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Has ‘carousel'opened the doors to online film?

IDOUBLE
STANDARDS

Jimmy Maymann
andJason
Goodman discuss
whatmakes film
advertising work,
whyitcan beso
engagingand
justwherevirals
and online film
can take us

Jimmy Maymann chairman, GoViral Jason Goodman chief executive, Albion
What does the success of Ittook the prize al(‘anm.\ nulhuauwuw.n m.nds lur Itsetsanew b li d
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future of film advertising? creative. and gratifying experience that they want toshare | entertainment qualities of broadcast mcdia.
with others. Film advertising is evolving with the media
landscape and this change has only just begun. TV
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and,driven by greatuserdemand,online video viewing is
inuingits explosive growth yearon year.
Can commercial TV Mainstream TV still provides a reach that online can't Well,they have to. There isn’t a choice. It s like asking
and online film work match - primarily because ofits ability topush content to | whether the sunis going tocome up in the morning. The
together and how? users.Online,on the other hand,can reach asavvierand factis that playersin the commercial TV businesses will
youngeraudience,and it deliversstrong results because have toadapt,acquire new craftskills and work out new
userscan pull content and share it witheach other. waystomake money as well as deal with competition from
Because of the nature of the online world, it will 1Imhg|p araftofnew players who are very comfortable working
pushcreative forTV. Onnwm devel online. It’s thereality for the entire advertising category.
nowisby firsttocapitalise on the
pull potential before cultivating them with mainstrea
formatssuch as TV and electronic outdoor
A We welcome adverti: d Thcyd(m lhavc.lohcapmblcmnl' aswlh"caronsel".u
producti for i | dfor the web.
film activity? llows it ly ri li “Carousel”is | Themistakei i for
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general level,it’s justasmuch about pushing the standards | iPhone. Youstill hear too often, after the TV produ
| ofthe conceptsand tonality of our creative work inorder | processiscomplete:“Oh,howdowe get thisonline?”
‘ toengage users. ’
What's the most creative | The ingindustry has given d lesof Wecreated the Skype Nomad, which has had amazing
piece of 've i succeedi wllhlh«.lrcnu natural viral growth. It was more like creating for 33 days
been involved with recently? | audicence by evol Jtona thanany TV advertising we've ever done. More thana
standards We distributed Battlefield" 's Bad Company, million unique users engaged within four weeks and we
ifa Street 3and Tiger Woods “walk on water”, which had no paid-for media,just “social " distribution. That’s
arcallexcellent examples of thi thereal proof of creativity online.
‘What are the benefits of ‘thnlalkingaboulhcncﬁlsforanadvcrliscr.ilall Thegr PP ity onlineisstill about
d onling o down to how the users perceive the creative | i i peri Therei:
via a traditional TV set? experience. In the online world, usersinitiate the twoof people whoall love naively clicking onstuffand
experience themselves. All oursludlespoml towards seeing what happens. The mobile application culture is
aresultof I ging what is I mediabehavi
| theway dandviewedinthe | Watchingadsonlineneedstol not
| onlineworld. l i 1d 30- d he he: d
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How accountable is your Inmany ways the online world provides much deeper ‘The chance tocollect dataand measure it has been there

model for advertisers?

feedba k[()YJ(.‘\LI’(I\LT\WLL«InlL"\OUL‘AL"V\Nth. Iurmdnvu.mm)w butyouneedarobust and efficient

howand where userssaw the content— h()Wth_V hodology an enced team that inely cares

ratedit,what they said aboutitandif they shared it about data. It m.xcumgnmua‘lhl. bestof the brand and

withsomeone else. direct marketing model collides. I'm happiest when you
cansee the success of creativity in the numbers.
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‘Warne on Sky Sports
The introduction of the pin
legend Shane Warne to the
Ashes commentary team s raisis
smile. Warne brings wit and a sef
of rivakry to a team featuring the
serious likes of Mike Atherton and
ssain. He's brilliantly
n w/»,wuynmlmud s
dressing room secre!
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Warne's slots with Sir lan Botham
are especially worth listening to - on
the opening day, he started by calling
Botham “Sir lan” before lapsing
using his nickname *Beefy” before
finally settling on the even more
snappy “Beef” when addressing the
England legend.

‘Coronation Street on Google
Street View
We've spent hours checking out
realife neighbourhoods on Google’s
Street View. So, we're excited that
Google's Street View car has made
its way down
Coronation
o Streel. Google
s putting the
fictional street
onits “virtual map", which should
bring viewers closer to the
characters. It was also another PR
coup for Google, which launched its
maps of the moon in Google Earth to
coincide with the 40th anniversary of
the first lunar landing.

AND ONE THING WEDON'T...
Stupid PR stunts

We're admirers of creativity and
innovation but there are some

idiculous id tthere right
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next few months?

sayyoushould...
If you were to direct a film, EwanMcGregor.
who would star in it?
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Greatbrandsdon’t just entertain,they make

people’sliveseasier or better. Creating useful branded

communications is what makesitreally viral.
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AlPacino.

now. We've had the UK-based Dare
Comics offering advertisers a
perpetual ad” in its comic, The
Hunter via eBay. An amazing
opportunity that received tons of
coverage but, as of Monday this
week, the offer had attracted exactly
zef0 bids. Then, this week, we had a
company, Moon Publicity, selling ad
space on the surface of the moon.
We suspect its founders have been
eating too much green cheese.




