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D&AD is all about the pursuit of 
creative excellence. 

For over 50 years we have been 
inspiring, enabling and celebrating the 
best work in design and advertising. 
And during this time the iconic D&AD 
Pencil has become an award that 
represents the pinnacle of creative 
excellence. 

However, a D&AD Pencil is much 
more than an award. The work that 
is entered and the feedback we get 
from our judges provide a unique 
perspective of our industry and of 
creative excellence globally. Through 
our education and professional 
development programmes this insight 
is then transferred to support the next 
generation of Pencil winners. 

Thanks to our partners BETC and C 
de C, and with the support of the EU, 
this report provides the opportunity to 
increase the value that we get from 
our Awards even further. To take a 
step back and identify themes in the 
25,000 pieces of work entered and 
consider then within a broader cultural 
context. It is the perfect example of 

our organisation’s guiding principle, 
stimulation not congratulation.

The report is not about predicting that 
by 2025 99.9% of jobs will be taken by 
robots or that the current turbulence 
being felt in our industry will lead to 
its destruction.

Instead it is about identifying macro 
trends that have influenced creative 
excellence, the impact these trends 
are having on our industry and most 
importantly the potential opportunities 
that these trends present in the 
future.  

It is therefore no surprise that the 
report points to the political, cultural, 
technological and environmental 
instability experienced throughout 
2017 as a key component affecting 
the work being made - whether that’s 
through the exploration of what it 
means to be human, the sense of 
societal uncertainty or the changes to 
information architecture. 

But perhaps most interesting are the 
questions that these trends pose for 
creative work in 2018 and beyond. Will 

our industry be called upon as much 
to create ways for brands to avoid 
political opinion, as they are to fill the 
political void? How can we respond to 
ensure creativity remains a genuine 
force for good? Will the response to 
the prevalence of purpose driven work 
see a return to humour and more 
frivolous output? How do we work 
with and challenge data to ensure 
creative excellence gives cut-through? 
And how will agencies and studios 
grasp the opportunity to move their 
services/products up the business 
value chain?

Above all else the report points to a 
need to address inertia, whether that’s 
relying on buying attention rather than 
using entertainment and meaning 
to gain it; or the assumption that 
the lack of diversity in our industry’s 
workforce is somehow not reflected in 
homogeneous output. 

I hope that you find the work 
presented inspiring, the gaps in the 
work delivered in 2017 a space to be 
filled, and the future opportunities an 
opening to deliver innovative, relevant 
and creatively excellent work. 

PAUL DRAKE 
DIRECTOR D&AD
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01 
REDEFINING  
HUMANITY
The very idea of what it 
means to be human is 
shifting and evolving.

We’re augmenting our bodies 
and brains with technology. 
We’re finding ways to improve 
our performance and achieve 
the unthinkable. And we’re 
toying with the very idea  
of reality. 

The future of humanity isn’t 
what it used to be.
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This isn’t just about cyborgs and 
body-hackers. These days, all of us 
are having our abilities boosted by 
technology. A whole host of smart 
learning algorithms are influencing our 
choices, from what we watch and read 
through to where we eat and who we 
sleep with. Voice-operated assistants, 
like Alexa, Siri and Cortana, are 
already making lives easier for over 
35 million Americans1.  

Outsourcing tasks to machines is 
no longer the stuff of science fiction; 
it’s becoming the everyday reality 
for everyone. A recent study reports 
that 57% of consumers expect voice-
activated smart assistants to have an 
impact on their daily lives by 2020. 
ComScore predicts that in the very-
near future 50% of all searches will be 
done by voice. That’s not unrealistic 
when you consider that globally 7.5 
billion active devices are expected 
to have a built-in digital assistant by 
2021. No wonder the AI industry is 
growing at such a rapid pace. 

of consumers expect voice-activated 
smart assistants to have a major or 
moderate impact on their daily lives  
by 20202

57%

ComScore predicts that by 2020  

50%
of all searches will be done by voice3

Globally,

7.5bn
active devices are expected to have a 
built-in digital assistant by 20214

Investment in AI grew an incredible

746%
(to $2.4 billion) between 2011  
and 20155

DIGITAL  
OUTSOURCING

REDEFINING  
HUMANITY

1 eMarketer April 2017
2 Salesforce: State of the Connected Customer Report 2016
3 ComScore
4,5 Ovum: Virtual Digital Assistants To Overtake World 
Population By 2021
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We’re challenging conventions of 
what gender, age, race and disability 
mean. Consumers and brands are 
embracing a new normal, giving 
underrepresented communities a 
voice they’ve been so-far denied. 

Adverts are increasingly featuring 
gender-blending; turning traditional 
masculine and feminine roles on 
their heads. Beauty brands are 
celebrating the attractiveness of 
everyone, featuring models of every 
shape, size and colour. Fitness 
brands are making bold statements 
by creating collections for the 
physically disabled, workout wear 
for Muslim athletes and placing 
ads with transgender models in the 
pages of Playboy magazine. 

Contrary to the divisive trend within 
global politics, brands are embracing 
a vision where everyone is equal, 
regardless of their difference. 

DEMOGRAPHIC  
DISRUPTION

Getty images no 
longer accepts 
retouched images 
of models

Nike becomes 
the first large 
sports brand 
to offer a 
sportswear hijab

An increasing 
number of brands 
such as Toca 
Boca create 
gender neutral 
products
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HUMANITY
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Self-improvement is now reaching 
dramatic new levels. It now goes way 
beyond being a gym bunny or a book 
worm, to pushing the boundaries of 
humanity itself. 

