THE IPM AWARDS 2017

Welcome to the IPM
Awards collection of
outstanding
promotional
campaigns from the

UKO6s creat.

industry.

Each year, the
standard and quality
of work continues to
impress and wow our
judging panels with
the incredibly high
standard of creative
strategy, thinking and
execution that
delivers effective
campaigns. These
campaigns are not
only Award winners
here but, most
importantly, they are
responsible for
growing brands and
engaging consumers
in activity that
positively changes
behaviour.

It i s the

t o represeil

talent on the global
stage and each
winning campaign
joins a long history of
celebrated work at
the IPM.

As part of the IPM
exclusive winners
club, each Award
winner is eligible to
enter the European
WE Awards. Over
the years, we have
swept the Board,
winning coveted
European Grand Prix
together with
numerous Gold,
Silver and Bronze
Awards. As the elite
campaigns in the UK,
collectively we
represent a force to
be reckoned with
across Europe and
the rest of the globe.

In times of
unprecedented
change, itis even
more important that
the work we deliver
every day is
demonstrably
effective, driving our
reputation as trusted
mediums for brand
growth and consumer
engagement. The
campaigns taking
home the accolades
this year have again
delivered on
exceptional promises;
to delight and

surprise, to engage
and drive deep brand
involvement and,
critically, to deliver
outstanding results.

| would like to wish
every entrant to the
Awards a heartfelt
thanks for their hard
work, diligence and
inspirational work that
puts the UK at the top
of the creative
industries, and to our
winners,
congratulations on
receiving the highest
possible accolade for
your work.

JOHN SYLVESTER
CHAIRMAN




IPM Brand Owner of the Year 2017
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LSI Netherlands BV
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The IPM Brand Owner of the Year Award goes to the client company or
organisation which, in the view of the final judging panel, was responsible for the
bestper f or mi ng campaigns recognised in

For 2017, the trophy goes to LSI Netherlands BV, the European arm of US
snhack foods company Jack Links, for the partnership marketing campaign and
related promotional campaign involving its Peperami brand i known as BiFi in
some European markets i and the Angry Birds Movie.

The Peperami partnership and supporting promotional activity won two IPM Gold
Awards, one in the On-Pack Promotion category and the other in the Partnership
Marketing category. It also won an IPM Silver Award in the Consumer Products
T Foods category and another in the Consumer Services i Travel & Tourism,
Leisure, Recreation and Media category.

The Peperami Stunt Animal in the Angry Birds Movie partnership campaign,
created by brand partnerships agency Brand & Deliver (which was working on
behalf of Sony) and promotional marketing agency Toucan (on behalf of LSI),

took film partnerships to another | ev

the pack, the iconic PeperamiAn i ma l actually became
the Angry Birds needed a stand-in!

The Animal was also integrated into the mobile games increasing impact at all
available touchpoints.

The on-pack promotion which supported the partnership, which was created by
Toucan, offered the chance to win a
a bird i either a family tree-house holiday in the hills above Barcelona or a
holiday for two to learn how to Fly-Board in the Mediterranean. There were also
thousands of runner-up prizes of Angry Birds Movie branded items.

The on-pack promotion which supported the partnership, which was
created by Toucan, offered the chance to win a holiday to experience
what ités | i kieeithera family tree-hcase hatidaybin thed
hills above Barcelona or a holiday for two to learn how to Fly-Board in the
Mediterranean. There were also thousands of runner-up prizes of Angry

Birds Movie branded items.

Selected packs featured Angry Birds discs which could be cut out from
the packaging and collected on cards downloaded from the promotional
website.

THAM Awdrsds epraggreamme. a central hub t
filmds sense of humour, trailers, pr

To integrate the promotion with the Angry Birds Mobile Game, the dot on

t he O IPéperamil bhe was c onbirdcodede dwh ind o ca
players of the new Angry Birds Action game a boost. It could be scanned

from the pack using the smartphone's camera whilst playing the game.

To raise awareness of the promotional activity, a special Peperami Stunt

Animal Spell was developed for the Angry Birds 2 Game. This consisted

of a 6smart bombdé that could be [ aun
buildings.

