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Brands that predict
higher growth for 2024

are 6x more likely to
prioritise creativity.

o Creanvity, 2024

SEH



“We know great creative
delivers the strongest returns
onh our marketing spend”

lan Borden | Executive Vice-President and Chief Financial
Officer McDonalds

SEB



“If you’re spending money,
being ighored Is reckless.”

Mike Cessario | CEO and Founder, Liquid Death

SEB



“Want undeniable impact? Be
unforgettable in your work.”

Harjot Singh | Global Chief Strategy Officer, McCann
Worldgroup | Jury President, Creative Effectiveness Lions
2024

WE WORK FROM WHY TO WOW SER



CANNES OUTDOOR
2024: 1900 / 350 CASEA




SUURIMMAI
VOITTAJAT 2024
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Find your summer
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MAGNUM
true tc ploasure
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Mika erottaa hyvan idean
Maallman luokan ideasta?
INsignht-> olvallus
|dea -> olvallus



Fore St & Moor Ln, 1:27 pm
o FindYourSummer.apo
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Find your summer

MAGNUM
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Adoptable’

Turning every PEDIGREE ad into
an ad for a shelter dog.

Cvery ad PEDIGREE makes always features a dog in it.
We wondered, what if that dog could be adoptable.

Partnering with Nexus Studios, we developed a bespoke

Al system that can transform a single image of a shelter dog
into studio quality photography. This ‘glow up’ image is then
mapped to a CGI rig, allowing the photo-real double to be
positioned in any pose to suit any piece of PEDIGREE creative.

Il kﬁxg &'ﬁ Eaﬁ .r.\g* h\ﬁ H\l
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Now, every dog we feature in our digital advertising can he a real
shelter dog near you.

| ofl BY B b el

Adoptable uses geolocation data to place the ads in neighbourhoods
and locations that suit the individual dogs best. And when that dog
is adopted it's instantly dropped out of media rotation. Adoptable
supercharges PEDIGREFE’s purpose of ending dog homelessness.
Because now, instead of making an ad campaign about adoption,
we can make every ad Adoptable.

100% bx

purpose-led media investment. more shelter site visits.

"2026 50%

we aim for all our digital of dogs adopted
rouchpoints to be Adontable in first 2 weeks.

TO WOW

SEH
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A POSTER CAMPRIGNHN -EACKGROUND _1DER _KOW IT WORKEZ
ke needed Lo creale a pester campaiegn Lo We created =2 unigue digital ososter We challenged fans Lo calch hi

THARAT IMMERSEO FANS launch the 3-d season of Lupin campaign where thez star is not but It was not an easy tzsk.
[n entertainmeznt, the rule is: wher you featured on Lhe goster most of the Out of 1508 Lillbozrds z2ll ouer
0" THE INTO THE SERIES have a star in your show, you put them time. Instead, he is hiding and France,only | was programmed to
big on the poster. But since Lhe stzar of fleeing, just as he does on the Teature Lupin at any gluen Cime.
MOVE MAKING THEM CHRASE LUPIN our show is a8 thief known for hidirg and show. Instead of merely placing The lucky few who captured him got
running away from the peclice, putting him posters arcund thz city, we exclusive content from the show.
a AROUND FRRIS® biz on the poster made ro sense. immerzed fans in the saries nlot.
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When anyone can watch UWCL,

everyone will watcthMCL |

Brazil loves football,

but women's foothall still struggles with low audiences, As a prond
sponsor of Uela Women's Chaunpions League, Heineken knows that if [ans
don't watch it. it won't have the visibility. sponsors and money it needs to
keep running. But Heineken also knows that hmazilians ean't resist peeking
at a screen with a footballmatch on. Fortunately, a big chunk of Heineken's
media budget is destined to something that can help with that: billkcards.

Heineken's bililboards became
a place to watch the UWCL.

