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This School Pack contains all the 
information you need to set the briefs for 
the D&AD New Blood Awards 2019 and 
Creative Belgium's New Talent Award 
2019.  
 
If your students are entering the D&AD 
New Blood Awards, make sure you 
and they register at dandad.org/new-
blood-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 15 February 
2019 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

And 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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Essential Info & FAQs

A Rough Guide to Guiding Your Students

A Tribute to Charlie Robertson

The Briefs:

1. adidas 
Open brief, Advertising, Design, Product & Service Innovations

2. Adnams 
Graphic Communication, Advertising, Graphic Design, Illustration, Animation 

3. Adobe & LADbible 
Film, Branded Content, Animation, Photography, Communication

4. Bacardí 
Graphic Design, Experiential, Digital Advertising, Social Media, Integrated Campaign

5. BBC 
Product & Service Design, Technological Innovation, UX, UI & Digital Design

6. Burger King 
COMING SOON

7. Coutts 
Product & Service Design, Technological Innovation, UX, UI & Digital Design

8. Durex 
Advertising, Graphic Design, Graphic Communication, Integrated Campaigns, Digital 
Marketing

9.  giffgaff 
Copywriting, Advertising, Communications

10. Heinz 
Graphic Communication, Graphic Design, Communication, Illustration, Animation, 
Advertising

11. John Lewis & Partners 
Illustration, Animation

12.  McKinsey Design & The Case For Her 
Open Brief, Design, Product & Service Innovations, Experience & Service Design

13.  Microsoft Surface 
Open Brief, Advertising, Digital Design, Product & Service Innovations

14. Monotype 
Graphic Communications, Use of Typography

15. Rexona 
Graphic Design, Digital Design, Experiential Design

16. The Times & The Sunday Times 
Advertising, Integrated Campaigns, Digital Marketing

17.  Virgin Atlantic 
Branding, Design

18.  Workplace by Facebook 
Advertising, Communications, Campaign

Preparing Your Entries Guide

Terms & Conditions 
 

All briefs were written as a collaboration between brands, strategists (including Charlie Robertson, 
Jane Steel, Paula Bloodworth and Paul Edwards, alongside other industry experts) and copywriter 
Caroline Gibson, a D&AD Award winner. You can find out more about Caroline here.
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Key Dates 
 
15 February 2019 
Deadline to register for Creative 
Belgium New Talent Award 2019, 
to get a New Talent Coach and 
have your D&AD New Blood Awards 
entry funded by Creative Belgium

January 2019 
D&AD New Blood Awards entry site 
opens 
 
20 March 2019, 5pm GMT 
Entry deadline for New Blood 
Awards and New Talent Award 
 
April-May 2019 
New Blood Awards and New Talent 
Award Judging 
 
May 2019 
New Blood Awards winners 
announced (without Pencil levels) 
& Academy application period 
 
24 May 2019 
Creative Belgium Awards 
Ceremony, Knokke 
 
11 July 2019 
New Blood Awards Ceremony  
(Pencil levels announced) 

First things first: these are the essentials. Who 
the New Blood Awards are for, what they are 
and how to get involved.

Who can enter?
All of the briefs are open to:

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 2019

Anyone aged between 18 and 24 on 
1 January 2019, and not currently employed 
in a paid creative role.*

Recent graduates of any age. 
To enter as a recent graduate, you need 
to have graduated from a recognised course 
in 2017 or later, and not currently employed 
in a paid creative role for a commercial creative 
organisation.*

* If you are not entering as a student, you 
must not currently be employed in a paid 
creative role+ for a commercial creative 
organisation (this includes agencies, 
production companies and in-house brand 
agencies) for a contract length of 6 months 
or longer on 1 January 2019. This includes 
paid placements. 

+ A creative role is defined as a position 
where the entrant is employed in any type 
of creative role such as: copywriter, art 
director, graphic designer, etc. Entrants 
may still enter if they work for a creative 
company in a non-creative role.

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

Please note that whatever your educational 
status, if you enter the Bacardí or Adnams briefs 
you must be 18 or older at the time of entry.

Why has the entry criteria changed?
D&AD assesses the entry criteria each year. 
The D&AD New Blood Awards are for identifying, 
showcasing and nurturing tomorrow’s creative 
superstars. We recently updated our entry 
criteria to reflect this.

Am I eligible?
If you’re not sure if you’re eligible, you can 
take our eligibility quiz here. If you’re still not 
sure after taking the quiz, 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 your selected 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’re 
free to 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.

* The only exception to this is the New Blood 
Side Hustle. More information will be 
available on Side Hustle when it launches 
in early 2019, but you can take a look at 
previous winners here.

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 so it's ready to submit.

We’ll open for entry in early 2019. 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 at 
dandad.org beforehand. 

Can I team up with friends from other 
universities? Or who have already graduated?
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 at  
dandad.org before you enter. You’ll then be able 
to add them to the entry credits when you enter 
online. If you’re not a student, you don’t need to 
have a tutor.

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.

Essential Info & FAQs 1/2 pages

D&AD
New Blood  
Awards

@DandADNewBlood  @Creativ3Belgium

• New Blood Awards 2019 •

#NewBloodAwards    #CreativeBelgiumNewTalentdandad.org/new-blood-awards

https://d-and-ad.typeform.com/to/bUbcC6
https://www.dandad.org/profiles/jury/864527/new-blood-side-hustle-with-adobe/
http://www.dandad.org/
http://www.dandad.org


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 2018 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, it’ll go for consideration by our New 
Blood White Pencil jury at a later date.

You can only submit work that’s a response 
to one of this year’s briefs. You must enter 
and pay for the entry normally 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? 
Let us tell you here.

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

Or get in touch on Twitter:  
@DandADNewBlood 
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4 Steps to New Blood Success

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 participate / engage with it?

• How does it achieve its goals?

• How does it fit with the brand?

• Is it original?

• Why does it excite them?

Find out if they’re on to a winning idea with 
these tips. You can find a full list of tips and 
tricks 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? 
 
Round 1: Online. A jury of top creatives 
relevant to each brief take a look at all main 
work entered (digital work only). At this stage 
they’re generous, earmarking work they’d 
like to see again.

Round 2: The judges view work carried 
forward, looking at any supporting material 
or physical pieces 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 that 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.

See last year's  White Pencil winners here.

Black Pencil judging: Finally, judges 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

And finally, how can your students make sure 
their ideas stand out at judging? Here are 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 ideas back 
to back. Make sure your students make 
theirs memorable.

A Rough Guide to Guiding Your Students
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A Tribute to Charlie Robertson

Sadly Charlie Robertson, who helped us develop 
the Bacardí, McKinsey Design & The Case for 
Her, and The Times & The Sunday Times briefs 
passed away on October 1 2018, before the 
briefs were launched.  

This excerpt was taken from Charlie’s obituary 
as published in the Times on 9 October, 2018.

To read the full obituary, please see The Times 
article here.

“Charlie Robertson was a larger-than-life advertising man. Described by one colleague as 
“a storyteller, a provocateur, a walking brainstorm”, he worked with some of the biggest 
names in the industry, including Frank Lowe who developed the slogan “refreshes the parts 
other beers cannot reach” for Heineken. But Robertson built his own reputation, joining the 
famous advertising agency Bartle Bogle Hegarty (BBH) in the mid-1980s. Towards the end 
of the decade he was named “world’s greatest ad planner” by Campaign magazine.

While with BBH he was pivotal in creating stunning and memorable campaigns for 
Volkswagen, Audi (Vorsprung durch Technik), Levi’s 501s (launderette) and other global 
brands. He also worked on RBS when it took its advertising account out of Scotland for the 
first time, although the first meetings were somewhat fraught with Robertson walking out 
after telling the client that they did not know enough about their customers and their needs.

Charles Ian Robertson was born in Kinning Park, Glasgow, in 1954, the son of Jack 
Robertson, a ship’s carpenter who became a cabinetmaker, and Ina (née Mudie), a 
bookkeeper. He also had a sister, Nancy, to whom he remained close.

Above all he enjoyed life and was decisive. It was perhaps no surprise that he suffered a 
fatal heart attack while enjoying dinner with former colleagues from BBH. On one occasion 
the bathroom in his hotel was so big that he used it to host a champagne party. On another, 
when working for Diageo on one of its drink brands, he set out the options to the client, 
explaining the merits of each. “Thank you,” said the client. “Not yet, make a decision,” 
replied Robertson. “Er, which one?” the client asked. “Doesn’t matter,” he replied. “Just 
make a bloody decision!”

