
Ordinary is the enemy 
of creativity.



Defy Ordinary.
Are you ready?
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Introduction

It’s time to rethink how we do 
what we do, because none of us 
wants to be ordinary.

We live in interesting times. We’re more 

aware, blinded, opinionated, politicised, 

divided, united, vocal, silenced and 

technologically advanced than ever.  

We’re more empowered, too. Ours is 

an industry fighting against roughly one 

billion ad-blockers. Or click-through rates 

at a measly 0.1%. It’s a sobering, powerful 

statement against what we do. 

Ordinary just won’t cut it. Or cut through. 

To stem the tide of convention, the 

fight against ordinary is on. Marketing 

is increasingly generic, data-driven and 

uninspiring. And everywhere. To properly 

stand out and be heard in a deafening 

marketplace, brands have to work hard.  

It’s the purity of a hard-working creative  

idea that can truly set them apart.

The good news is, hard-working ideas are not 

yet extinct. On the following pages you’ll find 

some truly outstanding creative thinking, and 

a breadth of work that brilliantly executes it.

We’ve picked out nine trends from our 

friends over at Trendwatching, along with 

the standout ideas that show how they can 

come to life.

So, what did we learn? It appears harder 

than ever to Defy Ordinary. When we 

looked through the trends and ideas, 

that was our measure. Does this get into 

that sweet spot that so many ideas miss? 

Does this Defy Ordinary?

When we came to pick the hardest-hitting 

ideas (p. 63), we were spoilt for choice. 

Long may it continue.

22 Libresse  

breaks taboos

10 Monobank rewards

exercisers with higher 

interest rates

54 Nike asks customers to 

‘get in line’ for new sneakers

28 Aleph creates 

slaughter-free steak

35 Toyi puts

children in the

designer’s seat

Sea change
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Betterment
The universal quest for self-improvement 

is shared by consumers the world over.  

Wellness and the environment feature heavily 

this year. Better inside, better outside. 
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Ukraine has the second-

highest death rate from 

coronary heart disease in 

the world – and it’s a bank 

that’s stepped in to make 

a difference. Monobank 

rewards its customers who 

walk at least 10,000 steps 

a day, with an interest rate 

of 21% on their savings. But 

the digital bank is quick to 

penalise, if the customer fails 

to reach the required steps 

for three consecutive days: 

the rate drops to 11%.

What we think:

Carrot, meet stick.

Monobank have

taken one of life’s

primary motivations

to have a positive

impact on another. 

Monobank
Ukrainian bank rewards 
active customers, with 
higher interest rates
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The Indonesian city of Surabaya has come 

up with an inspired way to help reduce the 

amount of plastic in Indonesia, the world’s 

second-largest contributor to ocean plastic. 

The city’s residents can buy bus tickets using 

recycled plastic bottles or cups, where five 

bottle or ten cups mean a two-hour bus pass. 

Data shows that a single bus can remove up 

to 250 kg (550 lbs) of plastic waste per day. 

The country hopes to be plastic-free by the 

end of the year.

KFC
A finger lickin’ take on mindfulness

KFC celebrated the UK’s Mindfulness Day with something 

that was more ‘yum’ than ‘omm’. Their light-hearted take on 

mindfulness featured a calming rainy scene, which turned out 

to be the sound of frying chicken. The KFChill mini-campaign 

encouraged customers to chill out to ‘pink noises’, including 

frying chicken, simmering gravy and sizzling bacon.

The city of 
Surabaya

Bottles exchanged for 
bus tickets in city’s 

fight against plastics

What we think:

The perfect marriage  

of insight and execution, 

that benefits everyone. 

What we think:

A well-aimed 

poke of fun at the 

wellness movement. 
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Helpfull
Convenience and superior service set the bar. 

No surprises there. Easier? Faster? Hassle-free? 

Tick, tick, tick. But as consumers lead increasingly 

busy, never-stop lives, brands need to do more 

and set that bar even higher. 
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Australia’s ING bank 

launched a feature that lets 

customers automatically 

put away savings when a 

particular thing happens, 

such as a change in weather. 

So, if the temperature drops 

below a certain level, for 

example, a pre-defined 

amount goes into the 

customer’s holiday fund. 

Partnering with tech firm 

IFTTT, the bank created the 

‘set-and-forget’ feature, for 

customers to define a savings 

plan to suit their lifestyle and 

savings ambitions.

What we think:

A good example of a big

bank getting with the

more customer-focused

times in FS. 