First, it partnered with DAZN, the couniry's only UWCL brozdcaster, to
stream it. W0 advertising spaces spread through the whole country
started broadcasting the tournament for a bread audience that has never
watched it befars. Atter catching fans' attertion, we drove them to our
partnzrs bars: the digital billboards showad the way to the nearsst one,
along with a Heineken discount coupon.
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FASTGMPANY

' How Heineken used it's
media power to raise visibility
“ N ‘1“ “ﬁﬂl’tl}g UWCL
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: Heinekeri'and DAZN
jdin forces to bring fans
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to UWCL
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A st Heineken gives a good use
for its OOH ads: encouraging
fans to watch UWCL
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BARS STARTED
STREAMING UWCL




LLING ALL CARDIO LOVERS IN BRAZIL"
i \adi The Drum

“PULSATING GATORADE PANEL GETS
HEARTS BEATING"

4 FAMOUS [FITHR
TURNING Al

YOUR B il o “GATORADE INNOVATED THE CONCEPT
SWEAT o 5 YOUR BPM I5: - OF HYDRATION”

INTO - /I8 iy
CURRENCY L] 140 ~ “AN OOH CAMPAIGN THAT WENT BEYOND
=3 , - CONVENTIONAL SCREENS”
' P, - fek 7 .
In 540 Paulo - Brazil, known for its ruhnl culture and - S5 SR fiydrotenow wilb - LatlﬂSPOtS
important running competitions, a projedt was created to ;" % A fa Gatarade Beery Bine™. d
launch the new Berry Blue flavorengage rurpners and Sl =
educate them about Gatorade's yole \spasts nutrition. 1y
I he initiative aimed to resonate with ers, imparting 3% 7l | IN A WEEK B
knowledge on the proper use and benéh s of Gatorade in f \
their htness endeavors, \ IMPACT INTERACTIONS
An interactive billboard measured apu;:lc‘ipant‘s 8 438 538 ‘ 11624
heart rate, or BPM (Beats Per Minute), after physical PEOKLE PRCTRE
exertion. If their BPM was high eﬂoug ng they

REVENUE

had exercised, they could redeem a free Gatorade
directly from the billbocard. & ¢
BPM AS CURRENCY
Using heart rate as currency for C
transforms regular commeme ln 0 &

exercise with instant rewards, offers a freski : e ,
marketing and sales. It goes beyond a simp 7352 | : T s
creating an interactive exchange that showcasesa

-‘,_

creative way for brands to connect with consur 0
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HOW A DESTROYED COORS LIGHT AD TURNED INTO
A NEW CAN DESIGN AND UNOFFICIAL SPORTS SPONSORSHIP.

SLORELR O NS N
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THE MOMENT

Shohei Chtani, the greatest player in
baseball history, broke a Cocrs Light ad with
a foul ball. Instead of fixing it, we turned the
embarrassing flaw into an unofhicial sports
sponscrship.

IDEA

In just 48 hours we launched an identical
replica of Shohei’s broken ad as a special
edition can. Then we promoted it by acding
the same black square teour existing ads,

in ::|udin ads in and around the Anzheim area
and evary screen inside of Angel Stadium.

| RUN.”

“A HOME

il .8'7
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RESULTS

The campaign went viral avernight.
Coors Light kecame a piece of baseball
memcrabilia and a global phenomenon.

It was even the most sought-aﬂer beer in
Japan, Ohtanis home country. leading to
us bringing our cans there for the first time
ever. With $0 in sponsorships or player
endorsements, we broke the mold of sports
marketing with just one breken ad.

Jo. 5 ks “A HALL OF FAME
Fihie B O C b CAMPAIGN.”

BOARDROOM
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Bl SiE s _ | , - 3
SHOHEI OHTANI BROKE OUR AD, ADDING THEN WE PERFECTLY REFLICATEDTHE ~ WE BROKE OUR OWN EXISTING ADSAND  THE CAMPAIGN BROKE THE INTERNET  FANS MADE THEIR OWN CANS AND WE BROUGHT QUR CANS TO JAPAN FOR
A BLACK SQUARE TO OUR CAN. MOMENT WITH A SPECIAL EDITION CAN.  THE SCREENS INSIDE ANGEL STADIUM.  GLOBALLY. MERCH. THE FIRST TIME EVER.

