 
sentiment, there’s no denying that Grey New 
York’s work for Gillette hit upon a cultural nerve 
and did the first job of any advertising campaign  
– to get noticed – better than almost anything 
else in 2019. 

Wendy’s / Keeping Fortnite Fresh
Fortnite is a bona fide cultural phenomenon,  
and it is prime real estate for advertisers. But 
most brands’ attempts at hijacking the game  
have been tepid and forgettable. Wendy’s is  
not most brands.

At the end of 2018, the burger chain entered 
the two-week Food Fight battle with a character 
resembling its pig-tailed mascot and, instead of 
fighting, spent hours visiting fast food joints within 
the game and smashing any freezers inside.

Wendy’s livestreamed its antics, attracting 1.5 
million minutes of watch time, and the campaign, 
by VMLY&R, Kansas City, won the Social  
& Influencer Grand Prix at Cannes in June.

Wendy’s had found a way to join in with Fortnite 
in a way that was fun and natural and didn’t resort 
to throwing money at influencers. And, most 
importantly, the stunt promoted Wendy’s point  
of difference: its refusal to use frozen beef in  
its products.



The Female Company /  
The Tampon Book 
The Female Company, which sells biodegradable 
sanitary products, wanted to highlight the injustice 
of Germany taxing tampons as a luxury product, 
at 19%. Working with Scholz & Friends in Berlin, 
The Female Company created The Tampon 
Book: A Book Against Discrimination. The book, 
which was taxed at a lower rate than sanitary 
products, concealed 15 tampons in a secret 
compartment below 46 pages of short stories 
about menstruation.

Not only did the first edition of the Tampon 
Book sell out in one day, The Female Company 
collected 150,000 signatures in a petition to bring 
down the tampon tax, making it eligible for debate 
in Germany’s parliament. And in November the 
German parliament voted to reclassify menstrual 
products as ‘necessities’, reducing the tax on 
menstrual products to 7%. If that’s not contagious, 
we don’t know what is.

Leroy Merlin / Lessons for Good
Every year home improvement retailer Leroy 
Merlin hosts in its stores free classes for people 
who want to learn DIY skills. But in December 
2018 Leroy Merlin and agency Publicis Italy 
moved the workshops into community spaces in 
need of renovating. Participants learned DIY skills 
while improving their local community, for example 
sprucing up a classroom for disabled students or 
a paediatric unit within a hospital.

Repurposing an existing initiative with a new 
social community element, Leroy Merlin has 
positioned itself as a brand campaigning for 
change while also being the change it wants 
to see in the world. In 2019 discussions about 
sustainability were prevalent among people 
and brands alike. Leroy Merlin stands out for 
addressing its role in this discussion with 
simplicity and authenticity.

Carlsberg / Probably not  
the best beer in the world
‘Carlsberg tastes like the rancid piss of Satan,’ 
tweeted one unhappy customer last year. Not 
something most marketers would want to shout 
about, but Carlsberg promoted this and other 
scathing tweets as part of its rebrand in April this 
year. In a series of videos featuring Carlsberg 
employees reading aloud damning tweets about 
the product, the brand bravely faced its critics and 
admitted that, contrary to its long-time strapline 
(‘Probably the best beer in the world’), standards 
had slipped, before announcing a new brew, 
Carlsberg Danish Pilsner.

The £20m ($26m) integrated campaign, 
developed with London agency Fold7, took a 
major risk by toying with one of the most well-
known slogans in UK advertising history, to shift 
customers’ perceptions of the lager. And it paid 
off. Everyone who has an opinion on advertising 
had an opinion on this ad. Definitely a Most 
Contagious campaign.



Hotel Honduras Maya / Hotelbnb 
Since launching more than 10 years ago, Airbnb 
has posed a growing threat to hotels all over the 
world, particularly when it comes to attracting 
authenticity-seeking millennials. To reclaim a 
portion of its customers from Airbnb, a hotel in 
Honduras refurbished several of its rooms to 
resemble Airbnb rentals before listing them on the 
hosting site. Unsuspecting guests were surprised 
and even angry on arrival, but Hotel Honduras 
Maya won them over by providing four-star 
customer service and amenities for the price of 
an Airbnb.

The Hotelbnb campaign, by Ogilvy Honduras, 
stood out as an unorthodox strategy in a category 
that is in desperate need of innovation. And in 
the first three months of the campaign there 
were more than 4,200 visits to the listings, which 
amounted to a 32.5% increase in bookings by the 
close of the first quarter of 2019.

