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The Music and Marketing Industries have undergone
significant change in the last decade brought on by
digitization, personalization, customization and mobility.

The marriage between music and marketing—between
artist and brand—redefined the rules of bed partners,
blurred some borders and brought forth a new business
paradigm for both industries.
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CLOL VEVO

DATE: June 21st, 2011 (Tuesday)
LOCATION: Debussy Theater, Grand Palais
TIME: 14:30-15:15 (2:30-3:15pm)

JACK MYERS




Let’s get creative.

Hoping to .go home with more than a suntan next year? Cnly
Yahoo!'s creative ad formats help you take your ideas from solid
to a solid Gold. Add deep consumer insights and a scale that
drives results, and yvou'll benefit from our unique combination
of SCIENCE + ART + SCALE. What can vahoo! do for you?

Find out more at advertising.yahoo.com

Light Bytes
by Poesia &
Samuel Rodriguez
via Collabn Arts
May, 201

@9/ science:ART+sCALE

20 Yahoi Al Flahie Resaryssl




DONT GO

HOME
EMPTY-
MINDED

G610 THE INABGURAL
OGHVY & HNSPIRE
JERNES FEATURING
ONE OF THE W@RLD'S
LEABING SREATIVE
THINKERS

DEBUSSY THEATER
THERIDAY 23RD JUNE
1438 — 1515

TURN RED FOR CREATIVITY
0GILVY.COM/D0100




SONoIla

Latin America’s number one digital music platform.
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TODAY’S
SEMINARS

9.30 AGRNCIARLCY ISﬂBAR &HIAT
PRESENTS: EMBRACING OPENNESS TO
MAKE THE CAR OF THE FUTURE A look at
the creation of the first-ever crowd-sourced
car— the Fiat Mio

10.30 IPG & WOMEN'S LEADERSHIP
NETWORK PRESENT: BEYOND MAD MEN:
TOWARD GENDER BALANCE IN CREATIVE
ROLES Women are the world's Iarﬁest
emerging market. So wh¥|aren tthere more
of them at the top? Martha Stewart joins
the panel debate

11.30 YAHOO! PRESENTS: CONTENTAS
CONVERSTION CATALYST Robert Redford,
Ben Silverman and Ross Levinsohn discuss
storytelling and the technology that fuels it

12.30 STARCOM MEDIAVEST GROIIP&

TED SMG PRESENT: TED@CA

MEANING OF THE GﬂNNEGTED EXPERI
ENCE A 45-minute session about online
offline, social networks, storytelling and
looking differently at the world

13.30 YOUTUBE PRESENTS: GOOD WORK
How can creative minds most positively
impact upon humanity's most critical iSsues?

14.30 DIGITAS &VEVO PRESENT:

ARTISTS BRANDSANDTHE MARRIAGE
OF MUSIC AND MARKETING

Musician Pharrell W||||ams joins the panel

debate on artists, brands and the evalving

connection between them

15.30 TEXTAPPEAL PRESENTS: THE 99 -
THE FIRST GLOBAL ISLAM-INSPIRED
FUSION BRAND An insight into the global
sticcess of The 99 Islamic comic superheroes

16.30 GOCA-COLA PRESENTS: LIQUID
AND LINKED MYSTIQUE Coca-Cola execs
explain the company snew Liquid And
Linked'strategy

17.30 HILL & KNOWLTON PRESENTS:
ADDICTION: WHAT BRANDS CAN LEARN
FROMANGRY BIRDS

Hear the story behind the phenomenally suc-
cessful mobile game

ALL SEMINARS ARE IN THE DEBUSSY
UNLESS INDICATED

Self-Titled
Experiment in
Graffuturism
by Poesia via
Collabo Arts
May, 2011

@] SCIENCE+ART+SCALE

Dlrect action.... Schill and his jurors turned the tables on photographers by rlsmgasone totake| pictures of them

Double triumph for ‘brave’
McCann Erickson Romania

MCCANN Erickson Bucharest
won twice within hours at the
Festival yesterday, carrying off
Grands Prix in Promo & Activa-
tion and Direct with a daring cam-
paign for a Romanian chocolate
bar. Promo & Activation jury
president Warren Brown said
his group’s decision was unan-
imous: “We discussed it at some
length and, in so doing, the
campaign only got better. The
effect was a bit like meeting
your best mate for a drink and
finding he has had a sex change.
It’s an absolutely fantastic and
very brave campaign that had
built-in creative accountabili-
ty, because it had to work and
ithad to work quickly.” Alexan-
der Schill, Direct jury presi-
dent, found only one dissenter
from awarding the top prize

to the Rom chocolate bar cam-
paign when three entries were
in contention. He approved of
the double win: “If you take
away the Direct — the partic-
ipation of the consumer — it
wouldn’t work. They forced the
consumer to act and interact.”
Rom bars, sold since 1964 and
bearing the Romanian flag on
the wrapper, had lost touch
with the country’s youth, who
were disillusioned with all
things Romanian. McCann
Erickson’s solution was to
replace the normal wrapper
with the American flag and,
for a week, adverts were run
in English with an American
proclaiming the bars as “the
taste of coolness”. “After one
week, in which Facebook pages
were started and flash mobs

demonstrated in Bucharest, the
campaign was revealed as being
ajoke,” Brown said. “There was
a79% increase in sales and the
product outperformed the mar-
ket by over 20%.”

