
APG Creative Strategy Awards 2013

Client 
McDonald’s

Agency 
Leo Burnett

Authors 
Kit Altin 
Ben Lunt

We All Make The Games



APG Creative Strategy Awards 2013
McDonald’s

We All Make The Games

1

Summary

On 27 July 2012, a man stepped onto the 
stage at the Olympic Stadium, and sent a 
tweet. 

It simply said: “This is for everyone”. 

In those four words, Sir Tim Berners-Lee 
captured all the power of the Olympics’ 
democratic spirit, and all the everyday 
magic of 21st century technology.

Our story is about how, to celebrate 
McDonald’s Olympic sponsorship, we 
brought together brand values, behavioural 
insights and modern technology to 
enhance the relationship between a brand 
and its consumers.

How planning seized the opportunity to 
tell authentic stories about the brand’s 
customers and their role in London 2012, 
by putting real people right at the heart 
of a real-time, responsive campaign. 

How we designed a holistic campaign 
ecosystem that told a consistent story 
across many platforms, in a way that was 
instantly recognizable, and never got tired. 

And about how technology now means 
that how a brand behaves can say as much 
as art and copy.
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1 European Post Sponsorship Research, OMD/TNS 2012

Welcome to London 2012: “The Obesity 
Games”.

McDonald’s may have been the highest 
profile Olympic sponsor1, but many people 
were emphatically not “lovin’ it”. The 
headlines piled up; the health reports 
weighed in, and with its suitability as a 
sponsor being questioned at every turn, 
demonstrating a genuine link between 
McDonald’s and the Games was critical.

Fortunately, the two brands had something 
in common. McDonald’s is positioned as 
The People’s Restaurant: democratic, 
catering to – and loved by – people from 
all walks of life. From Usain Bolt to the 
man on the street, “There’s a McDonald’s 
for everyone.”

Meanwhile, Lord Coe had announced 
that “London 2012 will be Everyone’s 
Games. It’s an invitation to take part and 
be involved.”

This was more than just a happy 
coincidence for us. These shared values 
around democracy were getting us closer 
to an essential truth about the Games.

Introduction

Spoof campaign

“Would you like fries with 
that gold medal?”
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The planning team recognised that - uniquely among sporting events 
- the Games appeal to more than just sports fans. They are a kind of 
carnival, involving more people than almost any other event on Earth.

And that carnival atmosphere contributes directly to the performance 
of the athletes. It’s a feedback loop of positive energy: on average, the 
host nation will end the Games with a medal haul three times that of a 
typical year.2

We knew that the people would come together to cheer on the world’s 
athletes; that they would create a euphoric atmosphere on the streets; 
that they would welcome the world and show the best of their country. 

So our strategy deliberately turned the lens away from athletes, and 
focused on the people.

This was true to the uniquely inclusive nature of the Games, and a vivid 
contrast to many other Olympic campaigns, with their tired sporting 
analogies about “peak performance”. It was also right for McDonald’s: 
research told us that the brand had permission to tell new stories, as long 
as they were authentic.3 And this was vital: whatever we did, our story 
had to deliver on authenticity, or run the risk of being yet more Olympic 
brand bombast.

The records would be broken 
in the stadiums, but the people 
would make the Games.

2 “Modelling home advantage in the Summer Olympic Games”, Journal of Sports Sciences, February 2011
3 Trust research, Britain Thinks

The truth about 
the Games 
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Show and tell

The first creative work to this brief showed 
a variety of fan archetypes, all wrapped 
up with the line: “We All Make The 
Games.”

And that might have made a fine poster 
campaign talking about inclusivity.

But talk is cheap, especially these days. 
The planning team stopped to ask the 
question: does this feel authentic? 

Because technology now enables brands 
to show through behaviour, as well as tell 
through message. We identified an 
opportunity to deliver greater authenticity: 
to demonstrate that we all make the 
Games, not just say it with words. And 
this was our second brief.