Charlie Robertson, advertising executive, was born on June 11, 1954. He died from a heart 
attack on October 1, 2018, aged 64.”
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Change the lives of young 
female athletes in adidas’ 
key cities. Build them 
a future in their city’s 
pitches, fields and courts 
of play

Related Disciplines 
Open Brief 
Advertising 
Design 
Product & Service Innovations

Extra Prizes 
Potential to make your idea a 
reality with adidas.

Deadline 
20 March 2019, 5pm GMT

Brief set by  
adidas 
 
In collaboration with  
H+K Strategies

The back story

Together, we can achieve more progress, 
equality and access for everyone in tennis 
and beyond. – Billie Jean King

adidas is committed to changing the future 
for young female athletes in key cities across 
the globe, breaking down the barriers which 
cause them to drop out of sport. These key 
cities include London, Paris, New York, Tokyo, 
Shanghai and LA.

To drive this cause, adidas has launched Here 
to Create Change, alongside tennis and social 
justice pioneer, Billie Jean King. 

What’s the challenge?

Not all athletes are born equal. adidas has 
found that in London, Paris, New York and 
Tokyo alone, over 50% of girls don’t play 
competitive or individual sports and over 25% 
of girls stop playing sport between the ages of 
14-17.

Why? Because they don’t see a future. 
There are too many barriers stopping their 
progression. There’s a legacy of inequality and 
opportunity. Lack of infrastructure, lack of 
access, lack of role models, lack of funding. A 
legacy that adidas wants to change. 

Choose one of the key cities listed above and 
create a service, brand experience, campaign, 
digital or social experience or product (app or 
digital build for example) that:

• gets girls engaged with sport – focusing on 
one of those that needs the greatest shift 
– tennis, swimming, rugby, weightlifting, 
hockey and boxing

• focuses on removing the mental or physical 
barriers that prevent girls from getting onto, 
or staying on, the fields, courts and pitches.

This isn’t just about coming up with an amazing 
spectacle. This is all about considering how your 
solution would work in this setting and lead 
to long lasting change.

Who are we talking to?

14 to 19 year old females. They can 
be anything from an amateur to a future 
professional athlete living in one of adidas’ key 
cities.

Things to think about

How to be bold
adidas believes in the power of sport to 
change lives. Help put that belief into action. 
Think big. Think bold. Think ambitious. But be 
clearly grounded in reality.

How to bring about change 
What sport will you choose? What barrier will 
you focus on? 

How to look forward 
Don’t look back: adidas is an innovative brand. 
And don’t look to competitors for inspiration. 
adidas = biggest and best.

How to consider unique nuances
Think about how we can encourage 
participation where there is currently a large 
gender gap.

How to create something holistic 
Show how female athletes will experience 
your idea and how it could scale and spread. 
What are the relevant media, channels, 
social platforms and touch points? How 
would content be tailored?

How to make use of adidas’ assets/network
These include partnerships with some of the 
world’s most successful athletes and teams 
(See further information for more details). 
Can these make production more viable or 
enhance your solution? 

The important stuff

Present your idea in a nutshell. Show the key 
insights and elements of your concept. What 
sport have you chosen? What would it look like? 
How would we encourage participation? How 
would female athletes experience it? How would 
it work? How would you use social platforms?

Focusing on one of adidas’ key cities, consider 
the real city-based issues facing female 
athletes. Will your idea be focused on transport, 
housing, diversity and inclusiveness, healthcare 
and nutrition, space and time, role models, 
stereotypes, community, livelihoods, education, 
infrastructure in school, college and beyond, 
or energy and the environment? 

Explain your creative process. Give highlights 
from your research and development. Show 
how you made your choices and arrived at 
your solution.

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

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); physical 
supporting material; if your mainpiece 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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Create a campaign with 
maximum impact to make 
sustainability taste good

Related Disciplines 
Graphic Communication 
Advertising 
Graphic Design 
Illustration 
Animation

Deadline 
20 March 2019, 5pm GMT

Brief set by  
Adnams 
 
In collaboration with  
Paula Bloodworth  
(Wieden+Kennedy)

The backstory

Adnams is a brewery and distillery in Southwold, 
on the Suffolk coast. They’ve brewed beer since 
1872 and are big on sustainability. But it’s not 
just beer they make. They also produce award-
winning spirits, wines, and have their own pubs, 
hotels and stores. 

The brand is caught in a tricky middle ground 
between a big mass player and boutique craft 
drinks. They’re well-known in East Anglia thanks 
to their innovative and inspiring products, but 
despite this, a large portion of the UK aren’t 
as familiar with them. 

What’s the challenge?

Adnams has a deep heritage and ongoing 
commitment to sustainability. It constantly 
innovates to create products that give back 
to the earth it borrows from. 

However ‘sustainability’ can be an ugly, 
overused word. It can mean greenwashing for 
the sake of it and compromising on taste. Which 
Adnams doesn’t.

Create a campaign that:

• creates a new message in a category 
saturated with craft messages or jokes

• includes on and offline touchpoints

• makes sustainability something you want 
to drink

• is effective. Consider different ways to 
spread your message, and inject Adnams’ 
innovative spirit into social media, website, 
events, etc.

Adnams has an exciting story, but doesn’t yet 
have a strong connection with a new generation 
of drinkers. Its potential has gone untapped. 
How can you showcase this potential in a new 
and exciting way?

Who are we talking to?

18 to 50 year olds. They enjoy premium quality. 
Sustainability drives their choice of products, 
rather than purchasing them for the sake 
of being virtuous. 

Make sure you don’t alienate Adnams’ existing 
audience. And do focus on audiences outside 
of East Anglia.

Things to think about

How to reflect the brand 
Adnams is an independent, family business. 
So the warmth, passion and care for the 
products is strong. Their character is playful, 
humble, approachable and friendly. They 
aren’t preachy or virtuous, so your campaign 
shouldn’t be either.

How to use Adnams’ location 
Southwold is a huge part of Adnams’ identity. 
This coastal town resonates throughout 
the brand.

How to show sustainability - differently 
So many companies shout about this but 
Adnams has loads of sustainable habits 
– see further information pack. They ‘do’ 
sustainable because it’s good for their 
products.

How to use the brand elements 
Animation, illustration and colour are strong 
parts of the core brand. How might you 
use them in your campaign? See further 
information pack for more details.

How to use a budget wisely and well 
Look beyond traditional ad campaign routes: 
i.e. don’t go straight to nationwide TV 
campaigns. How could you scale up an idea 
and create heat and engagement?

The important stuff

Adnams is an alcohol brand, so be responsible. 
See further information pack for guidelines 
on promoting alcohol.

You should celebrate the whole Adnams brand 
in your campaign, not just a single product.

Present your campaign idea and strapline 
in a nutshell. Include an explanation of 
your concept and how it celebrates Adnams’ 
sustainability. Explain the channels you’d use 
(websites, social, events, etc). Think beyond the 
obvious, for example how could you use their 
pubs, hotels and stores to your advantage?

See Further Info included in your brief pack 
for everything else you’ll need to know.

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

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); physical 
supporting material; if your mainpiece 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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Related Disciplines 
Film 
Branded Content 
Animation 
Photography 
Communication

Extra Prizes 
A year’s free membership to 
Creative Cloud. The potential to 
make your idea a reality on one of 
LADbible’s channels.

Deadline 
20 March 2019, 5pm GMT

Adobe Creative Cloud and 
LADbible Group: a force for 
social good. Demonstrate 
how.

Brief set by  
Adobe Creative Cloud  
& LADbible Group

The back story

Adobe is at the forefront of democratising 
creativity through next-gen tools and creative 
systems, as well as initiatives focused on diverse 
voices, emerging artists and young creatives.

LADbible Group is the world’s social publisher 
and a way of life for over one billion young people 
globally. Sometimes serious; often humorous, 
they create trends, and uncover the Internet’s 
most absurd content and breaking news. 

What’s the challenge?

Creative Cloud is the creativity platform for 
everyone. They have everything you need to 
create, collaborate and get inspired. They have 
everything from essentials like Photoshop CC to 
next-generation tools like Adobe XD CC. 

LADbible Group uses creativity to make a real 
difference on topics from politics to health to the 
environment. And they’ve won major awards for 
their work, including at D&AD.

How can you use Creative Cloud to bring about 
real life positive change through LADbible’s 
channels? 

Create an inspirational film, animation, or 
photography story piece that spreads a positive 
message.

You should create a response that: 

• tells the story of some positive social good. 
This can be a story that already exists, is 
highlighting a plight to invite change, or is a 
call to action

• is relatable, sharable and engaging. 

