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FILM, PRESS, OUTDOOR AND RADIO JURY
The big president of the big jury this year is witty, clever and kind English gentleman, Mr. Adrian Holmes, Executive Creative Director of Young & Rubicam EMEA. We managed to get his answers to the questions we are all interested in and the taste of his presentation which will be held on October 8. 
AN INTERVIEW WITH ADRIAN HOLMES, 
PRESIDENT OF FILM, PRESS, OUTDOOR AND RADIO JURY
How will you judge the works? What are you looking for in it? What are your criteria for a good campaign? How would you define a bad campaign?

I'll strongly recommend to the jury that they assess entries according to four criteria: 

· Firstly, is what they're looking at an IDEA with real intelligence behind it, and not just a fancy technique, or 'eye-candy', as they call it in America?

· Secondly, is this idea something that we've NEVER SEEN BEFORE - a real piece of creative innovation that breaks into unexplored territory?

· Thirdly, is the idea wonderfully SIMPLE and easy to understand? Advertising shouldn't be some hard-to-decipher code that's only meant to be understood by awards juries.

· Fourthly, has the idea been beautifully CRAFTED - with great writing, art direction, typography, design etc?

A bad campaign simply ignores all these essentials. It does the expected thing badly. Instead of doing the unexpected thing brilliantly well.

 

Advertising is obviously changing fast lately or as we say, it is under reconstruction. Into what? And how will it look like in the next five (10, 20) years? 

Advertising is changing, for sure - but what it's going to end up as, I don't think anyone has the faintest idea.  In fact, I don't believe advertising will ever 'end up' as anything now - it will simply keep on changing, unpredictably and continuously, and for ever. For those of us who've been used to a relatively unchanging advertising industry for the last fifty years or more, that's a pretty hard fact to get our heads around.

Put it another way, if you'd asked me this question five years ago, any answer I gave would have laughably inaccurate. Think about it: in 2005, both YouTube and Facebook had only just been invented, and we had no idea how they would dominate our media landscape in the way they do now.

Someone, somewhere (probably in a lock-up garage in Shanghai) has just invented something that will be the next Facebook. We just don't know what it is yet.  Or what the thing is that will come after that.

 

Why is there so little awarded (creative) advertising seen in everyday life? And why all we see is sales-promotion, no-brand-building, pushy-brainwashing? Or do I have a wrong opinion?

Yes, it's true to say that there is very little awarded advertising seen in everyday life. But let me assure you, that applyes in the UK, too. The uncomfortable fact is that 95% of what our industry produces round the world is at best mediocre hard-sell promotional stuff.

But there's another uncomfortable fact about our industry - and that's the worrying proportion of what gets entered into award shows that's scam or 'ghost' work. I've always fought against this practice - to me winning awards with fake work, or work for clients that don't exist, or work that never actually appeared, is simply cheating. It's like using performance enhancing drugs in sport. Or paying for stuff with forged dollar bills.

And when clients see us congratulating ourselves for producing this 'ghost' work, they really must wonder what planet we're on.

No doubt, the debate surrounding the rights and wrongs of scam work will continue at the Golden Drum this year - but I know which side I'm on.

 
ABOUT ADRIAN HOLMES, EXECUTIVE CREATIVE DIRECTOR, Y&R EMEA
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After graduating in Film and Photographic Arts at Central London Polytechnic, Adrian Holmes began his career as copywriter at Grey Advertising in 1976. In January 1982 he joined Lowe Howard-Spink, just three months after the agency was founded. Four years later, he left the agency to work at Saatchi, and later CDP, then joined Wight Collins Rutherford Scott as Creative Director. In 1989 he returned to Lowe as Joint Creative Director of the London office, becoming the network’s Chief Creative Officer in 1999.  In September 2005 he was appointed Executive Creative Director of Young & Rubicam EMEA. 
Adrian has won numerous awards at festivals all over the world, including Cannes, D&AD, The One Show, Campaign Press Awards and British Television Awards.  Accounts he has worked on include Heineken, Stella Artois, Smirnoff, Plymouth Gin, Hamlet, HSBC, Saab, Vauxhall, Citroen, Nestlé, Albany Life, Army Officer Recruitment and numerous Unilever brands.

In 1994 Adrian served as President of D&AD.  He is still a copywriter at heart, and in between meetings continues to produce advertising for various clients.

A PRESENTATION BY ADRIAN HOLMES: DON’T FORGET TO WRITE

It’s said (particularly by today’s young art directors) that traditional copywriting is a dying art. 
‘Who reads all that stuff anyway?’ they ask. ‘Today it’s all about the power of the visual’. So if writing really is on its deathbed, should we simply turn off the life support machine? Or should we do everything in our power to save it? 

In this talk, Adrian Holmes, Creative Director of Y&R EMEA, will attempt ‘the kiss of life’. For him, great copywriting remains one of the most powerful ways our industry has to connect to its audience. Words, he argues, have the ability to change people’s minds about things in a way that pictures alone never can. And if we let that skill die, he believes, the very future of advertising itself may die with it.

