
This School Pack contains all 
the information you need to set 
the briefs for the D&AD New 
Blood Awards 2021 and Creative 
Belgium’s New Talent Award 2021. 
 
If your students are entering the 
D&AD New Blood Awards, make 
sure you and they register at 
dandad.org/newblood-awards 
and download the full brief packs 
for their chosen briefs. As well 
as the briefs themselves, these 
packs contain essential supporting 
resources and extra information.  
 
You’ll also need a dandad.org login 
so that your students can credit 
you on their entries, and so we can 
keep you up to date. 
 
Once your students have chosen 
their brief and team member(s), 
make sure they also register at 
creativebelgium.be/new-talent-
award before 17 February 2021 
by filling in the online subscription 
form. This is essential in order for 
Creative Belgium to be able to pay 
for your students’ entry into the 
D&AD New Blood Awards, and for 
your students to benefit from a 
Creative Belgium New Talent Coach. 
 
Take to Twitter for news and 
inspiration: 
@DandADNewBlood 
#NewBloodAwards 
 
@Creativ3Belgium 
#creativebelgium 
#CreativeBelgiumNewTalent 
 
Get in touch with any questions.  
 
For general info about the D&AD 
New Blood Awards:  
newblood@dandad.org 
 
And for questions about Creative 
Belgium, the New Talent Award, 
getting a New Talent coach, etc: 
info@creativebelgium.be
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Key Dates

October 2020 
Briefs launch 

17 February 2021 
Deadline to register for Creative 
Belgium New Talent Award 2021, 
to get a New Talent Coach and have 
your D&AD New Blood Awards entry 
funded by Creative Belgium

February 2021 
D&AD New Blood Awards entry site 
opens

5pm GMT 23 March 2021 
Entry deadline for New Blood Awards 
and New Talent Award 

April - May 2021 
New Blood Awards and New Talent 
Award Judging

May 2021 
New Blood Awards Winners 
announced (without Pencil levels)

Summer 2021 
New Blood Awards Winners’ 
package opportunities (details to be 
announced)

28 May 2021 
Creative Belgium Awards Ceremony

July 2021 
Ceremony (and announcement of 
Pencil levels) 
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Who can enter?

The New Blood Awards are open to new and 
emerging creatives aged 18 or over without 
significant experience in a paid creative role.

All of the briefs are open to:

1) Students of any age.

To enter as a student, you must be enrolled on 
a recognised full or part-time Higher Education 
level course, anywhere in the world, on 1 
January 2021. Being a student means you are 
automatically eligible and do not need to match 
any other criteria.

2) Anyone 18 or over not without significant 
experience in a paid creative role.

Anyone who has not cumulatively worked for 1 
year or more**, or is not employed in a 1 year 
or permanent contract, in a paid creative role* 
at the point of entry can enter.+

It doesn’t matter where in the world you are – if 
you fit one of the descriptions above, you can 
enter.

* A creative role is defined as a position where 
the entrant is employed in any type of creative 
role (including strategists) such as: copywriter, 
art director, graphic designer, etc. for a creative 
organisation (including in-house agencies). 
This includes paid placements. Entrants may 
still enter if they work (or have worked) for a 
creative company in a non creative role.

**1 year’s cumulative experience can be 
gained over a longer period of time, for example 
four x three month paid placements. If you have 
worked as a freelancer, this means you must 
not have made the majority of your income 
from a creative role for the equivalent of 1 year 
or more.

+ If you aren’t eligible to enter the New 
Blood Awards, take a look at the main D&AD 
Awards and Next Awards. They include varied 
opportunities for a wide range of creatives, 
such as a Side Hustle competition.

Whatever your educational status, if you enter 
the Coors Light brief you must be of legal 
drinking age in your country at the time of 
entry.

Why have the entry criteria changed? 
D&AD assess the entry criteria each year to 
make sure they are fit for purpose. The New 
Blood Awards exist to identify, showcase and 
nurture tomorrow’s creative superstars.

Am I eligible? 
If you’re not sure whether you’re eligible, you 
can take our eligibility quiz here or drop us an 
email on newblood@dandad.org

What can I enter? 
The New Blood Awards aren’t for work you’ve 
done already – all entries have to be a 
response to one of this year’s briefs.

You can respond to as many briefs as you like. 
You can also submit more than one response 
per brief – you’ll just need to create and pay for 
a separate entry for each response. So you can 
enter as many times as you have ideas.

The brief and brief pack will tell you everything 
you need to know about what to submit.

How much does it cost? 
The cost per entry is £20. For D&AD Full 
Members and Education Network Members, it’s 
only £15.

The price is per entry, not per person.

How do I enter? 
Download any and all briefs you like the look 
of. Each one comes with its own brief pack, full 
of useful things like background information, 
inspiration and brand logos to help you on  
your way.

Then it’s up to you to create your response. The 
brief and brief pack will tell you how to format 
and present your work ready to submit.

We’ll open for entry in early 2021. Once we do, 
you can upload and pay for your work online – 
the entry site will walk you through the process. 

Teams & Tutors

Can we enter as a team? 
Yes. You can enter as an individual, or up to five 
people can work together and enter as a team. 
Everyone on the team must be eligible to enter, 
and everyone on the team needs to register 
beforehand at www.dandad.org. 

Can I team up with friends from other 
universities? Or who already graduated/are 
not at university? 
Yes. You can enter with anyone who’s eligible, 
even if they don’t study at the same uni or 
college as you. Students and non-students can 
work together too. 

My background/university subject isn’t 
creative. Can I still enter? 
Yes. As long as you meet our eligibility criteria 
you can enter – whatever your background or 
subject.

Do I need a tutor to enter? 
If you’re a student, you should credit any tutors 
who helped you on your way.  For you to do this, 
your tutors need to register before you enter at 
dandad.org. You’ll then be able to add them to 
the entry credits when you enter online.  

My college wasn’t in the list when I registered 
– can I still enter? 
Yes. Email us as soon as possible with all the 
details and we’ll get you sorted.
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Judging Criteria

The general New Blood Awards judging 
criteria are as follows: 

Is it a great creative idea? 
Is it well executed? 
Is it on brief?

However, the way these are prioritised and 
the way the judges may apply them vary 
varies from brief to brief:

Advertising/Big Ideas Briefs (in order of 
importance):

Is it on brief? Does the idea answer the brief 
and the brand’s needs? It can push the brief 
in some ways, but at its core it must solve the 
problem the brief is asking it to solve.

Is it a great creative idea? Is the idea 
inspiring or unique? Does it use audience/
product insights to deliver an idea that will 
really create an impact?

Is it well executed? Is the idea well 
presented, easy to understand and fully 
rounded?

Craft Briefs including UX/UI and Interaction 
Design, copywriting and graphic design (in 
order of importance):

Is it on brief? Does the idea answer the brief 
and the brand’s needs? It can push the brief 
in some ways, but at its core it must solve the 
problem the brief is asking it to solve.

Is it well executed? Does the craft make 
you sit up and take notice? Is the idea fully 
realised and executed with precision? Is there 
beauty in the details?

Is it a great creative idea? Is the craft 
underpinned by a unique or inspiring idea? 
Does it use audience/product insights to 
deliver an idea that will create real impact?

Game Design Briefs (in order of importance):

Is it on brief? Does it deliver the type of game 
the brief asked for? It can push the brief in 
some ways, but it must still meet the brief’s 
core expectations.

Is it a great idea that the judges wish they 
could play? This doesn’t mean it needs to 
be 100% original, but it does need to feel 
like something the player could immerse 
themselves in and want to keep playing. For 
Yellow Pencil level, originality will take  
higher priority.

Is it well executed and easy to understand? 
Has the game been fully fleshed out? Does 
it really express how a user would play the 
game or do the judges have to do some of the 
legwork themselves?

The White Pencil

What is the White Pencil? 
It’s awarded to work that uses commercial 
creativity to do good. Find out what won in 
2020 here.

Where’s the New Blood White Pencil brief? 
There’s no one White Pencil brief. Although 
some of the briefs specifically ask for 
responses that make the world better, you 
could choose to answer any brief in a way 
that does good. That’s because we can and 
should consider social and positive change 
in everything we do. Maybe your packaging 
design revolutionises sustainability, or your 
ad campaign, while it spreads the word about 
the brand, also engages consumers with a 
social issue? 

How do I win a New Blood White Pencil? 
Whichever brief you’re answering, if your entry 
uses creativity to do good, you can also put it 
forward for the New Blood White Pencil. When 
you enter online, you can opt in. There’s no 
extra charge, all you’ll need to do is give us a 
short explanation of why you think your work 
is White Pencil material: how it goes beyond 
the brief and uses it as a platform for  
positive impact.

Then if your entry gets awarded within its 
brief, the White Pencil jury will judge your 
entry at a later stage.

You can only submit work that’s a response to 
one of this year’s briefs. You must enter and 
pay for the entry to be able to opt in for the 
New Blood White Pencil. 

After You’ve Entered

Who will judge my work? 
Your ideas will be seen by representatives 
of the brands, along with a panel of top 
creatives from around the world. We’ll 
announce the juries nearer the time. 

What could I win?  
All winners will receive one New Blood Pencil 
per team (the key to getting your foot in the 
industry’s door) and lots more. Check out 
‘What Winning Means’ for a full breakdown.

Anything Else? 
If you have any questions that aren’t covered, 
email us at newblood@dandad.org

Or get in touch on:

Twitter  
@DandADNewBlood

Instagram:  
@newblood_dandad
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1. Know the brief

They’ve picked their brief(s). But do they know 
them inside out?

• Can they explain it in one sentence?

• Have they researched the brand?

• Are they clear on what they’re being 
asked to deliver?

• Send them to our Brief Breakdown 
exercise for more pointers on 
understanding their briefs.

2. Challenge the idea

They have their idea locked down. But is it a 
winner?

• Why will anyone care?

• Would they do it / engage with it?

• How does it achieve its goals?

• How does it fit with the brand?

• Is it original?

• Why does it excite them?

You can find a full list of tips and trick on our 
New Blood Awards homepage.

3. Understand the judging process

Our selection process is tough. Here it is in a 
nutshell.

Judging Criteria 
We have three simple judging criteria that 
judges use for all our briefs:

Does it have a great creative idea? 
Is it well executed? 
Is it on brief?

Which of these is most important will depend 
on the brief, and the criteria are slightly 
different for the Games Design brief. See 
Essential Information later in this pack for 
more detail.

Judging Process 
All judging is done anonymously – the judges 
will put through work they think should win 
based purely on the assets that have been 
entered.

Round 1: Online, independent shortlisting. 
A jury of top creatives relevant to each brief 
take a look at all main work entered. At this 
stage they’re generous, earmarking work 
they’d like to  
see again.

Round 2: All judges come together to view 
work carried forward from Round 1, looking 
at any supporting material and voting on 
everything that’s worthy of at least a New 
Blood Wood Pencil.

Round 3: After finalising the Wood Pencil 
selection, the judges pick the entries worthy 
of a Graphite Pencil.

Round 4: From the pool of Graphites, the 
judges select the entries which have elevated 
themselves to Yellow Pencil status.

White Pencil judging: From all of the 
awarded work, judges look for ideas that 
show a purpose beyond profit, while still 
excelling creatively.

Black Pencil judging: Finally, Jury Presidents 
look at all of the Yellow and White Pencil 
winning work, and award the coveted Black 
Pencils – the best of the best. See behind the 
scenes of the Black Pencil judging room here. 
Remember, the judges don’t have to award 
ANY Pencils if they feel nothing has hit  
the mark.

4. Make it a winner

How can your students make sure their ideas 
stand out at judging? Here’s a few things to 
remind them of...

Don’t go with an obvious idea. Chances are 
lots of other people will have too.

Get to the point. Don’t explain the brief, draw 
the judges in with the big idea.

The judges watch hundreds of entries back to 
back. Make sure your students make theirs 
memorable.

Want even more top-notch tips? We’ll be 
launching lots of content throughout the 
year which we’ll send to anyone who has 
downloaded a brief, so keep an eye on  
your emails.

A ROUGH GUIDE TO GUIDING YOUR 
STUDENTS
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Related Disciplines 
Open

Deadline
23 March 2021, 5pm GMT 
 
Additional Prizes
The potential to win a paid  
placement with 21GRAMS.
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Ignorance is  
malignant.  
Change skin  
cancer care.

 
Brief set by 
21GRAMS

In collaboration with 
BlackandBrownSkin

The backstory
Search online for “skin cancer” and you’ll be 
greeted with a wash of moles on White skin. 
And the survival rate of skin cancer is around 
91% for White people. But what about other 
skin colours? Well that’s when you start to see 
the survival rate plummet, for Black people 
especially down to 65%. The reason? Skin 
cancer tends to be diagnosed at a later stage, 
and as a result with a worse prognosis. This 
is because the signs are more difficult to spot 
thanks to not only a lack of awareness, but 
also systemic problems and racial disparities in 
medicine.  

21GRAMS is an agency that specialises in 
health. They are driven by an ambition to make 
healthcare more inspiring than consumer 
products because health is the most valuable 
thing people have. They believe that creative 
solutions to big healthcare issues can make a 
huge impact and that’s why they want you to 
tackle this issue head on.

What’s the challenge?
Develop an idea that not only raises awareness 
of skin cancer, specifically melanoma, in people 
of colour around the globe, but also helps to 
drive diagnosis to allow people to receive the 
treatments they need. 

What exactly this looks like is up to you - it 
could be anything from a large-scale advertising 
campaign, through to an online diagnostic tool. 
But whatever you create needs to be tangible, 
realistic, and make a meaningful impact on 
people’s lives; and it needs to be able to do that 
without huge budgets.

Who are we talking to?
This is all about spreading awareness amongst 
a huge demographic, because that is what will 
make the most change. That’s people the world 
over whose skin-tone is underrepresented in 
whitewashed medical literature. But your idea 
should put a particular focus on young Black 
people around the world who spend lots of time 
outdoors and might not realise that skin cancer 
can affect them. 

Things to think about

Know the signs 
You’ll need to really understand what the 
main signs of skin cancer are, and especially 
how they can differ on People of Colour and 
Black skin. For example, melanoma (a type 
of skin cancer usually identified through new 
moles, or changes in existing ones) most 
often occur on non-exposed areas of the 
body such as palms, in the mouth and nose, 
and around nails. On White skin they tend to 
occur in areas exposed to the sun, and this 
is what shapes popular understanding of the 
disease, when the sole of the foot is the most 
common site of skin cancer for black people, 

representing 30-40% of cases. You’ll need 
to make sure you research and understand 
these signs and think about how you can 
help people to recognise them.

Feel a bit overwhelmed by the science? Don’t 
worry, 21GRAMS will host a medical briefing 
that explains everything in accessible 
language. They have doctors in their agency 
whose job is to help creatives understand 
the science to create top-notch responses, so 
they’ll be helping you with this too.* 

Understand the barriers 
Even doctors can fail to diagnose melanomas 
on People of Colour and Black skin. Why? 
Their medical textbooks and include include 
almost no representations of diseases on 
pigmented skin. Malone Mukwende created 
BlackandBrownSkin to address these 
imbalances. As a Black medical student 
he noticed that the signs and symptoms of 
diseases he was being taught to recognise 
on White skin wouldn’t translate to his own 
skin. So he developed a platform to educate 
students and health care professionals on 
the importance of recognising that certain 
clinical signs do not present the same on 
darker skin. These problems remain intrinsic 
to healthcare practices around the globe, 
so 21GRAMS will also be hosting an insight 
session with Malone to help you with  
your response.*

Melanoma overall represents 5.5% of all new 
cancer cases, but this figure drops to just 
1-2% of all cancer cases for Black people, 
creating a drop in awareness and leaving 
room for and allowing complacency to  
creep in.