Who are we talking to?

Socially conscious 18 to 34 year olds who mainly 
consume media through social media and mobile 
devices.

Things to think about

How to use Creative Cloud 
Look at Adobe’s collection of Creative Cloud 
apps, such as video editing tool Premiere 
Pro CC and world-famous photography tools, 
Lightroom CC and Photoshop CC. How can 
any of these help bring your idea to life? Keep 
an eye on their latest launches and updates 
for exciting announcements. Adobe’s ever-
evolving desktop and mobile apps could even 
inform your response.

How to go viral 
Create something shareable for LADbible’s 
audience of millions- from a long-form 
branded film, to a series of short films, to a 
piece of photojournalism.

How to tie in with LADbible 
Look at what LADbible creates and how to fit 
in with their current portfolio.

Your idea could work across any of their 
channels – such as LADbible, SPORTbible, 
LENSbible, GAMINGbible and FOODbible – or 
even feed into different ones.

Your response could tackle a global problem, 
like the D&AD award-winning ‘Trash Isles’ 
around Ocean Plastic on LADbible, it could 
showcase the power of a tool or sport, like 
SPORTbible’s ‘More than a Game’ campaign, 
or it could even tackle problems with the 
online world, for example online trolling 
through the GAMINGbible channel. 

How to provide just a flavour 
We don’t need to see the whole thing. For 
example, if your idea is for a 12-part film 
series, or a long form content piece, just 
give the essence of what this would look 
like through a 2 minute edit of your idea. 
Photography responses require a minimum 
of 4 photos to tell your story. 

The important stuff

You should explore using Creative Cloud to 
create your response. To help you with this, 
they’ve provided you with a free 7-day trial.

Include background documentation: add in the 
context of your piece and any highlights from 
your research and development. 
 
What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

Main (essential):

Upload a 2 minute video file OR up to 8 JPEG 
images (minimum 4) for photography responses. 
And your background documentation as either 
video (max. 30 sec) or JPEG slides (max. 4).

Optional (judges may view this if they wish):

If your idea is a long form or multi episode piece, 
you should submit a 2 minute edit of your work. 
You can also submit full length edits if you have 
made them. Judges will only view the long form 
edit(s) if they wish.

 

 
© 2018 Adobe. All rights reserved. 
Adobe, the Adobe logo, Creative Cloud, Premiere Pro, Lightroom, and 
Photoshop are either registered trademarks or trademarks of Adobe in 
the United States and/or other countries.
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What inspires you to 
#DoWhatMovesYou?

Related Disciplines 
Experiential 
Graphic Design 
Digital Advertising 
Social Media 
Integrated Campaign

Deadline 
20 March 2019, 5pm GMT

*Sadly, Charlie Robertson passed away on October 1 
2018, before the briefs were launched. You can read a 
tribute to Charlie in the tutor pack.

Brief set by  
Bacardí 
 
In collaboration with  
Gerard Crichlow (AMV BBDO)  
Charlie Robertson*

The backstory

Bacardí is the world’s original white Caribbean 
rum. Its mixable nature brings people from 
all backgrounds together for fun, enjoyable 
experiences that get them moving.

#DoWhatMovesYou is a simple yet powerful 
campaign by Bacardí’s ad agency that invites 
people to live life as their true selves. 

Founded in Cuba, Caribbean music is an 
essential part of the experience and the key 
to self-expression.

What’s the challenge?

Summer’s a time of freedom and self-expression. 
We all experience it in our own way. Show how 
you can make Bacardí synonymous with the best 
moments of summer.

Create a physical activation or experience that:

• creates an epic summer moment where 
people feel free to be themselves 

• puts the power of music, dance and art 
to work

•  uses influencers and events.

How would you celebrate and inspire others 
to #DoWhatMovesYou? How can you take this 
campaign further? 

Who are we talking to?

Bacardí’s audience is ever changing. Their target 
market is those who are new legal age drinkers 
without brand loyalty behind them. 

Think about the millions of young people (age 18 
to 24), who could experience your campaign first-
hand. Will you target a particular audience group 
with a specific message? Or with a particular 
genre of music? Or connect with everybody?

Things to think about

How to create impact 
What’s your big idea? What can you create 
that will stand out visually, make the news 
or inspire your audience?

How to inspire 
#DoWhatMovesYou is an invitation to be 
yourself and a call-to-action to get up and 
get moving. Think about the people who go 
to music festivals: what it is that gets them 
to dance, move and share their experiences? 

How to let people experience the brand 
Live events offer an incredible opportunity 
to push the limits of how people experience 
the brand. Bacardí has a few assets you 
could leverage and push to new heights:

- Casa Bacardí - A bespoke tented 
performance and bar area.

- The Rum Truck - A roving bar used 
for sampling.

How to use digital 
How might your activation work in a digital 
world? Could social media be part of your 
idea? How could you use DOOH (digital out 
of home) screens to interact with passers-by 
and invite them to ‘move’?

The important stuff

Create a physical activation, or something 
physical with a digital element, to invite the 
audience in to Bacardí’s #dowhatmovesyou 
campaign. 

Consider how your idea could be scaled - physical 
activations only reach a limited number of 
people. How can that physical experience be 
shared with the masses?

Present your idea in a nutshell. Then just show 
what would it look like, how and when it would be 
experienced. Give the insight(s) that drove your 
decisions.

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

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); physical 
supporting material; if your mainpiece 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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How can the new habits 
for our on-demand, multi-
platform world influence, 
shape and develop BBC 
Sounds’ offering?

Related Disciplines 
Product & Service Design 
Technological Innovation 
UX, UI & Digital Design

Deadline 
20 March 2019, 5pm GMT

Brief set by  
BBC

The backstory

BBC Sounds brings together the BBC’s live 
and on demand radio, music and podcasts into 
a single personalised experience.

It’s designed to learn from your listening habits. 
It provides one-tap access to the latest episodes 
of your favourite BBC podcasts and radio shows. 
It introduces you to new audio from the 80,000 
hours available that you wouldn’t otherwise 
have discovered.

Every user’s experience of BBC Sounds will 
therefore be unique.

What’s the challenge?

Radio used to be the medium people based 
their routine around: wake up, breakfast, in the 
car, etc. Now content comes to you, rather than 
you going to it. You can now talk to technology, 
wear it, and carry it around with you. 

Using BBC Sounds’ latest launch as your 
springboard, develop their current offering. 
Your solution should:

• investigate how the target audience’s 
habitual behaviours could influence, shape 
and develop BBC Sounds for 16 to 35 
year olds.

• use the app and responsive site to inform 
your response, if you like, but also consider 
how these could extend beyond the current 
scope. For example, influence in-car 
experiences, or through a voice device, 
or on a watch?

This project might be about tech, but it’s not just 
for digital thinkers. It’s about human-centred 
design, and how developments in technology 
can enable this. 

Who are we talking to?

The BBC is for everyone. That’s why its set a goal 
of reinventing itself for the next generation. 

The target is 16 to 35 year olds with an interest 
in audio content, but who aren’t actively engaged 
with the BBC’s offerings. They may already 
be used to other audio services and looking 
for something with a more unique experience. 
(However, don’t alienate the current over 
35s’ market.)

Things to think about

How to change habits 
Look at gaps in the market with similar 
products (such as music streaming services) 
and think about how BBC Sounds can 
conquer them and use them to benefit a 
new audience. How might they shape a 
new generation’s audio rituals and habits in 
today’s on-demand world and with great BBC 
content?

How to push personalisation further
Apps and services collate huge amounts 
of personalised data to improve an individual’s 
experience. However, all current services, 
including BBC Sounds, already use things such 
as suggested playlists and recommended 
content. How can you stretch ideas like these 
to make them more appealing and match the 
needs of 16 to 35 year olds? 

How to use technology
Consider emerging, or existing but unexplored, 
technologies and how these could influence 
your response. How can you ensure that 
these technologies continue to serve the 
audience, not alienate them? 

How to be realistic
Remember to think near future, not science 
fiction. Your idea should have the technology 
available to consider a roll out within one 
to two years.

The important stuff

There’s no need for code, just compelling 
communication. You must show:

• Your solution: clearly explain your idea, how 
it would work, and the current / emerging 
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.

If you can create a prototype, do. Otherwise use 
animatics or other tools to show your concept 
in action.

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

Main (essential):

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

Optional (judges may view this if they wish):

Prototypes or mockups as interactive work 
(websites, apps, etc) or physical supporting 
material. If your main deliverable 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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Coming soon...

Related Disciplines: 
Coming soon...

