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RATHER DEPRESSINGLY PREDICTABLY, THE THUNDERCLOUDS OF
NEGATIVITY THROWING A SHADOW ACROSS THE WORLD LAST
YEAR HAVE BEEN ROLLING INTO THE START OF 2019.
SO, WE NEED A LITTLE ANTIDOTE (APART FROM THE EXCELLENT
BOOK “START AGAIN” BY TIMES COLUMNIST PHILIP COLLINS WHO
REIMAGINES POLITICS) WE NEED A DOSE OF BOLD THINKING AND
SOME STEELY RESOLVE.
BOTH COME NEATLY PACKAGED UP IN CRAIG MAWDSLEY, OUR
FIRST SPEAKER OF THE BOLD ON THE BARGE 2019 PROGRAMME.
ARGUABLY ONE HALF OF THE COUNTRY’S FINEST PLANNING DUO
– HE AND BRIDGET ANGEAR HEAD UP THE MULTI-AWARD WINNING
STRATEGY TEAM AT AMV BBDO. CRAIG WILL BE TALKING TO US
ABOUT THE IMPORTANCE OF STOICISM. TIMELY.
AND YET AGAIN THE BQ THAT YOU HOLD IN YOUR HANDS IS PACKED
FULL OF INTERESTING AND CONTRARY THINKING, WHETHER IT’S
THEA CHAMPIONING FOLLOWERS, JIM EMBRACING AI AS A CREATIVE
ALLY, GEORGE CRAVING FOR SOME REAL AUTHENTICITY, OR CLAIRE
CHIMING WITH MET CHIEF CRESSIDA DICK’S BELIEF THAT MIDDLECLASS COCAINE USERS HAVE BLOOD ON THEIR HANDS. AND AFTER
ALL THAT A BRIEF PIECE FROM SAM ON THE IMPORTANCE OF VIBES
– GOOD ONES.
LOOKING FORWARD TO OUR NEXT OUTING IN JUNE,
WHEREVER WE MAY BE.
A BIENTOT,
ED

Associate planner Thea McGovern on
why ad agencies need fewer leaders
and more first followers.

ed.brooke@leith.co.uk
0131 561 8600

@theleith
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Let’s start with a given. AI, as in
Artificial Intelligence, is nothing new.
It’s arguably been around since the 50s, ever since
Alan Turing developed the Turing Test to see if a
machine can pass off as a human. That was over
60 years ago. AI now permeates a wide spectrum
of underlying technology across multiple industries,
including healthcare, education, transportation,
marketing and finance.
There are the more obvious uses of AI in Alexa
and Siri, but now more and more of the tech we
use every day has AI features. Google is no longer
a mobile-first company; it’s AI-first and has been
for a few years now. Facebook uses AI for all
kinds of uses, like scanning photos for nudity
and violence, or for indicators of depression
and suicide. It even allegedly trains its chatbots
to negotiate against humans and uses AI to
predict your future actions for advertisers.

when it comes to realising an idea, the easier
you can make this, the bigger, better and more
frequent you can make it happen. And that’s
where AI comes in.
Another reason for resistance is driven by the
wider narrative about how robots are trying to
steal our work, so let’s not encourage them, just
in case they do. But as Nicolas Roope, creative
partner and co-founder of Poke, said in Campaign,
this misses the point.

Another reason for
resistance is driven by
the wider narrative about
how robots are trying to
steal our work, so let’s
not encourage them.

In familiar style, we’ve jumped straight to the
“how robots are going to replace all our jobs”
conversation before we’ve discerned the
meaning technology might have today.

“Alexa, tell me more about AI...”
Image credit: Jan Antonin Kolar

As for the marketing industry, the whole delivery
of content has been radically affected by AI in
programmatic advertising. Agency organisational
structures are also getting the AI treatment – see
Publicis Group’s attempt to organise their 80,000
staff using Marcel, an AI-powered app (and their
Christmas message from Marcel about how much
it’s hated because they allocated all their awards
budget to pay for it).
Whether we like it or not, AI is revolutionising
the tools that we use to go about our business.

Leith’s head of
digital Jim Wolff
says that AI isn’t
coming – it’s here.

