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Summary
In 2017, PR teams are more comfortable than they have ever been in creating 
the big ideas and building creative structures that make them leaders in the 
marketing mix, but many still lag behind creative, media and ad agencies.
 
This does not have to be the case. As this White Paper shows, while there are 
challenges that still lie ahead for the industry, there has been a growth in 
clients that consider using PR firms as lead creative agencies and, as a result, 
many more PR teams are building creative capabilities within their services.

The many voices in this White Paper, from PRCA’s Francis Ingham to H+K 
Strategy’s Simon Shaw, have acknowledged this shift and think it’s here to 
stay. As D&AD Awards organisers of the PR programme have said: 
“Successful campaigns are no longer just crafted in the confines of creative 
agencies; creativity can no longer be pigeonholed in this way.” 

It is why now, more than ever, PR teams should have the confidence in 
owning the creative idea. And with awards season coming up and creativity 
heavily on the mind of PR teams for 2017, here are Gorkana’s 3 steps to 
owning the creative idea in PR...
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Creativity is one of those catch-all skills and concepts that everyone in the industry knows 
they should  lay claim to have, yet its broad nature means many agencies and 
organisations struggle to define what this means for PR in practice. 

Creativity in marketing and communications can take many forms, from an account team 
coming up with a creative idea, taking the lead on a creative campaign or innovatively 
distributing it through emerging channels.

In marketing, ad and media agencies are seen as the source of creative thinking but, in 
media, boundaries are breaking down. Recent campaigns, such as NHS Blood & 
Transplant’s ‘Missing Type’ initiatives, have shown that creativity can be found in earned 
media and PR-led initiatives.

Winning Gold at Cannes Lions 2016, Engine and its PR agency, MHP, planned, activated 
and created media and digital content for the integrated ‘Missing Type’ campaign. They 
implemented a three-stage disruptive campaign that sparked conversation and initiated 
behaviour change – creating new donor registrations – rather than simply raising 
awareness.

Media relations was key to driving the campaign and shaping conversation across print, 
broadcast and online outlets, while social media was an essential part of engaging with 
the primary target audience of young adults aged 17 to 24.

This is just one of many examples of PR taking the creative lead. In this White Paper we 
explore the core steps to gaining more confidence that the creative idea not only lies in 
PR, but can also be developed and executed by PR professionals.



There is no longer a barrier between different marketing disciplines. Fragmenting media 
and a proliferation of digital channels has transformed the client brief, which now calls 
for agencies across disciplines to take increasingly all-encompassing roles. 

While traditionally PRs have rarely been placed in charge of creativity or creative 
campaigns, this has seen an upward trend in recent history. The Holmes Report’s 
‘Creativity in PR’ 2016 study shows that last year 74% of clients said they would consider 
their PR firm as lead creative agency. 

Also, 60% of clients said they are more likely to approach their PR agency for big creative 
ideas than they were in 2015. 

Nothing has shown that creativity is increasingly seen as a PR activity as the amount of 
PR-specific award entries popping up in the creative space. Alongside awards such as 
the Effies, Webbies and Cannes, more recently the Design & Art Direction (D&AD) 
Professional Awards have included the category of PR.  

On introducing a PR award in 2016, D&AD said: “Where once the function of a PR or 
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74% of clients said they would consider their PR firm as their lead creative agency. 

  Source: The Holmes Report

media department was to support and elevate a creative campaign designed by a 
separate agency, today the lines of creativity are blurred. Successful campaigns are no 
longer just crafted in the confines of creative agencies; creativity can no longer be 
pigeonholed in this way.”

The creative challenge 

It’s impossible to ignore that there have been challenges with the PR industry claiming 
the creative idea. Francis Ingham, PRCA director and ICCO chief executive, believes this is 
down to two things: budgets and the mindset of thinking big. He says the two are linked 
but not identical. 

“Our industry under-charges clients, and therefore it sometimes also delivers unoriginal 
campaigns. The lack of thinking big relates partly to budgets, and also partly to client 
conservatism. We need to push the budgets and to push the boundaries of our clients’ 
bravery. Ad agencies do so. Why can’t we?”