Finally, the promotional partnership also featured in TV advertising and on
social media.

oThe rgsuits Were @xedllentgwitli Goth groweh $nv@uimes sdleeand b ad g e 6
A n household pendiratidn more than doubling the targets set. Unprompted

Peperami brand awareness in the UK rose to levels not seen since it was
heavily TV advertised in the 1990s.

experience what itdés |ike to Iive as




IPM Agency of the Year 2017
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TLC Marketing UK Y U’ %gﬁ%ﬁﬂgg

TLC has been named the IPM Agency of the Year 2017, having won four Gold
Awards and one Silver for three different clients i including itself.

TLC Marketing (TLC) is a creatively-led rewards and incentives agency,

providing taesmiincsadl p&eweortyioonnes f or br an

partner network. It operates in an extremely competitive market, characterised by
a large number of agencies all fighting for the same business and decision
makers. TLC creates tailored end-to-end campaigns to ensure the reward align
with the brand and customer base.

However, while being expert in customer acquisition for its clients, it recognised

that its own client acquisition drive could benefit from some of its own creativity 1
hence the Giant Chip Fork, a business-to-business direct mail campaign created
by TLC to promote itself.

Featuring an oversized envelope containing a giant wooden chip fork i a blow-up
version of the small forks dispensed in fish and chip shops i and copy about how

fish and chips is the nationdés favouri

number of high value brands which are natural fits with fish and chips.

So far, it has delivered a significant return on investment for a budget of just
£310, with more to come. One client the agency had not previously worked with
has spent £60,000 with it, while another two clients are discussing another
£155,000 of business.

The Relish Rewards campaign was created and run on behalf of leading Irish
foodservice supplier Pallas Foods. Pallas has 9,000 customers, including pubs,
restaurants, cafes, hotels and retail outlets, and a product range of over 14,500
products. However, the Irish foodservice industry is characterised by competition
at national, regional and local level.

Customers are promiscuous, switching supplier on price grounds or to
participate in short-term promotions on seasonal or bulk purchases; on
average, customers use seven suppliers for their businesses.

TLCcreated ORel i sh Refundadbyalty offeringfert r o n g
Pallas which, since launch in May 2016, has smashed all target

expectations. Rewards available to customers include weekends in Vegas,
designer watches and even a Mini One. The program requires the bill payer

to register their business to participate, so Pallas Foods ensures key

decision makers are being recognised and rewarded, rather than lower level
staff i a point which competitors had missed, rewarding those making the

order as opposed to those paying for it. Once registered, customers start to

earn Relish Reward points on purchases of over 6,500 products.

a Relish Rawardshas wreque stand-out in the market thanks to its solid

creative concept, engaging art work and witty copywriting which juxtapose
the rewards with real Pallas Foods products, clearly communicating the
offering and bringing it all to life.

Pallas Foods set a target of 35% of customers signed up to Relish by 1st
January 2017; more than 50% actually did. The target for increased
customer spend was 10% -- the actual figure was 15%. The company was
looking for a 10% increase in average customer spend -- Spend increased
by 15%.

Finally, TLC won a Silver for the Braun Detox Retreat campaign, created for
Braun for its new premium handblender, t h e MulBQuigkl®rd, wi t h

y ,recammendad eefail pgce of beaveapn £10%99 and £16999, rompared with

a sector average of £17. The campaign revolved around a competition to

win a detox holiday to a Maltese spa resort, and was a resounding success.
Lakeland and Steamer Trading, neither of which had stocked any Braun
products before, took nearly 2,000 units between them, and have begun to
discuss stocking other Braun ranges; the work also won listings for the
handblenderwi t h John Lewis online, AO, De
blew away its targets, delivering 600% of the expected sales.




IPM Grand Prix 2017

N Campaign: Discomfort Future
Brand: The Economist
Agency: Sense London
Account Director: Sally McLaren

éﬁ Creative Director: Andy Day

We live in a time where long-form journalism is increasingly being marginalised.
Many people now consume breaking news in less than 140 characters, share
stories from Buzzfeed rather than newspapers and prefer flicking through their
Instagram feed rather than dedicating time to read a piece of writing. The
Economist is not only competing with other similar publications, but also with the
plethora of modern channels where people spend their time.