Deadline 
20 March 2019, 5pm GMT

Brief set by:  
Burger King  
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Help Coutts engage with 
a new breed of wealthy 
clients through emerging 
forms of technology

Related Disciplines 
Product & Service Design 
Technological Innovation 
UX, UI & Digital Design

Deadline 
20 March 2019, 5pm GMT

Brief set by  
Coutts 
 
In collaboration with  
Christopher Lee Ball

The back story

Coutts has been providing a unique approach 
to wealth management to high net-worth clients 
for over three centuries. This centres on objective 
and pertinent advice, driven by intelligent and 
trusted relationships.

They offer choice and flexibility in managing 
their clients’ finances. They’ve built a world-
renowned reputation for offering modern 
banking underpinned by an exceptional 
tradition of personal service and accessibility. 

What’s the challenge?

Today’s generation has very different 
expectations when it comes to personal service 
and relationships. Coutts needs to engage 
more deeply with clients by embracing 
new technologies, especially those aged 25 to 
39.

Create a digital solution that:

• offers a new way for Coutts to interact with 
clients who expect unfettered access to 
information and advice (and action on it) 
whenever and wherever they like

• showcase the elements that engender 
the trust and loyalty for which Coutts is so 
renowned. For example, intimacy, intuition, 
knowledge and indispensability. 

Coutts is a brand revered for its personal touch 
to wealth management: how can your solution 
preserve and enhance this in a digital format?

Who are we talking to?

Wealthy millennials who’ve grown up with 
a deep relationship with technology. Yes, they 
may be tech-savvy, but they’re also time poor. Yet 
they expect the same level of service - no matter 
what channel they’re in. 

Bear in mind that Coutts serves a wide audience 
of individuals, from entrepreneurs to royalty, 
so your solution should address them too. You 
need to approach the brief through a specific lens 
to develop a solution suitable for the many.

Things to think about

How to retain the personal touch
How can your solution both preserve and 
enhance Coutts’ reputation for the personal 
touch in a digital format? A client will 
still expect face-to-face communication: 
what are the key interactions with his/her 
wealth manager? 

How to enhance Coutts’ level of service
Consider new and emerging technologies like 
conversational interfaces, AI, wearable tech, 
and data-driven personalisation - but also 
consider how theses can still provide the 
high level of service of traditional mediums.

How to explore new technologies 
Designing for technology is as much about 
the tech as about the human using it. Think 
first about this particular audience. Look 
at the new technologies at their fingertips. 

How to understand the audience’s digital 
habits
Find out as much as you can about the 
technology expectations of high net-worth 
individuals. Where do they spend time 
digitally? Where might Coutts have the 
license to enter a client’s journey? How 
is your solution seamless and intuitive?

How to consider privacy and data 
protection
Banking is governed by strict regulatory, 
privacy and data-protection policies. Your 
audience is more driven than ever by privacy 
concerns. Remember this when deciding what 
technology to use, and how and where. 

The important stuff

Clearly explain your idea, how it would work, and 
the current/emerging technologies used. You 
could develop a prototype. Or, you could express 
how your idea would work through animatics 
or other tools. It’s up to you.

Show your creative process. How did you arrive 
at your solution? What were the key insights from 
your research? Provide a convincing rationale for 
your focus and design decisions.

Also make sure your work meets Coutts brand 
guidelines. See further information pack.

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

Main (essential):

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

Optional (judges may view this if they wish):

Prototypes or mockups as interactive work 
(websites, apps, etc) or physical supporting 
material. If your mainpiece 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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Help Durex champion 
a world of real sex 
for everyone

Related Disciplines 
Advertising 
Graphic Design 
Graphic Communication 
Integrated Campaigns 
Digital Marketing

Deadline 
20 March 2019, 5pm GMT

Brief set by  
Durex 
 
In collaboration with  
Havas

The back story

In today’s ever-changing sexual landscape, 
people are feeling more pressured and anxious 
than ever before when it comes to sex. 

Durex is the liberator of good sex. They believe 
good sex is a human right.

They’re on a mission to break the conventions. 
They’re providing the products to liberate 
everyone to have the sex they want on their 
own terms.

And part of having good sex is having the right 
protection… 

What’s the challenge?

Across all STIs, the highest rates of diagnoses 
are seen in 16 to 24 year olds*. For example, 
59% of people who got chlamydia or 
gonorrhoea in 2016 were in this age range.

Condoms** are the only effective method 
of preventing the spread of STIs. How can you 
persuade young people to make carrying them 
a habit?

Your campaign must:

• galvanise 16 to 24 year olds across the 
world to stand up for their right to protect 
themselves 

• make carrying, and using, a condom 
the norm. Just like making a cup of tea 
or brushing your teeth.

How can you help Durex be the challenger 
of sexual conventions that are holding people 
back from the sex they deserve? 

Who are we talking to?

16 to 24 year olds across the globe who don’t 
consider carrying a condom part of their 
everyday habits.

Things to think about

How to stand out
This is a hot topic that’s been explored 
by numerous organisations. How can your 
idea stand head and shoulders above 
everything else? Steer away from stereotyped 
imagery and puns (eg. how could you create 
a beautiful, visually led campaign that works 
with alternative imagery?).

How to be real
Durex stands for real sex. No filters, no film 
sets, no faking. Sex that’s open, honest, 
and fun.

How to liberate, not dictate
Durex never judge. They position themselves 
as a liberator and ally to the sex that people 
want. Therefore your idea shouldn’t frighten, 
bully, scaremonger or wade in on political 
or polarising viewpoints. 

How to tread carefully
This is a sensitive topic for some audiences, 
so bear this in mind.

How to understand your audience
Do your research. Get to the heart of what 
may be affecting your target audience and 
how Durex can solve this. Don’t just go with 
the obvious or the clichéd; find a unique and 
insightful angle (eg. innuendo and crass 
jokes won’t inspire an audience to change 
their habits).

The important stuff

Create a campaign across relevant channels. 

Your project must refer directly to Durex condoms 
and tackle the issues around persuading young 
people to carry - and use - condoms.

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

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); physical 
supporting material; if your mainpiece 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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Storytelling is a powerful 
thing. How can you use it 
to give giffgaff a voice?

Related Disciplines 
Copywriting 
Advertising 
Communications

Deadline 
20 March 2019, 5pm GMT

Brief set by  
giffgaff

The back story

giffgaff is a mobile network run by its members. 
They’re all about community, decency and all 
the best things about a mobile network. For 
example, they don’t do contracts, so people 
only stay with them because they want to. Not 
because they’re forced to.

Because they’re a member-run brand, they’re 
pretty cheap too. No call centres. And no shops. 
The savings are passed straight back to their 
members who are rewarded for keeping giffgaff’s 
services running.

What’s the challenge?

Their strapline is ‘giffgaff - the mobile network 
run by you’. 

People may know the line. Yet no-one really 
knows what their brand stands for. So that’s 
where you come in. 

Create a copy-led campaign that celebrates 
giffgaff’s story and what makes them unique. 
Your campaign should:

• be digitally led

• be written to excite, engage and intrigue 
an audience about the brand.

This brief is all about storytelling. How can 
you bring this idea to every single piece of 
copy needed?

Who are we talking to?

Target potential giffgaff members who don’t 
know what giffgaff stands for. 

Things to think about

How to use the power of words
Your target audience is digitally savvy, 
so consider the different ways you can 
reach them. 

How to be unexpected
giffgaff doesn’t do things by halves. They’re 
disruptive (in a good way). Your copy-led 
campaign should be too.

How to tie in with the brand elements
Your need to match giffgaff’s brand 
guidelines. Consider your TOV and how your 
copy could work alongside giffgaff imagery. 
See further information pack.

The important stuff

You need to do all of the following:

• Write one piece of long copy (around 800 
words) e.g., a sponsored blog post or script 
for a podcast (it’s up to you where this 
would be hosted but it must be on a digital 
platform)

• Provite 3 to 10 examples of short social 
copy e.g., tweets, Facebook posts, 
captions…

• Bring at least one copy execution to life 
by visuals. giffgaff has provided a host 
of assets to help you mock up your work. 
You can do this for all your executions, but 
they will mainly be judged on the strength 
of your copy.

Make it clear where each execution will appear.

Make sure your tone of voice stays consistent.

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

Main (essential):

Upload your piece of long copy and examples 
of short social copy as PDFs (two separate 
documents, combined max. total 4 pages of A4); 
and your visual execution(s) as JPEGs (max. 8) 
or a video (max. 90 seconds).