Our media channels are filled with 
extraordinary stories of superhuman 
endurance and physical achievement. 
It seems that our assumptions were 
merely limitations holding us back 
from what we are truly capable of. 

Extreme sportspeople are regularly 
performing feats we never thought 
possible. And some people are 
going as far as to modify themselves 
through gene therapy or body hacking 
to become more than human. The 
real limitation appears to be our own 
imagination.

Body hackers 
are exploring 
new ways to fuse 
technology and 
biology

A Swedish train 
service, SJ, is 
allowing people 
to use biometric 
implants as tickets

The Cyborg 
Foundation is 
set up to protect 
cyborg rights

BECOMING  
SUPERHUMAN
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The shifting understanding of 
humanity is changing people’s 
expectations and behaviour. And 
commercial creativity - especially 
advertising - is being forced to adapt 
to remain relevant. Tech-empowered 
humans are forcing the industry to 
raise its game and create content 
that’s desired rather than ignored, 
skipped or blocked. And that’s an 
increasingly difficult ask. The use of 
ad-blockers surged by 30% in 20161 
and Apple even added an automatic 
ad-blocker to their Safari web 
browser. The classic one-size-fits-all 
approach to advertising is long gone. 

The industry now has to constantly 
evolve if it wants to keep pace with 
its ever-changing audience. 

Digital media continues to develop 
new ways to connect with users, 
which is changing the very structure 
of the advertising industry at an 
unprecedented pace. Many of these 
new channels are blurring the lines 
of what’s advertising and what’s 
product. Or content. Or service. Or 
culture. It can be hard for the industry 
to keep up. You don’t just need to 
know about the new channels that 
are entering the market, you also 

need to know about the ones that 
are losing popularity and slipping 
into obscurity. These changes affect 
D&AD as well. Our Mobile Marketing 
award, which was introduced in 
2012 has already been disbanded, 
reflecting the fact that it had become 
increasingly difficult to judge work 
that focused on a specific platform.  

However, it is in times of turbulence 
when creativity demonstrates its 
value as the most powerful tool 
for businesses to differentiate 
themselves and stay relevant.

THE IMPACT ON 
THE INDUSTRY

of companies believe there is 
a strong connection between 
creativity and business results4

82%

Data-driven companies have  
outperformed the S&P Index by

219%
over 10 years2

Companies that foster  
creativity enjoy,

1.5x
greater market share3

1 Business Insider 2017
2,3 Adobe: Creative Business 2015
4 Forrester: The Creative Dividend 2014

REDEFINING  
HUMANITY
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Air-Ink 
Agency: Marcel Sydney
Client: HEINEKEN Asia Pacific Pte. Ltd.

AWARD WINNING 
EXAMPLES

Tiger Beer turns pollution into ink

Air pollution is a global problem. 
In Asia, it impacts Tiger Beer every 
day. In fact, 62% of Tiger sales come 
from exposed street venues. As a 
proud supporter of street culture 
and sustainability, Marcel Sydney 
decided to use the problem to fight 
the problem. They developed Air-Ink, 
the first ink made from air pollution. 
Devices were developed to capture 
soot from vehicle exhausts. This was 

turned into safe, high-quality ink. 
Air-Ink pens and markers were sent 
to street artists around the world. 
To date, 770L of Air-Ink has been 
made, preventing over 20,000hrs of 
CO2 entering the air.

Make a Masterpiece 
Agency: Goodby Silverstein & Partners
Client: Adobe

Recreating lost masterpieces

With their “Make a Masterpiece” 
campaign, Goodby, Silverstein & 
Partners challenged four digital 
artists to take lost masterpieces 
by Caravaggio, Rembrandt, Kahlo 
and Vermeer and re-create them 
using only Adobe Stock images. 
The result was re-creations of 
lost masterpieces—made from 
thousands of stock photos—that 
could pass for the originals. 

REDEFINING  
HUMANITY

9
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OPPORTUNITY ONE  
INSPIRING  
HEALTHIER HUMANS
As we explore what it means to be 
human, individuals are investigating 
how they can be the best version of 
themselves in a whole new context. 

However, for many people the 
desire to improve their health 
and fitness is undermined by the 
stronger drive of laziness. The 
settee is just a far more attractive 
option than the gym. So brands 
are stepping in to offer exciting 
and innovative ways for people 
to boost their wellness. They’re 
offering better experiences that are 
more motivating and rewarding. By 
rethinking the traditional approach 
to health and fitness, brands are 
helping to transform people’s lives 
in innovative ways.

Nike Unlimited Stadium 
Agency: BBH Singapore
Client: Nike

Nike Unlimited is a full-sized LED 
running track that brings to life the 
saying that “An athlete’s greatest 
competition will always be himself.” 
Individuals can race against an 
avatar of themselves, pacers, 
Nike athletes or record breaking 
performances. Or they can use 
training programs corresponding to 
the eight fundamental training runs. 
It keeps track of your progress and 
gives lap-by-lap feedback. Although 
the experience can only be enjoyed 
by a few people, the power of 
storytelling helped the idea spread 
to an engaged fan base.

REDEFINING  
HUMANITY

10

https://www.dandad.org/awards/professional/2017/outdoor-advertising/25722/nike-unlimited-stadium/
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Responsibly the beer 
Agency: McCann Worldgroup Italy
Client: Ubrew

Drink Responsibly

The craft brewery, Ubrew, put the fun 
into making the health conscious 
choice of a low-alcohol beer by 
naming their product ‘Responsibly’, 
This means that every other beer 
brand advertises their product for 
them with their mandatory health 
warning ‘Please Drink Responsibly’. 

