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Principais percepcoes
# O protagonismo é do publico/consumidor
# Marcas aparecem como facilitadoras e/ou transformadoras
# Publico se aproxima de marcas que abracam causas
# Relacdes humanas = experiéncias
# Tecnologia € para somar e nao para substituir relacoes
# Engajar de forma natural e espontanea
# O poder da viralizacao
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INOVACAO
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BRASIL

# 21 shortlist
# 16 agéncias

#5 Lebes - Sé&o 3 Pratas e 2 Bronzes.
#Prata - Foot type test ad - Asics - Neogama
#Prata - Nosferatu - Getty Images - AimapBBDO
#Prata - Eaternet - Hershey’s - AktuellMix
#Bronze - Price on the Jersey - Walmart - DM9DDB
# Bronze - VR Vaccine - Hermes Pardini Laboratérios - Ogilvy
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OPEN YOUR MOUTH AND EAT THE WEBSITE

*, CHALLENGE
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- THE FIRST VR TOOL THAT TURNS A CHILDHOOD FEAR INTO ENTERTAINMENT. .

Every year, thousands of brazillian children The Hermes Pardini Center
take vaccines. Due to this, kids suffer from is expanding the VR Vaccine
stress, anxiety and fear, to all 80 Brazilian units.

Hermes Pardini, a health clinic center, is going
to change this with the first VR Vaccine.

With this VR tool, vaccine application happens

at the exactly moment when the super-hero HERMES

inside the VR apply a super-shield into PARD' N I

children’s “animated” arm. Laboratories ang
Vaccination Centers

WATCW THE WIED AT SWAVEMR KFASCANLL CONYRTACVW

: 5 On a side screen the nurse
{ @ :::V:: '::::"rz:: :::1 { | follows the story. The system
informs the key moments

the content starts.

VACCINE APPLICATION IS
SYNCHRONISED WITH THE STORY

v Apply vaccine
| | Clean the child's arm. | and finally place
the band-aid.
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WE TURNED BOOST MOBILE STORES
INTO VOTING STATIONS

PROBLEM
Low-income and minority voters g
face longer lines and have f o o

n el |l-¥‘1w nated 1 mOb”e

mainly in these neighborhoods. ~ —

e, T ol

|NS|G“T e sy ™ 254-3800 VOTE

Boost Mobile stores are . ‘ —

located primarily in low
r ghborhoods, the

We turmmed Boost Mobile stores -
ting stations, creating ar
edented partnership betweer __ e 7 U—
government and a corporation in a
national election. Working with voting L T T T T T R T T T T T T
groups. election officials, and 766 MILLION IN BOOST PRECINCTS,
1 P v ] TOTAL CAMPAIGN VOTER TURNOUT INCREASED
Americans be heard on Election Da IMPRESSIONS 23% OVER 2012
Because every voice matters AP RAESE o 4R EE « 0NN « laTe
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