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Acharity campaign that
strikes the right balance

Seriously
optimistic

AntidoteandBrand
NewSchool’sanimated
shortfilm introduces
theaimsofOnlyThe
BraveFoundation,
whichsupportsavariety
ofprojects inAfrica

Howdoyoupresentahard-hittingglobal
message inaway thatenticesviewers to
watch,whiledoing justice to theserious
subjectmatter?Thiswas thecreative
conundrumdesignagencyAntidote faced
whenDiesel founderRenzoRossoasked
the teamtocreateacall-to-arms for the
world’s youth to joinOnlyTheBrave
Foundation (www.otbfoundation.org).

OTBFoundation is anot-for-
profit organisationworking to tackle
extremepoverty in support of theUN
MillenniumDevelopmentGoals.“While the
subjectmatter is very serious,wewanted
thebrand tohaveasenseof optimism,”
explainsJonathanNotaro,founder and
executive creativedirector of studioBrand
NewSchool (www.brandnewschool.com),
whowasbrought in todirect the two-
and-a-half-minute short.Armedwitha
manifestopennedbyAntidote’s creatives,
hedeviseda visual storytellingapproach
that strikesabalancebetweenattractive,
almostwhimsical imagery and theserious
messagebeingdelivered.

Cause-drivenadverts areall too
oftenof a type,explainsNotaro.“Whereas
for thiswe tried tousesymbolsasmuchas
possible andcomeupwith funmetaphors
for interpreting themessage. I had this
idea thatpeoplearedifferent shapes,
whicharedifferent colours.Withafilm
this long,youneedacharacter to follow.”
www.antidote.co.uk