Despite this, Ingham thinks PRs and communicators pros should have confidence in 
owning the creative idea as they are ‘the masters of storytelling’.

 

And what of these awards? With only five PR agencies winning in the PR category at 
Cannes last year, it showed that just being a part of the competition is not always 
enough. 

“I said last year that Cannes 2016 would not be remembered with great affection by our 
industry. In some ways it was a step backwards. But I remain convinced that the broad 
direction of travel is positive,” says Ingham. 

He adds: “More PR agencies are entering; more of them are getting to grips with 
expectations; more are embracing video content to show what they’ve achieved. And our 
work with the Cannes organisers to change the judging criteria will, I am sure, lead to 
more PR agencies winning, and ultimately winning big.

Transcend traditional frameworks

The Holmes Report’s ‘Creativity in PR’ study also shows that 60% of agencies think that the 
quality of creativity in PR campaigns has improved in the past year. But, Ogilvy Public 
Relations’ managing director and chief brand strategist, Sandra Saias, believes the most 
progressive campaigns transcend PR.

She said: “For brands to stay relevant in the competitive PR landscape "getting out of the 
box" creatively is essential. However, in order for brands to rise above the thousands of 
other brands attempting to get out of this box there needs to be an applicable mes-
sage/theme that hasn't been utilised before and one that connects on a deep emotional 
level with audiences and stakeholders.

“A world in which news evolves at Tweet-speed demands a fleet-footed response that 
not only contains an issue but capitalises on the zeitgeist of the moment using real-time 
advantage. PR is agile and nimble and connected to the news of the moment and there-
fore ideally suited to create the kinds of campaigns that build deep trust and reputation 
in an ocean of competition for attention. Creative competitions can give the PR industry 
the platform it needs to break out.”
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And what of these awards? With only five PR agencies winning in the PR category at 
Cannes last year, it showed that just being a part of the competition is not always 
enough. 

“I said last year that Cannes 2016 would not be remembered with great affection by our 
industry. In some ways it was a step backwards. But I remain convinced that the broad 
direction of travel is positive,” says Ingham. 

He adds: “More PR agencies are entering; more of them are getting to grips with 
expectations; more are embracing video content to show what they’ve achieved. And our 
work with the Cannes organisers to change the judging criteria will, I am sure, lead to 
more PR agencies winning, and ultimately winning big.

Transcend traditional frameworks

The Holmes Report’s ‘Creativity in PR’ study also shows that 60% of agencies think that the 
quality of creativity in PR campaigns has improved in the past year. But, Ogilvy Public 
Relations’ managing director and chief brand strategist, Sandra Saias, believes the most 
progressive campaigns transcend PR.

She said: “For brands to stay relevant in the competitive PR landscape "getting out of the 
box" creatively is essential. However, in order for brands to rise above the thousands of 
other brands attempting to get out of this box there needs to be an applicable mes-
sage/theme that hasn't been utilised before and one that connects on a deep emotional 
level with audiences and stakeholders.

“A world in which news evolves at Tweet-speed demands a fleet-footed response that 
not only contains an issue but capitalises on the zeitgeist of the moment using real-time 
advantage. PR is agile and nimble and connected to the news of the moment and there-
fore ideally suited to create the kinds of campaigns that build deep trust and reputation 
in an ocean of competition for attention. Creative competitions can give the PR industry 
the platform it needs to break out.”

He adds: “The past ten years of economic turbulence have actually 
been very helpful for the industry’s self confidence. Clients have 
stripped away budgets from ad agencies and handed them to PR 
ones instead. Having made that shift, I don’t see the money going 
back to its original home.”
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She said: “For brands to stay relevant in the competitive PR landscape "getting out of the 
box" creatively is essential. However, in order for brands to rise above the thousands of 
other brands attempting to get out of this box there needs to be an applicable mes-
sage/theme that hasn't been utilised before and one that connects on a deep emotional 
level with audiences and stakeholders.

“A world in which news evolves at Tweet-speed demands a fleet-footed response that 
not only contains an issue but capitalises on the zeitgeist of the moment using real-time 
advantage. PR is agile and nimble and connected to the news of the moment and there-
fore ideally suited to create the kinds of campaigns that build deep trust and reputation 
in an ocean of competition for attention. Creative competitions can give the PR industry 
the platform it needs to break out.”
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What does it take to build a brilliant 
creative PR idea?
 