However, there are still those who want to challenge themselves, and could find a
place in their lives for the world class journalism that The Economist offers. To
ensure the future growth of its subscriber base, The Economist had to find a way to
attract new readers in search for a challenge. The problem they need to overcome
is the misconception that The Economist is just dry, financial articles. It is so much
more than that: so this campaign had to get people to re-evaluate everything they
thought they knew.

To help incentivise new readers to sign-up, The Economist runs a 12 issues for £12
introductory offer. Unfortunately, many people who sign-up to this cancel after the
12 weeks are up. So the challenge for
subscriptions, it was to find those who would want a long term relationship with The
Economist. The campaign had to deliver both quantity and quality. Rather than shy
away from the fact that The Economist is a dense and challenging read, Sense
developed a campaign that embraces it and makes it the main selling point.

Muchof The Economistds most challenging

our planet. The 6discomfort futured ca

challenges the comfortable status-quo. The core insight was that the kind of person
who would like The Economist would be open-minded and react positively to

unusual situations i so Sense has created deliberately divisive activations that
make some people uncomfortable. But on
intrigue.

The Economist benefited in two ways. Firstly, it got more interactions with the
correct target audience. Secondly, it subtly flattered this audience, making them feel
more worthy of the challenging concepts of The Economist.

®discomfort Future6 was activated by Sense in a
multiple locations ranging from busy streets to train stations and events. All of the
activations were inspired by articles from The Economist. The campaign originally
launched as a one day test in 2014; that test was so successful, the activation has
been running ever since, clocking up more than 600 live days across four
continents.

In the past, consumers have been offered free ice-cream and crepes enriched with
insects, a sustainable source of protein for an overcrowded future planet, smoothies
made out of fruit rejected by supermarkets, to highlight the damaging wastefulness
of some companies; or free coffee, made with the most expensive coffee beans in
the world, Kopi Lowak, eaten and then excreted by South East Asian civet cats.

ANot grosse

The subliminal message i s
e The Economist! o

person who can handl

For 2016, to highlight the issue of water use, Sense created the #H20 activation,
offering free coffee apparently made from water fed directly from a portable toilet,
referencing the new technology that can be used to turn raw sewage into safe
drinking water. The toilet sat alongside the coffee cart, with the call to action
emblazoned on it #fAYou fill the pot, we
connected to the coffee machine.

Brand ambassadors explained that in some countries, fresh drinking water is being
recycled from sewage, and asked consumers if they would drink coffee made with
recycled water? In fact, the water used in the activation was not recycled from the
Pertable dodeh Hie ampagsgdors thep informed peppiesi ghe point of the portable
toilet set up was to highlight the technology being developed and make people think
about it.

Since launch, the Discomfort Future campaign has successfully delivered against
subscription targets and has brought in more than 30,000 in total. Perhaps more

esignificantly, dhe getensian rate overihe lagt twa and achalfeydars has been 60%

ricgraparedhwithsa tagget af 259on and theoraripus @ctvatigng lkipve enhanced brand
perception, with the target audience now far more likely to agree that the
magazi neds irgerestinge It hassalsaadeligered significant media coverage,
reinforcing the key message, and is now being exported to other countries where
the inagazioensells ir such assAmerieaot her per sonds

Sense was challenged to increase the ¢
subscribers, and it did so with a brave, challenging and intriguing campaign which
deliberately put off some people to effectively attract and reach the true target
audience. The 2016 #H20O activation was a brilliant example of this.
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Telecom, Utilities and Technology

A Gold

Campaign: The Future of Play
Brand: PlayStation
Agency: Circle Agency
Account Director: Claire Stokes
Creative Director: Neil Hooper

The AFuture of Play Touro was a
opportunity to experience the immersive world of PlayStation VR. Out of
home, press and social all pointed fans to the events for the two weeks
leading up to each pop up. A custom-built booking site, www.trypsvr.com, let
people sign up for trial slots and processed almost 20,000 registrations over
six weeks, with some slots reserved for walk up players on the day. Highly
trained brand ambassadors walked visitors through the games and offered
advice.

A competition encouraged twitter participation on the day in return for the
chance to win a PlayStation 4 console, PlayStation VR headset and other
accessories. Players could create a GIF of themselves wearing the VR
headset and share directly to their social networks. Feedback on the tour
experience was uniformly excellent, and player word of mouth became the
keystone of our wider ATL creative, as we used their tweets in additional
ATL and our 360Avideos.

