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Welcome to our social guide to 2021

“BECAUSE WE ALL PREDICTED 2020
bbd - 2021

PERFECTLY”
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INTRO
2020

This deck draws together the findings from a number of 2020/2021 social guides including but not limited to: 

• GWI Social Flagship Report Q3 2020 

• Hootsuite Social Trends 2021 

• Talkwalker Social Trends 2021 

• Spotify Generation Next Report 

• Spotify wrapped for advertisers 

I read them so you don’t have to. We have also used insights from other blogs, articles and trends we have seen in 
the media throughout the year. 

We have coupled this insight with what we are seeing from our day to day work with clients and the performance of 
social campaigns across the year as well as making a sacrifice to the social media gods (praise be to Zuc) and 
consulting the magical bbd crystal ball to create this POV on what is coming on social in the year ahead. 

This guide is obviously definitely 100% right and as we learnt last year, nothing can come out of the blue and change 
everything. If anything in this guide isn’t a trend next year then that is the fault of the universe or people (aren’t they 
the worst) not this guide. 

This guide is designed to help you evaluate how you are using social media across your organisation and campaigns 
as well as giving you ammo and slides that you can use in your own presentations. Who knows it may even give you 
to potentially start some conversations with the cool kids in you organisation, with strangers in the street or even 
people on the internet.

“After the world being on paws this year 
2021 is set to be an A-MEOW-zing one.” 

Professor Hector Von Kitty - Head of Social 
at bbd 



PLEASE STEAL THIS DECK
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• The current state of things 

• The 3 big social trends for 2021 

• Case studies 

• Our approach to social

CONTENTS
PRESENTATION



THE CURRENT

THINGS
STATE OF 
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IN A TWEET
2020
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SOCIAL CONSUMPTION
2020

1 HR 41 MIN
Average time per day spent in the UK in 2020 on social media 



But as Gen Z think…

“IT’S NOT HOW LONG YOU ARE ON YOUR 
PHONE. IT’S WHAT YOU’RE DOING”

SPOTIFY - CULTURE NEXT 2020 REPORT
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ON SOCIAL
WHY ARE WE

ENTERTAINMENT 
Fill time 

Lols 
Consume content

COMMUNITY 
News 

Support 
Stay in touch

VALIDATION 
Addicted 
Share me 

Be my best life
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ON SOCIAL
WHERE ARE WE

Facebook, YouTube & 
Instagram  

are still the top channels 
though the order depends on 

your generation

In the UK  
we have an average of  

7 active social profiles each

18% of global internet users are 
now on TikTok
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CONTENT
CREATIVE

Social media is essentially about content. The main aim of the social platforms is to keep you on the platforms 
and engaged with the content for as long as possible.  

The more you are on the platform and the longer you scroll and the more often the more ad impressions and 
revenue the platform can generate.  

It is also what the platforms are designed to do and it is how the algorithms work. For either paid or organic 
content the engaging nature (sometimes called quality score) of your content will be one of the biggest factors 
in the success of your content.  

What users expect a brand to be on each channel varies based on the platform and its overall audience. On 
TikTok users expect a brand to be young, on Snapchat they expect boldness, Twitter - exclusivity, Insta - 
trendiness & Facebook - smarts. Knowing the expectations of the audience on each platform helps to create 
content that will capture them. 

Capturing attention and generating engagement is key as this helps the algorithms mark your content as 
engaging which is what they really value. 

At the moment the algorithms (especially on Facebook) are favouring comments as a marker of true 
engagement with content so the more commenting you can encourage the more engaging the platform will 
rank your content — debate is your friend on social.  

