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Discovery and Rediscovery

——Creatives and the Future of Promotion Design

Shinobu Numasawa

Senlor Manager, Planning and Development Department

Crealive Group Management Division, DENTSU INC,

The four mass media remain dominant forces, yet they
cannot communicate everything.

The relationship between cross media and creatives
became a popular subject of debate after the Cannes Media
Lions section was established at the Cannes International
Advertising Festival, symbolizing awareness among creative
people worldwide that conventional, automatic use of the
four mass media channels alone —newspapers, magazines,
radio, and television —was no longer going to be effective
for delivering advertising messages completely.

Although the Leviathan of mass media and mass
advertising Is far from dead, the world today Is seeking
more sophisticated concepts and advertising expression.
Some argue today that mass media advertising no longer
works and an alternative is needed, but survey results
constantly validate the cost-effectiveness of mass
advertising. Indeed, so does the fact that many of the
producers of the products published in this volume have
established careers as creative directors and art directors in
the media.

Reference to promotion design does not mean we
suddenly come into contact with a new, alien culture or
clvilization. Nonetheless, the point of contact between
consumers and information is clearly changing. People
watch television and immediately run a Web search on
information featured in the program. They watch all the TV
soap episodes recorded during the week on weekends
while listening to the radio, browsing the Web on a
notebook PC, flicking through a community newspaper
picked up at the railway station, or replying to emails from
their friends on their mobiles. The day after Japan wins a
Soccer World Cup gualifier, people rush out to the
convenience store to buy several newspapers —and, while
they're there, pick up a bottle of green tea, a new brand
that has made its shelf debut that very morning.

This illustrates how consumers do not just
passively accept Information provided by the media, but
rather actively seek contact with it via numerous channels
and immediately use the Internet when they are interested
enough to want to learn more about a specific topic. When
they find useful information, people often pass it on to their
friends by emall —and this trend has spread to all consumer
groups. Given this context, it makes sense that more
sophisticated ways of communicating are needed if

messages are going to reach cansumers who proactively
seek out the information they want.

It is important to bear in mind that such trend
shapes the background for the growing awareness and
practice of cross-media creatives and promotion creatives.

Discovery and rediscovery in cross-media
creative processes

Talking about how television commercials are made, one
creative director | know argued that the newness of a
concept really doesn't matter much —you can even use old
ones, just so long as your delivery comes across as
something fresh and new. This principle applies beyond just
television commercials, but using it requires considerable
effort and ability, since it requires taking an existing idea,
rejuvenating it, and giving it greater impact.

| often talk with creative directors and media
planners and am constantly reminded that what is normal
and obvious to each professional can produce a far greater
impact than the mere sum of the parts when their areas of
expertise are combined. It is a given, needless to say, that
you have to go the extra mile to ensure that these
professionals understand one another, convince the
advertiser that the concept will work, and then put it into
practice.

In the past, opportunities for direct dialogue
between creatives and the media were few, but as
consumer attributes change, it is becoming more common
for media planners (or persons qualified to assume that
position) to take an overview of all media —including
promotional media —and develop ideas hand in hand with
the creative people, The process often seems to lead not
only to the birth of new ideas but also to the "rediscovery"
of old ones.

Discussing world history, few people today would
say that Christopher Columbus “discovered® America in
1492, since the North and South American continents had
their own indigenous, established cultures even before
Columbus came along with European culture. Historians
today speak of the 15th century as the age of "geographical
discovery" and "the great explorers.” Likewise, in our own
chosen field we are now in the age of the great explorers in
terms of how we exercise our creativity. Our quest is to
discover new expressive proposals, concepts, and



techniques on the distant horizon by developing ways to
combine and integrate the wisdoms of the respective
specialties invalved,

Sometimes you have to specialize in promotion

About every two months my company holds a meeting of
people with an interest in creatives. The theme varies
depending on the department that hosts the meeting, and
one department organized a competition called "Below the
Line Award". Whereas most regular meetings focus on
commercials, graphics as well as production styles of
individual creative directors, the organizers of this meseting
collected for viewing a broad range of promotional
gimmicks and conducted a popularity vote. The 200
person-capacity conference room was filled with these
promaotional items, They naturally included those that were
coordinated with television commercial runs, but among the
items collected from Tokyo, Osaka, and Nagoya were ones
dealing with "trainjack"®, i.e. ad placements that complately
fill the cars on specific trains, others that could only be
seen in a particular place on a certain day, and still others
that had to do with merchandise only available at vending
machines. (In fact, many of these items are included in this
book).