What all of this together this means is 52% 
of initial melanoma diagnoses are at an 
advanced stage for Black people, against 
only 16% for White people.

Make an impact 
Whatever your idea is, it should break the 
barriers to identifying skin cancer in People 
of Colour and Black skin, allow people to 
recognise the signs and help people get 
diagnosed faster. The better it does this, the 
better the impact it will make.

Speak to your audience 
Focus on your audience and consider what 
will make them sit up and take notice. Think 
about how your idea can infiltrate spaces 
they exist in, and engage with them directly. 
No matter how great your idea is, if you can’t 
ignite your audience’s interest, it won’t make 
any headway, so get to know who you’re 
talking to.

The important stuff
21GRAMS don’t want to see any bullsh*t. This 
is about making something that can create a 
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Related Disciplines 
Open

Deadline
23 March 2021, 5pm GMT 
 
Additional Prizes
The potential to win a paid  
placement with 21GRAMS.
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Ignorance is  
malignant.  
Change skin  
cancer care.

 
Brief set by 
21GRAMS

In collaboration with 
BlackandBrownSkin

meaningful impact on people’s lives.

It’s up to you what form your idea takes, but 
your response should cover how you’ll reach 
your audience, and an explanation of how your 
idea will go beyond just creating awareness 
to achieve a real and tangible way to improve 
diagnoses and direct people to treatment. 

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Either a presentation video (max. 2 min) OR 
JPEG slides (max. 8), showing your solution. 

Optional (judges may view this if they wish):

Interactive work (websites, apps, etc); if your 
main piece is JPEGs, you can also submit video 
(max. 1 min total); if your main piece is video, 
you can also submit JPEGs (max. 4).

Further Information

*We’ll be letting everyone know more about 
these sessions later in the year through our 
newsletters and social channels.

Helpful links

BlackandBrownSkin 
blackandbrownskin.co.uk

What is melanoma? 
nhs.uk/conditions/melanoma-skin-cancer

Background Information 
blackhealthmatters.com/category/multiple-
myeloma

skincancer.org/skin-cancer-information/skin-
cancer-facts

statnews.com/2020/07/20/to-begin-
addressing-racial-bias-in-medicine-start-with-the-
skin

skincancer.org/skin-cancer-information/
melanoma

theguardian.com/society/2020/aug/13/
decolonising-dermatology-why-black-and-brown-
skin-need-better-treatment 
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Related Disciplines 
Graphic Design 
Branding

Deadline
23 March 2021, 5pm GMT

Page 1 of 2

Develop a visual 
identity for a  
fictional Audible 
Originals title

 
Brief set by 
Audible

In collaboration with 
Uttara Masting  
(Jones Knowles Ritchie)

The backstory
Audible is a subscription service that lets you 
experience storytelling like never before by 
taking the best performers and pairing them 
with the world’s largest selection of audiobooks 
and podcasts. The best part? They have a 
series of Audible Originals, titles you can’t find 
anywhere else.

But when there’re so many options to take 
stories with you wherever you go, and thousands 
of titles to choose from, how can Audible make 
their original content stand out from the crowd?

What’s the challenge?
Design a visual identity for a fictional* Audible 
Originals title that stands out and makes  
some noise.

At Audible, designers might not have the 
full text available to listen to before they 
create an identity - instead they will have the 
title, synopsis and a clear idea of the target 
audience. To replicate this process, you have 
a selection of four fictional* audiobook and 
podcast titles, synopses and core markets to 
choose from. You’ll need to get into the mind of 
your audience and design a digital book cover 
and series of visual assets to promote your title.

This brief is all about design craft, so consider 
how you can make your visual identity arresting 
and convince your audience to tune in.

Who are we talking to?
You’ll need to select one of the following 
fictional audiobook or podcast titles, each with a 
different core market attached to it:

One of the locals  
Target Audience: Empty nesters on the hunt for 
content to learn something new.

Genre: Language Learning (Podcast)

Synopsis: A famous face talks travelling around 
the globe, and unpicks the secrets to picking up 
the lingo to help make you truly feel like one of 
the locals on your travels. Exploring more than 
just key phrases, this podcast shares how you 
can keep your travels faux pas free and make 
some pals along the way.

Out West 
Target Audience: 35-54 without children, looking 
for fun, engaging content to listen to whilst 
multi-tasking.

Genre: Crime (Podcast)

Synopsis: Tales from the American Frontier 
(or Old West) have fascinated us for decades. 
A world of crime and misfortune have always 
surrounded the old tales, but this podcast seeks 
to go beyond the legends and uncover some of 
the darkest crimes of the times.

The Faraway 
Target Audience: 18-34 year olds without kids, 
who are looking to escape.

Genre: Fantasy/Adventure (Audiobook)

Synopsis: Daniel has always been described as 
someone with their head in the clouds. Working 
in a local store, they are always dreaming of far 
away adventures until a new visitor comes to 
town and those dreams start to become  
a reality. 

There’s a Noise in the Shed  
Target Audience: Younger families who are 
listening together and looking to be entertained.

Genre: Fairy Tales/Animal Stories (Audiobook)

Synopsis: Mia’s family have just moved from the 
bustling city to the countryside and Mia finally 
has the garden she’s always wanted so she 
can watch all the animals from her window. But 
there’s one thing she doesn’t like in her new 
garden... the shed. Every time she goes outside, 
she hears different noises coming from the 
shed and she starts to imagine what might  
be inside. 

Things to think about

Influence your audience 
Think about the space you’re designing for 
and who might be searching for this content. 
What would make them stop and take notice 
of the audiobook/podcast? People make 
split-second decisions from designs, about 
the genre, tone and who they think the 
content is for, so how can you express that 
your title is for them?

If you choose a title that could include a 
famous face (for example the podcasts), 
then think about both who you might pick 
and how you might showcase them in an 
exciting way.

Break the mould 
There are some clichés in book design that 
you can try to break. Although they can give 
helpful visual clues about the genre, think 
about how you can experiment with this and 
break away from the expected while still 
delivering what your audience needs to click 
and listen.

There’s also a whole host of content out 
there, so remember your identity needs 
to stand out. It also needs to work across 
multiple touchpoints and create a world 
beyond Audible.

Make your identity work hard 
The identity needs to live in a sea of tiny 
squares but also be able to stand alone both 
as a virtual and physical asset. The entirety 
of the design will be visible on the product 
description page that draws the reader in 
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Develop a visual 
identity for a  
fictional Audible 
Originals title

 
Brief set by 
Audible

In collaboration with 
Uttara Masting  
(Jones Knowles Ritchie)

or as an ad on Instagram. Think about the 
wider ecosystem of the design and all the 
touchpoints it will cover. If the title feels 
too long for the small space, feel free to 
abbreviate it so it can be legible.

The important stuff
You must use the templates included in the 
brief pack to ensure your designs fit in the 
relevant Audible spaces. Your visual identity 
must include:

• Title ‘cover’

• Product description page (full bleed 
background)

• App banner

• An example of your identity across three 
different Out of Home spaces such as buses, 
bus shelters or transport gates (please note, 
these templates are not included in the pack 
as you can choose any three spaces that are 
relevant to your target audience and title) 

• Online assets (cover, product description 
page and app banner) must include the 
Audible Original badge as shown in the 
templates. Your Out of Home responses must 
also include the Audible logo (included in the 
brief pack).

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

JPEG slides (max. 8), showing your solution. 

Optional (judges may view this if they wish):

Interactive work (websites, apps, etc); video 
(max. 1 min total).

Further Information

Details

*Please note, the fictional titles have been 
developed for this brief only and are not titles 
currently in the works from Audible or any  
other publisher. 

Audible Originals

Take a look at some of the current Audible 
Originals titles on offer and think about how you 
can make your title stand out.

audible.co.uk/ep/AOAEAS

D&AD
New Blood  
Awards

@DandADNewBlood

• New Blood Awards 2021 •

#NewBloodAwardsdandad.org/new-blood-awards



Related Disciplines 
UX/UI 
Interaction Design 
Product & Service Design

Deadline
23 March 2021, 5pm GMT

Page 1 of 1

Help people  
discover 
everything the 
BBC has to offer 

 
Brief set by 
BBC

The backstory
The BBC is the world’s leading public service 
broadcaster, delivering entertainment, 
educational resources and up-to-date news. 
They must act in the public interest, bringing 
value to all audiences, through impartial, high-
quality and distinctive content and services. 
They design experiences with purpose, that 
improves people’s lives.

Despite offering a number of platforms and 
touchpoints, many people are unaware of the 
expanse of the BBC’s offer, and often engage 
via a single touchpoint or ‘mode’ (viewing, 
listening or browsing). 

So how can the BBC help people discover the 
breadth of the content available, connect its 
products and services, and open up the full 
power of the BBC portfolio? By creating more 
relevant and engaging experiences to enable 
their audiences to feel like the BBC is ‘for me’. 

What’s the challenge?
Design a new customer experience or service to 
help the BBC’s audiences fit the BBC into their 
daily lives, tailored and optimised to where they 
are and the device they are using.

You should consider both the services BBC 
audiences already know and love, and also 
how you might weave in new kinds of offerings 
powered by data and ambient intelligence 
(environments that are sensitive and responsive 
to the presence of people).

Who are we talking to?
The BBC is for everyone, bringing value to 
all. You need to speak to the 91% of the UK 
population that uses the BBC each week.

Your response should investigate individual 
audiences within the expanse of the UK, and 
interrogate whether you should develop an idea 
for a specific audience or form a solution that 
encompasses everyone’s experience. No matter 
what route you decide to take, make sure your 
response doesn’t alienate existing users.

Things to think about

Be realistic 
Remember to think near future, not science 
fiction. Your idea should harness technology 
available to allow a rollout within one to two 
years.

Be audience first 
Start human. Identify your audience. What 
are their wants, needs, expectations, 
capabilities? If you’re casting your net wide 
you might want to consider a range of 
personas representing key audience groups. 
The most important thing is the person at 
the heart of the experience. The tech is just 
a tool, and the better a job it does the less 
noticeable it will be.

Bring value 
Think about what a valuable relationship with 
the audience looks like. Consider how data 
and technologies like voice, gesture and new 
forms of interactivity can be used in a way 
that will bring stories and experiences to life. 
How can you join up the whole of the BBC to 
connect more deeply with its audience?

Pull your idea together 
Consider creating a service blueprint that 
brings to life how your proposal will work 
across different user journeys, touch points, 
BBC products and services.

The important stuff
Present:

• Your solution: Clearly explain your idea, how it 
would work, and the technologies used. 

• Your creative process: How you arrived at 
your solution; key insights from your research; a 
convincing rationale for your focus and  
design decisions. 

There’s no need for code, just compelling 
communication. If you can create a prototype, 
do. Otherwise use animatics or other tools to 
show your concept in action. 

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Present your solution and process using either 
a presentation video (max. 2 min) OR JPEG 
slides (max. 8). 

Optional (judges may view this if they wish):

Prototypes or mockups as interactive work 
(websites, apps, etc). If your main piece is 
JPEGs, you can also submit video (max. 1 min 
total); if your main piece is video, you can also 
submit JPEGs (max. 4).

Further Information

Helpful links

Full list of BBC services 
bbc.com/aboutthebbc/whatwedo/publicservices

Learn more about the BBC, including their 
policies, what they do and how they do it 
bbc.com/aboutthebbc
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Use fresh  
language to let 
people know that 
Burger King’s 
menu is 100% real

 
Brief set by 
Burger King

The backstory
Burger King believe that real food tastes 
better. That affordable meals should not only 
taste great but also include real, high-quality 
ingredients.  For Burger King, real ingredients 
mean no colours, flavours, or preservatives from 
artificial sources. They know that being served 
wholesome, simple, and familiar ingredients is 
more important than ever to their guests; and 
this is why they’ve been on a journey to make it 
happen.

Burger King flame grill their burgers, make 
them to order, use 100% beef (no fillers or 
preservatives), cut tomatoes and onions fresh 
every day, use crisp lettuce, real mayo, and no 
artificial anything. As of September 2020, they 
have removed around 8,500 tons of artificial 
ingredients globally. 

Between July and September in 2020, Burger 
King reached a major milestone on their food 
quality journey. They announced that the 
Whopper® sandwich now features no colours, 
no flavours, and no preservatives from artificial 
sources in the United States. 

So, what is happening next? Burger King are 
committed to removing all preservatives, 
colours, and flavours from artificial sources from 
all the food they serve around the world by early 
2021, and they need to let people know.

What’s the challenge?
Use copy to communicate that 100% of the 
Burger King menu is now 100% real (free 
of preservatives, colours, and flavours from 
artificial sources) that lands their core message: 
real food tastes better. You’ll need to develop 
a script for a commercial plus supporting 
campaign copy (see The important stuff).

There’s a lot of noise in this ‘free from’ market, 
so your response must cut through this sea 
of sameness and truly get guests to think 
differently about Burger King’s taste and quality. 
You’ll need to develop fresh language that 
speaks volumes, and gets people to sit up and 
take note.

Who are we talking to?
18-34 year olds around the world who don’t 
think Burger King is cool. They don’t watch much 
TV, are skeptical of marketing claims, don’t visit 
Burger King as often as their parents, and seek 
out real and authentic experiences and brands 
(which they don’t associate with the ‘fake’ world 
of fast food). 

They expect restaurant they visit to offer food 
that only contains natural ingredients. They 
value brands that they can trust and brands 
values to align with their own.

You’ll need to consider the universal truths 
about Burger King’s food that can translate 

across the globe, don’t contradict Burger King’s 
established messaging, and don’t face legal 
constraints in certain countries (see Things to 
think about).

Things to think about

No Wallflowers 
Burger King is a brand with an edge. A bold, 
confident challenger. Forget forgettable, 
vanilla advertising, Burger King want an 
execution that pushes the creative limits. 
It’s a brand that loves the raw and real, 
embraces the unscripted. And while it takes 
food seriously, itself not so much. They can 
make and take a self-deprecating joke. 

Stick to the rules 
Remember, this is advertising. Don’t make 
false promises or wild statements that are 
untrue. Equally, some countries have laws in 
place against using terms like ‘real’, ‘natural’ 
and ‘no preservatives’. Think of ways to 
evoke quality and freshness without leaning 
on these terms. 

And remember, just because Burger 
King can’t use a term doesn’t mean their 
consumers can’t. Could you use your copy to 
inspire other people to spread the good word 
of Burger King? 

Be Burger King 
This isn’t about changing the way Burger 
King talk in general. Make sure you stay true 
to their tone of voice of enthusiasm, wit, 
confidence, approachability, staying real and 
authentic.

