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GRAND PRIX
OBAMA/BIDEN PRESIDENTIAL CAMPAIGN / OBAMA FOR
AMERICA WASHINGTON, USA

LaHckl Bapaka Obambl Ha nobeny B BblOOpax BbIrnsgeny cambiMu
HEOAHO3HaYHbIMK 32 BCHO MCTOPUIO BbIOOPHBIX KaMnaHui. ManounsBecTHbI
CeHnatop-adpoamepukaHeL, ¢ ABYXJIETHUM OMbITOM paboTbl B BalumHrToHe
BbICTYMan NpPOTUB OrPOMHON MONMUTUYECKOW MalumHbl KnMHTOHa, BOVHbI B
Wpake, 1 3KOHOMMKM, KOTOpast EXeQHEBHO YXuMana cpegHuin Kracc.
KamnaHns ocHOBbIBanachk Ha HECKOSIbKUX TaKTUYECKMX Mpremax: TOMbKO OAWH
KITMEHT MOT CYMTaTbCs anbTepHaTuBon KNUMHTOHY — 3TO AOMmKeH Obin BbiTh
Obama, BbIGOPbI AOMKHBI 03HAMEHOBaTb NepemeHbl, yXoA OT nonutuku bylua
1 nocnegHux 8 rogos, Obama npuenekaet Gonblue BCEro Moroabix
: nsbuparenen, a 6ym MHCTPYMEHTOB COLMAnbHOrO MapKeTMHra CTaHOBUTLCS
L 3arnorom ero ycriexa. OFA ucnonb3oBana tenesuaeHvue, pagvo, OHMamH u
HapyXHy0 peknamy Ans nepegadu coobLieHVs O rpsayLmx nepemeHax.
Mobena B wWrate Arosa u BTopoe MecTo B Hbto MaMnwmp ctanm ctaptom
KOPOTKUX, HO CUITbHbIX PEKITaMHbIX KammaHui Nno BCen CTpaHe.
MacwTabbl oxBaTa KamnaHum B NepBOM Type BbIGOPOB KaHAuaaTta oT napTum
nossonuna OFA paclmpuTb kapTy usbuparenei 1 6opoTbca 3a nobeny B
permoHax, KoTopble uctopuyeckn cuntaotcs Pecnybnmkanckumu. [NpesvpeHT
Obama Bbivrpan BbIGOpbI € caMbiM GOMbLUMM OTPLIBOM, Yem fobon Apyron
nemokpat 3a nocnegHue 60 net, He cumTato JinHaooHa OxoHcoHa. CerogHs
kamnaHusi bapaka O6ambl CRYXUT KEMCOM Afs AEMOHCTpaLumn Toro, Kak
YCMELIHO UHTErpupoBaHHasa KamnaHus cnocobHa Mobunmnsnposarb
noaaepXKy, BMUSATb Ha HacerneHne v U3MEeHUTb NULO NpaBUTENbCTBA.

BarackObama.com
e . Barack Obama faced the longest odds in election history. As a little known
African-American Senator with only two years of Washington experience, he
was running against the formidable Clinton political machine, endless war in
Irag and economy that everyday squeezed the middle-class. The campaign
relied on several tactically imperatives: Only one candidate would emerge as
the “alternative” to Clinton — Obama had to own that title; the election would
http://www.barackobama.com/ be about change from Bush and the previous eight years; Obama’s appeal to
younger voters and the boom of social networking tools would be integral to
his success. OFA used television, radio, print, online, and outdoor advertising
to transmit the change message. A victory in lowa and a second place finish
in New Hampshire resulted in a series of short and strong advertising
campaigns across the nation. Obama’s exposure during the primary allowed
OFA to expand the electoral map and compete in historically Republican
strongholds. President Obama won the General Election by the biggest
margin of any Democrat in 60 years, save Lyndon Johnson. Today, President
Obama’s campaign serves as case-study for how a successfully integrated
campaign can mobilize support, influence a population and change the face
of government.
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GRAND PRIXl MHTEPAKTUBHbLIE LUO®POBLIE MEQOUA.
MHTEPAKTUBHBIE MHCTPYMEHTDI
AKQA LONDON 3A KAMNAHMIO «<ECO:DRIVE» ANA FIAT