Puppo / Every dog had its ad 
Dogs have earned their title of man’s best 
friend due to their loyalty, companionship and 
obedience. We thank our furry friends with  
love, shelter and food. Dog food brand Puppo 
places a very high regard on this last need,  
with the brand offering bespoke nutrition to 
every dog.

To launch the brand in New York, BBDO 
Auckland promoted Puppo’s personalised 
products by generating a unique ad for each of 
the 100,729 dogs within the city, in a campaign 
called Every Dog Has Its Ad. Puppo created 
an algorithm using NYC Dog Licensing data to 
discover the age, name, breed, borough and 
zip code of each dog. These details were then 
woven into personalised copy and distributed as 
print ads in the neighbourhoods where the dogs 
lived. People walking their dogs would then be 
surprised with an ad for their pooch with a QR 
code directing them towards Puppo’s website.

Burger King / Burn That Ad
Wendy’s might have established itself as the king 
of roasts through its witty social media marketing, 
but Burger King (BK) has mastered the art of 
trolling its rivals through carefully designed digital 
promotions and rewards schemes.

In March BK offered free burgers to Brazilians 
that digitally ‘burnt’ McDonald’s ads. To claim 
a free Whopper, people had to download the 
BK app and point their smartphone at any static 
McDonald’s ad, which would then be set in 
augmented reality flames, eventually revealing 
a coupon. The restaurant chain earned 1 billion 
media impressions for the stunt, while also 
giving people an incentive to download and 
familiarise themselves with its app. The Burn 
That Ad campaign, created by David, São Paulo, 
increased in-app sales by 54.6% and inspired 
300,000 app downloads over three days, and is 
just another in a long line of examples that prove 
Burger King’s exemplary creative culture.



Purina / Street-Vet 
What do you do when people don’t even know 
they need your product? That was the challenge 
faced by pet-care brand Purina as it sought to 
advertise its ProPlan specialised veterinary food. 
The brand’s answer? Take veterinary tests to the 
streets of Paris by turning billboards into urine 
tests. The Street-Vet digital billboards, created 
with McCann Paris, released pheromones 
into the air to encourage dogs to pee on them. 
Less than 30 seconds later, if a health problem 
was detected from analysing the dog’s urine, 
the Street-Vet recommended a curative Purina 
product. According to the agency, 69% of people 
changed their attitudes about the importance 
of a specific diet for their pet following the test. 
While this campaign might seem small and a bit 
stunty, it’s a good example of how technology is 
breathing new life into outdoor advertising, and a 
reminder of the creative opportunities presented 
by the medium.

 Black & Abroad / Go Back To Africa
African American travel company Black & Abroad 
makes our list for creating a punchy campaign 
that elegantly combined creativity and data, 
and stuck two (black) middle fingers up at 
racism. Working with FCB/SIX, Toronto, Black 
& Abroad selected racist tweets that contained 
the slur ‘go back to Africa’ and placed them 
over majestic images of the continent. African 
American Twitter users were also served targeted 
ads, based on things they were interested in. 
For example, someone who likes music, dance 
and art would see the best  African countries in 
which to experience those activities. The brand 
also created a custom AI platform using Google 
Vision to crowd-source images of people who 
had tagged their pictures with #GoBackToAfrica, 
displaying the best ones on a dedicated website.

Go Back to Africa’s effective use of data 
not only sparked conversation about black 
representation in travel but also increased band 
visibility by 315%, according to the agency.

Kraft Heinz / Kraft Now Pay Later 
Earlier this year, FMCG giant The Kraft Heinz 
Company responded to political division in the 
US with a unifying idea. Working with Leo Burnett 
Chicago, the brand offered federal workers in 
Washington DC free groceries during a pay 
freeze brought on by the month-long government 
shutdown. At a pop-up grocery store in 
Washington DC, those with government ID could 
receive free Kraft Heinz products. The brand also 
ran a full-page ad in The Washington Post, asking 
other brands to donate products. All Kraft asked 
in return was that workers ‘pay it forward’ by 
donating to charity once they were able.

The number of families that used the 
programme peaked at 2,300 per day and Kraft 
cemented its reputation as an all-American brand 
committed to improving the lives of families. The 
Kraft Now Pay Later initiative earned more than 
700 million media impressions and was a shining 
example of how brands can take a stance without 
alienating customers.



 Sandy Hook Promise /
Back to School
We don’t often write about video ads because 
it’s hard to analyse scripts and production craft. 
We’re also harder on charity campaigns because 
they’re inherently emotive and persuasive.