ING
Bank launches 

automatic saving feature 
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The JUNO KiwiSaver Scheme is 

a collaboration between JUNO 

Investing Magazine and fund 

manager Pie Funds. The scheme 

charges no fees to savers aged 

18 and under, or to people with 

a balance of less than NZ$ 5,000. 

And for people who do pay to be 

JUNO members, fees start at just 

NZ$ 5 a month and are charged as 

a dollar amount, not a percentage 

of the investment.

WeLive &  
Lemonade
Flexible insurance offered for 
short-term living spaces

WeLive, the residential arm of WeWork, 

teamed up with Lemonade, to offer flexible 

insurance to their customers using short-term 

living spaces (complete with housekeeping, 

mailroom, and on-site laundry). The US 

insurance company takes its profit upfront 

from customers’ payments, then donates to a 

charity of the individual’s choice at the end of 

the year (having fulfilled any claims).

What we think:

Good to see agility in the

insurance sector, to meet 

our changing needs and 

ways of living and renting.

Juno &  
Pie funds 

Savings scheme charges 
no fees to young people

What we think:

Yet another example of 

FS putting their money

where their mouth is. 
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Human brands
Authenticity rules, where personality, purpose and profit 

can coexist. Consumers react well to brands with meaning 

and character; brands that stand for something. And their 

corporate BS detector is more well-tuned than ever.
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Long-known for its stereotype-bucking marketing, Libresse 

(known as Bodyform in the UK) stayed true to form with Viva 

La Vulva. The ad campaign challenges taboos around open 

discussion of vaginas, squarely taking aim at insecurities 

many women have about them. Requests for so-called 

‘designer vaginas’ have doubled in the UK in the past five 

years, and Libresse hopes the campaign will lead to greater 

appreciation of the fact that vulvas come in many shapes 

and sizes – and perfectly normal they are too.

What we think:

Building on the foundation

laid by Blood Normal Viva

a Vulva not only does

great things for the brand,

but the wider discussion

around the subject. Bravo.

Libresse
Feminine hygiene brand 

breaks taboos
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Virgin Trains
Barista training for the homeless

Virgin Trains partnered with Change Please, 

to start selling its coffee onboard. Change 

Please is a small-scale coffee company with 

a big difference: it uses its profits to train 

homeless people to become baristas.  

With 32 locations in London and Manchester, 

it hopes to train more than 100 people each 

year, some of whom may be offered the 

chance to use their skills in a position on 

Virgin Trains. Fingers crossed.

What we think: 

Give a man a fish etc. 

An inspiring initiative 

that makes us wonder 

why all the big producers 

aren’t following suit.

What we think:

A neat little idea to get people enjoying

one of life’s simple pleasures together. 

OpenSeat 
Restaurant booking 

firm pairs up 
solo diners

OpenTable partners with Virginia Tourism to launch 

OpenSeat. Its idea is simple: get solo diners to let others 

know they’re open to sharing their table and meet 

someone new. When booking a table on OpenTable, 

the user writes ‘OpenSeat’ in the notes section.  

If another user does the same, they join each other at 

the table – and enjoy a free appetiser to break the ice.
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Better business
The belief that purpose can precede profit. Or consumption 

with a conscience. Increasingly aware that our global 

consumption comes with a price (paradoxical, right?),  

we’re looking for ways to ‘do good’. 
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Aleph Farms has taken plant-based meat substitutes up a 

notch and beyond the burger (Impossible Burger and Beyond 

Meat, take note), to create a slaughter-free minute steak. 

The Israeli startup uses tech that extracts animal cells and 

grows 3D meat in a lab, and aims to bring a sustainable cut of 

traditional steak to the market within three to four years – and 

one that dramatically reduces the current price of $50 a steak. 

What we think:

With meat production

among the world’s worst

environmental offenders,

Aleph’s substitute is

creating a healthier world. 

Aleph farms
Israeli food tech startup creates 

slaughter-free steak
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Rotterdam’s Recycled Island 

Foundation built a 140m2 

floating island, made entirely 

from recycled plastic waste 

from the River Maas (which runs 

through the city). The hexagonal, 

modular blocks can support new 

vegetation, benefit the river’s 

ecosystem, and offer a habitat  

for micro and macro fauna, 

including snails, flatworms, 

beetles and fish. Win-win. 