& TRENDED HIGHER THAN THE WM@P«%OF MLE & SOLD OUTIN UNDER 24 HOURS . 100% POSITIVE SENTIMENT & ALLWITH SO IN SPONSORSHIPS AND ENDORSEMENTS
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Gobiern
de Chile

gob.cl

A “ ; “The shocking fate of
3 " ’ P undonated organs”

@

“As raw as it is shocking”

%f El Ciudadano

When people decide Lo donale Lhelr organs
to worns, rather than to other people.

Context

in Chile, .‘i.fnc,pi’.n EVAYYONS being registerad as donars by 1 a%w, many

farilias choose not to donate the aorgans of A deceased loved one. .

We used death certificAtes of patients on transplant waiting lists

“A campaign that
seeks to encourage organ
donation... with worms”

LATERCERA

R
100%*

- Positive sentiment

printed on organic materials to create the first b:ilkocard that , : —
illustrates in real time the decomposition process using soil, -

conpost, microorgarisms and worms, . Hahla con tu familia sohre 1a danacidn. ,

This certificate wes buried to cbserve how Worws eabghay at the Inférmate en chilepaisdonarnte.cl
material, denonstrating what happens to Lx‘anspl..1ntab-lé"orgmw that ' -

are not util:zeéd.
! in real tine and for 15 days it was possible

A shocking and raw initiative amed at fostering d.alcgue about
J o q ai £o see how the worms ate the leaves. 5 c/

&5 | ALy Increase in donation

] ____* +20M

respecting the will to be donors.

%0
w

Real oartificates pristod s arrmet ot the avenie Real timw devvayenit ion
on ceganic peper. matecial, on b nlreets.
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The problem

There are not enough child organ
donors in the UK, because no
parent wants fo think cbout the
possibility of their child’s death.
But there are 233 children on the
transplant list, waiting, and
waiting, and waiting.

waitin

233 handcrafted dolls, representing . [
233 real children on the transplant 233 dolls tell stories
waiting list, placed in their local of 233 children waiting I

medical waiting rcoms around the |

UK. Scanning g QR code allowed for organs
exaclly the right audience o listen
to the real children’s stories, and
hear why they should sign up to the
organ donor register.

“I truly believe your campaign

saved my son’s life”

Katie Tatham, mum of organ
transplant recipient

“This is the campaign weve
been waiting for.”

NHS :
Hedth
Service

Blood and Transplant

“It must be tempting to

pull at heart-strings by

showing kids suffering, but
this campaign s even

- more effective...”
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“Ceuld you name a brand by its smell? McDenzld's fans can”

Everyons xnows wh cr)
.’Iike‘fclt'swnjc%dicm et fo ra
)
M

recognizable 25 its ~

and jingle. So, hyn u
5

'Smells like McDonald e firs

campaign thal peo ‘ |

experience instead <
§ S
of unbranded red ellow bil

pump out the sme'ﬂﬁchl‘J;quld’s Frencn

Fries. Bacause who needs tc see fries

when you can smell them? As people

approached within 5 meters,

A , N UPRY
grested mﬁ&hg gff‘ BEAIRIa . o 0s iy Wi
of McDonald's, caming from inside.

Strategically placed near restaurants,
we invited those whao got hooked to swing
oy and order their favorite products.
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“PMcDonald’s Made Scented Billooards That Smell Like Its French Fries”
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“Striklingly Simple”

AdAge

"Rips Up the

e B e inh B L AT ey, - i pils : | . 321704

“No call to action,
no QR code,
no logo,
and no strapline”

IMOMENT
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For the first time, Magnum won
winter time and had the best

g = January in history in terms of
i sales, with an increase of +66.3%
- value sales for Maghum Core

| Tl range.

= ani

Find your summer

MAGNUM

ttttttttt asure
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According to the social listening
tool Brandwatch, the Paris
murals were seen almost 10mil
times online, with over 2.8k
engagements and almost 500
unique authors talking about the
campaign. This resulted in a sales
boost of 28% over the previous
3-month average in France.

WE WORK FROM WHY TO WOW SER
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