D&AD
New Blood  
Awards

@DandADNewBlood

• New Blood Awards 2019 •

#NewBloodAwardsdandad.org/new-blood-awards



Celebrate 150 Years 
of ‘It Has to Be Heinz’

Related Disciplines 
Graphic Communication 
Graphic Design 
Communication 
Illustration 
Animation 
Advertising

Deadline 
20 March 2019, 5pm GMT

Brief set by  
Heinz 
 
In collaboration with  
Paul Edwards

The back story

Burgers…fries…hot dogs – all utterly 
unimaginable without a thick, rich dollop of 
Heinz ketchup. In homes and restaurants 
around the world, there’s simply no other choice 
when it comes to ketchup: ‘It has to be Heinz’.

Heinz began in America back in 1869 and has 
grown to become one of the world’s most loved 
brands for 150 years this 2019.

What’s the challenge?

Condiments are never the star of the show: 
they’re what goes on the side. 

To continue as the most chosen brand, Heinz 
needs to establish itself as the main event. How 
can Heinz convince people that their favourite 
foods can only be enjoyed with their favourite 
ketchup?

Celebrate the 150th anniversary of Heinz, and 
spark the next 150 years of brand love. However 
you chose to communicate, your designs should:

• use the brand tagline ‘It has to be Heinz’

• facilitate a conversation between the past 
and the future

How can you introduce a new audience to Heinz 
– and make existing brand lovers feel confirmed 
in their behaviours because they’re seeing things 
they already know but in a new light? How does 
Heinz ketchup remain the chosen one?

Who are we talking to?

Heinz is an everyday brand for everyone. 
Create something that makes Heinz as relevant 
for the new generation as it has been for 
previous generations.

Things to think about

How to create something that works now
Your idea must be able to happen in 2019 
as this year marks the 150th anniversary 
for Heinz. So steer away from longer-term 
ideas such as film campaigns and label 
or packaging redesigns. 

How to be global
Your idea must be suitable for a United 
States market, but can also be rolled out 
across the globe.

How to use shapes and rituals
Heinz uses established icons in product 
shapes and designs (eg. their ‘keystone’ 
logo and ketchup bottle shape), and the 
rituals involved (eg. smacking the bottom 
of the ketchup bottle). How can you use the 
power of these to show that, even after 150 
years, Heinz still offers taste and quality for 
today’s generation?

How to reflect the brand
Make sure you follow the brand guidelines. 
See further information pack.

The important stuff

Your idea isn’t about nostalgia, but about 
communicating why Heinz ketchup deserves 
to be chosen for the next 150 years.

You’re unlikely to spark a conversation by using 
a single medium. How could your idea work 
across a range of media (and countries)? For 
example, how could a poster work with social 
media? Feel free to include posters, OOH, point 
of sales, online media, etc.

You must include the brand strapline, ‘It has 
to be Heinz’. 

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

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); physical 
supporting material; if your mainpiece 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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Help John Lewis & Partners 
own ‘thoughtful gifting’

Related Disciplines 
Illustration 
Animation

Deadline 
20 March 2019, 5pm GMT

Brief set by  
John Lewis & Partners 
 
In collaboration with  
Paul Edwards

The back story

John Lewis & Partners is Britain’s favourite 
retailer, selling through their department stores 
and online. They stand for quality of service. 

Unusually, they are also owned by their staff 
(known as Partners). John Lewis recently 
rebranded as John Lewis & Partners to 
emphasise this inclusive position. Shoppers 
can expect a more personal service – that’s why 
their new positioning captures the sentiment, ‘For 
us, it’s personal’.

What’s the challenge?

John Lewis & Partners is famous for gifts 
at Christmas, but giving goes on throughout the 
year. A birthday, an anniversary, a thank you, 
an in store giftable experience…

Create an illustration or animation led piece 
of communication that uses a variety of digital 
media. It should celebrate how:

• a memorable gift is not only an object, but 
an experience and store of emotion

• at John Lewis & Partners, you can give 
a unique gift that will never be forgotten. 

How can John Lewis & Partners own this territory 
of ‘thoughtful gifting’? How can they put their 
heart into helping people find the perfect gift 
to put their heart into?

Who are we talking to?

Time-short urbanites. They look to retail brands 
for more than just shopping: they want 
aspiration, inspiration, and in the case of gifting, 
an experience. 

All ages, but particularly young adults in their 
mid-20s to mid-30s.

Things to think about

How to look beyond the expected
Think about gifts beyond the traditional 
ones. For example, look at John Lewis and 
Partners’ latest services: how about the gift 
of an experience rather than a physical item, 
such as one in personal styling, home design, 
special occasions etc.?

How to demonstrate the unique positioning
Because of their co-ownership structure, 
John Lewis & Partners offers unique 
levels of service support and expertise. 
This happens right from the start: from the 
product sourcing and selection.

How to reflect John Lewis & Partners’ 
brand image
Remember to follow their new brand 
guidelines.

The important stuff

Your execution should be animation or 
illustration led. It should work across a variety 
of digital touch points, which can include digital 
screens in store, website, and other digital and 
social media. 

How might your idea translate to physical 
objects (gift bags, till rolls, POS, etc.) or even 
in-store experiences?

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

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); physical 
supporting material; if your mainpiece is JPEGs, 
you can also submit video (max. 1 min total); 
if your main piece is video, you can also submit 
JPEGs (max. 4). 

D&AD
New Blood  
Awards

@DandADNewBlood

• New Blood Awards 2019 •

#NewBloodAwardsdandad.org/new-blood-awards



Change the way the world 
thinks about menstruation 
issues and undo the social 
stigmas surrounding them.

Related Disciplines 
Open Brief 
Design 
Product & Service Innovations 
Experience & Service Design

Extra Prizes 
Potential internship with McKinsey 
Design. A selection of entries may 
also be showcased at Women 
Deliver 2019, the world’s largest 
gathering on the health, rights and 
wellbeing of women and girls.

Deadline 
20 March 2019, 5pm GMT

*Sadly, Charlie Robertson passed away on October 1 
2018, before the briefs were launched. You can read a 
tribute to Charlie in the tutor pack.

Brief set by  
McKinsey Design &  
The Case For Her 

In collaboration with  
Charlie Robertson*

The back story

Over 800 million of the world’s population 
menstruate on any given day. Menstruation 
is a natural body function vital to sexual and 
reproductive health, yet many areas of the 
globe lack support in terms of education, water 
supply, sanitation and hygiene systems, pain 
relief methods, product design, availability and 
affordability. 

The Case For Her is an innovative funding 
collaborative that invests in early stage markets 
within women’s and girl’s health, putting capital 
into underfunded areas such as menstruation, 
menopause and female sexual pleasure. They 
work with a range of companies on products, 
innovations in technology, education programmes 
and grassroots support.

What’s the challenge?

Talking about menstruation is still largely 
a social and cultural taboo across the globe. 
Although menstruation is a normal, healthy 
part of life for menstruators, stigmas abound.

There are still many places where practices of 
ostracising menstruators are upheld, shaming 
girls and sometimes even excluding women and 
girls from taking part in everyday life.

This affects the health and emotional, physical, 
and mental well-being of women, girls, and 
menstruators who identify as male or non-
gender binary. Menstrual health has a huge 
effect on gender equality and access to 
equal opportunities.

The Case For Her want you to develop an 
innovative service, product or campaign that:

• tackles menstruation issues and social 
stigmas

• is grounded in a solid research base

• shows fresh thinking and does not replicate 
what’s been done before.

How will you do this? Through an innovative new 
product? A brand-new teaching tool? A national 
campaign to spark debate, discussion and 
education? What you create is entirely up to you.

Who are we talking to?

You need to select the relevant audience for your 
project. This could be a specific age range, region, 
or even an institution, for example. Aside from the 
usual challenge of being relevant, credible and 
distinctive, you should consider how your product, 
service or campaign initiative serves The Case 
For Her to have a global impact.

Things to think about

How to go beyond the obvious
This is an open brief. Think laterally.

How to uncover what counts
Research for this brief is vital. Look at what 
already exists, where there are issues, and 
why these issues exist.

How to create global impact
Yes, you need to be relevant, credible and 
distinctive. But how can your product, service 
or campaign initiative help The Case For Her 
change the world?

How to present your work
• Describe who your product, experience 

or service is for, the need(s) it addresses, 
and how it does this.

• Present elements of your concept to bring 
it to life, eg. through storyboards, 
prototypes, wireframes, illustrations or 
animatics.

• Document and show your research, 
how you developed your ideas, your 
insights and your reasoning behind 
key decisions.

