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EverybodyOfalking aboutthe big winners at Cannes2022. Mars PetcareOs
Hope Reefin Indonesia,Liguid Billboard from Adidasin Dubai, Vice

World NewsOunfiltered History Tour and our very own CoinbaseOs
Super Bow OR Code(from AccentureSongand Wavemaker US)

arejust four of the campaignsthat raisedthe roof at the Palais.As these
winners show, purposecontinuesto be a powerful motivation for brands,
creatives and judges.

If you havenCOtheckedthem out, getto it! Theywill both move
and educateyou, stirring ideasfor your next pieceof work, perhaps
increasingyour ambitions for your client or brand@®next campaign.

True to our brand beliefof Positive Provocation , weOréreaking
away from the big winners to bring you work that is outstanding or
interesting from a Media perspective And by that we meanwork
with three characteristics:

01 Embedsitselfin the lives and behavioursof an audience,and
the spaces and places they inhabit. Immersive, not interruptive.

02 Demonstratesthe expandingrangeof messengersand carriers
of influence being deployedby brands.

03 Possessesa native understanding ofthe platform(s) onwhich it lives.
Not ideasadaptedfor platforms B ideas madefor them.

Our Global Head of StrategyStuart Sullivan-Martin hashand-picked nine
campaigrs (with alittle help from his Wavemakerfriends) from the work
shortlisted out of 25,460 competing campaigns.This work will help you
think bigger and better on your next brief, L VSID F NZH. @/dfdis
and thinking that havea practical application for your marketing,
whateversectoror brand you represent.

Enjoy and beinspired,

Nic McCarthy
GlobalHead of Brand
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https://www.youtube.com/watch?v=Nfhq4b4p1I0
https://www.youtube.com/watch?v=I7XZlvBjmtc
https://www.youtube.com/watch?v=fM5vFG7gZ2I
https://www.youtube.com/watch?v=eIUD_NE1BDo
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https://www.youtube.com/watch?v=N2jRDaLTUS8
https://www.youtube.com/watch?v=OKmViIVgTng

Crispy Subtitles

PepsiCo LayOs

ItOs an ageld problemb eating
crisps during a movie drowns out

the sound! LayOs fixed it with a

Chrome extension to YouTube that &‘
activates subtitles when it detects

munching B in your own language. SUbtltle

Launched in Vietnam, it scored
+1085% engagement vs previous
campaigns, $9M in earned media
and a global reach of 210ND all

on a $15K budget, an ROI of 600:1.

Hack Market

Back Market

Back Market, Europef)s Nol for
refurbished tech, wanted peopl®
know that 2nd hand is smart, not
atrade-off. Preloved smartphones
are cheaper with a92% carbon
footprint. On Earth Day, shoppers
in Apple Storeswere airdropped
ads urging them to choose a
greener option, slipping the brand /
into 5200 shoppersO purchase ~ AT
journeys with intent to buy ) y View film
2nd hand up by 27%.

Language of Ice Hockey
Molson

For immigrants to Canada, ice / ( ( / \ | \ \ \

hockey should be a way to bond

with their new home. But its quirky

lingo is a barrier. Molson created ”OWOMOM

Canadian Hockey Night the g KANADI P skt ANADISCH 2o Svefer
Multilingual Edition, broadcasting

the biggest game of the week in = P N =3 - 4 i
sevenglgf’;mgu%ges. 1.1M tuned in, \ l l ‘\ ' lggg
including 23.8% BIPOC Canadians. e

Positive impression of Molson was

11+ points and consideration 15+.


https://www.youtube.com/watch?v=JLPZn8oMsz4
https://www.youtube.com/watch?v=jve4lM5lucw
https://vimeo.com/723305060/b161437898

Alternative
Influence

As Jeff Bezosoncesaid, Olrthe end, we are

our choices.@hich is why the peoplewho
influenceconsumerchoicesare sointeresting

and important to marketers.As socialcommerce
extendsits sticky tentaclesinto everyplatform,
professionalinfluencerspaid by brandsto

market their productsaregrowing in number.
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But more interesting to us werg¢he new
alternatives to traditional influencers

that are springing up. Both more OhumanO,

in the form of family members and friends, and
less humanb virtual and voice influencersThe
increasing range of messengers and carriers of
influence being deployed by brands opens up
new frontiers in marketing.Fascinating stuff!
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92% of teen girls want to change

the way they look; 1 in 2 follow

an influencer that makes them

feel less confident. Dove used deep

fake tech to turn girlsO most trusted

source of influence, mum, into the

most toxic, to expose influencers -
pushing harmful beauty techniques.

13.6M organic views later, this

campaign is on course to be DoveOs &
most successful purpose work ever.