We saw two ways to do this: make it real-
time, and let real people tell the story of 
the Games.
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Our world is one of high-speed response. 
Tweets spread in seconds, memes multiply 
in minutes. This context demands more 
of advertising.

Delivering authenticity would mean 
behaving like a newsroom, not an ad 
agency; moving at the pace of real life, not 
a rigid campaign model that parrots the 
same statement regardless of what’s 
happening in the world. 

This approach was particularly important 
because we had identified another truth 
about the Olympics: that they are a series 
of wonderfully unexpected events. 
Favourites fail, arcane sports become 
national passions, Queens become Bond 
girls. To be authentic, our campaign 
had to be alive to those possibilities. 
It had to ebb and flow alongside the 
Games, capturing – and responding to – 
their story.

So we embraced uncertainty. We wouldn’t 
try and predict everything. Instead, we 
would document the People’s Games as 
they happened.

Planning for 
real time
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The second driver of authenticity was the 
brand getting out of the way, and letting 
real people tell the story of the games.

The planning team recognized that, with 
social media, this was already happening. 
It existed for Beijing 2008, but by 2012 it 
had reached critical mass. 

We believed this would be the first 
Olympics truly “for everyone”, because for 
the first time ordinary people would be 
capturing and sharing the events as they 
happened. Not just watching them on TV 
or in a stadium, but actively participating 
in creating the narrative of the Games.

We could take the stories people were 
telling, and use McDonald’s media power 
to amplify them. We could celebrate the 
people, the moments and the emotions 
that made the Games by broadcasting 
them.

What better way for McDonald’s to 
demonstrate its role in “Everyone’s Games” 
than making real people the star of the 
greatest show on earth?

Letting the people 
tell the story
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This was a big operation, and a low-risk 
comms plan might have started in January, 
building excitement gradually.

But people weren’t getting excited about 
the Games in January. Or, indeed, in June. 
The months leading up to the Games were 
a fiesta of gloom. Transport Armageddon 
was nigh; security was a shambles; the M4 
crumbled and Britain was doing an 
uncanny impression of Atlantis.

However, our insight was that the magic 
would happen when we got to the door of 
the Games. Why? Because that’s the 
British way: moan about it beforehand, 
and then be the last to leave the party. 
Once you added this to the “home Games” 

atmosphere, and the afterglow of the Royal 
Wedding and Golden Jubilee, we believed 
that Britain was going to get stuck in.

We now had a brief for a six-week 
responsive campaign by the highest-profile 
sponsor of the Games, that invited public 
participation, with the whole world 
watching, and relied on a last-minute 
national change of heart. This was exciting. 
And a little terrifying.

But as the opening ceremony unleashed 
Olympics fever (and that British party 
spirit), there were more tweets about the 
Olympics that evening than during all of 
Beijing 2008.4 The social Games were on.

No anticipation please, 
we’re British

4 Nielsen
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Just as the relationship between athlete 
and audience creates a feedback loop, we 
structured our campaign along the same 
lines, in 3 phases, each fuelling the other. 

Designing a responsive 
campaign

AMPLIFY

INVITE

INSPIRE
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1
The campaign launched 2 weeks before 
the Games with TV and outdoor 
introducing the fan types, while at Euston 
station, 300 feet of Mexican Wavers 
encircled the concourse. This phase aimed 
to get people in the mood and inspire them 
to get involved.

Phase 1
Inspire

http://www.youtube.com/watch?v=gwAyM78X7GA
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2
Then we started to invite real people into 
the campaign, both online and in the real 
world. We asked them to share their 
Olympic photos via Facebook, while our 
roving film crews captured Games 
moments at venues and fan parks.

We briefed the crews on likely scenarios, 
and guided the public about the content 
we wanted by setting daily challenges and 
tasks. But we didn’t know exactly what 
we were going to get – or how much.