The Promo & Activation jury
awarded five Gold Lions,
including one for the StarHub
campaign by DDB Singapore
—also a contender for a Grand
Prix —aswell as 17 Silver and
30 Bronze Lions. The Direct
jury presented 10 Gold, 15 Sil-
ver and 30 Bronze Lions. Fes-
tival chairman Terry Savage
agreed that Romania rarely
appeared among Lions winners.
“The first time they won a
Bronze Lion, when they
returned home the president
of the country re-presented the
Lion to them.” ©

Aussies scoop PR Grand Prix

CLEMENGER BBDO Mel-
bourne has won the PR Grand
Prix with a campaign for Nation-
al Australia Bank (NAB),
described by jury president
David Senay as “brilliant”.

“The campaign was based on
the idea of breaking up, because
the bank wanted to distinguish

INSIDE BOX

itself from the other large banks
of Australia,” Senay said. “And
what it achieved was remark-
able because it not only re-posi-
tioned NAB and transformed
its image, but it also de-posi-
tioned the bank’s competitors.
It’s a highly creative and very
opportunistic campaign that,

in using the idea of the break
up of a relationship — some-
thing that everyone has expe-
rienced — achieved a kind of
conceptual ju-jitsu by using the
power of the opposition against
itself.” When asked why an
advertising agency was again
the winner of the  turn to page 3

TUESDAY, JUNE 21, 2011

LIONS: A LEGACY
OF LEARNING

“CANNES Lions is about
learning and education. It is
about understanding the
industry as it evolves with an
ever-increasing velocity. It is
about networking and meet-
ing with our peers to discov-
er what is happening in dif-
ferent markets across the
globe.

Underlying that is the one
thing we all aspire to and get
inspired by, and that is great
creative work — work that
lingers in our minds long after
we have seen the executions;
work that makes us want to
go home and do better.

In a sense what happens in
Cannes is not as important as
what you take home from
Cannes; take home for your
use and for the use of others
with whom you work. To do
that, however, you must
immerse yourself in all aspects
of the Festival — the screen-
ing rooms, the seminars and
workshops, the master class-
es and the award ceremonies,
as well as the many social
events scheduled each day.
Fact is, anyone that is sent to
Cannes by their company is
privileged and they should use
that privilege to advance
themselves, their associates
and their companies on their
return.

That is the sort of payback that
will see you here next year and
for many years after.” @

Terry Savage, Festival chairman

FESTIVALNEWS P1 -13 PR WINNERS P16 DIRECT WINNERS P25 PROMO WINNERS P35 CYBER SHORTLIST P45
DESIGN SHORTLIST P55 FOCUS ON US HISPANIC MARKET P59 SCREENINGS P64
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THEY'RE IN YOUR BEDROOM.
THEY'RE IN YOUR OFFICE.
THEY MAY EVEN BE IN YOUR POCKET.

[AND TOMORROW, THEY’LL BE AT THE DEBUSSY THEATRE IN THE PALAIS]

Time Warner Journalist/ Journalist/ Playwright/
Chairman/CEQ Television Host Author/TV Producer Screenwriter

JEFF PIERS DAVID AARON
BEWKES MORGAN SIMON SORKIN

TimeWarner PRESENTS

Thinking

BlnSIdethe

[ The Golden Age of TV. Everywhere. ]

WHAT IT TAKES TO CREATE AWARD-WINNING CONTENT
WEDNESDAY - JUNE 22 - 11:30aw - DEBUSSY THEATRE IN THE PALAIS
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FROM one parched continent
to the other — the winners of
the Young Lions Print compe-
tition are Matt Swinburne and
Mike Felix from Leo Burnett
Sydney, Australia.

The Silver award in the con-
test to design a double-page
spread for Pump Aid, the char-
ity that supplies clean water
to Africa, went to the Italian
team of Daniela De Seta from
DDB and Marco Tironi of Wun-
derman. Bronze went to the
DDB United Arab Emirates duo
of Josephine Younes and
Nayaab Rais.

In announcing the results, Press
jury president Tony Granger
congratulated all 40 teams. “We
were so impressed with the
work you have been able to do
in 24 hours,” he said. “It’s quite
extraordinary.” His fellow jurors
then applauded the contest-
ants.

