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McCANN LONDON IDEAS
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The best ideas have legs. Big, hairy ones. Because the best ideas go on and on. Fact is, in our multi-platform, consumer-savvy market place, ideas have to go further than ever before to compete for hearts and minds. So we create brand ideas that engage, beguile and persuade on any platform. Developing and nurturing ideas, however, requires a special understanding of the wider environment in which they must thrive. So we have identified what we call ‘Cultural Connections’. These ensure a brand is plugged in to what’s going on around them. Our ideas are also reared on a strict diet of clear strategic insight, commercial understanding and creative brilliance. The more we feed them the bigger they grow. And grow they must to ensure an ongoing relationship with consumers, and drive revenue. Most of all, we like to create ideas that people will love.
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Our launch of the ‘Computertan’ campaign for skin cancer charity SKCin has engaged over 2m people to date.The hoax brand offered a free five-minute ‘tanning’ trial accessed via your computer screen.
 led to much blog speculation, acres of PR coverage and multiple award wins.We built the website, filmed an infomercial, developed an iPhone app, sampled it and seeded it, all of which
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Encouraging families to “Give Those Os A Go” by showing the adventures of a
 diminutive family who need to invent ingenious ways to get to their beloved Cheerios.
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The nation’s favourite Nanas return with their new Shreddies recipe. and it’s not just the Shreddies butthe Nanas themselves that have had a make-over, adding a bit of sparkle and glint to their eyes!
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Our relaunch campaign for The London Evening Standard revitalised their brand image with a dramatic improvementin several key brand measures. These included an increase in the paper being ‘Representative of everyone in London’
 by 17% and ‘Celebrating the good things about London life’ increasing by 13%.
 Shortly after relaunching, leading rival publication The London Paper closed down and The London Evening Standardseized the opportunity to go ‘free’ themselves. As a result, readership more than doubled to 1.39m and the sole surviving evening
 free-sheet in competition, London Lite, lasted only a few weeks more. For the first time in eight years The Standard achieved year-on-year total revenue growth and fully compensated for the loss of cover price revenue.
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A huge, genuine yet irreverent thank you from MasterCard to one of its cardholders,
 demonstrating the more rewarding world of using World MasterCard for everyday purchases.

Page 21
                        
                        

mypricelessgig.co.uk
 We offered one lucky music fan the chance to have a BRIT Award winner performa Priceless Gig live in their own home. This 20 minute Pet Shop Boys gig, shot in the
 winner’s living room, was streamed online and aired during the Live BRITs show on
 ITV.The story of the promotion was viewed more than 374million times in 121 countries.
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Valentine’s Day did not go unnoticed when one of our creatives decidedto bring to life his very own Priceless moment, with a proposal delivered
 30 feet above the ground, strapped to a specially built 96 sheet poster.
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ONE OF OUR DOCTORS IS TREATING A 5-YEAR-OLD BOY
 VISIT MSF.ORG.UKWE CAN’T OPERATE WITHOUT YOUR HELP
 THEN CLUBBED HIS PARENTS TO DEATHMILITIA HAVE JUST RAPED HIS TWO SISTERS
 SFX (THROUGHOUT): BOY SCREAMING
 MSF continually deliver humanitarian aid around the world under the most difficult and dangerous
 circumstances. Featuring a locked-off shot of a bullet-ridden building, the starknessof the visual setting is countered by the harrowing audio of a traumatized young boy receiving treatment.
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A total relaunch across TV, posters, press and digital and the largest project for the brand since
 The Gold Blend Couple over 20 years ago. The ‘Spark’ campaign builds upon the brand’s iconic status, reinforcing
 its natural roots and highlighting Nescafe’s expertise in harvesting their beans at precisely the right time.