The competition clearly highlighted creatives'
determination to satisfy heightened demand for information
and sophisticated curiosity among consumers, and their
intellectual prowess that produces the best ideas in
situations where legal, budgetary, and scheduling
restrictions made mass advertising-led campaigns
impractical.

If we liken mass advertising to a set-menu, full-
course meal, we can say that advertisers and consumers

today prefer the wider choice that an a la carte menu offers.

The challenge lies in responding to their needs with
creativity, since it is not solely a matter of finding
expressive ideas, but also planning how they are to be
exposed to the world.

Changing ways of harnessing designing capability
The traditional way of allocating different roles in the same

project to art directors, copywriters, commercial planners,
account planners, media planners, and account executives

Is no longer fully effective, As we move into the future, we
are more likely to exercise creativity in a new manner: A
member of the team —anyone with the enthusiasm and the
best practical idea —should take up the role of team leader
and press forward toward an end result,

Art directors are likely to continue playing a major
role as the professional in the designing process. They
stand apart from other creative and non-creative roles
because of their commitment to seeing the project through
from fledgling Ideas to final delivered forms. Their universal
capabilities are the ultimate product of their specialist skills,
thus making them a valuable source of strength in cross-
media work. In today's "anything goes" communication
environment, organizations are beginning to develop
effective teams able to give substance to art directors'
Ideas, whatever they may be.

Although we cannot predict future design trends, |
am convinced that only work that harnesses designing
capability and goes beyond the barriers of mass media,
In}ernet, promotions, and the like, will survive.

Need to develop ways for accurately measuring
the effectiveness of overall campaign and
promotional processes

A boundless horizon and infinite possibilities lie ahead of
promotion design, but at the same time the field faces a
tough challenge in the form of demands for effectiveness
measurement. Several indicators serve to help us measure
the effectiveness of the media —ratings are one —but so far
only a limited stockpile of scientific researches and
evaluation indices are available to help us determine the
effectiveness of outdoor media (OOH) and instore
promotions. A small body of work exists, but it has yet to
develop to the point that we can measure the effectiveness
of comprehensive campaigns and use the results to provide
sufficient evidence to convince advertisers. Although the
best result of a promation s for a product to sell, from now
on we will likely be asked to demonstrate to what extent our
creative expressions have contributed to the result and
measure the combined effect of the overall promotion
design.

The time has come that promotion design must
arm itself with the capability to see advertising activities
through from start to finish.
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Campalgn for Digital Camera

*Panasonic LUMIX Siim7*

“TOSHIBA gigabeat” Brand Frarmotion
Mabile Phone *Sony Ericssan Vodalone 802 SE”
Promation of the latnch of a LED TV, “Eizo
Fons, TV

Branding Campaign of Hewiel! Packard "HP
WEEK 2004"

Pramolion Campaigr ot Digltal Carmera
"DIMAGE Z1"(posters and olher graphics)
View+Suica” Campalgn by East Japan
Ralway Company

*Poochange,” a brand promotion for & dog
products maker

Tokyo Electric Power's Concept Book "Style
[itchen”

Fet Foad Company's Campaign “Nisshin Pet

Food CALENDAR & BOOK®

“Temperatiire-Down Plan” Campaign by

WWF Japan
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Company advertisement af NISSAY seties fitled
“For Whom | Lave®

Promotion for Log House Maker's Propossl
*WONDER DEVICE" '

Raiising Awareriess and Promoting Public
Housing "UR Rental Housing"

Campaign for Able Real Estale

Sales Pramotion for “Mamijin®; the Momijin
Bank's Card Loan

*Recrit” Total Promotion Campaign
Announcing Reeritment Events

—— First stage. Newspaper advertising
“Recnit” Total Promotion Cammpaign
Announcing Recrultment Events:

——Second stage: * '3-Ing’ and Travallle
Chianging Career Evenis”

*Recrull” Tolal Promotion Campaign
Announcing Recruiiment Events:

—— Third stage: Various Everiis Aaverised
Throughout an Erilire Tral

“Recrut” Campaign to Promote Access to Four
Job Search Websites— *People Looking for
New Jobs Only”

Promorion for New Sanrio Characters "Sugar
bunnies; Shirousa and Kirolsa®

Opening Campaign for "KODI DESIGNING
STuDIo®

Radio Station J-WAVE" Spring Program
Revision Campalgn |
Opening lo Minami| Osaka
Broacicasiing Station of Cable TV J.COM"
“Digi-Tele Weeki™Promotion for the 1st
Anriversary of the Starting of Terrestrial Digital
Broadcasting. and Its Recognition Campaign
W _ o
Prometion campalgr for Broadcasting Stafion
SKY Perfec TVI "Hay, have you subscibed?"
Promotion campaign for Broadcasting Stalion
SKY Perfec TVI *Lp 1o the Neck in SKYPerl"
Promotion campaign for Broadcasting Station
SKY Perfec TVI Korean Boam — "Up to the

‘Neck in SKYPerl”
‘Promation for the Intemet Game Poral Site

Collaboration Between NTT DoCoMa's Matie
Phane "Lechiflon” and Fashion Brand *Finky Girs®
Advertising Campaign for W22H Mabile Phone
— Sleek Side-formal design

CPU Manufactursr “intel” Corpofate Advertisement
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Thanks Campaign for Over A Millian FOMA,
Contracts

‘Advertising and Corporale Literature for
I'Imsmanoml Law Firm, Bingham MeCutchen

- Giobal House —Theme Paviion of Expo

2005, Alchi, Japan

‘Hanshin-Awall Earthquake Memonal — A Glant
(Candle

Promation for NPO "Waterscape”

Campalgn by he Health, Labaor and Weltare
Ministry of fot the “Law Cencerming Assistant Dogs
lor the Physically Impaied—Weicome Assistant
Dog!*

IFestival Suppont Progmm for *The Nukul Town
[West Child Association” in Tokyo

Denlsu Serninar 2005 *The New Spice Trade*
Kammifaba ©po 2005”

:Man Diversity “Changing Minds” Dentsu 2003
seminar at Cannes Advertising Festival
Promotion Tools for 2004 Osaka Minarri Ar
Festival

:’J"{mmmem of New Desigrier Awards
Exhibition 2004 by JAGDA

“Life witt Lacqusr Exhibition” from Kagawa
?reﬁec_lura

[TAKEO PAPER SHOW 2005

Fhlai \ﬂﬁl.lﬁl Development for “Langue Museum,
Exhibition Faciity Design "City Madels Exhibition-
Sromotion for the Exhibltion“The Sacred Ward of
Shirto Art in Kyoto*

m for Charity Auction

“Hope Supet 'SHOCKING® Lights™ Cigaretie
Parcair

Cigarette *Peace Aroma Menthol® Release
[M-'ﬂfﬂsm Campaign for Hypo-allergenics “Block
Allerganics in the Nose"

Station posters with

samples attached

"Everybody’s Cool!”

Renewal Campaign lor the Overseas Cosmetic
Brand “Za®

Cosmetic Brand “ModelCo™

Branding Suppon for lis Japanese Debut
Cosmetic Brand "REN" —Branding Suppod for

|

347

Its Japanese Debut

Prornation for Cosmetics Glabal Brand "Lunasaol®

Fashion Brand "THE SUIT COMPANY*

2005 Spring/Summer Promotion for Apparel
Brand "NEW YORKER"

Promuotion tor Appare| Branid "Looks' * Renewal
Fashion Brand "UNIVERSAL LANGUAGE"
Campaign for Apparel Brand "ANAYI
Sping/Summer 03"

Sately Campaign for "MTR" Corporation
Promotion for the: “Seitous Lions*2005 Baseball
Season

Campalgn for Japan's Bid far the “2011 Rugby
Wotld Cup®

Olympic Campalgn by the Yomiun Shimbun
*Read and Cheer’

Promation for Film "Fatvenhbelt 911"

Release Campaion for fhe Movie * Garfield”
Prarotion of TV show "Sulapikal*

Campaign for TV show "Omosfiro Kokishin

% Dorompal”

Campaigr for URA 2004” by the Japan Racing
Association

Campaign for Game Software "BIOHAZARD
OUTBREAK"