So why is there still a sense that
AI is the enemy of creativity?
In spite of widespread adoption of AI by other
industries, ask most creative types how they’re
using AI to improve their work and the response
will be similar: “get to f<ai>k”.
One reason for this is that creativity is mostly
seen as a very human skill that machines couldn’t
possibly help with. The hallowed big idea needs
no technology to aid its inception, bar maybe a
humble pencil and napkin. This may be so, but

Yes, there are very real threats to jobs and
industries from automation and AI, but in the
creative industries, mercifully the types of
work tend to be some of the “least likely” to
be automated. However, this shouldn’t be a
reason not to tool yourself up to compete in
an increasingly competitive and digital world.
There is another argument for not using AI
to improve creative output today: the current
applications are a bit shit. Which is a fair criticism
in some cases. So, here are some examples of
where AI has or can significantly improve the
creative concept.

Another argument
for not using AI to
improve creative
output today: the
current applications
are a bit shit.

AI IN COPYWRITING
This can be a sensitive one, as there’s definitely
creeping automation into journalism, removing
the creative process completely. For example,
the Associated Press uses an AI-powered service
called Wordsmith now, publishing more than 3,000
stories every month without human journalists.
The New York Times has even created an interactive
quiz asking Did a Human or Computer Write This?
It’s harder to get right than you might expect.
So, there’s perhaps a bigger need than ever for
copywriters to compete. Which, ironically, may
mean using AI tools to improve efficiency. Like
using bots to generate early drafts, then refining
them with a human touch (as suggested by superplanner Russell Davies).

AI IN IMAGERY
There are lots of ways AI can help source and edit
images. Try using deep learning to automatically
add colour to old black and white photos – it’s
freakily effective. Or using AI to decide if a picture
is aesthetically pleasing. Or using AI in image search
with Yossarian.co, which allegedly returns diverse
and unexpected concepts, aiding creativity. The
process of finding good images can take a lot of
time – AI can clearly help here.

AI IN DESIGN
Designers are going to hate this, but why not use
an AI logo generator like Withoomph to create an
early moodboard? OK, they’re not amazing – yet
– but they may just spark a look that can be
developed into greatness.

What’s Next?
Some creative endeavours will never be helped by
AI. The magical, mystical conception of great ideas
won’t ever be fully done by computers. However,
there are a few true pioneers of creativity powered
by AI, which take those initial ideas into places that
are truly original. Admittedly, there’s a fair amount
of mediocrity, but this means there’s plenty of
room for growth. Instead of focusing on what
will be replaced by AI, let’s focus on what can
be improved.
As the Primal Scream song goes,

“Don’t fight it, feel it”.
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These examples of ‘synthetic reality’ demonstrate
how the tie between authenticity and truth is
being eroded, something that is only amplified
in this superficial, post-truth disinformation age.
Talking of superficiality and inauthenticity, we’re
also witnessing something of a backlash against
the cynically-curated world of Instagram and its
associated lifestyle. As Jessica Matlin, Harper’s
Bazaar Beauty Director, explains: “That sort of
artificial Instagram look is starting to look dated
and inauthentic... it just feels out of step with the
moment we’re in”.

The tie
between
authenticity
and truth is
being eroded.

I was tasked recently with researching the
latest trends that creative agencies ought to
know about. There’s a tendency and temptation
with ‘trend’ briefings to wow everyone with
demo videos of the latest shiny things from the
Consumer Electronics Show; in other words,
the vanity tech that excites a small gathering
of nerds but never gets used by real people.
Instead, I thought I’d take a look at the societal,
behavioural, and attitudinal trends that are set
to define and influence 2019 (and beyond).
As a Planner, I enjoy crystallising findings
into easily-digestible summaries. Sometimes,
it’s possible to boil everything down to one
sentence – or even one word (Creatives love
this). So, here’s my attempt to sum up 2019
in one word: AUTHENTICITY. Throughout all
the research, a craving for authenticity was a
recurring theme and one that manifested itself
in different ways. Let’s look at what’s caused
this desire, and how brands are already
appropriating it.
One cause is a topic I often bang on about: the
creeping invasion of intrusive tech. Machine
Vision – the technology enabling computers
to recognise, inspect, evaluate and identify
still or moving objects – reached new levels of
sophistication last year. Its usage is in full-swing
over in China, in the form of their Orwellian
‘social credit’ system.

and Development at Hyundai, enthuses that
the “unspoken language of ‘emotional feeling’”
will enable continuous communication between
vehicles and their occupants. Technology is now
able to deduce our emotional state – and make
decisions for us – just by being in our presence.

