Contextual Studies
 A & AD New Blood Awards Winners


Introduction 
This essay explores how other people have responded to the D&AD New Blood briefs. I will be looking at responses to the Burger King, Disney and Duolingo briefs. Using this research on these current submissions I will use this to aid my New Blood proposal.

Winner 1 – ‘100% Frsh’ for Burger King
https://www.dandad.org/annual/2021/home/newblood?next=/entry/newblood/3882/

Burger King’s brief was to let the public know that they no longer use E-numbers or any other type of artificial colourings, flavourings or preservatives in any of their food and that as a result their food now tastes better.

For the brief they wanted a big bold campaign using humour and a tone that was enthusiastic, witty, confident and approachable. 

Their target group was 18-34 year-olds as their research shows that this age group is distant from Burger King, does not consider the company to be ‘cool’ and thinks fast food is generally artificial.

For the outcome, Burger King required a script for a commercial type of the entrant’s choice, and an exploration of other media spaces, with a minimum of two ‘executions’ (a script and a secondary space).

Of the winners of this brief, I will discuss 100% FRSH, an entry that was submitted by a team in Sweden. Their entry consists of a script for a YouTube preroll called ‘The Whoppr’ and a one minute thirteen second video.

The YouTube preroll script describes a whopper burger on a pedestal being lit up by three headlights. There is a voiceover speaking out a script in which the letter ‘e’ has been removed from every word. At the end a statement reads ‘Our Famous Whopper. Now 100% free of any unnecessary E-numbers.’

The video is fast paced and uses very rhythmic music. Big bold words flash up on screen using a mainly red and white colour palette, telling the audience that Burger King has got a fresh new look and is now 100% free from E-numbers. About one quarter of the way through there is a cut into a humorous ‘mad professor’ moment, when a man talks about ‘the evil numbers’. This leads into more text on screen explaining how they have dropped their Es, both in terms of E-numbers and the letter ‘e’ in their advertising, to turn a bold look even bolder. The text ends with the line ‘BK does not mess with Es.’

The style of the video would definitely appeal to younger people. The use of YouTube to advertise additive free burgers will help capture the 18-34 year old audience who watch less television than their parents.

Burger King has a very defined brand and a specific audience they want to target through this brief. This is not the audience of the past who all sat down to watch the same programmes on television at the same time This idea of a mass audience is no longer as relevant. Audiences now can watch the same thing at different times and in different places. They are ‘geographically dispersed.’ (Hills, 2017, pp. 17-18).

Burger King is responding to research undertaken with a target group they desperately want to capture. This younger audience has been described as a ‘diffused’ audience who also help to influence the media by tweeting and blogging and watching trailers on YouTube (Hills, 2017, p. 18). The entrants must find ways to capture this younger audience by using the new digital media, such as the YouTube preroll in the 100% Frsh entry.

Burger King have been in business since 1953 during which time they have maintained the same look to their products, with the same colour palette and font, to create a strong brand identity. According to Sarah Banet-Weiser ‘The brand is the recognizable, regularized, and standardized “message” of a company, the result of a complex “branding strategy” (often called marketing). The success of a brand often depends on its stability, and ability to maintain over time a coherent narrative and recognizable expression. In more economic terms, the brand is a way for a company or corporation to distinguish itself from the competition, a way of standing out in a clutter of advertising, marketing, and products. In the contemporary cultural context, branding is not limited to products, but ideologies, feelings, and the self are also branded (Banet- Weiser 2017, p. 24).’

Burger King realised they needed to rebrand to reach a younger audience without losing their identity and their older customers. This rebranding process has included an emphasis on fresh natural produce, a preoccupation of this younger age group according to their research. This has required introducing new elements into their advertising campaign whilst maintaining the old stable identity of Burger King, including the humour and the fast-paced feel of the adverts, and the certainty that the customer will get the same product wherever they are, only now without additives. 

Winner 2 - ‘Disney Comics+’
https://www.dandad.org/annual/2021/home/newblood?next=/entry/newblood/3892/

In 2023 Disney will celebrate their 100th anniversary. For this event they want to see ‘evocative’ ‘brand-building’ campaigns aimed at young adults, 16-30 year-olds, who will become life-long fans from all around the world and from all backgrounds. 
The brief was to produce a campaign tagline, a presentation video of no more than two minutes, or a maximum of eight JPEG slides showing the entrants response. Optional material included interactive work such as websites or apps.

The winning brief I would like to discuss is called Disney Comics+ and was submitted by a UK team. This entry proposed to rebrand  the older Disney comics to create Disney Comics+, which will link with the Disney subscription streaming service giving the old comics a new lease of life with a younger generation with the intention of establishing a new fan-base
Their entry also includes plans to invite global local artists to make Disney Webtoons (digital comics), a fanart webcomic event. 10 winners will be featured on the launch day of Disney Comics+. 