The important stuff
Use copy to communicate that Burger King’s 
food tastes better now all menu items are free 
of preservatives, colours, and flavours from 
artificial sources. Your core idea must focus 
around a script for a commercial type of your 
choosing (YouTube pre-roll, TV, social, etc.) and 
you should explain your reasoning for this. You 
should also explore other media spaces, such 
as social or print, that your copy could travel to. 

You must include at least two executions (your 
script and secondary media space) and make 
it clear where they would appear. Please note, 
you may submit the final execution of your 
commercial, but it will be primarily judged on 
the strength of your copy. Never written a script 
before? Don’t worry, D&AD will be releasing 
some helpful content on this that they’ll share 
with all downloaders.

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Your commercial script as a PDF (copy-only, 
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Use fresh  
language to let 
people know that 
Burger King’s 
menu is 100% real

 
Brief set by 
Burger King

no images). You must also submit either a 
presentation video (max. 2 min) OR JPEG 
slides (max. 8), explaining your concept and 
showcasing additional executions. 

Optional (judges may view this if they wish):

Interactive work (websites, apps, etc); if your 
main piece is JPEGs, you can also submit 
a video demonstrating any moving image 
executions (max. 1 min total).
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Cheer on the  
planet with  
Sport4Climate

 
Brief set by 
Connect4Climate -  
World Bank Group

In collaboration with 
Naresh Ramchandani & Katee Hui 
(Pentagram)

The backstory
Connect4Climate, a diverse network of over 500 
partners from around the world, implements 
creative communication and advocacy tools 
to amplify youth voices and drive climate 
action. Outreach is enhanced through their 
major hubs – Film4Climate, Music4Climate, 
Fashion4Climate and Sport4Climate.

Sport4Climate capitalises on the fame of 
athletes and the popularity of the sports 
industry to draw more attention to climate 
solutions and encourage action.

Athletes and sports professionals all have an 
intimate relationship with the climate. To train 
or compete, skiers and snowboarders need 
snow. Cyclists and cricket players rely on good 
weather. Runners and surfers require particular 
conditions for training. Sport4Climate brings 
these athletes together to spread the word 
about the climate crisis and what we can do 
about it.

But there’s another teammate in the sports 
arena who has a role to play when fighting 
climate change – the fans.

What’s the challenge?
Create a guerrilla marketing campaign that 
encourages sports fans to take action against 
climate change. This is all about creating 
a powerful idea that uses on-the-ground 
activations to get to grassroot fans. 

Your idea must centre on Out of Home 
advertising and get people talking on social.

Who are we talking to?

Sports fans around the globe. You should 
choose to focus on a particular sport or sporting 
event particularly affected by climate change  
and uniquely placed to inspire action from its 
fans. It can be a team sport or an individual 
sport. Think about where these fans spend 
their time, what their priorities are in life, what 
makes them enjoy this sport and how you could 
encourage them to be part of the wider  
climate conversation.

Things to think about

What is guerilla marketing? 
Guerrilla marketing is all about using surprise 
or unconventional interactions to promote 
something.  Centre on imaginative ideas 
rather than big budgets and allow your 
creativity to make an impact. No matter your 
concept, keep it low budget and high impact.

It is not about breaking the law or doing 
anything illegal. You can see some great 
examples of guerrilla marketing here. 

Where to speak to your audience 
Think of locations where you might be able to 
speak to the most fans. What non-traditional 

spaces might engage them the most? With 
guerrilla marketing, you don’t need to stick 
to expected media spaces. Think beyond the 
conventional to where your idea might gain 
the most traction. Also consider different 
techniques for speaking to your audience 
– should you involve athletes themselves, 
or maybe use gamification to get people 
involved? But your response shouldn’t 
depend upon partnerships with specific 
athletes or brands. 

How to encourage action 
It isn’t just about getting your audience to 
notice your idea, they need to act on it too. 
There  are a number of actions that fans 
can take to make a difference in the world 
whilst engaging in sport, such as: changing 
how they travel to sporting events (reducing 
driving and flights, etc), reducing waste at 
games (consuming less meat, campaigning 
for reusable cups, etc), reducing 
merchandise waste (campaigning for kits 
to be made from sustainable materials or 
second-hand equipment to be used, etc), 
lobbying for sports facilities to go carbon-
neutral (through low-impact technologies, 
nature-based solutions, etc) and more. Think 
about how your idea can spark fans  
into action.

How to gain traction 
The best guerrilla marketing gets attention. 
Consider how you’ll not only grab people’s 
attention, but also get them to repost/share 
it. Growing the idea by building a consensus, 
by ‘passing the torch’, is a crucial factor to 
consider. Think about how your idea might 
be able to inspire behaviour change in fans’ 
lives even after the game ends.

Keep it Out of Home 
Make sure your idea lives in the outdoor 
advertising space. This means the work 
exists outside of the home. Beyond that, your 
ideas are limitless. Try to think beyond simply 
billboards and consider things like street 
furniture and even communal indoor spaces.

Stay green 
Remember, this idea is all about tackling 
climate change, so you must ensure your 
idea does not negatively affect the planet in 
any way, and ideally be  climate positive.

The important stuff

You should include:

• An outline of your audience and insights

• Marketing strategy (how and where your idea 
will run, and how it will gain traction)

• Mock-ups of your idea in action

• Your call to action for the audience 
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Cheer on the  
planet with  
Sport4Climate

 
Brief set by 
Connect4Climate -  
World Bank Group

In collaboration with 
Naresh Ramchandani & Katee Hui 
(Pentagram)

• An explanation of how Sport4Climate will be 
promoted. You can create a Sport4Climate 
logo if it makes sense to your idea, but do not 
include Connect4Climate branding in your 
response.

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Either a presentation video (max. 2 min) OR 
JPEG slides (max. 8), showing your solution. 

Optional (judges may view this if they wish):

Interactive work (websites, apps, etc); if your 
main piece is JPEGs, you can also submit video 
(max. 1 min total); if your main piece is video, 
you can also submit JPEGs (max. 4).

Further Information

Helpful Links

Connect4Climate 
connect4climate.org

Sport4Climate 
connect4climate.org/initiatives/sport4climate

D&AD Pencil-winning Out of Home Examples 
dandad.org/profiles/jury/527764/outdoor-
advertising-2018

Guerilla marketing examples 
antevenio.com/usa/5-great-examples-of-
guerrilla-marketing 
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Help 21-27 year 
olds unplug and 
find their refresh 
moment with  
Coors Light  

 
Brief set by 
Coors Light

In collaboration with 
Anna Zimmermann  
(Iris Worldwide)

The backstory
Coors Light is a light beer that takes pride in the 
process and ingredients that go into making The 
World’s Most Refreshing Beer.

They want to enable their consumers to find 
ways to refresh, recharge, and keep up with life. 
They champion and protect those moments 
of pause and refreshment; the interesting, 
everyday occasions where people actively 
choose to turn off and chill.

Their recent series, ‘The Official Beer of…’ 
celebrates those moments of pause in an 
otherwise hectic world, and shows how Coors 
Light is those moments’ ‘Official Beer’. From 
taking off your bra at the end of a long day, to 
going golfing just to drink outside. 

But today, taking time to pause has become 
more and more difficult, especially for Coors 
Light’s younger consumers. Surrounded by a 
world that is ‘always on’ thanks to the digital 
realm, how can Coors Light remind people to 
actively take time to pause and refresh? And 
when you’re surrounded by so many other 
choices for your refreshing moment, from hard 
seltzers to premium beers, how can you make 
these moments synonymous with Coors Light?

What’s the challenge?
Create a digitally-led campaign that makes 21-27 
year olds stop, unplug, recharge and refresh with 
Coors Light. 

Translate Coors Light’s ‘The Official Beer of…’ 
micro-moments series to the digital space. 
Consider where this audience needs to actively 
find their ‘refresh’ moment in the digital sphere, 
and develop a campaign that inspires them to 
centre this moment around Coors Light over  
other products.

Your idea needs to increase awareness and 
make Coors Light top of mind when it comes to 
refreshing moments.

Your idea also needs to make people stop, take 
notice and garner earned media for Coors Light.

Who are we talking to?
21-27 year olds around the globe. They’re all at 
different stages in their lives, some are still in 
education, some are on a career high, others 
might still live at home. But they all share in 
their youth, zest for life, and making the active 
choice to tune out for a moment.

They spend significant portions of their lives 
online; for work, for entertainment and as a 
way to relax. And their use of online spaces has 
increased over the last year thanks to the global 
changes in people’s habits.

Coors Light’s core market is based in the USA, 
so you must make sure you do not alienate  
this audience. 

Things to think about

Stay clear of clichés 
Coors Light are different to other typical 
big beer brands. While other beer brands 
champion stereotypical drinking occasions 
(at the pub, larger groups), Coors Light 
celebrates the less typical occasions; the 
occasions that everybody does, but no other 
brand talks about (shower beers, drinking 
with your dog, taking off your bra, etc.).

Find key moments 
Think about where 21-27 year olds spend 
most of their time, and which moments 
they might want to choose to actively switch 
off and refresh. Is there something a lot of 
people want to do at the end of a work day 
staring at their computer screen? Maybe 
you want to remind people to stop scrolling 
and live their own IRL moment, or maybe it’s 
about stopping people hitting the streaming 
binge. Whichever moments you choose, 
make sure they feel as universal as their 
‘Official Beer of…’ series.

Play with social 
This audience spends significant periods 
of their online time in the social space, and 
Coors Light is looking to expand their reach 
in this space. Think about both how you can 
use social media to stimulate people to stop, 
unplug and refresh and how your idea could 
pick up earned media. 

Think about the social media spaces that 21-
27 year olds use and how they are evolving. 
For example, Coors Light already has a lot of 
engagement through Twitter and Instagram, 
as well as limited work with influencers, but 
could expand their work in other channels. 
Your idea should not focus solely on social 
media, but it should be part of your  
wider strategy.

Keep it Coors Light 
Make sure you read through Coors Light’s 
Brand Fundamentals document in the 
brief pack, which outlines key Coors Light 
characteristics including being irreverent, 
relatable, easy going and clever. They’re a 
brand that enjoys be light-hearted and witty, 
but stays away from being overly jokey  
or goofy.

Take a look at some of their recent work 
that’s run in the US for inspiration, like the 
Coors Light Clone Machine, America Could 
Use a Beer, and What a Beautiful Day to help 
nail that Coors identity.

Stay playful 
Coors Light are keen to see new and 
different ideas, so have fun with the brief 
and stay playful. Don’t replicate what’s come 
before, but keep that tone and refresh what it 
could look like in the future.
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Help 21-27 year 
olds unplug and 
find their refresh 
moment with  
Coors Light  

 
Brief set by 
Coors Light

In collaboration with 
Anna Zimmermann  
(Iris Worldwide)

The important stuff
Your response must:

• Explain how you’ll encourage 21-27 year olds 
to unplug and refresh with Coors Light.

• Include an explanation of your concept.

• Run across least 3 digital touchpoints.

• Include an explanation of how it would gain 
traction on social media.

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Either a presentation video (max. 2 min) OR 
JPEG slides (max. 8), showing your solution. 

Optional (judges may view this if they wish):

Interactive work (websites, apps, etc); if your 
main piece is JPEGs, you can also submit video 
(max. 1 min total); if your main piece is video, 
you can also submit JPEGs (max. 4).

Further Information

See below for examples of Coors Light 
campaigns to use as inspiration:

The Official Beer of 
youtube.com/watch?v=-PN05Bha-DE 
youtube.com/watch?v=qYeF5_KPM_c

Coors Light Clone Machine 
youtube.com/watch?v=mCtkJbNuqL8

America Could Use a Beer 
ispot.tv/ad/nn_x/coors-light-america-could-use-
a-beer

What a Beautiful Day 
youtube.com/watch?v=mz-U9yH2f8Q
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Celebrate  
100 years of the  
imagination of  
Disney 

 
Brief set by 
The Walt Disney Company

The backstory
On 16 October 1923, Walt and Roy Disney 
signed a contract to sell a series of short films. 
This marked the start of the Disney Brothers 
Cartoon Studio, today known as The Walt  
Disney Company.

In 2023 Disney celebrates their 
100th anniversary as the world’s leading 
entertainment company, combining imagination 
with innovation to create its unique storytelling 
that brings people together across generations 
and cultures. 

And 100 years of change means Disney have 
come a long way from their humble beginnings, 
offering everything from movies to stage shows 
to theme parks to streaming to superheroes. 
There’s something for everyone to enjoy.

What’s the challenge?
It’s time to celebrate. Create an evocative, 
hyper-relevant brand building campaign around 
the 100th Anniversary that will make young 
adults into lifelong Disney fans. The challenge: 
turn well-loved 90s and 00s nostalgia into hyper 
relevancy for 2023. 

Nostalgia is a pretty powerful tool, but Disney 
want to strengthen their position as a relevant 
brand to young adults across Europe, the 
Middle East and Africa to make them the brand 
of choice, not just yesterday and today, but 
throughout the rest of their lives.

By building long-lasting brand sentiment, they 
want to appeal to a generation with increased 
spending power for everything from cinema 
tickets to see Disney movies, to Disney lifestyle 
and fashion products, and more.

Who are we talking to?
Your campaign needs to speak to 16-30 year 
olds (with a sweet spot of 18-25) across Europe, 
the Middle East and Africa from all socio-
economic backgrounds. Think carefully about 
the life stages of this age group and the current 
trends that drive their media consumption. 

This is an audience that has grown up with 
Disney being a major player in many of their 
lives. They know what Disney is, and some 
might already be die-hard fans, but many might 
not realise how relevant Disney can be to their 
lives today. 

This should be a campaign that reintroduces 
Disney to their audience in a hyper-relevant way. 

Things to think about

Celebrate everything Disney 
Remember, Disney isn’t just cartoons from 
your childhood. Disney own iconic brands 
including Star Wars, Marvel, Nat Geo and 
The Simpsons (to name just a few), plus 
streaming services like Disney+, theme parks 

around the globe and much more. How can 
your campaign celebrate everything Disney 
has to offer and show young adults that it’s 
for them.

Be international 
In driving relevancy, it is important to ensure 
all campaign activity is created with intention. 
What do you want consumers to think/feel/
do when they experience your idea? 

Given the audience’s consumption habits, 
they’re fatigued by constant marketing 
campaigns. How do you stand out? How do 
you create something that is meaningful?

Create legacy 
For this 100th anniversary, it is vital that 
you acknowledge Disney’s legacy with 
the audience and inspire the audience 
to continue in this legacy into the future. 
Think about what comes to mind for young 
consumers today when they think of 100 
years of Disney, and what they might think 
the next 100 years of Disney could look like.

Represent diversity 
Disney want to make sure any campaign 
represents the brand’s diverse fanbase. 
Make sure your idea is inclusive and speaks 
to everyone in this age group.

Be authentic 
Disney is a magical brand, but conscious 
consumerism means this audience is looking 
for transparency. How can your idea walk the 
line between being authentic without giving 
away too much of the Disney magic?

You should also consider if there is a 
meaningful way to ‘give back’ with your 
celebration and ensure the anniversary is 
used as an opportunity for positive impact 
in the world. Consider the long-term of this 
activity. Purpose can no longer be a short-
term stunt. 

Be realistic 
Disney are looking for realistic ideas that 
could actually run in 2023. Think about how 
your campaign could be scalable, and work 
within budgets stretching from £100k to 
£1m. 

