Run-up to GoaFest 2006: ‘More than just awards, it’s the experience that counts’ 

April 25, 06
Noor Fathima Warsia
http://www.exchange4media.com/e4m/news/newfullstory.asp?news_id=20807
When it comes to the first ever GoaFest, initiated by the Advertising Agencies Association of India (AAAI), it’s more that just awards for several advertising professionals, who feel that event had been designed to deliver an experience, which combined both educations and entertainment. AAAI’s Srinivasan K Swamy explains just how. 

Said Swamy, “Spread over three days, the event will see some well-known national and international names in the advertising business delve on advertising related issues. More importantly, between the business conclave and the creative seminars, the event has been designed to encourage audience interaction and throw open various issues.” 

On the first day on April 28, 2006, the four-hour long Advertising Conclave is based on the theme ‘What ails the advertising industry?’ Nearly 150 participants are expected to attend it, drawn from members of the Indian Broadcast Federation (IBF), Indian Society of Advertisers (ISA), Indian Newspaper Society (INS) and the AAAI. 

“There would be panels of 15 speakers, who would speak for 10 minutes and then engage in audience discussions,” Swamy said, adding, “Not just the problems faced by the advertising business, but their possible solutions would also be discussed.” 
The following two days will see Creative Seminars, where a large number of international participation is expected. Some of the topics that would be covered include ‘Break the Rules’, which will have panellists like Joakim Jonason, Founder and Quality Controller, Anjovis, among many others; Cannes Grand Prix winner for Diesel; ‘What’s in it for me?’ taken by Paul Kemp-Robertson, Managing Editor, Contagious magazine. The topic would revolve around the shift in advertising from being about things to being about relationships. 

‘Good is the enemy of great’ session will see Lee W Gluckman, Jr, Chairman, Mobius Advertising Awards, California, USA, giving a glimpse of some of the greatest creative works from around the world. Neeraj Nayar, President of The FAB Awards, London, will offer a glimpse of the best food and drink creative work from five continents in TV, press, poster, packaging, direct and the web in his topic ‘Around the world in 20 courses’. 

Some of the other topics include ‘Anticipating Consumers’ by Tom Savigar, Trends Director, The Future Laboratory, London, and ‘Asia’s Mister Oversimplified’ by Michelle Kristula-Green, Regional President, Leo Burnett, Asia Pacific. 

“There has been much efforts, both in terms of planning and then executing it, that have gone into the event and given the kind of responses that we have already received, I think the GoaFest has already become a standard in advertising today,” averred Swamy. 
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GoaFest kicks off today with a marathon session on the problems of the ad industry 

April 28, 06
exchange4media Mumbai Bureau
After months of preparation and anticipation, the Advertising Agencies Association of India (AAAI) instituted GoaFest is finally here. The event kicks off on Friday in Goa with an Advertising Conclave. Most of the bigwigs of the advertising industry would be seen in the ‘beach city’ delving on the theme ‘What Ails the Advertising Industry?’ 

AAAI President, (Sundar) Srinivasan K Swamy, expressed that the need for such a title came from the fact that the advertising industry, though seeing growth, had its share of issues and setbacks as well. “There are various challenges discussed on numerous problems – issues raised from both advertising experts and clients. In this conclave, we will take a hard look at these issues.” 

The four-hour long Advertising Conclave will see as many as 150 participants drawn from members of the Indian Broadcast Federation (IBF), Indian Society of Advertisers (ISA), Indian Newspaper Society (INS) and the AAAI. In a bid to encourage more discussions than presentations, the association has designed this conference in the form of panel discussions, with nearly 15 speakers in a panel. 

The speakers would delve into an issue for 10 minutes, which would be followed by audience interaction. “The idea is to be posed with questions, so that we see some solutions also coming from the discussion,” said Arvind Sharma, Chairman, Leo Burnett, “We would observe this across the sessions today,” he added. 

The expectations from industry experts are on similar lines. TBWA’s Kurien Mathews said, “A debate or discussion – whichever way it turns out – would be beneficial to look at the larger picture and it is very important to get a view of the larger picture.” 

 

Seconding that, Saatchi & Saatchi’s Kamal Basu said, “It is excellent for the younger generation in advertising. Our entire office is at the event to make the best of it.” 

 

AAAI sure has raised expectations from the Awards. The event commences on April 28, 2006 at 3.00 pm and is expected to go on till 7.00 pm. 



© exchange4media 2006

-------------------------------------------------------------------------------------------------------------------

GOAFEST 2006: Festival begins with much fanfare, it has become the gold standard in the industry, say experts 

e4m. May 01, 06
Noor Fathima Warsia
http://www.exchange4media.com/e4m/news/newfullstory.asp?news_id=20875&section_id=1&pict=2&tag=15602&email=

Following the preliminary day of the GOAFEST 2006, the festival began with a morning spent in the sun and sand. Staying true to its promise of more than just awards, the festival began with the lighting of the lamp on April 29, 2006 by Deputy Chief Minister of Goa, Dr Wilfred De Souza, who also delivered the Presidential address. The Chief Guest at the event was Praful Patel, Minister of State for Aviation. 

Immediately after the lamp lighting ceremony, Saatchi & Saatchi CEO, Shanta Kumar touched many with a prayer. Throwing further light on the event, Srinivasan K Swamy, President, Advertising Agencies Association of India (AAAI) said, “The event has surpassed our own expectations. We donned on this concept two months ago and it took us that much time to plan an event of this magnitude. With more than 1,200 people being a part of the event, I am told that this is the largest advertising congregation to happen outside Mumbai – the only other one that compares was the Ad Asia at Jaipur.”

Swamy said profits from GOAFEST, would go to a benevolent fund for the advertising industry and he was quick to give the credit of the idea of the concept of the event to STAR Group’s CEO, Peter Mukerjea. “With this kind of industry response, GOAFEST has become the gold standard in the industry and I think it’s in the interest of everyone to be a part of it,” he added. 

Where on the one hand he promised a bigger and better GOAFEST 2007, Arvind Sharma took the dais to speak on what the Association experienced as the agony before the ecstasy. “To take a guess, I think there are 30,000 people who are directly connected with advertising and lakhs who are in related fields. With GOAFEST, we are celebrating excellence in Indian advertising – we are celebrating a 5,000-year old civilisation.” 

Sharma was clear that a driving force behind the inception of the GOAFEST was the need to have a national festival that saw participation from every corner of India and not just be centric to Mumbai or Delhi. “We want this to be a lighthouse event and we wanted young Indian advertising professionals to applaud the industry they have been giving their time and energy to,” added Sharma. 

Giving a sneak peak into the future, he said, “This is the first year and we have worked with some constraints, but going forward, we want to expand the event – expand it by catering to not just creative but other segments of advertising as well and expand it geographically.” 

Events like these don’t just happen – there are people who make it happen. In the case of the GOAFEST, just as Swamy and Sharma are two such people, another name that gets added to the list is the Deputy Chief Minister of Goa. In his Presidential address, De Souza presented his view on the role that advertising plays in the life of a destination like Goa. 

He said, “We are aware that ads execute a crucial role in promoting a product, even products like sports or destinations and the establishment of Goa as a tourist destination is the result of a continued effective and good advertising. And Goa has also contributed its share to the advertising industry – I know of many names from Goa like Gerson and Silvie DaCunha, Frank Simoes, Christopher Rozario and Bal Mundkur, who have contributed their share to Indian advertising.” 

Bringing another point of view here, De Souza observed that the same angles of Goa have been overused. He said, “All angles of Panjim are exhausted now! There also are our hinterlands, our spice gardens, our rivers, backwaters. I request you to show a never before shown Goa now and I hope to be your host again next year.” 
With these speakers, the event was officially inaugurated. 
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GoaFest 2006 Day 1: ‘The way forward is all about opportunity’ 

e4m. May 01, 06
Noor Fathima Warsia
http://www.exchange4media.com/e4m/news/newfullstory.asp?news_id=20880&section_id=1&pict=7&tag=15607&email=

The inception of the GOAFEST was with the intention to give India its own experience of a Cannes Festival. Minister of State for Civil Aviation, Praful Patel, who was the Chief Guest at the inaugural day of the festival, pointed this out, adding that there were many such opportunities that India was standing on the threshold of. Lee Gluckman Jr, the Chairman of Mobius Advertising Awards, seconded this. 

Speaking in context of his duties, Patel commenced his address with the saying, ‘What goes up comes down’ and instantly won himself a receptive audience. He spoke of the economic buoyancy and the fact that irrespective of the sector, India is seeing a boom and this, in effect, means that advertising will benefit immensely from it. 