Singtel Data ExStream 
Agency: Ogilvy & Mather Singapore
Client: Singtel

Realtime vision replacement
In 2016, Singtel wanted to prove 
the streaming speed of their brand 
new Tri-band 4G+ network. Ogilvy & 
Mather Singapore created a head-
mounted device that used one 
smartphone to broadcast live video 
across their super-fast network to 
another smartphone directly behind. 
They then filmed some challenges 
that rely on fast reaction times - 
from a child playing whack-a-mole 
to a racing driver doing high-speed 
manoeuvres on the city’s streets. If 
there was any delay or glitch, it could 
end in disaster. The risk paid off. 

humanLIMITS
Agency: Uproxx Media
Client: MillerCoors

Inspiring humans

Uproxx Media found that raising 
larger cultural questions within the 
context of intimate stories is the 
mechanism by which our stories 
catch fire. humanLIMITS tells stories 
of inspirational humans pushing their 
physical and mental boundaries to 
the “limits.” Aligning perfectly with 
Coors Light’s ethos and Climb On 
messaging, humanLIMITS aims to 
inspire audiences to overcome their 
own obstacles and question the limits 
we as humans put on ourselves. 

REDEFINING  
HUMANITY
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https://dandadimpact.com/winners/2017/?id=181
https://www.dandad.org/awards/professional/2017/digital-marketing/26360/singtel-data-exstream/
https://www.dandad.org/awards/professional/2017/branded-content-entertainment/26007/humanlimits/
https://www.dandad.org/awards/professional/2017/branded-content-entertainment/26007/humanlimits/
https://dandadimpact.com/winners/2017/?id=181
https://www.dandad.org/awards/professional/2017/digital-marketing/26360/singtel-data-exstream/


OPPORTUNITY TWO  
DRIVING EQUALITY
Brands have begun to increase 
the sprinkling of diversity into their 
campaigns, carefully selecting 
models to make sure that they’re 
ticking the right gender, race or 
religion box. That’s a start. But it 
doesn’t get to the deeper issues 
that need to be addressed. You only 
have to switch on the news to see 
that we’re still a long, long way from 
every individual being equal. 

Many of the most striking pieces 
of creative work are focused on 
empowering these underserved 
and underrepresented groups. And 
they’re doing it with actions, not 
just words. They’re providing tools, 
support, technology and assistance 
that goes way beyond the remits 
of a campaign to address genuine 
needs. Long may it continue! 

DOT. The First Braille Smartwatch.
Agency: Serviceplan/Serviceplan Korea
Client: Dot Incorporation

Giving time to blind people
Existing digital Braille timepieces 
are bulky and expensive. They 
weigh around 2kg and cost $3,000 
to $15,000. This makes them 
unaffordable to the majority of blind 
and visually impaired people, so only 
5% own such a device. Serviceplan 
Korea’s objective was to develop a 
practical and affordable solution. 
And what they created was beautiful 
too. 

REDEFINING  
HUMANITY
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Powered by Respect
Agency: Globo TV Network
Client: The Rodrigo Mendes Institute

Racing minds
In Brazil, the Globo TV Network did an 
extraordinary world first. They used 
technology to enable a tetraplegic 
to drive a Formula 1 car using only 
cerebral commands. Obviously this 
attracted a lot of attention. And they 
used that to help draw attention to 
equality in education for people with 
disabilities.  

Girl Emojis
Agency: Leo Burnett Chicago
Client: Procter & Gamble

Female emojis
As people increasingly rely on 
emojis to help them communicate, 
it became clear that there was a 
distinct male bias to the visual 
language. The team behind Always’ 
successful #LikeAGirl campaign 
took it upon themselves to redress 
the imbalance. They introduced 
a suite of female emojis that are 
helping to change the visual lexicon 
and give girls an equal voice.

Theater For All Ears
Agency: Leo Burnett Tailor Made
Client: Samsung

Helping the deaf enjoy theatre

The theatre has never been the most 
welcoming environment for deaf 
people. Without the ability to hear 
or lip-read the actor’s dialogue, the 
production becomes unintelligible. 
Leo Burnett Tailor Made worked 
with Samsung to give deaf theatre-
goers live subtitles using simple VR 
technology.  

01 
REDEFINING  
HUMANITY
This trend is a massive 
opportunity for brands to 
play an active role in creating 
a better world. Changing 
perceptions and striving 
for equality, fairness and 
opportunities-for-all is a 
mission that’s more important 
than ever. However, this trend 
also raises some questions 
that most companies will be 
uncomfortable with: how far 
should the fusion of brand, 
product and biology go? 
Is the world prepared for 
surgically implanted credit 
cards? Maybe not quite yet. 
But that may change pretty 
quickly.

REDEFINING  
HUMANITY
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https://www.dandadimpact.com/news/poweredbyrespect/
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https://www.dandad.org/awards/professional/2017/digital-marketing/26379/girl-emojis/
https://dandadimpact.com/winners/2017/?id=155
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02 
FRACTURED 
SOCIETY
The world is in a serious 
state of flux at the moment. 
Every day newspapers 
publish stories about political 
tensions, economic disruption 
and social unrest. These 
moves are making lives more 
difficult for many people, 
creating social divisions and 
fuelling hatred. This is an 
opportunity for brands to 
show that they’re interested 
in more than just making 
profit from their customers.
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Over the past 18 months, a new 
brand of divisive politics has 
polarised the views of the masses. 
It’s created public disagreements, 
it’s divided friends and it’s torn apart 
families. 

