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W ith more than 20,000 
delegates, 40,000 award 

entries and 256 official talks, the 
2015 Cannes Lions International 
Festival of Creativity was bigger 
than ever, offering marketers 
plenty of food for thought.

While many of the themes 
discussed onstage were 
consistent topics we’ve heard 
before, what’s interesting in 
2015 is that a lot of past “hype” 
finally came to fruition in the 
work that was celebrated. Others 
though, while still hotly debated 
buzzwords amongst the industry, 
have yet to transpire. 

After assessing everything we 
saw and heard at the Cannes 
Lions, along with the firehouse 
of post-mortems and press, we’d 
like to offer six takeaways that we 
believe could have the greatest 
impact on your business.  

BLINK is MediaCom’s thought 
leadership programme, designed 
to help advertisers understand and 
leverage the latest global marketing 
trends, topics and insights. BLINK 
content includes an award-winning 
biannual magazine, monthly 
newsletter and themed white 
papers/reports.
 
Read our latest BLINK magazine
mediacomblink.com

Request a physical copy 
blink@mediacom.com 

To not miss a BLINK, sign up at 
mediacom.com
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Fuel creativity
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A ltruistic brand purpose has finally 
grown up in 2015, as more and 

more consumers are demanding that 
brands stand for something.  It’s no 
longer just about selling stuff but it’s 
about delivering actual benefits too, 
ultimately demonstrating the power 
of marketing to create change and 
challenge stereotypes. 

Smart marketers are becoming 
increasingly adept at being able to 
combine marketing objectives with 
things that consumers really care 
about – or what P&G’s Marc Pritchard 
has previously dubbed the “Give a 
Crap Factor.”

The 2015 Cannes Lions did its part by 
continuing to expand the Lions Health 
competition, inviting more entries into 
the non-profit-oriented Grand Prix 
for Good category and striking back 
against gender bias.  Fortunately, 
whether it was 3D-printed ultrasounds 
for blind mothers, a reinterpretation 
of the Divinyls song “I Touch Myself” 
to promote breast cancer awareness, 
a doll that can get a sunburn or the 
inimitable ALS Ice Bucket Challenge, 
this year’s “do good winners” did not 
disappoint. 

Two of our favourites perfectly 
incorporated the “Give a Crap Factor” 
while making use of the device 
consumers seem to give the most crap 
about: the mobile phone.

First, this year’s Media Lions Grand 
Prix winner, Vodafone’s Red Light 
Application allowed Turkish women 
to send covert messages (along with 
their exact location) to key contacts if 
they were in trouble.  While the actual 
app was worth a standing ovation, 
it was the clever media integration 
that we truly applaud: awareness 
was generated in spots that men 
were likely to never see, such as the 
tags on lingerie items, heated wax 
strips and make-up tutorial videos. 
In MediaCom’s daily “Cocktails & 
Curation” sessions at Cannes, where 
agency and partner leaders share their 
favourite work from the Festival, the 
Vodafone campaign was described as 
“a brilliant use of targeted media that 
serves as an example of how to create 
movements, not campaigns.”

Serve a 
purpose
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CANCER COUNCIL
I TOUCH MYSELF

VODAFONE
RED LIGHT APPLICATION
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In Mexico, the Red Cross Emergency 
Ambulance organisation demonstrated 
the power of mobile in an equally 
simple yet brilliant way with its 
SOS SMS campaign.  Citizens were 
encouraged to document and link 
their medical details to their mobile 
phone numbers, enabling emergency 
responders to access the information 
by simply texting *sos from the 
person’s phone; no more waiting or 
guessing at the site of an accident, 
where patients may not remember or 
be able to supply these potentially life-
saving details.  Our curators said, “This 
clever idea is so powerful it could be 
replicated in every single country.”

“I am an altruistic business 
person, and so are the rest of 
the people at Coca-Cola.”
WENDY CLARK, PRESIDENT, 
SPARKLING BRANDS & STRATEGIC MARKETING, 
COCA-COLA NORTH AMERICA

RED CROSS
SOS SMS
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(cont.)
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T he theme of “doing good” 
extended more specifically this 

year into the issue of gender equality; 
not just in the portrayal of women in 
advertising, but equally in our industry.   

This year, six of the 21 Jury Presidents 
were female, speaker ratio moved 
dramatically closer to an even 
representation, and Cannes Lions 
created the Glass Lion, an award 
to celebrate work that addresses 
issues of gender equality, helmed by 
Cindy Gallop.  It was also a popular 
topic on stage with MediaCom’s own 
Global Chief Digital Officer, Deirdre 
McGlashan, and Dell’s Allison Dew, 
Global Marketing VP, joining a panel 
of other senior technology leaders 
bent on tackling the gender gap in the 
global creative tech sector. 