He said, “In addition to this, the Indian advertising industry has also come of age. Indian ads are showing standards in creative aspects, quality and production and this is a fitting compliment to the entire Indian advertising fraternity. We have always had the talent and the mind but the challenge was to put this jigsaw in place and now by either design or default, everything is falling in place and the brilliance has begun to show.” 

He spoke on the unique position India is in, which allowed it to be a hub for a huge HR base that was getting a definitive direction now. He quoted international examples ranging from the IT industry to the National Health Institution in the UK, where Indian brilliance shines bright. He then drew attention to the national scenario, where today we are living in times that were unimaginable even a year back. 

“Take the example of the aviation sector, it was never seen as a contributor to the economy that would attract investments or be an employment generator. Today, that has changed and I can assure you that in the next 10 years it would be a sector claiming one of the highest investments, which would at least be in the $100 billion mark and would be the provider of 20-25 lakh jobs,” stressed Patel. 

Patel believes that the opportunities have started coming in and even as we are creating them, we have to identify more opportunities across sectors and convert them into a winning proposition. He spoke of resources that we haven’t put to good use. “The way forward is all about opportunity – why should we have only four flights to Goa? Why is power still a problem? We have to make things happen faster now and just as the GOAFEST has materialised,” said Patel. “The event will bring in a lot of passion and going forward that is what we require,” he asserted. 

Patel closed on the note that irrespective of the profession, there was a need for executives to be involved in government activities to further steer the economy in the right direction. He said, “You can’t wish us away and you can’t disassociate from the government.” 

The next speaker was Lee Gluckman Jr, the Chairman of Mobius Advertising Awards. Gluckman gave the audience a peak at the creative works across the world that have been acknowledged for various reasons. Given his experience and the topic, it appeared that Gluckman was geared for a lecture on how to make an awardwining ad, but he was quick to rest any questions on that. He said, “If I knew that, I would own the richest advertising agency in the world! What I can do is share experiences of different ads that have won various awards over the years for different reasons and discuss more on these reasons.” 

True to his word, Gluckman showed visuals of awards that have been making their mark in forums like Mobius Awards. Speaking a little on the Awards, he said, “We are the oldest independent advertising awards in the world and perhaps the one who send entries to advertising professionals across the world for judging rather than bringing judges under the same roof.” 

On the ads that have won any award to show, he showed examples of creative that stood out for clever scripts, strong product association, usage of celebrities or any other resources available to the award. Some of the awards in his show reel consisted of ads like Cipi Chips, Channel No 5 and Carlton Braught. 
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GOAFEST Day 2: Bye Happy Eating Sequences, Hi Generation C 

e4m. May 01, 06
Noor Fathima Warsia
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Advertising professionals were privy to many award winning ads at the GOAFEST 2006. 

Where on the first day, Lee Gluckman Jr of Mobius Advertising Awards took the audience through a whole range of awards across categories, on day two Neeraj Nayar, President of FAB Awards London discussed some of the unique works that had been seen in the Foods and Beverages (FAB) category internationally. Nayar stressed on looking at unconventional ways, which was highlighted again in the presentation of Paul Kemp-Robertson, Managing Editor, Contagious Magazines. 

Nayar began by explaining to the crowd the reason why he chose on the FAB category when he set out to institute a new set of awards. He said, “This is one category where there are too many clauses on what can be said and what cannot be said or done. The category itself becomes very challenging and despite constraints, there are commendable works that are seen in different categories.” 

Nayar’s aim was to present cases that stood out for the strategy or thought process or at times sheer genius in the FAB communication segment and to do so, he collated a set of 90 ads. Whatever doubts the crowd may have had on knowing the figure were soon forgotten when ad followed by ad, engaging pieces of communication were presented. 
In the Press and Poster category for FAB, Nayar took the audience through examples like Coop Vegetables, which highlighted the magic of great art direction. Interestingly, works from Chennai’s 1Point Size, Leo Burnett and McCann Erickson from India were also included in the collection of award winning ads.

Nayar took the audience through some of the works done in Germany and Scandinavia, amongst other countries, to show that many a times the uniqueness of a country and its generic thought process could also play a part in getting a great ad. Citing examples like McCann Erickson India’s Sweetex campaign, he pointed out the intriguing ways of differentiating the brand. 

Nayar then moved on to Outdoor Innovations with examples like John West, Heinz Spiderman Tinned Pasta and Pepsi Light, pointing out that in cases like these, the P&G mantra of visualising the end benefit had a totally different meaning. In the case of print innovations, he cited examples like tea labels to show that at times an idea as simple as placing a label in the centrespread staple could also make a great impact. He showed ads of Carat and Lipton Tea before moving on to the Packaging and Design category, which, according to Nayar, was a very important ingredient, especially in the FAB segment. 

Nayar narrated a story of his partner, Simon Carpenter, when Carpenter was in Saatchi in the 80s to accentuate the presence and pressure that conventions play and in the case of FAB, it was the ‘happy eating sequence’. To emphasise this further, he brought out examples like Marmite. Some other issues that Nayar delved into were, whether principles like ‘Is the product a hero?’ still existed and how differently could wisdom lines like ‘the purpose of advertising is to show the benefits of the product’ be presented. 

He said, “You can communicate brand benefits, but that again can be presented in different ways.” The next ads to feature in his presentation were that of John West and Tango. 

Concluding his presentation, Nayar said, “Outstanding work isn’t defined by convention but big ideas, which may or may not be based on conventions.” 

Speaking on similar lines, Paul Kemp-Robertson, Managing Editor, Contagious Magazines, began with a shock note when he quoted Fast Company research stating that six jobs, including advertising, wouldn’t exist in 2016 due to the increase in consumer generated content. 

Kemp-Robertson’s presentation was also dotted with various examples of the kind of work that consumers had put on the digital space. He explained that the trend wasn’t a new one, but with digitization gathering pace and enabling he consumer to be expressive and share it with like-minded people, it was reducing the gap between professionals and empowered consumers. He stressed that another reason why the trend was catching up was due to the creation of virtual communities, where targeted communication became a reality, unlike mass media. He gave examples like that of YouTube. 

Citing statistics that pointed to a dip in TV ad sales and increase in Internet revenues, Kemp-Robertson quoted Richard Fruedenstein, CEO, Sky TV, on changing consumer behaviour in terms of media consumption and that the new consumer traits were more on the lines of choice, accessibility, convenience and control. 

Another point that Kemp-Robertson made was the need for the marketer to shift from being the brand guardian to being the brand host. He quoted examples like Levi’s and MTV, which had understood the power of the medium like blogs, podcasting or videocasting and the fact that they utilised these tools to generate loyalty around the brand. For Kemp-Robertson, the great sin is to look at anything in isolation. He said, “Future is fast and fluid – it doesn’t like boxes. Unless you get out of the box, you won’t move forward.” 

Kemp-Robertson’s point was that audiences weren’t going to tolerate advertisers shouting from a distance. The genie, as he called it, was already out of the box and the consumer was busy looking at more ways to express himself and that the shift towards the 15 megabytes of fame is already here. He concluded by saying, “Tell me and I’ll forget, Show me and I will remember, Involve me and I will understand.” 

That to Kemp-Robertson was the Generation C – the connected consumer – the leader into the future. 
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GOAFEST Day 2: In search of Asia’s Mister Perfect – he doesn’t exist, finds Leo Burnett’s survey on Asian men 

e4m. May 01, 06
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After some refreshing views on topics that are close to any Indian advertiser, the GOAFEST had more planned in terms of new topics. Michelle Kristula-Green, Regional President, Leo Burnett, Asia Pac, had the full attention of the audience when she brought ‘Asia’s Mister Oversimplified’ under the scanner. Tom Savigar managed his share of undivided attention as well when he enumerated the ‘radical’ steps that the new age consumer is embracing. 

At a time when the biggest debates continue to be on issues of relevant ways of targeting the youth, women or children, Michelle Kristula-Green chose to throw light on Asian men and the changes that have been setting in them. Kristula-Green believed that there is global apathy towards men marketing. Realising that there was space to study men closely again and understand if advertising directed towards them is on track, Leo Burnett embarked on a survey. The agency chose GoaFest to publicly unveil the top line finings of this survey. 

Her opening statistic of 66 per cent men in India vouching for the fact that there was a disconnect between the image of men as shown in advertisements today vis-à-vis what they were in reality. Kristula-Green spoke of the Leo Burnett Man Study 2005 and Asia’s Mister Misinterpreted 2006 in addition to some Synovate statistics to bring out the changes in the Asian men. 

She pointed out that the secure world of Asian men had turned upside down and went on to give some of the driving factors behind this change. She began with the fact that with 40 per cent of women working in Asia, men had to share space, power and decision making powers. The study reveals that 72 per cent men state that the decision maker of a car brand in the house is the female partner. The only categories where men hold complete veto are alcohol and high-end technology. 