From Brexit and Trump to the 
Spanish referendum and Brazil’s 
impeachment scandal, political 
figures are causing upheaval all 
over the world. Their actions are 
sparking unrest, protests and rallies 
from both sides of the divide. Civic 
division and political uncertainty are 
the new spirit of the age.

We currently have the highest number 
of people displaced from their homes 
since World War II - nearly

1%
of the global population1

American Republicans have  
become increasingly skeptical of

free 
trade
leading to the rise of isolationism

It’s estimated that a record

2million
people around the world actively 
protested against President Trump on 
his inauguration day.2

THE GREAT  
DIVIDE

FRACTURED 
SOCIETY

1 Business Insider 2017
2 The Guardian 2017
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Not everyone wants to fight for 
social justice. Faced with the current 
tensions, there are those who’ll 
prefer to stay in safe territory based 
around their beliefs, behaviours or 
need to belong. 

A 2016 poll across 10 European 
countries found that 56% of 
consumers agreed that ‘our country 
should deal with its own problems 
and let others deal with theirs’. 
Meanwhile, others look more broadly 
to their position within the global 
picture. 

Further polarity comes to light when 
studies show that 58% of Americans 
say diversity makes the US a better 
place to live1, all while a president 
who to many appears focused on 
isolationism sits in the Oval Office.

6/10
Americans say increasing diversity 
makes the country a better place  
to live2

Those with more education are

more 
likely 
A 2016 poll in 10 European  
countries found that

56%
of consumers agreed that ‘our country 
should deal with its own problems and 
let others deal with theirs’4

HIDE AND  
SEEK

FRACTURED 
SOCIETY

to see growing diversity as a  
positive force3

1,2,3,4 Pew Research Center, Global Attitudes Survey
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People will all say that they want the 
truth. And most people think they’re 
getting it.  

However, whilst technology is 
providing new forms of accessible 
opinion it is also supplying us with 
filtered and skewed content based 
on our previous behaviour and the 
activities of those we’re connected 
to. 

This filter bubble affects the views 
and stories we’re exposed to. The 
fact that white Americans have 90 
times more white friends than they 
have black, Asian or hispanic friends, 
shows how easy it is for views to be 
reinforced. And when 61% of web-
using millennials report getting their 
political news on Facebook (with 
CNN a distant second at 44%) it’s 
clear that there’s an information 
challenge that needs to be dealt 
with.

White Americans have

90x
more white friends than they have 
black, Asian or hispanic friends1

ECHO 
CHAMBER

FRACTURED 
SOCIETY

61%
of web-using millennials report getting 
their political news on Facebook2

Only

26%
of Millennials name government and 
politics as one of the three topics they 
are most interested in3

1 Washington Post 2014
2, 3 Pew Research Center
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In these tumultuous times, the role 
that businesses play within society, 
the economy, the environment 
and culture has never been more 
important. Brands - and the 
agencies that produce work for 
them - have an opportunity as well 
as a responsibility to use creativity 
as a force for good. Success can be 
measured in social impact as well as 
profitability.  We’re continuing to see 
a surge in brands creating work with 
a purpose, which was demonstrated 
by the prevalence of Awarded work 
in 2017 that sought to have impact 
beyond the bottomline.

However, this approach has to 
be applied with sensitivity. While 

consumers are willing to pay more 
for a brand they believe has positive 
values, 45% report being “very 
skeptical” of any brand that claims 
to support good causes1. If you do 
it cynically, it can backfire badly. And 
when it goes wrong, it goes very, very 
wrong, as some brands found out 
this year. The old days of marketing 
being a one-way broadcast are over. 

These examples all show the power 
of outraged communities with strong 
beliefs. Brands need to respect that. 
They need to understand that the 
best role they can play is to enable 
passionate communities rather than 
attempt to get attention by piggy-
backing on their cause.

THE IMPACT ON 
THE INDUSTRY

FRACTURED 
SOCIETY

The Pepsi challenge
When Pepsi attempted to ride on the 
back of the Black Lives Matter protests, 
it attracted all the wrong attention. Their 
ad, fronted by Kendall Jenner, missed the 
mark spectacularly and ended up being 
pulled almost as soon as it was launched. 
But the internet doesn’t let anything 
escape that easily. It’s a case study of how 
brands need more sensitivity and respect 
when dealing with causes that people care 
about.

Bad interpretation 
Although Dove have a long heritage of 
supporting freedom of expression and 
equality, an unfortunate edit of one of their 
ads caused a flood of criticism. The edit, 
which appeared to show a black woman 
peeling off an outer layer to reveal a white 
woman attracted accusations of cultural 
insensitivity on social media. The out-
of-context snippet resulted in a negative 
outcome for their positive message.

Confronting the bull 
After winning a host of awards for Fearless 
Girl (including a D&AD Impact Pencil), 
State Street Global Advisors ended up at 
the centre of a very public $5m lawsuit. 
After attracting praise for championing 
equal opportunities for women, they were 
accused of not paying their female staff 
the same as men. This highlighted that a 
company has to truly live by their cause 
before they have any permission to talk 
about it. 
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OPPORTUNITY ONE  
OPINIONATED 
BRANDS
In such turbulent times, it’s harder 
than ever for brands to remain 
relevant. However, the growing void 
between an alienated public and 
ineffective government intervention 
presents creative opportunities for 
brands brave enough to step in.