The more engaging the content is on paid or organic campaigns the better it will perform for its given goal. 
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Some simple things we can do to make our social posts better: 

1. Default to video when posting in social 

2. Use/imitate UGC/Found footage 

3. Short post copy. Aim: 6 words. 

4. Create social posts like a human, not a brand 

• Use stickers, GIFs, memes, filters. (On stories stickers enhance video performance 83% of the time) 

• Use personality & humour 

• Don’t over produce - ads often stand out because they look overproduced vs other content on the channel 

• Use people — people like looking at people 

• Start debate  

5. If we are illustrating a pain point the first thing we should look at is memes around those pain points to draw on and engage our audience with the problem 

6. Stories are huge - 50% of Insta users interact with them daily make sure they are part of an initial response not an afterthought 

7. Live video is growing in popularity - if there is announcement/launch let's make it a live event on social 

8. What emotion are we triggering? If we don’t know challenge the brief/funnel 

9. Just because it is B2B don’t rule out Facebook/Instagram - it’s targeting, cost efficiency and pixel capabilities make it a key channel for any social campaign

CONTENT
CREATIVE



SOCIAL ISN’T ABOUT YOU.
IT’S ABOUT ME.

@BOYFRIENDSOFINSTAGRAM 
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PSYCHOLOGY
SHARING

SHARE 
Content with peers (examples: share, 
retweet, tag a friend, regram, share a 

link , etc.)

BUILD 
upon existing content by adding 

commentary (examples: comment on a 
blog or Facebook post) 

REMIX 
Remix the content and take the idea/
ethos and build more content (TikTok, 

Giphy) 

Social content shouldn’t be a broadcast channel. If you are just resizing an asset from a broadcast channel for social 99.9/100 that content won’t perform well.  

Social isn’t about you the brand, it is about me, the user. What I like, what I think, what motivates me and reflects my personality. It is my brand that I am building and your content/social brand 
needs to give me something to make that content worth sharing.  

If we are creating content for a shared environment (social media) by posting it we are asking people to:
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PSYCHOLOGY
Why would I interact with a piece of content? We think there are 3 key things any social content/campaign needs to do:

SHARING

PSYCHOLOGY
SHARING

I FEEL SOMETHING 

Make me laugh, make me love, make me angry, 

make me sad, hopeful, curious just make me feel 

something.  

There is nothing more guaranteed to turn off people 

than beige, corporately cautious posts.  

I UNDERSTAND THE MESSAGE 

 Even if the idea is complicated and nuanced you 

should be able to explain it simply and succinctly. 

There is an old test for film plots that if you can’t 

explain it in 5 words the idea is too complicated e.g.: 

TITANIC – unsinkable ship actually very sinkable. 

THE SIXTH SENSE - Man doesn’t know he’s dead 

The same is true for social. The most engaged with 

posts on Facebook have on average 6 words. 

 

I GET SOMETHING 

The content delivers a clear value exchange that “pays 

the user first”.  This can take the form of: 

Fame: the act of participating offers personal recognition 
(be in the next TV Ad!) 

Fortune: the act of participating promises hope of 
material reward (get your project funded) 

Social Capital: the act of participating confers status 
(sharing a must-see video with a colleague raises your 

stature) 

Higher Purpose: the act of participating connects into 
core values (sharing a call to support victims of a 

disaster)



2021

TRENDS
SOCIAL
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KEY EMOTIONS
2021

ANXIETY 

COVID hasn’t gone away. Spotify’s number 1 moment 

of 2020 was “Chill”, phrases such as “tough year”, 

“new normal” have helped normalise the discussion on 

mental health with 3/10 being more open on public on 

the struggles they are facing - Interestingly this was 

led by men (46%).

HUMOUR 

In trying times we need to laugh. Funny videos and 

memes were 2 or the top 3 pieces of content shared 

more on social during the pandemic.  

It is also why we are on social “to fill up spare time” & 

“watch funny or entertaining content” comes above 

seeing what our friends are up to or keeping up with 

the news for Millennials and Gen Z.

TOGETHERNESS 

COVID has kept us all apart for a long time. With a 

vaccine being rolled at the moment the prospect of 

life returning to some sort of normality togetherness 

and community will become bigger and bigger 

themes for 2021 as people celebrate being back 

together.
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TOGETHERNESS 
& HUMOUR

ANXIETY
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1. DO SOMETHING 

• Authenticity/Trust 

• Social consciousness 

2. ENTERTAIN ME 

• Memes 

• Short video & UGC storytelling 

• Infotainment  

• Live Video 

• Nostalgia 

3. ENGAGE ME 

• Social Commerce 

• Conversation 

• Remixing content  

• Boomers

TRENDS
2021



#1

SOMETHING
DO 
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DO SOMETHING
#1

Gen Z are the first generation to grow up on social and they lead the way in seeing the positive impact it 
has had on their life. They believe they can be an impact for positive change and rebuilding society.  