To manage this, our strategy valued quality 
over quantity. We designed a holistic 
ecosystem that used digital platforms in 
the service of authenticity, not reach (and 
made broadcast channels behave as though 
they were digital). We didn’t need 
thousands of submissions: we just needed 
a few good ones.

Phase 2
Invite
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3
Fan photos became ads. Britain’s Games 
moments were suddenly given a bigger 
stage on which to shine: Facebook news 
feeds, naturally, but also online display 
and digital outdoor around the country, 
even in Piccadilly Circus and The Sun. 
Each featured the stars’ names and 
location, emphasising their authenticity. 
And we chose fans from around the 
country, reflecting that we all make the 
Games (not just Londoners). Fans were 
told via Facebook when and where they 
would star on the digital outdoor, and sent 
video clips showing their moment of fame. 

This was a huge task, requiring a bespoke 
content management engine, overseen by 
a team of planners, creatives and suits. The 
engine fed people’s submissions to the 
team (and the clients), who worked 
together in real time to create dozens of 
new ads every day. In this way, an 
otherwise perfectly ordinary photo of a 
toddler on a swing could become The 
Trainee Cheerer; and another reason to 
believe that we all make the games.

Phase 3
Amplify
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3
Meanwhile, 4 TV ads reflected the story 
of the Games. We captured the rain of 
the first few days with The Shelterer and 
The Shiverer. As Wiggins-mania gripped 
the country, we introduced The Fake Hair 
on Cheekers. The day after Usain Bolt won 
the 100m, we showcased the 9.63ers. 
And as the Games drew to a close, we had 
our Don’t Want It To Stop-ers. And many, 
many more.

Elsewhere, the restaurants told stories of 
Games Makers, McDonald’s Olympic Crew 
and Farmers; and the Games Makers were 
celebrated in Olympic programme ads and 
a special souvenir edition of The Times.

Phase 3
Amplify

http://www.youtube.com/watch?v=3Rv78XvNoww
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Over six weeks, we demonstrated that “we 
all make the games” with 5 TV ads, 25 
press ads, 250 digital posters and over 300 
online ads.

Yes, quality was more important than 
quantity. But a critical mass of content 
was needed to convey authenticity, 
especially above-the-line. Our strategy 
was to amplify a handful of “staged” 
moments at first, which then inspired 
people to get involved not just in the 
Games themselves, but also our own 
campaign. It was never going to be enough 
to simply invite them. They had to want 
to get actively involved. And that 
involvement would have to mean 
something to them.

For online display and digital outdoor, we 
received more than enough photos: over 
2,000 from 39 different countries, enabling 
us to amplify hundreds of genuine fan 
photos across the nation. 

On TV, we had planned from the outset 
to evolve the creative to incorporate as 
many authentic moments as possible. But 
the key to preparing for a responsive 
campaign of this scale was not setting our 
expectations too high. After all, we had 
no real way of knowing how the Games 
were going to play out. In its earliest 
conversations with creative, the planning 
team proposed preparing for a worst-case 
scenario: an 80:20 split of staged to real 
footage. This would be just enough to 

guarantee quality whilst delivering a sense 
of authenticity.

We needn’t have worried. Over the course 
of the Games, the proportion of real 
footage steadily increased, until the TV 
ads consisted almost exclusively of shots 
that simply didn’t exist when the Games 
began. Crucially, they show events that, 
had they been staged, could have been 
mawkish. But moments like The Can’t Take 
Much More-ers are unmistakably authentic, 
and touching; we defy anyone who 
experienced the Games directly to watch 
them and not feel some of that magic. All 
this, not from a line of copy or an image, 
but as a direct result of a strategy rooted 
in authenticity.