The important stuff
Develop an integrated campaign to launch in 
2023 (potentially with a run-up starting at the 
end of 2022). 

You should include:

• Key audience insights

• How and where your idea will run

• Tagline for the campaign

• A series of key visuals and mock-ups across 
multiple touchpoints

D&AD
New Blood  
Awards

@DandADNewBlood

• New Blood Awards 2021 •

#NewBloodAwardsdandad.org/new-blood-awards



Related Disciplines 
Advertising 
Integrated Campaign

Deadline
23 March 2021, 5pm GMT

Page 2 of 2

Celebrate  
100 years of the  
imagination of  
Disney 

 
Brief set by 
The Walt Disney Company

It’s up to you where you think your campaign 
should run, but wherever you choose it should 
match the insights you derived about  
your audience.

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Either a presentation video (max. 2 min) OR 
JPEG slides (max. 8), showing your solution. 

Optional (judges may view this if they wish):

Interactive work (websites, apps, etc); if your 
main piece is JPEGs, you can also submit video 
(max. 1 min total); if your main piece is video, 
you can also submit JPEGs (max. 4).
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Put Duolingo into 
the hands of 16-22 
year olds 

 
Brief set by 
Duolingo

In collaboration with 
Amanda Jones (The Gate)

The backstory
Duolingo is the world’s #1 language learning 
app – used by hundreds of millions of learners 
around the world. Duolingo’s mission is to 
develop the best education platform in the world 
and make it universally accessible to everyone 
for free, from Syrian refugees to Bill Gates and 
everyone in between. 

The benefits of learning another language 
are exponential, from boosting brain power to 
reducing global economic inequality. 

And despite the serious mission at Duolingo’s 
core, it was also founded on the idea that 
learning a new language should be fun. Why? 
Because you’re more likely to stick with it! To 
make language learning fun, Duolingo gamifies 
the process, encouraging you to maintain your 
streak and top the leaderboards with the help of 
Duo, the quirky, helpful and sometimes passive 
aggressive mascot Owl. 

What’s the challenge?
Open young adults’ eyes to the world of 
languages and inspire them to weave language 
learning into their daily routine, with an 
integrated campaign launching at the start of 
the school year. 
As humans get older their ability to learn  
new languages and pick up new habits  
begins to slow down. It’s for this reason that 
Duolingo believes it’s important to open the 
minds of 16-22 year olds to language learning 
as it can set and change their future in ways 
most can’t imagine.

Who are we talking to?
16-22 year olds around the globe. They’re a 
generation who view being knowledgeable 
as ‘cool’, are passionate activists and see 
themselves as more connect with other cultures 
than previous generations. They’re globally-
connected and are interested in worldwide 
issues. While their reasons for learning a 
language can vary drastically depending on 
things like location, family, and economic 
opportunity, most see the benefits of knowing 
another language as a way to get the most out 
of the world.

They come from a range of backgrounds, and 
whatever their educational status (school, uni, 
on-the-job training, not in or no access to formal 
education), many are making key decisions 
about their future career and direction.

They don’t watch much traditional TV but still 
consume a vast amount of content on other 
platforms (watching 3 hours and 27 minutes 
of video content a day), with 83% getting their 
news from social media. They are avid users of 
apps, in particular games, and often use them 
as a fun way to learn.

Things to think about

How to reach your audience 
Consider where 16-22 year olds spend their 
time on- and offline. How can your idea show 
up where their attention is in a buzzworthy 
way, be a part of culture and get everyone 
talking? 

Where in the world? 
Remember, this brief is all about driving large 
numbers of 16-22 year olds from across the 
world to download and incorporate Duolingo 
into their daily habits. You could think up 
multiple ideas that tackle local issues but are 
creatively united in some way, or create one 
idea that has universal appeal and can cross 
borders. Whichever route you choose, make 
sure it is clear how you’ll not only get your 
audience to download the app, but use it too. 

Research, research, research 
Duolingo are looking for big, bold ideas. 
Something culture-breaking that starts with 
an insight and truly speaks to your audience. 
Spend time getting under their skin to 
consider how you can make Duolingo part 
of their everyday habits. And don’t forget to 
download Duolingo for yourself – you need to 
know the product to market it effectively

Bring in the teachers 
While students are the ones actively signing 
up to learn, teachers and parents also play 
a vital role in education. Is there a way your 
idea could intertwine with these audiences 
too?

A new school year 
Lots of people think about New Year’s 
resolutions, but the back to school moment 
for many is actually the time to start afresh. 
The start of the school year has become 
social media’s latest ‘new year, new me’, 
even for those no longer in education. So no 
matter what your idea, the launch should 
play into these school cycles. 

Don’t pigeonhole 
There’s no single reason why people 
choose to take on learning a new language. 
The reasons are varied – be it for school, 
work, family, travel, or even helping you to 
understand the latest cult TV show. 

But no matter the reason, new language 
skills allows us to connect with one another 
and open new opportunities. 

How to promote accessibility 
Traditionally, economics have hampered 
people’s access and ability to learn a 
language. Duolingo is free, all you need  
is a screen and the internet to give someone 
the opportunity to change their future. Is 
there a way to better spread this accessibility 
message, such as a new moment or 
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Put Duolingo into 
the hands of 16-22 
year olds 

 
Brief set by 
Duolingo

In collaboration with 
Amanda Jones (The Gate)

partnership Duolingo hasn’t yet explored?  

The important stuff

You must develop a campaign that speaks to 
16-22 year olds across the globe and drives 
them to download and incorporate Duolingo into 
their daily habits. 

The way you do this is up to you, from in person 
experiences or stunts through to social media, 
brand partnerships or radio ads. 

Present:

• Your solution. Clearly explain your idea and 
how it would work.

• Your creative process. How you arrived at 
your solution and key insights from  
your research.

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Either a presentation video (max. 2 min) OR 
JPEG slides (max. 8), showing your solution. 

Optional (judges may view this if they wish):

Interactive work (websites, apps, etc); if your 
main piece is JPEGs, you can also submit video 
(max. 1 min total); if your main piece is video, 
you can also submit JPEGs (max. 4).

Further Information

Details about Duolingo

Duolino offer 96 language courses in 34+ 
languages (including High Valyrian & Klingon) 
and offer dozens of gamified lesson types. To 
understand their lessons, features, and courses 
try learning a language with them. 

App Store

Google Play

Design resources and brand guidelines

design.duolingo.com
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Help 18-24 year 
olds make time 
with Fossil

 
Brief set by 
Fossil & MSL

In collaboration with 
Rob Estreitinho

The backstory
Fossil has always been inspired by American 
creativity and ingenuity. Since 1984, they’ve 
strived to bring new life into their industry 
by making quality, fashionable watches and 
accessories that were both fun and accessible. 
Today, they continue to focus on what makes 
them Fossil: optimism, authenticity and creative 
spirit. Everything they make complements 
every style and fits every lifestyle – for all the 
moments that make you, you. 

But what happens when moments start passing 
you by? When it feels like time is constantly 
gathering pace, how can Fossil remind people 
to value time? This has been especially true 
in 2020, where everyone has discovered that 
time to focus on the good things is one of the 
most important gifts in life. And for 18-24 year 
olds especially, learning, evolving and growing 
in the strangest of times, it’s never been more 
important to make time for what means the 
most to them.

What’s the challenge?
Develop a PR-able idea that builds Belief* 
in Fossil as a brand that understands 18-24 
year olds need to make time for what matters 
most to them. Your idea should be designed to 
rejuvenate the perception of Fossil in order to 
make waves in press and get people talking.

Your idea should interrogate what 18-24 year 
olds want to make time for, provide a platform 
for Fossil to be the enablers of this, and in turn 
increase brand awareness amongst this group. 
Showcase that Fossil is a brand that suits you, 
no matter your style, preferences or what you 
want to make more time for.

Who are we talking to?
18-24 year olds across the globe. They’re an 
audience who are still discovering themselves 
and the world around them. They’re at a period 
of their lives where they’re starting to learn what 
really means the most to them as they step 
out into the world from their parent’s shadows. 
They’re experiencing frequent change in many 
aspects of their lives, from their home to school 
to income, and they have the opportunity 
to forge their own, unique identity they can 
showcase to the world.

Things to think about

Make time for what? 
Fossil was made for every individual. They 
have a style that suits everyone, so they 
know everyone’s needs are unique. So think 
about what this audience wants to make 
time for, and how this might differ from 
person to person. How can your idea allow 
people to showcase their different beliefs 
in what they should make time for, and 
still feel engaging and exciting for others to 
participate as well? Should your idea explore 

making time for yourself, or for others? Do 
people want to find time to switch off, or 
switch on?

Make noise 
Your idea could use elements of a traditional 
ad campaign, could incorporate a stunt, 
event, experience or product... the form 
it takes is up to you, just as long as it’s 
something that’ll make waves. This is about 
creating something that people want to 
share, from your friends on Instagram to 
known journalists.

Represent Fossil 
Don’t just run with clichés when it comes 
to watches. This brief is all about making 
Fossil stand out in the watch crowd, and 
build a stronger connection between younger 
audiences and the brand. If it’s been made 
by other watch brands already, then Fossil 
want to go the other way.

Connect with your audience 
If you’re part of the target market, don’t 
take your own opinion as gospel. Speak to 
your peers, speak to people outside your 
bubble. Get under your audience’s skin and 
interrogate two things: What do they wish 
they could make more time for? And what 
would get them to wear a watch when they 
could just check their phone for the time?

The important stuff
Consider the PR strategy behind your idea just 
as much as the final execution. Your solution 
should include:

• An overview of your idea – what’s the PR 
headline? How would someone introduce 
the idea in a casual chat at the pub?

• Why your idea will appeal to 18-24 
year olds

• How your idea will get people talking about 
the value of time

• How your idea will build a Belief in the 
Fossil brand

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Present your solution and process using either 
a presentation video (max. 2 min) OR JPEG 
slides (max. 8).

Optional (judges may view this if they wish):

If your presentation is JPEGs, you can also 
submit a video (max. 1 min total); if your main 
piece is video, you can also submit JPEGs (max. 
4).
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Help 18-24 year 
olds make time 
with Fossil

 
Brief set by 
Fossil & MSL

In collaboration with 
Rob Estreitinho

Further Information

MSL 
*Fossil have set this brief in collaboration with 
MSL, a global public relations and integrated 
communications partner. Therefore, this brief 
asks you to bring to life a PR idea that delivers 
Fossil’s goals in line with MSL’s positioning, 
which builds Belief in brands by transforming 
communications into an active force for change. 
 
Find out more about MSL and their values: 
mslgroup.co.uk

Fossil 
fossil.com

PR 
Not sure what makes a great PR response? Take 
a look at some of the D&AD winners from 2020: 
dandad.org/profiles/jury/343092/pr-2020
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Tell the giffgaff 
recycle story with 
illustration and  
animation

 
Brief set by 
giffgaff

The backstory
In 2019, the UK was the second largest waste 
electrical and electronic equipment (WEEE) 
producer per capita. 

A small amount of recycling happens in the 
UK (around 17%) of the UK’s total waste, but a 
large amount of waste is sent elsewhere to be 
someone else’s problem. Any that isn’t recycled 
in the UK or elsewhere ends up in landfills 
with a toxic mine of dangerous substances, 
decomposing and adding to environmental 
pollution. On top of this a number of materials 
in WEEE are finite resources the world can ill 
afford to lose.

Despite this, very few people realise the 
consequences of WEEE. Contracts spur people 
on to regularly renew their phones, on average 
every 23 months in the UK. And a study has 
estimated that as many as 40 million unused 
gadgets lay going to waste in people’s homes in 
the UK alone, all containing multiple valuable 
and finite resources.

giffgaff believe we can and should do better. 
They want to encourage their members, and the 
general public, to recycle their phones. Because 
not only does it get their members some extra 
cash in their pockets, it also helps save the 
planet. Win win.

What’s the challenge?
Tell the story of giffgaff recycle through 
illustration or animation in a 20 second TV spot 
(either a static storyboard or animated video), 
a series of Instagram stories and a set of digital 
display banners.

Your pieces of work should centre on giffgaff’s 
simple premise: ‘Recycle your old phone. Get 
some cash in your pocket. Cha-ching’. 

Who are we talking to?
Both current and potential giffgaff members in 
the UK who want to change their habits to be 
more sustainable. Most of them won’t be aware 
of the dangers of e-waste, and might think 
selling their phone is too much hassle. This isn’t 
about trying to convert everyone to be an eco-
warrior, but showing people just how easy it is to 
do something small that also does good.

Things to think about

Look and feel giffgaff 
giffgaff have a distinct identity. You are 
welcome to use your own illustration/
animation style, but you should stick to their 
core, primary and secondary colour palettes. 

Make sure you take a look at some of 
giffgaff’s previous campaigns to get a feel 
for who they are and what they’re all about. 
giffgaff are also starting to make more noise 
about a circular economy for phones, with 

a number of projects being released in late 
2020, so keep your eyes peeled for this.

Tell the recycle story 
All of your assets should tell the story of how 
simple it is to recycle your phone. giffgaff 
make it as easy as 4 simple steps:

1. Get a price for your phone from  
their website.

2. giffgaff send you all the prepaid packaging 
you need. You just pop your phone in and 
send it back to them.

3. The giffgaff team give it a quick once over 
on arrival.

4. You get the cash.

You should highlight the sustainability  
angle, too.

Be unexpected 
giffgaff doesn’t do things by halves. They’re 
disruptive (in a good way). Your illustrations/
animations should be too. 

The important stuff
You must use the line ‘Recycle your old phone. 
Get some cash in your pocket. Cha-ching.’ 
across your executions, which must include:

• A 20 second TV spot (you can present this 
as of a series of stills, an animated video or 
a storyboard) showing the four easy steps to 
recycling your phone (and mentioning that it’s 
sustainable too!)

• Instagram story assets

• Digital display banners

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Either a presentation video (max. 2 min) OR 
JPEG slides (max. 8), showing your solution. 

Optional (judges may view this if they wish):

Interactive work (websites, apps, etc); if your 
main piece is JPEGs, you can also submit video 
(max. 1 min total); if your main piece is video, 
you can also submit JPEGs (max. 4).

Further Information

Helpful links

giffgaff recycling 
giffgaff.com/blog/how-to-sell-my-phone-and-get-
the-most-cash

Millions of old gadgets ‘stockpiled in drawers’ 
bbc.co.uk/news/science-
environment-49409055
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Additional Prizes
The potential to make your idea a 
reality with Grey Poupon. If  
selected, you will have the 
chance to present your winning 
idea to market leaders at its 
parent company, Kraft Heinz. 
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Refresh Grey  
Poupon’s brand 
identity to make 
affluent millennials 
crave its classic  
French expertise  
and quality 

 
Brief set by 
Grey Poupon

In collaboration with 
Camila Toro (VCCP Kin)

The backstory
Grey Poupon is a Dijon mustard dating back to 
1777, prepared in the original French style with 
the finest wine and robust grade #1 mustard 
seed since the very beginning.