They want to see purpose over politics and they are leading the charge in changing how brands behave 
online. If you want real impact have one cause you really champion and own. Have a real impact not just 
virtue signalling ads - Patagonia and Ben and Jerry's are good examples of this approach. 

Virtue signalling and greenwashing are ubiquitous so the only way to stand out is to do something. But this  
trend extends further than your values. 

On social we often think of the content format and the final video over the idea. And the idea should be the 
centre of what we do. And you can do something. What better way to engage people by doing something 
and filming it. Be it giving surprise gifts at Christmas, random acts of kindness, or asking strangers things in 
the street, we love looking at people and things that have happened.  

Maybe rather that thinking about messaging and what we should say on social we should structure our 
social campaigns by asking - What should we do? 
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Fake news, echo chambers, QAnon, Flat earthers. The rise of online disinformation has 
made it big in 2020.  

Social media has always blurred the lines between fact and fiction - the edited lives of 
influencers and Twitter parody accounts to name but 2 examples. 

This has been driven to more extremes this year: 28% of US adults believe a potential 
vaccine for COVID-19 will be used to implant microchips into people.  

Being authentic and transparent in your dealings with the public is going to be more 
important than ever for brand’s reputation as trust can be easily eroded.  

So that means building on your brand’s values. What you are good at and what you stand 
for and doing something with that.  

AUTHORITATIVE
DO SOMETHING

https://legoexternal.23video.com/49543331/50886207/4f51dbbb69029f7d1896a2236f284caa/video_medium/how-braille-bricks-help-kids-learn-1-video.mp4
https://legoexternal.23video.com/49543331/50886207/4f51dbbb69029f7d1896a2236f284caa/video_medium/how-braille-bricks-help-kids-learn-1-video.mp4
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In 2020, it was clear how socially conscious this new generation is. Companies will have to 
engage more with topics like mental health, inclusivity, and social justice, or face 
becoming irrelevant and potentially obsolete in 2021. 

Gen Z and younger tend to be champions of issues over ideology - the 2 biggest being 
climate change and equality in the West and in Asia; poverty, clean water, healthcare and  
local democracy top the charts.  

The younger generations are socially conscious consumers. They see it as a given that 
brands should be environmentally responsible and diverse as a baseline. If you’re not, 
you’re out before you’ve made your brand pitch. 

The COVID-19 health crisis also impacted Gen Z badly - 50% have either lost a job, or had 
someone in their household lose a job because of the pandemic. In the coming years, they 
will have more to fight for, and will potentially become more vocal about the issues that 
matter more to them. 

Purpose means acting on your principles - after all it’s not a principle until it costs you 
money. People want to spend their money responsibly 60% of millennials and Gen Z plan 
on buying more products and services from large businesses that have taken care of their 
workforces and positively affected society during the pandemic. 

Don’t try and fake it. Principles are for the long haul and if you can’t demonstrate what 
you are doing and back up your talk don’t try and green wash or virtue signal. 

People will talk about how you behave so behave well. Starbucks now ties its executive 
compensation to meeting diversity goals.  Airbnb set a new standard when laying off 
nearly 1,900 global employees, offering several months’ pay, a year of healthcare, and help 
finding a new job. Compare the behaviour of Airbnb to Weatherspoon’s who delayed 
paying staff and told them to go get a job in Tesco - people remember.

SOCIAL CONSCIOUSNESS
DO SOMETHING

https://www.youtube.com/watch?v=55gbXdVxfyU
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We need to stop approaching social by thinking what we can say to engage people and start 
listening to what people are saying and then think “what can we authentically do here”. 

As marketers we think of a campaign as a series of messages rather that acts. This means 
listening and not jumping in straight away until we know the right thing our brand can do in a 
situation to bring our brand experience to new people. 

