Best Cannes-Style Campaigns for Change: How ShowGhanaLove Turned Pride into Global Conversation
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Shoppers, readers and social users watched a quiet South African digital magazine turn a Pride stunt into a political signal , and a raft of creative awards. The Odd Number’s #ShowGhanaLove for Previdar travelled well, sparked debate, and scored big at the 2026 IAB South Africa Bookmark Awards.
Essential takeaways
Low budget, big reach: Under $15,000 in PR spend and roughly $1m in earned media, the campaign went viral across Instagram and TikTok. 
Brave creative choice: A queer South African couple filmed public, affectionate moments at heavily policed Ghanaian landmarks, giving the work a candid, tactile urgency. 
Tangible impact: Shortly after the campaign, Ghana abstained on a UN vote about protecting sexual orientation and gender identity , seen by activists as a small but meaningful sign. 
Award recognition: The work won Special Honours with a Black Pixel, Gold in Connect and Publish for Social Media Campaign, and Bronze in Impact for Breakthrough on a Budget at the 2026 Bookmark Awards. 
Human touch: The campaign was driven by a tight creative team and visible leaders , art director Sibuyiselwe Nhlangwini and copywriter Tebogo Kgapola , that prioritised authenticity over spectacle.
How a small digital title pushed a big conversation
The strongest fact here is the numbers: a modest PR outlay produced mass attention and a visible policy ripple. Previdar, a South African digital magazine focused on queer African identity, chose to respond to Ghana’s proposed Family Values Bill with action rather than just words, and the resulting creative felt immediate , warm footage, public spaces, hands held in landmark locations. According to reports, the campaign’s social-first format made it easily shareable, which helped the message travel farther than traditional print could.
The backstory is about risk and intent. Ghana’s political moment made the campaign topical and sensitive, so featuring a same-sex couple in a tightly policed public sphere wasn’t just a content decision but a deliberate act of visibility. Sources say the work emerged from a belief that well-made creative can reframe hardened political opinions, and the team leaned into that.
If you’re planning a cause-led campaign, remember the basics: authenticity, clear creative idea, and media that fits the message. For social-first work like this, simple edits and raw feeling often outperform glossy ads.
Why earned media still matters in a noisy social landscape
Earned media is the quiet engine behind many modern wins, and #ShowGhanaLove is a textbook example. With less than $15,000 spent on PR, the campaign generated about $1m in coverage value , proof that editorial interest and organic sharing can multiply reach without a huge ad buy.
Industry coverage shows the Bookmark Awards reward campaigns that shift culture as well as metrics, and this fit the bill. Campaigns that marry a strong narrative with visual, shareable content are more likely to get picked up by outlets and creators, so plan for hookable moments , a striking image, a short poem, a surprise location.
From a practical point of view, measure both quantitative reach and qualitative signals: tone of coverage, public conversation, and even policy gestures. Those softer signs can be as valuable to brand purpose as raw numbers.
The creative team: small cast, big craft
There’s craft in restraint. The project credits read like a compact workshop: art director Sibuyiselwe Nhlangwini, copywriter Tebogo Kgapola, and a handful of producers, strategists and creatives. That compact structure often helps preserve idea clarity and speed up decisions.
The campaign leaned on a real couple rather than actors, which bought authenticity and emotional clarity. That choice also posed practical risk management questions , safety, consent, and legal exposure in regions with hostile laws. Agencies doing similar work should budget for legal advice, secure protocols, and post-campaign care for participants.
Looking ahead, this model , small, passionate teams making high-visibility work , is likely to keep winning awards and public attention, especially where budgets are tight but conviction is high.
Awards, credentials and why they matter for social causes
Winning at the Bookmark Awards conferred more than a trophy. Judging panels often reward inventive use of limited resources, and #ShowGhanaLove picked up honours for both creativity and impact on a budget. According to industry round-ups, entries that show measurable public engagement and a clear social idea fare well.
For brands, awards translate into credibility and longer-term conversations with stakeholders. For causes, they can amplify reach and attract partnerships. If your project aims for recognition, document everything: strategy notes, engagement timelines, earned-media metrics, and participant testimonies.
What marketers and activists can take away
This campaign is a reminder that bravery and clarity beat complexity when budgets are tiny. Make your idea portable and emotional, choose formats that encourage sharing, and prepare for questions about participant safety. Also, aim to create moments that newsrooms and influencers can latch onto , that’s how earned media snowballs.
And don’t forget the human side: the nicest campaigns are the ones where teams genuinely believe in the work, because that conviction shows up on screen and in headlines.
It's a small change that can make every public gesture safer and more visible.
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