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‘Like a tobacco account on your CV': Woolley and
Noble on Shell creative pitch
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“Good creatives don't want to sully their book with this kind of
work."

Shell Energy is pitching its creative account, but it has not come without backlash from
industry heavyweights like Darren Woolley, whe says “fossil fuels are becoming the new
tobacco.”

‘I know the money will be good,” Mediaweek's marketing and agency editor-at-large and
founder and CEO of TrinityP3 Marketing Management Consultancy said. "But they're
[agencies that pitch] going to fins increasingly difficult to get people to work on
that type of account.”

‘Whoolley told Mediaweek that the industry needs to be "very clear about the difference
between working for a client and actively greenwashing the client’s claims.” And agencies
pitching should not delude themselves if they think they can help the client “from the
inside™.

"Any agency that is going for this business has to be very clear that they are going to be
working with an organisation that is currently contributing huge amounts to the climate
crisis.

‘They're getting employed to help spin this to help their client. I've heard many agencies
say they we're working with them [the client] so that they can understand where the
consumer is and do more to reduce and I go ‘yeah, right’.”

The Shell sub-brand is the petroleum company's renewables and energy solutions
business in Australia, which claims to “work with customers on their decarbonisation
journey.”

Nous, a Brisbane-based creative, branding and digital marketing agency, worked with
shell Energy on campaigns, including its Net Zero work in 2022, Creative agency Sense
also worked on the company’s national campaign for its fuel brand, Shell V-Power, in 2021

Belinda Noble, founder of climate activist group Comms Declare, added that "good
creatives don't want to sully their book with this kind of work. They want to work for
exciting new companies cf the future. Having this in your book is like a tobacco account
on your CV. It's not something that | think a creative at the top of their game would
want to do.

‘Anyone thinking of pitching for this account has to remind themselves that they're the
possibly complicit in enhancing the brand of a corporation that's doubling down on oil and
gas in the middle of a climate crisis."

The shell pitch generated a huge reaction from the industry online. Noble said that
agencies [ooking to pitch should “prepare themselves for a backlash from not just
inside their own agency, from staff that care about climate change, but from the
industry at large, and of course, environmentalists.”

The agency that wins the Shell account, Noble said, will need to “tread a very, very fine line”

when making any green claims on behalf of Shell under new greenwashing laws that call
out high emissions industries.

Woolley concluded that “the industry needs to move forward” and said while petral will
still need to be sold, it can be done without lying to people.

“Don't make claims that are just blatant lies. Truth well told should be the minimum.”

RELATED ITEMS: BELINDA NOBLE, DARREN WOOLLEY, SHELL ENERGY
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The research revealed businesses are willing to pay an 8%
premium for candidates with data and digital skills. N E
OF T

Almost half of employees have never used generative Al in their role, and 73% say iU's
because they don't believe it's relevant, highlights a report from RMIT Online in
partnership with Deloitte Access Economics. RE LEADER AWARDS

The data contrasts with research by the Australian Computer Society, which showed 86%
of all occupations will be affected by generative Al

The ‘Ready, Set, Upskill' report revealed across a range of digital skills, roughly a third -
between 29-36% - of employees said they are lacking fundamental digital skills, or their
skill level is out of date, while employers identified Al or machine learning as the top digital
skill they lacked within their crganisation, followed by data science, coding, and cyber
security.

The report showed that the lack of digital skills across the workforce means businesses are
willing to pay an 8% (or $5,408) for candidates with data and digital skills

Nic Cola, CEO of RMIT Online, said: "Generative Al is unlike any past digital disruption. It
will continue to transform the way we learn and work, level the playing field and create
new roles and job disruptions.

“The digital skills gap Australia is experiencing has been further exacerbated by the
emergence of critical technologies such as Al and we must not be complacent in our
attitudes 1o reskilling and upskilling if we are to keep pace with our international
counterparts.”

John O'Mahony, partner at Deloitie Access Economics, added: "Generative Al capitalises
on aspects where traditional learning and development falls short.”

“Therefore, it will play a critical role in Australia's skills transition. Employers can use
generative Al to create tailored learning and development content for their employees




which accelerates their learning speed and retention.”

Previous RMIT research revealed that the five industries facing a ‘short fuse, big bang’
scenario, where generative Al has a fast and significant impact, are: financial services, ICT
and media, professional services, education, and wholesale trade. These industries account
for 26% of the Australian economy, equivalent to nearly $600 billion in economic activity.
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