#], Silver My Bronze

Campaign: Huawei at The Henley Festival Sky 11 Lucky Man Vending
Machine

Brand: Huawei Sky

Agency: FMI Ltd tpf

Account Director: Nick Lancaster Victoria Graham

Creative Director: Clare Bingham Alex Gill



http://www.trypsvr.com/

Consumer Durables i Auto,

Appliances, Home Electronics *
Partner SOde)(O

£/, Gold
e W\,r‘é

Campaign: The Art of Breakfast BREM,L

Brand: Tefal

Agency: Bray Leino Limited ; )

Account Director: Andy Stephenson a\m}‘? |

Creative Director: John Bjergfelt

For many consumers, buying things like kettles and toasters has shifted
online, making it a relatively removed and uninvolved experience. Tefal
wanted to enter the breakfast category with a bang and shake it up with its
stylish Breakfast Maison range, initially consisting of a toaster and a kettle.
The products offered competitively-priced style rather than cutting-edge
technology. The her o i de a&vewahsmbie Flibee
of toast can be an art form with the right equipment. To bring this to life, food
artists Fresh Heather created a collection of artistic masterpieces i out of
toast 1 which featured in a pop-up in the heart of London at morning rush
hour, an Art of Breakfast gallery enticing people in with the offer of free toast.

During the campaign period sales increased by 556% with a direct
correlation between website conversions, site visits and sales. During the
initial campaign Tefal sold out of the products. Tefal is still using the Art of
Breakfast idea and creative on its website and in comms.

R Silver My Bronze
Campaign: Volvo Cars at Festival N0.6 Grundig Major Domestic
Appliance Promoters
Brand: Volvo Cars Beko
Agency: TRO Gekko
Account Director: Luke Basey Hanna Whitbourn
Creative Director: N/A N/A

Consumer Services i Travel & Tourism,

Leisure, Recreation and Media *
Partner SOde)(O
#2,Gold
Campaign: Discomfort Future
Brand: The Economist
Agency: Sense London

Account Director: Sally McLaren
Creative Director: Andy Day

In the Internet Age, The Economist needed to attract new readers for its
world class journalism. Many people assume it carries dry, financial articles.
This campaign successfully challenged preconceptions and recruited new
readers to sign-up for its 12 issues for £12 introductory offer i many of
whom then stayed as subscribers after the offer expired. It celebrated the
aideh that Thé Economist is a dense and challenging read and made it the
main selling point, targeting readers who appreciate having complex issues
explained clearly but intelligently
on the idea that one personds disco
In multiple locations ranging from busy streets to train stations and events,
passers-by were offered: free ice-cream and crepes enriched with insects;
free smoothies made from fruit rejected by supermarkets; free coffee made
with water purified from sewage. Th
Then you might be the kind of perso
Average daily subscriptions to The Economist more than tripled, with no
additional cost.

£ Silver M Bronze
Campaign: The Angry Birds Movie with Karma Club
Peperami Stunt Animal
Brand: The Angry Birds Movie and Karma Group
Peperami
Agency: Toucan and Brand & Deliver Bamboo

Account Director: Mike Benns/Richard Barnes Kerry Heywood/Alice Tilley
Creative Director: Kevin Frost Radoslaw Mentel/Deborah
Hadfield




Financial & Professional Services

£, Gold

Campaign: Orbis Access
Benchmark Rally

Brand: Orbis Access

Agency: Circle Agency/The

Corner London
Account Director: Scott Kilvington
Creative Director: Neil Hooper

Financial product fee structures can be complicated and misleading: Orbis
keep it simple, basing fee purely on performance and measuring against
industry standards; it uses the phr
TheorbAccess Benchmark Rallydéd was a
track for radio controlled cars, on Jubilee Place in Canary Wharf, themed
around the Monte Carlo Rally. On day one of the activity, Jodie Kidd set a
three-lap race time, which became the Benchmark time for challengers to
beat. If they beat it, they got a complementary Orbis Access account with
£100 to get started; those who came first in heats were entered into a draw
for a VIP weekend trip to Monte Carlo. The activation was promoted with City

AM ads, digi-tatepbbsbrdsdi gi nhal news

social channels.