Closing the 
feedback loop

http://www.youtube.com/watch?v=3Rv78XvNoww
http://www.youtube.com/watch?v=12GCT4L_y1c
http://www.youtube.com/watch?v=jyKbuLpCwuw
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The campaign convinced people of a 
genuine link between McDonald’s and 
the Games, increased trust and affinity, 
increased positive conversation about the 
brand and delivered a strong ROI of £6.06.*

Increased trust and affinity

A company I trust
53%

54%

34%

42%
Place for someone 

like me (affinity

In touch with the nation

McDonald’s is really in 
touch with fans of 

London 2012 Olympics

70%

65%

55%

48%

It really reflects 
the mood of the 

nation right now

Appropriate sponsor

Makes me think there is a 
genuine link between 

McDonald’s and Olympics

53%

50%

39%

31%

Makes me feel good 
about McDonald’s 

sponsoring Olympics

Campaign recognisers
Non recognisers

Average scores across TV, press, outdoor and digital 5

The Results

* Confidential data, not for publication. Source: Mindshare.
5 Sources:    JCDecaux outdoor campaign evaluation research, “We All Make The Games” 

News Internationals press campaign evaluation research, “We All Make The Games” 
OMD Insights digital campaign evaluation research, “We All Make The Games” 
HPI post campaign tracking analysis, “We All Make The Games”
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The Results

And we saw a big drop in negative online 
conversation:

Offline, McDonald’s saw a significant 
increase in positive word of mouth 
compared to other sponsors:
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Reducing negative online conversation

Source: YouGov Brand Index June 2012 to September 2012 (Figures based on a 2 week moving average)

Buzz IndexAd spend

Net Advocacy: (Positive word of mouth) minus (Negative/Neutral word of mouth)
Pre Games: Aug ‘11 to June ‘12
During Games: Jul ‘12 to Sept ’12
Source: Keller Fay Group’s TalkTrack® Britain

Increasing positive offline conversation

Net Brand Advocacy, by brand Change

McDonald’s

Samsung

Adidas

Coca-Cola

+8%

-1%

-3%

-5%

10%

48%

45%

43%

18%

47%

42%

38%

Pre Games During Games
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We All Made 
The Games

Planning identified the opportunity to 
make those torches burn bigger and 
brighter, in order to demonstrate the 
genuine connection between McDonald’s 
and the Olympics. And the records were 
indeed broken in the stadiums, as Britain’s 

athletes roared to a record 165 medals. 
But just as importantly – from 
The Blogger to The Front-Row Film-Maker, 
The Tweeter to The Last Picture-Taker – at 
London 2012, for the first time, we all 
made the Games.

SIR TIM BERNERS-LEE 
After the opening ceremony

“The values and achievements of the Olympics 
will be amplified by the web, like millions of 
digital torches carrying the spirit of the Games 
to every corner of the world.”

Word counts 
Paper: 1988 
Summary: 157
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CREATIVE BRIEF 

 
Client/Brand: McDonald’s  Project: London 

2012 Outdoor 
Author: Kit/Ben Date: 14.11.12 

 
WHO ARE WE TALKING TO?  
The great British, McDonald’s-eating public in the immediate run-up to and during the 
Olympics. They visit McDonald’s but don’t necessarily feel good about the brand.  
They’re pragmatic about sports sponsorship – they accept that brand money enables 
events to happen - but they don’t yet see an obvious link between McDonald’s and the 
Olympics.  
Although they haven’t caught the bug yet, come July 2012 their Olympic fever will be in 
full swing—cynics included. They’ll be on a rollercoaster ride of big emotions during the 
Games and will play their part at them: supporting the athletes, creating the atmosphere, 
welcoming the world. 

 
WHY ARE WE ADVERTISING? 
We need to make people feel good about McDonald’s and its Olympic sponsorship 

 
WHAT DO WE NEED TO SAY? 
We want to celebrate the great British public’s role in making the Games the greatest 
show on earth: they’ll come together to passionately cheer on the world’s athletes, lifting 
them and inspiring them to be the best they can be; they’ll create an atmosphere of unity 
and euphoria on the streets; and for two weeks they’ll be the perfect hosts - welcoming 
the world and proudly showing them the best of their country and what it can achieve. 