“We wanted to show how much
water can do for the commu-

nity,” Swinburne explained.
He and Felix drew a diagram
of the molecular structure of
water and labelled it with all
the benefits that water brings
to African communities. The
tag line: “In Africa our pumps
make water more than water.”
Swinburne said the fact that
he and Felix had worked for
other charity clients helped
their effort — but he doubted
that Australia’s history of
drought did so. “We live in Syd-
ney and we have got plenty of
rain there,” he said.

The Italian team came up with
achallenging tag line: “Ifhumans
are 65% water, Africans are 35%
human.”

Ben Nealon, Pump Aid’s devel-
opment director, said: “I am
overwhelmed by the extraor-
dinary quality of the work and
we will be using a lot of it on
our website.” The Gold-win-
ning entry, he added, “sums
up everything we do”.0

PR Grand Prix ... from page 1

PR category, Senay made no
apology: “Excellence does not
have an address. As we see more
and more previously separate
disciplines being mashed
together, I'd like to see PR more
integrated into agency work.”
Senay also praised the ethnic
mix of his fellow jurors: “There
are 16 people from 14 coun-
tries speaking nine different

languages, so I'm very pleased
with the internationality of the
jury team.” He then singled out
one of the jurors for her efforts
in getting to Cannes: “I'd par-
ticularly like to thank Natalia
Rodoni, who couldn’t fly out
of Argentina due to the Chilean
ash cloud, and who made a 50-
hour trip by road and air in order
to be here with us today.” ©

WWW.GENEVAFILMCO.COM
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Luciano Deos

Olivier Altmann

Keith Rose

Tony Granger

JURY PRESIDENTS REVEAL
THE RIGHT WAYS TO WIN

As more jurors deliberate over thousands of entries in a multitude of disciplines and gold
fever in Cannes intensifies, the presidents reflect on what they have seen

DESIGN
© JURORS inthe Design category
have the difficult task of identifying
their discipline’s contribution to entries,
said jury president Luciano Deos. The
president of Brazilian brand services
consultancy Gad explained: “In our jury,
we have 24 subcategories, some more
traditional than others. We need try to
identify the real contributionin both.
“I've asked the jurors also to be careful
not to confuse the idea of the campaign
with the design of the campaign.
“When you think of design, you think of
the whole solution, the complexity of
the whole application of the brand. You
need to consider the fact that what isa
breakthrough for one industry may not
be a breakthrough for another”
He is wary of the enthusiasm for
interactivity: “Interactive is not always
the best solution.”He stressed that the
key issue s relevance. “It can be funny,
it can be different, but it also has to be
relevant

OUTDOOR
©JURORS inthe Outdoor
category have been asked to judge
mostly with their hearts and their souls.
Jury president Olivier Altmann, chief
creative officer, Publicis Worldwide,
added: “I've also asked them to judge,
not as a professional creative judging a
technique, but as any other human
might in seeing an advertisement for
the first time.

“I'told them, for sure, work needs to be
awesome, but also awards should be
given not because a work is very clever
and very well done, but also because it
touches you.”

As a category, Outdoor should be
interactive in the sense that it engages
and allows people to react to the work
andtoeach other. He added that the
work might trigger emotions such as
surprise and shock, but: “It doesn't
have to be that dramatic. Very subtle
work, such as what we see in ambient,
can also touch us very deeply”

© ALTHOUGH Film Craft has
gained enormously in sophistication of
technique, classic criteria remain
crucial, said jury president Keith Rose.
The director of Velocity Films added:
“The goal posts for what is good
remains the same. Whether it s film
craft or another category that is being
judged, the principles are the same. If
the story is weak and the technique
doesn't complement or enhance the
concept, it allamounts to nothing."
Rose said his jury members are a “very
esteemed panel of highly regarded film-
makers and creatives. There was no real
need toissue jury instructions or even
recommendations to them.”

They will look at aspects such as
editing, direction, copyrighting, the
skilful use of music or sound design.
“Everybody is going to have a different
opinion as to what constitutes an award
winner, and some categories that we
are looking at will be more contentious
than others.”

© GLOBALISATION of the
industry and the digital age have given
new life and relevance to Press, rather
than diminishing it, according to jury
president Tony Granger. The global chief
creative officer of Young & Rubicam
hopes his jury and the awards it gives
will helpinspire the industry to show
that print can be a powerful medium.
He simply asked the 18 members of the
Press panel “to look for print that
behaves differently, that doesn't
depend on the tried and tested
formulas that have been used in the
past” The internet has helped
underscore the global creativity of the
industry, especially in the category of
Press, he said. “In Western cultures, the
eye moves from left toright, and
previous formulas for creativity in print
have been built around that. The
internet has changed all that. It has
taught us to get used to the eye moving
allover the place.”

