
Marketers and brands are 
embracing diverse communities 
in their campaigns. However, 
if we’re really going to turn 
the tide then change has 
to start on the inside

Beautiful 

ut-of-the-box thinking is at the core of the creative ad 
industry. But, when it comes to diversity, the box we were 
thinking out of has been stereotypically white, Caucasian, 
heterosexual and male. Ads feature twice as many male 
characters as women, according to the Geena Davis 
Institute on Gender (founded by the Academy Award 
winner and Thelma and Louise star). The Institute found 
that 25% of ads feature men only compared to 5% that 
feature women only, and men voice 18% of ads compared 
to 3% women. Little has improved in a decade (the 
Institute studied ads from 2007 to 2017).

However, we are now living in a post #MeToo world. 
It is a world that must embrace gender equality, gender 
fluidity, same-sex relationships and ethnic diversity. And it 
is beginning to do just that. 

on the 
inside

BY SARAH KIDNER
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Global brand Unilever, ran a campaign called 
#ShowUs in a bid to shatter beauty stereotypes. The aim 
was to create a stock library showing women as they 
are, and not how others think they should be. Working 
with Getty Images and Girlgaze, a network of 200,000 
diverse and inclusive female-identifying photographers, 
it has produced a library of more than 5,000 images. 

116 Girlgaze photographers shot the pictures, which 
represent a diverse global community of women, non-
binary and female-identifying photographers. For the 
first time, the 179 women featured defined the search 
descriptions and tags for their images, which the ad 
industry can license for campaigns.

Unilever has also created All Things Hair, a community 
of editors, stylists and influencers aiming to share “honest, 
diverse, inclusive and creative hair inspiration.” The 
channel features transgender couple Jake and Hanna 
Graf talking about their experience transitioning in a Q&A 
style video interview. It has cast cancer survivors and 
junior doctors alongside models on the channel.

P&G’s campaign The Talk sought to embrace diversity 
through a moving two-minute video that shows ‘the 
talk’ that black parents have with their children, warning 
them about the prejudice they may face because of the 
color of their skin. Both P&G and Unilever are members 
of the Unstereotype Alliance, which aims to eradicate 
stereotypes from the advertising industry. 

 
Rebranding diversity:  
how do you hit the right tone?
Mars, another founder member of the Alliance, is responsible 
for an iconic UK ad campaign for chocolate brand Maltesers 
that put disabled people front and center. It has been Mars 
Chocolate UK’s most successful campaign for ten years. The 
ad’s tone is pitch-perfect. It uses humour and shows disabled 
people in universally awkward situations. “We’re just shining 
a light and telling a story in a light-hearted way,” says Michele 
Oliver, global corporate brand and purpose director for Mars 
and the creative force behind the campaign. “One of the 
biggest barriers is fear. People are scared of getting it 
wrong. We worked with Scope, the UK disability charity at 
every single step. If you don’t live and breathe this space 
go and find people who do and seek their counsel.”

“The Talk sought to embrace 

diversity through a moving 
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There’s also a risk that ads ditch one stereotype 
for another. “We swan from stereotype to stereotype 
because we think it is a shorthand,” says Kate Stanners, 
chairwoman and global chief creative officer, for Saatchi 
& Saatchi. Both she and Mars’ Oliver prefer the term 
inclusivity to diversity. “It is about creating content that 
includes. That means the white middle aged man all the 
way through to the minorities in society,” says Oliver.

Stanners cites the example of a recent campaign 
Saatchi & Saatchi worked on for Luvs diapers in New York. 
The concept is that people are still learning with their first 
child, and more confident by the time their second arrives. 
Luvs’ most recent campaign shows same-sex couples. 
“People loved the fact that it was not making a point 
that people were same sex but that they were first kid 
second kid and it felt like an incredibly inclusive campaign 
showing African Americans, women bosses expressing 
their milk—t wasn’t making a point it just drew on that in its 
casting,” says Stanners. 

It’s just as essential to tackle male 
stereotypes. P&G’s ad for Ariel shows men 
“sharing the load,” Swiffer shows dads 
cleaning and dusting while Pampers 
shows them changing diapers. 

  
Beauty is only skin-deep: 
inclusivity on the inside
However, the industry will only 
become genuinely inclusive when 
it has diverse representation within 
agencies and creative departments as 
well as in the ads that it makes. “We 
will only get to this being a natural 
behaviour when we have 
more diverse talent,” 
says Stanners. “You have 
to have people who 
instinctively and naturally 
lean into that world.”