Everyone who took partsaw firstthand t he productoés U

turned a dry subject into something fun and engaging and gave people the
opportunity to question the offer and be reassured of its transparency.

—

R Silver My Bronze
Campaign: DramatisingRB S 6 Br a n dhe Secret Life of Pets &
Relaunch Petplan
Brand: RBS Universal Pictures & Petplan
Insurance
Agency: Leith Links Brand Culture
Account Director: Jennie Pike Tom Sugg

Creative Director: Phil Evans/Troy Farnworth Michael Mann

Consumer Products - Food

*
f//'-%\ G 0 l d Partner SOde)(O
Campaign: Dolce by Ferrero Rocher
Brand: Ferrero Rocher
Agency: TracyLocke

Account Director: Rebecca Lawson
Creative Director: Alberto Perrotta

Dolce by Ferrero Rocher was an unprecedented, multi-sensory dining
experience in the heart of Covent Garden, where paying guests could
rediscoteetimedalstend Fekedo Riocher traugtkfieetindutggnt mini-desserts,
eachSepresanting amicenicrlagec &f the product. Boxed chocolate is a near-
saturated and hyper-competitive market, driven by NPD; FerreroRo c her 6
iconic but unchanged recipe meant consumers recognised the box but forgot
the delicious taste within (even though Ferrero Rocher actually performs
much better in blind taste tests ag
deliver cut-through to put Ferrero Rocherback on consumer s
radar, nor make t Fhem esbe enoidte rans ba atmn
d ap@2aach #omprpdudMiniad wak reimagined, with a fully immersive pop-up
allowing the target audience of female chocolate-lovers to rediscover the
unmistakable taste of Ferrero Rocher. It presented the product in an

v enexpeacted, visaatlyistanming and delicious way. A comprehensive

amplification strategy of press ads, social activity, video content and
influencer engagement maximised the reach and impact of the amazing
experiential event at the core.

#] Silver My Bronze
Campaign: Peperami Stunt Animal in the Unpredictable Summer Menu
Angry Birds Movie
Brand: Peperami Co-op
Agency: Toucan iD
Account Director: Mike Benns Rachel Smith
Creative Director: Kevin Frost Liam Danby




Consumer Products T Household &

Pet Care *
//R\ G O| d Partner SOde)(O
Take a break from cleaning!
Campaign: Vileda i Kids Go Free KIDS Go FREE
Brand: Vileda : T
Agency: ZEAL Creative

Account Director: Robert White
Creative Director: Stewart Hilton

Consumer Products i Healthcare, Beauty

& Fashion *
//R\ G O | d Partner SOde)(O
—
Campaign: Clarins Urban Oasis il
Brand: Clarins UK
Agency: Haygarth

Account Director: Carlo Montemarano
Creative Director: Steve Rogers

The household category is dull and
spending money on cleaning products, a challenge for Vileda, the premium-
priced market leader. Fixture space is consistently lost to cheaper, own-label
mops and cleaning products. Research proves the core audience (female,
C1, C2, D) likes promotions in this sector if they are practical, relevant and
deliver value, coupons and discounts are seen as uninspiring. Vileda
needed to break the monotony and disrupt the in-store environment with an
offer strong enough to secure secondary sales sites away from the
household section. The insight was that shoppers just want to get the
cleaning finished and spend time with their family. A partnership with Merlin
to offer KIDS GO FREE vouchers with EVERY promotional pack cleverly

f ocused o8EAMEFR aqguanuidss highlighting the common element
with cleaning 7 water i and allowing for fun, eye-catching displays. The
campaign excited the category, appealing to both retailers and shoppers.

It got Vileda products out of their aisle, driving trial and awareness to
increase sales by +5%.

Ia annbisypcentpetitive landlscapd, Clariasrfgcenl indifference among British
mill ennial women. They respected th
luxury brand for older women that was out of touch with their modern
lifestyles. This was particularly true in the fast-paced, competitive retail
environment of department store beauty halls, where Clarins was being
ignored in favour of brands perceived as younger and more relevant.
Research identified that millennials were failing to recognise the damaging
effects of their lifestyle choices on their skin. The Urban Oasis pop-up beauty
destination allowed Clarins to show the target audience the impact on their
skin of pollution, weather and fatigue, projecting their face onto an HD
screen via 3D texture animation, while a voiceover explained the effects of
city life on her skin and presented Clarins Multi-Active as the solution.