WeFood
Grocery store opens selling waste food

The Finnish grocery store, opened by international aid 

organisation Finn Church Aid, is putting people and the 

environment right where they should be: first. WeFood 

sells food that is otherwise wasted between manufacturer 

and supplier, down to damaged packaging or superficial 

imperfections – and at prices that are 50 to 70% below 

normal rates. The store is run by volunteers and profits go 

to support the charity’s various projects. Quadruple win. 

What we think:

Big supermarkets, take note. 

And put ethics before profits – 

and perfection. 

Recycled Island 
Foundation 

Floating ‘park’ created entirely 
from recycled plastic

What we think:

An inspirational example of

big thinking on a small scale.
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Youniverse
The desire to be seen and served as unique. 

In this age of hyper-personalisation and 

customisation, our preferences and tastes reign 

supreme – and brands are serving up to keep up. 
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Designed in Istanbul, Toyi is a children’s play 

kit containing wheels, feet, joints, sticks, 

flexible rings, and junction parts – but no 

instructions on how to use them. The aim is to 

fire children’s creativity by encouraging them 

to use the parts to turn everyday objects, 

such as bottles or cardboard boxes, into toys. 

What we think:

Anything that lets children

play – and in the truest,

purest sense – is the perfect

 distraction from screen time. 

Toyi 
Creative play kit puts 

children in the designer’s seat
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Bompas & Parr 
Pop-up installation offers 
an outdoor spa experience

Bompas & Parr‘s Paradise Now installation promised 

the experience of an outdoor spa, allowing visitors to 

completely relax in just 30 minutes. The London  

pop-up featured an infrared sun installation, a waterfall 

enriched with natural energising minerals, and a haptic 

meditation zone where guests could absorb nutrients 

from aroma-therapeutic pebbles. Free to visit, the 

installation was also painted in Baker Miller pink, which 

is scientifically proven to relax and reduce anxiety.

What we think:

Bompas & Parr’s

inimitable habit of 

capturing the zeitgeist

hits home yet again. 

Angad 
Arts hotel 

Hotel guests select 
room colours 

to match their mood

Missouri’s Angad Arts Hotel 

has introduced colour-coded 

rooms, where guests can 

choose a decor that matches 

their mood. Visitors at the 

146-bed hotel (created by 

North American design and 

development company,  

the Lawrence Group) can  

opt for yellow to lighten  

the spirits, blue to calm, 

green to revitalise, or red  

to ignite passion.

What we think:

In the age of hyper

 personalisation, 

this brings a whole 

new meaning to 

mood lighting. 
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Local love
The importance of local context. Globalisation 

may make a world fit in the palm of our hands or 

pockets; but not the world. And because of it, 

local is more important than ever. Embrace place. 
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Glenmorangie unveiled plans to restore 

the oyster population and reefs in 

Scotland’s Dornoch Firth bay. It’s part 

of the whisky brand’s ongoing DEEP 

environmental programme, which is 

introducing 20,000 oysters into the sea 

next to its factory, where the reefs were 

overfished and now extinct. They’ve also 

used 20 tons of discarded mussel and 

scallop shells to reconstruct the reef  

(for the first time in Europe). The initiative 

is partly funded by sales of Glenmorangie 

Dornoch, a special-edition whisky. What we think: 

It’s always good to see big 

brands helping good causes,

particularly when it’s close to home. 

We’ll raise a dram to this.

Glenmorangie
Whisky brand restores oyster 

population and reef
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Starbucks
Coffee brands work alongside non-profits  
to revitalise Puerto Rico’s coffee industry

Starbucks joins a consortium of international players, 

whose combined efforts (and clout) are reviving 

Puerto Rico’s coffee industry, which was devastated 

by hurricanes in 2017. The five-year initiative aims 

to increase the long-term resilience and economic 

performance of the island’s coffee sector by 

diversifying the coffee seed, introducing training and 

best business practices, and establishing networks 

and market opportunities for small farmers.

Ikea & Tom Dixon
Retailer to help customers grow their own food

IKEA’s collaboration with UK industrial designer Tom Dixon 

explores urban farming and encourages food growing at 

home. IKEA and Dixon shared their ideas at 2019’s Chelsea 

Flower Show, and examine how natural and technology-

driven farming can be approached at a local level in an 

urban environment. IKEA will launch a series of gardening 

and urban growing products in its stores in 2021.

What we think:

It’s good to see that

standout model of

global homogenisation

help us get our hands

dirty and fingers green. 