THE PRIDE & POLITICS REPORT 
STATED THAT 43% OF BLACK 
PEOPLE QUESTION WHETHER THE 
COUNTRY WILL EVER MAKE THE 
CHANGES NECESSARY FOR BLACK 
PEOPLE TO HAVE EQUAL RIGHTS 
WITH WHITE PEOPLE.1   

Having an opinion on a subject - or 
standing firmly behind a political 
cause or viewpoint - is an effective 
way to cut through in a noisy media 
landscape. This is uncharted territory 
for many brands, but apathy and 
silence is no longer a safe option. As 
a brand, no comment often equals 
compliance. This is something Uber 
discovered in January, when they 

attempted impartiality in the midst 
of the taxi strike at JFK airport 
over the US immigration ban. This 
resulted in the #DeleteUber social 
media campaign which contributed 
to 500,000 accounts being deleted 
in just 2 months.  

These issues often don’t give 
you much time to mull over your 
response, either. So it’s a good 
idea to have a strategy to deal with 
events and respond appropriately. 
As Dove and Pepsi experienced, it’s 
important to stay consistent with 
your message across every channel 
and vital to avoid faux-empathy. You 
need to select your battles and either 
go all in, or choose to purposely 
stay out of the conversation. A 
decisive opinion may lose you some 
consumers but on the other hand, it 
can attract new ones and strengthen 
the relationship with your most 
passionate audience.

FRACTURED 
SOCIETY

1 Pew Research Center The Pride and Politics Report 2016
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Make Love Not Walls
Agency: Anomaly
Client: Diesel

Demolishing divisions
Diesel created their ‘Make Love Not 
Walls’ campaign to break down the 
symbolic and physical walls that 
separate people. They brought this 
to life with storytelling across media 
channels and a series of global 
actions. All done in Diesel’s bold 
and flamboyant style.

All That We Share
Agency: &Co./NoA
Client: TV2

Common people
Danish television channel, TV2, ran 
an experiment to communicate their 
new inclusive programming strategy. 
The ‘All That We Share’ campaign 
featured 10 groups of very different 
Danes who ended up finding how 
much they really had in common. 
It was shared more than 6 million 
times and had an impact all over the 
world. 

GAYNZ
Agency: TBWA\Melbourne
Client: ANZ

Banking with pride

One of Australia’s biggest banks, 
ANZ, celebrated 10 years of 
supporting Sydney’s Gay and 
Lesbian Mardi Gras by changing 
their identity for the cause. They 
temporarily became GAYNZ, turning 
an entire bank branch into a canvas 
for diversity, inclusion and respect.

FRACTURED 
SOCIETY
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Year In Search 2016
Agency: 72andSunny
Client: Google

Search results
Google also managed to reference 
the maelstrom of global mayhem 
without expressing a personal 
viewpoint. Their ‘Year in Search’ 
films are powerful history lessons 
on the dark and light sides of 2016. 

Thanks, 2016. It’s been weird.
Agency: Spotify
Client: Spotify

Background music  
Spotify must have felt they couldn’t 
afford to take a political stance. So, 
instead, they took a wry angle on the 
geo-political rollercoaster that was 
2016 with an unusual campaign 
that was a hit with copywriters and 
the public alike. It tapped into the 
bemused feeling that many people 
experienced, without passing 
judgment. 

FRACTURED 
SOCIETY

But it’s still possible to make a 
statement by keeping out of the fray.
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OPPORTUNITY TWO  
MOVING THE  
MORAL COMPASS
The entire communication industry 
is built on the power of persuasion. 
Some brands are using this power 
to address bigger issues than 
shifting more products; they’re using 
it to positively influence people’s 
opinions and behaviour. They’re 
breaking through their audience’s 
filter bubble to present them with 
some tough truths and encourage 
them to take appropriate action. 
This is about changing the world for 
the better, rather than just a balance 
sheet. Reword

Agency: Leo Burnett Melbourne
Client: Headspace

Beating the bullies
Every year 463,000 young people 
are bullied online in Australia. 
And 78% of them are between 10 
and 15 years of age. Leo Burnett 
Melbourne took it upon themselves 
to do something about this by 
creating ‘Reword’, a tool that helps 
prevent online abuse by identifying 
insulting statements in real-time. 
It acts as an educational tool that 
helps develop socially responsible 
behaviour before adolescents slip 
into bad habits.

FRACTURED 
SOCIETY
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Brave your Bias
Agency: MEC Global
Client: Advertising Week

Uncovering prejudice
The problem with prejudice is that 
many people don’t believe they have 
any. So, as part of Advertising Week 
New York, MEC Global created the 
‘Brave Your Bias’ Facebook bot to 
reveal people’s unconscious bias. 
It revealed their hidden prejudice 
around gender, race and age and 
gave them tips on how to deal with 
it effectively.

Welcome to My Neighborhood
Agency: VML
Client: Youth Ambassadors 

Truly awful children’s stories
To give privileged Americans and 
policy-makers a better understanding 
of the issues of inner-city children 
growing up around drugs and 
violence, VML created a rather 
disturbing children’s book for Youth 
Ambassadors. It featured three true 
stories told by the actual children. 
And it was illustrated in the style of 
a classic children’s book.