r=\1 Fiat — nepBbIi Nnpon3BoANTENb aBTOMOGUNEN, KOTOPbLIN
e e m'mtlnwﬂf it T WG | Cema 3anyctun koHuenuuio «The Connected Car» («ABToMo6UmNb
) Ha CBs13W»), pa3paboTaB MHHOBALMOHHLIN Cnocob
oTobpaxeHnsi cxeMbl paboThl gBuratens. Takum o6pa3om Mbl
NMEeEM BO3MOXXHOCTb NOMYy4YnUTb AMArHOCTUKY criocoba
ynpaeneHust asTomobunem. Mbl 3amMeTunm OTIMYHYHO
BO3MOXHOCTb NepefaBatbh 3TN JaHHbIe Ha (bneLuky Yepes
Blue&Me ™ (cnctemy Bluetooth BcTpoeHHyto B aBTOMOGUNN
Fiat). MNocne aTtoro gaHHble MOXHO ObINo cobpaTh U
npoaHannanMpoBaTth NP1 NOMOLLN YAOOHOrO NPUIOXeHNs s
pabo4ero cTtona Ha Ballem komnbloTepe. TexHonorns nog
Ha3BaHueM eco:Drive, koTopasi OCHOBbIBAETCHA Ha pearibHbIX U
TOYHbIX AaHHbIX O NOe3aKe, NO3BONSET BOAUTENSM
aBTOMOOUNEN Fiat NOHATL Kak MOXHO YIy4YLUUTb UX MPUBbIYKA
N TEXHUKY BOXOEHMS NS YMEHbLLIEHUSI BpeOHbIX BbIOPOCOB B
aTMocdepy U CIKOHOMUTbL AEHbIN Ha TOMNSIMBE.
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GRAND PRIXl BUPYCHAA PEKJIAMA
42 ENTERTAINMENT 3A BUPYC «WHY SO SERIOUS?»
AndA ®UNbMA «THE DARK KNIGHT»

http://www.alternaterealitybranding.com/whysoserious%5
Fviral09/

http://www.whysoserious.com/
http://www.alternaterealitybranding.com/tdk/www%5Fibe

lieveinharveydent%5Fcom/
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«A Yero Tbl TaKON CEPbE3HLIN?» NpeanaraeT NOMHOCTbLIO
OKYHYTbCS B anbTePHaTUBHYIO pearibHOCTb. ATa peanbHOCTb —
rny6okas, NpoHMKaloLLas, UHTEPaAKTUBHAsA U BUPYCHas.
CocpepotaumBasich B CeTu, KamnaHus TaKkke oxsaTbiBaeT
MOOUIbHYIO CBA3b, NOYTY, el Mob, Urpbl «oxoTa Ha
Mycop» (Urpa, y4acTHWUKN KOTOPOW AOMXHbI HANTKU U cobpaTb
3a orpaHu4YeHHOe KONM4ecTBO BpeMeHU onpeaernéHHble
npeaMeThbl), Apyrue Urpbl, NONb3oBaTENbCKUN KOHTEHT,
KONIEeKTUBHbIE pacckasbl, BUAEO U MHOroe Apyroe. Ayautopusi
norpyxanacs B cary Gotham City HaunHas ¢ nocrnegHero
kagpa «baTMeH.Havyano», 3akaH4MBas nepsow CLLEeHOW U3
«TeMmHoro Peinaps». bnarogapsa 10 MunnnoHam yHUKanbHbIX
YYaCTHUKOB U3 75 cTpaH «A Yero Tbl TaKOW CEPbE3HBLIN?» cTan
HOBbIM 6EHYMapKOM ANs1 UHTErPUPOBAHHBIX KaMnaHWi.
«TeMHbI Pbiuapb» ctan cambiM ycnewHbiM ouribmom 2008
roga v BTOpbIM caMblM 06CyXaaembiM UNbMOM BCEX
BPEMEH.

“Why So Serious?” was a 360 alternate reality experience -
deep, pervasive, interactive, and viral. Centered on the web,
yet branching out over mobile, malil, flash mobs, scavenger
hunts, casual games, user generated content, collaborative
narratives, streaming video and more, the audience was
immersed into the saga of Gotham City from the last frame of
Batman Begins to the opening scene of The Dark Knight. Over
10M unique participants in 75 countries made “Why So
Serious?” a new benchmark for integrated campaigns. The
Dark Knight was the most successful movie of 2008 and 2nd
highest gossip film of all times.
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GOLD | KATEFrOPUSA WEBSITES & MICROSITES
100 GIRLS / AXE / HAIR PRODUCTS
BBH NEW YORK, USA

http.//www.axel100girls.com

http.//www.bbhgraze.com/awards/cannes 09/axehair_web
site/
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[na sanycka HOBOW MYXCKOW NTMHUW NPOAYKTOB AN BOMOC OT
AXE Mbl 4OMXKHbI ObINW AaTb NApHAM NOHATb HACKOMNbKO
nnoxas npuyecka MoXxeT NOAMNOPTUTL UX NNaHbl. [ng aTtoro
Mbl coGpanu B ogHol komHaTe 100 geByLUeK, KOTOpble
OOMXHbI ObInn oueHMBaTb UX Npudecku. M xaanu...Koraa
napeHb 3arpyxan csoe (POoTo, OHO MOMEHTAlbLHO, B peXume
peanbHOro BpeMeHu, oTnpasnsanocL Mogepartopam,
paboTaloLLMM NOCMEHHO KpyrnocyTovHo. MoaepaTopsbl
KOMMEHTMpOBAI He TOMbKO MPUYECKU, HO 1 Apyrue
XapaKTepuCTUKK, Takne Kak BblpaxeHue nuua, Bornochkl Ha
nwuue n akceccyapbl. [locne aToro oTo OTChbiNanock odpaTHO
B MHOAMBMAOYarbHO OLEHEHHOW hOpMe COTHEN OEeBYLLEK,
CONpoBOXJasiCb pekoMeHaaumnen npoaykra, KoTopbln
MOMOXET YNy4LUUTb MPUYECKY U MONYYnUTb 0Of00peHne y
OeBYLLEK.

