
THE BBDO INSIGHTS COUNTDOWN
Join us for 6 days of insights as we recap what defined 2023 

and what it means for 2024.



WE ALL NEED MORE LAUGHS

The Cannes Lions International Festival of Creativity just 
announced a new category for 2024… Humor. We called it 
first. 

This year on the Cannes mainstage, our President & CEO 
Andrew Robertson made a compelling (and comedic) case 
for more humor in advertising. Adland resoundingly signed 
up in a recent Campaign article and according to the data; 
consumers want brands to be funny, are actively seeking 
comedy in every form, and just need a laugh. 

(Source: Campaign Magazine, 2023)



BUT SERIOUSLY THOUGH…

According to Kantar data, humor in advertising is in decline 
when arguably we’ve never needed humor more. 

But more importantly the data also suggests humor is 
inextricably linked to effectiveness, and works across the 
board on everything from billboards to e-commerce copy, 
and for every category from beer to funeral directors…

Source: Orlando Wood, Lemon (based on data from System1 and the IPA Effectiveness Databank)

Please contact BBDO for more information on the data. 



HUMOR WORKS…

Humor works, even in 
sensitive moments, like 
the world reopening after 
a global pandemic…. 
Gum anyone?

Humor works, when you 
need to encourage a 
serious behaviour 
change… check your balls 
please!

For When it’s Time* 
Extra, Mars Wrigley 
- Energy BBDO

The Fondle Filter*
Testicular Cancer NZ 
- Clemenger BBDO NZ 

*Please view the work in the comments



2024… THE YEAR WE 
FINALLY START LAUGHING 
AGAIN?

“If brands are truly looking to make the world a better 
place, we could do a lot worse than make people laugh.”

   - Andrew Robertson, President & CEO, BBDO

Humor is an underutilised creative vehicle, one that cuts 
through and elevates. Some say we don’t have a humor 
problem; we have an awards problem with funny ads less 
likely to be awarded. 

Regardless, goodness knows in 2024 
we would all benefit from more laughs. 
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WE ARE HUNGRY FOR HORROR

Ever since the pandemic, horror has been on the rise, in the 
face of uncertainty, sometimes we just want to scream:

“For many people life is a daily struggle against big forces. It's 
easy to feel less in control of our own destiny. A horror film 
takes all this pressure off and for a couple of hours the story 
carries us along. Escapism has never been more needed.”

—  A n d r e  R a d m a l l ,
E x e c u t i v e  c o a c h  a n d  w r i t e r  –  T h e  J o u r n a l

Source: The Washington Post



HORROR CUTS THROUGH 

Horror, or the tropes of horror, serve to heighten our 
emotions and make us pay attention, we don’t look 
away, even though we know we should. It’s genius, 
especially when we want to capture attention in order 
to drive behaviour change.

“We all know emotions play a key role in ad 
effectiveness - it’s not just about scaring 
people, the best brands combine these 
strong emotions with a powerful brand story 
to create brand memories, which in turn 
drives action.”

 — I a n  F o r r e s t e r ,  C E O  a n d  f o u n d e r  o f  D A I V I D ,  L i n k .  

https://www.exchangewire.com/blog/2023/10/30/research-by-daivid-reveals-the-most-terrifying-ad-of-all-time/


HORROR WORKS…

Horror works, it catches 
and keeps our attention 
and it encourages 
behaviour change. 
Please give blood…

Horror works, reminding 
us what we should fear is 
much closer than we 
think… Please wear your 
sunscreen.

Bloody Nightmare* 
American Red Cross
- BBDO New York

You do the 5. You survive*
Queensland Health
- CHEP BBDO

*Please view the work in the comments



2024… THE YEAR WE 
SCREAM FOR GOOD?

Carefully, sensitively, curated ‘horror’ 
inspired campaigns can help us cut 
through and reach new audiences with 
messages that really matter in 2024. 

Like humor, horror remains an underutilised creative 
vehicle. We would all argue the world does not need 
more fear, but when done well horror can actually help 
us escape. More importantly, it is a genre that is 
growing in popularity, especially with Gen Z, and we 
can leverage that popularity to get attention for the 
things that matter, like blood donation and sun 
protection. 









https://www.retail-insight-network.com/news/currys-quiet-hour/
https://www.lidl.co.uk/christmas
https://www.tesco.com/groceries/en-GB/zone/clubcard-prices
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ARE YOU BEING 
RECONSIDERED?

In high churn categories like Telecoms and Utilities the 
reconsideration brief is always in play, it is always our brief to 
help clients win customers back. 

But increasingly, all sectors can adopt the principles of the 
winning customer's back brief.

In a context where the consumer votes with their feet and is 
more disloyal than ever, being proactive around 
reconsideration is smart. Understanding the anatomy of 
reconsideration is key.

(Source: Energy Live 2023)



WE’VE CHANGED, WE 
REALLY HAVE

Reconsideration usually means we are in negative 
equity. We’re not just dealing with perception, we’re 
dealing with lived experience and a failed delivery on 
expectations. We can’t just say “we’ve changed, we 
really have”, we have to prove it and we almost have to 
over deliver before we begin. 

Winning back is not as easy as winning over.
Reconsideration relies on a client being truly restless 
around (self) reflection and improvement. Our analysis 
of the most successful cases found these core 
components:

1

INVESTED IN 

PEOPLE

2

SHIFTED TO 

EMOTION

3

BROKE 

NORMS

4

USED THE 

MESSAGE

5

PLAYED TO 

CULTURE

6

GOT THE BASICS 

RIGHT (AGAIN)

X X X X X



THE ULTIMATE 
RECONSIDERATION BRIEF

Barbie was BBDO’s most famous reconsideration brief in 2015. 

Moms who had once played with Barbie themselves no longer saw 
her as a positive role model for their own children. Our product 
truth was that Barbie creator Ruth Handler had originally designed 
the doll to show girls that they have choices and unlimited potential 
in life. Barbie needed to leverage this insight and demonstrate just 
that - when a girl plays with Barbie, she imagines all the possibilities 
of what she can be. 

The work to reinvent and 
redefine Barbie has continued 
since and culminated in this 
year’s must-see blockbuster. 
Barbie became the ultimate 
good news story, a world away 
from where she was.

If you are interested in the full BBDO case, please 
contact bbdo@bbdoknows.com



2024… THE YEAR OF THE 
RECONSIDERATION BRIEF?

From an agency point of view the reconsideration brief is 
often the dream brief, it means we get to be forensic in 
our brand analysis, change the conversation, play with 
category conventions. 

We’ve already seen this play out in 2023. 

2024 will be the year of reconsideration. 

Ready?







https://uk.finance.yahoo.com/news/nbc-boasts-big-audience-bills-204231625.html


https://www.independent.co.uk/life-style/taylor-swift-friendship-bracelets-eras-tour-b2397999.html








https://drive.google.com/file/d/14Ind2eUbxJgVloG1gKEK2ftVwl6medTE/view
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