The traditional gender roles are blurring. Children are becoming a shared responsibility even as cooking and cleaning still aren’t. She said, “Asian men have a lot to gain if they get in touch with their feminine side. She spoke about the changes wherein men are spending time on their own beauty, own makeup and beauty products. “And then there is the backlash of retro-sexuality – men are looking at new outlets to indulge masculinity,” said Kristula-Green. 

She then spoke of the changing work environment where job security was a thing of the past and hard work alone was no longer enough, personality also mattered. For most men being successful at work is emerging as a strong priority and an obvious result is he dilemma faced, wherein men are trapped between success at work and being a caring partner. 

Further reiterating that men were spending time on themselves, Kristula-Green moved on to the men’s need today to connect with the youth. The youth’s ease with technology is seen as a gap creator between youth and dads, and father today wants to be a friendly dad to gel better with the youth. The shift of being Daddy Cool from being a Figure of Authority is setting in. 

Tech browsing, in fact, is seen as virtual masculinity and hence, men want to keep pace with technology. The final point that Kristula-Green made in this context was that media’s Mister Perfect wasn’t, in fact, what the case really is. Asian men are no longer role models. 

On the way forward, she pointed out three ways in which the changing Asian men could be represented. She began with the need for the brand to be the fellow traveller in a man’s journey. “It is about how men should be versus how men are,” she said putting things into perspective. “Asian men are on a journey of self discovery and they should be partnered on this journey,” reiterated Kristula-Green. 

The next step can be the use of technology to create cults. “This is re-masculation from emasculation. Men are bonding over shared technological experiences and another important component here is to look beyond traditional advertising.” 

Tom Savigar, Trends Director, Future Laboratory, revealed the strong “weird” side of the new consumer. The most interesting aspect of the manner in which he collated some of the trends of the people he thinks define the consumer of tomorrow was the observation method that the company uses. Savigar pronounced death of the focussed group researches and clipboard researches, believed that to know a consumer the marketer has to spend time observing the consumer – “that is how little details are put together to look at the larger trend,” he said. 

Savigar sees the rise of a optimistic, engaging, socially concerned, under 40 consumer group that has high levels of adaptive navigation and social responsibility. The change necessarily was from the Mr and Mrs Average to the Mr and Mrs Deviant. 

Speaking more on the Deviant class, he explained that being Deviant was more about the mindset and that even as this would just 20 per cent of the overall quorum, these are the people who initiate changes. He suggested the route of decentralised networks with deviant nodes in deviant centres – even in work cultures to be able to connect better. 

Another message that he had for the marketers was to get the timing right. “There is no point in being early and it is even worst to be late,” he said. Savigar closed on the note – see how risk can be built into your brand communication. There is a need to move from Theme Parks to Dream Parks and that should be the way of looking at any situation that you are faced with today. 

Savigar’s address marked the culmination of the academic part of GOAFEST 2006. Most audience response to day two was on the lines of good selection of topics to be bought on a forum like this. 
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GOAFEST 2006: McCann Erickson, Leo Burnett & JWT rocks AAAI Awards, Levi’s wins advertiser of the year 

May 01, 06
Noor Fathima Warsia
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The Advertising Agencies Association of India constituted GOAFEST, culminated in an awards ceremony to celebrate creative excellence in India, which took place on April 30, 2006. In all, 22 Gold, 60 silver and 107 Bronze awards were given away on the occasion. Levi’s bagged the Advertiser of the Year award. 

Before beginning the ad function, Sundar Swamy, President of the AAAI, unveiled the logo and trophy of the AAAI Awards and invited advertising professionals to suggest a name for the award. 

In addition to an address made by Arvind Sharma, Chairman of the Award Committee, Ravi Deshpande, Jury chairman for the Press and Direct Media, and Prasoon Joshi, Jury Chairman for Films and Interactive Media were also present to award the winners. Rekha Nigam and Alok Nanda were the other jury chairpersons for the Radio and Outdoor categories, respectively. 

Beginning with print, there were 17 categories in the segment, where in three Golds were two handed out to JWT India and one to Leo Burnett India. As many as 14 Silvers were given in this category. 

Outdoor, too, comprised 17 categories – seven Golds were awarded in this segment. The award winners here were McCann Erickson (3), JWT India (2), Leo Burnett India and Saatchi & Saatchi with one Gold each. The category saw 15 Silvers awarded. There were no Golds in the Direct Marketing category and only four silvers were given out. 
AAAI had also instituted an award to acknowledge Craft in the mediums. For Print, Outdoor and DM – in all three Golds and eight Silvers were given. The Gold winners comprised Leo Burnett, JWT India and Contract Advertising. 

Films saw as many as 17 categories. Four Golds were given out here along with six Silvers. The Gold winners were McCann Erickson, Orchard, JWT and Leo Burnett. In Film Craft, only one Gold was given out to JWT. In addition to this, five silvers were awarded. 

Competing in 17 categories, Radio saw two Golds – McCann Erickson and Euro RSCG. Six silver awards were given out. No Gold was given out in radio craft – only three silvers. 

Interactive had six categories – two Golds were given out but there were no Silvers. The Gold went to Webchutney Studio and Tribal DDB India. Prasoon Joshi informed that all the categories also had the Grand Prix for the best entry. However, the judges didn’t think any entry deserved a Grand Prix. 

Winners by Category:

The results of the most awaited event have come. Click on the links below to view the results in the respective areas:

¬
Press
 
 

¬
Outdoor
 
 

¬
DM
 
 

¬
Press, Outdoor and DM Craft
 
 

¬
IM (Interactive)
 
 

¬
TV
 
 

¬
TV Craft
 
 

¬
Radio
 
 

¬
Radio Craft
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GOAFEST does a Cannes as Advertising Conclave discusses real issues 

May 02, 06
Anurag Batra
http://www.exchange4media.com/e4m/news/newfullstory.asp?news_id=20906&section_id=1&pict=2&tag=15602&email=

As a prelude to the GOAFEST, the Advertising Conclave put together by INS, IBF and AAAI as a joint discussion forum saw industry leaders discuss and debate on "What ails the industry?" One almost got nostalgic, as, after the Ad Asia in Jaipur, this was one real industry event in terms of scale and participation. AAAI president Sundar Swamy would be a happy and proud man having pulled off a pioneering initiative.

The audience, comprising senior executives from all areas of the industry, were very participative. The discussions were moderated by Ambika Srivastava of Zenith Optimedia. 

Aroon Purie of India Today Group and Subhash Chandra of Zee Group inspired the industry leaders by sharing their perspectives on what they thought ailed the industry and gave their dose of solutions. It was an honest assessment of where the industry was headed and how growth and ideas could be accelerated and sustained. 

Purie shared with the honchos his views on what bugged him about the industry. He felt that as an industry we are not investing aggressively in content. “We are short selling the medium to advertisers and media planners,” he observed. 

Chandra made a call for better interaction amongst the various constituents of the industry so as to “benefit and leverage from each other”. 

The Advertising Conclave also saw G Krishnan, I Venkat, Sundar Swamy, Shekhar Swamy, Raj Nayak, Bhaskar Das, Lynn De Souza, V Shantakumar, Vikram Sakhuja, Santosh Desai, Paritosh Joshi and many others make important observations. 

Shekhar Swamy, in his typically honest and critical approach, said something that is in some ways prophetic. He was of the view that one of the biggest ailments facing this industry worldwide and on the client side is that of a lot of finance and accounting professionals taking the top jobs in agencies and client set-ups. “In such a scenario, numbers rather than ideas start to dominate,” he said. Swamy felt that when the board of a group is dominated by accountants, finance professionals and lawyers, “you know the decline is not too far”. 

Considering Swamy and his agency are a part of a large network, one thought it was a brave comment. Significantly, the Advertising Conclave saw quite some such plain talking. 

However, a senior professional from the industry said that all these discussions are fine but one needs to have younger people in the room discussing the issues as they are the future. “We need to involve younger professionals who have a stake in the future. I am sure GOAFEST and the Advertising Conclave will factor this in next year when it is held in February,” he remarked. 
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Advertising Conclave at GoaFest: Sam Balsara calls for media agencies to be recognized as part of AAAI 

May 02, 06
Anurag Batra
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Sam Balsara knows a thing or two about how to get to his audience(s) and create an impact. After all, as the chief evangelist of Madison Media, his clients swear by his ability to do this. Speaking at the AAAI-IBF-INS organized Advertising Conclave a day before the GOAFEST; Balsara raised the issue of media agencies being recognized as part of AAAI.
Speaking at a session moderated by Ambika Srivastava of Zenith Optimedia, Balsara urged and requested the current President of AAAI, Sundar Swamy of RK Swamy/BBDO, to make this happen. Balsara also said that though he felt the need last year, he did not want to force the issue as that might have led to a split in AAAI which is the last thing he would ever want. 

