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Between 2011 and 
2018, how did 

average monthly 
cigarette 

consumption change 
in the UK?

A. INCREASED BY 95M

B. INCREASED BY 50M

C. decreased BY 120M

D. Decreased by 45M
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How have road 
casualty rates 

changed from 2011 
to now in great 

Britain?

A. INCREASED BY 20%

B. decreased BY 30%

C. decreased BY 40%

D. Increased BY 30%
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Creativity can help 
make the world 
a better place



WE CAN TRANSFORM ATTITUDES
WE CAN SHIFT NORMS
WE CAN CHANGE BEHAVIOUR





What issue would 
you love to see 
communications 

help change?





What causes have we worked on?

Climate change

Gender equality

LGBTIQ+ RightsViolence against women and 
girls

Sexual and reproductive 
health

Early Child development

cybersecurity

Modern slavery
health

misinformation
Social stigmas

migrant safety and rights

Sex education

statelessness

Energy poverty

8AQzTu4aq









MARCUS’ JOURNEY

Joined Saatchi & 
Saatchi as a 

Graduate trainee 
and then M&C 

Saatchi start-up

Worked my way up 
the ladder and 

helped lead the Ad 
Agency, across lots 

of private and 
public sector Client.

Founded World 
Services to help  

tackle humanity’s 
most critical 
challenges

Left uni with no idea 
what to do and spent 

ages doing lots of 
odd jobs in UK and 

overseas



ALICE’s JOURNEY

Started looking at 
charity marketing 
roles to apply her 

skills for good

Studied Marketing 
and Sociology at 

university

Found best of both 
worlds at M&C 

Saatchi GSI

Worked in 
advertising 

agencies for global 
brands





Politics

geography

policy

history
psychology

philanthropy

advertising

diplomacy

Management 
consultancy

Public relations

International development

academia
journalism

Behavioural science

architecture linguistics

Armed forces



WHAT ARE OUR ROLES?





COMMON TEAM TRAITS



CURIOUS ABOUT
THE WORLD



CURIOUS ABOUT
WHY PEOPLE 

DO WHAT THEY DO



Tenacious AND
Resilient







What are some 
examples of our 

work?



Tackling the stigma of family planning



Contraception allows women to choose when and whether to have children. 

In Pakistan, despite a high level of unintended pregnancies, the rate of 
contraception use has only increased by 1% each year in the last 20 years. 

One of the key causes of this slow uptake is stigma.



Create a communications campaign that encourages a new 

norm of openly discussing family planning in order to support 

informed choice



The taboo surrounding conversations about family planning is many 

people’s first barrier to usage.

We needed to get people to talk to each other as a first step.



Creating a category brand that means ‘Well wisher’



‘Soch Ko Khaki Lifaafey Se Azaad Karo, Baat Karo.’ 
Liberate the Way You Think From the Brown Bag; Talk to Each Other.







42



The campaign has started to change attitudes and improve knowledge:

Amongst those that saw our community outreach interventions, we saw a 7% increase people now using a modern method of contraception

This equates to an additional 259,000 women using modern methods of family planning 

which contributes to an additional £2.2BN to Pakistan’s GDP. 

At a national level we saw:

• 11% increase in respondents who feel able to discuss modern FP with their husband or wife

• 17% increase in respondents who know where to obtain modern methods

• 20% increase in respondents who intend to use modern FP methods in the future

• 19% increase in respondents who are now using a modern method of contraception 

This leads to:

• 19,832 fewer unintended pregnancies

• 13,586 fewer induced abortions

• 269 fewer maternal deaths





LEARNING lessons for the future



The UK Covid-19 Inquiry has been set up to examine the UK’s 
response to and impact of the Covid-19 pandemic, and learn lessons 

for the future.

The scope of the Inquiry is vast, so a ‘listening exercise’ was created 
to run concurrently, designed to democratise the evidence that the 

Inquiry hears during the legal proceedings. 

Everyone in the UK is able to share their story by completing the 
online form. Given the breadth of experiences and attitudes, our 

challenge was to design a campaign that motivated people to do so. 



To create a highly targeted emotive 

campaign that proves the Inquiry values 

everyone’s pandemic experiences. 



People didn’t feel like their experience was 

relevant to the Inquiry.

So, we represented the voices of relatable people 

to show our audiences that we wanted to hear from them 

with real reasons to share. 





2m targeted impressions on social media

296 pieces of coverage about Every Story Matters, generating 474m opportunities to see

12 in-kind partnerships developed

9,000 stories shared, relevant to the care sector (exceeding KPI)

The Inquiry will be analysing the stories shared in their evidence at the Care Sector 

module hearings, incorporating the findings into recommendations for the UK’s future 

preparedness for pandemics. 



Ending statelessness



Statelessness is a problem that has its roots in Madagascar’s colonial 
history. The nationality laws that exist because of this history work to 

exclude many Malagasy people from receiving citizenship. 

Decades of this being the norm have led to public attitudes of exclusion and 
discrimination towards those considered stateless. 

The UNHCR needed our help to turn decision-maker and public opinion in 
favour of updated nationality laws. But while parliamentarians knew that 

the change would be the right thing, they didn’t feel that they had the 
support of the public.



Harness creativity to make this feel like not just the right thing to do, 

but the popular thing to do.



One of the places where people do come together is music. 







Early indicators show extremely positive 

reaction to the campaign. 

Early metrics for social:

• On a $5k paid media budget, the 

campaign reached 

1.5 million people across Madagascar 

and was viewed 204,690 times. 

• Strong engagement – with social posts 

getting 60,865 reactions, of which 99.8% 

of people liked or loved the posts. 





How would you make a proposed 
policy popular?
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