 In a bid to drive 
change, D&AD (the Global 
Association for Creative 
Advertising and Design) 
runs a programme called 
Shift to attract young 

people from different 
communities. “You find 
they are from backgrounds 
where their family and 
friends don’t think of the 
design, advertising and 
marketing communities as 
a proper job, or they see a 
lot of white people, or  
they see work that doesn’t 
talk to them and assume 
that it’s an industry that  

doesn’t want them.” 
Inclusivity in advertising matters; as Oliver says, “we 

exclude or accept people by the content we put on our 
screens.” And it can drive positive change. Feminine 
hygiene product Always, for example, has changed the 
meaning of the phrase ‘like a girl’ worldwide; 76% of 
people now consider “like a girl” a positive expression, 
compared to 19% before the campaign. 

Christena J. Pyle, executive director at Time’s Up, 
agrees that the ad industry needs to be inclusive. “As 
storytellers and culture shapers, the advertising industry 
has both the opportunity—and the responsibility—to drive 
narratives that illuminate our humanity, tell the truth about 
who we are and what we value, and inspire people as 
diverse as the world around us,” she says.

Inclusivity also makes good business sense. When 
P&G’s Gillette started a conversation about what it means 
to be the best men in today’s world, the film received 100 
million views worldwide. The brand also told the story of 
Samson, a transgender man, who learns to shave from 
his dad. Research commissioned by Dove has shown 
that 67% of women are calling for brands to step up and 
start taking responsibility for the stock imagery they use. 
A third of women say they are more likely to trust brands 
that embrace diversity. A quarter said that diversity is 
more likely to increase the chances of them buying a 
product or service.

Failure to adopt a diverse and inclusive brand strategy 
is costly. Almost a quarter (23%) of consumers have 
boycotted a brand, even if only temporarily because they 
felt that brand didn’t represent their identity.

It’s time we started thinking outside of the 
stereotypical box.

“The industry will only 
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onsumers in the US are demanding more from 
their small-screen experiences. For many, 
that means cutting the cable and dumping 
expensive subscription services. Instead, 
consumers are turning to so-called Over The 
Top (OTT) services. These include platforms 
ranging from streaming sticks and boxes to 
game consoles and smart/connected TVs. 

“Commonly it [OTT] is defi ned as Live TV streamed over 
an OTT device. Sling TV is one of the largest, as is Hulu; 
YouTube TV is another key player,” says Scott Worthem, 
ComScore’s VP of business development. “Younger 
people are switching to OTT because of cost and 
convenience, and because they don’t need 500 channels.”

Demand
more

C

With consumers fl ocking to 
Over the Top TV services, 
the opportunity to deliver 
targeted, data-driven ads 
has never been greater

BY SARAH KIDNER
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ComScore has already tracked over 70 OTT 
platforms in the US, which include Amazon, Apple TV, 
Chromecast, Netfl ix and YouTube. Already, more than half 
of all Americans have an OTT service, and the market is 
predicted to grow 16.2% by 2024. 

Going over the top: 
What can OTT platforms o� er?
There is a range of services on o� er. OTT heavyweights 
Amazon and Netfl ix are (for now) sticking to their 
subscription-based models. Meanwhile, PlutoTV has an 
established ad-supported model. Hulu’s hybrid model 
o� ers consumers a choice of subscription or ad-based 
services with prices from $5.99 per month for an ad-
based service and up to $50.99 per month for no ads 
and Live TV. “Content owners, consumers and advertisers 
are all trying to fi gure out how to move forward in this 
growing but changing world,” says Worthem, who helps 
content distributors maximize the value of their content 
and ad inventory.

Despite consumers favoring ad-based services—54% 
of US consumers said they’d prefer one—advertisers 
have demanded little of the platform to date. The ad 
industry spent $70 billion on TV ads in 2018, but only $2 
billion on targeted ads and less than 5% of the total spent 
on advertising went to OTT. The potential is huge. On 
average, OTT consumers watch more content than those 
watching traditional TV; 15% of them never watch Live TV. 
“There isn’t a huge amount of OTT advertising happening 
at the moment, but these platforms can provide an 
extraordinary 
amount of reach,” 
says Adam Rubins, 
CEO of global 
communications 
agency Way 
to Blue, which 
represents 
Domino’s 
and Swatch. 

