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Introduction
This year�s Digiday Media Awards honor a wide variety of brands, 
publishers and creators. Winners created stellar content and launched 
tech-driven, customized experiences for users and advertisers alike. In a 
year when many media brands struggled, this year�s winners diversi�ed 
revenue by telling relatable stories, formulating personalized strategies 
and reaching their audiences where they live.

A drive for intimacy and personal connection was evidenced 
throughout this year�s e�orts. With robust social-media distribution 
tactics, behind-the-scenes features, humanized storytelling and 
innovative distribution, 2020�s DMA winners connected with their 
audiences on an intimate level. Audiences noticed � and so did 
advertisers.

Use this guide to explore all the winners of the 2020 Digiday Media 
Awards. In each section you�ll �nd a quick rundown of the campaigns, 
along with insights into why they won and what we can learn from 
them. Put these ideas to work, and we hope to see your campaigns 
among the winners in future Awards.



Branded Content
Resonance and personalization are key themes running 
across all of this year�s Branded Content honorees. 
Winners transcended mere sales pitches, each �nding 
an authentic voice that engaged users with messages 
they cared about, from stories of hardship to expert 
advice on vital topics. In some cases, winners took 
deeper dives into existing content � sticking close to 
the sites and social platforms where relevant audiences 
were most active. Successful branded content reaches 
users where they live, with content they care about � 
and this year�s winners leaned into that factor.



Best Branded Content Program - B2B
MotorTrend Group and Porsche 

Inside �The Heist� Insights

MotorTrend took a documentary-style 
look at �The Heist,� Porsche�s dazzling 
Super Bowl commercial featuring a 
meticulously choreographed ten-car 
chase through the streets of Stuttgart, 
Germany. The featurette ran across 
MotorTrend�s digital properties, placing 
the brand in front of auto fanatics who 
may have missed the ad � or just wanted 
to know more about it.

With a behind-the-scenes look at 
Porsche�s ambitious commercial, 
MotorTrend extended the brand�s 
approach far beyond linear TV. Most 
auto fanatics appreciate a look under the 
hood, and MotorTrend showed it knew 
its audience well enough to recognize 
that sense of curiosity and put it to work.



Best Branded Content 
Program - B2C
Hearts & Science, Great Big Story, 
Courageous Studios and AT&T

�It Can Wait: A 
Message to Live For�

Insights

AT&T�s �It Can Wait� campaign, which 
encourages people to make a lifetime 
commitment to ending distracted 
driving, has been going strong since 
2010. The wireless brand�s most recent 
e�ort centered on three short �lms about 
families that have been impacted by 
distracted driving, providing a resonant 
boost to the campaign�s annual pledge 
day.

With content appearing on the Great Big 
Story website and social channels, along 
with CNN�s linear and digital channels, 
AT&T cast a wide net with its �lms. When 
a critical message applies to the masses, 
it�s best to go broad with distribution. 
Meanwhile, the personal, family-focused 
nature of the stories helped set the tone 
for a call to action, one that felt like it 
came from people just like the audience 
watching.



Best Brand Partnership - B2B
Financial Times and CFA Institute

Moral Money Insights

The new Financial Times vertical, 
created in partnership with the CFA 
Institute, encourages the incorporation 
of environmenal, social and governance 
data into the investment process, 
enabling investors to become more 
informed about the social rami�cations 
of their decisions. The branded property 
continues to make powerful arguments 
for a shi� toward sustainable, responsible 
and ethical investment.

Moral Money reaches ethical-minded 
investors across two major properties � a 
constantly updated hub page providing 
insightful news and commentary, 
along with a weekly newsletter. Brand�s 
can convey their message and stand 
alone as informative news properties 
simultaneously � and audiences expand 
when the distribution channels and 
options for engaging with content are 
dynamic.



Best Brand Partnership - B2C
The National Association of Realtors
and Vice Media 

�Home Again� Insights

The B2C branded partnership between 
Vice Media and the National Association 
of Realtors shed light on communities 
rebuilding and planning for the future in 
the wake of large-scale natural disasters. 
Beyond highlighting the damage, Vice 
and NAR used a three-episode custom 
video series to explore the future of 
urban planning and the ways in which 
Realtors can help with recovery.

With videos focused on Puerto Rico, 
Houston and California, the video series 
from NAR and Vice Media highlighted 
pathos and common experience across 
diverse communities. If your brand�s 
relevance transcends geographies and 
demographics, then its stories can re�ect 
that as well. And that�s an audience-
growth tactic that pays o� in wider reach 
and a chance to identify new cohorts as 
the scale and scope of the campaign 
increase.



Video

Whether interviewing sympathetic documentary subjects, utilizing the 
right in�uencers or taking viewers behind the scenes before a dramatic 
boxing match, our 2020 winners took a personalized approach to 
content. This year�s honorees recognized that audiences expect a 
sense of connection to the people driving the content they consume.