To Ihair hurts their game. So we put 100 girls in a room to
judge guys’ hair. And waited. When guys uploaded a photo it
was immediately sent live to moderators working in 24/7 shifts
who responded not only to the guy’s hair, but to other
characteristics like his expression, facial hair and accessories.
The guy's photo was then sent back in a personalized, online
evaluation from the 100 girls and a product recommendation to
help them get girl approved hair.

aunch AXE’s range of men'’s hair products, we had to let guys
know how much bad
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GOLD| KATErOPUA WEBSITES & MICROSITES
TOKYO FASHION MAP / UNIQLO CO./ VARIATED PARKA
SERIES DENTSU TOKYO, JAPAN

Mbl cosganu dawH-kapTy Tokmo ¢ napkamy o UNIQLO 11000
TokMnueB npumepsanu napkn ot UNIQLO v cornacunuce Ham
no3upoBaTb. Ha Halwem Beb calite Mbl cobpanv BMecTe Bce
BMAEO 1 npu nomoLum GPS-TexHonormm o603Haumnu ynuubl
Ha KapTe ropoja, 4YTo No3BOMnmo oTCrexunsaTb, rae 3T BUAEO
Obinu cHATbI. Bce 1000 CHUMKOB Mbl Haneyatanu B Hallem
XypHare. C MOMeHTa BbiXxoda, CHUMKU 1 BUOEO BbI3Banu
LUKBan aMouuii y Bcex xutenen Tokno. CoTHM Beb-caniToB
3anosTHUIIY KOMMEHTapUK, XXypHaribl pa3oLwnch No BCeM
KHWKHBIM U NPOAYKTOBLIM MarasnHam. 3t 1000 CHUMKOB
co3fanu napka-ceHcauuio, KoTopas BblLLna 3a npegernsl
Tokuno 1 oxBaTtuna BCKO CTPaHy.

We created Tokyo fashion-map with UNIQLO parkas! 1000
Tokyoites threw on UNIQLO parkas and posed for us. On our
website, we linked the resulting Parka Relay Movies and
placed GPS-tagged Street Snaps on a Street Map that lets you
track where they were taken. All 1000 snhapshots appeared in
our in-store magazine as well. Once released, the movies and
snaps took the nation by storm. Comments of amazement filled
http://www.interactive- numerous websites and our magazine sold out in many
bookshops and convenience stores. In fact, these 1000

salaryman.com/pieces/uniqlo1000 e/ ) , : )
htto// il /unialol000/ / snapshots generated a parka sensation that’s reaching from
Dtip:/ZZwwiw.unidio.com/uniglol 000/ map/ Tokyo across the nation.

PDF created with pdfFactory Pro trial version www.pdffactory.com



http://www.interactive
http://www.uniqlo.com/uniqlo1000/map/
http://www.pdffactory.com

GOLD | KATErOPUAl WEBSITES & MICROSITES
STEFAN THE SWOPPER/ POSTEN / THE SWEDISH POST
OFFICE AKESTAM HOLST STOCKHOLM, SWEDEN

- I was sick and tired of all my stuff and not weaithy

(National TV) ; ;
enough fo just throw it away and purchase new things...

http://www.akestamholst.se/awards/swooper/

PDF created with pdfFactory Pro trial version www.pdffactory.com

3apauva, KoTopas nepes HaMu cTosna, 3aknt4yanach B TOM, YTOObI
MOBbLICUTb KONMYECTBO OTNPaBRsieMbIX MOCHINIOK U YBENUYUTD
OCBELOMITEHHOCTL Monoaexu ob ycnyrax komnaHum Posten, npu
3TOM He NOoTpPaTUB HU KOMENKN Ha Meaua-peknamy. PelueHvem crtan
nepcoHax Stefan the Swopper, 28-neTHuii XxygoxHuk 3 CTokronbma,
KOTOPOMY Haj0enu BCe ero BeLUy 1 OH peLunn ¢ KeM-TO UMK
nomMmeHsiTbesl. Bce, OT ero kBapTupbl 4o 3yOHON LLETKM, AOMKHO ObINo
NMOKMHYTb €ro B Te4eHUN Mecsiua.

KamnaHusi 6bina cocpenoToyeHa BOKPYT CMOSNb30BaHUS pa3nmyHbIX
coumanbHbIX Megua kaHanos. Mbl co3ganu BeG-caiT, rae
nonb3oBaTeny Mornu yBuaeTb Bee, YeM Bnageet CredaH n
npeanoXnTb BapuaHTbl oomeHa. LeBeackuii MovtamnT
NpocnoHCcUpoBan OTnNpaBkKy Beller no noyte. Bcero Ha cant
www.stefantheswopper.com 6b1r1o 3arpy»eHo okorno 1750 pasHbix
BapuvaHTOB obMeHa BeLLamu.

HemHoro BpemeHu notpeboBanoch A4ns Toro, YTobbl 3Ta CTpaHHas
naes gobpanack o 61oro., raseT 1 Aaxe HaLMoHanbHOro
TeneBMAEHWs!, 4TO NO3BONMIa AOCTUYbL MacwTabHoro PR-adhdgekTa.