As an example Coors Light (terrible beer) decided that instead of harping on the 
“unprecedented times”, “the new normal” we’re living through that they would use real 
people language and focus on the “sucky, suck, suck, suckiness” (excellent tag line) of today 
and launched a social campaign that encouraged people to nominate someone who 
#CouldUseABeer. They then sent out 500,000 beers. 

In a smaller scale example of this Iceland (great country, mediocre supermarket) took the 
sulkiness of social “doomscrolling” through 2020 and created a website where a user can joy 
scroll through the wonders of Iceland. 

No one believes the person who says they’re great. They believe the people who do great 
things.

MAKE SOMETHING MEANINGFUL
DO SOMETHING

https://twitter.com/iceland/status/1336349545949749253?s=24


#2

ME
ENTERTAIN 
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ENTERTAIN ME
#2

The main reason most people from Gen Z and Gen Y are on social is to “fill spare time” and “watch 
funny and entertaining content”. This comes above keeping up with news and what we all think 
social is about: keeping up with friends. Although not the top reason older generations are on social 
it a close run race.  

“So what my mate from school ran a marathon, have you seen this video of a cat?” 

Social algorithms are prioritising engagement with content, after all it is what keeps us on the 
platform. It gives the people what they want/engage with. As marketers we need to have this front 
and centre when creating social content. 

As marketers we all know from the million conversations we’ve had with friends in pubs (remember 
pubs… and friends… good times) that people will always say “I hate ads” when they hear what 
industry you work in.  

“WASSSSSSUUUUUP”, “Tick follows tock”, “Old Spice Guy”, “Dollar Shave Club”, “Holidays are 
coming” “John Lewis”….. etc. etc. What people hate is bad ads, beige ads, boring ads. Entertain me. 
Social is no different.
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SHORT VIDEO
Our attention spans are shorter than ever. People still love stories and videos but we 
need to tell them in short effective ways. This trend has been led by TikTok, Reels and 
Story functionality. Video needs to be engineered in the right way for these social with 
the right peaks to keep people’s interest. Think attention and emotion: 

• Capture Attention - What is the most compelling/provocative part of your video - 
put that first. You need to grab attention in the first 1-3 seconds to get people to 
stop scrolling and engage with your content.  

• Change something regularly - Every 3-5 seconds there needs to be a change in the 
video - even just a cut to a different clip/angle the video needs to keep moving to 
keep people engaged 

• Keep it short - 15-30 second videos work best on social 

• Don’t over produce - We are used to “shot on iPhone” quality in our daily news feed. 
The idea is more important than the production. UGC is more trusted and feels more 
authentic. People trust people over brands. 

• Is it engaging? Does it make me feel something? Does it capture attention in the 
context of the target audience’s newsfeed. The best way to capture attention is to 
trigger emotion. Is that emotion triggered by the video? Does it  inspire me to take 
the desired action? 

Funny videos in particular are the most shared so if you want people to share - make 
them laugh. Brands are bad at making people laugh or making good stuff: 68% of people 
don’t think brands or companies share interesting content. 

Be wary of chasing the share. The average Facebook user shares 1 post a month. The 
majority of social content is passively consumed. Embrace the passive watch and video 
view objectives. They make fantastically efficient retarget audiences. 

ENTERTAIN ME
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Have been around forever (like almost a decade) and are big amongst younger 
generations, with 55% of 13-35-year olds sending memes every week. Some people in 
our office communicate exclusively in memes and gifs. 

Memes are a form of satire so they have an edge and can be easily used for politics. 
That said they are a shortcut to a viewpoint/feeling/situation that can quickly amuse 
and connect with your target audience. 

Memes are a fantastic way of trying to articulate your audiences pain points. A great 
start for any brief is to google, reddit & look on Twitter for the best memes in that 
sector. Before running a meme it is worth doing some research to see where that 
meme is often used. As some can be associated with the alt-right or other undesirable 
groups. This can be easily got around by making it a brand ownable meme (like the 
Spotify ads pictured). 

Memes are the third most shared content on social behind funny videos and personal 
updates so imitating their style and making your own as brands is a logical step to 
engage your audience with the problem your product or service solves. 