The entrants put together a highly professional two-minute video outlining their proposal. They also provided colour palettes and font samples, and the application of Disney Comics+ on phones and a website. 

I felt the proposal to be original, particularly the social media aspects such as the fanart webcomic event. It is a complicated entry with many elements to it but the proposal was set out clearly.

Disney relies a great deal on the emotional aspect of their products and brand with the aim of creating nostalgia, and they have a very loyal fanbase which they are always looking to expand. 

Affect theory is about how we respond emotionally to experiences and how we bond with others through that experience. According to Carrie A. Rentschler ‘In studying affect, scholars aim to analyze what is not typically accounted for in media studies: how things feel, for whom, and with what potential… It approaches the experiential qualities of embodiment through the capacity to feel, move, and be moved and provides a different set of perspectives on what connects collective social bodies, their modes of relating, and their affiliative, felt structures of togetherness.’ (Rentschler, 2017, p. 12). 

Comic+ captures this sense of togetherness and emotional experience through the nostalgia of the old comics.

Disney’s fanbase is one of their greatest assets and something they seek to increase through the introduction of younger fans to their products from all around the world. Henry Jenkins, notes that ‘the term “Fan” is an abbreviated form of the word, “fanatic,”’ originally associated with religious devotion. The abbreviation ‘fan’ appeared in the nineteenth century, but the negative associations with the word continued. He notes that despite these negative associations, ‘popular usage of the term has become more widespread. Today, the culture industries use “fan” to describe anyone who clicks a like button on social media, as they seek to intensify fan engagement as a mechanism for insuring loyal attention within a cluttered media environment.’ There is no longer any stigma associated with identifying as a fan. (Jenkins, 2017, pp. 65-66).

Comic+ potentially creates a wider fan base through connecting fans to the old comics and creating new comics, and through interactive events. 

Winner 3 – ‘Duolingotchi’ 
https://www.dandad.org/annual/2021/home/newblood?next=/entry/newblood/3876/

The brief set by Duolingo, a free language learning app, was to develop a campaign aimed at 16-22 year-olds all over the world. They state that as we get older it gets harder for us to learn new languages, so targeting the young and encouraging them to start learning early on in life is important. Duolingo wanted the entrants to make learning a new language fun and like a game, which would help people to keep going with it, and to find ways of keeping users engaged with the app. Their research shows that over time users start ignoring the app notifications.

The brief included finding ways of encouraging this audience to download a Duolingo app and make it part of their everyday activities. The brief encouraged the entrants to get young people to engage with the app through social media, brand partnerships or radio ads.
Entrants were required to present either a video or JPEG slides showing their solutions along with other optional material such as websites, apps and video.

The novelty of the winning Duolingotchi entry is the combination of Duolingo with Tamagotchi. Users have to keep their Tamagotchi alive by working on their language skills on a daily basis, otherwise their Tamagotchi will die. To encourage new people to use the app, it is advertised by placing the bar code in outdoor sites such as at bus stops. The entrants claim that the nostalgic relationship many young people already have with the Tamagotchi game, and the pressure to keep their Tamagotchi alive, will give them the motivation to continue with their language learning.

Duolingo also wanted the entrants to make their campaigns fun and like a game that you play. With Duolingotchi a lot of emphasis is placed on making the app interactive and playful as well as helping participants practice their language skills. 

According to Matthew Thomas Payne ‘…to engender personal change, play requires a leap of faith; it demands that players adopt… a “lusory attitude”[accepting the random rules of a game]. The value of the lusory attitude for critical analysis is that we can learn about ourselves and our media when we open ourselves up to the vulnerability of play; by risking failure in games or rejection by peers in a fan forum, we stand to learn and grow through playful experimentation.’ (Payne, 2017, p. 139). 

The Duolingotchi game could result in failure for the user because the Tamagotchi may die. But this risk element may also make the app more effective and the user more invested in it.

Another of aspect of this entry is the interactive element with the Tamagotchi and potential users of the app being encouraged to download the barcode in different settings. According to Leaver, ‘media are not passively received, but rather actively decoded and interpreted by every audience member.’ (Leaver, 2017, p. 108).

Critical Reflection 2-300 words
Critical reflection on own practice relating to both textual analysis (what is it) and contextual analysis, including at least one quotation. 

According to David Boud et al (1985) “…reflection in the context of learning is a generic term for those intellectual and affective activities in which individuals engage to explore their experiences in order to lead to new understandings and appreciation. It may take place in isolation or in association with others.” For me critical reflection entails analysing other people’s creative responses. For me that is both an intellectual and emotional exercise.

These entries are all unique and interesting ideas, but the D&AD briefs are all tied to a certain age group, the 16 to early thirty years. Studying these winning briefs has made me realise that I will have to research my intended audience thoroughly. 

The importance of making a proposal interesting and fun is also clear. This can be done by using current topics that the audience can relate to, and making the brief interactive for its intended audience.
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