Our brief was to stimulate the posting of parcels and increase the
knowledge about Posten’s services among youth, without spending
one penny on media. The solution was Stefan the Swopper, a 28
years old lifestyle artist from Stockholm who was sick and tired of all
his belongings and therefore decided to swap them. Everything from
his apartment to toothbrush had to go within one month.

The hub of the campaign was based on utilising different social media
channels. We created a website where users could see the whole of
Stefan’s possessions and could suggest possible swaps. The
Swedish Post Office sponsored Stefan with boxes and postage, so he
could send all of these valuable possessions. In total 1750 different
possible swaps where uploaded onto www.stefantheswopper.comlt
didn’t take long before this weird idea spread to blogs, newspaper
and even the national TV picked up on the site creating an enormous
PR effect.
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GOLD | KATEFrOPUSA WEBSITES & MICROSITES
DONATE A MEAL / DUESSELDORFER TAFEL E.V.
OGILVY & MATHER DUSSELDORF, GERMANY
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B Otoccenbaopde, N'epmanus, 16 000 geTen XneyT B
G6epHocTu. Mopsiyas efa Kaxabivi AeHb — 5151 HUX NPaKTU4eCcKu
HepocTynHa. bnaroTBopuTtenbHasa opraHusaums Kindertafel
Dusseldorf 6epeT Ha cebsi 3aTpaTtbl N0 obecneyeHno aeTen
efon. VIMeHHo No-aToMy opraHuM3aunst o4eHb 3aBucuma ot
OEHEXHbIX NOXepTBOBaHW B ee choHA. Npy nomoLum Beb-
camnTa nonb3oBaTenun MoryT caernaTb NoxepTBOBaHUE U
COBCTBEHHOPYYHO HaMOMNHWUTL Tapenku AeTel eAon Ha CBoe
ycMmoTpeHue. MNMornb3osaTeny Mory HanonHUTb CTOSMbKO
Tapenok, CKOMbKO 3aX0TAT, HaXaTb Ha KHOMKY «BbIXO4» U
onnatutb ey. B kauectBe cumBonunyeckon 6rnarogapHocTu
none3oBaTenu nony4vatoT Mecta B “Plate Gallery” (“lanepes
Tapenok”). Tam OHM MOryT OCTaBUTb HaAMUCh C NAPON NMUYHBIX
noXxenaHuin.

In DUsseldorf, Germany as many as 16,000 kids livein
poverty. A warm meal every day — this is almost impossible on
the basis of Hartz IV social welfare. The Kindertafel Disseldorf
charity bears the cost of a meal for children in need. For this
reason Kindertafel Disseldorf charity is very much dependent
on monetary donations. Under the website users may donate
for the kids and fill their plates themselves with food of their
choice. Users can fill as many plates as they want, click
on"checkout“and make a donation. As a symbolic thank you for
their donation, users get a seat in the “Plate Gallery“. There
they may leave a mark with a few personal words.
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GOLD| KATEFrOPUSAA WEBSITES & MICROSITES
HOTEL 626 / FRITO-LAY / DORITOS GOODBY
SILVERSTEIN & PARTNERS SAN FRANCISCO, USA
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B yecTb BO3pOXAEHUSA N3 MEPTBbIX ABYX HACbILLEHHbIX BKYCOB
cHekoB Doritos Mbl co3ganu o4eHb CTpaLLHbI BeO-canT. Bbl
rnonagaeTe B OTENb U LOMKHbI MPOATU PS4 UCNbITAHWUA, YTOObI
13 Hero BblbpaTbcs. Hanpumep, cneTb ManeHbKoMy OeMOHY
konblbenbHyto. B Otene 626 ncnonb3yeTcs HECKOMbKO
NPUHLMNMANbHO HOBbIX TEXHUK AN YCUNEHUS OLLyLLIEHUN.
Balua BebO-kamepa TankoM fenaeT Ball CHUMOK U MoKasbiBaeT
no3xe — B Norose MaHbska. Balle eguMHCTBEHHOE cnaceHue —
pearbHbIli 3BOHOK Ha Ball MOOWIbHLIN TENEdOH C
yKa3aHusIMK 0 TOM, Kak BaM BblOpaTbesi. UYTobbl 6bino eLe
CTpallHee, Bbl AOMKHbI UrpaTb B nonHon teMHoTe. OTenb 626
OTKPbIT TONbLKO C 6 Beuepa A0 6 yTpa.
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GOLD| KATErOPUSA INTERACTIVE CAMPAIGNS &
ONLINE ADVERTISING BANNER CONCERTS / AXION//
YOUTH BANKING, BOONDOGGLE LEUVEN, BELGIUM