FILM, PRESS, OUTDOOR AND RADIO JURY MEMBERS 
Mr. Adrian Holmes won’t be alone in his act. He is leading a group of 8 other people: 
· Mag. Eduard Böhler, Creative Director, Wien Nord, Austria

· Rasto Michalik, Creative Director and Partner, MUW Saatchi & Saatchi, Slovakia

· Karpat Polat, President, Creative Director, DDB&Co Istanbul, TURKEY

· Vasily Lebedev, Creative Director at Red Keds Creative Agency, Russia

· Mike Haas, Media consultant, Senior Partner, The BCI Group GmbH & Co. KG, Germany

· Eda Kauba, Chief Creative Officer of Euro RSCG Prague, Czech Republic

· Péter Tihanyi, Creative Director, ACG Advertising Agency, Hungary

· Carl Le Blond, Chief Creative Officer, Ogilvy Group Russia 

We managed to get reply from some of them (highlighted in yellow). Please, see next page. 
	Eduard Böhler
Creative Director, 
Wien Nord, 
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Austria
	Rasto Michalik
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Creative Director and Partner, MUW Saatchi & Saatchi, Slovakia
	Vasily Lebedev
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Creative Director, 
Red Keds Creative Agency, Russia 

	How will you judge the works? What are you looking for in it? What are your criteria for a good campaign? How would you define a bad campaign?

	Really good campaigns are always surprising. Sometimes they give you an answer to a question, which you don't even dare to ask. Or more, you were not conscious, that you have had this question in mind for a long time. And: it’s always the idea that counts. Also the latest technical solutions can never replace an idea. It stays boring, if there is not a great idea behind. 
	Great advertising for tattoo salon doesn't impress me as much as a great advertising for a big brand. Bigger client takes bigger risk. Campaign without risk is boring.
	I think I will judge them with my eyes, ears & hands. A good campaign has good results. And, definitely, a good campaign is better than a bad campaign. 

	Advertising is obviously changing fast lately or as we say, it is under reconstruction. Into what? And how will it look like in the next five (10, 20) years? 

	As the free media possibilities expand, the number of senseless and meaningless communication and information explodes. So the challenge will be more and more to find content and messages, which stay over water in this ocean of trash. 
	Crises forced us to search for more effective solutions. It opens doors to a new, before underrated or undiscovered territories. Who would guess 3 years ago that some Facebook will have such an impact on our industry? So honestly, I really don’t know how advertising will look like in 20 years. All I know is, that we cannot be tied to traditional solutions. It's again about taking the risk.
	I believe that the key word here is interaction. Interaction in all means. I'm sure, that in next five, ten & twenty years advertising will serve as a source of freedom for people all around the world, because interaction = freedom.

	Why is there so little awarded (creative) advertising seen in everyday life? And why all we see is sales-promotion, no-brand-building, pushy-brainwashing? Or do I have a wrong opinion?

	Real quality is always a minority program. Why should it be different in advertising?
	Who is the most visible in media? Big brands. Big client means big risk. No risk, no awards. That’s why I think, that courage is what needs to be evaluated here, especially in this crucial “reconstruction” days. 
	I believe it's not about advertising at all. It is about making something valuable. There is a huge mainstream of making something great (writing, drawing, inventing). The purpose of advertising in that case is to make this project visible to all the people around.


FILM, PRESS, OUTDOOR AND RADIO JURY WORK
Adrian, Eduard, Rasto and their jury fellows are judging the Golden Drum New Europe 2010 competition, that is open to all organizations involved in the creation or production of marketing communications, registered in the following countries: 
Albania, Austria, Azerbaijan, Armenia, Belarus, Bosnia and Herzegovina, Bulgaria, Croatia, Cyprus, Czech Republic, Egypt, Estonia, Finland, Georgia, Greece, Hungary, Israel, Kazakhstan, Kosovo, Kyrgyzstan, Latvia, Lebanon, Lithuania, Malta, Macedonia, Moldova, Montenegro, Poland, Romania, Russia, Serbia, Slovakia, Slovenia, Turkey, Tajikistan, Turkmenistan, Ukraine and Uzbekistan. 

They will judge entrants from the New Europe competed in 

· Group A: Film (TV, Promo, Internet) 

· Group B: Press 

· Group C: Outdoor 

· Group D: Radio 

All entries are eligible to compete for Best Act Award and Brand Grand Prix. 
There are also two regional awards: 
Award for the best agency of the Adriatic region that obtain the highest score for entries in the competition from: Albania, Bulgaria, Croatia, Bosnia and Herzegovina, Macedonia, Monte Negro, Slovenia and Serbia. 

Award for the best agency of the Baltic region that obtains the highest score for entries in the competition from: Estonia, Finland, Latvia, Lithuania and Poland. 

All about awards is here. 

DEADLINES: All registrations and all material should arrive at the Festival Office by 1 September 2010.
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