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Introduction

Written advertising is as old as commerce itself. The development of radio, television, and cinema in the twentieth century, however, provided businesses with an exciting and dynamic new way to promote their products and services. While cinema relied primarily on advertising forthcoming features—the first “trailer” was shown in 1913—and early radio shows were usually backed by individual sponsors, it was the explosion of broadcast television in the 1950s and 1960s that created the moving-imageadvertising climate with which we are familiar today.

Initially, many television shows relied on the radio model, being sponsored by a single business or product, but it became quickly apparent that far greater profits were to be made by selling smaller parcels of time to different advertisers. And so the “commercial break” as we know it was born, a pause in the scheduled programming for a brief string of thirty-second films, promoting different products.

Advertising agencies predate the moving image by approximately a century, and so by the time of the television explosion of the fifties, they were eager to provide companies with the expertise required to capitalize on this new outlet. Typically, a business will employ an advertising agency to create its commercials across a number of different platforms. The commissioning company will usually provide a basic outline of what it hopes to achieve with the advertising campaign, what message it wishes to convey, and which audience it hopes to reach; the agency will then refine these criteria, apply its own creative expertise, and flesh out a practical plan of action.

These conventions remain. First, however, the advent of digital recording technology and TiVo hard drives made it increasingly easy for consumers automatically to skip the advertisement breaks altogether. Then the mobile device took over, screens became both bigger and smaller, and a whole plethora of new platforms was born. The thirty-second TV commercial is far from obsolete, but its target audience can now more frequently be reached in a far wider variety of ways.


[image: images]

Levi’s Type 1 Jeans “Runaway Car” (BBH/Traktor Films).
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PG Tips “The Return” (Mother/Rattling Stick, d. Daniel Kleinman).
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Coca-Cola “Border” (Weiden+Kennedy/Furlined, d. Adam Hashemi).
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Doritos “Tracker” (Independent Superbowl commercial, d. Marcus Dunn, Jonathan Darden).



TV Advertising in the Internet Age

Traditional short-film type advertisements have found a home on video channels, playing in front of video clips or in page banners. Others have stretched the format or been presented as episodes. The ease with which videos can be watched, sent, linked to, and embedded has allowed the form to develop in ways that are free of traditional television requirements and conventions. While the mobile device in the back pocket is a well-established platform, however, the emergence of the Xbox as a catch-all media device, and the rise of the SmartTV, suggest that the screen in the living room is not going away.

The Internet age has added an extensive new dimension to the agency’s role, also, as they catch up with the potential of virtual advertising. Frequently they will find it useful to subcontract to specialized companies who have proved themselves adept at handling commercial distribution across social media, search engines, video sites, and other interactive spaces.

However, whether intended to play before a YouTube video, in the Super Bowl half-time break, or in the back of a New York taxi, the actual process of creating these short films remains largely unchanged. Once the creative plan has been sufficiently structuralized, the film will be physically shot or digitally animated, and then subjected to the appropriate post-production polishing.

The blooming of ways in which media is today consumed has allowed advertisers to stretch their imagination in terms of form, be it drawing from the popularity of documentary approaches and viral videos or exploiting interactive potential. Personal devices become a direct one-on-one conduit to the consumer, who may as well watch an entertaining advertisement as any other YouTube video. This demands a shift in the way advertisers relate to their audience, as the relationship between the two become more apparently personal.

Stages from Conception to Distribution

The process of creating a commercial remains basically unchanged. The client works out its message, audience, and selling points, to a greater or lesser extent, and presents them in a “brief” or conceptual deck. The creative director of the chosen ad agency will use this, the messaging, and the overall conceptual deck to develop a mass of different ideas and numerous scripts. With perhaps the best three, the agency will canvas production houses and look at directors’ reels. Perhaps three directors will be selected, based on talent and availability, and each of them will produce a treatment. By this stage, decision-making has to go through a number of levels, from agency to client, but once a decision as to the director has been reached, pre-production will start almost immediately.

Effects specialists are frequently brought in at this stage to make sure the ideas are going to be possible to realize in post and, during shooting, to ensure that the physical environment can be smoothly translated to the virtual, but otherwise the filmmaking process remains more or less unchanged. Storyboards are done and shots worked out, the production design department start sketching and building models, and casting and locations are firmed up. The shoot is timetabled, then frequently thrown off by the unexpected—but the footage is captured, and then sent to a post-house. Editing and the usual polishing of image and sound are now often augmented by some sort of computer-generated imagery or manipulation, sometimes involving more time and manpower than the shoot.

