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If you want three takeaways  
from this year’s Cannes Lions, 
they were Agility, Attention  
and Authenticity.

Achieving that triple A rating, 
however, is not as easy  
as it sounds.

Agil i t y : 
The first A requires a clear sense 
of what’s working now and what’s 
on the cusp of working: a sense 
of how the landscape is changing, 
as well as a strategy to respond. 
Too many brands still work off last 
year’s model without a plan for 
the future. 

At tent ion: 
The second A requires a message 
that resonates: one that cuts 
through the ad block wall and 
creates a sense of excitement 
and engagement across your 
target community. The winners at 
this year’s Cannes Lions certainly 
did that, but too many campaigns 
that we see on a day-to-day fail to 
achieve an A for Attention.

Authentici t y : 
The final A requires that a 
brand’s purpose shine through 
in a credible way. The power is 
with the audience now and if the 
message isn’t authentic, it will be 
discarded – there are too many 
other choices.
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There was a lot of talk this year 
in and around the Palais about 
technology, but much of the 
discourse was around the role 
of the human hand in making 
the best use of new tools and 
platforms. If recent Cannes 
festivals were a celebration of 
the power of data, the focus this 
year was around the limits of 
data. Technology and data do not 
solve every marketing or business 
challenge; people do. 

A good barometer for seeing 
where our industry is going – and 
where technology is taking it – is 
the Cannes Titanium Lions. We 
encourage you to look at the 
many entries and the winners. 
Over the last few years, for 
example, the Titanium Lions 
have celebrated Nike+ Fuelband, 
Dove Real Beauty Sketches and 
Harvey Nichols’ Sorry I Spent It 
On Myself.   

One of last year’s winners was 
Domino’s Emoji Ordering (just as 
emojis were starting to take off 
with consumers) and this year’s 
#OptOutside campaign from REI 
led a revolt against Black Friday 
mania that reminded the public 
that we are humans first and 
shoppers second. 

Here is what the experts, 
entrepreneurs and award-winners 
had to say from both the main 
stage and the MediaCom suite.

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 the latest BLINK magazine
mediacom.com/blink

Request a physical copy 
blink@mediacom.com

To not miss a BLINK, sign up at 
mediacom.com/blink
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https://www.youtube.com/watch?v=W8xMurdO4Tk
https://www.youtube.com/watch?v=KzMx-hATKwQ
https://www.youtube.com/watch?v=Sl1r5bnNmtc
https://www.youtube.com/watch?v=Sl1r5bnNmtc
https://www.youtube.com/watch?v=NtdLsJsObrU
https://www.youtube.com/watch?v=DNDqDNu_NSQ&feature=youtu.be&list=PLPTaBtgFecPAsxOsGjDFbSnhsxEa89BwI
mailto:blink%40mediacom.com?subject=
http://mediacom.com
http://mediacom.com/blink
http://www.mediacom.com/global/think/magazine/the-content-issue/
http://mediacomblink.com/
mailto:blink%40mediacom.com?subject=
http://www.mediacom.com/global/think/sign-up-for-updates/
http://www.mediacom.com/global/think/magazine/the-content-issue/
mediacom.com/blink


Vir tual  Reali t y

V R was not only present but 
prominent at this year’s Festival.  

While the technology behind the 
Mobile Grand Prix winner for  
New York Times’ VR may be over-hyped 
at this stage, what we are witnessing 
is the invention of a completely new 
medium. As Kevin Kelly, co-founder 
of Wired, has said, “VR will turn the 
internet of information into an internet 
of experiences, where we will be able 
to share emotions and presence over  
a distance.”

VR is often seen as a solo experience, 
but Lockheed Martin’s Field Trip  
to Mars demonstrated how it can be 
a group experience without goggles or 
headsets. The Silver Lion-winning work 
transformed a school bus into a VR 
installation, giving kids a glimpse into 
the future of school field trips. 

A subset of VR is augmented reality 
(AR), a technology that is making the 
world searchable in new ways. AR 
allows the next generation of search 
to be based on visual and speech, and 
could unlock creative potential in ways 
that the written word simply cannot. As 
the founder of Blippar, Ambarish Mitra, 
points out, “The human imagination 
and vocabulary are inversely related.”

Be more 
Agile
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NEW YORK TIMES
VIRTUAL REALITY

LOCKHEED MARTIN’S
FIELD TRIP TO MARS
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Being agile means being willing 
and ready to adapt to new trends 
in technology and consumer 
behavior. It means being willing 
to alter your business model in a 
rapidly changing world.