Brilliant ideas are built on insight and truth; we 
consider category and brand truths and develop 
human and cultural insights. The quality of these 
insights and the depth of knowledge providing the 
truths drives the brilliance of the idea. In order to 
come up with the best insights we need to foster a 
culture of curiosity and diversity in our businesses to 
enable us to find unusual points of view and make 
the connections that other don’t see. Add to this 
some creative thinkers and that builds a brilliant 
idea.
 
Do you have a favourite creative 
campaign that has been led by a PR 
agency?
 
I tend to look for inspiration outside the work of our 
competitors. I love the work that IBM is doing with 
Watson and artificial intelligence and also the 
thinking and work of Bjarke Ingles Group / BIG 
Architects. Consider their waste energy plant building 
in Copenhagen that doubles as a ski-slope. This and 
other projects are communications on an 
architectural scale, delivering a point of view and 
communicating it to the world.
 
When and why is PR best placed to come 
up with a creative concept?
 
It isn’t. We need to work at it. The most forward 
looking clients will challenge all their agencies to 
come up with the creative concept or idea for a 
campaign. It is not about waiting our turn or being 
best placed but simply presenting the best idea or 
concept.

best exemplifies the D&AD ethos and focus on work 
that really demonstrates creative and design 
excellence; work that is beautiful, delivers a degree 
of joy through its execution and shows excellence in 
design. If we focus on this I believe that we can show 
that the PR industry has the ability to create work that 
the founding designers and art directors of the D&AD 
would have considered excellent by the standards of 
any industry, and we will celebrate great work in PR 
through this lens.

Have you seen creative work growing in 
the PR industry?
 
As the breadth of work we undertake for clients 
grows in scope, the type of work we do for our clients 
has to deliver creative excellence not just in its idea 
but through its execution.
 
While we have new competition for our ‘traditional 
work’ it also means we can now compete for a new 
kind of work. For H+K, 2016 has been the year that 
we have seen our own reinvention come of age. We 
are an agency with 90 years of public relations 
heritage and 87 offices around the world – 
something of a tanker when it comes to changing 
course. It started in 2015 when we reinvented the 
London agency as the Global Center of Creative 
Strategy for the network in response to us seeing a 
future with changing clients challenges and therefore 
requirement of their agencies. London has gone on 
to spearheaded our journey of change and this year 
has seen us win and deliver traditional 60 second 
ads, OOH campaigns, integrated campaigns, new AI 
interfaces, C-suite consultancy, as well as design 
brand eco-systems, events and identities for clients. 
All this on top of the more traditional services 
associated with public relations.
 
Should PRs have more confidence in their 
creative capabilities?
 
We need to develop these skills in our industry, 
reinvent ourselves and continue to bring new types 
of creative skills into our agencies. Most importantly 
for these to flourish we need to develop a new type 
of culture in the agency that values these capabilities 
above all others. We have two things to share with 
our clients - our ideas and the culture of the way we 
work expressed through our people. Sometimes this 
is called chemistry but it is actually about the 
chemistry of cultures.
 

As PR jury president for this year's D&AD 
awards - what will you judge as a 'good' 
example of creative PR work?
 
There is a large number of awards for the PR 
industry, and while not black and white, arguably 
each award has its area of focus; the Effies talk to 
effectiveness, the Webbies to how you scale an 
idea and the Cannes Lions focus on the insight 
and idea itself. Since the D&AD was founded 
in 1962, today it has championed 
creative and design excellence. 

In the work we select, I 
will be encouraging the 
other judges to 
consider work that 
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The Creative Judge: 
Simon Shaw
Hill + Knowlton’s Chief Creative Officer + D&AD’s President PR Juror

What does it mean for the PR industry to be 
included in the D&AD awards programme?
 
For the PR industry it means we can showcase our work on one 
of the best creative stages in the world. Starting my career as an 
architect, then working in integrated communications before 
joining a PR agency that values not only the idea, but also the 
craft of execution, is close to my heart.