Maria Luisa Francoli Plaza

© BREAKTHROUGH
creativity is what Mediajurors are
looking for, said Maria Luisa Francoli
Plaza. “WWe are talking about something
that hasn't been done before, or
something that has never been done
before in this particular way; added the
global CEO of MPG and Havas North
America. Jurors are on the lookout for
“tangible results that [demonstrate]
the objective when the campaign was
launched has been achieved”. They may
be be marketing or business objectives,
but they must be there in the resultin
order to win awards, she said.

The proliferation of social media has
made trust avery important
component of communication. “When
you are communicating in social media,
you are communicating in a different
way than in traditional media. Social
media is about trust and away has to
be found to activate that trust if the
communication is going to work "

Just add inspiration.

See the Yahoo! creative canvas come alive at Malmaison,
Boulevard de la Croisette, 19-25 June.

©2011. Yahoo! All Rights Reserved.
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Young Media Lions tasked to
save forests and change lives

IN A “slightly unorthodox”
departure, the 23 teams in the
Young Lions Media Competi-
tion were briefed on Sunday
not by the client — which
remained on its front line in
the Brazilian rainforest — but
by Philippa White, founder and
managing director of The Inter-
national Exchange (TIE), who
presented the brief on behalf
of Iracambi.

TIE, which works with some
30 NGOs and social enterpris-
es, selected Iracambi as ideal
for the Cannes contest. The
Brazilian non-profit organi-
sation campaigns to save the
Atlantic rainforest, which
White pointed out is older and
more bio-diverse than its Ama-
zonian counterpart. While 20%
of the Amazonian rainforest
has been destroyed, 93% of
the Atlantic rainforest has now
been lost. For 11 years Iracam-
bi has sought to persuade farm-
ers and landowners to preserve

Philippa White: Atlantic rainforest at risk

what is left and repair the dam-
age. “But the standard of liv-
ing is getting more expensive
in Brazil, so farmers have to
plant more coffee and sugar
cane, raise more cattle and sell
land to mining companies,”
White said. To counter this,
she pointed out that trees plant-
ed around water sources not
only increase the supply of the
precious liquid but also puri-
fy it. “New York does not have
any water-purification plants

because farmers in the Catskill
mountains have planted trees
around the water sources,” she
added.

The task for the Young Cre-
atives is to recruit corporate
sponsors to [racambi’s target
of raising $2m, providing
secure funding for its work in
continuing the restoration of
wooded areas, campaigning
to persuade farmers to man-
age their environmental
resources and ensuring farm-
ers receive fair compensation
for their conservation work.
White said that corporate tar-
gets could include companies
that have interests in Iracam-
bi’s work, such as the coffee
chain Starbucks, Coca-Cola—
with its reliance on large quan-
tities of good-quality water —
and timber firms.

The only mandatory inclusions
in the brief are the Iracambi
logo and its motto: Saving
Forests, Changing Lives. o

Wunderman shares

plan

for world domination

WUNDERMAN unveiled 20 rules
for global brands at its workshop
yesterday, entitled How To Dom-
inate The World. It also gave del-
egates a free copy of its book,
which expands on the 20 rules.
The workshop was given by
Simon Silvester, executive plan-
ning director of Wunderman
EMEA, and Jason Burby, chief
strategy and insights officer of
Wunderman subsidiary Zaaz.
Observing that seven out of eight
people live in emerging markets,
Burby said: “Think mobile.
Instead of needing to shop for
perishable goods, many people
are now using mobiles — mak-
ing a difference at the lowest eco-
nomiclevels.” Rule 19 urges del-
egates to think about origins.
“Every countryis asilo that does-
n't see outside its own culture,”
Silvester said. “But there are sim-
ilarities between people in dif-
ferent countries and what's going
on in terms of consumerism.”

-

Jason Burh;(leﬂ) and Simon Silvester

The book contains some sur-
prising statistics for those who
think the West will continue to
dominate the industry. Wunder-
man found that, in many west-
ern countries, marketers focus
on ‘retention’ (keeping cus-
tomers) rather than ‘trial’ (recruit-
ing new ones), because the aver-
age age of adults is 40-plus. But
with the average age of the entire
population under 28, global mar-
keters are prioritising trial as the
major strategy. ©

The start of a smarter era?

CHEIL Worldwide and its prin-
cipal client Samsung are join-
ing forces at tomorrow’s semi-
nar Will Smart TV Make Your
Your Life Smarter? to discuss the
opportunities and challenges
thatsmart TV is expected to bring
to marketing, advertising and
branding.

The session will look at how smart
TV could change advertising in
the future, according to Jason
Choi, Cheil Worldwide’s direc-
tor of global cross-over group,
digital marketing. Jeremy
Kaiman, Samsung Electronics’
director of sales and marketing,
visual display department, will
also talk about the features that

Samsung is building into its smart
TVs that will affect marketing
and advertising. Choi said: “As
we get more and more apps
designed for smart TV, there will
be alot more opportunity for inte-
gration.” As an example, over-
laying contextual advertising
on top of a programme or film,
could create, in effect, advertis-
ing ondemand. ©

A man hedds towork.t

Pray
for
Japan

Creativity.