Displaced
Agency: Vrse.Works
Client: New York Times

In a refugee’s shoes  
To give their audience a better 
understanding of the lives of 
refugees, the New York Times created 
the ‘Displaced’ VR experience that 
immersed viewers in the realities 
of a refugee’s world. It followed 
the lives of three of the world’s 30 
million child refugees, using the 
immersion of VR to give people an 
experience that traditional editorial 
never could.  
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http://www.adweek.com/brand-marketing/mec-calls-ad-industry-confront-their-biases-new-movement-173696/
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03 
ACCESS ALL 
AREAS
Digital channels have entirely 
changed the way people 
access information. And 
generally for the better. What 
would previously have taken 
an afternoon in the library 
can now be done in minutes 
in your pyjamas. But these 
developments can leave many 
people and brands confused. 
The never-ending introduction 
of new platforms and the 
continual evolution of old 
platforms makes it hard to 
know how to engage with an 
audience on the move.
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With a rising level of public distrust 
in governments, institutions and 
brands, consumers are taking to 
the internet to seek out their own 
truth (or what passes for it). Search 
engines, citizen journalism and 
social media are influencing people 
more than ever before. And - more 
than that - the internet is allowing 
people to mobilise, form support 
groups, collectively solve problems 
and hold organisations to account 
like never before. 

The number of people funding journalism 
projects on Kickstarter rose from

25,651
in 20151

Between 2005 and 2015, the number 
of newspaper journalists fell by 2

38%
In the same time period, the number of 
online journalists 3

trebled

SELF- 
SERVICE   

ACCESS  
ALL AREAS

792
in 2009 to 

1 Pew Research Center 2016
2, 3 Columbia Journalism Review 2016
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Uber, Volkswagen, Samsung, 
United Airlines and several other 
multinational brands faced major 
scandals in 2017. In many of these 
cases, it was everyday people that 
discovered the truth, recorded 
incidents on their phones and 
disseminated it to the wider world. 
The internet has handed power 
to the common people and those 
people can bring even the biggest 
institution to its knees. The old world 
of trying to control information is 
long gone. Studies show that nearly 
all consumers will be more loyal to 
a brand if the brand is transparent 
to them.

THE MIGHTY  
FALL 

ACCESS  
ALL AREAS

of consumers are more likely to be  
loyal to a brand with it commits to  
being fully transparent1

94%

of millennial mums would be willing 
to pay more for a product that’s fully 
transparent2

86%

would be willing to sample a brand’s 
entire range of products if they were 
comfortable with its degree  
of transparency3

81%

1,3 Inc. 2016
2 Forbes 2017
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The rate at which the world generates 
data is only continuing to accelerate. 
According to IBM, 90% of the available 
data in the world today was created 
in the last two years. This can offer 
amazing opportunities to develop 
products that people want and 
need. Especially when people are 
increasingly expecting timely and 
relevant information. But it also 
comes with clear challenges. You 
need to be able distinguish the 
valuable information from the noise. 
You need to be able to keep up with 
the constant technical developments. 
And you need to know how to avoid 
data-driven decision-making that can 
lead to a predictable and myopic view 
of the world. 

WOOD FOR  
THE TREES

ACCESS  
ALL AREAS

of the available data in the world  
today was created in the last  
two years1

90%

Consumption of content on  
Facebook has risen 

57%
in the last 2 years2

Only 

45%
of marketers think that their  
Facebook efforts are effective3

1 IBM Marketing Cloud 2016
2 HubSpot, 2016
3 Social Media Examiner, 2015
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As people’s lives get busier, their 
attention spans get squeezed. For 
the hyper-busy, even three seconds 
is too long to wait, as 53% of visits 
to mobile sites are abandoned if 
they take longer than this to load. 
Communication between everyone 
- whether friends, family or brands 
- is becoming about grabbing micro-
moments of attention and finding 
the perfect time, place and context 
to get the biggest impact. Smart 
brands, like NBC, are catering for 
this and benefiting accordingly. 

MICRO- 
MOMENTS

ACCESS  
ALL AREAS

of visits to mobile sites are  
abandoned if they take longer  
than 3 seconds to load1

53%

In the past two years, content 
consumption on Twitter has  
increased 3

25%

Every second

8,796
photos are shared on Snapchat2

NBC micro-news 
broadcasts 
on Snapchat 
attracted over 29 
million viewers in 
the first month. 

1 Google Data 2016
2 Business Insider 2015
3 HubSpot 2016
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One of the consequences of today’s 
accelerated pace is that people’s 
time and attention are getting 
squeezed. So measurement has 
become increasingly important to 
quantify every little available bit of 
it. But not all metrics have equal 
value. Spreadsheets of figures 
may help people look as if they’re 
being responsible but they can 
distract from the important criteria. 
The current focus on immediacy, 
connectedness and personalisation 
can cause clients to overlook the 
power of a truly brilliant idea and 
a race to the bottom in terms of 
creative execution. 

Big Data has been the darling of 
media buyers for nearly a decade. 
It’s led to the current system 

of programmatic auctions and 
automatic buying systems, which 
means that most media is not seen 
or vetted before being bought. The 
context of a message affects the 
way it is received and interpreted. 
The media you use says something 
about your brand. The science of 
optimisation and efficiency has 
become the spirit of the age. Metrics 
such as fill rates, completed views, 
clicks and impressions have become 
the de-facto measure of success.

For many, the science of data 
targeting and media buying has 
replaced the emotional resonance 
of creativity. 

The focus on short-term results is at 
odds with long-term brand-building. 

It’s causing a disproportionate 
focus on select platforms that can 
‘guarantee the audience for the right 
price’. Which means advertisers are 
relying on paid-for support to get the 
required cut-through rather than on 
a great creative idea and execution. 
Unsurprisingly, this causes much 
creative output to become formulaic, 
predictable and homogenous.