As PR agencies broaden the scope of the campaigns we 
undertake, our work must be compared to the best in the 
world not just according to the originality of the ideas 
and the effectiveness of the programme, but also the 
passion for the craft of delivery. The best in the world 
now includes advertising, digital, design and other 
PR agencies as well as Netflix, Google and 
Amazon, all of whom compete for the attention of 
our audiences.

3 steps to owning the creative idea in PR 
April 2017



What does it take to build a brilliant 
creative PR idea?
 
Brilliant ideas are built on insight and truth; we 
consider category and brand truths and develop 
human and cultural insights. The quality of these 
insights and the depth of knowledge providing the 
truths drives the brilliance of the idea. In order to 
come up with the best insights we need to foster a 
culture of curiosity and diversity in our businesses to 
enable us to find unusual points of view and make 
the connections that other don’t see. Add to this 
some creative thinkers and that builds a brilliant 
idea.
 
Do you have a favourite creative 
campaign that has been led by a PR 
agency?
 
I tend to look for inspiration outside the work of our 
competitors. I love the work that IBM is doing with 
Watson and artificial intelligence and also the 
thinking and work of Bjarke Ingles Group / BIG 
Architects. Consider their waste energy plant building 
in Copenhagen that doubles as a ski-slope. This and 
other projects are communications on an 
architectural scale, delivering a point of view and 
communicating it to the world.
 
When and why is PR best placed to come 
up with a creative concept?
 
It isn’t. We need to work at it. The most forward 
looking clients will challenge all their agencies to 
come up with the creative concept or idea for a 
campaign. It is not about waiting our turn or being 
best placed but simply presenting the best idea or 
concept.

best exemplifies the D&AD ethos and focus on work 
that really demonstrates creative and design 
excellence; work that is beautiful, delivers a degree 
of joy through its execution and shows excellence in 
design. If we focus on this I believe that we can show 
that the PR industry has the ability to create work that 
the founding designers and art directors of the D&AD 
would have considered excellent by the standards of 
any industry, and we will celebrate great work in PR 
through this lens.

Have you seen creative work growing in 
the PR industry?
 
As the breadth of work we undertake for clients 
grows in scope, the type of work we do for our clients 
has to deliver creative excellence not just in its idea 
but through its execution.
 
While we have new competition for our ‘traditional 
work’ it also means we can now compete for a new 
kind of work. For H+K, 2016 has been the year that 
we have seen our own reinvention come of age. We 
are an agency with 90 years of public relations 
heritage and 87 offices around the world – 
something of a tanker when it comes to changing 
course. It started in 2015 when we reinvented the 
London agency as the Global Center of Creative 
Strategy for the network in response to us seeing a 
future with changing clients challenges and therefore 
requirement of their agencies. London has gone on 
to spearheaded our journey of change and this year 
has seen us win and deliver traditional 60 second 
ads, OOH campaigns, integrated campaigns, new AI 
interfaces, C-suite consultancy, as well as design 
brand eco-systems, events and identities for clients. 
All this on top of the more traditional services 
associated with public relations.
 
Should PRs have more confidence in their 
creative capabilities?
 
We need to develop these skills in our industry, 
reinvent ourselves and continue to bring new types 
of creative skills into our agencies. Most importantly 
for these to flourish we need to develop a new type 
of culture in the agency that values these capabilities 
above all others. We have two things to share with 
our clients - our ideas and the culture of the way we 
work expressed through our people. Sometimes this 
is called chemistry but it is actually about the 
chemistry of cultures.
 

As PR jury president for this year's D&AD 
awards - what will you judge as a 'good' 
example of creative PR work?
 
There is a large number of awards for the PR 
industry, and while not black and white, arguably 
each award has its area of focus; the Effies talk to 
effectiveness, the Webbies to how you scale an 
idea and the Cannes Lions focus on the insight 
and idea itself. Since the D&AD was founded 
in 1962, today it has championed 
creative and design excellence. 

In the work we select, I 
will be encouraging the 
other judges to 
consider work that 

H&K CCO Simon Shaw has more than 15 
years’ agency experience working with brands 
such as Coca-Cola, Nike, O2, Heineken, Ford 
and Land Rover. 
Over the course of his career, he’s delivered 
strategic creative counsel and developed 
multi-channel, content-led campaigns on a 
global scale.