MEMES
ENTERTAIN ME
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Live streaming has been big in gaming for a while on platforms such as twitch. 
Facebook, Instagram, YouTube and even Linkedin have live video capabilities. Platforms 
like Periscope came and is amazingly still going, but will be shutdown by March, but the 
rise the pandemic has resurrected the appetite for live video.  

Of the users on each platform 20% watched a live video on Facebook and 23% on Insta 
and 11% of Instagram users have created a live video. 23% of global consumers plan to 
continue watching more videos post-outbreak. If that is true the future of livestreaming 
looks promising. 

It may be that people are missing live events and that post pandemic live streaming 
heads back to the world of twitch however, with its prevalence in news events such as 
the Black Lives Matter protests it may be here to stay. 

It is starting to drive commerce though. In China (where social commerce has already 
been widely adopted) a Tommy Hilfiger livestream event attracted 14 million viewers 
and sold out of 1,300 hoodies in two minutes. In the US, livestream shopping events are 
predicted to generate $25 billion in sales by 2023. It looks like QVC could be making a 
comeback. 

LIVE VIDEOS
ENTERTAIN ME
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Podcasts are huge and have been for years but they keep growing - 55% of Americans 
now listen to podcasts. 90% of podcasts are listened to on smartphones and are 
essentially “radio on demand” on anything and everything you want to know/be 
entertained by.  

Radio has often been seen as a more intimate medium and should be considered for 
messages that need nuance, debate and a personal emotional connection. This means 
sponsoring a podcast as well as making one. Podcast advertising, with their host’s 
credibility and DIY aesthetic, are one of the most trusted advertising methods. Voice is 
looking to make a bigger impact on the way we use social. via methods such as Voice-
Tweets. 

Newsletters sharing longer form content have also grown in popularity - mentions of 
newsletters increased 14% during lockdown. People are engaging with these longer-form 
mediums which are being condensed into bite sized content across our newsfeed.  

Both these methods are great for engaging prospects, employees or more niche 
audiences/queries. 

INFOTAINMENT
ENTERTAIN ME

https://help.twitter.com/en/using-twitter/voice-tweet#:~:text=How%20to%20record%20a%20voice,a%20thread%20with%20multiple%20Tweets.
https://help.twitter.com/en/using-twitter/voice-tweet#:~:text=How%20to%20record%20a%20voice,a%20thread%20with%20multiple%20Tweets.
https://fb.watch/1wW0qQQwt8/
https://www.facebook.com/goldmansachs/videos/3668303333225853
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2019 was great wasn’t it…. As soon as the lockdown hit, the rose-tinted glasses went on. 
Mentions of keywords related to nostalgia or remembering the past, shot up from a 
baseline of around 13M mentions to 24.4M (+88%).  

We are in a recession and the economy is in a downturn from COVID will continue for 
some time so nostalgia isn’t going anywhere anytime soon. Which is a shame because 
nostalgia isn’t what it was in my day.  

Connecting with positive memories from the past helps people disconnect from their 
current struggles.  

Connect that positive memory to your brand and that sense of positivity will build an 
emotional relationship with your consumer. You made them feel good, therefore they 
associate your brand as a good brand. 

Remember Nostalgia will mean different things/timeframes to different generations so 
make sure the Nostalgia references hit home with the target audience. 

NOSTALGIA
ENTERTAIN ME



#3

ME
ENGAGE
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ENGAGE ME
#3

Social is about me. Not you. Not your brand. It is about me and my thoughts, likes, opinions 
and personality. My newsfeed is tailored to me to engage me and my voice, opinion and 
creativity matters. 

As marketers we often talk about social listening but we rarely use social like a human would 
for our brands. We have tools to schedule, tools to listen, tools to analyse but how many of 
your social media managers open up your brand’s newsfeed and starts liking, commenting 
and sharing as a human would? 

Social is designed for human behaviour rather than brand behaviour. No matter how much us 
marketers spend that isn’t going to change: we need the people to be engaged on the 
platform to make running ads worthwhile. It is why LinkedIn is so expensive and ineffective as 
a channel to advertise on in a lot of instances - people spend an average of 19mins a month on 
the platform compared to over 30mins a day on Facebook or Instagram. The number of 
impressions you can therefore sell on Facebook/Insta is vastly bigger. 