The important stuff

What this brief is not about:

• creating a solution to hide the existence 
of menstruation or to imply success 
is when you don’t know that someone 
is menstruating. This would do nothing 
to combat the social taboos. 

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

• only focusing on extreme cases. 

Consider citing instances of a small scale 
incident with global impact to highlight the 
issue of menstruation taboos.

Take a look at some of the partners who work 
with The Case For Her. See if there’s potential 
for your project to fit in with what they’re doing.

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

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); physical 
supporting material; if your mainpiece 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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Microsoft has changed. 
Radically. You have 
limitless potential; 
Microsoft offers limitless 
possibilities. Create a 
big and bold idea that 
revolutionises what people 
think about them

Related Disciplines 
Open Brief 
Advertising 
Digital Design 
Product & Service Innovations

Deadline 
20 March 2019, 5pm GMT

Brief set by  
Microsoft Surface 
 
In collaboration with  
Jane Steel (JKR)

The backstory

Once upon a time, you were a Mac person 
or a PC person. You were creative… or you 
weren’t. It was a binary world. 

People today don’t do binary. Or labels. We live 
and work in a world that’s more disrupted, more 
chaotic and more exciting than ever. Individuals 
can’t be pigeonholed – we’re all things, all 
the time. 

Microsoft believes that the visceral power 
of human creativity and imagination can’t 
be copied or manufactured. Combining that 
creativity with powerful technology is the most 
potent partnership for achieving more, from 
creating a new branding identity to using 
creativity to solve everyday problems. Your 
potential = their passion. They believe that 
creativity is a superpower, and the next 
generation should harness that superpower 
in all of its guises.

What’s the challenge?

Microsoft wants you dramatise, expose and 
educate to fulfil its mission of helping everyone 
to harness their creative superpower. 

Create a digital/online product, service 
innovation or campaign that:

• challenges perceptions of Microsoft as 
a brand. Make it more desirable. Make it 
talked about

• showcases Microsoft’s amazing educational 
possibilities to encourage experimentation 
and involvement 

• celebrates creativity as a superpower in 
the next generation.

You can use any Microsoft product as your 
focus, but you should strongly consider using 
Microsoft Surface thanks to its endless 
possibilities.

Who are we talking to?

You need to empower a new generation of 
creatives in an ever-increasing digital landscape. 
Target people who are just starting their creative 
journey, whatever their stage of life. Remember 
to clearly define your audience and explain 
your choice.

Things to think about

How to unlock creativity 
Can you do this through different channels 
and touchpoints of the brand experience?

How to get people to experiment
Encourage experimentation, involvement and 
innovative exploration using any Microsoft 
products or services (hardware or software). 
See further information pack.

How to evoke emotion 
Your work should have emotion at its heart 
to get people involved.

How to reflect Microsoft’s brand image
Be aware of the do’s and don’ts. Immerse 
yourself in the new brand experience and 
bring it to life through your creative idea. See 
further information pack. 
 
Other things to consider 
How can AI (Artificial Intelligence) have 
impact in environmental, cultural or societal 
causes? How can the boring-sounding 
‘cognitive services’ be the next game-
changer? How can we use education in 
digital skills (coding, computer science) 
to inspire the next generation? How can 
‘mixed reality’ help the elderly? See further 
information pack for examples. 
 
Is there a brand partner to enhance your 
activation eg. experiential event hosts/
creators such as Kew Gardens? If so, explain 
why. 

The important stuff

This brief isn’t about what Microsoft products 
can do. It needs a BIG idea that makes people 
think again about a well-known brand. It must 
engage the open-minded, openhearted spirit 
of a new creative generation. 

The way you solve the idea is up to you. Just 
be clear about the problem/opportunity, and 
who your audience is. However, this is not 
about creating a brand new physical product.

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

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 (brand websites, apps etc); 
physical supporting material; if your main 
deliverable 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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Use type to celebrate 
a community

Related Disciplines 
Graphic Communications 
Use of Typography

Deadline 
20 March 2019, 5pm GMT

Brief set by  
Monotype

The back story

Communities have traditionally been defined 
by geographical borders, but the way we identify 
community is ever changing.

There is a whole host of different types 
of communities out there. These generally fit 
under five different headings: interest, action, 
place, practice and circumstance.

What’s the challenge?

Language is often strongly engrained in the 
nature of a community from the language we 
speak to how and where we communicate. 
How could this translate across to typography 
becoming an identifier for community as well? 

Create a typography-led integrated graphic 
design campaign that:

• uses type to celebrate a community of your 
choice (maybe your own?) and showcase 
what makes it unique

• explores communities beyond the usual 
expectations. Such as online communities, 
those with shared interests, groups trying 
to bring about change or even communities 
brought together by circumstance. It’s up 
to you.

Who are we talking to?

Those within your chosen community. Those 
who might not know about your community but 
want to become a part of it. Or even those who 
simply have no idea that the community exists.

Things to think about

How to identify uniqueness
You’ll need to do your research and 
be inquisitive. This isn’t about enforcing 
stereotypes or making assumptions. Explore 
a fully rounded view of what makes your 
community different and have a solid 
understanding as to why.

How to celebrate community
The community you choose should have 
a positive message. It mustn’t discriminate, 
alienate or degrade other communities.

How to find inspiration 
Your inspiration can come from anywhere; 
you just need to sell it. So why look at obvious 
sources? Consider the typography in the 
heritage of your community. Or maybe look 
at things within it that provide stimulation 
and symbolism?

How to avoid assumptions
Your audience may not already know the 
community you’ve chosen. How can you 
express its essence to someone who’s never 
encountered it before?

The important stuff

Your campaign must include:

• at least one poster

• at least one digital element

• at least one other touchpoint.

Your touchpoints could be anything: a publication, 
digital experience, OOH, banners, moving image 
ads or other online promotions, for instance. 
Think beyond the obvious but think about what’s 
relevant to the community - and what would sell 
it the best. 

The more innovative, the better.

Show how your output is relevant to your 
community alongside your execution. Whatever 
applications you choose, type must be the 
major creative expression.

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

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 (brands websites, apps, etc); 
physical supporting material; if your mainpiece 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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Create an inspiring idea to 
get the world dancing

Related Disciplines 
Graphic Design 
Digital Design 
Experiential Design

Deadline 
20 March 2019, 5pm GMT

Brief set by  
Rexona*

In collaboration with  
Paul Edwards

The back story

Rexona* is a global leading antiperspirant. They 
invented the category in the 1960s, and drive 
it forward with cutting edge innovation and new-
age technologies. 

Their mission is to get the world moving. They 
believe the more you move, the more you 
live. And the more you move, the more Rexona* 
works.

Dance is a powerful form of movement. Powerful 
enough to cross social and cultural barriers. 
When words aren’t enough, dance can help you 
to express your true self. So now Rexona* want 
to develop the Rexona Dance Studio to harness 
this power. This will be the home of all of their 
dance activations, both in the digital and the 
physical world. They’ve already established a 
whole host of dance partnerships around the 
world with Now United and DanceOn, and the 
Rexona Dance Studio will be an extension of this: 
to encourage, celebrate and get more people 
dancing. 

What’s the challenge?

Bring the idea of the Rexona Dance Studio to life 
in the digital and physical worlds by creating 
an environment that celebrates dance.

Your solution must make the studio inclusive, 
accessible and engaging, and encourage young 
people all around the globe to get moving.

How can you recreate the Rexona Dance Studio 
experience so anyone, anywhere can experience 
the thrill of dance, even if they can’t attend 
a physical manifestation?

Who are we talking to?

13 to 25 year old women and men. This is 
a wide ranging audience, so you can select 
a specific group within this age range to focus 
your response. You should make your chosen 
audience clear in your response.

Remember that dance has a broad appeal, 
and your response shouldn’t just be for dance 
fanatics. This is for anyone, anywhere, who 
wants to get moving.

You should ensure your response also appeals 
to those who don’t have a strong affiliation 
with dance and consider how to use dance 
fanatics to inspire those that aren’t fanatics 
themselves.

Things to think about

How to be global 
Dance is a universal language. Be aware 
of the different cultures, and languages, 
you’re communicating with and how to bring 
them together. Your idea needs to feel and 
look global.

How to be accessible
You should not build an app. Think about 
the appropriate use of technology for where 
your audience is. Your solution must be 
easily accessible to the masses, such as 
in-app experiences, age-relevant social 
media (Instagram, live streaming, Bebo, 
WeChat, Snapchat), web builds, in-gaming 
experiences, relevant media partners and 
influences, etc.