Brands, too, are increasingly taking a 
stand on gender equality, with P&G 
shining the brightest light on the issue 
at this year’s Festival.  P&G, in fact, 
won the Glass Lions Grand Prix for 
its Touch the Pickle campaign, which 
helped shatter long-standing myths 
associated with menstruation in India.  

The work for the Whisper sanitary 
napkin product, produced by BBDO 
and MediaCom India, affected 
true cultural change while growing 
Whisper’s share of voice from 21% to 
91% in its category. 

Of course, P&G’s other big winner this 
year was Always’ #LikeAGirl, which 
took home six Gold Lions this year and 
inspired the world to reconsider what it 
means to do things, well, “like 
a girl”.  To date, the campaign’s core 
ad has been viewed more than 85 
million times. 

Get 
gender 
equality 
right 
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P&G WHISPER
TOUCH THE PICKLE

P&G ALWAYS
#LIKEAGIRL

“I don’t want to be told 
what I am.  I want to create 
who I am.”
SAMANTHA MORTON 
ACTRESS AND FILM DIRECTOR
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A t MediaCom, we talk about content 
and connections as the two pillars 

of any brand’s communications system.  
“Content” (anything from a tweet to 
a 60-second ad and everything in 
between) is the fuel for the system, 
and the “connections” are how we 
distribute that content to ensure a highly 
functioning system without dead ends or 
waste.  

Content was still a hot topic in Cannes, 
although it didn’t necessarily translate 
all its potential to the work we saw.  
Many campaigns that judges saw 
this year started with content but 
didn’t see it all the way through to the 
end.  Instead, they created content 
for content’s sake and did not marry 
it up with marketing objectives nor 
relevant media choices that could 
exhaust its full potential.  Where we saw 
content working best was when both 
the message and the medium were 
a seamless unit – where content was 
designed with the connection in mind.

A great example of aligning both was the 
Lucky Iron Fish Project, which helped 
address the chronic problem of iron 
deficiency in Cambodia.  Previous efforts 
to get Cambodians to cook with square 
iron blocks in their pots had failed 
miserably; the answer was to deliver the 
iron in the shape of a fish, the national 

symbol of hope and good luck.  Not only 
did iron deficiencies in families drop 
by 50%, but the campaign also helped 
create jobs for the local communities.  
Our curators said, “This campaign 
does everything right.  It’s about 
sustainability, job creation and amazing 
cultural change.  They understood their 
customers, and a seemingly small tweak 
in the product’s shape made all the 
difference.”  The Lucky Iron Fish Project 
won six Lions, including the Grand Prix 
for Product Design.

A second example of is the UV-sensitive 
Nivea Doll from Brazil, meant to teach 
children the importance of applying 
sunblock.  By giving out these dolls 
along the Rio beach, children saw 
first-hand how they could reverse their 
dolls’ red sunburns by applying Nivea 
sunblock.

Our final favourite was Vangardist’s HIV+ 
issue, dubbed “scarily good for its sheer 
audacity” by our curators.  The men’s 
magazine got the world talking about 
HIV again by adding the blood from 
infected people into the ink used to print 
a special issue and sending it out to the 
media with the promise of its safety.  
Vangardist won nine Lions for this bold 
and worthy effort.

Create 
the 
content 
with the 
connection 
in mind 
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LUCKY IRON FISH
LUCKY IRON FISH PROJECT

NIVEA
NIVEA DOLL

“We are literally at a 
symbiotic and collaborative 
moment when it comes to 
content and advertising.”
RYAN SEACREST 
HOST & PRODUCER
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A s Ad Age has reported, the next 
big thing for the Cannes Lions 

may be to attract the start-up and 
venture capital communities.  This 
year, Unilever brought its Foundry50 
(the world’s top 50 marketing-tech 
start-ups) and the Festival itself ran a 
Start-Up Academy, offering 10 fledging 
companies a Dragon’s Den/Shark 
Tank-like opportunity. 

But for all the talk of adtech taking 
over Cannes, and the introduction of 
the new Innovation and Creative Data 
Lions, there was a clear disconnect 
between the on-stage conversations 
and the work that won.  Very few of 
2015’s winners were driven by the 
creative use of technology, and the 
first-ever Creative Data jury declined to 
award a Grand Prix.  Fortunately, there 
were still a few stand-out examples of 
innovation.

One of the most celebrated examples 
was Honda’s The Other Side, an 
interactive film that allowed the viewer 
to toggle between two meticulously-
edited parallel storylines by simply 
pressing the “R” key on his/her 
keyboard.  “This demonstrates 
extraordinary craftsmanship, and 
people want to know how they did it!” 
noted our curators. 