Best Non-Standard Advertising
Mekanism and Eos

�Make It Awesome� TikTok 
Hashtag Challenge

Insights

In the world of in�uencer marketing, no 
platform is gaining in�uence faster than 
TikTok. Beauty brand Eos chose TikTok for 
its new campaign, which took a music-
and-in�uencer focused look at how the 
company makes its lip-balm products. 
Featuring a host of internet stars, 
including Chris Kerr, Sharla May and 
Drew Dirksen, the campaign garnered 
more than 3 billion views.

In addition to highly engaging creative 
� foregrounding original music by 
popular artists � the campaign boasted 
a carefully considered social strategy. 
The �rst step to in�uencer marketing 
is reaching your audience where they 
congregate � in this case TikTok � and 
through ambassadors they take seriously. 
Both factors contributed to a winning 
outcome: adding authentic value to the 
audience experience on TikTok.



Best Live Event
DAZN

KSI vs. Logan Paul II Insights

Held at Staples Center, Los Angeles, the 
rematch boxing event between British 
YouTuber KSI and American YouTuber 
Logan Paul capitalized on the cultural 
cachet of two digital celebs, resulting in 
one of the most watched boxing events 
of the year � 23.8 million fans tuned in. 

KSI vs. Logan Paul II was distributed 
across seven platforms, including the 
YouTube pages of Logan Paul and KSI. 
DAZN also surrounded the event with 
behind-the-scenes coverage. When it 
comes to in�uencers, fans crave access, 
and audiences tune into live events when 
they know the access-rich experience 
can�t be replicated by recaps and next-
day coverage.



Best Video Series
The New York Times and Breakwater Studios

�Almost Famous� Insights

As created for Op-Docs, The New York 
Times editorial department�s section for 
short opinion-driven documentaries, the 
series focused on individuals who nearly 
made history, but fell just short. �Almost 
Famous� demonstrated that would-be 
pop-stars and astronauts who never 
reached space can still �nd happiness � 
and an audience. One �lm in the series, 
directed by Kim Hill, received 3.3 million 
views.

�Almost Famous� took an innovative and 
highly relatable approach to storytelling 
and subject matter, reminding us that 
perseverance in the face of failure is a 
story that audiences �nd inspiring, and 
that just missing the brass ring is an 
experience with which many viewers 
can identify. Based on the numbers, the 
combination of these two elements was 
irresistible.



Editorial

From contending with the coronavirus to coping with homophobia 
and sexual predators, 2020�s editorial leaders recognized that the 
year�s audiences were going to be focused on crisis, justice and 
social awareness in their editorial content. The year�s most successful 
storytelling refused to shy from heavy themes like hardship and 
prejudice. Modern audiences don�t want or expect to be bombarded 
with feel-good content; they expect connections with those who are 
striving and struggling just like they are.



Best Single Article
The Players� Tribune and Sue Bird

�So the President F*cking 
Hates My Girlfriend�

Insights

In a post on The Players� Tribune site, 
WNBA player Sue Bird passionately 
defended US soccer champion Megan 
Rapinoe � who happens to be her 
girlfriend � following a bizarre feud 
between Rapinoe and the current 
resident of 1600 Pennsylvania Avenue.

Bird and The Players� Tribune seized on a 
potentially painful current event to deliver 
fans an intimate look at a fascinating 
relationship, all while forcefully 
repudiating misogyny and homophobia. 
Sometimes it�s best to take your 
grievances � and your love � straight 
to the fans, and when that is done with 
authenticity and passion, the loyalty and 
shareability that result are an uncontested 
match.



Best Editorial Series
U.S. Chamber of Commerce

Grow with CO Insights

CO is a new B2B site serving as a 
gateway to the nation�s small and 
medium-sized businesses. With it,  the 
U.S. Chamber of Commerce set out to 
answer business owners� most pressing 
questions about running and growing 
companies, featuring expertly sourced 
explainers, how-to articles and exclusive 
interviews with disruptive companies.

Although no one could have anticipated 
as much at CO�s launch, the property 
has made an indelible mark as an up-
to-date source of information on the 
coronavirus crisis and its impact on the 
business community. When your o�ering 
is aligned with the times, performance 
and resonance acquire a momentum of 
their own.



Best Podcast
Pineapple Street Studios

The �Catch and Kill� Podcast 
with Ronan Farrow

Insights

The podcast, which served as a 
companion piece to Farrow�s New 
York Times bestseller of the same 
name, featured new conversations from 
key �gures in Farrow�s reporting on 
Harvy Weinstein. Listeners also heard 
never-before recordings from Farrow�s 
investigative work. The podcast hit 
number two in the Apple Podcasts Top 
Charts, and number one in the News and 
Podcast category.

�Catch and Kill� amply demonstrated 
that audio can serve as the perfect 
conduit for extending the reach of 
hard-hitting journalism. Reporters and 
publishers shouldn�t limit themselves to 
the page, especially when the power of 
the human voice can be coupled with 
the kind of gripping �rsthand accounts 
that �Catch and Kill� brought to the 
microphone.




