The brand has been a cultural icon since 1981 
with the launch of their iconic ‘Pardon Me’ ad 
which established Grey Poupon as one of ‘the 
finer things in life’ while still being ‘happily 
affordable’. But the brand’s relevance has 
dwindled over the years, with the Dijon category 
becoming ever more cluttered, pushing down 
their market share. Although Grey Poupon 
remains popular with over 55s, thanks to 
their nostalgia for the ‘Pardon Me’ days, the 
millennial generation lack familiarity with the 
brand and (despite some enduring hip hop 
referencing) this cultural icon has faded into  
the background.

What’s the challenge?
Reintroduce Grey Poupon to millennials by 
creating a brand refresh that articulates its 
enduring luxury in the present day, through its 
French and vintage roots. Show how this would 
come to life.

This isn’t a full rebrand. They don’t want to see 
a redesign of the brand’s logo or their iconic 
bottle shape. Instead think about all the other 
ways a brand can express their identity. Create 
a refreshed brand identity that feels familiar 
to this audience and not only increases brand 
awareness, but also pushes them to choose 
Grey Poupon at the point of purchase. 

Who are we talking to?
Affluent millennials based in the USA, aged 25-
42 on an income of $70k+. 

Sandwiches are this consumer’s top usage 
for Dijon, but they are starting to explore other 
ways to use it such as in marinades and glazes, 
specifically on chicken.

Things to think about

Make Grey Poupon feel familiar 
The feeling of familiarity at the point 
of purchase is an overriding factor in 
persuading an audience to become a repeat 
consumer. While Grey Poupon may be less 
familiar to this audience than to their older 
counterparts, there are some enduring 
features of the brand that should be used to 
trigger memorability such as the logo, bottle 
shape and French flag inspired lid.

Bring Dijon to life through branding 
Consider ways to express Grey Poupon’s 
taste, smell and texture through your identity. 
How can you stimulate the other senses 
through visual articulation of the product? 

Redefine luxury 
Grey Poupon still identifies as an affordable 
luxury product, and some key personality 
traits include charm, charisma, poise, 
respect and trust. How can your brand 
refresh bring these traits to life in the 
modern era? Don’t try to hark back to the 
‘Pardon Me’ era of limos, white gloves 
and champagne, but instead consider the 
concept of French allure and what small 
luxuries mean today – like grabbing an Uber 
or treating yourself to kombucha.

Think about the heritage and origin of the 
brand – it’s a Dijon mustard made in the 
classically French style with white wine as a 
key ingredient, which makes it different to 
many of its competitors.

How it will work IRL 
Yes, brand guidelines are important (see The 
important stuff), but even more so is how 
your brand refresh will work in real life. Show 
how your ideas will translate to different 
audience touchpoints, from comms to point 
of sale. 

Keep it USA 
Remember, this is specifically for a US based 
consumer. Grey Poupon varies from market 
to market, so make sure you look through the 
brief pack to get the lowdown on things like 
packaging, current logos, etc. 

Speak to your market 
You’ll need to consider what US consumers 
look for in a condiment and how they develop 
a connection with a brand. For example, 
sandwich culture is a dominant force in the 
condiment space. Is there a way you can 
make the brand feel synonymous with the 
concept of a high-end elevated sandwich? 
Grey Poupon isn’t for a dreary, boring snack. 
It’s for French-inspired baguettes. You don’t 
make a sandwich with Grey Poupon – you 
craft it. 

Think about where your market consumes 
media and how your identity would fit  
these spaces.

The important stuff

Demonstrate at least 3 example executions of 
how your brand refresh would come to life and 
be rolled out. Include at least one digital/social 
example, and one physical/real world example. 
This could include packaging design, point of 
sale displays, brand comms in print or  
social, etc.

To accompany this, develop a 3-4 page 
brand guideline document to showcase and 
communicate the features of your brand refresh. 
The refresh should translate across physical 
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Refresh Grey  
Poupon’s brand 
identity to make 
affluent millennials 
crave its classic  
French expertise  
and quality 

 
Brief set by 
Grey Poupon

In collaboration with 
Camila Toro (VCCP Kin)

and digital brand assets and must cover tone 
of voice (TOV, ie how the brand speaks and 
writes). You could also consider: strap line, use 
of colour, use of typography, packaging (label 
only – not bottle shape), use of imagery.

You must not change the brand’s logo or bottle 
shape, though you can explore how you might 
refresh the logo without changing its static 
design, for example adding motion.

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Showcase your executions as either a 
presentation video (max. 1 min) OR JPEG 
slides (max. 4). You must also submit your 
brand guidelines document as either JPEG 
slides (max. 4) or a PDF (max. 4 pages).

Optional (judges may view this if they wish):

Interactive work (websites, apps, etc); if your 
main piece is JPEGs, you can also submit video 
(max. 1 min total); if your main piece is video, 
you can also submit JPEGs (max. 4).

Further Information

Keep your refresh true to the heart of the brand. 
Key words to think about: Stature, authentic, 
savoir faire (that’s French for discerning), witty 
with a carpe diem attitude.        

Some thought starters:

How have the codes of affluence in today’s world 
changed? For example, is carrying a tote bag 
labelled ‘tote bag’ a higher indication of exclusivity 
than holding a designer monogram bag, or other 
forms of conspicuous consumption?

Luxury is not defined by status, but by substance 
and backstory – how can you authenticate 
Grey Poupon without going overly premium (like 
competitor Maille), and convince consumers to 
trade up?

How has social media created new codes of luxury 
and shown off affordable excellence?

Links/Resources

Grey Poupon Facebook 
facebook.com/greypoupon

Twitter 
twitter.com/greypoupon_us

Instagram 
instagram.com/greypoupon_us

Examples of branding refresh in the real world:

For a real-world example of a branding refresh, 
take a look at this work Turner Duckworth did 
for McDonald’s (note that these links aren’t 
affiliated with Grey Poupon):

turnerduckworth.com/mcdonalds

adage.com/creativity/work/mcdonalds-new-
visual-identity/2184596
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Harness the power 
of typography to 
make a difference 
in knife crime 

 
Brief set by 
Key4Life & Landor

The backstory
More than 60,000 children were arrested in 
2019 for over 14,000 knife crime offences in 
the UK. Of everyone arrested for these crimes, 
they were overwhelmingly young men with 
almost half aged between 10 and 19.

Key4Life has a big mission: to reduce youth 
reoffending through the delivery of an innovative 
7-step programme focusing on those children in 
prison, those at risk of going to prison and those 
caught up in knife crime.

This mission is proving a success. Only 14% of 
young men who have been through Key4Life’s 
prison and preventative programmes have 
reoffended, compared to the national rate of 
64% going on to reoffend in the year after their 
release across the UK. And those who have 
gone through the programme share a passion 
to continue the work, stepping up to help other 
under 18s who are caught up in knife crime so 
they don’t follow in their footsteps. 

But there is more to be done. More and more 
young people are turning to knife crime. UK 
statistics show that between 2016 and 2018 
homicides using a knife committed by those 
under 18 rose 77%, and data from 2019 
showed knife attacks against teenagers were 
up 93% in 5 years. The reasons behind this are 
hard to pinpoint, but it’s thought they include 
a decrease in police officers, an increase in 
gangs, and the continued lack of services to 
help and support young people.

With so many factors at play, how can Key4Life 
cut through the noise and talk directly to young 
people to help them realise that knife crime isn’t 
the only option?

What’s the challenge?
Words cut deep. They can destroy, and they 
can inspire. Typography has incredible power to 
make words matter more, to make words more 
relevant and most importantly to turn them  
into actions. 

Create a typographic-led campaign that uses 
the power of words and visceral qualities of 
typography to stop young people in their tracks 
and open their minds to bigger and brighter 
things. Help them to not only realise what the 
implications of knife crime can be, but also 
discover that there are other paths to tread. 

Pick a compelling story or statistic to translate 
into type. You should feature either key teenage 
knife crime statistics and/or use the stories of 
Key4Life mentors or programme attendees as 
told by them, and use typography to bring these 
to life in a way that is engaging for  
your audience. 

Who are we talking to?

Children aged 10-17. Use the realness of the 

stories and statistics to cut though all the 
commercial noise they see and hear every day. 

But your campaign should also shine a light 
on the topic to the wider public, and help 
encourage them to realise that knife crime 
isn’t as clear cut as it may appear. The reasons 
young people may turn to carrying a knife are 
nuanced and there’s so much more that needs 
to be done to change the circumstances that 
can lead to devastating outcomes. 

Things to think about

Know who you’re talking to 
Authenticity is paramount to success. 
Research the topic, get to know the real 
audience. Only by doing this will you find the 
insight that will drive your work and inform 
your designs.

We’re all human 
Anchor your thinking in human truth. No 
matter where we come from these are the 
things we all desire. For example, think about 
Maslow’s Hierarchy of Needs and how not 
being able to meet their basic needs can 
prevent people from achieving the top of 
the pyramid. Is there a way to translate the 
human truths within the stories or statistics 
via your typography?

Make it easy 
Eliminate the unnecessary so the necessary 
can shine. Don’t overwhelm. Simplify 
everything.

Stand out 
If it looks like everything else out there, 
chances are it will be missed. To cut through 
you’ll need to show fresh thinking and 
breakthrough visuals.

Think beyond static 
If a picture is worth 1000 words, then 
imagine the impact that 25 frames per 
second can have. Animation could unlock 
more communicative power.

The power of sharing 
It takes minutes to go viral today, not hours 
or days. The more shareable work is, the 
greater its potential to do good.

The important stuff
A typographically led integrated campaign to 
stop knife crime amongst young people in  
its tracks. 

Your campaign must leverage the Key4Life 
branding assets (logo & colour) but it is not 
bound to the use of their type family.

Your campaign must include:

• 0ne static element (eg. 48 sheet billboard)

• One digital element (eg. Instagram Story)

• One non-traditional touchpoint
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Harness the power 
of typography to 
make a difference 
in knife crime 

 
Brief set by 
Key4Life & Landor

Your non-traditional touch point should not 
be limited by any commercial factors. The 
touchpoint should be an innovative solution 
inspired by your ideas.

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Present your solution and process using either 
a presentation video (max. 2 min) OR JPEG 
slides (max. 8).

Optional (judges may view this if they wish):

If your presentation is JPEGs, you can also 
submit a video (max. 1 min total); if your main 
piece is video, you can also submit JPEGs  
(max. 4).

Further Information

Key4Life 
key4life.org.uk

Key4Life’s Instagram features lots of their mentor 
and programme attendees that you can explore, 
including radio and newspaper interviews 
instagram.com/key4lifeuk

Maslow’s Hierarchy of Needs 
bbc.co.uk/news/magazine-23902918

Knife crime on teenagers up 93%, The Guardian 
theguardian.com/uk-news/2019/mar/04/knife-
attacks-teenagers-figures-east-london-manchester
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Reimagine the 
role of reading, 
books and authors 
in young people’s 
learning  
experience

 
Brief set by 
Penguin

In collaboration with 
Amanda Jones 
(The Gate)

The backstory
Penguin make books for everyone, because 
a book can change anyone. Reading the right 
book at the right time can change the course of 
your life, and our school years are particularly 
crucial for development and success. However, 
Penguin have a challenge on their hands.

A study in 2013 found that reading for fun 
improves young people’s brains, not just in 
literacy but across all subjects. And reading 
for enjoyment has been reported as more 
important for young people’s success than 
their family’s socio-economic status (OECD, 
2002). But with 40% of 14 to 16 year olds 
agreeing that they can’t find anything to read 
that interests them (National Literary Trust), this 
audience’s school-time engagement with books 
risks having long-term effects.

The problem? Young people don’t see people 
they can relate to in the literature they’re 
reading. Across the three major exam boards 
in England, there are 65 possible GCSE English 
Literature set texts. 56 of those are written by 
White authors. Of the nine books written by 
authors of colour, four were introduced just last 
year, and only one exam board features a novel 
or play written by a Black author. Because of 
this, people are becoming disillusioned with 
the education they are receiving, leading to 
further enhanced socioeconomic divides. An 
example of this in action is that after GCSEs, 
young people are opting out of studying English 
Literature at significant rates, with numbers 
choosing to take the subject at A Level falling by 
25% between 2016 and 2020 – the highest of 
any major subject.

As a brand that consistently works to improve 
young people’s connection with the written 
word, Penguin want to be at the forefront of a 
revolution in using books and authors to bring to 
life the joy of reading.

What’s the challenge?
Reimagine the role of books, reading and authors 
for secondary school students in the UK (11-18 
year olds) and enable young adults to engage with 
a wider range of books and authors who reflect a 
diverse and inclusive society.

This could come to life through, for example, 
events with authors sharing their writing journeys, 
lesson resources that speak to students’ 
experiences, re-imagining the structure of a 
classroom space or an activism campaign to 
diversify the books that students study and more.

Whatever you choose, you need to use books and 
authors to bring to life the joy of learning through a 
more diverse range of perspectives.

Who are we talking to?
Secondary school students in the UK from year 
7 (11 year olds) all the way through to year 13 

(18 year olds). Your idea could focus on one 
year group, or entire schools, but you must 
ensure it could be translated across the UK to 
students from a range of backgrounds. This 
doesn’t mean it needs to be one-size-fits-all, you 
could consider how an inner-city school would 
engage differently to a remote countryside 
school for example. 

Think about what school and learning means 
to this audience. It is so much more than just a 
site for learning in the classroom. It is a space to 
meet friends and learn social lessons too. 

This is an audience that, outside the classroom, 
has access to all kinds of information in the 
palm of their hands through smartphones. Think 
about how you can use this to not only bring 
them back to physical books, but also engage 
around them in the digital space too.

Things to think about

Reflect modern society 
Diversity is key to nailing this brief. Make 
sure your idea reflects the modern day make-
up of the UK and brings voices of colour to 
the forefront.

Bring the authors to life as well as the 
books 
Don’t forget that books aren’t just words on a 
page, there’s a person behind them too. How 
could you bring in the authors themselves 
to the learning environment, including the 
author’s own life and experience? This 
applies whether they lived in the distant past 
or regularly tweeting today.

Think beyond the traditional reader 
Really investigate what books mean to young 
people. You don’t have to be a bookworm to 
be inspired by books, they have a place in 
everyone’s lives.

Penguin is the driving force 
No matter your idea, Penguin should be 
at the heart of it. That means you need 
to think about Penguin’s offerings and 
how they could add value to the learning 
experience. It’s not just physical books. They 
also run programmes like Penguin Talks (a 
programme of free creative talks for school 
children around the UK) and Puffin World of 
Stories (which aims to address some of the 
key challenges facing reading for pleasure in 
schools).

Also bear in mind that only 22% of young 
adults know about the work Penguin 
currently do with 14-18 year olds.

Things to avoid 
This brief is open to a wide range of 
responses, anything from ad campaigns 
to clever designs to service-led solutions... 
But there are a few things to avoid. Do not 
include:

D&AD
New Blood  
Awards

@DandADNewBlood

• New Blood Awards 2021 •

#NewBloodAwardsdandad.org/new-blood-awards



Related Disciplines 
Open

Deadline
23 March 2021, 5pm GMT

Page 2 of 2

Reimagine the 
role of reading, 
books and authors 
in young people’s 
learning  
experience

 
Brief set by 
Penguin

In collaboration with 
Amanda Jones 
(The Gate)

• Book cover designs

• Unrealistic large-scale events

• Food or clothing

• Logo changes/redesigns

Don’t be constrained 
Don’t think your idea needs to fit into the 
current mould of ‘education’. If you could 
start from the drawing board, what would you 
want education to look like?