Operating under the maxim “once untrustworthy,
always restricted”, citizens’ scores are based on
their (non)compliance with social norms and rules.
Image credit: YouTube

Of course, the technology that enables this State
snooping has started to filter into our industry.
Companies like Megvii use outdoor face detection
and tracking to glean data such as age, gender,
race and mood (‘smile analysis’) before feeding
these insights back to advertisers. Whereas
personalised ads are served to us based on
our online activity and purchase history, ‘smart’
ads (including out-of-home ads) can now be
instantaneously served according to what we
look like, or what we’re doing.
Machine vision will play an increasing role in
our daily lives, with certain car brands piloting
‘real-time emotion adaptive driving systems’ to
monitor drivers and automatically augment their
experience. Albert Biermann, Head of Research

As the lines between our real and digital lives
continue to blur, so does the divider between
the real world and the digital world. Many are
already familiar with ‘deepfakes’ and even AI
news anchors, while Lil Miquela, the virtual
influencer, now features in high-end fashion
magazines and even releases music (which is
eerily indistinguishable from most of the guff
you hear on commercial radio these days).

Virtual influencer Lil Miquela.
Image credit: Instagram

We’ve all watched (and thoroughly enjoyed) the
Fyre Festival documentary and its sizable dollop
of schadenfreude, while The New York Times
held a mirror up last year to the often-tragic reality
of influencer life in their excellent articles “The
Follower Factory” and “The Existential Void of
the Pop-Up Experience”. JWT Innovation have
dubbed this ‘peak Instagram’, as the platform enters
its self-aware stage and users increasingly
subvert the protocol (recently ensuring a picture
of an egg broke Kylie Jenner’s record for the
most-liked image in the platform’s history). As
for influencers, Unilever CMO Keith Weed called
at Cannes Lions for “urgent action now, to rebuild
trust before it’s gone forever”.

2018 was a significant year for trust – particularly
when it comes to personal data. The Facebook/
Cambridge Analytica breach, plus the torrent
of GDPR permission requests flooding into our
inboxes in May, revealed to everyone the extent
of how much data we’ve all been unknowingly
generating and sharing. An IBM survey at the
time found that 75% of respondents won’t buy a
product, no matter how great it is, if they can’t trust
the company to protect their personal information.
This lack of trust has nurtured a desire for
“something else”. Something more authentic.
Whether it’s data minimalism or ‘digital springcleaning’ (Fjord), many people are increasingly
opting to unsubscribe and consolidate the apps
and platforms they use – with several former tech
leaders also distancing themselves from their
creations. Social media sites previously aimed to
hold our attention for as long as possible; now
they’re addressing the reality of tech addiction
through various wellbeing initiatives (or even
more forcibly, as evidenced through YouTube’s
“Take a Break” feature).

When you also consider that real people don’t
have strong opinions about brands (those are
not my words, but those of adam&eveDDB
Planners Les Binet and Sarah Carter), certain
trailblazers are ripping up the age-old, unwritten
rule of corporate neutrality and taking divisive
stances. In the past year, we’ve seen Burger
King satirise net neutrality, Gillette confront
toxic masculinity, and Nike take a stand on civil
rights. And not without subsequent backlashes.
But are these actually authentic gestures, or are
they merely cold business decisions based on
insights and projections?

How are advertisers reacting to this new climate?
One solution has favoured a shift away from
traditional, blanket marketing approaches
towards hyper-personalisation. In doing so,
there’s a growing acknowledgement of the
‘post-demographic consumer’. In other words,
it makes more sense to group consumers based
on their mindsets rather than conveniently
lumping them into homogenised boxes.

It makes more sense
to group consumers
based on their
mindsets rather
than conveniently
lumping them into
homogenised boxes.

Engaging with individuals in a hyper-targeted
way can make them feel special, and this sense
of exclusivity brings loyalty, insights, and even
free ideas or content in return. Messaging and
chat bots deliver a concierge-like experience,
drinks company Dirty Lemon take orders via SMS
only, and Skittles saw this hyper-personalisation
trend to its logical extreme by showing their
(not-inexpensive) 2018 Super Bowl ad to just
one fan.

Every revolution needs a hate figure. It could have been
anyone, but poor old Scarlett London found herself at the
centre of a Twit-storm.
Image credit: Twitter

buyers” – will actively choose, switch, avoid
or boycott a brand based on its stance on
societal issues.

People care about more than just Skittles though.
We’re all acutely aware that the world isn’t exactly
living its best life just now, igniting a rise in
activism and adoption of cause-driven identities
– particularly amongst young people. This has
a knock-on effect for business, with Edelman
finding that 64% of people – or “belief driven

Image credit: Patagonia

It’s probably a bit of both. For example, Iceland
“won” Christmas last year with their poignant
orang-utan mascot and advert, pledging to
remove palm oil from every last one of their
own-brand products by the end of 2018. An
incredible gesture, except they’ve not done it.
Boo. Others are ‘redirecting the narrative’ by
proactively addressing negative perceptions
surrounding their brand or industry – such as
Greenfield Meat Co., encouraging meat-free
Mondays. Better.

