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HOW TO WIN A LION

Matt Batten is National 
ECD of Wunderman 
Australia and one of the 
country’s most awarded 
Direct creatives.
He was named Creative 
of the Year 2010 in 
the Asia Pacific Region 
at the Digital Media 
Awards in Beijing, was 
the Australian judge 
for the Cannes Direct 
Lions 2011, and has 
recently been shortlisted 
as this year’s Australian 
Direct Marketer of the 
Year. Under his creative 
leadership, Wunderman 
Australia has become 
the 8th fastest growing 
agency in the global 
network and been 
shortlisted as DM Agency 
of the Year three times in 
a row.

Matt is Directory 21’s 
Guest Editor and wants 
to rule the world, one 
caipirinha at a time.

(and other seemingly impossible tasks)

I know the Cannes Lions were a good five months ago, 
but following my stint on the judging panel I returned 
with a wealth of information and insights on the biggest 
award show in our industry. For weeks afterward, the 
geeky direct marketer in me crunched the numbers to 
work out some statistics around the Direct Lions. Which 
makes this the perfect time to share my findings as we 
all have just six months left to produce our big ideas to 
enter them in 2012.

Comparing the past three years, 2011 
saw an impressive 29% increase in 
the number of entries in the Direct 
Lions – over 1850 entries compared 
to 1400 in both 2009 and 2010.

After painstakingly inputting the data 
for all entries into a spreadsheet, I 
formulated the conversion rates by 
country, region, medium and industry 
to discover which combination 
produces the highest return. It’s 
not foolproof by any stretch of 
the imagination, but here’s what I 
discovered in the search for a formula 
on how to win a Direct Lion. 

But where are all these entries coming from?

Europe’s 50 countries account for nearly half of all 
Direct Lions entries. A very high quota considering 
Europe accounts for only 11% of the world’s 

population. South America makes a grand effort with 
18% of all entries and Asia providing 1 in 10. I’m 
proud to see that Australia enters almost as much as 
the mega-economy USA despite being only 1/10th  
the population. And our favourite neighbours in  
New Zealand enter as much as the UK.

Then I looked at the shortlist (that honoured 11% of 
all entries) broken down by individual nation. Germany 
(9% of all entries) is the world’s most represented 
shortlister accounting for 12.8% of all finalists (larger 
than the USA and UK combined), which means 16% 
of all German work converts to shortlist – much higher 
than that 11% benchmark.

The increase in the pool naturally causes a like increase 
in the number of entries that impress the judges during 
round one to make it onto the shortlist. This is actually 
a result of the Cannes Festival judging system – round 
one is aggregates the judges’ point scores for each entry 
to determine the top 10-11 percentile. This is a hard 
cut-off point too, so there are probably a large number 
of entries that miss out by a mere 0.1 of a point.

In total, 203 entries made the 2011 shortlist (11%). 
Having now seen the round one process first-hand, you 
should be honoured to have your work make it to the 
Lion shortlist. 

The shortlist is the trophy you get when you don’t get a 
trophy. And it doesn’t mean the work that didn’t make 
the list is bad. The jury saw hundreds and hundreds of 
brilliant pieces of work that ought make their creators 
proud, but there can only be so many on the shortlist.

It’s important to remember this 11% figure. Because 
that’s the benchmark and, all things being considered 
equal, that means 11% of each country’s entries should 
respectively make it to the shortlist.

Of this shortlist, 146 remained as a shortlist (7.9% of 
all entries are close, but no cigar). My fellow judges and 
I awarded a total of 57 Lions this year – 31 Bronze, 15 
Silver, and a mere 11 Gold.

Over half the Direct Lions were Bronze, over a quarter 
were Silver, and one in five were Gold. This sounds 
quite generous until you look at the proportion of all 
finalists. Only 5.4% of shortlists converted to Gold. 

But it’s not until you look at what proportion of ALL 
entries convert to a Lion that you realize just how tough 
this competition is – only 1.7% of all entries make it 
to Bronze, just 0.8% convert to Silver, and a tiny 0.6% 
achieve Gold. A total of just 3.1% of all entries actually 
get a Lion.

Belgium sits comfortably in second place with almost 
one in ten of the shortlists. But what makes Belgium  
truly intriguing is that they only account for 3.3% of all 
entries, which means one-third of all Belgium’s work 
makes it through round one – the highest conversion 
rate in the world. 