Toxic Influence
S '.lgl

Siri-ously in need of a holiday?
Tourism Whitsundays

A radio campaign that found an
immersive new way to deploy
AustraliaOs most trusted influencer,
Siri, to tempt tourists back to the
Whitsundays. Aussie Siri is Karen
Jacobsen, born in the islands. The
campaign defied the norm of gloss
photo travel ads to deliver 7,000
bookings worth $12.8 million at an
21:1 ROI and a broader economic
boost to the islands of $29.96M.

The Cost of Bullying
Samsung

An inspired way to influence
in-game bulliesO behaviowhere

they play. By tracking abusive OVER 797 OF GAMERS

language in the gameOs chatroom

and linking it to the price database, HAVE BEEN BULL]ED
Samsung increased the cost of WHEN PLAYING ONLINE

in-game buys like armour and Comparitech (2021)
power-ups for players who bullied.

The more gamers bullied, the more

they paid. Ingame abuse fell 40%.

»



https://www.youtube.com/watch?v=sF3iRZtkyAQ
https://vimeo.com/723307170/03405cb053
https://www.youtube.com/watch?v=kUNYOM4K2YY
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One of the bestand most enjoyablebits about
working in amediaagencyis getting to know
the platforms B existing onesasthey evolve

and innovate, and new onesasthey emerge.

Our mixed-mediateamsspendal lot of time,

and substantialamounts of client budgets,inside
thesequirky ecasystems,developingan intimate
knowledgeof their bespoketribes and cultures.

From TikTok and Twitch, to Tencent and Twitter,
platform-first strategy and creativity is a craft of
which we are very proud in media.

So it was wonderful to see so much work at Cannes
that demonstrates how brands (and their agencies)
are getting better and better at building ideas fit

for platform, not just adapted for platform.



The Impossible Combo
Burger King

For years, fast food fans have
dreamed of a BK Whopper with
McFries. Burger King made it real
with Brazilian delivery appRappi
and the Impossible Combo. For
every BK Whopper orderRappi
picked up fries from McDonaldOs!
In a superb example of platform
native smarts, the Combo sold out
in just 27 minutes and raised BK

Whopper sales to a record 81%.
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Thebestburger .9 thebest fries FUEGEEELEIEIIY

Duet Roulette
Doritos

Roulette was a spiroff in 2015
where one in every five crisps was
super-spicy. Using TikTokOs Odueld
function, Doritos created a ORussia
Roulette® game to see who ate the
spicy chip firstb perfect for TikTok.
The challenge quickly spread and
Doritos Duet Roulette sold out ir24
hours, with bags reselling orebay
for x10 the price with an 8.4% lift :
in sales of the Doritos Base brand. View film

ITest
Samsung
Samsung know how hard it is to get g

iPhone lovers to consider Android,
\,

so they used AppleOs phones to
show them what theyOre missing.
They built a site where users could
try a Samsungb on their iPhone.
Over 12 million iPhone users have
test-driven a Samsung so far.
Switch rates in launch market NZ
are +10%band Samsung was Nol
again for phone shipments in 2021. View film



https://www.ogilvy.com/work/impossible-combo
https://www.judgeseyesonly.com/doritos-duet-roulette
https://youtu.be/NjX9c4tRG4Q
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Greg Brooks, Global Chief Marketing & Culture Officer
Mindshare; Sue Unerman, Chief Transformation Officer,
Mediacom; Sarah Walker, Global Chief Strategy Office r,
Essence ; Nic McCarthy, Global Head of Brand at Wavemaker
Toby Jenner, WavemakerQOs Global CEO and Lee Sears, EVP/GM,
International Digital & Ad Sales, Integrated Marketin g and Events,
Paramount Global

Anthony Reeves, Global President, Essence; Sarah Wal ker,
Global Chief Strategy Officer, Essence; Samuel Hamilto n,
Creative Director, Decentraland ; Sarah Salter, Global Head

of Applied Innovation, Wavemaker

Kelli Hurley, VP, Global Head of Revenue Partnership s, SiriusXM;
Zac Pinkham, VP of Demand Europe, Adswizz; Shauna Alexander,
VP Global Partnerships, Soundcloud; Adam Puchalsky, Global
Head of Content at Wavemaker

Stuart Sullivan -Martin, Global Head of Strategy, Wavemaker

Rita Hartnett, Partner, Wavemaker Commerce Worldwide
and the Creative Commerce jury

Delphine Fabre -Hernoux , Data, Technology and Analytics
Executive, Wavemaker US; Jasmine Enberg, Principal An alyst,
Social Media Expert: TikTok, Facebook, Instagram, Sna pchat,
Twitter, YouTube; Erica Chriss, Head of Ecosystem, T -Mobile
Marketing Solutions; Gil Dudkiewicz , CEO, Start.io ; Andrew
Kandel, CRO, North America, Waze @ Google