Trial Giveaway Campaign for Game Software
“SHADOW OF ROME*

Promilicn lof pachinko Machine "Newain-CR
COBRA

Pramotion for the Album “Psychedlic x
Moisture” by the Duo “Humantouch®

Record Jacket/Fosier lor Ken Matsudaira’s
"Maltsuken Samba o0 *

SWELCOME! RAKUTEN" Campaign by
Prafessional Baseball Team Chiba Loite Marines
Brand Promotion for the New Model *Rormance
Car'

Japan Asla Aitways “2004 Taiwan Campalgn®
Tounsm Campaign “Taiwan guided by Cha-san”
"Mission Mt Fuji- The Road to World Herltage®
Campaign

Shizuoka Prefacture Change lzu 20001 *The lzu
Fejuvenalion Plan”

Shizuoka Prefecture Change l2u 20001 "The lzu
Rejuvenation Plan

Tounsm Promotion for Omachi City, Nagano
Prefeciure

Promation for the Gallery / Shop Yonen” in the
“Alps Azuming National Government Park”
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Publication Campaign of Picture Book “Bear's
School®

Promotion ol a publication “Giongo Gitaigo
J'isho®

Promation for Fancy peper “TANT and MERMAID"
Promation for Fancy Paper “Bomfree”
Promotion lor Fancy Paper “"SATOGAMI
Hakuhodo"Brand Book for Foreign Clients”
Cover Dasign ol the "TOTO General Catalog”
“NIKKEN SEKKE! LIBRARY*—PR Book for
NIKKEN SEKKE! Ltd.

Promotion for the book senes "Traveling World
Herltage Sites In China®

Promotion fora Surmmer Youth Program in
Hong Kong

Promotion for Shopping Center "FARCD
HARPY CHANCE!"

Renawal of Souvenir Shop *Shiki no Sakura®
Novelties from Suntory Factones/Suntory Hall
Restauran Mapadoufu *L.a°

Campaign for Shopping Complex 'Caralia
SHIODOME®

“Dreamy Chrisimas” Campaign by Matsuya Ginza
The "New Faity Tale" frecpening campaign for
the Mo Town shoppifig mall

Renewal Promotion tor Complex “SAFPORO
Factory”

Brand Restructuring for Fish Cake Shop *Nikaya"
Branding Promuation for Fashion Complex
ANNEX

Fashion Complex ANNEX—Earty Sumime”
Promotion

Marketing Brochure for State Strest Comoration
Branding and Retall / Fashion Design for
Chilaren's Glething Brand "AICO"

Brand Identity for talian Gelato, "Dia Dolca”
Promational Frogram lor the CO 1 School of
Visual Arts Design 03 Show

Fromotional Materials for the FPasatena
Tournament of Roses

Thame Park Complex *Universal Studios Escape”
Design Program for the Hong Kong Cultural
Industries Expo

Environmental Graphics for Fourth Strees Live!
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Art Direction & Book Design
Shigo Yamaguchi

Abbreviations S &8

CD: Craative Director
Pl; Plannar

CW: Copywrlter
AD: Art Director
D: Designer

DF: Dashgn Firm

I: Mustrator

P: Photographer
CG: CG Artlst
A: Agent

Cl: Cliant
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"Gekl Ryuu" Sports Drink Campaign

Thig sports drink with its low osmotle pressure can be easily gulped down The
drink containg kelp extract known as a source of arlental 'umami (the fifth taste)'
and Okinawan salt, The name "Geki Ryuu (rapid currant)® was Iinspired by thase
ingredients, together with its vigorous image, The arrow motit represents the fact
that Geki Ryuu can be drurk in one draft. The campaign theme tune was taken
from tha tilm *Enter The Dragon®



Can design

CD: Koichl Sawada

AD: Koichl Sawada

D: Takeru Kawai, Toshikazu Minatomura

CW: Takuya |sojima

Pt Koichl Sawada, Takuya Isojima, Takeru Kawal
DF: DENTSU Inc., Common Design Inc., Pict Inc
P: Shojl Uchida

A: DENTSU Inc

Cli KIRIN BEVERAGE CORPORATION

2008
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Bottle with novalty blister pack

Novelty liguras
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