8an0oe Lucy Barrett on dull advertising | Media | The Guardian
Ll Bt [ http:/ jwww.guardian.co.uk/media/2008/jul /28/advertising ¢ | [Q~ roboboy unilever cannes advertising festiv Q)

| e . g . -
VS BLE R RS mivenacetil ms hacktoflashTorswar = X el i TOE—ANOEE oM S ~+ b 1]l 0 nforrmz WS | A5y v
e e e T e AR TR LRIt B T AP WYkl UL LR Ll L) r...'...._ B e TERTRAT TPl TRPR > R L S ) 7

Edition: UK -  Signin  Mobile  Aboutus - Today's paper + | Subscribe -

E]
SonVidéo.com

MNorStone Finn Silver

49 €

thl:!gllﬂl'diﬂ]l Your search terms... |[ Media s Search|

News | Sport | Comment | Culture | Business | Money | Life & style | Travel | Environment | TV | Data Video | Mobile  Offers | Jobs

News ; Media ) Advertising

Dirt can be good =m0 guardianjobs

K] Recommander

<5 redditthi Find the latest jobs in your sector:
reddit this

Arts & heritage Health
Lun}r E-ﬂrrﬂ“ E m E ................................................................ e e ot s A= s e = T T et et A At =
The Guardian, Monday28 Juy2008 T T N CTE piniais WNURRUO shmlaia. s WO
Aricle history A larger|smaller Education Media
S i
Media T C e .
Advarlsing @ == | B i e .
Graduate Social care

Maore comment

Browse all jobs

Related

..................................................................... H medla SEB.I"EI"I

8 Jun 2009

Companies go fishing for

a neul::r Imagr;g g Trainee Journalists
_____________________________________________________________________ - Dailyc- Mail Kensington | £18,000
5 Jan 2009 B ASSOCIATED NEW
Adland under pressure MEDIA

zauayzuua ..................................

Seeing red

s eenaeses |
How to create a buzz JJ
about a book .

It ies nrabablv eafe o 23w dill aradicte aramot dull advertising Your'd Caom o BOVE EG clrm s Ermitalire BOISER [ED

Roboboy: realistic star of BBH's Persil ad




It is probably safe to say dull products prompt dull advertising. You'd Casque BOSE® circum | Ecouteurs BOSER |E2
happily discuss what car you'd like to drive down to the pub but when
you get there, would you sit and discuss which utility suppliers are the

best over a pint? Which leaves advertisers of everyday goods in a ;"' grand canfort pour S0n améliord, port intra-
: _ : es heures de plaisi auriculaire confortable

quandary: should they just give up, admit defeat and defer to type? Or

try to sex up their creative output in the hope that consumers might buy [ GO » | [ Go» |

their product if it was cooler?

Until recently, the unwritten guidelines in washing detergent ads were to i

show as many of the following scenes as possible. One: bright, breezy
mum clutching a washing basket, tutting good-naturedly at freckled child
in dirty football kit, so cute it takes all your willpower not to reach into the On Media

screen and ruffle his already dishevelled hair. Two: deep inhalation of EEXET zeitgeist | Latest |
laundry, animated fragrant flowers and butterflies protruding forth from
basket. Three: whiter-than-white sheet held up to the bright sunlight,
preferably against a backdrop of a lush, spring-time meadow, laden with
daisies and buttercups. Four: neighbours rifling through each other's
laundry pointing out stains. And five: a "whiter washing in a week, or
your money back" doorstep challenge.
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Persil took a different tack a few years ago with its "dirt is good" 2. Something for the Weekend could be
approach which attempted to connect with consumers emotionally, and resurrected by ITV

Bartle Bogle Hegarty's Roboboy ad is the best so far because it refuses 3. Curvy + haiﬁ,'";"gi'ge e
to comply with any of the above rules. It stars a sad robot Who gradually )
transforms into a boy while playing outside and splashing around in a 4. "Up to 400 Fippa Middleton pictures a day
muddy pool during a rainstorm, ending with the strapline: "Every child s

has the right to be a child. Dirt is good.” 5. Virgin Media plans to double broadband

speeds
Many agency bosses would sell their mothers 0 get @ Place 0N e :