For years the world has watched 
Brazil’s creativity shine, with 
good reason for they claim 7.9% 
of all shortlists. Unconfirmed, 
but the story that emerged at 
the Cannes Festival was that 
the Brazilian government has 
long paid for all entries into the 
Cannes Lions  and may even 
pay for agencies to attend every 
year – perhaps as a means of 
championing Brazil’s creative 
industry to position the country 
as a South American leader, thus 

attracting business from across the continent and 
supporting the country’s economy. But as I said, 
unconfirmed.

The other country I found fascinating was Sweden. 
They claim 5.4% of all finalists even though they only 
account for 3.7% of all entries. And remember how 
only 3.1% of all entries turn into a Lion? Well, Sweden 
manages to convert a staggering 11% of their entries 
in metal – over triple the average. In fact, they get as 
many trophies as most countries get shortlists.
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When I collate the data for the media-specific 
categories, we see dimensional mail and large 
ambient attract a lot of attention, getting 124 entries 
each. Naturally, integrated and the broad digital 
stream get the lion’s share (excuse the pun) with 148 
and 176 respectively.

But when we focus on the shortlists we see a very 
different pattern in the media categories. Again, all 
things being considered equal, if 10% of all entries 
are category X then 10% of all shortlists 
should be category X. However, large 
ambient accounts for 12.6% of all 
entries and a hugely inflated 17.8% 
of all shortlists. The small ambient 
category improves from 8.8% of all 
entries into 10.3% of all shortlists, 
and print jumps from 4.7% to 7.5%.

The most underperforming media stream 
is poor old flat mail, accounting for 
8.9% of all entries but a plummeting to 
a mere 5.6% of all shortlists.

One stream that could be easily 
overlooked is the smaller digital stream 
that covers banner advertising. Even 
though it only shows a small increase 
from 4.7% of entries to 5.6% of 
shortlists, it accounts for 13.8% of all trophies, 
resulting in an overall conversion rate from shortlist 
to Lion of 67%! Two-thirds of online advertising that 
gets past round one will continue to race through to 
trophy status.

Meanwhile, the previously well-rated small ambient 
stream shows absolutely no conversion to trophy – an 
indication that there’s a lot of really good small ambient 
ideas that start to impress the judges but nothing truly 
amazing to make it past the final round. Personally, it 
appeared on the judging floor to be a result of the 

Therefore, from all the data collected, collated and 
construed above, I arrive at my undeniably accurate 
and foolproof formula for winning a Cannes Direct Lion:

1. Be Belgian.
Belgians account for only 3.3% of all entries, yet 9.9% 
of all shortlists and 10.5% of all trophies. They clearly 
pre-judge themselves wisely and only enter a high 
standard of work. Of all countries, they have less work 
knocked out from one round to the next, resulting in 1 
in 3 of all their entries collecting a Lion.

2. Do Digital.
Not the ordinary banner or website kind of online, the 
‘other digital’ category – it makes up 13.5% of all 
trophies. Sure, you have to get past the grueling round 
one, but with a staggering 2 in 3 entries converting 
from shortlist to trophy, you have the best odds of 
carrying a Lion into the infamous gutter bar.

3. Have Travel and Entertainment clients.
Or clients in Public Service or Business Products. 
These industries have double the chance of converting 
from entry to trophy.

4. Be Tri-lingual.
You’re Belgian remember? They largely speak English, 
French and Flemish, and that can only be a good thing. 
Along with the smattering of German they like to drop 
on occasion.

5. Be 35.
If you’re older than this, you probably want to shave off 
a few years anyway. And if you’re younger, you probably 
haven’t hit your career prime just yet.

6. Be named SebastiŽn.
It’s a good enough name for a Creative and it belongs 
on a Belgian.

7. Look like this:
Seriously, this is Sebastién de Valck. He’s a 35 year 
old Belgian Creative from Mortierbrigade whom 

judges’ impression that the small ambient channel has 
a very low degree of difficulty and probably attracts a 
lot of speculative or pro-active work from award-chasers 
– something that every jury member is experienced 
enough to recognize.

Finally, I looked at the data for the categories based 
on industry sector (and I’m quite proud of this graph). 
Each building represents a different industry, the 
footprint of the building indicates the percentage of all 
entries and the height of the building represents the 
percentage of all trophies.

Clearly the Charity segment accounts for the bulk of 
entries (26.5%) and the bulk of trophies (27.5%). It’s 
for this very reason that the Cannes Lions rules prevent 
any charity work from receiving the coveted Grand Prix 
– perhaps an indication that it’s too easy for charity 
work to be great, unfairly skew the competition, and 
thus prevent paying clients from being recognized for 
their hard work.