And remember, education doesn’t just 
happen in the classroom. Your idea can 
span anywhere in the learning experience, 
from after school clubs to lunchtimes, or in 
students’ homes.

Think post-COVID-19 
We know the world looks a little different 
right now, but don’t worry about making 
your idea fit into current regulations around 
COVID. Feel free to think about how COVID 
may affect the learning experience longer 
term, but make sure your idea lives in the 
near-future rather than the present.

The important stuff
This is a big-thinking brief, and the way you solve 
it is up to you. But some things to bear in mind:

• This isn’t about creating a lesson plan or 
devising a brand new curriculum. Think about 
how your idea could instigate these changes 
instead.

• Books and authors must be at the centre of 
your idea.

• This isn’t just about getting books physically 
into classrooms. It’s about making reading 
and books an engaging part of young people’s 
education.

Document your research and development to 
give the judges a peek at your process once 
you’ve wowed them with your solution.

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Either a presentation video (max. 2 min) OR 
JPEG slides (max. 8), showing your solution. 

Optional (judges may view this if they wish):

Interactive work (websites, apps, etc); if your 
main piece is JPEGs, you can also submit video 
(max. 1 min total); if your main piece is video, 
you can also submit JPEGs (max. 4).

Further Information

Helpful links

Penguin Talks 
penguin.co.uk/company/creative-responsibility/
penguin-talks.html

Puffin World of Stories 
puffinworldofstories.co.uk

Reading for fun improves children’s brains, The 
Guardian 
theguardian.com/books/booksblog/2013/
sep/16/reading-improves-childrens-brains

Children and young people’s reading in 2019, 
National Literary Trust 
literacytrust.org.uk/research-services/research-
reports/children-and-young-peoples-reading-
in-2019
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Create a game 
that’s a force for 
good

 
Brief set by 
Rare & Xbox Game Studios

The backstory
Rare have been making games for 35 years and 
want to create games the world does not have.

Part of Xbox Game Studios, Rare’s history spans 
a diverse range of games with broad appeal, but 
they are particularly proud of their experiences 
that make a positive impact on people’s lives 
through personal enjoyment, playing with others 
or being part of communities supporting the 
games. They believe people would welcome 
more games that foster and celebrate this kind 
of positivity.

What’s the challenge?
Rare want you to create a game that’s a force 
for good, that not only makes players feel good 
but also does good and makes an impact on  
the world.   

Many popular games focus on violence and 
destruction; where failing or losing can lead to 
frustration and anger, with yourself and others. 
With so many of these games out there, it’s time 
to break the mould. Rare want you to create 
a game that encourages and champions the 
positive side of humanity and works to do good 
in the world, whilst still being enjoyable and 
exciting to play.

Who are we talking to?
Existing mobile, console and PC gamers. Players 
who would welcome more positive experiences 
that are not about violence or destruction.

They’re an audience who have experienced 
immense changes across the globe, both for 
better and for worse. They have seen the power 
of humanity and how joining together can create 
a force for good, and want to be a part of this 
change in a way that is authentic to them.

Things to think about

Be a force for good 
What this looks like is up to you – does your 
game focus on creating new communities, 
encourage collaborative action, helping 
others, sharing things, fighting for a cause 
or doing something outrageously fun that 
benefits others? Or does your game look to 
tackle the world of the player themselves, 
helping them learn something or better 
themselves? For example you could improve 
people’s mental health through relaxation or 
having fun. 

Use competition for good 
If you want your game to include an element 
of competition, think about how you can 
make this a positive feature to help make 
a difference in the world. You could also 
consider collaborative gameplay instead.

Stay Rare 
Playfulness is key to nailing this brief. No 
matter the game, it needs to reflect Rare’s 

ethos and attitude. This may be a brief about 
serious things, but keeping things fun is 
important too.

Rare also champions innovation, so create 
something new and don’t be afraid to let your 
imagination run free. Aim to make your game 
something the world does not yet have but 
would love to get!

Empathise with players 
Consider the positive emotions you want 
people to feel and how this can be achieved. 
Drawing on experiences in real life can 
help – what ahave you done, seen or been 
involved in that felt positive, constructive or 
put people in a great mood? Remember, no 
matter how much good your game can do 
in the world, no one will play it if it doesn’t 
make them feel great.

The important stuff
Your game can be designed for PC, mobile or 
Xbox, it’s up to you. It can also be designed for 
one or many players.

You should:

• Emphasise how your idea makes a positive 
impact on the world.

• Have a strong vision statement, ideally in 
one sentence and right at the start, so your 
aim is clear.

• Highlight key features of the game that are 
core to achieving your vision.

• Focus on the gaming experience. Keep 
detail on things like story and characters 
brief.

• Think about emotions as much as 
mechanics, because how you want players 
to think and feel is as important as what 
you want them to do. 

• Show your idea in action using any 
appropriate method that helps 
understanding – it could be recorded play, 
video, storyboarding, concept art, real life 
images, doodling, live playacting or any 
form of prototyping.

• Add in anything else you feel demonstrates 
why the game is a force for good in the 
world and how it will make players  
feel great.

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Present your idea using a presentation video 
(max. 3 min) OR JPEG slides (max. 10) that 
clearly outline the gameplay and concept. This 
can be recorded gameplay with voiceover or 
storyboarded/animated indicative gameplay. 
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Get listeners to 
soundtrack and 
share their life 
through Spotify

 
Brief set by 
Spotify Design

The backstory
Spotify transformed the way people enjoy audio 
by allowing users to stream on demand. Today, 
millions of people in 92 countries and territories 
have access to over 60 million tracks, whenever 
and wherever they want. 

But Spotify is not just about listening to 
what you love. It’s also about the element of 
discovery: browsing artist collections, listening 
to radio stations, or tuning into your friends’ 
favourite jams. 

Spotify champions the belief that listening is 
everything. They inspire fans to listen to the 
world around them. They love music, podcasts, 
and all things audio culture – and they lean into 
that authentic love and excitement.

Spotify’s personality is casual, relatable, 
friendly, empathetic, and self-aware.

What’s the challenge?
Music is personal. Every day, Spotify’s listeners 
are curating their own playlists, sharing 
recommendations with friends, or listening 
to their favourite artists and celebrities’ 
recommendations. As they do this, users are 
developing their own public identity as well as 
discovering others’.

How can Spotify make the listening experience 
a social experience by enabling people to 
share the audio that means the most to them? 
How can they help listeners build a deeper 
connection with friends and artists?

Create a feature within Spotify that helps people 
easily share their content and get people talking 
about it on their social feeds. While the core 
idea should be digital, you don’t need to be an 
experienced UX/UI designer. Focus on the core 
concept behind your idea and how you can 
express it.

Explore how Spotify can tap into each user’s 
personal reach or influence, as well as how to 
make it into a more personable experience and 
a platform to connect with others. 

Who are we talking to?
Influencers of all types. Spotify wants to reach 
people who love audio, from music to podcasts 
and more, and want to socialise around their 
passions and share them with others. 

Within ‘influencers’ there are two key groups 
Spotify are keen to engage:

• Social trendsetters. The person who has 
the perfect playlist for every situation, built 
by exploring music on Spotify and saving 
their favourites. They love discovering the 
“music of the moment,” DJing at parties, 
and want an easy way to listen to and share 

music with friends. They’re highly social, 
and music is part of that experience – so 
they’re constantly sharing through texts, 
snaps, and posts. They want to connect 
with friends (since they draw inspiration 
from others’ playlists, too) and engage with 
their followers on different platforms. Since 
their friends are music lovers too, they 
share their playlists as social currency and 
proof of their own passion. It’s a form of 
mutual connection and socialising together!

• Master curators. Passionate music 
collectors who love discovering new music 
and carefully crafting playlists to showcase 
their deep knowledge of music. They share 
their music because they want to show 
their excellent curation skills and taste 
– and also because they want to build a 
community of others who love to share too. 
Music is a core part of their identity, so they 
value the ability to follow and be followed 
based on this. They also love collaborating 
on playlists virtually, even with people they 
haven’t met before. They’re the type of 
people who would surprise their friends 
with birthday playlists of carefully selected 
and arranged songs. 

Remember, an influencer doesn’t necessarily 
have to have 100,000 followers. Every social 
group has an influencer in the mix.

Things to think about

How to make it a success 
Spotify define success as increased personal 
and social engagement (eg longer times 
spent browsing the app, more new content 
consumed, more friends added, more 
subscribers, more followers for artists, word-
of-mouth buzz on social media). 

Tap into Spotify’s listening modes 
Listeners use Spotify everywhere, at all 
points of their life: whether they’re behind 
the wheel, working out, partying, or relaxing. 
Some of them know exactly what they want 
to listen to, while others like to be surprised. 

Think global  
How will your concept serve this worldwide 
audience? Will it bring international 
communities together? Will it adapt 
depending on local user needs and 
expectations? Spotify’s listeners are all over 
the world, in 92 countries. They localise 
their content – so people can easily find 
Bollywood in India, Sertanejo in Brazil, and 
Malay Pop in Malaysia. 

How to design for belonging 
Spotify cares about making its content 
diverse and inclusive and highlighting 
underrepresented voices.
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Get listeners to 
soundtrack and 
share their life 
through Spotify

 
Brief set by 
Spotify Design

Think near future 
Consider Spotify’s current offerings and what 
they could and should offer in the near future 
as an audio platform.

The important stuff

• Your solution. Clearly explain your idea, 
how it would work, and how it makes use 
of available technologies. How will you use 
your design to reach the target audience?

• Your creative process. Briefly explain 
how you arrived at your solution and key 
insights from your research. Document 
and visualise your working process 
through annotated illustrations, renders, 
animations, etc. Share how your idea ties 
into the Spotify brand and mission.

• A prototype. This could be UX/UI mock-ups 
of in-product designs, a clickable prototype, 
a live platform, etc. There’s lots of tools out 
there you can use to build your prototype, 
check out Further Information for some 
examples on how to build one even if you 
have no prior experience.

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Present your solution and process using either 
a presentation video (max. 2 min) OR JPEG 
slides (max. 8), plus an interactive prototype 
(websites, apps, etc) or a concept walkthrough 
video (max. 1 min) – see Further Information.

Optional (judges may view this if they wish):

If your presentation is JPEGs, you can also 
submit a video (max. 1 min total); if your main 
piece is video, you can also submit JPEGs  
(max. 4).

Further Information

Background on Spotify

Company info  
newsroom.spotify.com/company-info

Read latest Spotify news at For The Record 
newsroom.spotify.com

How they work at Spotify

Tool: Figma 
figma.com

Introducing Spotify’s New Design Principles 
spotify.design/article/introducing-spotifys-new-
design-principles 
 
From Gut to Plan: The Thoughtful Execution 
Framework 
spotify.design/article/from-gut-to-plan-the-
thoughtful-execution-framework

How Spotify Organises Work in Figma to Improve 
Collaboration  
spotify.design/article/how-spotify-organises-work-
in-figma-to-improve-collaboration

The Story of Spotify Personas 
spotify.design/article/the-story-of-spotify-
personas

Wrapped 2019 
Spotify were proud of their Wrapped 2019 
campaign (newsroom.spotify.com/2019-12-05/
spotify-wrapped-2019-reveals-your-streaming-
trends-from-2010-to-now/), which was 
personalised to their users’ streaming trends. 
People were excited to share it on Facebook, 
Instagram, Snapchat, and Twitter as a means 
of starting conversation, sharing their personal 
identity, and connecting with others.

How to make a prototype 
It’s up to you what kind of prototype you’d like 
to make. You can either present your idea’s 
functionality through a video walkthrough (this 
can be as simple as outlining your idea on 
keynote and screen recording the slides) all the 
way through to coding a prototype yourself, or 
using prototyping software tools such as:

Proto  
Proto.io

Marvel 
marvelapp.com 

Figma, the creative tool of choice at Spotify 
figma.com
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Help the  
nation discover 
that ‘Every little 
helps…’

 
Brief set by 
Tesco

The backstory
Tesco has been at the heart of British retail for 
100 years, growing from one stall in London in 
1919 to a shop in almost every town in 2020. It 
serves more customers and communities than 
any other retail brand in the UK. 

‘Every little helps’ is a commitment that goes 
beyond just an initiative to help their customers. 
It guides Tesco’s colleagues, partnerships, 
products and services. For example they have 
partnered with a number of organisations to 
donate £59m worth of food to communities 
in 2019/20, given £83m in grants to support 
community projects, raised money to fund vital 
research for Cancer Research UK (over the last 
19 years) and much more.

Sustainability is a hot topic in the supermarket 
sector, and Tesco have been working hard to 
bring their ‘Every little helps’ promise to life here 
too. Tesco have partnered with WWF to make 
their food more sustainable and in 2019/20 
alone they saved 53 tonnes of cardboard just 
by reducing the size of their laundry packs, 
99 tonnes of plastic by removing the lids on 
their 300ml cream and Tesco crème fraiche 
products, 4.2m plastic bags by reducing 
packaging on their duvet sets and sheet ranges 
and powered all their UK stores with 100% 
renewable electricity.

Tesco have always been a trusted brand, 
but they’re still not quite where they want to 
be when it comes to Trust and Reputation 
compared to some competitors. This is despite 
all this great work they are doing. So, they want 
to discover new ways to tell the stories of their 
sustainability and community work to help the 
nation discover that Tesco is now more than 
ever, a brand to trust.

What’s the challenge?
Design an in-person and digital experience that 
helps Tesco build a trust-based relationship 
with the nation and tells them how Tesco are 
bringing to life ‘Every little helps’.

Your response needs to translate across 
multiple channels, including in-person and 
online, and demonstrate the numerous ways 
in which Tesco are manifesting their brand 
promise, from their plastic initiatives through to 
their work directly helping local communities. It 
also needs to get people talking and generate 
brand buzz that puts Tesco at the forefront of 
people’s minds when it comes to supermarkets 
to trust.

Who are we talking to?
People across the UK, aged 18-25. Now more 
than ever, this audience are extremely aware 
of broader societal issues and are increasingly 
choosing where to shop based on the brand’s 
values and behaviours. 

Things to think about

Stay humble 
Tesco want to share their stories, but 
this isn’t about bragging. How can you 
demonstrate Tesco’s initiatives through 
activations that help build trust and stay 
humble? No matter what you make, it needs 
to align to Tesco’s tone of voice which is 
simple, real, human, humble and energetic.

Keep it Tesco 
You can push your work to feel bold, brave 
and original, but whatever your idea, it needs 
to feel true to Tesco and their identity. This 
isn’t about being provocative just for the sake 
of it. Take a look through some of Tesco’s 
recent campaigns like Reputation (see brief 
pack), Food Love Stories and Delivering 
Christmas to get a sense of who they are as 
a brand and how they talk to their audience. 
How can your idea extend this identity across 
multiple touchpoints? 

Also remember that Tesco are there to serve 
the nation. They don’t judge anyone and they 
keep clear of political statements.

Time for travel 
This needs to travel. How can you allow 
people from across the UK to experience 
your idea? And if they can’t get to an in-
person experience, how can you replicate the 
delivery across other touchpoints?