Visitors collected two out of three free samples; the third had to be claimed
at a nearby retailer. 42% of visitors immediately went to store, generating
one new sale per minute, a 40% sales uplift.

£, Silver

Campaign: Braun Detox Retreat
Brand: Braun
Agency: TLC Marketing UK

Account Director: Ben Savage
Creative Director: Rob Scott

#, Silver M Bronze
Campaign: One Intense Summer Geberit AquaClean Tour
Brand: Original Source Geberit
Agency: ZEAL Creative Blackjack Promotions
Account Director: Rachel McHale Simran Sidhu
Creative Director: Stewart Hilton Andy DeVito




Non-Alcoholic Beverages

*
Partner 50 dexo

£], Gold

Campaign: Alpro Smoothie Maker
Campaign

Brand: Alpro

Agency: HRG UK LTD

Account Director: Mel Carter
Creative Director: James Campbell

This award won this category because it not only delivered tremendous
levels of engagement and trial but also changed brand perception, helping to
bring the Alpro brand to the attention of a new, wider audience. It turned a
key shopper insight into a promotion that was engaging, inspiring and
personalised. With the OH&lpmbawvthei ngo
opportunity to promote their core range of products as staple smoothie
ingredients and as a healthy option that tastes great, not simply a milk
alternative fordairy-i nt ol er ant consumers. The
activation, based around the online Alpro Smoothie Maker tool, provided
recipe inspiration for a health-conscious audience via a mix of online and
offline touchpoints i At home, Out of Store, Store Entrance, At Fixture and
Secondary Siting. The Alpro Smoothie Maker tool was replicated in-store.
Promotional mechanics included in-store experiential, sampling, couponing,
free gifts with purchase, prize draws, targeted emails using data from
retailers, retailer partnerships and discounts on Alpro product when
consumers bought fresh fruit. The campaign met and exceeded every target
Alpro set.

t

o)

£ Silver

ABronze

Campaign: innocent Treehab J20 Golden Straw
Brand: innocent Britvic

Agency: Sense London Savvy Marketing
Account Director: Lou Garrod Kim Jacks

Creative Director: Andy Day Jamie Webster

Alcoholic Beverages i Beer, Wine & Spirits

d ¥
//R\ Go | d partner SO exo
Campaign: Only One Captain E

Morgan H :
Brand: Diageo 2V
Agency: RPM D

Account Director: Tom Atkinson
Creative Director: Rob Wilson

This campaign drew a parallel between the convention-challenging spirit of
the Leicester team which won the Premiership title against expectations,

the discoverymind-s et of the brandbs target
adventurous spirit of the Captain Morgan brand. Shoppers in the off-trade

sef dpift¥yrhixedspirits drinks as expensive, hard to make and risky to

serve at home, and tend to default in summer to more familiar beer/wine
choices. The key idea was to appeal to 18-45 year old male and female
Bhepp¥edr wWanod some of itpdoglewhdinstigate e S
casual, quirky get-togethers. The moment Leicester won, Diageo released

a Limited Edition bottle in honour of Leicester captain Wes Morgan and his
team,are-br and of the Captain Morgan Twi
national press ads, the chance to win Limited Edition bottles and 11,000
Limited Edition Bottles sent to stores in and around Leicester, which sold in

24 hours. The campaign worked because it made genuinely plausible
parallels between the Captain Morga
amazing leader.