And once more, all things being equal, buildings should 
be as wide as they are high. Therefore we’re looking for 
buildings that are taller than they are wide, indicating a 
higher conversion rate from entry to trophy.

The first thing we should notice is the Loyalty segment 
accounts for 2.6% of all entries, but 0% of trophies. 
The learning here is two-fold: all loyalty marketing is 
shit, and we really need to lift our game if we ever want 
to win a trophy for our clients’ loyalty programs.

The three industry sectors with the best return are 
Travel and Entertainment, accounting for 5.6% of 
entries but around 10% of all trophies; Public Services 
with 6% of all entries and 10% of trophies; and 
Business Products that cover just 4% of all entries  
yet get 10% of all trophies.

I met on the Cannes Direct Lions jury. He’s a lot 
of fun, can drink with the best of us, and jumps 
from English to French to Flemish to German as 
soon as he hears someone else speak one of these 
languages. He’s a great guy and at one point in the 
judging he began to stress when he saw his fellow 
judges critique his work. I put one hand on his 
shoulder, calmed him down and said, “Don’t worry. 
The judging isn’t over yet. We’ve still got the final 
round to get through.”

He cleaned up, taking home a suitcase of Lions. I 
hate him. Sorry Sebastién.

Now, obviously we can’t all be Sebastién. But 
he’s who we have to beat. And he has a distinct 
advantage according to the data. Whether you like 
crunching numbers or not, the odds of winning a 
Cannes Direct Lion aren’t working in your favour. 
Unless you’re seriously talented and create great 
work. Which is why the Lions are the trophy the 
world aspires to win.

Special thanks go to my fellow jurors for providing more 
insights than any data could give:
Alexander Schill (Jury President), Gary Schiener, Mat 
Zucker, Chris Clarke, Simon Robinson, Markus Ruf 
(“We are a small and strange country”), Raúl Pérez, 
Alex Lim, Tony Bradbourne, Naohiko Oikawa, Lotta 
Mellgren (“Can we watch the AV please?”), Arturo 
Massari, Yoram Levi, Mark Ringer, Myles Lord, Raj 
Nair (the coolest dude in India), Bruno “Tesco” 
Moreira, Antoine Becotte, Ana Paula Marques, Albert 
Essenther, Tiago Mendes, Xolisa Dyeshana, and German 
“Friendship Machine” Yunes (who also took home a ton 
of Gold).

Locked in a room for five very long days with you all 
was the most fun I’ve ever had. In all my career, I’ve 
never laughed so hard on a judging panel. 

Thank you, from “that bloody Aussie”.
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Mail and
Door Drops

O2 22, CAANZ 24, Kalahari.com 26, Chrysler 28, M&C Saatchi 30, 
TNT Post 32, Hopi Hari 34, Telecom 36, American Express 38, Toyota 40
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CLIENT
Chrysler

Product
Jeep

Title
Stone, Twig, Water

Media
Direct Mail

Country
Brazil

Date
October 2010

BACKGROUND
The brief was to launch the new Jeep Grand Cherokee 
2011 for a very selected and special mailing list which 
contained consumers who had already bought a Jeep 
model and also people who hadn’t bought a Jeep. The 
brief was to launch the new Jeep Grand Cherokee 2011 
to existing Jeep owners as well as to those who had 
expressed great affinity with the brand by appealing to 
their adventurous nature.

IDEA
Potential Grand Cherokee drivers were mailed a box, 
within which were objects from faraway places. A rock 
from Patagonia, a twig from the Amazonian rainforests 
of Peru and water from a lake in Tierra del Fuego.

Map references were supplied with the objects 
and the letter suggested that the recipient might like 
to return the rock, twig and water where they had 
originally come from, using a Grand Cherokee to make 
the trip. 

If anyone did embark on the journey, Jeep undertook 
to pay their hotel bills. 

AGENCY
Leo Burnett, Brazil

Creative team
Ruy Lindenberg
Creative Director
Alexandre Pagano
Art Director
Cesar Herszkowickz
Copywriter
  
Production
Panela Produtora 
Production company
Diego Guimaraes
Producer

Other
Renato Broggin
Bruno Panico
Renato Barros 
Accounting team
Ana Paula Baraldi
Marcela Liguori
Media
Ana Luiza Santos
Mario Casanova
Planning
Rosana Araujo
Emilio Paganoni
Customer approval
Adriana Bertello
Vanessa Garcia
CRM

RESULTS
The mailing led to 30 direct contacts with people 
wanting more information about the car. The objective 
was for the mailing to translate into 5 actual sales but, 
in fact, 12 Grand Cherokees were sold.   