Axion, MonogexHblh 6aHk hnHaHcoBoro ruraHTa Dexia,
Bcerga nogaepxmsan morogexs ot 12 oo 25 Bo Bcex
acnekTax ux xusHu. Bo BpemeHa, korga mysblkanbHas
WHOYCTPUS HAXOOMUTCS Ha rpaHN NCHE3HOBEHMS!, OFPOMHOE
KOMNMMYECTBO MOSIOAbLIX My3blKalibHbIX FPYMM BAYCTYHO
NbiTaloTbCA [OBUTHCA CraBbl HA TakMX pecypcax, kak
MySpace. Axion peLuus, 4To NPULLMO BpeMs AaTb TOMYOK
TakuMm rpynnam, obecneyme OMHAHCOBYO 1 NMOTMCTUYECKYHO
noaaepxky. baHk Bnepsble npeactaBun B IHTEPHET «
BaHHepHble KoHLEepTbI», XMBble BbICTYNNEHNUS MOMNoAbIX rpynn
B popmate oHnanH 6aHHepoB. Mbl 3aka3anv obLLNPHBIN
Megua ninaH Ha nonynsapHbIX Beb-canTax n opraHM3oBanu
KOHKypC, BblGpaB 25 Monoabix NepcnekTUBHbIX UCMOMHUTENEN
ONs BbICTYNMEHUS B 3TUX 6 MUNMMoHax 6aHHepPOB.

Axion, Dexia’s youth bank, has always supported youngsters
between 12 and 25 years old in all aspects of their lives. As an
ever increasing number of young bands are striving -in vain-
for MySpace-fame and at a time when the music industry is
struggling to survive, Axion decided it was time to give young
bands a push, financially and logistically. Axion introduced an
internet-first: "Banner Concerts", streaming live-gigsin the
frame of traditional banners. We booked an impressive media

http://www.bornoncloud9.be/ccb2009/axion/bannerconcer plan on popular websites and organised a contest to select 25
tswave2/index fr.htm young upcoming bands to play a concert in these 6 million

http://www.bornoncloud9.be/canneslions2009/axion/bann banners.
er-concerts-cyber/

http://www.axionweb.be/
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GOLD | KATEFOPUSA ONLINE ADVERTISING
CAN HANDS / PROCTER & GAMBLE / PRINGLES
BRIDGE WORLDWIDE CINCINNATI, USA

http://awardshome.com/cannes2009/pringles/
http://awardshome.com/cannes2009/pringles/can-
hands.html
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Ota GaHHepHas peknama nokasbiBaeT MOSO40M OHMNawH
ayAuTOpPUM HacKoMNbKO BECENOW U JaXe COBEpPLUEHHO
CTPaHHON MOXeT ObITb XU3Hb € Yuncamu Pringles. MNpu knuke
Ha 6aHHep cHOBa 1 CHOBa ( ONATb U ONATb), OHW NOrPyXXarTCH
rny6xe v rnyGxe B UCTOPUIO C CLOPNPU3aMUN U HEOXKWUAAHHBIMN
NnoBOpOTaMM NPU KaxaoM KIuMKe, He NokMaas npu aToM
peknambl.

This banner ad shows a young, online audience how fun,
eccentric - and even downright weird - life with Pringles can
be. As the user clicks on the banner again and again (and
again, and again), they go deeper and deeper into a story with
surprises at every turn without ever leaving the ad.
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GOLD | KATEFrOPUA ONLINE ADVERTISING
WARIO LAND SHAKE IT! / NINTENDO / NINTENDO WII,
GOODBY SILVERSTEIN & PARTNERS SAN FRANCISCO, USA

1 Tule

‘Warko Land: Shale It - Amazing foctage!

' Rilsled Videas

Stawics & Dt
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MepBoe mecTo, kyaa obpallaTca 4eTh NpU NOUCKe HOBOM
BUAEO Urpbl — 310 YouTube, rae BblNOXeHbl COTHU BUAEO BCEX
cyLecTByoLLmx urp. nga Toro, 4to6bl urpa Wario
BblAensinach Ha obLiem oHe, Mbl co3aanu BUAeo0, Kotopoe
naeanbHo oTobpaxkaeT NtoboBb Wario K YHU4TOXEHMIO BCErO
Ha cBoeM nyTu. Bce HaumMHaeTcs kak 1 B niobown gpyrown
3anvcu BUAEO-Urpbl, HO MPUHNMAET HEOXNOAHHLIA NOBOPOT,
Korga COKpYLLUEHUE U YHUYTOXEHME 3axBaTbiBaEeT BCIO
cTpaHuLy You Tube, nonHocTblo ee paspyLias. Bnepsble
nHTepakTue 6bin co3gaH Ans You Tube. Bugeo nony4yuno 4
MUIIMOHa NPOCMOTPOB 3a 1 MecsL U Lenylo Kyyy OT3bIBOB B
remmepckunx brorax.

The first place kids look to research a new video game is
YouTube, which is loaded with hundreds of videos from all
kinds of games. In order to make Wario stand out, we created
a video that perfectly reflects Wario’s love for destroying
everything in his path. It starts out like any other game footage
montage, but takes an unexpected turn when Wario’s
smashing begins to affect the entire YouTube page, eventually
reducing it to rubble. An interactive first for YouTube. Over 4
million views in one month and praise all over the gaming
blogs.
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GOLD| KATErOPUA ONLINE ADVERTISING
WHAT WE HEAR / BARNARDO'S BBEH LONDON, UNITED

S

CLHE HERE T0 CIBTEM Ttk wHAT
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KINGDOM