Balsara observed that media agencies were doing business but “how long can we deny their existence?” He said that a lot of times AAAI had to invite large media agencies as special invitees, but with no role in decision making. “It’s high time they are an integral and formal part of the association,” he said. 

exchange4media readers would recall that three years ago, at the exchange4media Conclave, the issue of forming a ‘Media Agencies Association of India’ was mooted in a panel discussion of which Balsara was a participant alongwith other media agency CEOs. 

It will be interesting how AAAI responds to this ground reality. Media agencies like Mindshare, Maxus, Madison , Insight, Starcom, Zenith Optimedia, OMS, Carat, Dentsu Media (Media Pallete) are already large businesses independently and would definitely be looking closely at developments post Sam Balsara's call. 
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Ad Conclave at GOAFEST: Raj Nayak of NDTV Media does some rabble rousing 

May 02, 06
Anurag Batra
Raj Nayak has always been someone who knows when to hit the iron. At the IBF-INS-AAAI Advertising Conclave held as a prelude to GOAFEST, he did a lot of rabble rousing amidst applause from the audience. 

Nayak said that frequent pitches in the industry were not healthy and did not help anyone. “Every time a client does a pitch and gets a new media agency, the new agency wants a token rate cut. Going by the frequent number of pitches happening, this might result in us media companies losing our shirt!” he commented. 


Nayak also felt that every time a client went for a pitch, it was primarily on rates and the new media agency got the account en masse from the old media agency. “How does this work for the new client? This is what the client calls a value add!” Nayak told his audience, which included senior media planning/buying professionals and some clients. 

Nayak was also critical of the fact that agencies were not setting up offices in cities where real business growth was happening, such as Nagpur. 
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GOAFEST 2006: India ‘Cannes’ do it as industry gives ad festival a thumbs up 

May 02, 06
Noor Fathima Warsia
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What were plans and dreams yesterday have now become a memory and if the response to GOAFEST 2006 is anything to go by, India has got a platform that truly celebrates creative excellence. GoaFest saw participation from many national and international gurus of the advertising fraternity and at the culmination of the event, the industry vote is unanimous – India has got its own Cannes. 

The awards, instituted by the Advertising Agencies Association of India (AAAI), attempted to deliver an experience and not a reward. With a destination like Goa where mornings were spent on water sports, sand and sun, afternoons in creative seminars and interaction with some of the best minds of the business, and the evenings dedicated to some more fun, the festival achieved the aim of offering an experience that young advertising professionals will remember. 

One of the biggest highlights of the event was the award ceremony, which was celebrated on the beach. Addressing the audience at the ceremony, Srinivasan K Swamy, President, AAAI, not only unveiled the new logo of the award, which symbolises the trophy as well, but also encouraged involvement in the awards by inviting advertising professionals to suggest a name for the award. The winner would be invited to the GOAFEST 2007 – all expenses paid. 

After taking over the beach, STAR India and Hindustan Times also made their presence felt at the awards ceremony by sponsoring the Reader’s Choice and Viewer’s Choice awards. STAR India also used the occasion to unveil its new creation – TV Rao. On the lines of Channel [v]’s Lolla Kuty, TV Rao also promises to soon befriend many for STAR’s channels like STAR Plus. Similarly, RED FM used the occasion to unveil its new logo and brand identity. 

The men behind the show – Swamy and Arvind Sharma – expressed that the event indeed surpassed their own expectations, and promised that 2007 would be bigger and better. Said Swamy, “We are aware of the shortcomings we faced this year, but given that this is the inception year, the festival has proceeded very well and can only get better next year.” 

Vice-Chairmen of the organising committee – Shanta Kumar, Jagdip Bakshi and Santosh Desai – also expressed their satisfaction on the event. Voicing this, Kumar said, “The event truly involved advertising geniuses and the participation was much higher than what we expected.” 

 

On the part of the sponsors, HT’s Benoy Roychowdhary seconded this. He said, “This is the first year. The concept itself is a strong one and has the potential to be even bigger in years to come. We thought that the festival has proceeded very well and the advertising professionals’ turnout was great. It has been a wonderful experience.” 

Grey WorldWide’s COO, Ashutosh Khanna, opined on similar lines and believed that the event had delivered the experience that it had promised. OMS President, Chandradeep Mitra, agreed with him. 

In candid conversations, industry leaders like NDTV Media CEO, Raj Nayak, expressed that the carnival towards the end of the awards ceremony was one of the best that had ever been seen in any industry event thus far. 

International names like Michelle Kristula-Green, Regional President, Leo Burnett, Asia Pac also gave her approval to the conception and execution of the event. She said, “I think that the scale of the event is significant and it has been handled well. They should just go in this direction and make this a truly global award to reckon with.”

Lee Gluckman Jr, Chairman of Mobius Advertising Awards, was of the opinion that it was time India saw something of this kind. He said, “Any good award or recognition of a discipline is established with the credibility that comes from it. The GOAFEST and corresponding awards have the industry backing and some of the known names to give it that credibility.” 

Neeraj Nayar, President of FAB Awards London, said, “Year-on-year, I have seen the importance of the role platforms like these play in the international markets and the impact they have on the discipline being an incentive to outperform yourself and I have always thought ‘India is doing so well – why aren’t they thinking on these lines’ and here we are. The thinking is done and the award is established. I see these awards making a significant mark for themselves.” 

Paul Kemp-Robertson, Managing Editor, Contagious Magazines, said, “For a first year, this is managing some scale and if the enthusiasm of the people is anything to go by, it would only get better.” Tom Savigar, Trends Director, Future Laboratory, added, “By making it more than just an awards ceremony, AAAI has converted the GOAFEST into an experience. I think that is where the awards have scored.” 

Several young advertisers expressed their excitement to be given a chance to participate in the name giving ceremony to the awards festival. Participants from media houses, young advertising professionals, names who have already made their mark – all are looking forward to GOAFEST 2007 already. 
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GOAFEST 2006: The winners took it all, while others still had fun and made their mark 

May 02, 06
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GOAFEST 2006 saw some of the best works in Indian advertising compete with each other, while some of the most respected names of the business judged these awards. While McCann Erickson, JWT and Leo Burnett dominated the awards, other agencies like Grey Worldwide, Saatchi& Saatchi, Euro RSCG, Mudra, Contract, Orchard, Web Chutney and Tribal DDB were not far behind. 

JWT’s Slim Jeans was one of the highest award winning campaigns. In all, the agency won seven Golds along with six Silvers and nine Bronzes. Of these, five were for the Levi’s Slim Jeans campaign, the other winner Gold bringers were Apollo Tubeless tyres and the Indian Red Cross. Speaking on the win, Agnello Dias, National Creative Director, JWT, said, “It is a fantastic feeling – it always is. Slim Jeans was like a Man of the Match for us this year and it is great to see the campaign score like this.” 

On the fact that the agency didn’t win the highest number of metals, he said, “I don’t think anyone goes to get the Silver or the Bronze. That said, I think it means that while there are some areas of excellence, some areas need more attention.” 

McCann Erickson took home the highest number of metals. Voicing the sentiments of the agency, Manish Bhatt, Senior Creative Director, McCann Erickson, said, “The best part is that we have won for some of our biggest clients like UTI, Big Babool, Coca-Cola, and that is a great feeling. Also, the awards that we have won for Wonder Bra and so on are on the basis of the category insights and not exaggeration or other such tactics. I think that is an achievement.” 

The agency won five Golds, 14 Silvers and 23 Bronzes in total. The Golds came for A Salon De Beaute, Band Aid Fast Heal, Wonder Bra, Pears Oil Control, and ‘Family’ UTI Bank. 

Leo Burnett bagged four Golds, 14 Silvers and 17 Bronzes. The Gold winners included Times of India-Pakya, two Maneland Jungle Lodge, and the Heinz-Thick Football player ad. Santosh Padhi (Paddy), Executive Creative Director, Leo Burnett is understandably a happy man. He said, “The competition was with some of the best agencies in the country and the awards definitely saw more agencies participating than the other awards in the country. From that point of view, this is a great feeling.” 