We need to consider how a user will interact with the campaign or content we are creating. 
What interaction can we encourage? How can they own this idea? We need to design 
campaigns that can go wrong, out of our control, that have a core idea that we gift to others. 
We need to let go. 
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Social is designed for people not brands. People like conversation (though if you’re a millennial or 
younger definitely not a phone call).  

Marketing is a two-way street. Brands can no longer shout their messages into the void and hope for 
the best. Instead, it’s all about conversations and connections—having conversations with consumers 
to build those relationships, and create sales. The pandemic has brought this to the forefront. Sales 
are no longer top priority for customers. Instead, it’s information, engagement, and social issues that 
are driving engagement and future retention. Connecting with those stories will be key in 2021. 

AI is getting better all the time and people prefer interacting via text wherever possible so chatbots 
are a great way to help people navigate complicated topics in a way that feels personalised. We 
don’t want to overstep the mark. Understanding how your brand fits in to customers lives will help 
augment a good brand experience rather than a creepy or inappropriate one.  

Conversational marketing is a method of engaging customers through conversations—chatbots, 
social messaging, calls, but it could also mean starting a campaign with UGC content or deliberately 
not knowing where a campaign is going to end up.  

Good examples of this are the call a swede campaign from a few years ago which connected you to 
a real Swedish person via a number. It also gave over control of the nation’s social accounts to 
everyday Swedes. 

It doesn’t have to be real people bots (private messaging channels are another trend in how people 
communicate) can engage people as well such as the tinder Domino’s chat-up bot which created 
chat up lines for people through their pizza preferences.

CONVERSATION
ENGAGE ME
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“OK Boomer.” 

It’s not an internet meme for nothing. Boomers are online and on social. Over a 
quarter of baby boomers have been spending longer on social platforms this year, 
creating new habits for them. They are newer to social and have been previously 
less inclined to use social media. 

They may have been dismissive about what the kids were up to until they heard that 
people on radio 4 were using it also but baby boomers have diversified their 
behaviours over the course of the pandemic.  

Their most used platform is Facebook (which is why Y & Z are on there less and 
less) and as a generation they have a lot of wealth compared to the feckless 
generations of Y & Z who spent all their money on avocados and brunch rather than 
investing in the 1960s housing market. 

And they are buying online. 70% of internet users aged 55-64 say they’ve bought 
something online in the past month and 37% are planning to do more when the 
pandemic is over. 
 
As they are newer to social and despite our prejudices they are tech savvy. They are 
often overlooked or under-considered in social campaigns (“they prefer letters”) but 
those who engage this audience now could be on to a winner. 

As we all know lumping a large portion of the population together and giving them 
the same attributes isn’t a great match to reality so if we are targeting boomers let’s 
treat the targeting like any other group and filter by hobby, interest, geography, 
profession etc. represent them properly in you campaigns and don’t just treat them 
as “old”. 

BOOMERS
ENGAGE ME

http://www.apple.com/uk
http://www.apple.com/uk
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This is an emerging trend but with the rise of platforms such as TikTok 
and Giphy users can be more playful with the content they create and 
how they engage with brands.  

People can use the stickers, filters and memes to create what they want 
and share their love/interpretation of the brand. To do this successfully 
means being able to give people tools they can be creative with and 
consider engaging creators to help kick off any campaign with their own 
take. 

Giving the tools to be playful with is becoming more important especially 
when engaging with any audience under 30 who have grown up a world 
where they are constantly creating content. 

This is risky as people can do whatever they want with the assets so 
social listening and community management is important to couple with 
this approach to both amplify the good content and be aware of any 
negative uses. 

REMIX CONTENT
ENGAGE ME

https://www.tiktok.com/@gordonramsayofficial/video/6903619023041334534?lang=en
https://www.youtube.com/watch?v=OtzVKUCZE5w
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The pandemic has accelerated the shift to online shopping for example in the first month of 
lockdown one of our FMCG clients saw a 1,000% increase in online sales. Now admittedly 
this is because the shops aren't open but it has pushed a new audience to online shopping 
and social shopping as well. The late adopters have had to adopt during the pandemic and 
social will help to amplify that.  