There has always been a lengthy—and often frustrating—process of exchanging notes and changes back and forth between the client, the agency, subsidiary agencies, the production company, the director, and the editing team. The growth of social media and digital outlets means that for the client companies and advertising agencies, there is now a dizzyingly increased range of factors to be taken into account. But for the creative and the ad-maker, it represents the opening-up of a vast range of possibilities as to what an advertisement can be, how it can be made, and through which media it can be presented.

The following pages will trace a path through this complicated procedure, from corporate conception and brand identity via the back-and-forth creative procedure with advertising agencies, new media agencies, and production companies, to the varied and complex forms of post-production and digital effects work, and to the final placement and utilization of the advertising film.
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Guardian “Three Little Pigs” (BBH London/Rattling Stick, d. Ringan Ledwidge). Copyright Guardian News & Media Ltd 2012.




[image: images]

Specsavers “Eerie” (Specsavers in-house/Rattling Stick, d. Daniel Kleinman).



“The blooming of ways in which media is today consumed has allowed advertisers to stretch their imagination”


Chapter 1

Corporate Conception to Creative

To begin the process of making an advertisement, there must be a brief formulated by the client corporation. This is the brand message that needs to be conveyed by the overall advertising campaign, and it will often include specific requirements for the filmed commercial. It may well also include potential problems, selling points, demographic information, and anything else that defines the marketing mission. Usually, it is literally brief.

Overall Campaign Plan

The brief is handed over to the chosen ad agencies, who bid for the job, and the more specific it is, the easier it is for them to address the client’s needs. Often the client company will involve the creative director of the chosen advertising agency in then refining the brief, because the particular skills and awareness of the experienced agency creative can be invaluable in determining at an early stage what may or may not have rich strategic potential.

Product Identity, Message, and Audience

Some sectors of business, and even companies within the same sector, will know more than others about how they want to fashion their advertising. Fashion companies, and often clothes companies in general, frequently have a relatively well-defined conception of their campaign, whereas companies that make a product, electronic or otherwise, most usually require more research and a greater length of time to determine how best to present that product, as well as whom they want to target. In the former instance, as a result, the company may well have its own in-house advertising division, and possibly even a production department; in the latter, the company’s brief will be based more on demographic information, and their own ideas about what is different about their product, leaving the more creative components to the agency.

The Agency Takes Over

Once the brief is handed over, the agency assumes most of the control. It is their responsibility to realize the client’s mission, from conception and production to delivery. The client remains involved in the decision-making process but more as a final arbiter, and they will typically employ an agency in whom they have faith, and whom they believe can fulfill their marketing aims.

One of the agency’s creative teams will take the brief and work over countless ideas, and then present them to the creative director. A larger agency will have several teams, and sometimes they will present ideas to compete for the same brief. The production team at the agency is frequently involved at this stage also, to start thinking how these ideas can best be presented, so that when the agency returns to the client with their proposal, they can explain to some extent how the commercial will be made.

There will also be a planning department involved at the agency, who immerse themselves in research and information-gathering, so that they can end up knowing almost more about the product than the client does. Their work is a fundamental resource for the creative department.



Refining the Conceptual Deck

The creative team has to come up with a staggering number of ideas, and so their process is also one of immersion, thinking in, around, and about the product or brand. The creatives will work individually, in pairs, and in groups to come up with as many ideas as possible, most of which they will reject themselves. They will then submit these ideas to the creative director, up to sixty or seventy for one spot, depending on the number of teams working on the project. More ideas will be thrown out, sometimes all.

The creative director then submits the agency’s ten best ideas or so to the client, who will often select between one and three with which to go forward. It is not uncommon, however, for the client to reject all of the submitted ideas, in which case the agency must start the whole process over again. It is important for the creatives to be able to weather a large amount of rejection, because they spend a lot of time putting a lot of work into a lot of ideas, to which the response is most often “No.”
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Daihatsu car ad (CST The Gate).





INTERVIEW

Luke Mugliston: Agency CEO

As CEO of CST The Gate, Luke Mugliston draws on a wealth of experience from both client and agency side. He was running major brand accounts for Publicis when global investment giant Fidelity recruited him as marketing director; from there he moved to Aviva (formerly Norwich Union) to oversee their enormous—and highly successful—corporate rebrand, where he pioneered social media techniques among other innovations, before returning to agency side to head up CST The Gate with creative director and industry legend Dave Trott.

