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Opening a
New Chapter

Y
N

This edition of Infernational Advertising
Design marks the start of a new chapter
in ifs history. Readers may be surprised
by these words, for they will defect only
a few, fairly minor changes in
presentation compared with IAD 1.
However, those changes are likely to be
followed by others next year, all
stemming from the new collaboration
between IAD and the Frankfurt-based
magazine Lirzer's Archive.

Archive was established by the well-
known German advertising man Walfer
Liirzer, formerly a partner in Lirzer
Conrad & Leo Burnett, who now runs
another agency, Lowe Lirzer. His
inspiration for the magazine came, so
he says, from seeing this annual. The
magazine, appearing six fimes a year,
is distributed worldwide and in both
German-language and English-language
edifions.

Like IAD, Archive gathers interesting
new ads from all over the world. Like
IAD, it divides them up according fo
product category. In certain respects,
though, it has not followed the pattern
laid down by IAD.

The magazine, unlike the previous
edition of IAD, prints examples of
television, as well as print, advertising.
The argument against doing this is that
very few TV campaigns translate
successfully to the printed page.
Sometimes, indeed, a very clever film
can become near-incomprehensible
when reduced to a few stills.

On the other hand it is undeniable that,
in most developed advertising countries,
the principal efforts of the principal ad
agencies go info TV rather than the
press, with print ads often being used
merely to back up TV campaigns. The
major exception to this generalisation is
Liirzer's own country of West Germany,
where unfil now the shortage of State-
controlled TV advertising fime has made
magazines the prime medium for many
advertisers.

Following Archive's example, 1AD is now
printing stills from some TV
commercials. The number of examples
in this edition is limited, partly because
many contributors failed to notice the
change of policy, announced in letters
o them, partly because IAD's policy,

VOYO)
\_ J\_J

even in its modified form, is fo print
only TV sequences that look good on
the page and make sense without the
aid of music and movement.

One particularly interesting example of
a TV commercial that does come across
successfully in printed form is that by
Young & Rubicam, Chicago for DuraSoft
Colors confact lenses. It is to be found
in the Miscellaneous section of this
book. Among other TV campaigns
represented are those by Y & R's
London and Auckland offices,
respectively for Access credit cards
(Financial section) and Brickmakers
paving files (House and Garden), by J.
Walter Thompson, Hamburg for Jacobs
Kiénung coffee (Food) and by Saatchi &
Saatchi, Milan for Danone yogurt
(Food).

Another difference between this book
and Archive has been in the way credits
have been presented. While IAD T put a
great deal of effort into compiling the
names of all those concerned with the
production of any ad, including the
client marketing people and agency
account handlers, Archive has followed
the more conventional course of
arediting only the professional creatives
— art directors, copywriters,
photographers, illustrators.

Without in the least relinquishing the
belief that in many cases the non-
creatives have as much influence on
the look of the final advertising product
as the people who actually write the
words and design the layouts, | have
found it more convenient to fall in this
year with Archive's procedure.

This is because a sizeable proportion of
the material reproduced in this edition
of IAD has come via Archive. To be
consistent it was necessary to choose
between chasing up all the information
Archive had not asked for, which would
have been excessively tedious, and
discarding the extra information (names
of brand managers, account directors
etc.) supplied by many agencies which
senf material direct to me. | apologise
to those who may feel they spent more
time filling in forms than they need
have done.

Unlike Archive, however, IAD continues
to place lists of credits at the end of
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the book, thus leaving more space in
the main sections for pictures and
explanatory fext.

This year's collaboration befween
Archive and 1AD has resulfed chiefly in
an overlap of material between them.
The fruits of collaboration should
become much more evident next year,
when it is hoped that the two
publications will become fully
complementary.

Exactly how this will be done remains to
be decided. It is likely, however, that
IAD will devote a good deal of its space
to in-depth expositions of the strategies
behind certain chosen campaigns, which
may well have figured in Archive's two-
monthly selection of attractive ads.
These longer texts will be accompanied
by more extensive pictorial illustration
of how the campaigns have been-
implemented in both print and TV.

The intention, in other words, is that
IAD, while remaining a picture book,
should become far more journalistic in
character. This will suit me, as a
journalist, very well but will also, |
hope, make the book more useful and
inferesting fo executives in both ad
agencies and client companies.

Meanwhile, | commend this year's more
traditional edition fo your attention, not
least because it contains work from a
number of talented outfits not
represented previously. Among them are
Adolf Wirz, of Ziirich, Alberto Cremona,
of Milan, DME, of Palma de Mallorca,
(BB, of Reykjavik, Hal Riney, of San
Francisco, Livingston & Co., of Seattle,
and Studio Nob, of Osaka.