EDITOR’S COMMENT
This idea is so close to brilliant that it deserves a place 
in these pages. Sending recipients a stone, twig or 
sample of river water and challenging them to return 
it to the remote location it purportedly came from in a 
Chrysler Jeep is a charming way into the consumer’s 
mindset, making them imagine the adventure the 
product could bring. It’s just a shame the stone, twig 
and water are ‘like’ the real ones from the remote 
locations. Still, hats off for the creative thinking.
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CLIENT
TNT Post

Product
Direct Mail

Title
The Power of Direct Mail

Media
Print, Outdoor, Direct Mail

Country
The Netherlands

Date
April - June 2011

BACKGROUND
TNT wanted to encourage marketers to make more use 
of Direct Mail and to see it as an essential part of the 
marketing mix. 

The challenge was to dramatise how Mail is the 
most personal way to communicate with everyone, 
one-to-one. 

IDEA
The thinking was that even though the Netherlands 
has a population of over 16 million, there is a different 
face behind every door. Young, old, male and female, 
everyone is unique yet all can be reached via the 
letter-box. By Direct Mail. 

To make their front doors and letter-boxes as 
personal as the people inside, different painters were 
asked to paint portraits of the people who lived behind 
the doors on the doors. 

The letter-box was the mouth in every instance to 
symbolise the dialogue between sender and recipient, 
conversations both personal and direct. 
Images of the doors were then used in outdoor and in 
direct mail.

AGENCY
Ogilvy Amsterdam

Creative team
Darre van Dijk
Piebe Piebenga
  
Production
Andrea Reis
Sylvan Steenbrink
Josefien Kooiman
Arne van der Ree
Symen Enkeling
Illustrators
ArtBox
Illustrators Supplier
Arno Bosma
Photography

Other
Monique Houben
Nigel Hassall
Account Team
Sabine van Liempd
Client

RESULTS
With the Direct Mail campaign, the goal was to arrange 
a personal sales pitch with all the TNT key accounts. 
And that happened. With all of them. A 100%  
response rate.

EDITOR’S COMMENT
This is one of those ideas that makes you furrow your 
brow when you see the board, but raise it in pleasant 
surprise when you watch the video. The artistic 
portraits on the doors are a solid strategy for reaching 
key clients, and are clearly very well received – one 
recipient carrying hers into a boardroom meeting 
and gleefully reading aloud the enclosed letter to her 
assembled colleagues.

For some TNT key accounts, real doors were 
delivered with the customer’s face painted onto them. 
This way, marketing professionals experienced for 
themselves how personal mail can be, making them 
realise what DM could do for their key target audiences.  
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CLIENT
Toyota

Product
Toyota Yaris

Title
The Exciting Touch of  
The New Yaris

Media
Direct Mail

Country
Slovenia

Date
August 2011

BACKGROUND
With a new multimedia communication platform, Touch 
and Go, and several other exciting innovations and 
features, the new Toyota Yaris is the smartest and the 
most exciting car in its segment.

IDEA
The new Yaris simply has too many improvements 
and features to talk about. They are best discovered 
first-hand at a Toyota dealership.

So, to drive traffic to the showrooms and to 
communicate something of the awesomeness of the 
new car, an electrostatic mailing was created with the 
help of the Institute for Practical Physics. 

Made with plastic and special foil, when the 
recipient opens the mailing, he/she gets a hair-raising 
experience. Literally bringing to life the message, ‘The 
new Yaris. You’ll bristle with excitement.’

AGENCY
Saatchi & Saatchi 
Slovenia

Creative team
Matej Kodric
Creative Director and 
Copywriter
Aleksandar Jordacevic
Art Director and Design
  
Production
Zevnik DOO

Other
Renata Sestic
Metka Orel

RESULTS
20% higher response compared to the previous 
best-performing mailshot. 
The idea has also been described on several specialist 
websites as an example of best practice Direct Mail. 

EDITOR’S COMMENT
Ordinarily you look at the elements of a mail pack to 
work out what you can play with creatively: pack size, 
paper stock, envelope windows, folding formats, ink, 
etc. But never have I looked at a pack and thought: 
static electricity! I only wish this pack from Saatchi 
Slovenia had art direction and craft to match the 
cunning science that makes your hairs stand on end.