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To rejuvenate one of Britain’s best loved brands, the story behind the product is told through the eyes of Mrs Kipling;
 wife and occasional catalyst in the great baker’s creative process. The campaign tied in neatly withidents created for ITV’s All Star Mr. & Mrs, which playfully illustrate Mr. Kipling’s lifelong dedication to cake.
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Sharwoods’ dedication to discovering new recipes and continually improving establishedsauces is highlighted in this documentary-style spot following their own Chefs who travel the
 world collecting recipes to bring back and re-create for their British consumers.
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As part of the campaign to highlight Quorn’s health benefits and versatility, a familyare lifted by their steaming bowl of Quorn Spaghetti Bolognese up to their
 jovial dinner in the sky in a colourful, w and irresistibly feel-good Quorn world.
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rt.COMSKY 512 FREEVIEW 85
 WHO IS MOrE DANGErOUS?
 Should a democratically elected government use significant force to control a demonstration? The answer isn’t always clear-cut. And it’s only possible
 to make a balanced judgement if you are better informed. By challenging the accepted view, we reveal a side of the news that you wouldn’t normally see.
 Because we believe the more you question, the more you know.
 QUEStION MOrE.
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FILE NAME: 45434_RTTV POSTER_GUN
 PROOF STAGE: 1ST - 17.12.09 • FILED IN: NOV 09
 SIZE: 240 X 480MM (PIXELS) • PUBLICATION: - • PG: 1
 JC DECAUX PRIMETIME45
 43
 4
 WHICH IS THE MORE POWERFUL WEAPON?
 RT.COMSKY 512 FREEVIEW 85
 QUESTION MORE.
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This brand-led strategy builds on the SUBWAY® stores’ unique point of difference versus the fast food competition.HYPNOTIST
 The campaign colourfully illustrates the idea that ‘However you feel, whatever you want, we’ve got a Sub for that’. The ads show comical situations that demand a very specific, customised type of Sub as a remedy.
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LOST PEDALO SAVING ONFROM CORFU HEATING COSTS
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CHINESE TATOO BAD FANCY DRESS(MEANING KICKME!) IDEA
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FOR THAT
 THERE’S A
 FOR THAT
 THERE’S A
 For the Internet exclusive Ukraine v England World Cup qualifier we set upa fake Ukrainian website offering to show the game live and for free.
 When thousands of fans hit the site at kick-off, they were greeted bystuttering footage and a buffering logo whilst a John Motson sound-alike continued
 to commentate on ‘the greatest England goal ever scored’.
 The Subway voiceover then introduced the “This internet football malarkey isn’t
 working Sub” and left viewers with the message: ‘Let’s keep football on the box’.
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In 2008 we took Widget to 6 European countries. In 2009 we brought further awareness of UPS services by rollingout Widget in 14 more languages to help thousands of customers ship more easily in a total of 20 countries around the world.
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The first brand work originating out of London for Xbox introduces Sky Movies, music and Live TV to the console,bringing to life exciting and unexpected entertainment experiences that literally surround the viewer in their living room.
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”JAKE COURAGE„Every Halo launch has been a big event amongst the gamer audience, but we wanted more for Halo 3. The ‘Believe’ campaignsought to reposition the protagonist of the Halo series as the hero and saviour of mankind – within which we created a
 war photographer, Jake Courage, who had been stationed on the front lines in the Halo wars. We then exhibited a selection
 of his photos, which show the emotion and power of the story and action in Halo 3, both physically in cinemas across Britain
 and online. We also shot & ran a short documentary on his life and work, again in cinemas and at www.jakecourage.com
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the film, identifying 6 replicants from the audience.I.D. test, powered by Windows Phone. The footage was edited live and shown as an advert before
 People attending were randomly selected by blade runners to have their photos taken in a Retina recreate the famous replicant test used to separate rogue robots from humans.