Shaw is this years PR jury president for the 
D&AD Professional Awards.

· 

· 
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Text 100, HSE Cake, Ogilvy PR and Edelman are just a few agencies that have hired 
creative directors (CDs) in 2017. The Holmes Report’s Creativity study shows that 37% of 
this year’s agency respondents have a creative director in place at their firms. There is 
also a reasonable increase in those that are considering it (21% from 12% in 2015) and a 
corresponding drop in the proportion that believe the role is not necessary (30%). 

Havas PR’s board director Nigel Hughes says: “Having a senior person who is 
responsible for harnessing all the ideas we have and channelling them towards the 
problems our clients face makes what we offer more relevant for those clients. 
Idea-generation is easy. Good ideas that make a difference for clients are harder to find.”

The hiring challenge

Hotwire PR, Havas PR and FleishmanHillard Fishburn have all made recent creative hires. 
The agencies discussed why they came to the decision to hire one, how they contribute 
to the team and how it’s made creativity more efficient in the agency. But, before they 
chose their candidates they described the main challenges to finding the right fit.

· Cultural fit
Company culture and how the directors fit within it was a big consideration for all three 
agencies. They noted being concerned about how to manage ego, how CDs would fit in 
with the team and the approach they take to the role.

Three ways FleishmanHillard Fishburn’s creative director, Kevin O’Sullivan, builds 
creativity in the business:

Focusing on filling everyone with the confidence to fulfil their potential when it comes to 
delivering creative work – Fleishman are firm believers that creativity can’t be left to ‘a few 
dudes in the corner’.

By equipping people with the tools – and the discipline – to push hard to get to 
outstanding work. 

To ‘lay the golden egg’ that wins pitches and awards – mostly it’s a team sport but when 
the team needs it they have the confidence that O’Sullivan ‘can lay the egg himself’.

1.

2.

3.
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Ali Gee, deputy CEO at FHF, said: “Hiring a CD is one of the hardest things to get right.  
You need them to be able to repeatedly turn out spine-tinglingly good concepts them-
selves – it’s vital they can actually do the job – but just as important is the cultural fit and 
approach they take to their job. 
 
“Finding someone who doesn’t think they are the sole arbiter of a creative idea, finding 
someone who doesn’t make life too hard for everyone else, finding someone with an 
appropriately sized ego who sees their role has supporting others to be great – that’s 
hard.”
 
· Finding the right people
Creativity is a broad concept and commonly listed skill, so finding someone who really 
specialises in the area can be tricky according to the agencies.

Nigel Hughes, board director at Havas PR, said: “The hardest part of hiring a creative 
director is finding one! The PR profession is full of jacks of all trades, so identifying those 
people who have creativity as their key skill, but who also understand how our clients 
can use creative thinking isn't easy. In our case, an internal appointment solved that 
problem.”
 
· Standing out
As creativity is a highly desired skill among many agencies, it can be hard for PR to 
obtain the best creative talent out of the marketing mix.

John Brown, global head of engagement at Hotwire PR, said: “The challenges are the 
same we’ve always faced. Mainly the length of time it takes to find the right fit, the fact 
that culture and attitude account for much more than skills and achievement and finally, 
competing in a market where the best talent has a lot of options. We need to ensure that 
Hotwire has the right career progression and reputation in place to stand out from the 
crowd.”

When creative directors work best

Arun Sudhaman, CEO and editor-in-chief at The Holmes Report, said that over the years 
the publisher’s creativity reports have shown that there has been a definite increase in 
the proportion of agencies that now employ a creative director, but there is little consen-
sus as to what this role should entail.

He said: “For this role to truly make a difference, it needs to provide genuine creative 
leadership across the agency, in terms of benchmarking the best work, hiring creative 
talent and helping to encourage an environment where ideas flourish. Only then can a 
creative director help PR firms develop big brand-building ideas, rather than just execut-
ing them.

