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Brief set by 
OMO, Unilever

In collaboration with 
Fadi Dada, Anomaly

The backstory
For over 20 years, Unilever’s top laundry brands 
around the world (such as OMO, Persil and 
Skip) have been united through their category 
challenging message: ‘Dirt is Good’. 

Dirt is Good (DIG) encourages messy play 
for child development. It gives parents the 
confidence to let their children go outside 
and get dirty, safe in the knowledge that their 
clothes will always wash fresh and clean again 
with DIG laundry products. These efforts have 
been focused on young families, until now… 

‘Dream and dare’ is DIG’s brand new platform. 

It takes the DIG philosophy to a new audience 
and a wider demographic of consumers. DIG 
wants to inspire people of all ages to dream and 
dare, without fear of getting dirty. Because you 
don’t achieve your dreams by playing it safe.

What’s the challenge?
Use creative copy to bring the Dirt is Good 
message to a new audience of young adults 
who deserve to dream and dare.

You should articulate the ‘dirt is good’ story 
through three different channels, one of which 
must be traditional media (ie TV, out of home 
(OOH), radio or print). The other two channels 
are up to you, but you must include at least one 
example of long form copy (such as a script or 
article) and one example of how that copy would 
translate into short form (such as social media).

Who are we talking to?
Young people who don’t have a family. They 
might live on their own, with a partner or with 
housemates. However they live, they buy their 
own laundry detergent and groceries. Pick your 
audience from one of the following territories: 

India (Surf Excel) 
Brazil (OMO) 
UK (Persil) 
The rest of Europe (non-UK) (OMO)

Things to think about

How to reposition the message 
Until now, the majority of messaging has 
centred on the importance of getting dirty 
for children’s development and enrichment.  
How can your idea feel like a natural 
progression and avoid alienating current 
audiences, whilst bringing in a new audience 
to feel like it is just as important to them?

Tell the right story 
There are two key points to the DIG 
positioning:

1. To let people know that DIG products work 
better than other brands.

2. To show dirt as a source of human growth 
and progress.

For this new audience you should seek to 
land the message that DIG inspires people 
to dream and dare, with no fear of getting 
dirty. Because dreaming and daring (risk 
taking) is a human need, it leads people to 
build resilience, feel a sense of achievement 
and enjoyment, and enables creativity and 
problem solving. Society benefits from those 
who dream and dare.

Pick the right channels 
Your response should embrace both 
traditional and non traditional media types. 
While you need to include at least one form 
of traditional media (eg TV, OOH, radio), 
consider where you’re likely to reach the 
audience and think about how you can get 
them to take notice. 

But this is a copy brief – so whatever channel 
you choose, you’ll primarily be judged on the 
strength of your copywriting.

Market specific 
The brands are global, but you should focus 
on making sure your idea works first and 
foremost in your chosen market. You can 
consider how your idea might scale, but only 
after you’ve nailed the local nuance. 

The important stuff
Use creative copy to communicate DIG’s brand 
positioning to a new audience. All copy must be 
in English, no matter which territory you choose 
You must include at least three executions 
(one of which must be for a traditional media 
channel) and make it clear where they would 
appear. 

You can submit these as mockups, scripts, or 
full executions (eg TV ads, radio/podcast ads). 
The level of execution will be considered, but 
remember that your work will be judged first and 
foremost on the strength of your copy.

What and how to submit

Read Preparing your entries before you get 
started for full format guidelines.

Main (essential): 
Upload your long and short copy examples as 
PDFs (max. combined total 4 x A4 pages); and 
your visual execution(s) as JPEGs (max. 8) or a 
video (max. 2 minutes). 

Optional (judges may view this if they wish): 
Interactive work (websites, apps, etc); if your 
main piece includes JPEGs, you can also submit 
video (max. 1 min total); if your main piece is 
video, you can also submit JPEGs (max. 4).

Further information

Writing a script and not sure where to start? 
Don’t worry, D&AD will be releasing some 
helpful content on this that we’ll share with 
everyone who downloads this brief. 
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