Barnardo’s — He camas KpynHasa GputaHckas
GnaroTBopuTENbHAs OpraHn3aLms, 3aHnMatoLasics
npobrneMamu geTen, Ho camasi HacTon4MBasi B TOM, YTO OHU
HUKOr4a He caatoTcs Aaxe B paboTe ¢ camMbiMy TPYAHBIMA U
Npo6reMHbIMK eTbMU. JTa KamnaHusa co3daBanach Ans
TOro, YTobObl NOKa3aThb kak Barnardo’'s nomoraeTt u
noaaepXXMBaeT caMblX TSKENbIX AeTen
Benukobputanun.Lincdposon omnbm cTaBun 3puTtens Ha
MECTO OpraHusaLumu, npurnatuas noodLwaTbCsi C HECKONbKUMM
npo6rnemMHbIMKn geTeMu. Llenbio kamnaHum 6bino pa3xeyb
nebaTtbl B 06LlecTBe 1 nokasaTb kak Barnardo’s npogonxaet
BEPUTL B NMOOLIX AeTeN, Aaxe Nnocre Toro, kak gpyrue
onyckatoT pyku. MIHTepakTuBHble LndpoBble ubMbl Obinn
rnokasaHbl B (popmaTte nosiHoakpaHHou HD peknambl —
BrepBble A5 3TOro Megma, YTo No3BONUMO Co3h4aTh OObLLON
pe3oHaHC B OHNanH cpeae.
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GOLD| KATErOPUA OTHER INTERACTIVE DIGITAL
MEDIA WHOPPER SACRIFICE / BURGER KING, CRISPIN
PORTER + BOGUSKY BOULDER, USA
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Y Hac crnvwkom MHoro apysen Ha Facebook 1 nodyemy-To

Mbl HMKOT4a He pellaeMcs yaanuTb nx U3 cnucka. Kamnanums
Whopper Sacrifice (Whopper XXepTtsa) gana niogam
onpasaaHve Ans Toro, 4Tobbl MOYUCTUTL CBOW CNNCOK APY3€eN.
Bce, uTO BaM Hy>HO BbINo caenaTb, OTBETUTL Ha OOUH
Bonpoc: YTo Bbl NobuTe Gonblue: Bawnx Apy3emn v CaHOABWY
Whopper ? Hu y koro He 6birio comHeHun. Yepes 4 oHs nocrne
cTapTa KaMnaHum AecATKN ThicaY nogen Obinm npeHeceHb! B
XepTBy. brniarogapsi cBoW BUpPYCHOW NpUpoAe, NPUNOXeHne
Facebook pacnpocTpaHnnock ¢ HEMbICIIMMOW CKOPOCTLHO.
VMmeHHo Toraa n Havanucb npobnemsbl. Takue
NoXepTBOBaHWS, N0 BCEW BUOUMOCTM, HE COOTBETCTBOBaNu
cTpaterum Facebook, 6bicTpo pacTyLlee npunoxeHvne
yaansano 6onblue apy3en, yem Facebook mor Boigepxatb. He
CMOTpS Ha To, YTO 06e CTOPOHbI CTapanuncb AeNCTBOBaTL B
06LLUMX MHTEpecax, B KOHLE-KOHLIOB, CTOMKHYBLUUCH C
NepcrnexkTMBON yaarneHus coumanbHOro/BMpyCHOro
KOMTMOHEHTA, Mbl PELUWNN NPUHECTM B xepTBy camy Whopper
Sacrifice.

We have too many Facebook friends and for some reason we
never want to delete any of them. Whopper Sacrifice gave
people an excuse to clean up their friend list. All you had to do
was answer this question: What do you love more, your friends
or the Whopper? Only four days after launch, tens of
thousands of people had been sacrificed. Because of the viral
nature of the campaign, the application was spreading like fire.
And that’s where the problems started. Sacrifice, it seemed,
went against the very nature of Facebook’s business plan, our
quickly growing application was sacrificing more friendships
than Facebook was comfortable with. While we both tried to
accommodate each other’s goals, in the end, when faced with
the prospect of removing the social/viral component, we chose
to sacrifice Whopper Sacrifice.



http://www.cpbgroup.com/awards/2009/cn/bksacrifice.ht
http://www.facebook.com/apps/application.php?id=339887
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GOLD | KATEFrOPUA OTHER INTERACTIVE DIGITAL
MEDIA BANK TRANSFER JOB-AD / DRAFTFCB KOBZA,
DRAFTFCB KOBZA VIENNA, AUSTRIA

Zusatztest Standard [unformatiert)