It’s not enough to ‘know
thyself’. To be authentic
is to ‘be yourself’ too.
Brands about to weigh
in on the cause du jour
would do well to
remember this.

Main image credit: Pixabay
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In the 1990s, I was an account manager on the
British Army’s ‘Be the Best’ recruitment campaign.

acceptance of the status quo. Hardly qualities
to mention in an ad agency interview.

We got to go on night exercises, fire SA80 assault
rifles and do dawn raids on ghost villages on
Salisbury Plain. It was all very exciting, although
discovering that I’m not strong enough to pull the
pin from a grenade was disappointing.

But most ad agencies don’t need wall-to-wall
leaders. What they need is a bunch of truly
brilliant “first followers”.

Because first followers are the people
who turn “we could…” into “we
should…” and “we can...”
Nowhere is the power of the “first follower” nailed
more memorably than in Derek Sivers’ 3 minute
TED Talk ‘How to Start a Movement’ (seven million
views and rising). Using video footage from a
festival, he shows how a lone, shirtless, dancing
guy spawns a mass-participation event in under
three minutes. All thanks to the actions of a
“first follower”.

Examples of work from the iconic ‘Be the Best’ campaign.
Images courtesy of Thea McGovern.

Reflecting on these adventures, the agency
team would often debate whether we’d rather
be a soldier or an officer. The difference seemed
so staggeringly sharp in the Army. A newly
minted officer, fresh out of Sandhurst, could
find themselves leading a soldier with twenty
years’ combat experience under their belt. It
was like the British class system on steroids.

Associate planner
Thea McGovern on
why ad agencies need
fewer leaders and
more first followers

I always came away in awe of the leadership
required of officers. But also in awe of the art
of follower-ship, as practised by the soldiers.
The Army’s mastery and balance of both was
fascinating to see in action.

Outside the Army, the relationship
between leaders and followers is
rarely so balanced.
There are 275,191 books for sale on Amazon
about “leadership”. It’s something we’re all
supposed to aspire to and advance towards
as our careers progress. To lack “leadership
qualities” is management speak for “going
nowhere”. In contrast, Amazon is home to a
mere 172 books on being an effective follower.
Because who wants to be a follower? It conjures
blind faith, lack of imagination and unquestioning

Within ad agencies, creatives (with the greatest
of respect) are paid to be the equivalent of the
“lone, shirtless guy dancing in the field”. It’s their
job to come up with stuff nobody else has thought
of before. Stuff that feels properly strange and
risky on first sight.

Just as the Army needs the balance of
officers and soldiers – so ad agencies
need their own particular balance of
“lone, shirtless dancing guys” and
brilliant “first followers”.
Rather than recruiting and appraising everyone
on leadership potential, we could do well to
re-calibrate our radars and tune-in to the
particular skills of a brilliant first follower.
The ones who can spot the spark of something
great and (crucially) make everyone else believe
in that too.

Don’t just persuade
clients to step outside
their comfort zone –
but make them feel
positively proud of
doing so.

The ones who don’t just persuade clients to step
outside their comfort zone – but make them feel
positively proud of doing so.
“Lone shirtless guy” with his gutsy first follower.
Image credit: YouTube

A great first follower sticks their neck out, joins
the first lone dancer and persuades other people
to do the same. It’s more than “giving feedback”
or saying nice things. It’s an emotional commitment
that makes everyone else stop holding their breath
and think “Bloody hell – we really could do this”.
As Silvers says in his TED Talk, “It takes guts to be
a first follower! You stand out and brave ridicule,
yourself. Being a first follower is an under-appreciated
form of leadership. The first follower transforms a
lone nut into a leader. If the leader is the flint, the
first follower is the spark that makes the fire”.

The ones with the guts and gumption to make
ludicrously difficult shit happen. (For the record,
people who can make ludicrously difficult shit
happen are true agency gold-dust and should
always be treated as such.)

Great first followers may be creatives,
account folks, planners, producers –
or even our clients. What’s important
is that we learn to recognise, value
and nurture their first follower magic.
Only then will our campaigns be the mass
movement they need to be. And not a strange
shirtless dancer, alone in the corner of a field.
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There is a certain group of people who worry
about where their eggs come from. They worry
about what sort of life the chickens have and
whether they are happy. They worry about
whether their carrots are free from pesticides,
gorgeously wonky and organic. They worry
about the chemicals in their washing powder
and the temperature they wash their organic
cotton at. They worry about whether their
shampoo contains palm oil, whether they
are eating pole and line caught tuna and
whether their butter is from grass fed cows.
I am of course describing the UK’s middle
classes. Affluent enough to be able to afford
better choices, to be able to sleep at night safe
in the knowledge that they’re not hurting the
planet, animals or people.