Online and Digital
AT&T 44 , PETA 46 , The Commonwealth Bank 48 , Varma 50 , Carlsberg Belgium 52 , Diageo 54 , Canon 56 , 

GM Opel 58 , La Redoute 60 , New Zealand Army 62 , Philips 64 , Microsoft 66
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CLIENT
GM Opel

Product
Opel Movano

Title
The File Mover

Media
Online Banner

Country
Belgium

Date
August 2011 

BACKGROUND
The brief was for the agency to create an online 
awareness campaign for Opel’s utility vehicle,  
the Movano

IDEA
The idea can be expressed simply as being: the first 
van that carries your stuff across the web. 

The banner ad was designed to be both innovative 
and useful, working like websites such as yousendit.
com or wetransfer.com. 

It allowed viewers to load files up to 2GB in size into 
the back of the van and then send them to someone.

The recipient would receive an email inviting him 
or her to download the files and learn more about the 
Movano range. 

AGENCY
McCann Lowe

Creative team
Benoit Hilson
Olivier Roland
Creative Directors
Jeremie Goldwasser
Copywriter
Arnaud Piette
Art Director
  
Other
Greg Pin
Adrian Duquennoy
Gilles Deketelaere
Webdesigners

RESULTS
In less than a month, the Movano banner had 
transported more than 5,680 files across the world. It 
is now approaching 8,000 – and counting. 

See the case history at : http://www.youtube.com/
watch?v=MqXB5UR5hdw 

EDITOR’S COMMENT
At first I questioned who would actually send a file 
using a web banner, but the results tell me 7,800 
people. That’s who. It’s a clever way to convey the 
message of moving large things. And you’ve got to hand 
it to them, they’ve made the ordinarily useless banner 
really quite useful.
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CLIENT
New Zealand Army

Product
Royal New Zealand  
Air Force

Title
Step Up

Media
YouTube/Interactive

Country
New Zealand

Date
August 2011

BACKGROUND
Working with local partners RESN (interactive vendors), 
Paragon (mechanical engineers) and Kennedy (model 
makers) Saatchi & Saatchi created a unique interactive 
game for the Royal New Zealand Air Force’s 2011 
recruitment campaign.  Using ground-breaking 
technology, the game was hosted on a branded 
YouTube channel, “Step Up”. 

IDEA
Through a mix of 15 second TV spots and online 
promotions, viewers were drawn to “Step Up”, a 
dedicated RNZAF branded YouTube channel. In 
essence, this was an online flight simulator. 

Visitors could choose which type of aircraft they 
wanted to fly and could then embark on a virtual 
mission, similar in nature to the real missions flown 
regularly by Air Force crews. 

Once each user had completed the challenge, they 
received a video of their own performance to share on 
Facebook and Twitter. 

AGENCY
Saatchi & Saatchi 
Auckland

Creative team
Scott Huebscher
Creative Director
  
Production
Elaine Bickell
GAD
Kevin Sherman
Executive Digital Producer
Linda Krug
Digital Producer

Other
Commander Nigel Philpott
Head Of Defence 
Recruiting
Client
Paragon Electronic 
Design Resn

RESULTS
The YouTube channel grew 935% each month during 
the year’s campaign. 

In just a couple of months it attracted more than 
140,000 channel views, helping the Air Force attract 
the right number of quality recruits it needed.

Links to the project:
http://www.youtube.com/rnzaf 
How to play:
http://youtu.be/-qxVk7PXiMQ 
And a video showcasing the scale and detail of the 

actual models:
http://www.youtube.com/watch?v=0n5-

5QB4Gac&feature=youtu.be 

EDITOR’S COMMENT
This exactly is what I like to see in digital thinking. A 
solution that isn’t entirely produced using 1s and 0s. 
Too many digital teams keep all their thinking confined 
to what can be done via a keyboard. Here Saatchi & 
Saatchi has begun building the project in meatspace 
before moving into cyberspace, thus creating a unique 
and captivating experience that also has a great story to 
tell about its own creation.

The idea was to create four miniature landscapes, each 
representing the sort of terrain the New Zealand Air 
Force regularly has to patrol.  

Robotic cameras were installed above each landscape 
and these could be controlled directly from Youtube. 

At Youtube, visitors could choose and pilot an aircraft 
and fly exactly the same sort of mission regular RNZAF 
pilots fly. 

The entire interactive experience was built into  
the Air Force’s Youtube channel to maximize traffic  
and showcase more video content for potential recruits 
to view. 

Users’ missions were immediately posted to the 
Youtube channel where they could be shared. 