Of the other winners, Contract won nine awards in all – one Gold, one Silver and seven Bronzes. Everest brand Solutions, too, won nine awards – four Silvers and five Bronzes. Mudra won three Silvers and six Bronzes. The other Gold winners were Orchard, Euro RSCG, Web Chutney, Saatchi & Saatchi and Tribal DDB. While Gold eluded Grey Worldwide, the agency still added 14 awards to its kitty – five Silvers and nine Bronzes. 
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Goafest: JWT strikes Gold; McCann gets maximum metals
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Year 2006 is certainly proving to be a comeback year for JWT’s creativity. After having a great show at the Abby’s, the agency has again struck gold at the yet-to-be-named AAAI Awards held in Goa, last evening. The agency won seven golds along with six silvers and nine bronzes. Out of these seven golds, five were for the Levi’s Slim Jeans campaign in various categories. The other two golds came for work on brands such as Apollo Tubeless and Indian Red Cross.

McCann Erickson came in next with five golds, but in terms of the number of metals, it surpassed JWT with 42 metals (five golds,14 silvers, 23 bronzes) in total. McCann has also displayed a wider range as it has won five golds for five different brands and campaigns, which include A Salon De Beaute, Band Aid Fast Heal, Wonder Bra -Comic, Pears Oil Control, and ‘Family’, its film for UTI Bank.

Trailing behind McCann was Leo Burnett, which bagged four golds, 14 silvers, and 17 bronzes. While the ad for ‘The Times of India’ (‘Pakya’) fetched the agency one gold, another two golds came for the work done on Maneland Jungle Lodge, which won a gold each in Print and Outdoor category. The other gold it bagged was for the Heinz-Thick Football player ad.

Other agencies to grab a gold included Contract, Orchard, Euro RSCG, Web Chutney, Saatchi & Saatchi and Tribal DDB. Contract has won nine metals in total, which also includes one silver and seven bronzes. In fact, Mudra Communications, and Everest Brand Solutions have also won nine metals each. While Everest managed four silvers and five bronzes, Mudra won three silvers and six bronzes.

Grey Worldwide, which also has been trying to lift its creative image, has managed to win 14 metals, which includes five silvers and nine bronzes. 

Rediffusion DY&R bagged a total of 11 metals (four silvers and seven bronzes), while Ambience Publicis won 10 metals, comprising four silvers and six bronzes.

Among the rest, Alok Nanda & Company won two silvers while Percept H won three bronzes. Dentsu Marcom, RK Swamy BBDO, Bates Enterprise, Interface Communications and Media2win won a bronze each
© 2006 agencyfaqs! 
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Goafest: Consumer generated content is the way ahead
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At a seminar at the Goafest, Paul Kemp Robertson, managing editor, Contagious magazine shed new light on ‘Consumer generated content’ and how it is gaining in importance. Kemp described how it is consumers who are now creating content for brands through blogs, websites, podcasts, videocasts, contests, and so on. “Consumers have gone from passive, voiceless to active and creative in the blink of an eye,” he said.

For instance, he quoted the MasterCard example where the card company organised a copywriting contest for its ‘priceless’ theme, promising that the winner’s copy would be used in an actual advertisement.

Another example of using consumer generated content (CGC) in retail space is the Spanish shoe brand, Camper, whose store in London allows customers to write messages, quotes, or anything they like on the blank white walls of the store.

In the media as well, CGC has been adopted. OhMy News, an online news website in South Korea, allows citizen reporters to send in stories and pictures on latest happenings. The website has around 7 lakh visitors daily and approximately 26,000 citizen reporters, who account for 80 per cent of all the content on the site. CNN too allows citizen journalists to report for it.

Robertson is of the opinion that CGC has largely been fuelled by the trend towards social networks, file sharing and peer-to-peer engagement on the Internet. He feels that 2005 was a breakout year for citizen media and CGC, and consumers took control of the Internet thanks to the proliferation of technology that changed how they could find share tag and create content on the Net.

Examples of using CGC in packaging are quite a few internationally. McDonald’s for instance, is running an online casting competition currently, where anyone in the world can submit a picture and a story to earn the chance to be featured on the company’s packaging from August onwards.

Similarly, Sprite’s Urban Creations was a contest where winning designs from young artists were printed on Sprite cans.

Robertson is certain that now that people have been allowed to participate and collaborate with brands they consume, they won’t tolerate advertisers shouting at them from a distance.

Robertson also quoted the CEO of Reuters, Tom Glocer as saying, “Our audiences have already moved on -- now they are consuming, creating, sharing and publishing. The consumer wants not only to run the printing press but to set the linotype as well.”

So if consumers are the ones generating content, then where do advertising agencies come in and what role do they play? “They have to act as a conductor, they receive all this information and content from consumers, but it is up to them how they use and channelise this content. Collaboration is the way ahead,” believes Robertson.

He also pointed out that the explosion of consumer generated multimedia such as YouTube, Sharkle, Google Video, etc, that allow sharing of personally created videos, has led to business being altered in favour of consumer generated content.

In fact, a Google survey pointed out that wherever broadband penetration is widespread those under 25 spend more time on the Internet than watching TV. Coke, P&G, Unilever have all started to reduce the amount of money allocated to TV, diverting on an average 25 per cent instead to Internet, branded entertainment, sponsorship and direct response advertising. In the UK, beer brand Heineken has walked away from TVCs.

Robertson shared that Roisin Donnelly, head of P&G’s marketing effort believes that a teenager would trust a stranger in a chat room more than a TV commercial.

“The benefit of CGC,” Robertson said, “is that it is highly measurable, allowing advertisers to gauge brand equity, reputation, and message effectiveness in real time.”

Also, the new era of blogs, podcasts, and videocasts have massive implications for the future status and shape of traditional media.

‘Tell me and I will forget, show me and I will remember, involve me and I will understand.’ This old adage, Robertson believes, gives an insight into the future of marketing communications. “The future will be about customisation and targeting, conversations and invitations,” he concluded.
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Goafest: ex-pression of masculinity changing among Asian men
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For all these years, Marlboro represented the image of masculinity. However, the Marlboro man is no longer held up as the ultimate masculine ideal in the US and Europe. Asian men too are following suit with a differing perception of masculinity.

The new age Asian man, today, has a different name in different markets. While in some markets he is called metrosexual, in others he is referred to as retrosexual. Other tags given to him include ubersexual, new age sensitive man or even vital sexual. 

During her talk on ‘Asia ’s Mister Oversimplified’, Michelle Kristula Green, regional president, Leo Burnett, Asia Pacific, revealed that today technology has become the expression for masculinity among Asian men. A survey reveals that 92 per cent of Indian men feel that they are incomplete without technology.

Similarly, it’s no longer considered taboo to portray men as emotional. Green cited the example of the Raymond ads, which has rightly portrayed today’s new age sensitive man.

Likewise, Asian men are also considered to be under pressure to change their personality. They feel the constant need to look good, because their girlfriends or wives want that. This is probably why men’s skincare products account for almost 25 per cent of the overall skincare market today.

Other research reports suggest that 84 per cent of Thai men are trying to look good, while 85 per cent of Korean men actually carry a personal grooming kit. 

According to Green, the irony is that advertising agencies across Asia are not doing enough to reach out to these men. Women and kids are still their top priority. As Green said, “The Asian men are fast changing and agencies need to think according to these changes.”

She cited a very interesting example. If you search on Amazon.com for marketing to women, the result will throw up around 679 links, and almost 80 results are on the same phrase – ‘Marketing to women’. But if you do the same search for men, the result is only three links.

Green continued, “Just because enough is not being done to market to men, Asian men are fast getting disconnected towards ads.”

She mentioned a proprietary research done by Leo Burnett, which indicates that 66 per cent of Indian men feel that ads use the same repetitive message, concept and standard formulas, so they don’t watch ads.”

Green suggests that men need to go up on the priority for marketers. 

Asian men are also more important because the average Asian man earns more than a woman in the region, unlike his counterpart in the US. Another survey reveals that Asian men possess one expensive brand which they could have done without, and the figure among Indian men is a whopping 58 per cent.

Green says that the traditional gender roles in Asia are blurring. While 50 per cent of the Chinese men are ready to share parental duties, 60 per cent of Indian men are also ready to do so.

The change is also evident from the fact that Asian men, who traditionally have been the authoritative figure in the family, are trying to be ‘cool daddies’. And interestingly, 63 per cent of India men feel the need to be friendly dad.

The other important change that has been seen among Asian men is that while earlier they expected others to follow them, today they are ready to adapt from their future generation. This has also led to a situation that dads are no longer considered to be a role model for their son.

Green pointed out that the reason behind this could be that today’s younger generation men are earning much more than what their dads had ever dreamt of.

Incidentally, most of the Asian fathers feel that their teenage son knows more about technology than they do. 

Green advises that marketers need to follow this transition of Asian men, failing which they may be left behind in the race.

She also suggested that new touch points are needed to be created to reach out to these metrosexual men as they spend more time outside home and travelling.