Power (less)?

Supported by iDEA FOR LiFE & Aoi Adverrising Promorion Inc. Photo by AP/AFLC
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Creative Academy opens
for business with
Jim Stengel as dean

CANNES continues to be fer-
tile ground for nurturing the
next generation of industry
leaders with the launch this
year of the Cannes Creative
Academy For Young Mar-
keters.

The week-long academy is
sponsored by direct and inter-
active agency Wunderman.
The programme of intensive
learning is targeting marketers
and brand managers aged 30
and under. Jim Stengel, for-
mer global marketing officer
for Procter & Gamble, and now
president and CEO of think-
tank and consultancy The Jim
Stengel Company, has been
appointed dean.

Among areas the academy is
focusing on are foundation
and elements of great brand
work, agency management

and relationships, innovation
in customer engagement, and
measurement. Stengel said:
“I think the leadership of agen-
cies is in a pretty poor state
and you don’t get magic unless
you have two organisations
— the client and the agency
— that trust each other, have
great chemistry and are clear
on what they expect.” The
academy is partnering with
UCLA Anderson School of
Management. The curricu-
lum has attracted several top
speakers, among them Taxi
CEO Rob Guenette. Stengel
explained: “The people in this
seminar already have impor-
tant jobs and are seen as future
leaders of their companies.
That’s why they have been
chosen.”

Daniel Morel, CEO of Wun-

derman, said the insight and
experience of Stengel, who
oversaw P&G’s $8bn adver-
tising budget, was one of the
factors that led Wunderman
to sponsor the academy.
Course tutor Suzanne Tosoli-
ni is an independent consult-
ant focused on consumer-driv-
en brand positioning. She has
worked in the advertising
industry for some 20 years,
including 18 with P&G.
Among the tasks she has tak-
en on is to help pull insights
from students.

“They’ll be sitting through a
lot of the seminars and work-
shops and talks, and we’d like
them not only to remember
what they’ve seen and heard,
but to actively reflect on how
it applies to their specific
work.” ©

Suzanne Tosolini: seeking students’insights

Jim Stengel: agency leadership “is ina pretty poor state”

WHAT 5 AN ELECTRONAUT?

THURSDAY, JUNE 23, 2011 | 5:30 - 615 PM
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HELLO, CANNES

A film that won the Berlinale shorts Golden Bear comes to Cannes

KT iPhone Film
‘Night Fishing’ Screening

Salle Esterel (Level 5)
THU 23 JUN | 7:00~7:50pm

PARK, Chan-wook, Director = COCKTAIL RECEPTION  FILM SCREENING
Awarded the Grand Prix at the VERRIERE (Level 1) Night Fishing DVD | N N O C E A N
2004 Cannes Film Festival for OLDBOY ~ Thursday 23 JUN 6:15~6:50pm Limited Edition only for 300 WORLDWIDE
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TED's Bruno Giussani

TED and SMG stress the
benetfits of disconnecting

IN AN age when “connectivi-
ty” dominates the way brands
reach consumers, organisers
of the maverick TED confer-
ences are at the Festival to dis-
cuss the benefits of “discon-
nectivity”.

During today’s session called
The Meaning Of The Connect-
ed Experience (12.30), TED’s
European director Bruno Gius-
sani joins forces with global
media agency Starcom Media-
Vest Group (SMG) to examine
the potential value of “discon-
nectivity” with author Tom Chat-
field, performance poet Sarah
Kay, and Bill Barhydt, who has
developed a mobile-money plat-

form to empower consumers
without bank accounts.

“If you talk to anyone here (at
the Festival), you'll find they’re
all connected with an always-
on mobile phone,” Giussani
said. “We’re taking a counter
approach. We’re talking about
the benefits of disconnecting.
And although past TED speak-
ers include some of this Festi-
val’s high-profile guests, like
Malcolm Gladwell and Sir Ken
Robinson, our session features
brilliant speakers you’ve nev-
er heard of.”

John Sintras, chairman of Star-
com MediaVest Group’s glob-
al product committee, added:

“TED is bringing a different per-
spective. It is saying that it can
be healthy for humans to take
a moment to be alone before
a nervous breakdown sets in.”
Additionally, Giussani wants
to use the session to introduce
the international advertising
sector to the TED philosophy,
which is about discovering great
ideas and pushing them out to
the world.

“Ideas are what propel the
world and more progress is
made by groups of people com-
ing together to compete and
outdo each other to generate
even better and more power-
ful ideas,” he added.o

For R/GA, technology
is the mother of
reinvention

R/GA, THE NEW York-based
‘agency for the digital age’, has
reincarnated itself every nine
years since its foundation in
1984, riding the new-media
rollercoaster through no less
than four business models. It
is now on the cusp of its fifth
reinvention, which will come
into force in 2013.