And yet, every now and then comes along a 
non-commercial film that makes its point with such 
skilfully-deployed power that it melts even our cold 
and officious hearts, and we make an exception.

So it was with the Back-to-School-Essentials 
film for Sandy Hook Promise, an organisation 
that exists to educate Americans about school 
shootings.

You might argue it’s nigh-on impossible to 
create a film about school shootings that is bereft 
of impact, but everything about BBDO New 
York’s work – the key-changes from chipper to 
chilling, the performances of the young cast – was 
spot on. A worthy (in both senses of the word) 
inclusion to our list.

Swiggy / Voice Notes 
If you ever want to impress the Contagious 
editorial team (and why wouldn’t you?) turn 
something unexpected into an advertising 
medium. As long as it’s not creepy or invasive, 
this kind of creative thinking is like catnip to us.

This year, there was no better example 
of a brand bending a new technology to its 
commercial aims than the Voice Of Hunger 
campaign from Swiggy, the online ordering and 
delivery platform.

Dentsu Webchutney came up with the idea 
to use Instagram’s new voice note feature to 
create a competition, challenging customers to 
record audio messages that produced waveforms 
resembling foods in return for vouchers.

There were over 10,000 entries on the first day 
alone, and orders for the foods that people had 
to create as a part of the challenge increased by 
24% on the platform. Swiggy created something 
engaging out of something unexpected and we 
love it.

Peruvian Ministry of Health /
Life Saving Operas
Peru has only 1.6 organ donors per million 
inhabitants, one of the worst rates in Latin 
America. The Ministry of Health of Peru tasked 
Lima agency Circus Grey with boosting that 
figure. Its answer was to work with television 
network América Televisión and alter the scripts 
of two of its most popular soap operas to raise 
awareness of the issue (Peruvian TV soap operas 
– or Telenovelas – have some of the highest 
viewing figures in the whole region). Regular 
viewers of the soap Ojitos Hechiceros 2 saw one 
of its leading characters die and donate his kidney. 
Meanwhile, a main character in another soap 
opera received the kidney and had his life saved 
as a result. Thanks to a canny choice of media, the 
campaign reached 8 million people, but more than 
that the ambitious cross-over campaign inspired 
change: there was a 200% increase in organ 
donations with the result that eleven patients were 
saved the week following the campaign.



Volvo / Volts by Volvo
The annual Brussels Motorshow is a make or 
break event for automakers in Belgium. Every car 
manufacturer wants to impress and Volvo was 
at a disadvantage because it had no road-ready 
electric cars to trumpet.

So, the brand worked with FamousGrey to find 
a solution to a problem that most people didn’t 
know existed instead. Volts By Volvo, billed as the 
most competitively priced green energy contract 
for your home, ensured hybrid and electric car 
owners were charging their vehicles with clean 
energy when they were at home.

Aside from the sheer ambition of a car 
manufacturer moonlighting as a utility provider (or 
at least posing as one – green energy supplier 
Eneco does all the heavy lifting here), this 
campaign demonstrated how a good insight (that 
most people don’t know where their electricity 
comes from or how environmentally friendly it is) 
can level an uneven playing field. 

Glade / Scent By Glade
As online shopping becomes a bigger part 
of daily life, brands will see their opportunities 
to get customers to trial their products 
disappear. Air freshener brand Glade showed 
how to skilfully surmount this problem by 
sneaking product samples into people’s homes. 
Teaming up with Walmart, Glade took the air-
filled packaging pillows in the retailer’s delivery 
boxes and filled them with its air freshener. 
When consumers unpacked their Walmart 
deliveries and popped the pillows, they got a 
whiff of Glade’s home fragrance before being 
offered the opportunity to purchase the scent via 
a QR code. The campaign generated an 83% 
increase in sales of Glade’s home fragrances 
on Walmart.com during its first week, as well as 
garnering more than 11 million impressions in the 
first month.

Skittles / Skittles: The Musical
Skittles stole the show at this year’s Super 
Bowl – quite literally. Instead of buying a Super 
Bowl ad slot, the confectionery brand created a 
musical starring Michael C Hall. The campaign, 
from DDB New York, embraced absurdity and 
self-awareness. Hall played himself playing a 
cat in a Skittles commercial, and one of the 
songs in the musical was called ‘advertising 
ruins everything’. In the ranks of strange ideas 
guaranteed to pique people’s interest, Skittles: 
The Musical is up there with anything else we’ve 
seen this year. But what really stands out for 
us is the brand’s commitment to doing it right, 
creating a piece of theatre worthy of review by 
the New York Times and Washington Post, as 
opposed to doing the bare minimum necessary 
to justify the PR. In fact, that might be the most 
strangest thing about this whole campaign.