Users could show off their scores and share the results 
via Facebook and Twitter. 

More information and more video content was just a click away. 



Ambient, Outdoor
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CLIENT
Diageo

Product
Guinness

Title
Guinness QR Code Cup

Media
Ambient

Country
USA

Date
March 2011

BACKGROUND
Guinness has always been a brand that inspires people 
to talk. About Guinness itself as well as every other 
topic under the sun. To encourage conversation in bars, 
the brewer wondered if the pint glass itself could not 
become a communications medium.

IDEA
Guinness created the first-ever QR glass.
This is how it worked.  

Printed onto the glass in white was one half of the 
QR code. When empty or filled with some paltry lager, 
it didn’t work. Fill the glass with Guinness, however, 
and the code was activated, allowing people to 
download exclusive content, or broadcast social media 
messages via their pint. 

The creative execution was relevant to the product in 
several ways: you had to order the beer to participate; 
it required Guinness to make the code work; and once 
scanned, the code distributed social media messaging 
about the product. The trifecta of relevance! Only 
Guinness could make or do this.

AGENCY
BBDO New York

Creative team
David Lubars 
Chief Creative Officer
Adam Reeves
Creative Director/
Copywriter
Danilo Boer
Art Director/Designer
Craig Duffney
Design Director
  
Production
Jd Michaels 
Director of Creative 
Engineering/Production
Chad Stoller
Kristin Maverick
Digital Producers

Other
Jim Santora
Hayley Devlin
Jamal Smith
Account Team

RESULTS
Though done in only a small number of bars, the  
QR code glass was a huge success, creating thousands 
of social media impressions, several each time a glass 
is used, not to mention the word of mouth at the  
bars themselves.

EDITOR’S COMMENT
BBDO NY is on fire. Not literally. Although, that 
copywriter on level 5 shouldn’t play with matches above 
an overflowing waste paper basket.

They have four entries in this issue of Directory, 
which is tough on lesser agencies struggling to get in. 
And while I’m no fan of QR codes (mostly because 
they are horribly misused, especially in Australia where 
no-one gives a fuck about them), this is a clever piece 
of product integration that would, probably, increase 
the usage rate of the QR code.

When the pint glass is empty, the QR code is unreadable. When it is filled with ordinary lager, the QR code is  
still unreadable. 

Only when the glass is filled with Guinness does the 
black of the beer turn the pint into a dynamic social 
media experience. 

Your pint automatically updates 
your status, checks you into 
Foursquare and tweets for you. 
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CLIENT
MINI

Product
MINI Vehicles

Title
Carmonica

Media
Ambient

Country
New Zealand

Date
13 Jan - Ongoing

BACKGROUND
There was one brief with two objectives. Not only was 
there a desire to increase local test drive numbers but 
also a requirement to demonstrate that Mini is one of 
the world's most customisable cars.

IDEA
What the agency came up with was an idea that pushed 
Mini’s customisation promise to the fullest. Introducing 
'Carmonica’. A car with over 300 harmonicas added on 
to it so that it literally hummed about the city, catching 
attention, attracting test-drives, visiting music festivals 
and car shows while promoting the overall theme, 
'Custom Awesome'. The stunt also led people online 
where they could customise footage of Minis in action. 
The information gathered on each user was then fed 
back to the showroom dealers.

AGENCY
DraftFCB Auckland

Creative team
James Mok 
Executive Creative Director
Billy McQueen
Chris Schofield
Creative Directors
Jack Delmonte
Jonathan Fox
Billy McQueen
Chris Schofield
Creative Teams
  
Production
Nic Finlayson 
Director
Phil Leifting 
Casey King
Producers
Toby Sellers
Account Director
Katie Loverich
Account Manager
Graeme Cooper
Retouching
Simon Cooper
Photographer
Gyro
Designers
Jason Jones
Production

RESULTS
The Carmonica reached a third of all New Zealanders 
and test-drives doubled from the previous month. Web 
traffic grew by over 800 and the idea also caught the 
attention of James May from the UK's Top Gear TV 
show. Now the world's most watched car programme is 
doing a story on Carmonica, scheduled for season 17.

EDITOR’S COMMENT
This idea is totally daft. But as far as doing daft things 
to get attention and build a brand, it’s up there. 
Admittedly there are no hard results, but if Top Gear 
do a story on the Carmonica in the upcoming season, 
DraftFCB will have a winning strategy for reaching 
consumers who are car-fanatics.