“Our research suggests that a structured role with clear responsibilities and objectives 
works best. Obviously, the calibre of the creative director cannot be discounted, and 
neither can the overall agency commitment to the position. If it’s only window dressing 
then it will fail to drive meaningful change.”
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The Creative Director:
Richard Parkinson
Text 100’s Global Creative Director

Was there a creative director in place before 
you were hired?

Well there was certainly creativity and in some 
countries we have a creative director but at a 
global level, there was no creative director to bring 
all the work together.
 
What does a creative director do?

I sometimes ask that question myself! Firstly it is 
to give confidence to our teams across the world 
to push the boundaries with our clients, to be 
bold, diverse and not fear failure.
Secondly, it is working with clients directly and 
challenging them to go with an idea that might 
take them in a new and exciting direction that 
will be good for their business.
 
You were hired to "drive a culture of 
creativity and innovation across the 
business". How do you pin down what 
creativity means for your business and 
how do you make it actionable?

Creativity for us means doing the most inspiring work 
for our clients, which when it is implemented, will either 
positively change perception, increase awareness or 
drive sales. It is important to have a clear business 
objective, otherwise what is the point?
 
How do you build more creativity in PR?

Firstly do the research – but just enough 
so you don’t get blinded by data. 
Understand the client, their 
challenges and the opportunities, 
and finally really get under the 
skin of the audience they are 
talking to.

3 steps to owning the creative idea in PR 
April 2017

Once you have this foundation you then need to be 
given the freedom to think big. Get other people 
involved who may not have worked with the client 
before, ask externally, don’t do a brainstorm with 20 
people in a room – break it up. Come back to ideas 
two days after – are you still excited about it? If so 
build upon it – if not… ditch it.
 
Does your role help PRs own the creative 
idea? If so, how?

I hope so - it goes back to building confidence with 
the teams. Once you have a great foundation and 
you are excited about the opportunity along with the 
idea – that will come across to the client. I try to 
question the team, to pick holes in the idea, ask 
them about other routes – basically to test them to 
ensure it is robust enough.   
 
How do you own the creative idea in the 
marketing mix?

Don’t just think about the idea from a PR perspective 
– show how it could work right across different 
channels. Bring it to life with visuals, sample creative 
and so on.
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Richard Parkinson became global creative 
director at Text 100 in January 2017.

Parkinson has 20 years’ experience in 
designing and implementing global, creative, 
brand and marketing programmes for internal 
and external audiences.

· 

· 
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For a creative idea to become successful today, it not only needs a great concept but also 
the facilitation and dispersal to relevant audiences.

Havas PR US’ Marian Salzman acted as PR juror at D&AD’s 2016 awards. In an interview 
with the design body she discussed the rise in importance of science in the creative idea. 

She said: “It used to be about a creative god or maybe a team of creative gods (rarely 
goddesses, sadly) whose powers of divination and innovation were almost mystical. 
Now creativity is as sexy as ever, but it’s rooted in science: intelligence, data and, yes, the 
unique seductive ways that data can be harnessed. Today’s best creative minds are 
using tools to ensure that they and their target audience truly connect.”

The distribution challenge

The tools Salzman mentions relate to distribution and how creative teams reach 
audiences through various channels. Arif Haq, senior strategist and creative 
communications lead at Contagious Communications says that distribution today can 
make or break a campaign.

He said: “The uncomfortable truth is that distribution is probably more important than the 
content itself. A common problem today is that brands think that campaign ‘virality’ 
actually exists (agencies which focus solely on selling the idea  of ‘earned media’ have 
helped build this myth).

“Take two examples of the biggest ‘viral’ brand hits - Evian Babies and Dove Sketches – 
the reality is that those guys put huge amounts of money behind the distribution of the 
content. That’s not cheating, it’s just smart. You might be able to invest less money if you 
have highly engaging/arousing content, but you still have to significantly invest.”

The main challenge to effective distribution is achieving cut-through in a crowded 
environment, according to Haq.

“There is an obvious issue of cutting through the exponentially increasing clutter – the #1 
barrier to effective brand communication is simply gaining the audience’s attention. The 
internet has meant the total volume of content has exploded. That means the best 
content today is still as great as it ever was in the past, but the average quality has sunk 
through the floor.