“We believe the impact of tech-
nology on the communications,
advertising and marketing busi-
ness happens in eight- to 10-
year increments,” said chair-
man, CEO and global CCO Bob
Greenberg who, with EVP and
chief growth officer Barry
Wacksman, will be unveiling
R/GA’s next life cycle at
Wednesday’s seminar, appro-
priately entitled What’s Next?
Technology’s next evolution,
as identified by R/GA, is the
trend that started around five
years ago for companies to inte-
grate products with technolo-
gy-driven services to create

super-brands active across the
physical and digital ecosystem.
“Apple set the stage with its mix
of products and technology
services,” Wacksman said.
“Now everybody’s doing it —
Google, Amazon, Nike...”

But managing this evolution
will not be easy. Enter R/GA.
“We’ll be less of an agency and
more of a strategic resource to
help clients through the tran-
sition,” Greenberg said, adding
that the core of R/GA’s new
model is diversity of talent: “To
achieve breakthrough ideas for
the digital age, you need a lot
of different skillsets working
together.”

So how will R/GA be describ-
ing itself come 2013? “We don’t
know,” Wacksman admitted.
“The world ‘agency’ is too pre-
scriptive for the digital age, so
we’ll just brand ourselves as
R/GA. But we might ask the
audience to give us some ideas
on Wednesday...” ©

R/GA's Bob Greenberg (left) and BarryWacksmant: prepared for the next nine years

T'hink you know what a

PR agency can do?
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11.30 Thursday. Grand Auditorium. Doors open 11.00

Bring the Hello Future image to life.
Download the app from iTunes or Android store SAATCHI & SAATCHI
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Think again.
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We're the Young Lions Competition Japan Team.
Find us and sign our Rising Sun T-shirts. -
We'll take them home to let the Japanese people know you support them. -

Thanks and see you around!

Ail Japan Radio & Television Commencial Confederation



Bags of steriiIaziaAndaIeeb Preema (left) and Shariful Islam

Authentic Bangladeshi
jute bags bring a touch
of style to Cannes

THE BAGS being given to del-
egates at this year’s Festival come
from Bangladesh, the world’s
largest exporter of jute.

The initiative, which was organ-
ised by Shariful Islam, manag-
ing director of the Dhaka-based
Bangladesh Brand Forum, aims
to publicise the country’s sta-
tus as a rising star of the Asian
economy, as well as to help
encourage delegates to switch
to bio-degradable products.
Islam said: “Bangladeshis believe
in authenticity, and we want-
ed to produce something that

reflects a sense of what it is to
be from Bangladesh.

We also wanted something that
reflects the fact that the coun-
try’s GDP is growing very fast,
ataround 6% per year.” The bag
was designed by Nazia Andaleeb
Preema of Preema’s Atelier.
“They are made of high quali-
tyjute that is much stronger than
Indian jute due to the challeng-
ing climactic conditions in which
it grows,” she said. “These bags
are tough and will remind peo-
ple about Bangladesh for years
to come.” ©

Translation app is ‘a gift to
the Festival’ from China

CHINA’s Modern Advertising
is in Cannes with a new app that
allows delegates to discover
their Chinese name and have
it printed on T-shirts. “This app
is something I've invented as a
gift to the Festival,” said Chen
Yong, president of Modern
Advertising, China’s largest
design and advertising publi-
cation. “I'wanted to bring some-
thing to Cannes that was fun
and interesting. Since we

opened our pavilion, there have
been lines of people waiting to
participate, so I guess we’ve
been successful in that goal.”
He added: “Recently many peo-
ple around the globe have been
interested in the Chinese mar-
ket. But to get to know the mar-
ket, I think it’s good to help peo-
ple understand a bit more about
Chinese culture.” He pointed
out that there are many online
sites that will translate English

| e
Modern Advertising’s Chen Yong: “fun and interesting” gift to the Festival

names into Chinese but added:
“Our application is different
because it is based on the 100
best-known family names in
China. If we use this route to
create a Chinese name, it’s tied
more into the culture than a
straight-across translation.”
Chen plans to launch a web-
site and will further develop
the app that he has created as
away of helping people to learn
more about China.o
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*probably every decent producer knows financial advantages of shooting in our region, but it’s not all about money
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Communication, Marketing and Media in Brazil v

BRAZIL YOU
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All eyes on Brazil

NEED T® KNOW

For over 30 years Meio & Mensagem has been the
leading publication in the communication,
marketing and media industry in Brazil. With a
multiplatform operation, Meio & Mensagem is
responsible for the most important events in the
sector, as well as the leading weekly magazine and
the most visited website in the industry. It also

has a significant presence in mobile, radio and TV.
This year, in Cannes, Meio & Mensagem is launching
its Brazil Briefing special edition, describing the
current Brazilian economic scenario and its impact
in the communications industry.