She concluded with the example of the latest Air Deccan ad, which through using innovative media and invitational viewing, created an impact of $ 1.5 million with a media spend of only $30 million.
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At the first day of Goafest, the IBF-AAAI forum was held to discuss ‘What ails the advertising industry?’ But when Subhash Chandra, chairman, ZEE Group, and Aroon Purie, editor-in-chief, India Today Group took to the dais, they went on to speak about what ails the ‘media industry’ instead.
Purie, who in his 30 years as a publisher was called to speak at an advertising seminar for the first time, had quite a few points to make on what ails the media industry. Firstly, he was of the opinion that media in India sell themselves short or, in simple words, Indian media are too cheap. He compared, “Bhelpuri on Chowpatty in Mumbai sells for Rs 15, while a newspaper sells for Rs 2, or even a full-colour business magazine sells for only Rs 10.” He went on to compare these figures with international publications such as ‘New York Times’, which is sold for Rs 45. Similarly, a business newspaper such as ‘The Wall Street Journal’ sells for Rs 90 abroad. 

“Just look at this vast difference,” Purie pointed out. “Thus, there is pressure on advertising in a very different way. Ad rates are increased and in turn the advertisers complain.”

He was also of the opinion that consumers are being spoilt and even if the prices of newspapers, magazines or other media increase, these consumers won’t do without them and will, in time, accept higher prices.

Bhaskar Das, president, ‘The Times of India’, reacted to this saying that as soon as newspapers increase their cover price, the circulation figures tend to decline.

To this, Purie commented that ‘India Today’ did not lose out on circulation, in spite of increasing its cover price by 30 per cent. The same was the case with many regional dailies which sell at a higher price as compared to many English dailies. 

Purie also stated that Indian advertising is intrusive. Mastheads are being sold, right hand pages are preferred for ads in magazines, whereas some ads are even made to look like a part of the editorial. He believes that though these may reap short term gains, eventually readers gets put off by these. “Editorials should be kept clear and advertising should be used where it is supposed to be,” Purie stressed. He gave the example of HBO, which when started off in the US, did not have any commercial breaks since viewers get put off by too many of these.
He also believes that where advertising is concerned, there has been a bias towards the English language, be it in print or on television, even though the advertisers’ actual target audience may be tuned in to a Hindi medium.

However, Lynn D’Souza, director, Lintas Media Group, clarified the actual reason behind this disproportionate ad revenue share between the English and other language dailies. She said, “The ad rates of English dailies are much higher than the language dailies which contribute to their bigger share in terms of volumes. In addition, the larger share of English dailies is also because of the fact that ‘The Times of India’ Mumbai edition, which contributes to about 25 per cent of the ad revenue pie of the English publications, has had enjoyed a close to monopoly in the market for last many decades.” 

Another point Purie made is what he calls ‘POT’ or ‘Put on TV’ where he referred to advertisements on television. “95 per cent of FMCG products advertise on television and only 5 per cent in print. I find it hard to believe that people who read newspapers or magazines don’t buy FMCGs,” he said.

In addition, Purie spoke of ‘Sorellization of media’ (with reference to Martin Sorell), where the two top media agencies control almost one third of media billings in India. This has created an imbalance in an industry which is getting fragmented and also has many new vehicles coming in.

Purie concluded by saying that partnerships have to be formed between media and ad agencies. “New platforms and media are developing and this indeed is a very exciting time to be part of the media and advertising industry. Media- agency bhai bhai,” he quipped.
Chandra of Zee, on the other hand, mentioned the need of an alternate measurement system. “While it is said that competition leads to growth, why is the same not applicable for television measurement?” he pointed out.

On the advertising front, Chandra claimed that the ‘Indianisation’ of international ads adapted to suit India is what ails the Indian ad industry. “Would you term that as creativity?” he asked. He is also of the opinion that people have to think broadmindedly and create new content to suit the digital age and new technologies. 

Chandra also asserted the need of measurement of advertising, and the maximum ROI for advertisers. He also insisted the need to decide on the right content through the right platform and the selection of the right time to broadcast it.

He believes that the four pillars of the industry, the media, the creative agency, the client and the media buyer have to work together and reach a common ground. “We have to create a win-win situation for all these four pillars, and a partnership must be forged. The Indian economy is growing at 15 per cent and the GDP is also growing the same rate, so the advertising industry now needs to grow at a faster rate than the GDP. This four-pillar partnership has to be worked on in order to fasten this growth rate,” said Chandra.
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At the IBF-AAAI seminar on ‘What ails the advertising industry?’ a number of speakers talked about the problems present in the advertising industry, but some speakers such as Vikram Sakhuja, managing director, MindShare & Mindshare Fulcrum and V Shantakumar managing director, Saatchi & Saatchi decided to come up with solutions to these problems instead.

The first point that Sakhuja of MindShare pointed out was that the advertising agencies are not valued the way they should be. 

“Advertising agencies need to price themselves not for the service they provide, but for the value they offer to the brand,” he said. “Advertising agencies need to understand the fact that every ad must grow sales…a fact which has certainly gone in to the back drop.”

Sakhuja insisted that the advertising agencies are just not applying themselves. “If it is a demanding client, advertising agencies are forced to satisfy them, but then if the clients are not too demanding, agencies tend to leave it loose.”

Dwelling on similar lines, Shantakumar of Saatchi & Saatchi raised his objections to the use of the word ‘agency’. He said, “The word ‘agency’ sounds like a trader, and this implies our belief on the 15 per cent commission.”

Pradeep Guha, CEO, ZEE Telefilms, who was among the audience, stated that with the emergence of specialised outfits such as brand consultancy and media buying houses, a conventional advertising agency is fast becoming just a creative supplier.

Commenting on this, Shantakumar said, “Advertising agencies are not facilitators; they are creators.”

Echoing Guha’s statement was Hemant Malik, head of marketing, ITC Foods, who was also among the audience. He said that the agencies need to earn more respect from the clients and offer other specialised services. He mentioned how ITC spends huge monies on packaging design, which can easily be created by an advertising agency.

To this Shantakumar said, “For a packaging service, a conventional agency gets a fee of only Rs 15,000 where as for the same service a specialised packaging designer would get a fee of Rs 3.5 lakh, irrespective of the fact that many a times the agency’s work is better than that of the specialised agency.”

Pointing out a few faults at the agency level, Shantakumar said that creativity is not just measuring emotion, but it is which can built a relationship between a brand and a consumer. 

Both Shantakumar and Sakhuja are of the opinion that the agency first needs drive in talents and that can be done through proper compensation form the client, which can be further passed onto the talents. 
Sakhuja finished his talk saying that the industry today lacks icons which the youngsters can look up to. 
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Goafest: "If we believe advertising rocks, then we are living in denial”: Raj Nayak
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At the IBF-AAAI seminar on ‘What ails the advertising industry?’, most of the panelists agreed that the ad industry ‘rocks’, highlighting figures such as a 15 per cent growth. 
But Raj Nayak, CEO, NDTV Media, had a completely different take on this, which was also widely applauded by a majority in the audience. He said, “If we believe in fact that advertising rocks, then probably, we are living in denial.”
“With all the media agencies, creative agencies, broadcasters and publishers, the advertising industry today stands at Rs 13,000 crore, which is equivalent to the turnover of one single company such as Adani Exports, or even less than that of a company such as ITC,” Nayak added.
He said he’d rather talk in layman’s language than dwell on too many figures like the advertising industry’s share in the total GDP of this country and did just that. 
He took the case of media agencies, and said that they call themselves ‘media specialists’, when in fact, all they offer in a pitch is a lesser price.
To prove his point, he mentioned an instance where an agency who had recently bagged a new business had asked for a ‘token discount’ in the ad rates just to impress the client. He said, “We did not surrender to the agency’s arm twisting and as a result we lost a business of Rs 70 lakh.”
“If a client changes its agency four times in five years, we will die out,” added Nayak.
He also mentioned that the advertising industry prefers to live in its own world and each agency is trying to increase its share in the same pie, and is, eventually, ignorant of what’s happening beyond its closed world.
To further strengthen his statement, Nayak said, “FedEx is opening up an office in Nagpur, but how many agencies have their offices in that city? Similarly, there are clients such as Suguna Chicken in the south which sells around 1,50,000 kilos of branded chicken every day, but the brand survives without an advertising agency.”
Nayak also raised the point that irrespective of whatever people say, the truth is that the media is not united. He talked about how the print industry has been tightlipped on the 12.5 per cent service tax issue, because it doesn’t directly affect them. “While this money can be reinvested in the industry as many speakers had suggested,” he said.
He also talked of how different segments of media believe in having their own associations, instead of having a single one for the entire industry.