The effect is being felt inside many 
agencies too. Creative work is being 
judged by these mathematical 
criteria rather than genuine human 
impact. The metrics are making it 
into the briefs and, naturally, that’s 
having an effect on the work. 

Alongside changes in the way 
audiences consume media (and the 

trend towards less creative time on 
briefs) this rational focus is making 
it increasingly harder for creatives 
to produce work that captures an 
audience’s imagination.

The drive towards measurable 
performance and tighter budgets 
can also result in ethics being 
pushed aside. Many tech companies 
are continuing to operate using 
the ‘black box’ approach; keeping 
clients in the dark about how they 
operate and how they measure 
success. But recent scandals such 
as click-bots, fake impressions, and 
non-brand-safe environments have 
called the automated ad-buying 
approach into question. One such 
instance, the ‘Methbot’ attack, stole 
up to $5m a day by tricking buying 

THE IMPACT ON 
THE INDUSTRY

ACCESS  
ALL AREAS
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algorithms (this is especially striking 
when you understand that creative 
budgets have been reallocated to 
media buying in recent years). 

These developments have led 
89% of marketers to state that ‘ad 
tech’ companies can do more to 
improve transparency1. In reaction 
to pressure from clients, Twitter 
announced its intention to improve 
transparency in their ads. And a 
whole industry is springing up just to 
tackle the problem of fraud and fake 
inventory.

Data and targeting offer the 
possibility to tailor messages 
to specific audiences and even 
individuals. But it’s hard to do 
that effectively without sufficient 

human involvement. Assets that are 
automatically generated by machines 
naturally decrease the level of craft, 
empathy and humanity. Nuanced 
work is hard to reproduce at scale. 
And the current market seems to 
be more interested in getting the 
message to the right people at the 
right time for the right price than it is 
about getting the message right in 
the first place.

Finally, the focus on data, 
optimisation and the power of 
machines can overshadow the most 
important assets in the industry: 
the creative talent. As much as we 
like to think that computers can’t 
replace creative abilities, who knows 
what may come. There have already 
been forays into machine creativity. 

This year McCann Japan unleashed 
an AI Creative Director on one of 
their campaigns. If this approach 
proves to increase effectiveness, 
it could potentially have a massive 
impact on the industry. 

But, regardless of how much 
technology you add to the advertising 
ecosystem, the work that will 
continue to get noticed and pick up 
awards, is the work that entertains, 
engages and truly connects with 
humans. And that is the product of 
creative ability not an algorithm. 

ACCESS  
ALL AREAS

1 Digiday Research 2017
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OPPORTUNITY ONE  
SUBVERTING THE 
CHANNELS
With new technology and channels 
being introduced all the time, 
there are always new outlets for 
creative ideas. Most people take 
these developments and use 
them as instructed. But, as ever, 
breaking the rules gets you more 
attention than obediently following 
them. The approaches that really 
stand out are the ones that screw 
with the technology rather than 
adhering to the instructions. With 
this attitude, even a climate of 
clicks, metrics and views becomes 
a world of opportunities to earn a 
disproportionate share of attention. 

LandCruiser Emergency Network
Agency: Saatchi & Saatchi Sydney
Client: Toyota Australia

Emergency signals
Over 65% of Australia has no mobile 
phone signal, making the outback 
one of the most dangerous mobile 
black-spots in the world. Saatchi & 
Saatchi Sydney developed technology 
to turn Toyota LandCruisers, 
Australia’s most popular 4x4s, into 
a roving communications network. 
They created a simple, inexpensive, 
signal-providing device with a range 
of up to 25km. Together these 
devices create a store-and-forward 
network of emergency signal that 
anyone can access using an ordinary 
mobile phone.

ACCESS  
ALL AREAS
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Donate the Bars
Agency: J. Walter Thompson Brasil
Client: Atados

Using wasted space
One in six YouTube videos has black 
bars due to narrow aspect ratios 
and vertical videos being uploaded. 
J. Walter Thompson in Brazil saw 
this as an opportunity and created a 
site where people could donate their 
unused video space to NGOs. This 
created free media space for good 
causes. 

Drag, Drop and Go
Agency: Uncle Grey
Client: Cheapflights

Beyond banners
The brilliant Drag, Drop & Go 
campaign for Cheapflights by Uncle 
Grey used banners to add useful 
functionality for their audience. 
When users were reading about their 
favourite artists online, they could 
simply drag an image from the article 
on to the banner, find out where 
the artist was playing next and see 
flights that would take them there. 
Turning a banner into a tool took the 
engagement through the roof and 
multiplied visits to the Cheapflights 
site.

#20MinutesofActionforChange
Agency: J. Walter Thompson Canada
Client: Todd Minerson

Turning the deplorable into an 
opportunity
Taking the despicable phrase one 
father used to describe his son’s 
sexual assault, J. Walter Thompson 
in Canada created the amazingly 
positive #20MinutesOfAction4Change 
campaign. They created a campaign 
encouraging fathers to spend 20 
minutes with their sons to talk about 
sexual consent. And, instead of 
spending money on media to promote 
the activity, they convinced over 
100 brands to donate their social 
channels for 20 minutes to help get 
the message out to their audiences.

ACCESS  
ALL AREAS
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OPPORTUNITY TWO  
REDEFINING THE 
CHANNELS
Frustrated by the confines of tried 
and tested processes, channels 
and platforms, creatives are taking 
the opportunities to find their own 
ways to be more effective. They’re 
differentiating their work by raising 
production values above the glut of 
averageness and creating unique 
ways of distributing their content. 