 
WHY SHOULD PEOPLE BELIEVE THIS? 
• London 2012’s ambition is ‘to create a Games for everyone, where everyone is invited 

to take part, join in and enjoy the most exciting event in the world’. 
• McDonald’s is democratic and welcoming and brings people of all types together. 
• So as sponsors, we’re ‘the People’s Restaurant for the People’s Games’ 

 
 
WHAT’S THE TONE? 
Celebratory and British 

 
WHERE DO WE NEED TO SAY THIS? 
• Outdoor during the 2012 games, all around London. McDonald’s has bought media 

space in sites around the Olympic Village and throughout major travel hubs from 
Heathrow, to Stratford, Euston, St Pancras and Waterloo. 

 
WHAT (IF ANY) RULES ARE THERE? 
 
• We must show the contribution of the Games Makers and the Champion Crew as part 

of the collective story 
• Although the campaign is not about heroing the brand, it must unmistakably come 

from McDonald’s. 
 
APPROVED BY: 
 
CREATIVE DIRECTOR: 
 
 
 

CLIENT SERVICES 
DIRECTOR: 

PLANNING DIRECTOR: 
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WE ALL MAKE THE GAMES 
MULTIPLATFORM BRIEF 

 
 
What’s the task? 
 
We want to show we’re part of the games by capturing the public’s mood and emotions and 
celebrating the great British public’s role in making the Games the greatest show on earth. 
 

The line – and the idea that we need to make real - is We All Make The Games 
 
It should be: 
 
AN IDEA THAT LIVES OVER TIME – use the time before, during and after the 
Olympics. We need to play on the anticipation, the participation and the collective sense of 
“that was awesome” afterwards – and feed these even more. 
 
ALIVE – something moving, living, thinking, talking to people 
 
RESPONSIVE – using all the new opportunities to respond to events and get something back 
out there quickly, keeping in step with the people as they experience and talk about stuff 
 
PARTICIPATORY – about people and how they can get involved 
 
REWARDING FOR EVERYONE - whether they're getting involved or just looking on 
 
RELEVANT TO OUR AUDIENCE: For experiential stuff, it’ll mostly be Brits. Play to 
their strengths – wit, humour, natural reserve.  
 
SOCIAL/COLLOQUIAL – there’s enough official data already, what we need is all the 
interesting stuff around that, the chat, wit, gossip, jokes, all the stuff that makes it feel like a 
massive night in the pub 
 
AUTHENTIC BUT POLISHED - this is a McDonalds ad, after all 
 
It could be: 
 
COLLECTIVE – actions that lots of people take add up to something big, e.g. “enough 
tweets and a firework goes off”. (Not necessarily literally, but hey, it is a party…) 
 
GLOBAL – we have the technology to get everybody involved- how big could the idea go? 
 
It shouldn’t be: 
 
DIRTY PROMOTIONAL STUFF – e.g. McDs gives free burgers, one for every second of 
the winning time. 
 
ABOUT THE BRAND OR THE BRAND TALKING TO ITSELF – this is McDs as 
facilitator 
 
FORCING PEOPLE TO GET ALL “FUCK YEAH!” AND AIR-PUNCHY – this isn’t 
America. Watch out for ideas like “cheer at signs” or “everybody at the bus stop start 
shouting”  
 
YET MORE INFORMATION – there’s enough of that. 
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CONTRIVED – work with people’s natural behaviours (and tech) 
 
Toys to play with? 
The lot. TV, press, print, outdoor (see existing creative), digital outdoor, digital display, even 
the splash page for McDs wifi. We’ve got an idea about responsive TV that we’ll talk 
through. 
 
 
What if… 
 
It was a kind of “People’s Games”…. 
This will be the first games which will be recorded and documented by the people as it 
happens. We'd love to be able to take this on with our advertising, so we create a way of 
aggregating all that people are documenting, and our media (display, digital display, 
billboards, even TV etc) can then replay this material right back at the people. We are making 
– and recording – history.  
 