Dratc fch Kobza Wien sucht
Buchhalter der genasuer hinsieht

Martina Diesner 004321/ 379 117 532

Jrafticb Kkobza s 100KIng 1or an accountant
WHho IS more attentive than otners

http.//draftfcb.at/bank-transfer-job-ad/
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PeknamHoe areHTCTBO vckano 6yxrantepa, KoTopbli Obin 661 Gonee
BHMMAaTENbHLIM, YeM OocTanbHble. Halla uenesas rpynna:
Gyxrantepbl Apyrux areHTcTB B ABCTpun, LLiBerinapum n Nepmanmm.
Kpome Toro, areHTCTBO XOTENO NPOBECTU KAMMaHWUIO HOBbLIM
MHHOBALMOHHbIM CNocobom, YToObI noaaepxaTb
npuBnekaTenbHOCTL cobcTBEHHOrO OpeHaa. Tak kak 6romkeT Obin
[OCTaTO4HO MarneHbK1M, Y Hac poaunacbk Hegoporas U npocTasi B
ncnonHeHum nges. Mbl MCnonb3oBanu CTPOKy NPOBOAKM B
KpPeauTHOM NepeBoae B Ka4eCcTBE PeKNaMHOrO MecTa: Mbl MPOCTO
nepesenu 1 eBpo 4Yepes cUCTEMY OHIMaNH G3HKWMHT B Apyrve
areHTCTBa, MCMNOSb3ys CTPOKY NPOBOAKM AMsi peKnaMbl BaKaHCUM U
npepgnaras npucbinaTtb 3asiBkM Ha MecTo Gyxrantepa. 3Ha4YMMOoCTb
KaMnaHuy 3aKrnyaeTcs B NPOCTOTE Y TOYHOCTU: KPEAUTHbIN
nepesoa 100-NpOLEHTHO AOCTUraeT Hallen ueneson ayautopum, 4to
03Ha4aeT NPaKTUYECKM NOSTHOE OTCYTCTBUE BECMONE3HOM PacChInku.
KamnaHusi umena 6onbLUoi ycnex: Mbl HAHANW HOBOTrO ByxranTtepa.
Bnarapgaps HalleMy To4Ye4HOMy noaxoay, OTKNMK coctaBmn 60% n
Mbl MOYYUITN MHOTO Ka4ECTBEHHbIX 3as1BOK.

The advertising agency was looking for an accountant who is more
attentive than the others. Our target group: accountants of other
agencies in Austria, Switzerland and Germany. Furthermore the
agency wanted to advertise in a new and innovative way in order to
boost the agency’s brand appeal. As the budget was quite small, we
came up with an idea that is rather inexpensive and very easy to use.
We used the posting line of a credit transfer as advertising space: We
simply transferred 1 Euro via online banking to other agencies, using
the posting line for the job ad and so inviting applications for the job of
an accountant. The relevance lies in the simplicity and sharpness of
the promotion: the credit transfer reaches exactly our actual target
group of accountants, which means we have almost no waste
coverage. The promotionwas a great success: We have hired a new
accountant. Based on our highly targeted approach, we drove a 60%
response rate and numerous high calibre applications.
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GOLD | KATErOPUA VIRAL ADVERTISING
SIGNS / COCA-COLA EURASIA / SCHWEPPES,
PUBLICIS MOJO AUCKLAND, NEW ZEALAND
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Vaoes 3akntovanacb B TOM, YTOObI CNO3ULIMOHMPOBATb
Schweppes, kak 6e3ankorosnbHbIN HaNnUTOK AN B3pOCHbIX.
[ns aToro mbl co3gany dunbMbl, C KOTOPbIMU B3pOCNblE
noan cMmornm obl cebst accoummpoBaTth U XOTENM Obl
nogenuTtbesa ¢ Apyrumu. dunbm noa HasBaHUeM «3HaKM»
pacckasblBarn KpacuByH UCTOPUIO OBLLIEHUSA MY>KYMHBI U
YKEHLLIMHbI N3 coceHMX OPUCHBIX BITOKOB, KOTOpLIE ObLLLANUCh
0OMeHMBasiCb NPOCTLIMM 3HAKaMM, OHN HUKOrAa He
pasroBapueanu. bpeng Schweppes opraHn4yHo
NMHTerpupoBancs B dunbM, Kak 1 MHEMOHUYECKUIA NPUEM
6peHaa “schhhhhhh'. 3a 4 Hegenn 12-MUHYTHBIN
OpeHanpoBaHbIin hunbm ObICTPO HabMpaeT NepBbii MUMTNUOH
npcmoTpoB Ha Youtube u 3aHMMaeT 57 mecTo B 0bLLeM
penTuHre onnbMoB.



http://awardentries.co.nz/signs/
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GOLD| KATEFOPMUSA VIRAL ADVERTISING
DIESEL XXX SFW / DIESEL, THE VIRAL FACTORY
LONDON, UNITED KINGDOM

Mbl YacTo NpoTecTyem NPOTUB TOrO, TO BO BCEX MyYLLNX
BMPYCHbIX KaMNaHWAX BCcerga npucyTcTByeT CeKe, HO MHOorAa
npuxoaut 6pud, KoTopbIn BykBanbHO 06 3TOM YMOnseT.
®unbm BbIN co3gaH Ans NPOABWKEHWS BEYEPUHKN MO CryYato
30-neTHero tobunes komnaHuu Diesel. Diesel Bceraa niobun
6pocaTtb cebe BbI30B, 3TOT BpeH] HEBEPOATHO CTUMbHBIN, a
3TO BUAEO U CTUMBHOE U Bbi3blBaloLee OfHOBPEeMEHHO! A
ncrnonb3oBaHve Membl SFW ( 6esonacHo ans paboThbl),
AemoHcTpupyeT, 4yTo Diesel noHnmaeT ceoto HTepHeT
ayautopuio. B nepByto Hegento ounsm nonyynn 4 MuUnnmMoHa
NPOCMOTPOB, @ Ha CEroHALHUA AeHb aTa undpa
cocTtasuniald munnuoHos. ®dunsm nonyyun 25 000
MONOXWUTENbHbIX OT3bIBOB M 06ecneunn cebe wmpokoe
ocBeLLeHne mexagyHapoaHsimu CMU.