What we think:

It’s all too easy to criticise

the global behemoths,

but they need to look

after the people who

helped get them there 

in the first place. 
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Pricing 
pandemonium
The fluidity of price and value. Transparency is a hot 

topic this year, as forward-thinking brands redistribute 

profits in pursuit of a better future. 
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Vodacom
Telco empowers black employees  

with stock ownership scheme

Vodacom, the South African telco brand, committed to 

a ZAR 1.1 billion ($76 million) employee stock ownership 

program. The scheme, which impacts 4,000 staff, is part of 

the company’s bid to empower South Africa’s black citizens. 

Each of them gets around ZAR 755,000 ($52,227) in stock, 

totalling about one third of Vodacom’s total shares. 

What we think:

Power to the people indeed. Cynics may call this 

an elaborate PR exercise, but when you’re talking 

a third of shares, it sets quite a precedent. 
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Uber
Uber petitions the SEC to allow drivers 
to have shares in the company

Under existing legislation, US companies can only grant 

equity to employees, which means Uber’s ‘driver-partners’ 

(who are all contractors) can’t qualify. Uber has contacted 

the SEC (Securities and Exchange Commission), requesting 

that the law be changed so its drivers can have shares in the 

company. Amid striking drivers and even reports of suicides, 

this is a good move. Just like Airbnb, another of the gig 

economy ‘big three’, which has also written to the SEC…

What we think:

Too little, too late? Maybe.

But the intention is good.

But let’s not talk about the

wildly fluctuating IPO value or

the company’s consistent losses.

Aardman 
Animations
Animation studio stays independent by 
transferring ownership to employees

Aardman Animations, the studio famous for 

global smashes like Wallace & Gromit and 

Chicken Run, has transferred the majority of the 

company’s ownership shares to its 130 full-time 

employees. They wanted to preserve its creative 

culture and prevent a larger company from 

taking over. Aardman staff will own 75% of the 

company’s shares, which will be reserved for 

them in a trust. 

What we think:

Any preservation of

creative integrity at

the expense of suited

shareholders gets our

vote, and as fellow

Bristolians, doubly so. 
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Playsumers
The ageless quest for fun. Surprise, humour and 

entertainment are well-used tools, particularly 

when it’s human, playful and participatory.  

And as the world around us feels fraught,  

light-hearted escapism wins every time.
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What we think:

A sweet little idea

based on a sweet

little insight. 

A survey found that 90% of Americans have 

traded or would like to trade their unwanted 

candy on Halloween, so Reese’s set up its 

first Halloween Candy Converter Machine 

on 5th Avenue. They gave away 10,000 of 

its peanut butter cups on Halloween 2018 to 

candy lovers in New York City who wanted 

to swap their unwanted candy for the 

brand’s peanut butter treats. 

Reese’s
Halloween exchange 

machine swaps 
disappointing candy
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What we think:

The perfect storm of idea, 

media and message, 

preying on that oh-so

human need to be first. 

Anna Money debuted a debit 

card that meows when it’s 

used to make a contactless 

payment. The UK-registered 

finance company, aiming 

to increase customer 

engagement, auditioned 300 

cats to find the perfect pitch, 

and made a film to record the 

process. The company’s total 

customer base increased by 

46% during the campaign 

and daily card orders 

increased by 72% over the 

previous month. Meow-sers.

Anna Money
Debit card that meows  

when used

What we think:

Confirmation of the

age-old marketing

adage: if in doubt,

 use kittens. Nike
Sneakerheads join ‘virtual line’ 
for new sneakers

The release of a new Air Max always gets 

sneakerheads twitching – and queuing,  

in their droves. Nike launched a hashtag 

waiting list for sneaker fans in Korea,  

who could queue for the latest Air Max  

by creating custom avatars on a Nike  

platform and sharing them on Instagram. 

Nike fans were invited to tag their avatar with 

#AirmaxLine and join a digital queue where 

images were shown in chronological order. 

Their avatar doubled as a ticket to an online 

draw for sales. Over 80,000 posts were 

uploaded and – predictably – the sneakers 

sold out in minutes. 
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Infolust
Information. Consumed with a voracious appetite 

and produced by the giga-load, by every one of 

us. But it needs to be relevant, useful and timely. 

And as the data debate rages with ubiquitous 

breaches, consumers need control.
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What we think:

Anything that puts 

control of data

back where it

should be (firmly in

our hands), gets a

thumbs up from us. 