This is as much about reinvention 
as it is about invention. For example, 
even though many were predicting 
the internet would be the death of TV, 
we’ve recently seen a renaissance 
in television programming. The truth 
is, the old media channels aren’t 
going anywhere fast. Especially 
when they’re successfully embracing 
digital opportunities themselves. 

It’s predicted that by 2021 82% of 
global internet traffic will be video1.  

Agencies are using their creative 
capital to take brands to new 
territories. They’re crafting compelling 
stories to create documentaries, 
avant-garde shorts and even full-
length feature films. They’re taking the 
content they create and repurposing 
it in compelling ways to work across 
a multitude of platforms.  

It’s no longer about using channels 
in the traditional way, limiting 
yourself to the channels that exist or 
confining yourself to a single outlet. 
The way you use media can be just 
as creative as the execution.

My Mutant Brain
Agency: MJZ
Client: Kenzo

Outlandish style
Fashion brand, Kenzo, has made 
a name for itself with outlandish 
films, such as My Mutant Brain and 
Snowbird. Their agency, Framework, 
enlists the help of top talent, like 
Spike Jonze, to create content that 
stands head and shoulders above 
anything else. 

ACCESS  
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1 Business Insider 2017
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Road Trip
Agency: adam&eveDDB
Client: H&M

Fashion show
Adam&eveDDB created a web series 
for H&M, featuring David Beckham 
and Kevin Hart on a road trip. The 
long-form documentary content 
was essentially a TV show that was 
published on YouTube.

Never Alone
Agency: AMVBBDO
Client: Diageo

Tackling bigger films
In 2016, AMV BBDO created the 
beautiful film, Never Alone, for 
Guinness. It told the tale of a 
prominent Welsh rugby player coming 
out as gay. It was shown on TV as a 
brand film. But this was, in fact, just a 
trailer for a longer documentary that 
was hosted on YouTube.

ACCESS  
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If there’s one overall message from 
this report, it’s that the industry is 
being forced to respond to change: 
changes in technology, in media 
channels, in global politics and even 
in how humans view themselves. 
The majority of agencies will see 
these developments as threats. All 
their energy will go into defending 
their position and digging in harder 
as they struggle to remain relevant. 
The wise ones will see opportunities 
instead. They’ll apply creativity 
at a business level to break new 
ground and invent the future. It’s 
this positive attitude that’s leading 
to many of the most awarded pieces 
of work.

The shifting landscape is also 
polarising clients. Most are continuing 
to only talk about themselves and 
their product. But bolder clients are 
seizing the opportunity to be more 
socially engaged, to have a relevant 
voice in the world and to lead people 
to a brighter future. That approach 

is earning them a higher share of 
attention and building a stronger 
bond with their audience. 

Creativity often manifests itself 
as a reaction against mass 
behaviour. And currently there is no 
shortage of issues to react against: 
industry metrics, social injustice, 
environmental irresponsibility and 
automation are just a few. Along with 
the ever-present mass of formulaic 
ideas and low quality content. These 
are truly exciting times filled with 
great opportunities for the broadest-
minded agencies and brands. These 
are the ones who will continue to 
shine at the D&AD Awards. And we’re 
really looking forward to seeing the 
work they show us in 2018. 

CONCLUSION
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CREATE  
SUPERHUMANS
Use technology to give 
people powers they didn’t 
previously have. Help them 
accomplish the unthinkable 
and raise their sights to new 
possibilities.

THE BIG  
TAKEAWAYS  

FIGHT FOR JUSTICE 
AND EQUALITY
As enlightened humans, we 
believe that all people are 
equal. Yet society, business 
and politics don’t currently 
reflect that. Take on the 
cause.

UNITE THE 
DIVIDED
The last couple of years have 
seen rising divisions in the 
West. Instead of ignoring the 
divisions you can bring people 
together to fight ignorance.

HAVE A  
VOICE
Staying silent doesn’t mean 
you’re staying out of an issue. 
It just means you’re not 
supporting the right thing. 
Stand up and make yourself 
heard. 

ABUSE THE  
TECHNOLOGY
Everyone else is using stuff 
the way it’s supposed to be 
used. That doesn’t get you 
noticed. Be creative with the 
tech that’s stifling creativity.  

LOOK BEYOND  
THE CHANNELS
If the current channels aren’t 
giving you what you want, 
create your own. Grow your 
own audience. Do the stuff 
no publisher or broadcaster 
would allow you to do.  

01 02 03

04 05 06
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Cover, 3, 36, 35, 37 
- Perfume, Impact 
BBDO Dubai

Cover, 2, 14, 36, 37 - 
Nike AIR MAX 2017, 
Zelig Sound

Cover, 2, 19, 37 - 
Make Love Not Walls, 
Anomaly

4 - Making of Björk 
Digital, DENTSU INC.

5 - Can’t Stop, R/GA

6 - Nike Unlimited 
Raw Stories, 
Wieden+Kennedy

7 - Chemical Brothers 
‘Wide Open’, The Mill

8, 18, 29, 30 - Pina_, 
F/Nazca Saatchi & 
Saatchi

15 - Holograms for 
Freedom, DDB Spain

16 - The DNA Journey, 
&Co./NoA

17 - Newspaper 
Stack, Scholz & 
Friends

24 - Project Bloks, 
Google Creative Lab

25 - Telia Company 
Digital Design, Wolff 
Olins

26 - SickKids VS – 
Undeniable, Cossette

27 - The Impossible 
Game, TBWA\Paris

28 - Design Your Time, 
Leo Burnett Germany
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