So the ongoing evolution of the games causes an actual realtime history unfolding and played 
right back at the very audience who are a part of it. We're making a slice of history as soon as 
it happens and depicted on the biggest possible ad spaces up and down the land. 
 
Best of's highlights of the previous day's social media contributions would roll out across 
channels with a delay of only 24 hours, being reflected back at the public and amplified via 
promotional channels while still relevant and timely.  
 
To work this campaign would need to be about being quick and being smart.  
 
It was about making something happen… as a crowd… 
Like the Groupon mentality: the more activity that happens, so a resultant public response 
occurs.  
 
The result could affect telly. So the TV ad might be a very literal translation of the current 
creative, with faces and music set to a certain mood. But this is literally effected so that the 
more people who cheer up and down the land when they come into contact with digital 
display, the more the advert becomes euphoric and joyous on air over the 6 weeks 
  
Or Digital display adverting could change according to the mood of the nation. Be it through 
clapping, cheering or just judging sentiments through tweets. 
 
This could be about measuring the mood of the nation. A Mood-ometer or barometer of the 
feeling of everyone, and as we measure it, so we influence display advertising or replay this 
to others. 
 
Ways to think about making the tv ad responsive to online activity (without completely 
breaking the bank) 
 
- keeping the TVC 80% the same during the campaign period, but refreshing 20% of it week-
on-week 
- updating voiceovers based on text-based UGC 
- embedding UGC (videos, photos, text) or up-to-date info into pre-shot scenes, like in the 
MySpace/50 Cent thing (see below) 
- keeping the TV spot the same for the majority of the campaign period, but having a second 
one that plays during the closing ceremony that in some way reflects/celebrates the actions of 
our fans during the weeks previous 
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Examples - responsive TV / personaliised video / two-screen interactions 
 
No one’s really cracked this yet, at least not as regards making the TV responsive. But here’s 
some examples of people giving it a bloody good go (or examples of purely online techniques 
that could still work for telly)… 
 
Old Spice – Responses 
No introduction necessary, but here’s a pithy breakdown of how they did it: 
http://www.readwriteweb.com/archives/how_old_spice_won_the_internet.php 
 
Kraft Mac+Cheese 
Taking the Old Spice Responses approach and applying it to telly: random punter tweets first 
thing in the morning, their tweet gets turned into a TV ad and aired 12 hours later:  
http://www.culturepub.fr/videos/kraft-macaroni-cheese-dinner-dream 
 
Coca Cola Superbowl 
The Polar Bears comment on Superbowl activity in real-time: 
http://mashable.com/2012/01/26/exclusive-coca-cola-polar-bears-will-watch-react-to-super-
bowl-in-real-time 
 
eBay 
eBay telly ads feature items that are on sale right now! 
http://www.albionlondon.com/work/ebay-live-tv/ 
 
MySpace Fan Vid 
50 Cent hangs a picture of you (or whatever else you fancy) on his wall. Super slick, strictly 
online, but no reason at all why we couldn’t employ the same techniques to telly if we wanted 
to: 
http://www.myspace.com/fanvideo -- not sure this is still live, but here’s a link to something 
what talks about it: 
http://www.trendslate.com/2010/01/13/fan-video-is-myspaces-coolest-campaign-ever/ 
 
Adidas - Hunt For Fast 
Adidas crowdsourcing the cast of their next campaign:  
http://www.youtube.com/watch?v=kzkjKMFdhcE 
… that’s right, we said “crowdsourcing” – get over it. It could have been worse. We could 
have said “leveraging”. 
 
Heineken Star Player 
Place your bets on the match in real time, as the footie match plays out. Unlikely that we can 
do something quite so immediately tied in to the Games, but still… food for thought… 
http://www.contagiousmagazine.com/2011/04/heineken_6.php 
 
 
 
 
 