“We know that 90% of branded content is crap, but we should remember that Sturgeon’s 
Law tells us 90% of anything is crap –it’s also true of music, art and film so we shouldn’t 
get too hung up on it,” he added.
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Step 3. Distribute your 
message creatively

3 steps to owning the creative idea in PR 
April 2017

The best ideas must be tied to paid-for objectives

Haq says there are two critical factors for developing an effective campaign. Firstly, he 
says a great idea must always be partnered with paid-for elements.

“There needs to be an idea that has the ability to highly arouse the audience, flawlessly 
and appropriately executed, with the right level of paid-for seeding to support it. That 
point about execution is critical – there are so many solid/good/great ideas that have 
been let down by a lack of great execution.”

Secondly, Haq adds that marketing teams all round need to understand that the creative 
idea is there to drive sales.

“Recognizing that a good creative idea is not the end for a brand, it’s the means to an 
end – the end being to drive sales. In my experience marketing agency people in general 
don’t have a clear enough idea of what the client’s job is.

“If your client has a brand management remit they will spend approximately 20% of their 
time thinking about Advertising/Communications/PR. The rest of it is on other stuff – price 
and promotions strategy or liaising with key retailers and sales teams etc. Understanding 
more about what that drives the decisions behind the whole of the marketing remit will 
make anyone trying to sell in their comms ideas more impactful.”

Haq concludes that PR is better placed to do this than it ever has before. He says: “The 
great news for PR people is that now, everything is PR. All the big award winners at 
Cannes for example are all PR ideas. But they’re being won by ad agencies which have 
co-opted the language of PR professionals very successfully while the latter have allowed 
it to happen. Being more self-confident about the unique and significant skills PR 
professionals bring to the brand party would be a great start.”
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“Now creativity is as sexy as ever, but it’s rooted in science: 
intelligence, data and, yes, also the unique seductive ways that data 
can be harnessed. Today’s best creative minds are using tools to 
ensure that they and their target audience truly connect.”

Marian Salzman, Havas PR US 
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How Nesta’s integrated 
approach raised results
Nesta won a gold AMEC award for its work on the Longitude Prize in 2014. Nesta is 
a not for profit organisation with a mission to promote science and engineering 
innovation in the UK and launched the campaign to support its objectives. At stake: 
a £10 million prize fund to address a serious challenge currently facing humanity.
 
To build engagement and  interest in the prize, Nesta decided to let the public 
choose the challenge to be tackled. Six pressing issues were put forward for a vote: 
antibiotics, carbon free flight, food, clean water, dementia and paralysis.

Objectives:

Nesta rolled out an extensive marketing campaign with the hope of getting 100,000 
public votes via a dedicated website. The charity partnered with a number of 
organisations including the Technology Strategy Board, Amazon and the BBC.  The 
latter provided a significant publicity opportunity by dedicating a Horizon special, 
featuring Professor Alice Roberts, to launch of the Prize.

Following the launch, Nesta continued to drive discussion around the prize, but also 
the different challenges, with each challenge getting a celebrity spokesperson. This 
was done to maintain interest and coverage in the run-up to the deadline to vote. 

However, in taking this approach, it was important that each challenge received an 
equal share of voice, so that no accusation of bias could be levelled against Nesta. 
To report on this, the challenges were tracked within coverage and the results 
presented visually to quickly and easily understand how different challenges were 
reported in both mainstream and social media.

Strategy:

Nesta used a marketing mix model which included paid and earned efforts to get 
the message across and get people to vote. Although most interaction was 
achieved through paid-for social media promotion through Amazon, the majority of 
those that participated had initially heard of the initiative through earned and PR 
media efforts.

3 steps to owning the creative idea in PR 
April 2017

Results:

The campaign saw significant traction in the media: there were almost 500 articles in the 
initial phase which generated more than 600m opportunities to see and reached 83% of 
the UK population. 91% of coverage featured a key message with 74% specifically asking 
the public to vote.



3
Nesta won a gold AMEC award for its work on the Longitude Prize in 2014. Nesta is 
a not for profit organisation with a mission to promote science and engineering 
innovation in the UK and launched the campaign to support its objectives. At stake: 
a £10 million prize fund to address a serious challenge currently facing humanity.
 