Broadcast,
Press and Inserts

Mercedes Benz 82, DraftFCB Auckland 84
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CLIENT
Mercedes Benz

Product
CL63 AMG

Title
Test Drive

Media
Mobile app/Press

Country
South Africa

Date
April 2011

BACKGROUND
The Mercedes-Benz CL 63 AMG costs over 2 million 
Rand or $250,000 US putting it well out of reach of 
most car-buyers. It is also incredibly intimidating to 
walk into a dealership and ask for a test drive.

The task, then, was for a print ad that had to work 
harder than any previous print ad had worked. 

IDEA
The creative execution was an interactive ad placed in 
Car Magazine, South Africa’s top motoring publication. 
Any reader with a smartphone could now experience the 
unprecedented power of the flagship Mercedes. 

By adding sound and movement to a passive print 
ad, 400 kilowatts became more than just a number. 
Readers were able to see and hear the awesome 
acceleration and feel enough of the power to be 
surprised by the fuel efficiency. 

More than that, using the app meant anyone could 
now test drive a car that had been beyond their reach. 

AGENCY
140 BBDO Cape Town

Creative team
Alexis Beckett
Johan Schwella
Mike Pearson
Mike Schalit
Ivan Johnson
  
Production
Clinton Mitri
Groundglass
Barry White
Prezence
Duvan Durand
Thomas Ferreira
Daneel Malgas

RESULTS
Only five days after hitting the shelves, over 10% of 
Car Magazine’s subscriber base had viewed the video, 
actively engaging with the brand. 

Not bad for an elitist car which normally elicits a 
limited response in South Africa.

Media interest and test drive bookings also reached 
an all-time high even within such a short space of time. 

EDITOR’S COMMENT
We saw a few print ads like this on the judging table 
in Cannes, where I was on the Direct Lions jury, and 
while this example for Mercedes wasn’t the very best 
one we saw, it’s still a fine example of the print/digital 
combination (and the only one submitted to Directory). 
Creatively, we’re always looking for ways to make a print 
ad more interesting and immersive, so the addition of 
digital technology to a simple newspaper page is smart 
thinking. Now we just need to evolve this.

What does 400 kilowatts of power feel like?
Readers punched in the URL, placed their smartphones over the rear view mirror and were able to experience
the awesome acceleration of the Mercedes CL63 AMG.



Integrated
Cadbury New Zealand 88, Peugeot Worldwide 90, Brandhouse South Africa 92, 

Tourism Ireland 94, Dortmund Concert Hall 96, Royal Mail 98, KLM 100 
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CLIENT
Peugeot Worldwide

Product
308

Title
Show Your Character

Media
Online and fashion  
shoot event

Country
UK, France, Italy, 
Germany, Slovenia, 
Slovakia, Croatia

Date
July 2011

BACKGROUND
The Peugeot 308 was relaunched under the umbrella 
strategy of “Show Character”. 

It was positioned as a car for unique, vibrant people, 
who weren’t afraid to let their individuality show in the 
things they do. 

Tying in with this thought, the role for the digital 
campaign was to encourage participants to show the 
world their character, and to consider how it can best 
be expressed. 

IDEA
Insight: People love to tell stories about themselves 
in social channels and engage with platforms and 
campaigns which enable them to do so. In so doing, 
they then become the strongest advocates (and traffic 
drivers) for the campaign. 

Based on this insight, the “Reveal your Character 
with the new 308” concept was born. 

The campaign was a casting call for an exclusive 
fashion shoot in Paris with renowned French portrait 
photographer, Xavier Lambours. 

Stage 1: To qualify for the shoot, through Facebook 
Connect, participants had to select a photo of 
themselves that best epitomised their character.

Then, in just three words (campaign for 308) they 
were asked to summarise their character as best as  
they could.

AGENCY
EHS 4D/BETC Euro RSCG

Creative team
Matt Watts
Nigel Clifton
Creative Directors
Jean-Frederic Passot
Jordan Sheldrick
Ellie Nugent
Art Directors
Ben Phillips
Strategy
  
Production
Philip Battle
James Paxton
Zac Best (UI)

Other
Olivier Ganolfo
Nathalie Le Maitre
Aude Collerie de Borely
Anne Fenninger
Joanna Boutte
Clients
Henri Tripard
Jean-Baptist Lucas
Xavier Blairon
Sandrine Bovis
Anyce Nedir
James Marshall
Agency

RESULTS
708,000 site visits in 3 weeks
6,246 unique submissions

Several hundred thousand Facebook likes across all 
submissions. 