 the Windows Phone into the theme of the event. It’s amazing photo and video quality enabled us to
 in a disused warehouse at Canary Wharf. We took their sponsorship beyond branding by integrating immersive environment. In June 2010, Ridley Scott’s cult classic ‘Blade Runner’ was brought to life
 Microsoft Windows Phone sponsors Secret Cinema; a monthly screening of classic films in a totally
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one for each performance that took place over six days, viewed by over 5,500 people.
 search for replicants. The result was a truly immersive experience consisting of 8 live adverts;
 press advert was created for the back of the programme, encouraging the audience to join the
 onto a live Twitter wall. VIDFON adverts encouraged people to visit the Testing Center and a
 Alongside the live ad, LED screens searched through faces for replicants, as suspects were tweeted
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Swindon Swindon
 Swindon Swindon
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Our latest L’Oreal campaign starred ‘national treasure’, Cheryl Cole –
 the first time a home-grown spokesperson has featured and a real coup for L’Oreal.
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We needed to announce I Can’t Believe It’s Not Butter’s new more buttery recipe, but in a tone of voice befitting
 a memorable piece, securing the number one spot in Marketing magazine’s Adwatch shortly after going on air.name to reflect the improved taste, resulting in a series of increasingly disastrous scenarios. It proved to be
 of the brand’s unique, irreverent sense of humour. Our spot shows the brand attempting to lengthen its famous
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Do you lie in or get up?
 Do you take the bus or the pavement?
 Do you cancel last minute or organise last minute?
 Do you sit in the corner or moonwalk across the dancefloor?
 Do you give up on the Sudoku or finish it come hell or high water?
 Do you download the single or camp out all night for tickets?
 Do you have a nap or have a coffee and keep going?
 Do you just tick the box or read the small print?
 Do you avoid the January sales or dive in, elbows ready?
 Do you stay in a B&B or pitch a tent?
 Do you sleep on the train or work all the way?
 Do you watch your kids’ school play or help out backstage?
 Do you get a man in or get your tools out?
 Do you give up halfway through or read to the end?
 Do you watch stuff happen or are you a Games Maker?
 London 2012 volunteers will make the Games happen.
 Have you got what it takes? london2012.com/volunteering
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Ten days giving directions.Ten nights with a sore throat. Just so you can tell the grandkidsyou made the Olympicand Paralympic Games happen.
 Have you got what it takes to be a London 2012 Games Maker?Find out: london2012.com/volunteering
 Have you got what it takes to be a London 2012 Games Maker?Find out: london2012.com/volunteering
 8 hours watching the starting line. Then Bolt turns up, hands youhis tracksuit and says “Thanks, mate”. Usain Bolt just called you “mate”.
 The Olympic Stadium on opening night.Costumes in need of final adjustments.Thread, needles, pinpricks, plasters, thimbles.Then a billion people see the fruits of your labour.
 Have you got what it takes to be a London 2012 Games Maker?Find out: london2012.com/volunteering
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Continuing in our quest to aid social responsibility, we published Fatville; the results ofour exploration into the insidious creep of obesity into our lives. Our unique findings have allowed
 us to advise our clients on how they can best address this pressing issue.
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Finger on the Pulse is McCann London’s ongoing internal trend bank which links product/cultural/societal
 the third wave of our hugely successful ‘Moody Britain’
 novelties through to the broader trends picture in order to provide a cohesive interpretationof trends and to get greater numbers of people in the agency involved in cultural connections/trends.
 mood monitor, aptly titled ‘Putting Britain back together’.
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The inside of our offices have recently been transformed into an inspirational workspace
 Harry Malt have gone everywhere-from the darkest corner to the highest (50ft) ceiling. that shows what McCann London is all about, all over our building. The illustrations by artist
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People appreciate, laugh and talk together more than they did before and we think that’s a brilliant thing. Our clients want to talk about what some of the drawings mean to us, and what they mean
 to them. If you’d like to see more of our work, our building, or us, call Emma Storer on 020 7961 2503.
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© McCann Erickson Advertising Limited 2010.
 All rights reserved.
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