How to have breadth as well as depth
Dance can be solo or in a group. How can 
your solution engage both individuals (think 
dancing in your bedroom) and communities 
(think new dance troupes)?

How to bring people/communities together
Could you develop additional content 
to support your idea, such as a physical 
dance studio? Or maybe a viral phenomenon 
that gets people to develop a real life Dance 
Studio event?

How to capture data
How could data play help inform your 
activation? How could your digital 
experience capture data that can then 
be actioned to help the audience and 
the brand?

The important stuff

Your work must include:

• an explanation of your concept 

• a main digital touch point, and an 
explanation of how this would work across 
different digital media

• an exploration of how your idea could 
translate into a physical experience 

• an exploration of how data could play a role 
in your piece.

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

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 (brands websites, apps, etc); 
physical supporting material; if your mainpiece is 
JPEGs, you can also submit video (max. 1 min 
total); if your main piece is video, you can also 
submit JPEGs (max. 4).

 
*also known as Sure, Degree and Shield.
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Create a campaign to show 
that being well informed is 
worth paying for

Related Disciplines 
Advertising 
Integrated Campaigns 
Digital Marketing

Deadline 
20 March 2019, 5pm GMT

*Sadly, Charlie Robertson passed away on October 1 
2018, before the briefs were launched. You can read a 
tribute to Charlie in the tutor pack.

Brief set by  
The Times & The Sunday Times 
 
In collaboration with  
Charlie Robertson*

The back story

The Times & The Sunday Times keep us not just 
informed, but well informed on what matters in 
life. They’re a considered, reliable and balanced 
source of knowledge. Importantly, they’re trusted. 
(They’re the only newspapers in the world which 
can be quoted in a court of law.)

They offer an incredible diversity of opinion 
so that readers can understand the story from 
multiple viewpoints. This, in turn, encourages 
people to challenge their own views and be 
equipped to know your times. 

See further information for full details on The 
Times and The Sunday Times messaging.

What’s the challenge?

People have access to questionable ‘news’ 
sources and social media in an instant, for 
no cost. The Times and The Sunday Times’ 
content isn’t knee-jerk or sensationalist. It’s 
considered and accurate. 

The use of print media is slowly fading away and 
being replaced by digital consumption. Their 
print reader is, on average, 76. They offer a 
paid-for digital subscription service, but even 
the average age of this reader is 54. 

Create a campaign or activation concept that:

• persuades people that considered news 
and content are worth your time and worth 
paying for

• drives online subscriptions, engaging 
a relatively younger audience

• cuts through the noise of other media 
outlets.

How can you persuade people to subscribe to the 
‘trusted guide to life’? 

Who are we talking to?

You’re targeting a different generation to The 
Times & The Sunday Times’ typical reader. 

These people are aged 35+ and value being 
composed, in the know, and in control in any 
given situation. They strive for personal and 
professional improvement. They want access 
to quality in amongst the copious amounts of 
free and fake news that’s available to them. That 
is why they need The Times & The Sunday Times 
in their life.

Things to think about

How to communicate quality
Unlike social media platforms or papers 
such as the Daily Mail, The Times & 
The Sunday Times advocate quality and 
prioritise publishing accurate journalism. 
You need to persuade people that they are 
the trustworthy source of news.

How to think beyond the obvious 
This isn’t just about selling news. The Times 
& The Sunday Times offer an incredible 
breadth, depth and variety of content. 

How to target the audience
This generation is at the heart of the 
beginnings of social media, according to 
Oxford University. 53% of a 35 to 44 year old’s 
main source of news is online (including 
social media): higher than any other source. 
8% of this age group said that their main 
news source was just social media.* 

How to research into people’s habits
Different age groups use social media 
differently. So don’t assume everyone’s 
habits match your own. ** 

How to fit in with the branding and tone of 
voice
This is a respectful, mature brand that’s 
never underhand nor wordy. The Times & The 
Sunday Times don’t force opinion; instead, 
they provide information to help readers form 
their own. See further information pack. 

The important stuff

Create an ad, integrated or digital marketing 
campaign or activation concept across relevant 
channels. 

You must refer to both The Times and The Sunday 
Times, and nail the key point of differentiation 
between them and other newspapers.

Show how to use the ‘Know your times’ strapline/
ethos in your work. 

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

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); physical 
supporting material; if your mainpiece 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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Virgin Atlantic has an 
amazing new Flight + Hotel 
proposition. How can you 
encourage people to be 
more spontaneous and 
give it a try? 

Related Disciplines 
Branding 
Design

Deadline 
20 March 2019, 5pm GMT

Brief set by  
Virgin Atlantic 
 
In collaboration with  
Jane Steel (JKR)

The back story

Virgin is an iconic brand, owning a unique 
space. But as new experiences and destinations 
become more affordable, a load of new brands 
and propositions now challenge that space. 

You can depart the everyday on a Virgin flight – 
it’s a much better way to fly. And you can continue 
that amazing feeling with Virgin Holidays. Each 
business is part of the master Virgin family. Yet 
each has its own distinct personality. 

Together, Virgin Atlantic and Virgin Holidays aim 
to be the world’s most loved travel company. 

What’s the challenge?

Like many airlines, Virgin Atlantic now offers hotel 
stays and experiences at the point of booking 
flights. This new ‘Flight + Hotel’ proposition is 
about being able to confidently book an entire 
trip at the touch of a button – saving time and 
sometimes money. 

How does this new offer look? 

Create a new name, brand and set of assets for 
this ‘Flight + Hotel’ sub-brand that:

• defines what the future travel consumer 
wants from online booking services 

• makes the benefits of this experience 
so desirable and irresistible that they won’t 
want to go anywhere else

• is distinctive from Virgin Holidays (which 
is all about taking time to plan a bespoke 
holiday with fully loaded experiences; that 
trip of a lifetime only Virgin can give).

How can Virgin Atlantic inspire people to be more 
spontaneous and book an adventure - simply and 
conveniently at the click of a button? 

Who are we talking to?

This is about an attitude, not a demographic. 
This is for people who get the max out of travel. 
They want novelty with a touch of lux. They 
consider ‘time as the new money and experience 
as the new wealth’. They are confident and 
independent-minded travelers who know what 
they want. They are used to researching and 
booking trips themselves.

For them, travelling for business or leisure 
is always an adventure.

Things to think about

How to showcase Virgin Atlantic’s expertise
How to maximise opportunities
How to convey elation
How to add wow
How to reflect Virgin Atlantic’s refreshed 
brand identity 

See further information pack for a full 
breakdown of these points.

Clearly demonstrate how the visual 
brand identity and TOV guidelines extend 
consistently to your sub-brand. How are 
they expressed across all aspects of the 
experience and through different touch 
points, such as digital (how will the new sub-
brand look in context on the Virgin Atlantic 
site?), print, OOH, social, radio, etc?

The important stuff

The lack of consistency in previous years has 
meant a lack of brand clarity for Virgin Atlantic. 
The lines between flights and bespoke holidays 
have blurred. So, now:

Virgin Atlantic = superior flying experiences

Virgin Holidays = planned/bespoke holidays

This NEW Virgin flight + hotel booking service 
= simplicity and reliability

This is about booking an adventure not planning 
one. There’s no need to shop around or co-
ordinate separate bookings. And you can get 
some brilliant deals.

Go big with your idea. Go bold. But don’t 
cannibalise the Virgin Holidays offer.

Virgin is optimistic not naïve, inclusive not 
generic, and adventurous not wild. They know 
how to help you squeeze the most out of life.

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

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); physical 
supporting material; if your mainpiece 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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How can Workplace  
by Facebook champion 
community and  
collaboration in the  
global workplace?

Related Disciplines 
Advertising 
Communications 
Campaign

Deadline 
20 March 2019, 5pm GMT

Brief set by  
Workplace by Facebook

In collaboration with  
Paula Bloodworth 
(Wieden+Kennedy)

The back story

The way we work is changing. People are working 
more flexibly. Companies are working across 
different countries. Teams need to engage 
across oceans, across time zones, and around 
individuals’ needs. 

Workplace by Facebook provides the space 
that brings those needs together and builds 
community within a company.

It uses familiar features like posts, groups, 
instant messaging, and video calls so people 
can work better, smarter and faster together. 
You can drive employee engagement, boost 
productivity, and transform your company into 
a community.

What’s the challenge?

There are lots of online working platforms, and 
they often feel more focused on the tech than 
the human aspect. But Workplace by Facebook 
lets you be where you want to be. It works around 
you. So, how can you show that it’s different?

Create an integrated campaign that:

• celebrates, and informs people about, the 
benefits of Workplace by Facebook

• brings together a global community to work 
with each other.