[image: images]

Career Path

When I left University I had no idea what I wanted to do. Funnily enough, advertising was one of the careers that I absolutely rejected because I saw a documentary about Saatchi & Saatchi in around 1995 or so. It was about graduate trainees and how they got into the business, and what the business was like. I just thought it was ghastly and full of jerk-offs and I’m never going to do that, and I’m never going to go into the financial sector either, for that matter. But it dawned on me that I would eventually have to start a career, and someone who worked in the advertising industry said that they thought I’d actually be quite good at it—I studied English at school and was reasonably adept at literary criticism, and had a degree in modern languages. I guess I was subconsciously interested in the whole nature of communication.

I thought, I need to get a real job and not squander all this education, so I answered an ad in the Guardian newspaper’s Media section for a junior assistant/coffee-pourer at a small London ad agency. I wrote a succinct letter, quite a good one, and I got an interview. Lots of people applied, but my interview was okay. I managed to get through to a second interview where they whittled it down to five from over a thousand applicants (this was about 1996, at the tail-end of the recession). I then did well in my second interview and basically it got down to me and a guy who got a First class degree from Oxford in English, which I certainly didn’t have. But because I’d done sports at an international level, been committed and trained and was very competitive, in addition to some internships where I’d been dealing with difficult people in difficult environments, they thought I’d be a good fit and I got the job.

That’s how I started in the industry—September 1996—in Golden Square for a small agency called KWS. It was a private company, set up by ex-Unilever and JWT people, lovely people. There were about twenty-five of us—you were shoved in at the deep end, and if you survived, great, but if you didn’t, you were out. You learned on the job. I loved it and had a fantastic time.

They sold their agency to Publicis group, one of the top five agencies at the time, who took KWS and merged it with another agency, where I worked on more accounts and grew up on that. After a couple of years I got plucked out of there into Publicis itself, becoming a board account director, and subsequently got snatched up by an investment company client who made me an offer saying, we like you, we’re restructuring our end, we want some leadership and you understand our business. That coincided with my having children, and they made me an offer that I couldn’t refuse. I was there about four years, and it was good and interesting. I had every intention of leaving after two years and going back to the agency side, but then that job led to being global brand director at Aviva, where we did some major advertising featuring Bruce Willis and Elle Macpherson and other celebrities as part of the campaign transforming Norwich Union into Aviva. It was very, very visible and a big success, in many senses of the word. More than just advertising, it involved learning how you work across the organization within a big, complex FTSE 100 company, in different markets and so forth.

A few years later my phone rang from someone I knew who was a non-executive director of my current holding company and they said, we’ve had this merger, we’d like some leadership for this place, and we think you’re the guy to do it—you’d always talked about going back to agency side. I’d been out of the [agency] business for about eight years by this time, but I was dealing and working with Abbott Mead Vickers and other agencies, and obviously still in the marketing/communications sphere. So when this guy asked if I wanted to come back, I’d done three years or so at Aviva and felt that I’d done an awful lot there and it had been really good, but that it might potentially be the pinnacle of something for me at that organization. I wasn’t quite sure where I wanted my career to go next, and when this turned up I thought it might be a great opportunity to be chief executive of an agency that needed some sorting out, with some great talent and some interesting accounts, but also some management issues. So that’s what I’m doing. That was ten months ago now that I started [late 2011], so I’ve been in this role, back on agency side, for ten months, and it’s great. It’s challenging, but it’s great to be back.

Don’t knock It Till You’ve Tried It

You still come across an awful lot of self- important, tricky people—it’s not to say that my initial view of the industry and agencies and some people within the industry wasn’t intact over the years, but as you get older you realize that every industry has those sorts of characters. There was a certain arrogance, a certain type of behavior, that I felt was off-putting. When I first started I felt much more comfortable because I went to a smaller business, rather than a big agency with a conveyor belt of graduate trainees. The people with whom I was working were lovely, and they were bright, and there was a real sense that because it was a private company, if you behaved with integrity you’d get rewarded. I was surprised by how early you were given responsibility and authority and ownership of client relationships—a lot of faith was put in you. You felt you were trusted, and it felt a lot more grown-up than I thought it would be.