A key benefi t of OTT is that it provides instant access 
to a specifi c audience. “It used to be that you put the ads 
out there and hoped that you catch people in the ‘fi shing 
net,’ now it is going to be much more about understanding 
audiences’ behaviors and habits and hitting them with 
the right message on the right channels and the right 
platforms,” says Rubins.

Rather than advertising for a cable TV slot, OTT lets 
you create targeted, data-driven ads. “Most OTT services 
have subscribers and so the people that run services 
know who those people are and can use data to describe 
those audiences. There can be better ads matched to 
those with the correct attributes so, for example, renters 
versus home-owners could be a very simple segregation 
that they can do based on what they know. Geographic 
segmentation is easy, and they can overlay third party 
data sources to know who drives a luxury car or has an 
appetite for travel,” says ComScore’s Worthem. “With 
the ability to target an audience, I am targeting a smaller 
group of people. However, these are people that you 
want to advertise to, and so you get a higher value 
out of that,” says Kevin Hunt, senior VP of New York-
based video ad-serving platform SpotX.

There’s more chance of ads turning into sales, 
too. While the overall spend is comparatively low, 
OTT ads have proven surprisingly e� ective, with 72% 
of OTT consumers saying they can remember seeing an 
ad and 40% of those who have seen one saying 
that they paused to buy or learn more about a 
product. “Imagine, you are watching a video 

ad, you click on the video ad, it 
jumps you out to a DTC [Direct to 
Consumer] brand, you click on a link 
… you have the ability to click, put it in your 
cart, authenticate it with your face or your 
fi ngerprint and have it [shipped] to your 
doorstep in two days,” says Hunt. “With 
digital comes the ability to know for sure 
that the ad you distributed resulted in 
sales at the register,” he adds.

“There isn’t a huge 
amount of OTT advertising 
happening at the moment, 
but these platforms can 
provide an extraordinary 
amount of reach”
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Consumer demand: 
In OTT advertising, less is more
Advertisers will need to adapt to the OTT landscape. 
Potentially, that means shorter ads for intolerant 
consumers who’ve become accustomed to ‘skippable’ 
ads on YouTube and elsewhere. 
“Tech fi rst allowed us to defi ne an 
audience, but we need to focus on 
the consumer experience, and that 
means asking what the consumer is 
tolerant of,” says Hunt. “How many 
videos do we play and do we allow 
you to skip over those ads? How 
many should we play per hour or 
per 30 minutes before you turn o�  
your tablet or slam the case to your 
laptop,” he adds. 

One trend emerging for OTT 
is toward shorter four, six and 

15-second ads as well as 
traditional one-minute or 
30-second commercials. 
“With those smaller ads we can thread together 
a set of commercials that carry a brand message 
through the entire time that someone is watching 

a piece of video-on-demand content,” says Hunt. 
“You have to capture people’s attention quickly, 

and so it has changed the way that people 
create ads,” says Rubins. Hulu, for example, 
is testing ‘pause’ ads. The ads appear on 
screen whenever watchers decide to pause 
their video selection, in the hope they will 

engage consumers who have grown tired of 
the traditional commercial break. If successful, the 

ads could be a great way of reaching binge-watchers. 
Hulu is working with brand heavyweights Procter & 
Gamble and Coca-Cola, the latter once used the 
slogan “the pause that refreshes” in its ads. Hulu 
wants to see how people react to static ads when 

they choose to pause the action.

Services on-
demand: 
Embracing OTT 
advertising

The OTT phenomenon isn’t going away, and advertisers 
ignore it at their peril. “Netfl ix has been around for ten 
years, and OTT services with ads for at least four. If 
advertisers aren’t embracing it yet, they need to at least 
start testing it,” says Worthem. “Everyone involved in 
advertising now is more sophisticated than a couple of 
years ago. They have data science teams to help make 
better decisions about the campaigns. Everyone is asking 
thoughtful questions about where their dollar is going,” 
says Hunt.

Many are looking to take a cross-channel, campaign-
based approach that embraces linear TV as well as OTT 
services. Changes in viewing habits mean that 80% of 
OTT providers, content owners and advertisers surveyed 
by SpotX said they are looking to achieve cross-platform 
audience reach, with 100% saying it is the biggest change 
for them. With OTT ad revenues predicted to top $31.5bn 
maybe it’s time advertisers look to OTT and demand more.

“Changes in viewing habits 
mean that 80% of OTT 
providers, content owners and 
advertisers surveyed by SpotX 
said they are looking to achieve 
cross-platform audience reach, 
with 100% saying it is the 
biggest change for them”
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