“VR will become a very 
social network.” 
KEVIN KELLY
CO-FOUNDER OF WIRED

MARS SNICKERS
BLIPPAR HUNGRY BARS

http://adage.com/article/special-report-cannes-lions/york-times-ge-mini-vr-work-wins-mobile-grand-prix/304639/
https://www.youtube.com/watch?v=BnZOF_L5sR4
https://www.youtube.com/watch?v=5qFEDXZw-7U
http://adage.com/article/special-report-cannes-lions/york-times-ge-mini-vr-work-wins-mobile-grand-prix/304639/
https://www.youtube.com/watch?v=BnZOF_L5sR4
https://www.youtube.com/watch?v=5qFEDXZw-7U


Ar t i f ic ial 
Intell igence

A rtificial Intelligence is well on its 
way (you can read more about 

AI in our previous BLINK edition at 
mediacom.com/blink).  At Cannes, 
we saw AI-powered work pick up 
three Grand Prix: ING won in both the 
Cyber and Creative Data categories 
for Next Rembrandt, and Google won 
the Innovation category for DeepMind 
AlphaGo, a computer that’s been 
named the world’s best Go player. 

Data
The technology changes that we 
saw in Cannes don’t just impact the 
consumer. Scott Ferber, Chairman 
and CEO of Videology, reminded us all 
that brands, while harnessing data to 
power more agile marketing behavior, 
need to keep in mind that insights and 
strategies are only as informative as 
the data that fuels them. 

Bruce McColl, retiring CMO at Mars, 
counseled fellow clients that agility 
comes with risks and that brands must 
be prepared (and prepare their teams 
and bosses) for acceptable failure. 
“Tech delivers the opportunity to grow 
faster,” he said. “How can we harvest 
data to make quicker and more 
powerful decisions? It’s challenging 
and we will make mistakes along  
the way.”

Be more 
Agile
(cont.)
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ING
REMBRANDT MASTERPIECE

GOOGLE
DEEPMIND ALPHAGO
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“Good data and applying 
good judgement to data are 
two different things.” 
SCOTT FERBER
CEO OF VIDEOLOGY

http://mediacom.com/blink
https://www.youtube.com/watch?v=zmvTcY_HEtk
https://www.youtube.com/watch?v=3L2nmzec1Aw
https://www.youtube.com/watch?v=3L2nmzec1Aw
https://en.wikipedia.org/wiki/Go_(game)
https://www.youtube.com/watch?v=zmvTcY_HEtk
https://www.youtube.com/watch?v=3L2nmzec1Aw


Retail

T he need for agility also applies to 
how brands leverage traditional 

touchpoints, and we saw two great 
examples at this year’s Festival. 

First, MediaCom Canada won a Media 
Bronze Lion for helping Mars open 
a Quebec-based Skittles Holiday 
Pawn Shop that offered the candy in 
exchange for unwanted holiday gifts. 
Second, The Sydney Opera House won 
a Gold Mobile Lion for #ComeOnIn, a 
campaign that invited  individuals (by 
name) to stop posting photographs of 
the building’s exterior and come on in 
to check it out instead.

MARS SKITTLES
HOLIDAY PAWN SHOP
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Be more
Agile
(cont.)
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THE SYDNEY OPERA HOUSE
#COMEONIN

https://www.youtube.com/watch?v=Ym-lsN15qps
https://www.youtube.com/watch?v=Ym-lsN15qps
https://www.youtube.com/watch?v=sX56eR6_G0A
https://www.youtube.com/watch?v=Ym-lsN15qps
https://www.youtube.com/watch?v=sX56eR6_G0A


Publishers

T he new generation of publishers 
keep attention at the core of their 

business models. Vice publishes 700 
pieces of content each day, while 
Refinery29 and Huffington Post AB 
test all of their headlines and creative 
assets to determine which ones 
resonate best with target audiences. 

And don’t count traditional publishers 
out: The Economist won for a Gold Lion 
in Creative Effectiveness for Raising 
Eyebrows, a subscription campaign 
that used real-time digital creative 
optimization to add value to messaging 
based on editorial context. This is 
a particularly notable win, as the 
category rewards creative work that 
has proven to have impacted brand 
equity, sales and, where possible, 
profit. The Economist’s award entry 
noted 64,000 new subscribers and 
£51.7 million in lifetime revenue 
attributed to the campaign. 