Some speakers such as Vikram Sakhuja, managing director, MindShare & Mindshare Fulcrum and V Shantakumar managing director, Saatchi & Saatchi decided to come up with solutions to these problems instead.
The first point that Sakhuja of MindShare made was that the advertising agencies are not valued the way they should be.
“Advertising agencies need to price themselves not for the service they provide, but for the value they offer to the brand,” he said. “Advertising agencies need to understand the fact that every ad must grow sales…a fact which has certainly gone in to the back drop.”
Sakhuja insisted that the advertising agencies are just not applying themselves. “If it is a demanding client, advertising agencies are forced to satisfy them, but then if the clients are not too demanding, agencies tend to leave it loose.”
Dwelling on similar lines, Shantakumar of Saatchi & Saatchi raised his objections to the use of the word ‘agency’. He said, “The word ‘agency’ sounds like a trader, and this implies our belief on the 15 per cent commission.”
Pradeep Guha, CEO, ZEE Telefilms, who was among the audience, stated that with the emergence of specialised outfits such as brand consultancy and media buying houses, a conventional advertising agency is fast becoming just a creative supplier.
Commenting on this, Shantakumar said, “Advertising agencies are not facilitators; they are creators.”
Echoing Guha’s statement was Hemant Malik, head of marketing, ITC Foods, who was also among the audience. He said that the agencies need to earn more respect from the clients and offer other specialised services. He mentioned how ITC spends huge monies on packaging design, which can easily be created by an advertising agency.
To this Shantakumar said, “For a packaging service, a conventional agency gets a fee of only Rs 15,000 where as for the same service a specialised packaging designer would get a fee of Rs 3.5 lakh, irrespective of the fact that many a times the agency’s work is better than that of the specialised agency.”
Pointing out a few faults at the agency level, Shantakumar said that creativity is not just measuring emotion, but it is which can built a relationship between a brand and a consumer. 
Both Shantakumar and Sakhuja are of the opinion that the agency first needs drive in talents and that can be done through proper compensation form the client, which can be further passed onto the talents. 
Sakhuja finished his talk saying that the industry today lacks icons which the youngsters can look up to.
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McCann Erickson, which was conspicuous by its absence at the Abby’s this year, more than made up for it at the AAAI Goafest. At the AAAI awards ceremony, the agency walked away with the maximum metals (42), including five golds, 14 silvers and 23 bronzes. 

An elated Prasoon Joshi, regional creative director, South and South East Asia, McCann Erickson, remarks, “This year, we’re quite pleased with the range of brands that won in various categories.”

It must come as a relief to McCann that it can no longer be regarded as just a ‘Coca Cola agency’ anymore. “Coca Cola also fetched us some metals, but yes, I am glad that our work for other brands such as Pears, UTI Bank, NDTV India, Breakthrough Foundation and Band-Aid won too, especially considering that they were competing in tough categories,” Joshi remarks.

McCann was awarded 10 metals in the Film category alone, one of which titled ‘Family’ and made for UTI Bank fetched it gold in the ‘Family’ in the Film: Finance/Banking & Insurance category. 

This ad shows people in a family going about their daily activities – but in a box. A child plays in a cardboard box; his grandfather watches television in a box; the boy’s father comes home and takes out his helmet (again, in a box). His mother sweeps the house, which represents moving homes too many times and therefore, ‘living out of boxes’, literally. This ad was for UTI Bank’s home loans.

The agency also bagged three bronzes – ‘Prayaschit’ for Saffola Gold in the Film: Food including Seasonings/ Confectionery/Snacks category, ‘Farmer’ for Coca Cola in the Film: Beverages and Dairy Products category, and ‘Dog’, an ad for Band-Aid in the Film: Medicines and OTC Products category. 

McCann also bagged a silver for Wonder Bra for its work titled ‘Car’ in the Film: Textiles, Readymades, Shoes, Watches, Jewellery and Accessories category. 

Then, it earned two metals for client NDTV India in the Film: Media category – a silver for its ad titled ‘Awaaz’ and a bronze for another film, ‘Sawaal’. 

For client Breakthrough Foundation, the agency bagged two metals in the Film: Public Service and Political Advertising category. These include a silver and a bronze for its films ‘FTV’ and ‘Photo’, respectively. In the same category, its work for Hial Foundation titled ‘Boy’ bagged a Bronze. 
In the Press category, the agency bagged five metals, including two silvers and three bronzes. The two silvers were for Big Babol (‘Adult’) in the Press: Food including Seasonings/ Confectionery/Snacks category and for UTI Bank (‘TV’) in the Press: Finance/Banking & Insurance category. 

McCann bagged two bronzes in the press category for Wonder Bra titled ‘Race’ and ‘Comic’ in the Press: Textiles, Readymades, Shoes, Watches, Jewellery and Accessories category. The third Bronze in the Press section came for Band-Aid Flexi (‘Pinocchio’) in the Press: Medicines and OTC Products category. 

In the Radio category, the agency scored a gold for Pears Oil Control (‘Dost’) in the Radio: Personal Toiletries, Cosmetics and Perfumes category, a silver for the same brand for its work titled ‘Friend’, and two bronzes each for Coca Cola (‘Mandir’) in the Radio: Beverages and Dairy Products category and for NDTV India (‘Sawaal’) in the Radio: Media category. 

The agency also scored two bronzes for underwear brand Hanes in the Radio: Textiles, Readymades, Shoes, Watches, Jewellery and Accessories category, for radio spots titled ‘Bandar Ki Poonch’ and ‘Stepni’. Another two bronzes came for Tata Indicom Smart Booth titled ‘Girlfriend’ and ‘Stammer’ in the Radio: Home Electronics and Entertainment category. 

In the outdoor category, metals came for Wonder Bra (a gold and a silver), Band Aid Fast Heal (gold), UTI Bank (silver), Big Babol (bronze), A Salon De Beaute (a gold and a silver), Band Aid Flexi (silver), Western Union Money Transfer (bronze), Mocha Film Club (bronze) and Children of the world (bronze). 

© 2006 agencyfaqs!
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Rich gold haul for JWT at AAAI GOAFEST  

TheHindu Businessline
Mumbai , May 1
http://www.thehindubusinessline.com/2006/05/02/stories/2006050202681200.htm
JWT's renewed focus on creativity has apparently paid off for the agency at least when it comes to winning awards. The agency, which in the last few years has not really been among the awards, has bagged a series of awards at the recently concluded Advertising Agencies Association's Goafest. 

Its work on Levis Slim Jeans has won the agency a gold in the print, outdoor and television categories. The agency also bagged the viewers choice award for its Pepsi campaign, while its Mirinda campaign, titled `Sucker', won a gold under the food and beverages category. It also won the Hindustan Times Award for its campaign on ITC Hotels. 

Leo Burnett, McCann Erickson 

Mr Bruce Matchet, Creative Head, JWT, said, "Winning awards gives lot of confidence to the team working on a particular campaign and this in the long run is bound to have positive rub-off on the brands." 

The other two agencies which bagged considerable numbers of bronze, silver and gold medals were Leo Burnett and McCann Erickson. 

The Chairman of the creative jury was Mr Arvind Sharma, Chairman, Leo Burnett, while Mr Prasoon Joshi, National Creative Director, McCann Erickson, chaired the committee that judged the film entries, and Mr Ravi Deshpande of Contract, chaired the print and outdoor committee. 

Speaking on the occasion, Mr Srinivasan Swamy, President, Advertising Agencies Association of India, called for more entries in order to make it a truly national festival. "We want this festival to represent creative excellence." 

FUN-FILLED EVENT 

The Goafest was a fun-filled event which apart from a series of creative sessions also had a number of water sports. 

The event culminated with the awards function and an action-packed Goan carnival. 
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McCann, Burnett, JWT make a splash at GoaFest ’06 

TIMES NEWS NETWORK[image: image8][ MONDAY, MAY 01, 2006 12:21:16 AM]

http://economictimes.indiatimes.com/articleshow/1511689.cms
GOA: GOAFEST ’06, the inaugural advertising festival organised by the Advertising Agencies Association of India (AAAI) to celebrate creative excellence in advertising, drew to a close on the night of April 30 with leading ad agencies McCann Erickson India, Leo Burnett India and JWT India lording over the awards ceremony.

Together, the three agencies hogged the limelight by claiming more than half the awards that were given away. McCann picked up 41 awards (five golds, 13 silvers and 23 bronzes), Burnett laid its hands on 35 (four golds, 14 silvers and 17 bronzes), while JWT took home 22 gongs (seven golds, six silvers and nine bronzes). 

Between them, the three agencies accounted for 16 of the 22 gold trophies that were given away. Contract Advertising, Orchard Advertising, Saatchi & Saatchi, Euro RSCG, Tribal DDB and Webchutney shared the remaining six. 