Having said that, rapidly—in my first week—it dawned on me that this was a lot of fun for a twenty-four-year-old. On day two we worked on the LG account—a big 3M company, which then was kind of a sleeping giant in the UK but big internationally (and now it’s even bigger). The first brief we had was a product recall for a fridge/freezer that was about to go onto a consumer show, because it was electrocuting people. So my first experience in advertising was this emergency brief to do the product recall, to get this product back out of the market, and do damage limitation for the forthcoming episode of that consumer show. That was interesting in its own right, but the irony was that the global tagline for the organization at that point was “Technology with the Human Touch.” In that first week, in that first meeting, you suddenly got an insight into how ludicrous—and very serious—all this was, because absolutely there was business involved, there was money involved, there were reputations on the line—but also just how funny and strange and bizarre the whole world of communications could be. So that was very exciting in the first week. Immediately the job was very stimulating and the people I was working with were great too. It was very different from the image that had been set out in the documentary for me.

I was also asked to work with an art director on a cosmetic account, and my job was to ring up all the modeling agencies in town and get all their books in; then I had to sit down and spend an afternoon with the art director deciding who was the shortlist of talent that we wanted to get in, and do test shots of, to cast as the main star of our forthcoming advertising campaign. That, as a young man, ringing up models, getting them in, taking their contact details … doing that, I just thought, I can’t believe I’m being paid to do this, this is fantastic.



Aviva “Names” (AMV BBDO/Serious Pictures Limited, d. Vaughan Arnell).
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An Exciting Industry

Then the whole production process of making an advertisement is very exciting. There are things like doing market analysis, customer research, competitive reviews, strategy etc., but when you’re on the agency side there’s also that fun of actually creating the ideas and working on that whole process. It just feels exciting. You go to shoots, and you’re part of that industry. You’re doing lots of interesting and varied things, and your working week can be thrilling. So very, very quickly, starting as someone who didn’t really know what they wanted to do, it suddenly felt that this was an innately varied job. I felt that it suited me, and actually if you’re reasonably good with people, and you listen well, and you have a point of view, and you’re helpful—because it’s a service business in so many respects—then you can do well here.

You end up building relationships with clients, and you get the satisfaction of those clients trusting you from a very early age. The other thing that was apparent to me, compared to people I knew working at other companies, was how quickly you got fronted at a very young age to present to very, very senior management in client organizations. When I finally went to Fidelity, for example, it struck me that I had frequently presented to the highest levels of management, whereas employees who had worked there all their professional life had never actually met some of their leaders. Working on agency side is privileged in the sense that you do get in to see these people for whom advertising, especially if you’re a service business, is their equivalent of a high street presence. All of that made me think, this is challenging, this is interesting; there’s the excitement of winning new business, there’s the tragedy of losing business (hopefully not too much but, you know, things happen). It’s a very exciting world, and I just got swept up in that. Also you make really good friends—you meet people who are like-minded and often very bright, from all walks of life, and I just had a great, great time.

Aviva “Plymouth Football Fan” and “Silver Surfer” (AMV BBDO/HIS London, d. Declan Lowney). Courtesy of the Advertising Archives.
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Aviva

The rebranding of Aviva wasn’t just about the advertising; it was an enormous brand restructure, and a huge corporate action, as you can imagine. It’s a massive operational and emotional undertaking for an organization of Aviva’s size to change their name. We were trying to create something new and use it as an opportunity to regenerate the organization, to create a new experience for customers, and to effect literal behavior changes within the organization.

There were of course significant risks. The company was a number one player in its home market, in a long-term business, and people to varying degrees had a fondness for the legacy brand name Norwich Union. The nature of the business is all about looking after customers’ money and providing constancy, trust, and reliability. Keeping customers confident and happy is crucial to its commercial success. So it was a tightly-run project up through all echelons of the organization, right up to boardroom-level approval, and involved the hard work and collaboration of hundreds of people.

From a marketing effectiveness perspective, we approached the rebrand with a great deal of responsibility as we were deploying significant sums of money and needed to report regularly on progress. We set up a detailed dashboard of KPIs [key performance indicators] and made regular changes to our promotional plans based on the data we were getting, e.g. recall of message, differentiation, consideration levels, etc.

The whole process was well underway when I came on board. You’re part of a big team of people. Part of my responsibility was to look after the advertising and make it happen; deliver it, set up the metrics around it, report on that, and make sure it happened without a hitch, including the TV and the posters and the press and all the subsequent strategic frameworks and general brand management duties.

