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Background
In what is becoming a big-beige-brand-
world, a lot of telecom brands are 
playing it safe when it comes to 
communicating with people. In a digital 
world full of choice, full of diversity, and 
full of stuff – they serve you vanilla. This 
has left nothing more than price as the 
main differential between brands. 

But TalkTalk are different. 

TalkTalk are the enfant terrible of their 
industry. They don’t behave like their 
competitors do. They don’t do what they 
do, talk how they talk, or look how they 
look. They’re creative, disruptive, 
campaigning and young, so naturally 
they want to do things differently. And 
not just because they can, but because 
they should.

The challenge
Create a content rich campaign to show 
TalkTalk as the forward thinking, creative 
agitator of the telecommunications 
industry.

How can TalkTalk show the consumer 
that they’re different? How, when 
standing shoulder to shoulder with their 
competitors, can they disrupt the “me 
too” attitude? And how do they do it 
differently if they too offer phone, 
broadband, TV and entertainment? What 
else could they provide? It’s a diverse 
world, with digital at its heart, but that’s 
not all – so how do other media fit into 
the campaign?

Who iT’s for
Under 21s. Think about the point when 
people are first choosing their telecoms  
and entertainment provider.

WhaT To consider
•	  It’s a campaign, so it’s all media 

relevant to your ideas. Think 
holistically. Think big.

•	  It’s got to be different, it can’t just 
look different. That’s the spirit of the 
brand.

•	  Understand the perceptions and 
challenges that come with the ‘big 
company’ tag from the point of view of 
under 21s.

•	  The TalkTalk brand vision ‘a brighter 
home for everyone’ is about 
connecting people, bringing them 
together doing the things they love. 
Make sure your campaign gets this 
across.

•	  The world has gone digital. People can 

shop anywhere they like, talk to 
anyone in the world from wherever 
they are in the world. And they can 
watch TV anywhere and anytime they 
choose – they don’t even need a TV to 
do it. How can TalkTalk use this to 
their advantage within the campaign?

•	  TalkTalk are at the forefront of digital 
advancements in their industry, eg. 
voIP calling apps, multi-device TV… 
they’ll even be the first to retail 
ultrafast gigabit internet. Think about 
how this boundary pushing plays into 
the creative agitator angle.

WhaT’s essenTial
Your campaign needs to run across 
more than one different media channel, 
and it must have a strong digital 
element. Think about which channels 
and touchpoints will be relevant to your 
idea – mobile, print, online, experiential, 
social…

WhaT To suBmiT
See ‘Preparing Your Entries’, included in 
your brief pack, for full format specs 
– work will only be accepted in the 
formats outlined.

Main deliverables (mandatory)
Present your solution using either a 
video (max. 2 mins) or up to eight 
presentation slide images. 

Supporting material (optional)
The judges will only look at this if your 
main deliverable has impressed. This 
could include executions or mock-ups of 
campaign elements, or show your 
process and the development of your 
idea. 

You can submit the following as 
supporting material: interactive work 
(websites, widgets, apps, HTML, etc); 
audio (radio executions); text (radio 
scripts or longform copy only); physical 
material (prototypes, mockups, etc). If 
your main deliverable is video, you can 
also submit up to four images. If your 
main deliverable is images, you can also 
submit video (max. 1 min).

TalkTalk are differenT. 
shoW hoW.
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