Sign up for free weekly newsletter at

www.meioemensagem.com.br/brazilbriefing
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SHOOT SOUTH AFRICA LIKE THE LOCALS DO
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We open on... anything you can imagine. From Manhattan style
apartments and art deco Parisian type buildings to modern sport
stadiums and beautiful parks, Joburg has it all. After all, it's one

of the 40 largest metropolitan areas in the world. No wonder the
vast majority of our local commercials are shot in this vibrant city.

And when you decide to check it out, make sure you speak

to the professionals who know Joburg inside out. The guys at

WeOpenOn have accumulated more than 50 years experience,

and have filmed100’s of local and international commercials

in Johannesburg. But it's their love for and inside knowledge
Www.weopenon.co.za of the city that really sets them apart from the rest. So make

www.joburgtourism.com sure you speak to the people who speak Joburg.




Sapient

CANNES LIONS
OPENING NIGHT GALA

21 JUNE

21:30 CARLTON BEACH
Sponsored by SapientNitro
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more Arab web users
per capita than the
whole of Europe.

yet less than 1% of the
world’s websites are Arabic™.

your opportunity is right here, right now at twofour54° in the heart of Abu Dhabi. E E

The Arab world is one of the world’s fastest growing media markets. Yet, while 5% of the world’s web traffic ¥ =
is Arabic, less than 1% of the websites are*, so it’s a prime opportunity for Arabic online businesses. h Y

-t
We empower businesses across all media platforms from production, gaming, digital, animation, broadcast E[
and publishing — with world-class training from twofour54° tadreeb, state-of-the-art production facilities =
with twofour54° intaj and venture funding and support for Arab creative entrepreneurs from twofour54°

ibtikar — to seize every media opportunity the region has to offer.

It's all part of our vision at twofour54°, creating a centre of excellence for Arabic content creation in Abu Dhabi. twamrm

we are twofour54°. are you? Abu Dhabi
find us. join us. create with us. follow us on: m
+971 2 401 2454 twofour54.com content creation community

*Sources: Arab Media Outlook 2010. Media on the Move 2009. A.T. Kearney.




After Hours
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The most creative coverage

Cannes Lions 2011



N AT,
LR T
WS (i
I [
Illl'l'l'.', ”,lrf_
i

T il
""'.ll,'."-'. | il

{
-

P B UAUT ST .

Cu staagul ametican. Cu g

I
1
|
|l.’|'J'J".
Iy
(A

I




CANNES(’

LIONS = [Zseorr
COME & SUPPORT

THE EUROSPORT BEACH SOCCER
TOURNAMENT AT CANNES LIONS

TUESDAY  A'}/i=p)\ (35704 §
215" JUNE 220 JUNE CLOSE TO THE PALAIS DES

FROM 9 AMTO 6 PM FESTIVALS IN CANNES

16 teams of Cannes Lions delegates representing Argentina,
Belgium, Brazil, Canada, Columbia, England, Estonia, Israel,
Japan, Latvia, Mexico, The Netherlands, Sweden, USA,
South Africa, Russia/Belarus.

The winning team will be awarded at the Press, Design and Cyber Lions
Awards Ceremony on Wednesday 22nd June 2011 at 19:30.

All Sports. All Emotions.
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WILL SMART TV
MAKE YOUR LIFE
OMARTER

Will Smart TV really make us smarter?
Will it raise our 1Q or just change a few of our habits?
Will it take back the TV consumers it
lost from other mobile and digital devices?
Will it change advertising forever?
Jeremy Kaiman and Jason Choi will answer

your Smart TV questions and predict what’s next.

WEDNESDAY, JUNE 22ND _ 9:30AM _ DEBUSSY HALL

&E®  cHEilworldwide



PHARRELL WILLIAMS

Grammy Award winning Musician/Producer/Entrepreneur
e e 3 -’i' B

A}

LAURA LANG

Global CEO, Digitas  J}8

RIO CARAEFF
CEO, VEVO

DATE: June 21st, 2011 (Tuesday)
LOCATION: Debussy Theater, Grand Palais
TIME: 14:30-15:15 (2:30-3:15pm)

MM

The Music and Marketing Industries
have undergone significant change in
the last decade brought on by
digitization, personalization,
customization and mobility.

The marriage between music and
marketing-between artist and
brand-redefined the rules of bed
partners, blurred some borders and
brought forth a new business
paradigm for both industries.