“It’s a great example of high-
quality video production, without 
compromise.”

Among the campaigns that expertly 
combined innovation with creativity, 
there was a common trend in pushing 
new channels to their limits.  GEICO’s 
Unskippable is a great example of 
taking the much-hated pre-roll format 
and turning it into something people 
actually wanted to see.

Another was Volvo’s Super Bowl 
Sunday Interception, which hijacked 
Twitter traffic to distract attention 
from competitors’ expensive Super 
Bowl ads.  Instead of attempting to 
outspend, Volvo outsmarted, giving 
people the chance to win a Volvo by 
simply tweeting #volvointerception 
during their competitors’ commercials.  
Our curators said, “This is a cheeky 
David and Goliath story with 
understated Swedish cool.  No doubt 
we’ll see new rules from the NFL next 
year!”

Fuel 
creativity 
with 
innovation 
and 
technology 
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HONDA
THE OTHER SIDE

VOLVO
SUPER BOWL INTERCEPTION

“NOW is the most 
exciting time.” 
BOY GEORGE 
SINGER/SONGWRITER
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Get 
powered  
by data 
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BOSE
#LISTENFORYOURSELF

COCA-COLA
SHARE A COKE

“The danger of data is that 
some think that just knowing 
the data is enough, but you 
need to know how to put 
those numbers to work.” 
BOB PITTMAN 
CEO, IHEARTMEDIA

D ata remained a hot topic this 
year, and it was good to see the 

conversation begin to shift from data 
mining and big data to the use of data 
and creativity.  

In fact, we saw many great campaigns 
that successfully used data to 
enhance creativity (and in many 
examples, it actually drove and 
determined the creativity itself).

MediaCom’s own Lion-winning 
Listen for Yourself campaign for Bose 
tapped into real Spotify listening data 
from around the world – something 
that had never been done before – 
and uncovered burgeoning music 
scenes in places you would least 
expect them.  Based on these unique 
insights, we delivered custom music 
content to power the Facebook feeds 
of our Millennial audience. 

Another award-winner was Equinox’s 
The Pursuit, which allowed stationary 
cyclists to track their real-time 
performance via a mobile phone 
strapped to their bikes, thereby seizing 
on the “quantified self” phenomenon 
and turning what might have been a 
boring gym session into something 
more. 

Data also allows for scalability, 
by automating addressability that 
wouldn’t have been possible in 
the past.  As Twitter’s Chris Moody 
pointed out, success is not only about 
capitalising on the big tentpole events 
but also harvesting the everyday 
chatter, which has much more energy 
and impact.

An example of this was MediaCom 
UK’s World’s First Fully Personalised 
TV Campaign for Coca-Cola.  By using 
sign-in data from an on-demand 
television portal, we were able 
to present a personalised TV ad, 
featuring each viewer’s first name on 
individually-customised “Share a Coke” 
bottles.  A total of four million TV ads 
were created.  Our curators said, 
“This work generally lifts the wider 
[Share a Coke] campaign idea, 
delivering an exciting level of 
personalisation at scale.”
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W hile the incidence of hate 
speech on the Internet has 

become increasingly challenging for 
marketers, several brands used the 
intrinsic characteristics of social media 
to turn the conversation around.   

Under Armour’s Grand Prix Cyber 
Lions winner, the I Will What I Want 
campaign, encouraged women to 
ignore judgement and negative 
stereotypes.  A live social experiment 
projected negative comments about 
supermodel Gisele Bündchen into 
online and TV ads, that instigated as 
many if not more positive comments 
from fans, which were posted 
simultaneously – empowering women 
to put the “haters” in their place.  

Finally, The Brazilian Association of 
Organ Transplantation’s Bentley Burial 
campaign entertained, while leveraging 
media and negative social buzz to 
full effect.  Stories of an eccentric 
billionaire who claimed to want to 
bury his Bentley appeared in local 
press, enraging the media and viewers 
alike.  Once the vitriol had reached 
its peak, the hoax was revealed as a 
device to get people to avoid burying 
things even more precious than their 
automobiles… the human organs that 
could save the lives of others. 