A crowd favourite was the ‘Pakya’ TV commercial for The Times of India — which picked up a gold and two silvers. Times Jobs also picked up metal for its ‘Browse and upload’ entry in the interactive category. With Planet M picking up two silvers and Mumbai Mirror getting onto the finalists lists, Bennett, Coleman & Co was one of the most awarded advertisers at GoaFest ’06. 

McCann, Burnett and JWT aside, the agencies that gave a good account of themselves were Grey Worldwide (13 awards), Rediffusion DYR (11 awards), Ambience Publicis (10 trophies), Contract, Everest Brand Solutions and Mudra Communications (nine awards each). Euro RSCG (seven awards), Saatchi and Tribal DDB (five each) also made an impression in the award lists by claiming gold trophies. 

JWT India, which had the honour of winning the maximum number of gold trophies awarded, claimed five pieces of precious metal for its ‘Slim vs slim’ campaign for Levi’s Slim Jeans alone — the wins also enabled Levi’s to lay claim to the Advertiser of the Year title. The other gold-winning pieces of advertising included Airtel (‘Corner chai’), Air Deccan (‘Old Man & the Sky’) and the Indian Red Cross (‘Give’). 

Speaking about his agency’s top-drawer performance, Prasoon Joshi, regional creative director, South & South East Asia, McCann Erickson, said he was “very happy” with the results. Mr Joshi, who was also the chairman of the television jury at this year’s festival, added that what made the win for McCann even better was the rigour with which the judging happened. “The standard was set very high. 

Not many golds were given out, and even though every category had a Grand Prix, no entry was deemed worthy of winning best of class by the judges. It makes every win bigger,” he said. 

GoaFest ’06, which marks a new beginning as far as local award shows are concerned, is being seen as a fairly successful initiative at creating an annual Indian award festival. The mood among the delegates was clearly one of optimism, notwithstanding some rough edges and thoroughly avoidable glitches.

For the festival to gain stature, these would, however, need to be sorted out rapidly — especially considering the AAAI harbours the aspiration of eventually making GoaFest not just a pan-Indian advertising festival but a regional affair as well.
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JWT scripts its success, bit by bit
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MUMBAI: Even as ad agencies turn up their noses at advertising award shows, one agency has overshadowed them all. 

India’s largest ad agency, JWT, has embarked on a creative renaissance, reflected in five golds and nine silvers at the Abbys in Mumbai and another seven golds and six silvers at the recent Advertising Agencies Association of India’s advertising awards in Goa. 

The agency brushes off talk of winning due to the boycotts. 

Says Bruce Matchett, chief creative officer, “We competed with O&M and the best in the Abbys and won more golds than anyone else, and at AAAI awards we competed with McCann and Leo Burnett and the others and won more golds there too.” The awards count doesn’t end here. 

The agency has just won one silver at the recent New York Festival, and another gold and a silver at the Asia Pacific Ad Fest in Bangkok about 3 weeks ago. Things didn’t look very rosy in ‘05, when the agency had to make do with a solitary silver at the Abbys. 

According to Colvyn Harris, CEO, JWT, “As an agency, we work with the biggest brands in the country and we have to consider market demands on an all-India level for these brands.” On February 20, ’05 , the JWT India management met to refocus the agency and draw up a new vision. 

Craig David, creative director, JWT worldwide, began a review of over a hundred ads in two days. The creative council of JWT now has a quarterly review and agencies are ranked on a scale of 1-10. JWT India has notched up a score of eight, implying a position of ‘market leader’. 

The agency then initiated a programme called ‘First Step’, a six-day workshop where senior management and a few clients interacted with the younger and relatively inexperienced employees to help them understand the business. The employees were allowed to work on brands of their own choice. 

Says Mr Harris, “Many suggested changes to the way things were run with the brands they were handling.” The agency also had senior-level workshops for people in account management and planning, with the ultimate idea of making creative work hassle-free. Every employee had a minimum of four days in workshops. 

Bruce Matchett, who joined the agency late last year, says that all creatives are now encouraged to show their work around for feedback, including ideas that have never seen the light of day. He adds, “I get 20-30 mails from creatives all over the country asking for feedback on their ideas.” 

Adds Mr Harris, “We have hired 50 creative people over the past one year alone, besides senior personnel in accounts and planning.” According to insiders, the arrival of Agnello Dias as executive creative director from Leo Burnett late last year enthused the rank and file in the agency. 

Considered one of the best copywriters in the country, Mr Dias’s arrival sent a message that the agency was focusing on creativity. They also hired Hemant Mishr, formerly with Mudra, to take over as senior VP handling Pepsi, and Mahendra Bhagat from SSC&B Lintas to take over as senior creative director. 

However, it would be imprudent to gloss over the other fact — JWT’s gold wins came from just two campaigns, Levi’s Slim Fit and Red Cross. The bigger challenge still lies ahead — how to extend this newfound creative mojo across all clients. 
-------------------------------------------------------------------------------------------------------------------

From: IMPACT
10 May 2006 

Anurag Batra
Cardinal John Henry Newman said "Fear not thy life should come to an end but rather fear that it shall never have a beginning."

With Goafest 2006 the beginning has been made. The dream has became a reality. What next? How do M/s Sundar Swamy and Arvind Sharma and the folks at AAAI bring freshness to next years show especially when the expectations would be high? I am sure they have enough ideas and a vision for the GoaFest to become a must attend event for professionals within our industry. Maybe I could give you a peep into their minds. I am kidding, this is just my wish list. You could add to it.

I am already visualising February 2007 next year when the GoaFest will be held for the second time. It would be fair to say that GoaFest has already established itself as an industry wide initiative within the first year. That's commendable.

What would I like to see happen in 2007 at GoaFest?

To begin with, I would like to see more international participation especially from South East Asia. We have to take pride in the work that we are doing in the Indian industry. Its high time the world learns something from us and get inspired.

Second, at the risk of sounding utopian I would like to see everyone and anyone who was not present (you know who I speak of) from India participating. Having all agencies present is crucial for any industry event and I pray and sincerely hope that happens in the second year itself.

Next on the wish list and very importantly, more creative leaders who are evangelists and inspiring lights should attend the awards show.

Fourthly, a bigger conference or advertising conclave which involves all stakeholders and younger ones who have a stake in the future. Let's get the younger minds to take charge of the future.
Fifth on the list is that more clients should be attending the show. Clients are the reason for the existence of the advertising ecosystem. They are important stakeholders and their presence and participation can invigorate in a way that nothing else will. Humko Clients Mangta.

As a sixth point, it would be a good idea to have two or three top notch marketers from the globe to come and share their experiences especially in terms of how they came up with big IDEAS that made the growth at their companies happen.

The Seventh point and big magnet would be a jobs and career fair for young professionals.

Breakout sessions and workshops on specific sub themes. Creativity in advertising comes from life and things that matter to us most in life. Creative professionals from film, music and art could join us to inspire us.   
It would also be a good idea to have more entrepreneurs from the industry addressing and interacting with young people. Aroon Purie and Subhash Chandra were inspiring and ideal role models for professionals in advertising to emulate. We need more entrepreneurs (read Risk Takers) in our industry.

Goa is no South of France (actually its much better) but maybe we could introduce the BQ at GoaFest. It's on demand of young professionals in our industry that I am placing this as a request rather visualising the perfect future. Just in case you are wondering what BQ is, it is the Bournvita Quiz. No I am kidding BQ is the Baywatch Quotient!! Much in Demand. I know we Can(ness) do it.

A lot of my friends in the industry comment 'who needs these awards, yet another set of awards'. Let me remind them and all of you some similar thinking that history has shown has been proved wrong. Sample this from the world history (Why I use foreign example as I know that sometimes creative people in our business rely on foreign
inspirations than local one)

"Who wants to hear actors talk?" said Harry M Warner, Warner Brother Pictures, 1927, during the era of silent movies.

"The horse is here to stay, but the automobile is only a novelty-a fad." President of Michigan Savings Bank, advising Henry Ford's lawyer not to invest in Ford Motor Company.

"We don't like their sound, and guitar music is on the way out." Decca Recording Company, rejecting The Beatles in 1962

So if you are someone who is skeptical of the GoaFest and this initiative, I suggest you read the above written lines once again. If you still don't believe me then go ahead and do what you like which I would say is like the advice that a young man did not take from a wise man. Some solace in this saying for the young man.

"By all means marry; if you get a great wife, you'll become happy; if you get a bad one, you'll become a philosopher."

Anurag Batra is the Editor-in-Chief of exchange4media group which publishes exchange4media.com, Impact and PITCH and if you have a Wishlist for Goafest 2007 you could send your ideas and suggestions to abatra@exchange4media.com. exchange4media was a partner for the Goafest 2006. 
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