Ikea / ThisAbles
This year advertising was chock full of campaigns 
championing inclusive behaviours and products. 
But amid the CSR supermarket sweep of what 
was on offer, there was one campaign with a 
longer shelf life. Ikea’s ThisAbles collection, 
created with McCann Tel Aviv and NGOs Milbat 
and Access Israel, comprised add-ons that made 
some of its most popular furniture products 
easier to use for people with physical disabilities. 
Not only could the products be tested prior to 
purchase in the Tel Aviv Ikea store, the design 
schematics are available to downloaded for free 
from the campaign website, to be 3D-printed 
when and where they are needed. The brainchild 
of McCann Tel Aviv copywriter Eldar Yusupov  
(who has cerebral palsy) the collection shows the 
power of working together with the end user to 
come up with useful answers, instead of pouring 
semi-skimmed solutions over problems.

The New York Times / The Truth 
Has A Voice 
The truth, the press and the public have had 
incongruous interrelations as of late. The public 
no longer trust the press and press have had 
a hard time convincing the public that what 
they report is worth paying for. It was in this 
environment that the New York Times (NYT), 
together with Droga5, launched The Truth is 
Hard, a series of high-quality films portraying the 
extreme lengths that NYT reporters have gone 
to expose the biggest stories, in 2017. And the 
campaign has continued undimmed over the 
past two years. This year NYT’s The Truth Has A 
Voice execution shone a spotlight on the gender 
pay gap in sports, and was a prime example of 
how a brand can demonstrate its worth through 
compelling storytelling.

Domino’s / Piece Of The Pie
What makes a brand loyalty scheme? For many, 
it would simply be the tracking of consumer 
behaviour beneficial to their brand, but for those 
who like to dream bigger, it can mean something 
with a bit more sauce. This was the case with 
the US pizza chain Domino’s which, on the day 
before the 2019 Super Bowl, began dishing out 
loyalty scheme points to people who uploaded 
pictures of pizza to its app – no matter where 
the pizza came from. Crispin Porter & Bogusky 
came up with the idea to invite pizza lovers to 
scan images of any pizza into the Domino’s app, 
collecting points towards a pizza in the process. 
It might seem illogical, but that’s the point: 
Domino’s is demonstrating how its obsessive love 
of pizza drives it to all kinds of weird behaviours. 
It makes perfect sense to us.



Treatwell and Public Health 
England / Lifesaving wax
Beautician brand Treatwell and Public Health 
England teamed up this year to spread awareness 
of the importance of cervical screenings by 
drawing upon two insights: young women don’t 
attend their screenings because of a lack of 
knowledge, and fear of pain and embarrassment, 
but they do attend beauty salons regularly for 
intimate wax treatments. The challenge here was 
finding a way to make women see that getting a 
screening was no more embarrassing than getting 
a wax. So, Treatwell trained its therapists to spark 
a dialogue with their clients and equipped them 
with posters and leaflets to display and hand out 
in their salons. A digital hub was also created to 
explain cervical screenings and offer tips to make 
the whole experience more comfortable. Proud 
Robinson & Partners and Freuds created the 
campaign, which is on our list for finding a solution 
to a real problem that is unexpected but firmly 
rooted in real world behaviours. 

Visit Faroe Islands / Closed  
For Maintenance
Facing up to the perils of over-tourism while 
continuing to attract visitors feels like an 
irreconcilable problem. But this year the Faroe 
Islands’ tourism board reconciled it by publicly 
declaring that it would be closed to visitors 
for one weekend in April ‘for maintenance’. An 
exception to the closure was made for 100 
‘voluntourists’ who helped locals maintain walking 
paths, construct viewpoints and put up signage 
on the 18-island archipelago. 

The originality of the stunt earned the Faroe 
Islands positive coverage in national newspapers, 
like the Guardian and The Telegraph, boosting 
its desirability as a tourist destination but – more 
remarkably – it did so in a way that was likely to 
please locals, too.

Regina Maria / Residency exam 
Romanian private healthcare organisation Regina 
Maria had a Google problem: people were using 
the search engine to self-diagnose medical issues 
instead of visiting a doctor. Regina Maria needed 
to communicate the superiority of its services.