Workplace by Facebook takes everything 
that’s amazing about Facebook and makes 
it work for the workforce. How can you sell it 
as a collaborative tool that enables its users to 
make wherever they are their own workplace?

Who are we talking to?

Your target is the bosses (ie. C+ level managers) 
of large companies who can introduce Workplace 
by Facebook to employees. 

Things to think about

How to reach your audience
Where will you place your comms to reach the 
right audiences in the right frame of mind? 
How might you inspire the workforce itself 
- and how could this influence bosses? 
(Yes, you’re promoting Workplace to C-suite 
management, but you still need to convince 
employees.)

How to be innovative
Where and how might you use media 
differently to reach bosses?

How to understand the possibilities
Do your research. Play with Workplace by 
Facebook and discover its potential and how 
it could enhance communities in the company.

The important stuff

Create a campaign across relevant channels. 
It must feature Workplace by Facebook and must 
make the key point that it provides a new way 
to build community in the workforce.

Take a look at the ways different people work. 
Some are more productive in the morning; others 
are night owls. How does Workplace by Facebook 
facilitate this, while building community into the 
global workforce? 

Show how Workplace enables everyone to work 
better, together. This is all about how tech can 
be good for us, rather than isolating us. 

You can also consider the future of Workplace 
by Facebook. Where can it go? How might 
it inform the future of the workplace for the 
next generation? How would you make this 
a reality? What could your campaign do to 
support this?

What to submit and how: Read Preparing Your 
Entries before you get started for full format 
guidelines – we won’t accept work that doesn’t 
meet these specs.

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); physical 
supporting material; if your mainpiece 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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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 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, text and physical material.

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 or display properly at judging.

3. Please note, if you are entering the Side 
Hustle brief the entry requirements will 
differ. You can find all the information 
you need in the Side Hustle brief pack, 
available in early 2019. For information on 
formats, please see below.

Title & Description
• You’ll need to give a title and description 

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. Your brief may ask you to include 
specific info in this description.

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, 
including anything the judges will need 
so they can understand your response, 
and anything specified under What’s 
Essential 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’ll be asked to name every asset 
(each file you upload or URL you input) – 
use this to clearly indicate whether that 
asset is one of your main deliverables, 
or an optional supporting piece (eg. “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 2019. 

• 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, eg. 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.

• Work that needs special equipment 
(eg. 3D glasses) to view or use can only be 
included as optional supporting material. 
You’ll need to email us beforehand and 
may need to supply the relevant equipment. 

Use of Other Creative Material
• 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. Eg. stock images 
or typefaces you’ve bought the licence 
for, copyright-expired text, music made 
available under a Creative Commons 
Licence or that you’ve received appropriate 
permissions to use... Make sure you credit 
or acknowledge the source if/as required. 

• 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.

• See below for full specs.

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, 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 
as 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.

Codec H.264

File Name MOV
MP4

Aspect Ratio 1920 x 1080 
1280 x 720 
1024 x 576 
(640 x 480) 
(720 x 576)

Audio ACC
Stereo
48kHz

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

File Size 500 mbps
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Physical Work
Use this for: prototypes, mockups, print 
executions, etc. 

Format specs:
Cannot be submitted as your main piece, 
only as optional supporting material. This 
is because initial judging rounds take 
place remotely online. 

Download labels for physical work from 
the entry site when you submit your work. 
Fill them in and attach entry labels to the 
back or base of each object. Package 
together and attach a completed postage 
label to the package.

Your package must reach D&AD at the 
address on the entry labels by 5pm GMT 
on Wednesday 27 March 2019.

Contact us if you will need the item 
returned. Items won’t be returned unless 
requested by 27 March 2019 – email 
newblood@dandad.org with the subject 
line ‘Returns Request’. Include your name, 
the entry number and a description of the 
work you want returned. We’ll then contact 
you after judging to arrange collection. 
Please note that you’ll have to cover the 
costs of returns yourself. Space limitations 
mean we can’t store physical work for long 
after judging, so make sure you request 
a return as above or we may no longer 
have it.

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 (www.dropbox.com) and then 
submit the Dropbox link as a URL.

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 A4, and only one page 
per file.

• Use a clear font and 12 point text.

Audio
Use this for: radio ad or audio content 
executions only.

Format specs:
• File format: MP3

• Sample size: 16-bit

• Sample rate: 44100khz

• Maximum file size: 10mb

• File extension must read .mp3

• Don’t include audio introductions 
or presentations.
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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 between 18 and 24 years of age 
inclusive on 1 January 2019 can enter the 
New Blood Awards unless employed in a paid 
creative role for a commercial creative company 
(see below). They are also open to students and 
recent graduates 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 2019. To enter 
as a recent graduate, entrants need to have 
graduated from a recognised course on or after 
1 January 2017 and not be employed in a paid 
creative role for a commercial creative company 
(see below). 

If you are not entering as a student, you must 
not currently be employed in a paid creative 
role for a commercial creative organisation (this 
includes agencies, production companies and 
in-house brand agencies) for a contract length 
of 6 months or longer on 1 January 2019. 
This includes paid placements. A creative role 
is defined as a position where the entrant is 
employed in any type of creative role such as: 
copywriter, art director, graphic designer, etc. 
Entrants may still enter if they work for a creative 
company in a non-creative role. A position where 
you are employed as any type of creative such 
as: copywriter, art director, graphic designer 
etc. You can still enter if you work for a creative 
company in a non-creative role. 

Entrants for the Adnams and Bacardí briefs 
MUST be aged 18 or over on the date we receive 
your 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 
(www.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, licences, and other such authorisation 
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 (excluding tutors) to allow individuals to be 
credited accurately.
1.6 All Entries must be submitted via our online 
entry system. Physical work may be submitted 
as supporting material only.
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 help 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 Young 
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 of origin 
in their D&AD registration data.
1.11 Winning the Young Talent Award does 
not constitute and is not equivalent to being 
awarded in the New Blood Awards.
1.12 All entries must be created, uploaded 
and paid for by the closing deadline, Wednesday 
20 March 2019 at 5pm GMT. Any physical 
supporting material must also reach the delivery 

address by 5pm GMT on Wednesday 27 
March 2019.
1.13 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 2019; 
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 2019.
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 2019 are as 
listed on the brief pages of www.dandad.org/
new-blood-awards
2.8 For the avoidance of doubt, the sponsors’ 
clients for the D&AD New Blood Awards 2019 
are as detailed on the individual briefs.
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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 resubmit theirwork 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. 
Please note, the Rexona brief has specific 
terms and conditions relating to intellectual 
property. These terms and conditions are 
included in the brief pack that can be downloaded 
at www.dandad.org/new-blood-awards. By 
entering the Rexona brief you are agreeing to 
these additional terms and conditions.
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.

These are:
(a) An excellent creative idea; 
(b) Great craft or execution; 
(c) Answers the brief.
4.2 Each jury will award a select number of the 
Responses whom 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 that 
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 at 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, eligibility to apply for 
a place on the New Blood Academy.
(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 Pencil winners will be eligible to apply for 
a portion of a travel and accommodation fund 
of £15,000 to support attendance of the New 
Blood Academy and/or Awards ceremony. 
Allocation of funding to winner is at the sole 
discretion of D&AD which retains the right 
to devise and apply criteria to the selection 
process. The decision of D&AD is final.
5.3 In addition to the above, further prizes may 
be listed on the New Blood Awards page on 
the D&AD site: www.dandad.org/new-blood-
awards.
5.4 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 only 
be returned if a return request was made by 
emailing newblood@dandad.org by Wednesday 
27 March 2019.
6.2 Where a return has been requested, entrants 
will be contacted by D&AD after judging to 
arrange the date, time and method of return.
6.3 In the event that the return of material 
is not requested at the time of entry, the work 
will be stored by D&AD until no longer required 
for judging, or for the promotion and display of 
winning work. After this time, it will be destroyed 
or recycled where appropriate.
6.4 In the event that a return is requested, but 
the entrant does not collect or arrange collection 
of their work when contacted by D&AD, the work 
will be stored for 30 days from the date the 
entrant was contacted. After this time, it will 
be destroyed or recycled where appropriate.
6.5 D&AD is unable to guarantee the safety 
of work entered and is unable to accept 
responsibility for the loss or damage of entries 
received. D&AD advises all entrants to retain 
a copy of their work for their portfolio.

7. General Points
7.1 D&AD reserves the right to make changes 
to these Terms & Conditions, if necessary, from 
time to time.
7.2 The Terms & 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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