To build engagement and  interest in the prize, Nesta decided to let the public 
choose the challenge to be tackled. Six pressing issues were put forward for a vote: 
antibiotics, carbon free flight, food, clean water, dementia and paralysis.

Objectives:

Nesta rolled out an extensive marketing campaign with the hope of getting 100,000 
public votes via a dedicated website. The charity partnered with a number of 
organisations including the Technology Strategy Board, Amazon and the BBC.  The 
latter provided a significant publicity opportunity by dedicating a Horizon special, 
featuring Professor Alice Roberts, to launch of the Prize.

Following the launch, Nesta continued to drive discussion around the prize, but also 
the different challenges, with each challenge getting a celebrity spokesperson. This 
was done to maintain interest and coverage in the run-up to the deadline to vote. 

However, in taking this approach, it was important that each challenge received an 
equal share of voice, so that no accusation of bias could be levelled against Nesta. 
To report on this, the challenges were tracked within coverage and the results 
presented visually to quickly and easily understand how different challenges were 
reported in both mainstream and social media.

Strategy:

Nesta used a marketing mix model which included paid and earned efforts to get 
the message across and get people to vote. Although most interaction was 
achieved through paid-for social media promotion through Amazon, the majority of 
those that participated had initially heard of the initiative through earned and PR 
media efforts.

0909

Results:

The campaign saw significant traction in the media: there were almost 500 articles in the 
initial phase which generated more than 600m opportunities to see and reached 83% of 
the UK population. 91% of coverage featured a key message with 74% specifically asking 
the public to vote.

Barnaby Barron
Senior client insights manager at Gorkana

"The Nesta Longitude Prize shows how creatively utilising the different channels to publish 
content with different aims can lead to very effective results in the end.  The initial push on 
earned media helped to raise awareness for the campaign, whilst the direct to e-mail 
marketing activity was successful in pushing people aware of the campaign to take an action of 
voting for a particular prize."

Analysts view
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Creative winners: 
3 campaigns from 
Cannes 2016
Campaign: ‘Missing Type’
Agency: Engine/MHP
Award: Gold Health & Wellness Lion
 
The campaign for NHS Blood and Transplant during National Blood Week raised awareness around 
a need for blood donors through missing letters across major media and signage. 

The campaign reached two billion people through news coverage and social media activity and 
over 30,000 new donors registered during National Blood Week (20,000 more than the previous 
year’s activity)

Broadcast coverage of the social campaign included BBC Breakfast, Good Morning Britain, This 
Morning, Sky News, BBC Radio 1, Jeremy Vine on BBC Radio 2, The Today Programme and BBC 
Radio Five LiveMorning, Sky News, BBC Radio 1, Jeremy Vine on BBC Radio 2, The Today Programme 
and BBC Radio Five Live

3 steps to owning the creative idea in PR 
April 2017
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Campaign: House of Clicks
Agency: Weber Shandwick’s Stockholm 
subsidiary Prime
Award: Silver Cyber Lion

To promote popular property destination Hemnet, 
Sweden, the agency created the ‘ideal’ home from 
big data captured in the area.

The House of Clicks reached 218 million people 
through various media

648 people signed up to buy the house when it hits 
the market

Campaign: A Valentine From Adidas
Agency: Hill + Knowlton Strategies
Award: Bronze Mobile Lion

To launch a female-only running shoe Adidas took to 
Instagram on Valentine’s day to celebrate love, 
femininity and equal partnerships.

The campaign received over 150 pieces of earned 
media coverage from global publications

The initiative led to 442k engagements, 42k new 
followers in a day and 308k likes

· 

· 

· 
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Conclusion
This White Paper shows that PR teams have cause to think they can 
own a creative idea and lead on distributing campaigns effectively. But, 
simultaneously, it means the industry has to look outside itself to 
produce world class ideas and content. 

While, as Francis Ingham has said, we are seeing clients strip budgets 
from various agencies and handing it over to PR, today information 
overload means that teams have to work together closer than ever to 
achieve cut-through and ensure these ideas are seen in the first place. 
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