Working with Vice Media and McCann 
Worldgroup Romania, the healthcare company 
gave a journalist with no medical experience 
a trainee doctor exam and told him to find the 
answers using Google.

Needless to say he failed. Regina Maria then 
let anyone take the test online, afterwards 
handing out a Certificate of Failure that was also 
a voucher for its services.

Regina Maria also targeted Google ads at 
people searching common symptoms of illnesses.

As well as being one of the best examples of 
show-don’t-tell marketing we’ve seen this year, 
clinic appointments rose 43.3% in the wake of 
the campaign. Here’s to good brand health.



 ‘There’s a fantastic quote from the artist 
 Hans Hofmann: “The ability to simplify 
 means to remove the unnecessary so
 that the necessary may speak.” That’s 
spot on. We’re always trying to remove
 and remove and remove. Then it’s just a 
question of holding your nerve. But it’s 
 a very fine line and if you go one notch
 beyond, you’re simplistic, not simple. 
Then there’s nothing there at all.’

Ian Heartfield, CCO, BBH London, Contagious Magazine issue 58
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A s we enter into a new decade, 

technology will continue to 
shape humanity in unprec-

edented and unanticipated ways. Whilst 
it’s impossible to predict the impact 
these innovations will have, the hope is 
that the relationship between human-
ity and technology will be harmonious. 
‘Augmented Humanity’, a term coined 
by global digital agency Isobar in 2017, 

strategies for  
 augmenting 

 humanity with 
 technology 
 in 2020 and 

 beyond...
refers to the aspiration to create new 
interactions and digital experiences that 
will benefit people, profit and the planet. 
In its third annual Augmented Humanity 
report, Isobar details five different plat-
forms exploring technology, creativity 
and purposeful change, here’s a preview.

1. Augmented Experiences 
Technology will enhance the physical 

world to create unexpected and joyful 
experiences.

Humans become agents at the centre 
of supercharged storytelling experiences 
where multiple technologies seamlessly 
(and invisibly) make the world around us 
appear alive. ‘Natural User Interfaces’ 
like touch, voice and location become 
triggers for awakening objects, animating 
surfaces and activating environments. 
Big budget immersive technologies, be it 
projections or multi-sensory devices, will 
down-scale into domestic environments. 

2. Humanising Data 
Data sets, algorithms and AI will 
become ‘humanised’ with emotion and 
personality.

Individuals will increasingly use AI and 
machine learning to help authenticate 
content, combat problematic algorithmic 
biases and add human warmth to sterile 
data sets. Technology will also be per-
ceived as becoming more in-tune with 
us with the rise of affective computing, 
which will ‘read’ our feelings and biom-
etrics to deliver more human responses, 
anticipate our needs and cater better to 
mixed abilities.

3. Socialised Commerce
Technology is putting people at the cen-
tre of how we search, shop and share.

 Where ‘inspiration’ once happened 
on social platforms and ‘transactions’ 
happened on websites, the two functions 
are now merging as social platforms 

become centralised destinations for 
a holistic retail experience. Direct-
to-consumer and peer-to-peer sales 
models are encouraging legacy brands 
to assess their own brand-merchant-
audience relationships, creating new 
kinds of retail journey.

4. Digital Kinship 
Technology will help to find and foster 
meaningful communities for everybody. 

A rise in loneliness and disintegrat-
ing trust is catalysing the emergence of 
new, niche platforms, which form more 
meaningful and closely-knit connections. 
Technology enables nuanced segmen-
tation that can better reflect real ‘com-
munity’ groups whilst allowing previously 
underrepresented or entirely new ‘tribes’ 
to come to the fore.

5. Post-Purpose Activation
Technology empowers brands to re-
discover and activate their purpose for 
impact.

Consumers believe companies have a 
duty to contribute to society and to com-
bat the world’s problems. We’re seeing 
businesses and brands create unprec-
edented allegiances and new industry 
standards to create long-term change 
that leverages technology for good. 

‘Augmented Humanity: Isobar 2020 
Trends Report’, an exploration of five 
trends for 2020 and beyond is available 
to download from isobar.com

Partner Content /



 ‘The biggest challenge facing any 
 business is being less afraid. Less 
 afraid of admitting mistakes, less afraid
of  connecting on a more human level, less 
 afraid of having a strong point of view.
This will require a lot of introspection and
 radical candour about who you are and 
what your company stands for. But once 
 you crack the code, your consumers will 
 applaud you.’

Bozoma Saint John, CMO, William Morris Endeavor, Contagious Magazine issue 58
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