Get talking 
The only way your idea can make an impact 
is if it gets people talking, especially across 
social media and newspapers. How can you 
ensure your idea creates a buzz, gets people 
snapping photos and wanting to experience 
it themselves? Think about the customer’s 
experience across every touchpoint and how 
this can translate across multiple channels. 
Articulate real and authentic ways that Tesco 
helps communities, without feeling gimmicky. 

Longevity is key 
This isn’t about a one-off stunt. Your idea 
should go the distance to improve trust in 
consumers even long after your activation 
has finished.

The important stuff

Your idea must focus on a brand experience in 
the physical world, and include an outline of 
a social and digital amplification. Explore how 
you’ll raise awareness of Tesco’s ‘Every little 
helps’ mission and help drive conversations 
online and in the real world.

Demonstrate how Tesco are helping or have 
helped communities (this is not about what 
Tesco ‘could’ do).

You must include the full colour Tesco logo 
(included in the brief pack), and incorporate 
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Help the  
nation discover 
that ‘Every little 
helps…’

 
Brief set by 
Tesco

the line ‘A little help is…’ to tie into Tesco’s 
Reputation campaign (see brief pack for 
examples).

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Present your solution and process using either 
a presentation video (max. 2 min) OR JPEG 
slides (max. 8).

Optional (judges may view this if they wish):

If your presentation is JPEGs, you can also 
submit a video (max. 1 min total); if your main 
piece is video, you can also submit JPEGs  
(max. 4).

Further Information

Helpful links 
Food Love Stories 
tesco.com/zones/food-love-stories

Delivering Christmas 
youtube.com/watch?v=ocIEskQuKOA
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Related Disciplines 
Open

Deadline
23 March 2021, 5pm GMT
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Reposition  
menopause as 
something  
affecting people of 
all ages

 

Brief set by 
The Case for Her  
& Refinery29

The backstory
“I have very regular checkups at my oncologist, 
and every time I go in, we’ll talk about 
everything: How are you pooping? How are 
you eating? Nothing is off the table… These 
are people who put nuclear material in your 
body, who take care of you. But the minute 
you’re like, ‘Well, menopause,’ everybody looks 
at you and goes ‘Have you tried peppermint 
oil? Lavender?’” Aminatou Sow, Refinery29 
Unstyled Podcast

Menopause doesn’t just affect those in their 
40s and 50s. Perimenopause, the time that 
your body starts to make its natural transition to 
menopause, can begin as early as your mid-30s, 
and ‘premature menopause’ (when a woman’s 
periods stop before the age of 45) affects one in 
100 women, trans-men and non-binary people 
either naturally or as a side effect of medical 
treatments (for example chemotherapy and 
radiation). One in 10,000 under 20s experience 
early menopause.

In spite of it directly affecting half the 
population, knowledge and understanding 
of menopause remains incredibly low. Many 
people have complained of doctors ignoring, 
mistreating or undervaluing the effects of 
menopause. This is not surprising as it was only 
added to the UK school curriculum in 2020, 
and its portrayal in mainstream media is often 
concentrated on ‘hot flushes’ despite there 
being a wealth of additional, often debilitating, 
symptoms.

The Case for Her, a philanthropic investment 
portfolio addressing key women’s health issues, 
is teaming up with Refinery29, the media 
company that celebrates imperfections and 
banishes taboos, to bring this topic to  
the forefront.

What’s the challenge?
Reposition menopause and highlight how its 
absence from mainstream media is detrimental to 
women, trans-men and non-binary people of  
all ages.

Develop an innovative campaign, branded content 
piece or series, or event (or event series) that:

• tackles the lack of awareness of menopause, 
the issues surrounding it and social stigmas. 

• is grounded in a solid research base. 

• shows fresh thinking to get people of all ages 
educated. 

You should consider how your idea ties into 
Refinery29’s offerings, including Shatterbox, 
29Rooms, Life Begins At, and Unstyled.

Who are we talking to?
The Refinery29 audience and their networks. 
249 million people globally, with core markets 

in the United States, UK, Canada, France and 
Germany. On average they’re 32, earn $88k 
(USD) and are 70% female. They’re value-
orientated and feel that Refinery29 reflects 
these values.

Things to think about

Uncover what counts  
Research is vital. Understanding the 
symptoms of menopause, the way it can 
affect people’s lives, the lack of education on 
the topic and the effects this has on not just 
physical but mental health.

Be long lasting 
Yes, you need to be relevant, credible and 
distinctive. But how can your idea help 
The Case For Her and Refinery29 make 
menopause a key item on the agenda not 
just today, but into the future too?

The important stuff

This is not about: 

• being crass or insensitive by using shock 
tactics to draw attention. 

• reducing the menopause to a series of 
stereotypes of symptoms, ages or people.

• keeping menopause a ‘taboo’ or ‘quiet’ 
issue.

What and how to submit: Read Preparing 
Your Entries before you get started for full 
format guidelines.

Main (essential):

Either a presentation video (max. 2 min) OR 
JPEG slides (max. 8), showing your response. 

Optional (judges may view this if they wish):

Interactive work (websites, apps, etc); if your 
main piece is JPEGs, you can also submit video 
(max. 1 min total); if your main piece is video, 
you can also submit JPEGs (max. 4).

Further Information

Helpful links

Shatterbox 
refinery29.com/en-us/shatterbox

29Rooms 
29rooms.com

Unstyled 
podcasts.apple.com/us/podcast/unstyled/
id1171140955

Life Begins At 
refinery29.com/en-gb/life-begins-at

Branded Content Examples 
medium.com/the-mission/branded-content-
the-what-why-when-and-how-fb9426dc3e14 
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There’s a lot here, we know. But it’s essential 
to get your entry right – so read on.

To find out what to submit…

1. Check your chosen brief. The What and 
How to Submit section will tell you the 
formats you can submit your response 
in. It’ll be a combination of the following: 
video, JPEG, interactive and PDF.

2. Find the full specifications for each 
format (file type, file size, etc) in the 
following pages. Make sure you meet 
these specs when preparing your work, 
or it may not be accepted / may not 
display properly at judging.

Title & Description

• You’ll need to give a title and description 
for your work when you enter online.

• Title: The name of your concept, not 
simply the name of the brief (eg “Be 
Here & There” not “BBC Project”)

• Description: A short summary of your 
idea (max. 100 words). Don’t include 
the brief in this description. We will use 
this to help promote your work if it wins, 
and it will be available to the judges as 
supporting material. 

Main vs Optional Submission Material

• Most briefs have options for the main 
deliverable(s) and optional supporting 
material.

• The main deliverable is what you must 
submit for that brief, and what the judges 
will base initial decisions on. They’ll 
view this first, then look at any optional 
material only if they want to – eg if your 
main piece has impressed them enough 
to want to see more.

• Your main piece(s) must clearly and 
effectively present your idea and 
execution, anything the judges will need 
so they can understand your response, 
and anything specified under The 
important stu! on the brief.

• The optional pieces are your chance 
to show additional executions (eg ads, 
product mock-ups, app prototypes), or 
give further insights into your research 
and development.

• You should name every asset clearly 
(each file you upload or URL you input) 
to indicate whether that asset is one of 
your main deliverables, or an optional 
supporting piece (e.g. ‘Main Deliverable 
1”, “Supporting Image 3’, etc)

• You will also be able to control the order 
your assets are viewed in – make sure 
your main piece(s) come first, and that 
the viewing order makes sense.

What Else Do You Need to Know?

• You can enter online from early 2021. 
Please note, D&AD host a number of 
awards, so make sure you’re on an entry 
site that says ‘New Blood Awards’ at the 
top of the page before starting to create 
your entry. You’ll be able to access the 
entry site by heading to  
dandad.org/newbloodawards and 
selecting Enter now when the entry site 
is live.

• The entry site will walk you through the 
process, but before you start, make 
sure all your team members and all your 
tutors have registered and can login at 
dandad.org.

• Keep it anonymous. This is for your 
benefit – we want the judges to look 
purely at your work to keep the process 
fair and free of unconscious bias. So 
don’t include your name, or the names 
of your teammates, tutors or college 
anywhere in your entered work, or in file 
names. If these are included, we may 
ask you to resubmit without them, or 
remove them ourselves (there may be 
some exceptions, e.g. if your identity is 
somehow part of your concept – check 
with us if you’re not sure).

• All work must be submitted in English 
unless specified by the brief. Any 
explanations must be in English.

• You must upload all your files on the 
entry site. No data disks and no files 
hosted on other sites. Eg if you’re 
submitting a video, we won’t accept 
a link to it on YouTube – you have to 
upload it directly. The one exception 
is for interactive executions – see the 
following pages for more info.

• PDFs are not accepted except for text-
only, eg longform copy, or scripts for 
radio ads – and only where specified on 
the brief. 

• Don’t include images in PDFs, except 
for Brand Guidelines in the Grey Poupon 
brief.

Use of Other Creative Material

Your submission must be your own, original 
work. If you use any images, writing, music 
or other creative material belonging to 
someone else (such as background music 
or stock footage for a case video), you must 
comply with any copyright restrictions in 
place. Entries into New Blood Awards are not 
commercial projects, but if you win brands 
may want to work with you to make your idea 
a reality, so ensuring your work meets the 
necessary copyright rules is very important.

Check the rules on any work you include 
in your entry, eg stock images or typefaces 
you’ve bought the license for, copyright-
expired text, music made available under 
a Creative Commons license or that you’ve 
received appropriate permissions to use. 
Make sure you credit or acknowledge the 
source if/as required. You should not include 
work created by other artists from sites such 
as Instagram without their explicit permission 
as, if you win, your entry will be hosted on  
our website.

We can’t provide detailed advice on copyright 
but for more information, try:                                                         

ipo.gov.uk/copy.htm 
creativecommons.org

You could use a piece of music that is made 
available under a suitable Creative Commons 
license. Take a look here for more inspiration: 

creativecommons.org/legalmusicforvideos

Research & Development

A lot of the briefs ask you to show highlights 
from your creative process, research, and 
development. To do this, you could include:

• A summary of your research approach.

• The key insight that led to your solution.

• How you developed the idea from insight 
to solution.

• Alternative ideas you explored.

• Scamps, initial hand sketches, 
prototypes, mock-ups.

• Mood boards and other reference 
imagery.
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The Formats

Make sure you know which formats are 
allowed for your brief before you get stuck in.

Video 
Use this for presentation films, moving image 
executions, TV ads, etc.

Format specs:

• MP4 and MOV formats only.

• These must be multiplexed with audio 
and video in one single file.

• Do not include a clock or slate at the 
start.

Full video specs:

Codec H.264
File Name MOV 

MP4
Aspect Ratio 1920 x 1080 

1280 x 720 
1024 x 576 
(64 x 480) 
(720 x 576)

Audio ACC 
Stereo 
48kHz

Bitrate Minimum: 8.5mbps 
(15mbps for HD) 
Maximum: 50mps

File Size 500 MB

Tips for a Great Presentation Film 
Use your time wisely and wow the judges:

• Don’t include the brief – you don’t have 
long so don’t waste time telling the 
judges what they already know. You can 
talk about how you interpreted the brief 
and how this led to your response.

• Summarise your project/killer idea in 
the first 30 seconds – get the jury’s 
attention. You can use the rest of your 
time to go into more detail if you need to. 
Don’t make the judges wait until the end 
of the film to find out your solution.

• Focus on the creative idea and its 
relevance to the audience.

• You don’t need to make it elaborate 
and fancy. Simple films with a clearly 
presented idea are just as effective.

• If you’re demonstrating an idea using 
mock-ups and screenshots, clearly show 
how it would work.

• It’s fine to include a voiceover speaking 
over footage, but to keep judging fair and 
unbiased, don’t include footage where 
you talk directly to camera and don’t 
include your name, university, etc.

JPEG (image) 
Use this for presentation slides, photos, 
illustrations, posters, etc.

Format specs:

• JPEG is the only image format we can 
accept.

• Colour mode: RGB

• Image resolution: At least 300dpi

• Maximum file size: 10mb

• Dimensions: At least 410mm on the 
longest side

• Orientation: Images will be viewed 
on-screen so landscape is strongly 
recommended unless portrait mode is 
integral to the brief.

• Aspect ratio: Up to you. But your work 
will be viewed on-screen, ranging from 
judges’ own laptops to widescreen 
TVs, so images will look their best in 
landscape at 16:9.

Tips for Creating Great Presentation Slides

• This is where images and text are 
combined in one JPEG, to show your idea 
as well as explain it.

• Work will be viewed on-screen at judging, 
with no option to scroll and limited zoom 
function. Your slides must be clear and 
easy to view when the image is viewed 
to fit-to-screen on a standard laptop. We 
strongly recommend landscape format.

• Make sure text is big enough to be read 
without zooming, and keep it short, 
clear and relevant. Basically the same 
principles as a PowerPoint or Keynote 
slide. 

• Show the key elements of your work.

• Keep the layout clean, simple and 
uncluttered.

• An example of good presentation slides.
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Interactive Work (URLS) 
Use this for interactive executions, digital 
prototypes, websites, apps, etc.

Format specs:

• URLs are only accepted where the 
website itself is part of the entry, or to 
send zip files via Dropbox (see below).

• Cannot be submitted as your main piece, 
only as optional supporting material.

• Interactive work must be Chrome 
compatible.

• If the work is online, submit the URL. 

• If you can’t host the work online, submit 
a zip folder – instructions below.

Submitting Zip Files

• Zip files are OK for interactive work, 
HTML, websites, widgets or apps. We 
won’t accept zip files for anything else.

• When you start the online entry form, 
you’ll get an entry number. Use this as 
the name for the zip folder itself, and at 
the start of file names for the root folder, 
index file, and Flash or Shockwave files.

• Submit websites in their entirety as 
Chrome compatible HTML projects.

• Submit Flash and Shockwave projects 
embedded in HTML.

• To submit a zip file, please upload it to 
Dropbox (dropbox.com) and then submit 
the Dropbox link as a URL on our  
entry site.

Text (PDFs) 
Use this for scripts or written content (eg long-
form copy) only.

Format specs:

• PDFs are only accepted for text-only 
content – don’t include images.

• These need to be in A4 format.

• Use a clear font and minimum 12 point 
text.

Physical Work

In 2021 we are unable to accept physical 
material as judging will all be done remotely 
due to the ongoing global pandemic. If 
you create any physical work as part of 
your project, make sure this is effectively 
showcased within your digital entry material.

Tips for Creating Game Design Concepts 
Below are a selection of links to help you 
anyone entering the Rare & Xbox Game 
Studios brief.