The reason I was hired was because they needed to deliver this, and for about eighteen months beforehand they’d been doing a lot of research around the world into customer insights about what people wanted from financial services and organizations like Avivia, what their attitudes were in different markets, what the strategy around positioning this company could be, and how would that benefit the business and lead to getting a commercial advantage. That involved research companies around the world, it involved branding companies, advertising agencies, and a central organizing team, which comprised business unit heads, project managers, all of the various people who are responsible for the different channels of communication.

They’d made progress on agreeing on the name change and done a lots of due diligence around mapping out the benefits of that. I inherited a lot of that good work, and my job was really coming in to deliver and make it happen, and to make sure that that investment was then used as a springboard, to use the momentum to spread best practice and enable people to embrace the strategy in all parts of the business. You get these big organizations which refer to themselves as “matrix” organizations, where it’s often all about influence and leveraging your own personal network. For someone like me who has a fairly short fuse in terms of bureaucracy and just wants to get things done, you have to employ a healthy dose of diplomacy in taking the lead, even though you don’t necessarily have the overt authority over everybody. So that was interesting as well because you have to say, right, this is what we’re trying to do, and you set up a vision for what we’re trying to achieve, you set up a rationale for that, and the commercial support, and then you just encourage people to behave in a more unified way than perhaps they had in the past. So all that continued to be interesting after the thrill of delivering what was such a major advertising campaign: in fact The Times referred to the whole program of activity as “arguably the slickest rebrand in UK corporate history.”

A Delicate Balance

When I came into Aviva, the first thing that I had to do was to get the creative elements for the campaign into shape. There were TV spots that we had to edit into the final formats to go onto air, and there was press, poster, and digital work to be developed as well. The big issue with that was when you get to the final stages of doing such a big campaign, and you get very close to the hard deadlines for approval of the creative work, you suddenly get an awful lot of minute attention to detail and a more focused realization among the leaders of the organization that this is suddenly very real, and it’s going to go out there, and that once it’s out there you have to deal with the consequences. Because there are a lot of customers and a lot of money is involved, and because it’s a FTSE 100 company, people will be saying, is this a judicious use of all this money? So suddenly everyone gets understandably a bit nervous. There’s a great deal of internal stakeholder management, and to-ing and fro-ing with the agency, which is very important. The temptation at that stage is to make lots of little cuts that might have lots of significance from the client’s point of view, but the agency are there to remind you that the ad has got to work in the way it was originally designed to work, and that by making lots of cuts you run the risk of losing that perspective on how the thing will actually perform in the real world, set in a busy context.



Examples from Norwich Union’s corporate rebrand to Aviva (CST The Gate).
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“People might not have an opinion about P&L, but everyone will have something to say about advertising.”

National Accident Helpline “Underdog” (CST The Gate/Aardman Studios)
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So there was a lot of internal engagement to get people to understand what we were trying to do, to realize why we we’re doing the things that we’re doing, and to stop the commercials being cut to shreds through lots of intervention by lots of people. Obviously every now and then someone makes a perfectly sensible comment and you go, well actually that’s an improvement. The skill is to work out where it is an improvement, and where it isn’t an improvement, and where it’s something that will detract from the original idea, or will just increase the cost of it. It’s a combination of getting it absolutely, perfectly right, but also not cutting it to shreds.

From the agency side, I had an appreciation of what the role of the advertising is, how it would work; but also having been a client for a few years before that, I knew the nature of client organizations. It’s a highly diplomatic role, both understanding the complexities of the client’s side of things, but also having an appreciation for what the creative work had to deliver.

Agency Side and Client Side

When you’re on agency side you naturally put all your efforts into the process of creating campaigns. Then you make your presentation to your client, and hopefully they buy it, and you walk away from that client meeting feeling very happy with yourself. Of course, when you’re client side, you have to keep it sold. At every point along the way you might get challenges from financial directors, from operations directors, sales teams, legal teams—everyone’s got an opinion when it comes to advertising. People might not have an opinion on the nuances of a P&L [detailed financial statement of profit and loss, usually for a fiscal quarter], but everyone, at whatever level in the organization, will have something to say about advertising.

The biggest lesson for me going back to agency side was in helping the clients with whom I work, to keep the idea on the table, to keep the campaign and the creative work sold, through better understanding of the factors that can be at play within their businesses. So going back on agency side, what I’m getting my guys to do is to have a better appreciation for what it’s like to be a client, and help support them as individuals within their organization. I remember thinking when I was first agency side, what does the client actually do when they’re not in meetings with
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