Cultural  Contex t
Customizing global strategies for local 
markets is key to grabbing attention 
and sales. This approach  
was epitomized by MediaCom’s  
100% Kosher Head and Shoulders, 
which used an ancient Jewish tradition 
as the premise of a local sampling 
campaign in synagogues. The work 
won a Media Gold Lion. 

Similarly, the launch of P&G’s Ariel 
Matic laundry detergent depended 
on a local Indian market insight that 
would connect with men and women 
alike.  #sharetheload won a Glass  
Lion this year.  

Get
Attention
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P&G HEAD AND SHOULDERS
100% KOSHER
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Marketing is built on attention, 
but in the era of ad blocking 
and shortened attention spans, 
“attention” cannot be taken for 
granted. 

“Ad tech is concentrated on 
the micro-interaction. 
Culture is focused on the 
deep slow river.” 
MATTHEW MEE
GLOBAL CHIEF STRATEGY OFFICER OF MEDIACOM

P&G ARIEL MATIC
#SHARETHELOAD

THE ECONOMIST
RAISING EYEBROWS

https://vimeo.com/127153140
https://vimeo.com/127153140
https://www.youtube.com/watch?v=yRLpNgog29U&list=PL1iyrXfdp_09lbz09KHuOgqNMv8X1iBt1&index=3
https://www.youtube.com/watch?v=mQSebxQElrk
https://www.youtube.com/watch?v=mQSebxQElrk
https://www.youtube.com/watch?v=yRLpNgog29U&list=PL1iyrXfdp_09lbz09KHuOgqNMv8X1iBt1&index=3
https://www.youtube.com/watch?v=mQSebxQElrk
https://vimeo.com/127153140


Content

V ogue Editor-in-Chief and Condé 
Nast Artistic Director, Anna 

Wintour, offered four key ways to 
create content that will get attention, 
while sharing a bit of her dry sense  
of humor:

Stor y tell ing

P ixar story supervisor, Matthew 
Luhn, talked about how a story 

must sometimes make people feel bad 
to make them feel good. He referenced 
“Finding Nemo” and “Up” as Pixar 
classics that transform key characters 
as they journey through the classic 
story arc.

“These are not pure feel-good movies,” 
he said, arguing that there is a science 
to storytelling and that a story has to 
connect authentically. 

Get
Attention
(cont.)
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“You can only get to the 
point of telling your story 
in one sentence if you have 
built the whole story first.” 
MATTHEW LUHN
STORY SUPERVISOR AT PIXAR

Four key ways to create content 
that will get attention:

Shoot for the moon. 
Make the investment and 
publish for both immediate 
interest and lasting effect. 

01

Dare to be different. 
Audiences want to feel like 
they found something special. 
Don’t stick with what works 
today; keep experimenting.

02

Use all your gold.
There is a lot of waste built 
into the content production 
system. Wired seeds portions 
of its articles online while 
polishing the final piece, 
thereby capturing readers’ 
curiosity and anticipation. 

03

Make interesting friends 
and learn from them.
Collaboration forces us to 
think in new ways and create 
more interesting solutions. 

04

http://video.vogue.com/watch/amy-schumer-anna-wintour-switch-jobs


Distr ibut ion

H owever good a brand’s  
content may be, it’s nothing 

without an equally exceptional 
distribution strategy.  

One distribution platform that’s had 
a resurgence is live streaming. The 
introduction of Facebook Live, Twitter’s 
Periscope and YouTube Connect 
has put more emphasis on creating 
moments that cannot be missed. Live 
viewing no longer just lives on TV with 
big production budgets; now anyone 
can produce live events for anybody. 

David Levy, President at Turner, 
described how the company handles 
this challenge. “We all give a lot 
of [exclusive content] to the social 
platforms – they have the audiences 
but they need the content too – and 
when it comes to sport, only live 
content will do. Nobody watches  
Super Bowl on a Monday.”

“Live” was done exceedingly well by 
Microsoft who won a Gold Lion for 
its Survival Billboard campaign, an 
initiative that amplified live gaming 
and demonstrated the need for an 
exceptional distribution strategy. 

Sea Hero Quest from Deutsche 
Telekom demonstrated the idea that 
form and function must be carefully 
crafted against a brand’s ultimate 
goal. In their case, the game won a 
Gold Lion for helping to fight dementia 
by asking players to memorize and 
act in a way that delivered enormous 
amounts of scientific data to 
Alzheimer’s Research UK. 