We often protest that not all great virals are about sex but
sometimes a brief comes along that just begs for it. The film
was created to promote Diesel’s 30th Birthday party. Diesel
have always challenged themselves, they're incredibly stylish —
this is stylish too if incredibly crass at the same time! And
tapping into the existing meme of SFW (Safe-for-work), shows
Diesel understand the internet audience. In the first week the
film was viewed over 4 million times and has now achieved
) ) over 14 million views. The film has over 25,000 positive
http://www.break.com/index/sfw-porn-clips html comments and generated widespread international press

coverage.
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THE GREAT SCHLEP / JEWISH COUNCIL FOR EDUCATION
AND RESEARCH / PRESIDENTIAL CAMPAIGN, DROGA5 NEW
YORK, USA

http://vimeo.com/1808434
http://www.thegreatschlep.com/
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Moxwunble eBpelickne n3dbupaTenu ABMsIOTCS KNIOYEBbIM
nsbupaTtenbHbiM 6nokoM Bo ®nopuge. B 2008 rogy ata
rpynna Havana cumnatuanpoBaTb ceHaTopy [xkoHy MakkenHy.
Mbl 06paTUnnch kK HAM CNOocoBoM, Ha KOTOPbIA OHU HE MOTTK
Obl OTBETUTb OTKa30M. Mbl NpuU3bIBanu Ux BHYKOB,
nogaepxuveatowwinx bapaka O6amy NpuNT U NOrOBOPUTL C
HuMKM npo O6amy. Mbl pacnpocTpaHunm BUpycHoe BUAEO C
Capon CunbBepmaH (Sarah Silverman) n cosganu Be6-can,
KOTOpbIN 06beaunHsA, 06pa3oBbIBan M BOOXHOBMSAN MONoaoe
nokoneHue caenatb cBoe Aeno. MnnnuoHsl nocMoTpenu
BMAaeo, 26 000 n3buparener 06beANHUNNCE OHNalH, a
HoBOCTb 0 Beb cante The Great Schlep ocseTunu Tbicaum
CMW. Bniepseble 3a 12 net Bo ®nopuae nobeann gemokpar.

Elderly Jewish voters are a crucial voting block in Florida. In
2008, this group was beginning to lean in favor of John
McCain. We targeted this group in a way they couldn’t refuse.
By encouraging their pro-Obama grandchildren to visit and talk
to them about Obama. We spread the word with a viral video
featuring Sarah Silverman and a website that united, educated
and inspired a younger generation to do their part. Millions
viewed the video, 26,000 members united online and
thousands of media outlets covered The Great Schlep. It was
the first time in 12 years a democratic nominee won Florida.
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Pabota: «BIG LOVE»
Kateropua: Ambient Digital Outdoor

Ha nHTepakTuBHbIX Ounn-doopaax n3odpaxeHbl 06bIYHbIE «NOAN N3 TOMNMNbI» -
BNIOBNEHHLIE, BU3HECMEHDI, TUHANAXKEPLI N NPOY. B ronoBy Kaxxagoro U3 HUX
BMOHTMPOBAHO rHE340 ANS HaYLIHUKOB. [TpoxoXxme MOryT HageTb UX 1 noacnywarb
CEKPETHbIE MbICINN repoeB - OT 6e306uaHbIX A0 ApamMmaTudeckux. Ha bunn-6opaax
Takke ecTb 3abpeHanpoBaHHbin HBO HayLWwHWK, 04eB KOTOPbIN MOXHO NOMYyYnTb
NHdOpPMaLMIO O HOBUHKaX TeNeBM3NOHHOIo ce3oHa. Ayamo 6unn-6opasl NOSBUNUCH
oaHoBpeMeHHo B Hbto-Mopk Cutu (42 naHenu B meTpo Ha Times Square) v floc-
AHpxenece (Hollywood; Highland n Venice Beach).

Ecnu B npoLwuniom rogy KrovyeBou Mecceax 3Bydan Tak: «EcTb uctopum, a ectb
nctopum ot HBO. 310 He TeneBuaeHune, ato HBO!». Ha aToT pa3s
pekriamnpoBarnochb KoHKpeTHoe wWwoy «BIG LOVE» - ogHa U3 camMbiX PENTUHIOBbIX
nporpamm TenekaHana. «Kaxgomy ectb, 4Tto ckpbiBaTb. BOJIbLUAA JIFOBOBDb.
OpHa 6onblwas cembd. becuncneHHoe MHOXeCTBO cekpeToB. B 9 Bevepa no
BOCKpeceHbaAM». Jlorotun TenekaHana v cyo-meccenx: «llogenncb cBOUMMU
ncropusamm Ha HBO.com». KamnaHusa HanpaeneHa Ha yBenu4veHue brand
awareness TerniekaHana v agpa nosaneHon ayantopumn He Tonsko HBO, HO u
BOCKPECHOIO TeSeLwoy.
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