Game Design Process 
An introduction to six steps of game design 
and using an iterative cycle. 
youtu.be/djimfGjdCKI

Game Design (Crash Course) 
An outline of gameplay terms and 
applications. 
youtube.com/watch?v=TOQTZ6N_eVg

Designing Your Video Game (Ask Gamedev) 
How to get started. 
youtube.com/watch?v=2aIlRDamNT4

5 Steps to Start Making Games 
How to get started. An outline of the basics of 
game design. 
youtu.be/B8ttFXUgtMw

Downwell’s Dual Purpose Design | Game 
Maker’s Toolkit 
A game doesn’t need to be super fancy and 
complicated. You can make an incredibly 
exciting game with just a couple buttons and 
ideas. 
youtube.com/watch?v=i5C1Uj7jJCg

Ico, and Design by Subtraction (Game 
Maker’s Toolkit) 
How to keep things simple. 
youtube.com/watch?v=AmSBIyT0ih0

Nintendo – Putting Play First 
How to build a world around your idea. 
youtube.com/watch?v=2u6HTG8LuXQ

Puzzle Solving... or Problem Solving? | 
Game Maker’s Toolkit 
How to use real world systems as inspiration. 
youtube.com/watch?v=w1_zmx-wU0U&t

PREPARING YOUR ENTRIES 3/3D&AD
New Blood  
Awards

• New Blood Awards 2021 •

dandad.org/new-blood-awards@DandADNewBlood   @Creativ3Belgium #NewBloodAwards   #CreativeBelgiumNewTalent



So, what do all these Pencils mean?

All New Blood Pencil winners get a 
guaranteed place in the D&AD Annual, an 
invite to the New Blood Awards Ceremony, a 
Pencil per team, and a winner’s package.

But if you’re still wondering exactly what each 
level represents, we’ve put together a handy 
cheat sheet for aspiring New Blood winners. 

New Blood Wood Pencil 
Awarded to a shortlist of the best work 
submitted for each brief. Winners of a Wood 
Pencil display excellence in at least one of the 
judging criteria.

New Blood Graphite Pencil  
Awarded to fully rounded responses that 
shine in the primary judging criteria relevant 
to the discipline (craft or idea), and is  
on brief.

New Blood Yellow Pencil  
Awarded to work that is outstanding, excelling 
across all judging criteria and potentially 
causing a pang of jealousy. 

New Blood White Pencil  
Awarded to outstanding work in response 
to any of the briefs, that uses the power of 
creativity to do good in the world. 

New Blood Black Pencil  
Given to the best of the best, this is the 
ultimate award for new creatives. Each 
individual will receive a Pencil, and there’s 
also a £2000 prize fund shared between New 
Blood Black Pencil winners. 

Winners’ Packages 
Each Pencil level will receive a bespoke 
winner’s package which will be revealed later 
in the year. These will include mentoring, 
access to D&AD learning tools and more.

Additional Prizes 
Some briefs also have additional prizes, 
as indicated on the brief itself. Information 
regarding this can be found in each brief 
pack. Any further prizes relating to specific 
briefs are at the discretion of the brief 
partner and dependent on the suitability of 
winning responses. These prizes cannot be 
guaranteed.
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The contest is organised by D&AD, registered 
offices 64 Cheshire Street, London, E2 6EH. 
By entering the contest entrants agree to 
comply with these Terms and Conditions.

Eligibility Criteria 
Anyone aged 18 or over on 1 January 2021, 
without significant experience in a paid 
creative role, can enter the New Blood Awards 
(see below). The awards are also open to 
students of any age. Student entrants must 
be enrolled on a recognised full or part-time 
higher education level course, anywhere in 
the world, on 1 January 2021. 

If you are not entering as a student, you 
must  not have cumulatively worked for 1 
year or more, or be employed in a 1 year or 
permanent paid contract, in a paid creative 
role at the time of entry. A creative role is 
defined as a position where the entrant 
is employed in any type of creative role 
(including strategists) such as: copywriter, art 
director, graphic designer, etc for a creative 
organisation. This includes paid placements. 
Entrants may still enter if they work (or have 
worked) for a creative company in a non-
creative role. The one year of experience can 
be either continuous, or accumulated over a 
longer period of time. For example four paid 
placements of three-months each, over the 
course of two years.. If you have worked as 
a freelancer, this means you must not have 
made the majority of your income from a 
creative role for the equivalent of 1 year or 
more.

Entrants for the Coors Light brief MUST be of 
legal drinking age in their country on the date 
D&AD receive their entry.

1. Entering the Contest 
1.1 Entry is open to individuals working alone 
or groups of up to five persons working as a 
team. 
1.1.1 All members of a team must fit the 
eligibility criteria outlined above.  
1.1.2 If a team of more than five enter, D&AD 
cannot guarantee that all entrants will receive 
prizes or be included in credits at events and 
in publications. In this event, the key creatives 
in the team will be prioritised. 
1.2 Entrants should register on the D&AD Site 
(dandad.org/new-blood-awards), download a 
brief, generate a response to that brief (“the 
Response”) and submit their work digitally in 
accordance with the deliverables as laid out 
in their chosen brief and in the accompanying 
‘Preparing Your Entries’ document. All team 
members and tutors involved with the entry 
project must also register on the D&AD Site 
and be added to the entry credits at the point 
of entry. 
1.3 Entrants can download and respond to 
as many briefs as they wish; they may also 
submit more than one Response per brief. 

Each Response is considered a separate 
entry and will need to be accompanied by the 
relevant fee. 
1.4 All Responses must be the original work 
of the entrants. Responses must not infringe 
the intellectual property rights of any third 
party. Entrants who incorporate any images, 
writing, music, or other creative material 
belonging to someone else must obtain the 
other party’s permission. By submitting a 
Response, entrants warrant that they have 
procured the necessary consents, licenses, 
and other such authorisations from any third 
parties. Entrants may be asked to evidence 
their ownership of the Response and should 
keep dated records of all working materials. 
1.5 The entry fee must be paid for every 
submitted Response. In order to qualify for 
the discounted entry rate for D&AD Education 
Network Members, no membership fees 
should be outstanding at the time of entry. 
Entries must be submitted by a member of 
the entering team to allow individuals to be 
credited accurately. 
1.6 All Entries must be submitted via D&AD’s 
online entry system.  
1.7 D&AD accepts no responsibility for lost or 
undelivered entry material. Proof of postage 
does not guarantee that work has been 
received by D&AD.  
1.8 In order to assist D&AD in promoting 
the winning work after judging, all entrants 
are asked to provide or confirm credits for 
each entry at the point of entry. These must 
include: 
(a) Full names of entrant(s), including all 
team members 
(b) Full names of tutor(s) (as applicable) 
(c) The name of their college or university (as 
applicable) 
1.9 Contact details of winning entrants may 
be passed to sponsors, partners or New 
Blood Awards Judges at D&AD’s discretion, 
in order to promote the winning work, deliver 
prizes and help with the operational running 
of the awards. 
1.10 All entry data and relevant contact 
details of Belgian Responses may be passed 
to Creative Belgium (www.creativebelgium.
be), a partner organisation of D&AD, and may 
be submitted into Creative Belgium’s New 
Talent Award. A ‘Belgian Response’ is defined 
as Responses from institutions in Belgium, 
or Responses from teams or individuals with 
Belgium indicated as their country location in 
their D&AD registration data. 
1.10.1 Winning the Young Talent Award does 
not constitute and is not equivalent to being 
awarded in the New Blood Awards. 
1.11 All entries must be created, uploaded 
and paid for by the closing deadline, Tuesday 
23 March 2021 at 5pm GMT.  
1.12 D&AD is under no obligation to refund 
payments made for either individual entries 

or groups of entries. Under the circumstance 
of technical error it is at the discretion of 
D&AD to refund payments.

2. Sponsors’ Logos and Names 
2.1 Sponsors may submit their own branding 
or that of the sponsors’ clients for the 
purpose of inviting Responses. All rules 
(including the relevant sponsors’ brand 
guidelines) relating to the sponsors’ branding 
apply equally to the sponsors’ clients’ 
branding. 
2.2 All sponsors operate strict controls on 
the use of their names, trademarks and 
logos. Any misuse of sponsor brands by an 
entrant will lead to the disqualification of all 
that entrant’s Responses and may expose 
the entrant and D&AD to legal liability and 
subsequent legal claims. 
2.3 By submitting a Response, entrants 
agree to use the sponsor branding only in 
accordance with these Terms and Conditions, 
and any prevailing sponsors’ brand 
guidelines. 
2.4 The sponsors permit entrants to use the 
submitted branding for the sole purpose of 
responding to the brief sponsored by that 
sponsor. 
2.5 Entrants may: 
2.5.1 Only use sponsor branding on 
Responses submitted to the D&AD New Blood 
Awards 2021;  
2.5.2 Include a submitted Response in their 
personal portfolio after the winners have 
been announced, in exactly the same format 
as that submitted to the D&AD New Blood 
Awards 2021 with a supporting statement 
that declares that the work was made in 
response to a New Blood Awards brief and 
was not commercially released. 
2.6 Entrants must not: 
2.6.1 Use sponsor branding on any other 
material or for any other purpose; 
2.6.2 Upload their submitted Response to 
any online location before the winners have 
been announced, whether as part of an open 
or access-restricted site, unless all sponsor 
branding is first removed from the uploaded 
version of the Response; 
2.6.3 Denigrate sponsors or sponsor 
branding, subject sponsor branding to 
derogatory treatment or otherwise bring the 
sponsor and/or its brands into disrepute; 
2.6.4 Do anything to suggest that the entrant 
is endorsed by, associated with or otherwise 
affiliated with the sponsor; 
2.6.5 Provide or make available sponsor 
branding to any third party for any purpose. 
2.7 For the avoidance of doubt, the sponsors 
for the D&AD New Blood Awards 2021 are as 
listed on the brief pages of dandad.org/new-
blood-awards. 
2.8 For the avoidance of doubt, the sponsors’ 
clients for the D&AD New Blood Awards 2021
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are as detailed on the individual briefs. 
2.9 Entrants who submit a Response that 
contains any trademark or logo, or other 
branding other than those specifically 
submitted by the sponsors, may be asked to 
re-submit their work without such branding.

3. Ownership of Your Work 
3.1 Entrants retain ownership of their 
Responses submitted into the contest, 
but where such work incorporates sponsor 
branding entrants may only use the work 
in accordance with the sponsor’s brand 
guidelines. Entrants may remove sponsor 
branding from their Responses, after which 
they may use such Responses at their own 
discretion. 
3.2 By submitting a Response, entrants 
grant D&AD and the relevant sponsor a 
non-exclusive licence for the duration of 
copyright protection under English law to 
reproduce or distribute a reproduction of 
their entry in all media in order to promote, or 
act as a historical record of, the D&AD New 
Blood Awards or D&AD as an organisation 
or a sponsor’s involvement with the D&AD 
New Blood Awards; or as part of any D&AD 
publication (whether online or offline). In 
particular entrants should also review the 
sponsors’ brand guidelines for the relevant 
terms affecting the grant of such licence. 
3.3 Entrants agree that, should a sponsor 
wish to develop or use a Response for 
commercial purposes, the entrant will enter 
into negotiations with that sponsor to agree 
terms for such development or usage before 
negotiating with any other party in relation 
to the Response. We refer to this as the First 
Negotiation Agreement. The First Negotiation 
Agreement will remain in operation from the 
date of submission of a Response until one 
week after the New Blood Awards Ceremony. 
Initial contact between entrants and sponsors 
will be facilitated by D&AD only. Entering 
into a First Negotiation Agreement does not 
constitute a guarantee that either party will 
reach a final agreement. In particular entrants 
should also review the sponsors’ Terms and 
Conditions for the relevant terms affecting the 
right of usage of material.  
3.4 D&AD advises all entrants to obtain 
independent legal advice in respect of 
any agreements being discussed between 
sponsor and entrant.

4. Judging the Contest 
4.1 D&AD will appoint a jury that shall be 
composed of judges who, in D&AD’s sole 
discretion, have the appropriate qualifications 
to judge the work. Responses will be 
considered in accordance with D&AD’s 
selection criteria. For all briefs, except the 
Rare & Xbox Game Studios brief, these are: 
(a) Is it a great creative idea?;  
(b) Is it well executed?;  

(c) Is it on brief? 
The judging criteria for the Rare & Xbox Game 
Studios brief is as follows: 
(a) A great idea that the judges wish they 
could play; 
(b) Well executed and easy to understand;  
(c) Answers the brief. 
4.2 Each jury will award a select number of 
the Responses which the jury considers, in its 
sole discretion, to be the best Responses. The 
Award levels are as follows: 
(a) New Blood Wood Pencil: A shortlist of 
Responses to act as a record of the best 
submitted for each brief. 
(b) New Blood Graphite Pencil: Chosen 
from the New Blood Wood Pencil Winning 
Responses.  
(c) New Blood Yellow Pencil: Chosen from 
the New Blood Graphite Pencil Winning 
Responses.  
(d) New Blood White Pencil: Responses which 
demonstrate excellence in terms of positive 
impact on top of meeting the standard 
judging criteria; selected from all Winning 
Responses across all Award levels and briefs.  
(e) New Blood Black Pencil: The best of all 
Responses, selected from the New Blood 
Yellow and White Pencil winners across all 
Briefs.  
4.3 The jury is not limited in the number of 
Responses it can award, and similarly there 
is no guarantee that a jury will grant an award 
in a category, if they do not feel that work is of 
the standard required. 
4.4 The jury has the right to edit pieces 
submitted as part of a Response and to ask 
for only certain parts of the Response to be 
displayed or promoted. 
4.5 General feedback will be gathered from 
the jury, and may be made available to view 
on the D&AD website when the winners are 
announced. Individual feedback will not be 
available. 
4.6 If D&AD is made aware of any concerns 
that a Response does not constitute the 
original work of the entrant, then in the first 
instance, D&AD will contact the entrant and 
will ask for copies of any notes or drawings 
which evidence the entrant’s assertion to 
be the creator of the work. D&AD will also 
contact credited tutors for further information. 
Where possible, D&AD will consider the 
evidence gathered and decide whether to 
allow the Response to remain within the 
contest or to remove it. D&AD’s decision is in 
its sole discretion and is final.

5. Prizes 
5.1 The prizes to be awarded are as follows: 
(a) New Blood Wood Pencil: Name included in 
the D&AD Annual, winning work featured on 
the D&AD website, and additional prizes. 
(b) New Blood Graphite Pencil: As New Blood 
Wood Pencil. 

(c) New Blood Yellow Pencil: As New Blood 
Graphite Pencil, plus winning work featured in 
the D&AD Annual. 
(d) New Blood White Pencil: As New Blood 
Yellow Pencil.  
(e) New Blood Black Pencil: As New Blood 
Yellow Pencil, plus £2,000 cash prize (to be 
shared among all New Blood Black Pencil 
winners). 
5.2 In addition to the above, further prizes 
may be listed on the New Blood Awards page 
on the D&AD Site: dandad.org/new-blood-
awards. 
5.3 Any further prizes relating to specific 
briefs are at the discretion of the sponsor 
and dependent on the suitability of winning 
Responses. These prizes cannot be 
guaranteed.   

6. Return of Materials 
6.1 Physical supporting materials will not be 
accepted in the 2021 New Blood Awards. 
6.2 D&AD is unable to guarantee the safety 
of any physical work submitted to the awards 
and is unable to accept responsibility for the 
loss or damage of physical entries received. 

7. General Points 
7.1 D&AD reserves the right to make changes 
to these Terms and Conditions, if necessary, 
from time to time. 
7.2 The Terms and Conditions are subject 
to English law and any dispute that is not 
resolved by consultation between the parties 
shall be referred to the courts of England and 
Wales.

For enquiries relating to the D&AD New Blood 
Awards email newblood@dandad.org or 
telephone: +44 (0)20 7840 1111. 
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