For every gram snorted
in the UK, four square
metres of rainforest
are destroyed.
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This happens to be the demographic for whom
cocaine use isn’t just rife, but rising. The use of
which directly causes the rise of knife crime and
gangland killings in our own cities. A substance
that single handedly makes Latin America the
murder capital of the world. A product that destroys
the societies and economies of entire continents.
Not to mention that, for every gram snorted in the
UK, four square metres of rainforest are destroyed.

So when a middle class
cocaine user is worrying
about the welfare of their
carrots, they could just as
well have blood on their
hands. The hypocrisy of
which is enough to make
anyone have a disturbed
night’s sleep.
We have to question why this group is so
detached from the consequences of their actions.
If they did a line in the toilet and someone next to
them was shot dead, it might be a little clearer.

What is the link
that creates a
social conscience
in the psyche?
For me, that
link has to be
advertising.

But how many middle-class Britons can say
they’ve witnessed first-hand their meat being
killed or battery chickens squirming in squalid
conditions? What is the link that creates a social
conscience in the psyche?
For me, that link has to be advertising. Millions
of brands tell us to buy their products because
they “give back”, they are responsible, green,
fairtrade and are kind to the planet and people.
In a consumerist society, who simply love to buy,
we lap-up these messages. We see plenty of
news stories about the horrors and consequences
of drug use but nothing with the sheer power
and determination of an advertising message.

Image credit (left to right): Arla and McDonald’s

‘Product’ may be the street name for cocaine
but that’s exactly what it is – a product. I’m
not saying that we should help out gangs with
some award-winning ads, but a social rather than
consumer based campaign for one of the world’s
most favourite products. A campaign that makes
people worry about murders in Latin America in
the same way that they worry about the wellness
of chickens would be nice.

5

Before every important meeting, a fine selection
of biscuits suddenly appears on our meeting
room tables. Not just your typical digestives
and custard creams, but quality baked goods.
Things like dark chocolate gingers, oat crumbles,
butterscotch and lemon melts. And to accompany
them, an equally impressive array of teas – Earl
Grey, Lapsang souchong, Chai, Mint, Darjeeling,
Breakfast and Afternoon.

Image credit: Melody Jacobs

Such biscuity tea goodness is happily demolished
within the first ten minutes. And no one really
gives them a second thought. But it’s time we
give such sweet sustenance its due. It’s stuff like
this makes folk a bit happier and more open to
thinking up good things.

Leith copy writer
Sam Muir reckons
it’s time to give
sweet sustenance
its due.

No one thinks
miserable thoughts
when they’re
chomping on a
freshly dunked
Viennese whirl.
It’s a fact, get the vibes right and thinking up
new ideas is a whole lot easier. There’s a reason
they’re called ‘shower thoughts’ and not ‘lift
thoughts’, ‘water cooler thoughts’ or ‘I’m royally
fucked off thoughts’.

There’s a reason
they’re called ‘shower
thoughts’ and not
‘lift thoughts’, ‘water
cooler thoughts’ or
‘I’m royally fucked
off thoughts’...

Take that famous thinker Archimedes; is it any
wonder he had his Eureka moment in the bath?
He probably spent years sweating away in some
stuffy Greek temple, but it was only when he
fell into that warm bubbly blanket that he had
his breakthrough.
John Cleese talks about finding a space, time
oasis, somewhere where you’ll be undisturbed.
J.K Rowling seems to have trawled round most
cafés in Edinburgh in search of somewhere
to write. Whilst Roald Dahl dreamed up Twits,
Oompa-Loompas and Gobblefunks from his
writing shed.

Roald Dahl’s writing shed.
Image credit: Roald Dahl Museum

Sadly, not all of us can afford our own tailored
shed, nor can we take a bath to work. But never
underestimate the power of the little comforts in
getting you in the zone. Whether it’s a quiet nook,
more time, a scented candle, Enya’s dulcet tones
or a Viennese whirl, do it. Because when the
vibes are right, good things happen.

Edinburgh 86/2 Commercial Quay, Edinburgh EH6 6LX
London 31 Old Nichol Street, London E2 7HR
Email: ed.brooke@leith.co.uk Tel: 0131 561 8600
#madeinleith @theleith leith.co.uk

THE
BOLD
QUARTERLY