My31 is a free app from US-based  

Hu-manity.co, which believes that data 

ownership should be the 31st human 

right. The app leverages IBM’s blockchain 

platform to give users control of their 

data. Users are granted access to a data 

marketplace, where they can choose to 

sell their data. SWIPE, from Southeast 

Asia, is another blockchain-based 

solution that offers control and rewards 

for sharing app data. 

Hu-manity.co  
& Swipe

Mobile platforms allow users to 
trade and manage personal data 
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Sidewalk Toronto
Smart city development reacts to  
controversy around urban data

Sidewalk Labs, an Alphabet subsidiary focused on smart city 

solutions, faced questions about data privacy in its Sidewalk Toronto 

development. The initiative’s vision to ‘achieve new standards of 

sustainability, affordability, mobility, and economic opportunity’, but 

detractors questioned who owns the data collected in public spaces. 

Sidewalk Labs suggested an independent Civic Data Trust should 

control urban data, and that personal info should be wiped. 

MyVista
Platform helps users manage 
personalised, in-person experiences

MyVista is a US-based platform that collects 

data on consumers, so it can provide tailored 

experiences at partnering hotels, restaurants 

and retail outlets. Users choose what data 

(their preferences, real-time location, and 

more) is gathered and which locations get 

access. As users interact with the app and 

adjust their profile, MyVista keeps learning 

about what they like.

What we think:

Alphabet company or not, Sidewalk Labs

exists in that sweet spot of ‘data for good’.

Bring on the Civic Data Trust. 

What we think:

Hyper-targeted experiences, 

built on stuff we love? Count us in.
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Ideas that 
hit hardest
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Alexander is a boutique brewery in Israel, whose Gaza 

Border Beer takes limited edition to a whole new level. 

The beer is brewed with wheat salvaged from over 

28,000 hectares of fields along the Gaza border; fields 

that had been torched by ‘incendiary kites’ launched 

by Gazans. Israeli wheat farmers had watched their 

livelihoods go up in flames. Despite only brewing 

200,000 bottles, the beer and its campaign clearly struck 

a chord: it sold out in just five days, with a percentage of 

profits going straight to the farmers. We’ll drink to that.

Gaza Border Beer
Harvesting hope for Israeli farmers 

caught in the cross-fire
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Trash Isles
Welcome to LADbible country.  

It’s not what you think… 

Our insatiable appetite for plastic is wrecking 

the planet, we all know that. But how about 

making the France-sized island of plastic trash 

we’ve created into an actual country? The 

LADbible Group and AMV/BBDO did just 

that, launching The Trash Isles. With its own 

flag, currency (called Debris) and passports, 

the campaign gained 100k citizens in the 

first week, along with a string of high-profile 

endorsements. One of those ‘what if…’ ideas, 

flawlessly executed. 

JFK unsilenced
Recreating ‘the greatest 
speech never made’

We’re all familiar with the outcome of 

JFK’s fateful trip through Dallas in 1963. 

But much less so with the speech he was 

due to make on the day he was silenced 

forever. Until now. Accenture agency 

Rothco used AI to piece together data 

from 831 JFK speeches and interviews, 

combining it with intricate sound 

engineering to recreate the Trade Mart 

Speech. As part of launching The Times 

newspaper’s ‘Find your voice campaign’ 

it really is a tour de force, where tech and 

creativity work in perfect harmony. Bravo.
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Google Pixel 
Buds 

Google Assistant’s headphones  
are hard of hearing

Bluetooth headphones? Check. This 

is 2020, don’t you know. Bluetooth 

headphones that translate spoken word in 

real time? Now you’re talking. Even if the 

first iterations had some hearing problems 

(unfairly derided, IOHO), Google’s 

consistent upping of the ante is sector-

defining. Again. Hopefully it won’t meet 

the same fate as Google Glass... Did we 

mention that it translates spoken word in 

real time? Yet another masterstroke from 

Googleplex. 

Blood Normal
Libresse deftly challenges the taboos around periods

Feminine hygiene brand Libresse (Bodyform in the UK) continues setting  

the bar in taboo-busting (read about their latest campaign on p.23).  

This integrated campaign kisses goodbye to the sanitised world of blue liquid  

(yep, the one invented by the ad industry), and uses real women’s experiences 

– and real blood – to show real-life periods. Based on the insight that 9 out of 

10 women still attempt to hide their periods, it’s a triumph of storytelling.  

And one that earned AMV/BBDO a Glass Lion for the cabinet. Quite right too. 
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