Spread 
love, 
not hate 
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UNDER ARMOUR
I WILL WHAT I WANT

ABTO
BENTLEY BURIAL

“Step back, fuel the 
lovers and let the lovers 
fight the haters.” 
WENDY CLARK, PRESIDENT, 
SPARKLING BRANDS & STRATEGIC MARKETING, 
COCA-COLA COMPANY NORTH AMERICA
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“If you are part of the 
camouflage, you get lost.”
PHARRELL WILLIAMS 
SINGER/PRODUCER

“I have two voices in my 
head, asking ‘What would 
Bowie do?’ and ‘What would 
the Queen Mother say?’” 
BOY GEORGE 
SINGER/SONGWRITER

“I take it personally that my 
son will come out of school 
with more opportunities than 
my daughter.” 
WENDY CLARK, PRESIDENT, 
SPARKLING BRANDS & STRATEGIC MARKETING, 
COCA-COLA NORTH AMERICA

“Smart marketing is the 
intersection of data, 
marketing and culture.”
JONATHAN OLIVER 
HEAD OF INNOVATION, MICROSOFT

“The range of acceptable 
behaviour for women is 
narrower than for men.”
ALLISON DEW 
GLOBAL MARKETING VP, DELL

“Let your brand story be 
shaped by cultural clusters 
for maximum effect.”
JON GITTINGS 
GLOBAL STRATEGIST, MEDIACOM

“The Walking Dead is so 
successful because it has 
a high degree of 
identification.  Our fans 
always come up and tell us 
what they would have done.” 
DAVID ALPERT 
PRODUCER, THE WALKING DEAD

“Branded content isn’t an 
‘experiment’ anymore: it’s 
a necessity.  It has to be 
something that a viewer 
wants to see.”
MARK FORTNER 
MANAGING PARTNER, HEAD OF INNOVATION &  
CONTENT, MEDIACOM US
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Also 
heard in 
Cannes...



W e are bursting with pride for 
the recognition we received in 

Cannes.  MediaCom was the most-
shortlisted and most-awarded media 
agency network in the Media Lions 
category for work leveraging data and 
digital, along with media and social 
firsts. Take a look.
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Work 
we’re 
proud of

DELL | GERMANY
TOUGH ENOUGH

COCA-COLA | UK
SHARE A COKE

BOSE | EMEA
#LISTENFORYOURSELF

SHELL |GLOBAL
POWER OF SPORT

NESCAFE | DENMARK
ART OF COFFEE

SONY MOBILE | MENA
Z3

VW | US
READY, SET, GOOOLF

CRUK | UK
TAP TO BEAT CANCER

P&G GILLETTE | INDIA
WHAT WOMEN WANT

BRITISH ARMY | UK
CHANGING THE FACE

SKY | UK
SKY RIDE

LUCOZADE | UK
CONDITIONS ZONE
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https://www.youtube.com/watch?v=KzONtMnAmPA&index=4&list=PL1iyrXfdp_0_lcELKfq3cqJlz_VD8bm2M
https://youtu.be/hiqvNf6Q8VQ
https://www.youtube.com/watch?v=9LQVVn9KjeE&index=10&list=PL1iyrXfdp_0_lcELKfq3cqJlz_VD8bm2M
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https://www.youtube.com/watch?v=I9RuqNuY__c&index=5&list=PL1iyrXfdp_0_lcELKfq3cqJlz_VD8bm2M
https://www.youtube.com/watch?v=GZ7t0Ru2mh8&list=PL1iyrXfdp_0_lcELKfq3cqJlz_VD8bm2M&index=8
https://www.youtube.com/watch?v=GFbvq7SGLWk&list=PL1iyrXfdp_0_lcELKfq3cqJlz_VD8bm2M&index=12
https://www.youtube.com/watch?v=-huR7DIBKUc&list=PL1iyrXfdp_0_lcELKfq3cqJlz_VD8bm2M&index=9


V ery little is straightforward in 
Cannes, other than the need for 

lots of rosé.  As digital technology 
and consumer behaviour continue to 
evolve, whole categories and media 
sectors are beginning to outgrow 
the boundaries that our industry has 
traditionally applied to them. 

At this year’s festival, this was clearer 
than ever: streaming is radio, digital is 
print, TV is interactive, social is PR and 
film craft is dependent upon hitting the 
“R” key on one’s keyboard.  This leaves 
the award categories – the very heart 
of the Cannes Lions – increasingly 
difficult to define and distinguish from 
one another. 

We can empathise.  In fact – in 
contrast to Cannes’ 21 siloed 
categories – we at MediaCom believe 
that creating the most effective 
marketing strategies means avoiding 
the silos and thinking instead about 
your communications as 
a system.

We’d like nothing more than to help 
ensure that your own content and 
connections are managed and synced 
within your brand’s communications 
system to ensure the absolute best 
result for your business.  Let’s talk.

A few 
closing 
remarks 

“There needs to be friction in 
the system. If you don’t get 
hit, you won’t keep moving.”
SIR MARTIN SORRELL 
CEO, WPP
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For more information, 
please get in touch. 

blink@mediacom.com. 
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