Changing advertising Cross-platform campaigns/Vox pop

Digital threat becomes an opportunity

Television and print are merging with digital platforms to create multimedia campaigns. How can digital agencies
and more traditional players make the most out of the new environment? Danny Edwards reports

0 fthereis one 1ssue Lhat has been
~ atthe forefrontof the advertising
i _wi(. industry’s collective conscious-

ness over the last few years it is
E to'do with the word “digital™. It

';E seems that advertisers, agencies
! and media owners have embraced

i itand been scared off by itin egual
measure but whichever group you arein,
there is no denying thal the word and all
it represents is here to stay.

With the value of internet advertising
set toovertake that of TV by 2008, accord-

ing toareportby the Internet Advertising  can provide so much more depth and

Bureau, and the mobile phone becoming,  detail,” says Buels. "There's not encugh =
if not man's best friend, then certainly  time to do thaton TV." o
someone he likes to spend alot of time @ Don't get wrapped up In technology.

with, thedigital revolutionisin full swing.  “Make sure your idea works with the

The questionis how do advertising agen-
ciesmake full use of the digital capabilities
on offer and who has the right approach?

What everyone aims to achieve isa
successful multimedia campaign: one
that erosses platforms to reach consum-
ers on' TV and in print as well as on digital
platforms. Sucecessful examples include
the work for the Xbox 360 game Halo 3,
whichincluded bothmemorable TV spots
and filmsseeded on the web, as well as the
Cadbury Gorilla spotwhich started life on
TV but had that “forward on factor® which
saw it being sent from inbox to inbox.

"For me, 360 campaigns are the great
campaigns,” says Jimmy Maymann,
chiefexecutive of GoViral, a digital media
agency. “They are the ones where you're
not just thinking about how the idea will
work as a TV spat but how it might work
on a social networking site like Facebook
ot how it can wark with a tool like [social
bookmarking service] del.icioas.”

The higger question is, what is the crea-
tiveapproach toamulti-platformidea? And
what platform, ifany, takes precedence?

“1think that sort of thingis challenging

alot of creatives to think about how they

ap‘pmach their work,” says Maymann. tioncompanies, moretraditionalcreatives =9
e's no doubt r.hnt'n’ commereials . andthebest personforthejob, - .t
beenthe priority, And'mnot saying #Tha process of who comes upr'with"
thattraditional mediaisgoingtogoaway,  the idea, who presents it to the client,
because of courseit'sstill veryimportant,  that's exactly the same, but the nature

but we need to open our minds a little bit
nw.’l consider whatit takes to cut through

of the new channels.” That's the difference,” Whelan says,
-Muq:hhmheenniade of the new digital The general feeling onhmﬂdlgitﬂl@- L
:ﬁnues taking on the established, tried  tivity will progress is one of co-operation
sted TV and print agencies. Butare  and of employing media neutral ideas.
thedigitalagenciesabletocompeteonthe  Maymann says: “It doesn’t matter if
ideas frontand can thetraditionalagencies  something goes in a website, or a social
up technologically? What's becom-  networkingsite orifit goes on TV, We just
Ingappamnt isthattoreither tosucceed, need to engage p-eapleanﬂ we need Lo do
nesdsto be a meeting of minds. it indifferent ways."
- Hugh Todd, creative director at agency “We're now told to think in terms of
1 T London, says: “Collaboration, media-neutralideas,”saysTodd, “[Sony’s]

someone told me, is the word of the
l"l.g:l.tre “Todd, like many, thinks that
Lﬁdescﬂptlun of his agency and many

ers as traditional is misleading, “We
don't necessarily want to accept that
term because everyone needs to be
adopting new technigques, new ideas and
everyone needs to evolve. And if we can't
do something in-house then, of course,
let’s open our arms to welcome new ideas
from oulside agencies.”

1 r.ﬂ'tl'._i- =

@ Getagreat idea. Matt Buels,
managmg director at production-
company, Hungry Man, says:
'T;admnml, digital or otherwise, you
haufeto:‘.tartwith agreat ldea”
@ Make siire the execution = gond, Iust
because it's not on abig screen [sno
excuse for it to look shoddy.
@ Uze the medium, “Digital campaigns

technology you're using,” says Nefl
Dawson, creative director for Philips at
DDEB, “Don't just use It because it's there.”
® Beware the length. "lust because
you've got all the time in the world”
Dawson explains, “it doesn't mean you
have to use it."

@ Make it infectious, If no one wants to
watch your ad and send it on to others
it'll mever be truly viral, DE

Mark Whelan, ereative directorat Cake,
abrand entertainment agency. says that
there is akey difference between what his
agency and a "traditional™ agency does.
“Traditional agencies produce advertis-
ing and what we do is produce content.
Adwvertising is a TV commercial, a radio
commercial, a printed poster, but what
we dois create content which canbea TV
show, a live music event or a digital asset
which might be a computer programme
orawidget.”

Saying this, though, Whelan and his
team, while maybe havinga different end
product, use the sameroutesto get there,

They collaborate with advertising produc-

of the work, the output, that's r;h:mged
ta match the appetite that’s out there.

Colour Like No Other, [Guinness's| Good
Things Come to Those Who Wait, can all
be adapted for any platform and it can all
work and it's really exciting, You just have
adifferent-shaped lay-out pad.”