Social commerce will explode in western markets. Forward thinking brands will quickly 
embrace tools from social media networks to sell products in their native apps - such as 
Facebook catalogues, Facebook shop, Instagram shopping, TikTok in app purchasing, 
Pinterest stores , etc.  

Small businesses are having to sell more online and try new things to keep connected to 
their customers and keep afloat. Social is where we spend a lot of our time. It makes sense 
we would shop there too.  

With a lot of people trying new things during this pandemic, new habits are being formed 
and new customers found. You need to keep them. To do that you need to keep your core 
good brand experience & keep improving on it. There has been a huge focus on ROI this 
year understandably but we shouldn’t forget: 

It’s fun to go shopping with your friends and browse through a town centre — it’s less fun 
to sift through search results and Amazon reviews to find a new blender. Be the town 
centre. 

Social is now the main way people find out about brands, products or services now and has 
a range of powerful tools such as the pixels and audience matching to help convert those 
people who engage with your brand. 

SOCIAL COMMERCE
ENGAGE ME



CAMPAIGN

EXAMPLES
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SILVERSTONE
EXAMPLES

In the week leading up to the British Grand Prix we were  presented with a chance 
to target a new and enthused audience as F1 took to the streets of London.  

A week before the race, tens of thousands gathered in Trafalgar Square for a 
unique demonstration of the British Grand Prix. Many of the teams and drivers 
would be taking place as the cards roared along Whitehall – it was to be quite a 
spectacle, and for us an unmissable opportunity.  

The event was ‘owned’ by F1 as opposed to our client Silverstone, but the 
opportunity to connect with a new engaged audience in real time was too good 
to turn down.  

Using a geo-targeted social promotion we rewarded fans that engaged with 
Silverstone on the day – this could be through liking the social displays or through 
creating their own Silverstone content with our Selfie team and driver on the 
ground.  

Every engagement meant they were in with a chance to win tickets to the Grand 
Prix that weekend - we could then also leverage that engagement to re-target 
them to sign up to hear more about tickets for next year’s Grand Prix or other 
Silverstone events.  

The Results 
The #SilverstoneUnleashed campaign managed to get over 8,000 new and unique 
leads from the ads at an average cost of £0.54. 

https://brightblueday.com/work/silverstone-social-campaign/
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MONTEZUMA’S XMAS
When we started working on our 2020 ChristmasChristmas brief in July, it didn’t 
matter that we didn’t know what Christmas would bring. Both Montezuma’s and 
bbd just knew it called for a different type of campaign for a different sort of 
chocolate. Montezuma’s wanted their 2020 campaign to stand out against the 
traditional sea of seasonal green and red, just like their products have on the 
shelves, in store and under the tree. We want this to be not your average 
Christmas campaign for not your average Christmas, given the year. 

We created a series of 15-second animations for Facebook that gave a quirky 
spin to Christmas, featuring a guitar-playing rockin’ robin, not so walking-in-the-
air snowman, howlin’ truffle wolf, and boombox wielding reindeer. Minimal text, 
no powerful sales message, just a simple request: “Don’t settle for average. Be 
your best Christmas.” The aim was to create fun, snackable content for the 
season of indulgence.  

We utilised multiple objectives at the (Top of Funnel) TOF to reach the most of 
our target audience possible. We also utilised lookalikes and wide Power of Five 
audiences to allow the Facebook algorithm to do its thing and find those key 
audiences that will engage and ultimately purchase. The BOF (Bottom of 
Funnel) ads retargeted any of the key behaviours - video views, engagement 
and website visits as well as utilising lookalikes of our key website conversions.  

The Results 
Over £50k in sales and a 2.65 ROAS 

EXAMPLES

https://vimeo.com/503406546/c39979f32c
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AppyParking were intent on disrupting parking with a new cashless 
parking app, initially rolled out in Harrogate, in association with Visa.  

The app aimed to turn parking into a fuss-free, frictionless experience, 
chiming with Visa’s contactless messaging. AppyParking asked bbd to 
create an introductory video and social media campaign that would clearly 
introduce the new app, explain how it worked, and drive download. 