As usual, there are among the hundreds
of clever pieces of work in the book o
smaller number of really impressive ads.
One such is the Nurofen analgesic
campaign by Gold Greenlees Trott,
which comes across with powerful
originality in both its printed and
televisual forms. A printed version is in
the Toiletries, Cosmetics,
Pharmaceuticals section; a frame from
the TV commercial can be seen
opposite.

Philip Kleinman
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Grant's Scotch whisky

France, South America

Agency: Boulet Dru Dupuy Petit, Paris

BDDP continues to have fun with its ‘The
temptation is great’ theme for Grant's,
both in print (the butterflies and the flying
rat) and on television (the whisky-loving
peacock). The print ads cleverly combine
the work of a photographer (Paul Goirand)
and an illustrator (Christian Morandi).

BLENDED
TO PERFECTION.
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Johnnie Walker Black Label whisky
United Kingdom

Agency: Collett Dickenson Pearce &
Partners, London

Beautifully composed, subtly erofic
picture from the agency that has become
famous, through ads for Benson & Hedges
cigarettes, for its mastery of surredlistic
imagery. The idea of a woman's body as
part of a landscape is not in itself original;
an amusing example can be seen in a
Suzuki motor cycle ad, by the Canadian
agency Laser Kuleba Shyllit, printed in
WAR 1989. The originality of CDP's work
for Johnnie Walker lies in the execution.
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Chez Ballantine’s, quand on entend les cornemuses, cest quily a du vent sur la vigne.

5

Chivas Regal Scotch whisky

Singapore

Agency: The Ball WCRS Partnership,
Singapore

The brand is said to be gaining ground in
Singapore and Malaysia largely because of
Ball’s campaign appealing to the elitist
aspirations of drinkers in these countries.

6

Ballantine’s Scotch whisky

France

Agency: Foote Cone & Belding, Paris

The headline reads: ‘At Ballantine’s,
when you hear bagpipes, it means the
wind is blowing on the vines’. One of a
series of ads that draw entertaining
comparisons between the production of
Scotch and of wine in an effort to catch

the imagination of a nation of wine- 7
drinkers. Lord Calvert Canadian whisky
United States

Agency: DDB Needham, New York

The pun is the thing here, combining
appeals to machismo and to the sporting
pride of the many American anglers. As
you may have guessed from its verbal and
visual economy, this is an outdoor poster,
one of a series including also ‘Fire man'’s
drink’, which shows steaks being

barbecued.
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The reaction of
three Zebras when told
about the guy who
didn’t stoql; S;TwlimOff.
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Iv's @ brave but toolhardv man who would dare

scen the massive advertising campaign which keeps

not stock Smirnofi” His customers know that the purity

Smirnofi sales way ahead of the rest
they expect only comes with the No | Vodka So i vou're one who docsnt stock Smirnofi
Of¢ ¢ there are imitations But vodka m perhaps 1S tme vou did You may find your
drinkers wan't be tooled They know the taste and thev've
K ; .

customers take vou a little more serioushy
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Smimoff vodka

United Kingdom

Agency: Young & Rubicam, London

This comical picture is addressed not to
the consumer but to the liquor trade. The
message is that sellers will do better with
Smimoff, the market leader, than with
other vodka brands.

9

Smimoff vodka

Japan

Agency: McCann-Erickson Hakuhodo,
Tokyo

From a campaign which launched Smimoff
on the Japanese market, where vodka is
not yet well established. Targets were
sophisticated young adults. Ads featured
seven girls holding seven different fruits.
The message of this one is that ‘Smimoff
tomato is so pretty because Smimoff is so
pure’ and that ‘Smimoff and tomato juice
tastes good'. Note that the model, as so
often in Japanese ads, is European.

10,11

Cognac

France

Agency: Callegari Berville, Paris

This generic campaign for French Cognac
producers uses the pay-off line ‘Today, as
far as Cognac is concerned, imagination is
no longer a crime’. The style is based on
old French black-and-white movies. In one
ad the character telephoning at the bar is
saying ‘Hallo, don’t wait for me, I'm going
to have a Cognac with a friend'. To which
the reply comes ‘Before eating?!’ In the
other the pugnacious fellow demands
‘Cognac with carbonated water - did you
take a good look at me?’

12,13

Hine Cognac

United Kingdom

Agency: TBWA, London

Quaint illustrations, by Adam B, back up
the message that Hine is produced by one
family of experts. The typography also
seeks to make the product seem
idiosyncratic and non-industrial.
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- “Alid ends pas,
je vais prendre le

repas "

AUJOURD'HUI, EN MATIERE DE COGNAC, LIMAGINATION N'EST PLUS UN CRIME. AUJOURD'HUI, EN MATIERE DE COGNAC, CIMAGINATION N'EST PLUS UN CRIME.
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