ABronze

£ Silver

Campaign: The Jameson #BeOriginal360  The Bouquet from Bloom Gin
Experience Campaign
Pernod Ricard Travel Retall

Brand: Jameson Bloom Gin

Agency: ignis Umbrella

Account Director: James Deshays/Natalie Brown Linda Wise
Creative Director: Nick Peters Sourced by Quintessential




Retail T Traditional Retailers, e-Commerce,
Catalogue, Bars and Restaurants

£, Gold

Campaign: PANDORA Prism Store
Launches

Brand: PANDORA

Agency: PrettyGreen

Account Director: Emily Koppit
Creative Director: Sam Stocking

The PANDORA in-store marketing programme created an enhanced
experience through enticing incremental display with an appealing Gift With
Purchase promotion and strong shopper engagement across every stage of
the service environment, delivering strong ROI across all 80 stores with £5
returned for every £1 of marketing investment. PANDORA has seen
phenomenal growth in the UK with its innovative jewellery brand; in 2015 it
opened or re-fit 88 stores and in 2016 the target was similar at 80 stores,
with a new communications platform,
platform. A promotional activation was created for store launch day, with the
Prism Gift Wall at its heart, designed to drive Average Transaction Value up;
consumers spending £75+ could choose a prism from the wall and get a free
gift valued at £35 to £125. Fully-trained PANDORA Event Producers
managed each launch day, including store liaison pre-event, dressing and
running the day itself to ensure PANDORA sales staff could concentrate on
sales. Each store launch was further supported by geo-targeted Facebook
social media.

£, Silver M Bronze
Campaign: PANDORA Beefeater Bar + Block
#ChristmasDelights
Brand: PANDORA Whitbread PLC
Agency: PrettyGreen Life Agency
Account Director: Emily Koppit Chris Walker

Creative Director: Sam Stocking Justine Davies

Not For Profit, Charities and Public Sector

#£], Gold

Campaign: Virtual Blood Donation

Brand: NHS Blood and
Transplant

Agency: 23red

Account Director: Emma Taylor
Creative Director: Sean Kinmont

The NHS needs 1.6 million units of blood a year for patients, including rarer
blood groups for BAME communities, and also needs more younger people
registering. The Virtual Blood Donation campaign activity ran on large format
OOH screens in London Westfield Shepherds Bush and Birmingham New
Street. An Augmented Reality app synched to the screens featured an empty
bl ood bag and il patient. A sticke
an AR plaster, needle and tube overlay on the digital screen. People

ewatsc lyodi @b le®dqd & nfdl eaw efatdamet heir arm
filled up, the patient got better. Patients featured are real people needing
blood donations; participant's name appeared on the screen, thanking them
for their virtual blood donation and encouraging them to sign up to donate for
real, providing a more personalised experience. NHS Blood and Transplant
recruitment teams on the ground engaged participants, registering them or
booking their next appointment. Powerful and emotive creative drove
awareness of how blood donations save lives and how easy, quick and
painless they are.

#, Silver My Bronze
Campaign: #PowerToTheBump One You Campaign Launch
Brand: The Equality and Human One You
Rights Commission
Agency: 23red 23red
Account Director: Sadie Westwood Jane Lorton
Creative Director: Tristan Cavanagh Tristan Cavanagh
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The Most Effective Incentive Programme

# Gold

Campaign: Relish Rewards
Brand: Pallas Foods
Agency: TLC Marketing UK
Account Director: Mike Brinn
Creative Director: Rob Scott

Pallas Foods is a leading foodservice provider in Ireland with 9,000
customers in foodservice and a product range of 14,500+ products.
Research showed foodservice customers use seven suppliers on average,
switching suppliers for price deals and promotional items. Rather than
discount, Pallas Foods wanted a strong, self-funded loyalty programme to
retain and reward customers and increase customer spend and basket size.
The fARel i sihA Re warl des programesmashed al target
expectations. Rewards include weekends in Vegas, designer watches and
even a Mini One. Relish Rewards target company owners, so Pallas is
recognising and rewarding key decision makers, not those placing orders.
Engaging artwork and witty copywriting juxtapose rewards with real Pallas
Foods products, clearly communicating the offering and bringing it to life.
Relish Rewards disrupted the Irish market by being the first and only B2B
wholesale loyalty programme.

Customers are now spending 15% more than they used to and have
increased basket items by 22%, proving they have stopped using other
suppliers and are now more loyal to Pallas Foods.