Unilever's extremely lucrative agency roster. But once there, it can be More most viewed
difficult not to sell out and create safe wallpaper advertising adaptable

for every market. So BBH should be applauded for not creating a more

traditional advert. But will advertisers of equally mundane products be

following Persil's lead? |Is there a case for washing-up liquid or battery gllﬂl'diﬂllhﬂﬂl{ﬁllﬂp
manufacturers taking a more avant-garde approach to communication?
Should it be difficult to tell the difference between an ad for Adidas and a This week's bestsellers

cleaning product? A large TV spend will not guarantee an audience - but spmmmm 1 Binser Messanme )

. . . : 1. Bigger Message
at least an ad that tries to be different will get attention. by Martin Gayford

£18.95

But just because one washing powder company has got its act together,
that doesn't mean that other dull but necessary brands are following suit.
Even Unilever has not applied rigorous creative standards to all of its
brands. Take utilities. Even if really pushed, I'm not sure | could tellyoo ==/
which ads are for which companies - and this has only worsened with 2. Stop What You're Doing and Read This!
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brands. Take utilities. Even if really pushed, I'm not sure | could tell you
which ads are for which companies - and this has only worsened with
the green-agenda bandwagon as advertisers frantically add images of
windmills and melting ice-caps. Now that ads for breakfast cereals
cannot target children given their sugar and salt content, uninterested
advertisers have chosen the worthy route and are pushing the
"wholesome grain goodness” message at uninterested parents. | say to
hell with the sugar police and bring back Tony the Tiger.

Clearly, the list of dull advertisements for dull products is far longer than
it really should be. But Dulux has shown it doesn't need to be this way.
One has to sympathise with paint manufacturers - watching paint dry is
the universal symbol of boredom, after all. For years, swaying cornfields,
bags of barley, sloping sand-dunes and sunsets were all used in Dulux's
ads. But its recent "we know the colours that go" campaign has proved
an entertaining advertising campaign pays. The ads, which tie up with
the US comedy drama Ugly Betty, led to an upsurge in consumers’
estimation of the brand and it became the global leader in the decorative
paints market.

And if you can make paint interesting, what excuse is there for
everything else?

TBWA\Worldwide has been quick to disown an Amnesty International ad,
produced by its Paris office, which combines Olympic imagery with
graphic portrayals of people being tortured.

The ad was rejected by the client for being too negative, but that did not
stop it from finding its way online - and TBWA from becoming the subject
of a backlash in China. Faced with calls to boycott the agency in the
country, TBWA has been quick to say it was the work of one individual
and a full investigation is under way.

However the question on everyone in advertising's lips is: if it was
rejected by everyone, including the agency, how did it come to be
entered into the Cannes Lions advertising festival last month where it
won a bronze Lion?

TBWA, which works with Adidas globally - including in China - will be
hoping this crisis goes away very quickly.
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Nike has created a new global TV ad campaign celebrating the 20th
anniversary of its Just Do It slogan.

The 60-second ad, called Courage, squeezes in quite a line-up of
athletes sponsored by Nike over the years.

Basketball legend Michael Jordan, former Wimbledon champion John
McEnroe and seven-time Tour de France winner Lance Armstrong,
pictured, are joined by Cristiano Ronaldo, Roger Federer and Liu Xiang,
as well as the South African sprinter and double-amputee Oscar
Pistorius.

The anniversary of the slogan has got the industry debating if there is
any value left in it. There are two camps: some believe it is a strong
positioning for a sporting brand, while others wonder what "Just Do It
means.

But what would be gained from ditching it? Everyone knows that Just Do
It is Nike. To change it would be far too risky.

- Lucy Barrett is the editor of Marketing
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