Get
Attention
(cont.)
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DEUTSCHE TELEKOM
SEA HERO QUEST
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MICROSOFT
SURVIVAL BILLBOARD

https://www.youtube.com/watch?v=06qF7kZuKSo
https://www.youtube.com/watch?v=02rrnUvQCcE&index=7&list=PL1iyrXfdp_09lbz09KHuOgqNMv8X1iBt1
https://www.youtube.com/watch?v=02rrnUvQCcE&index=7&list=PL1iyrXfdp_09lbz09KHuOgqNMv8X1iBt1
https://www.youtube.com/watch?v=06qF7kZuKSo


Transparency

I f your product or message isn’t real, 
consumers will spread the news like 

wildfire. “The need for transparency is 
only growing,” said former Mars CMO, 
Bruce McColl. 

Sweden used a transparent approach 
with The Swedish Number, which 
picked up the Direct Grand Prix. The 
campaign invited the rest of the world 
to call a random Swede to celebrate 
the country’s 250 year anniversary 
of abolishing censorship. The country 
literally gave power to the people, 
allowing Swedes themselves  
to tell others about their own  
country #nofilter. 

Purpose

R YOT is a social platform built by 
humanitarians who attract a great 

deal of interest from brands that want 
to imbed purpose and authenticity into 
their businesses. Ryot’s CMO, Molly 
Swenson, described what they do as 
“the way to create brand love”. 

Not Impossible founder, Mick Ebeling, 
concurred. “Doing good is good for 
business and for marketing,” he said. 
His Not Impossible Labs have picked 
up five Lions in the past, including a 
Titanium for Project Daniel that made 
3D-printed prosthetics accessible to 
amputees in war-ridden South Sudan. 

Saltwater Brewery won a PR Gold  
Lion for a campaign that was true to  
its business, its industry and its 
beliefs; the creation of the world’s 
first edible six-pack rings counteracts 
all beer companies’ involuntary 
contribution to litter and pollution  
via plastic six-pack rings.   

Be
Authentic

03

SWEDISH TOURIST ASSN.
THE SWEDISH NUMBER

NOT IMPOSSIBLE
PROJECT DANIEL

“The content that athletes 
create needs to be 
authentic. Whatever they 
publish cannot be taken 
down. Everything that goes 
online needs to stay online.” 
MAVERICK CARTER
BUSINESS PARTNER FOR LEBRON JAMES
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Consumers are bombarded with 
content and the most powerful 
weapon to keep the tide at bay 
is a strong bullshit filter. For 
brands, establishing a purpose 
and working authentically 
is the modus operandi in our 
connected world. This isn’t 
new, but it dominated the 
conversations in Cannes. As 
Will Smith yelled from the main 
stage, “Dude, cheating is over!” 
referencing his son’s relationship 
advice, he also applied it to 
brands and their activities. 

SALTWATER BREWERY
EDIBLE SIX-PACK RINGS

https://www.youtube.com/watch?v=mtb3f_NAmK0
https://www.youtube.com/watch?v=SDYFMgrjeLg
https://www.youtube.com/watch?v=AIWUGtZ7yAk
https://www.youtube.com/watch?v=mtb3f_NAmK0
https://www.youtube.com/watch?v=SDYFMgrjeLg
https://www.youtube.com/watch?v=AIWUGtZ7yAk


A week in the South of France 
doesn’t change the world.  

It does, however, shove new work,  
new ideas and new talent in your 
face in ways that are exciting and 
sometimes shocking.

All the great campaigns we saw 
worked particularly hard to break 
away from the noise and to grab what 
we’re calling a Triple A rating… and 
they all proved that it’s not easy to do 
so. There’s tremendous beauty and 
consumer loyalty, however, for the 
ones who got it right. 

 

Lessons for  brandsThe world 
has not 
changed
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Test new technology.
Get familiar with it and  
organize yourself around  
failing fast and cheaply.

01

Remember the 
human element.
Technology and data don’t 
replace creativity and the 
human touch. 

02

Tell great stories.
Storytelling is still the way to 
win brand love and create 
memorable content.

03

Plan for distribution.
MediaCom has established 
itself as The Content + 
Connections Agency for a very 
simple reason: Content without 
distribution is nothing. Deliver 
both to reach your goals. 

04

For more information, 
please get in touch. 

blink@mediacom.com

mailto:blink%40mediacom.com?subject=
http://mediacomblink.com/
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