#], Silver My Bronze

Campaign: J20 Golden Straw Vodafone Pay Internal Launch
Brand: Britvic Vodafone Ltd

Agency: Savvy Marketing GreyShopper

Account Director: Kim Jacks Lorna Wilson

Creative Director: Jamie Webster Cressida Eatson-Lloyd




The Most Effective Reward, Recognition or Experiential Activation T Instore & Standalone

Motivation Programme

Partner

£/, Gold #2, Gold

Campaign: Giant Chip Fork Campaign: Clarins Urban Oasis
Brand: TLC Marketing UK Brand: Clarins UK
Agency: TLC Marketing UK Agency: Haygarth

Account Director: Carlo Montemarano
Creative Director: Steve Rogers

Account Director: Emma Critchley
Creative Director: Rob Scott

In a noisy, competitive landscape, Clarins faced indifference among British
ldennial women. They respected th

luxury brand for older women that was out of touch with their modern
lifestyles. This was particularly true in the fast-paced, competitive retail
environment of department store beauty halls, where Clarins was being
ignored in favour of brands perceived as younger and more relevant.

g Researghddengified thapmyjllenpigls werg failing to iegpgnise the damaging

h effects ¢f their difgstyle ghaiges og thedr skinnhhegJgban Oasis pop-up beauty
destination allowed Clarins to show the target audience the impact on their
skiR @f polution, weather ang fatigye hprojecting gheirfacepgte an HD
screen via 3D texture animation, while a voiceover explained the effects of

eGityrlifg oncher skin gnel gresented Glagins Multi-Active ag thessolution.
Visitors collected two out of three free samples; the third had to be claimed
at a nearby retailer. 42% of visitors immediately went to store, generating
one new sale per minute, a 40% sales uplift.

TLC Marketing (TLC) is a creatively-led rewards and incentives agency,
providing t aeniincsal p&deweortyioomes f or br
extensive partner network. Operating in an extremely competitive market,
characterised by lots of agencies all fighting for the same business and
decision makers, generating new leads is critical. TLC realised it needed to
apply the creatively-led approach it offers its clients to its own marketing,
and came up with the 6Giant Chip For
Directors at brands which would wor
partnership promotion (e.g. condiments, beer and football sponsors), tying in
to TLCO6s independent network of fis
created with witty copywriting, delivered in envelopes featuring a scan of an
Evening Standard article about fish
away. Copy provided clear context and relevance. For a budget of £310, the
return so far from one campaign (for Fuller, Smith & Turner, a new client for
TLC) has been £60,000, with two more potential campaigns in discussion.

#R, Silver My Bronze #], Silver M Bronze
Campaign: Huawei n:gaged: Bootcamp DramatishgRBS® Br an Campaign: Unpredictable Summer Menu Dolce by Ferrero Rocher
Launch Brand: Co-op Ferrero Rocher
Brand: Huawei RBS Agency: iD TracyLocke
Agency: FMI Ltd Leith Links Account Director: Rachel Smith Rebecca Lawson
Account Director: Nick Lancaster Jennie Pike Creative Director: Liam Danby Alberto Perrotta

Creative Director: Clare Bingham Phil Evans/Troy Farnworth




Experiential Activation at a Public Event or
Festival

£/, Gold

Campaign: The Mix Kitchen
Brand: Co-op
Agency: iD

Account Director: Rachel Smith
Creative Director: Liam Danby

Coopds O06The Mix Ki tBedtwlrcdincided with a radecad t i
rebrand, and aimed to get a Millennial audience to reappraise the brand. It
had to underscore traditional Co-op values (a different, fairer and better way
of doing business) but through a modern lens. Summer is a key trading

period for Co-op, but it is also challenging due to the unpredictable British
weather. However, the unpredictability also makes summer the ideal season
for impulsive experimentation with food. We seized on that insight and

created a campaign highlightingthe Co-opés credenti al s-
opds et hical and cooperative values
this group was under-indexing as Co-op shoppers. The Mix Kitchen
addressed that, taking the Abe as u
sl ogan and bringing tioMichdlilrstarred CHefsb d
who created innovative menus based on a conversation with the diners. It
was backed with specially curated DJ sets for each sitting. Guests shared
images using #UnpredictableSummer, while artists and DJs who participated
were given personalised recipe boxes, driving yet more social chatter.

#=, Silver My Bronze
Campaign: British Airways Access All Volvo Cars at Festival N0.6
Areas
Brand: British Airways Volvo Cars
Agency: TRO TRO
Account Director: Leshea Bates Luke Basey

Creative Director: Nick Glazier N/A