Thousands of PR and blog citations.

EDITOR’S COMMENT
You have to feel sorry for the big car brands. They 
desperately strive to make cars of “character” even 
though they are almost all pretty bland to look at and 
to drive. Well, if Jeremy Clarkson is to be believed. 
But no-one sets out to buy a boring car.  They want 
something that matches their personality and in that 
simple insight lies the secret to this campaign. It has 
gone out there and found characterful people and then 
hooked the brand onto their personalities – young, 
colourful, fun, a bit wacky (Michelle, Germany). So the 
car comes across as being all of the above as well.  

Stage 2: The 308 “most liked” (FB likes) entries 
were shortlisted. This sparked off an incentive system 
whereby users were encouraged to activate their 
personal and professional networks. 

Stage 3: Of the finalists, Xavier Lambours then 
selected his top 28. 

Stage 4: The top 28 were flown to Paris for a 
personal photoshoot on the 21st and 22nd of June.

Stage 5: The best photos of each winner were 
selected and released by Peugeot, to be used in official 
communications and PR.  
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CLIENT
KLM

Product
Consumer service, 
non-durable

Title
KLM Tile & inspire

Media
Seeding film, Campaign 
website, Facebook app 
and page, PR and Live 
event and Airplane.

Country
Netherlands

Date
April 2011

BACKGROUND
KLM Royal Dutch Airlines promised its passengers 
more than just transport. They endeavoured to offer 
“Journeys of Inspiration”. But brand awareness was 
modest and outside Holland, many people did not even 
know KLM was a Dutch airline, let alone about the 
“Journeys of Inspiration” promise. 

The task was to raise awareness of both the brand 
and the brand promise. 

IDEA
Without the budgets of other European airlines, KLM 
had to be smart. 

Around the world, traditional Delft blue tiles had 
been famous for centuries, depicting Dutch scenes with 
inspirational thoughts. 

The idea, then, was to use the style of those 
memorably Dutch tiles to create a thoroughly 
modern “social object”, which would communicate 
‘inspirational’, ‘airline’ and ‘from Holland’.

An animated video, in the blue-and-white style of 
Delft, directed visitors to www.tileyourself.com, where 
people from around the world turned their Facebook 
profile pictures into Delft tiles.

The most inspiring tiles were chosen to decorate an 
actual plane and personalised videos featuring them 
were made, which people could share on Facebook and 
other social media sites.  

The plane was launched at a special event, where 
journalists could meet celebrities like model Dotzen 
Kroes, and this generated substantial additional PR. 

AGENCY
Tribal DDB Amsterdam

Creative team
Chris Bayliss
Executive Creative Director
Olaf van der Geld
Creative Director, Art
Bjorn Diemer
Creative Director, Copy
Pol Hoenderboom
Bart Mol
Concept
Geert-Jan Biljstra
Art Director
  
Production
Mike Hambleton
Head Of Art
Tomasz Greber
Senior Designer
Keith Kornson
Designer
Laura Losse
Jessica Jonker
Senior Project Manager
David Vogel
User Experience Director
Joeri Kiekebosch
User Interface Designer
Rishi Bhugwansing
Data Analyst, Databay
Jan Willem Penterman
Technical Lead
MediaMonks
Digital Production
Kreukvrij
Seeding film/3D 
animations
We are Will
Making of
Ableton/Sanches-Infante
Music

Other
Ralf Hesen
Strategy Director
Esther te Pas
Client Service Director, 
DDB
Ingeborg van de Wouw
Account Manager, DDB
Niels Bellaar
Planner, Social Media
Kiki Kruimel
Project Manager, RAPP

RESULTS
The Delft blue animation film quickly reached half a 
million views on YouTube. (750,000 in total so far.)

After three weeks, more than 120,000 tiles had been 
created in eight key countries. On average, consumers 
spent over five minutes on the site. ‘Likes’ of KLM’s 
(global plus local) Facebook pages increased by more 
than 120,000. 

Brand preference scores for KLM rose more than 
25% in its key markets. Hundreds of blogs wrote 
positively about the campaign, as well as several 
magazines and newspapers. 

EDITOR’S COMMENT
This is a great example of the effect of cultural 
significance on an idea. Many people will question 
the visual aspects of this concept (as did I), but when 
I considered the cultural relevance to the Dutch of 
the decorative blue and white tile motif, it became 
clear that this campaign is steeped in Dutch heritage, 
combined with modern digital technologies to create a 
beautiful engagement strategy with an incredible level 
of personalisation.