Louisa Wong, Americas CEO, Wavemaker, Lee Sears
and Coinbase CMO Kate Rouch

Hamish Davies, Global Chief Growt h & Marketing Office T
Wavemaker; Katrine Graugaard , Global Head of Marketing,
Wavemaker

Anne Frisbie, SVP, Commercial Partnerships & Business
Development, Adswizz ; Elli Dimitroulakos , Head of Automation,
Americas, Acast ; Michal Nissenson, Director of Customer
Marketing, Geoedge ; Kathryn Spaeth, Global Chief
Transformation Officer, Wavemaker; Ellie Edwards -Scott (M),
Co-founder , The Advisory Collective

Barry Frey, President and CEO of DPAA and Louisa Wong

James Northway, WavemakerOs Global Head of Data and the
Creative Data jury

Mathias Chaillou, Chief Media Officer at LOOrZal and Helen Price,
WavemakerOs Global Chief Investment Officer



Inside the Jury Room

-

ItOs possible that we have something in common.

| donOt look at as much of the work our industry

produces as | should. | want to, | really do. | talk

about Othe workO a lot, | think about how we at

Wavemaker can do it better a lot, but | donOt

look at it enough. Not properly, by which | mean

slowly, without a bias or an agenda, in depth,

in volume and across category and country. Hope ReefSheba

The .temptatlon is to focusf on the process of the The way in which brands approach purpose
making, the data, the audiences, the insights and marketing has evolved so much. From often
the measurement, and not to spend enough time being random, disconnected stunts they have
on the creative craft of the experience that the become a real, longerm and integrated part
MEediAplaiista eI ioielcisomer of a brandOs business transformation toolkit.

Being on the jury for Media Lions this year

allowed me to fix that. For Sheba, a pet food brand from Mars, the

connection back into the care they have for
Over a month of judging, 10 of us looked at 1,600 their fish supply chain is evidenced through
submissions, watched almost 40 hours of award the delisting of norsustainable SKUs and
entry videos and spent 34 hours sitting in aroom  made public through work like Hope Reef.

looking intently at the best work the media Not simply a wondrous physical stunt, but a
industry has produced. multi-year project that creates content which

generates funding for future projects. The

| learned a lot about what is really happening partnership with Google to createDiveViewd

OL# theerglIaggggm?nw?éksﬂ;tev‘t’ﬁgs QﬁrdSSt'r?gi has meant over 1M people have toured the site
W y;]/v deoth ng find th t'l Wlt ybu ' b online to learn about the project, and theyOve
much depth as you can find the time to absorb. shared the IP with other orgs and NGOs to

Isggstsr!%nsgtegrt;ﬁgev\(grtl?aghhgarr??rrr?awat you kick-start the world's largest reef regeneration
: y 9 programme. A great Grand Prix winner!

us making together.

| also learned that we make better decisions

about work when we look at it together, when

we discuss it properly, when we take the time to

go more deeply into how it looked and worked

from a consumerOs perspective. Cynicism is a very
convenient way to get things done quickly, often
while looking clever. Humility, openness and
appreciation are far, far better tools if our goal

is to genuinely learn from the work of others and
improve our own skills. Surely that should be the
goal for all of us. It is surely the most important
hot-take that IOve packed to bring home with me.O

Media Lions jury members with comedian and
Global Chief Strategy and Product Officer TikTok star Rob Mayhew



Winning
ways

2022 was a bumper year for Wavemaker at
Cannes. Along with our brilliant agency partners,
we scooped a Titanium Lion, a Grand Prix, three
Gold, two Silver and two Bronze Lions. Our work
was shortlisted 24 times and Wavemaker was
credited on entries 286 times.

Shah Rukh K Jan-My-Ad
Mondel! z International,
Wavemakerindia and Ogilvy India

Titanium Lion

Gold, Creative Data Lions

Gold, Direct Lions

Silver, Brand experienceand Activation
Lions

Bronze,Direct Lions

View film

Less Talk, More Bitcoin
Coinbase,

WavemakerUS and AccentureSong
Grand Prix, Direct Lions

View film

The Art of Stealing

Netflix,
WavemakerPolandand Gong

Gold, Outdoor Lions
View film
Perk Disclaimers

Mondel! z International,
Wavemakerindia and Ogilvy India

Silver, Media Lions
View film
Have a Word

Mayor of London,
WavemakerUK and Ogilvy UK

Bronze,Glass: TheLion for Change

View film



A big thank you to all our clients,
our partners, our GroupM and WPP
colleagues and our wonderful team
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