The brief was to communicate a sophisticated message as instantly as 
possible – that this was not just the launch of a new app, but of a whole 
new way of parking.  

The Results 
Rolled out across Facebook, Instagram and Snapchat, the ads generated 
1,381 installs of the app in the first 2 weeks, representing 256% over target. 

EXAMPLES

APPY PARKING

https://brightblueday.com/work/visa-appyparking-launch/



43

Visa wanted to be front of mind for holidaymakers who were about to travel abroad. Why? So they 
are more inclined to use their Visa cards to pay whilst on their holidays. 
  
Now, what better place is there to find holidaymakers than at the airport? And what better platform 
to connect with them than Snapchat? Filters are a great way to geo-target a (usually younger) 
audience at very specific moments. Use them in the right context, at the right time, and you can 
achieve great results. 
  
We knew our audience would be about to fly off on their travels. We also guessed (correctly) that a 
departure lounge humblebrags, breakfast pints or duty free selfies were probably in order. 
  
All we needed then was something fun and simple to use as an overlay, one that helped amplify the 
moment. Something which conveyed the excitement of vacations, the sense of adventure… 
  
And so the Visa boarding pass was born. A simple bright graphic, with subtle Visa-branding and fun 
messaging. 
  
Snapchat’s ‘smart filter‘ functionality allowed us to then superimpose the selfie-taker’s name onto the 
boarding pass graphic, giving them extra reason to use the filter. 

Our Visa ‘boarding pass’ filter had (at the time of the campaign running) the highest share rate 
Snapchat have EVER seen on their platform. It’s getting a 22% share rate – and that’s compared to a 
benchmark standard of 4%. 

EXAMPLES

SNAPCHAT
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Social media is where people spend the majority of their time. The average person worldwide spends 
an average of 2hrs 23mins on social media per day.  

As it is where people spend the majority of their time it is the go-to place to advertise any product or 
service.  It is a key part of any marketing plan and with organic social for brands being heavily capped 
paid social is the go-to platform, providing affordable reach and intelligent tools to move users 
through the marketing funnel as well as being easily trackable and quantifiable in terms of ROAS.   

We work on all the major platforms and will work with your existing social infrastructure, 
recommending expansions in to new channels only if we believe there is large potential for your brand 
there.  

For us the success of social media in your marketing mix comes down to a few key elements: 

• A clear view of your target audience 

• Clear objectives and KPIs for social campaigns 

• Connected ecosystem for retargeting, lookalikes and attribution 

• Being channel/audience appropriate with creative  

• Intelligent targeting based on platform best practise 

• Test, learn, improve, repeat

SOCIAL APPROACH
OUR



STRATEGY &  
PLANNING 

• BRAND STRATEGY 

• SOCIAL STRATEGY 

• CAMPAIGN PLANNING 

• LEAD & DEMAND 

GENERATION 

CONTENT & 
PRODUCTION 

• CONTENT CALENDAR 

CREATION 

• CONTENT CALENDAR MAPPING 

• CONTENT PRODUCTION 

• VIDEO PRODUCTION 

• LENSES, EFFECTS CREATION 

• GIF & MEME CREATION

SOCIAL LISTENING 
& REPORTING 

• CAMPAIGN REPORTING 

• ALWAYS-ON REPORTING 

• SOCIAL LISTENING 

REPORTS 

• COMPETITOR ANALYSIS

CAMPAIGN PLANNING 
& PRODUCTION 

• CAMPAIGN BRIEFS & STRATEGY 

• CAMPAIGN IDEATION 

• AUDIENCE & KPI CREATION 

• CHANNEL PLANS 

• MEDIA SPEND & PROJECTIONS 

• CAMPAIGN EXECUTION 

• CAMPAIGN REPORTING

ALWAYS ON 

• ORGANIC STRATEGY 

• CONTENT PLANNING 

• AUDIENCE ANALYSIS 

• SOCIAL CHANNEL STRATEGY 

• COMMUNITY MANAGEMENT 

GUIDES 

• COMMUNITY MANAGEMENT

INTEGRATED SOCIAL
DELIVERING
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GET IN TOUCH
brightblueday.com | social@brightblueday.com | 01202 669090

http://brightblueday.com