ROB WELLS
President of Global Digital Business,
Universal Music Group

JACK MYERS
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GRAND PRIX WINNER
AMERICAN ROM
KANDIA DULCE
BV MCCANN ERICKSON
BUCHAREST
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A05/023 ROMANIA

BEST NEW PRODUCT LAUNCH/RE-LAUNCH OR MULTI-PRODUCT
PROMOTION AT RETAIL

Title AMERICAN ROM

Advertiser KANDIA DULCE
Product/Service CHOCOLATE BAR

Promo/Advertising Agency, City

R Creative Director
\\ Group Creative Director

~_ O

Account Director
Art Director

A\ Copywriter

\\  ArtDirector

N \\ Account Director Online
.

S\
\

*\\ Art Director Online
.\ Entered By

A06/031

Title
Advertiser
Product/Service

" Promo/Advertising Agency, City

Chief Creative Officer

Executive Creative Director
Creative Director
Associate Creative Director/
Art Director

Senior Copywriter

Copywriter

Art Director

Copywriter

Head of Tribal DDB

Head Of Technology

~ Chief Client Officer
== Account Director

Account Manager

Entered By

N

A12/008

- Title
Advertiser
Product/Service

Promo/Advertising Agency, City

Creative Director

————— Copywriter
" Hditor
Composer

——— (Cameraman
/ Programming
Production
Programming
Copywriter
Art Director

“Account Manager

i

, Conception
Entered By

A13/078

Title
2 Advertiser
~— Product/Service

-

Creative Director

Art Director
Copywriter

Associate Director of Technology

~—— Promo/Advertising Agency, City

BV MCCANN ERICKSON Bucharest
Adrian Botan, McCann Erickson Romania
Dinu Panescu,

McCann Erickson Romania

Catalin Dobre,

McCann Erickson Romania

Ruxandra Savulescu,

McCann Erickson Romania

lonut Cojocaru,

McCann Erickson Romania

Florin Florea, McCann Erickson Romania
Andra Badea, McCann Erickson Romania
Cristina Birleanu,

MRM Parteneri Romania

Laurentiu Stere, MRM Parteneri Romania
BV MCCANN ERICKSON Bucharest

Gold Awards

SINGAPORE

BEST TEMPORARY IN-STORE DISPLAYS IN A PROMOTIONAL CAMPAIGN

MUSICAL FITTING ROOMS
STARHUB PTE

ONLINE MUSIC STORE
DDB SINGAPORE

Neil Johnson, DDB

Joji Jacob, DDB

Thomas Yang, DDB

Khalid Osman, DDB
Lester Lee, DDB

Mark Lim, DDB

Elmy Thong, DDB
Selena Soh, DDB

Jeff Cheong, Tribal DDB
Yeo Wee Lee, Tribal DDB
Ciaran Lyons, Tribal DDB
Rowena Bhagchandani, DDB
Brenda Bey, DDB

James Tan, DDB

DDB SINGAPORE

GERMANY

BEST USE OF OTHER DIGITAL MEDIA IN A PROMOTIONAL CAMPAIGN

SAVE AS WWF

WWE

ENVIRONMENTAL AWARENESS
JUNG von MATT Hamburg

Doerte Spengler-Ahrens,

Jung von MattJan Rexhausen,
Jung von Matt

Michael Kittel, Jung von Matt
Henning Mueller-Dannhausen,
Florian Panier, Jung von Matt
Gerrit Winterstein, White Horse Music
Klaas Nocken, White Horse Music
Dederichs Reinecke & Partner
GoSign Media

Jesse Rosten, Schumann Bach
Knud Alex Mueller,

Florian Paul,

Lana Nugent, Jung von Matt

Lisa Glock, Jung von Matt
Alexander Norvillas, Jung von Matt
Jose Luis Carretero Lopez, Jung von Matt
Miriam Paneth, Benjamin Wenke,
Jung von Matt

Simone Bitzer, Jung von Matt
JUNG von MATT Hamburg

USA

BEST USE OF SOCIAL MEDIA MARKETING IN A PROMOTIONAL CAMPAIGN

ATH AMENDMENT WEAR

4TH AMENDMENT WEAR

METALLIC INK UNDERCLOTHES

4TH AMENDMENT WEAR Boulder

Matthew Ryan, 4th Amendment Wear

Tim Geoghegan, 4th Amendment Wear

Matthew Ryan, 4th Amendment Wear

Tim Geoghegan, 4th Amendment Wear
/// / 1A i

Designer

lllustrator Matthew Ryan, 4th Amendment Wear
Typography Matthew Ryan, 4th Amendment Wear
Interactive Art Director Matthew Ryan, 4th Amendment Wear
Entered By ATH AMENDMENT WEAR Boulder
B01/037 ROMANIA

FOOD AND NON-ALCOHOLIC DRINKS

Title AMERICAN ROM

Advertiser KANDIA DULCE

Product/Service CHOCOLATE BAR
Promo/Advertising Agency, City BV MCCANN ERICKSON Bucharest
Creative Director Adrian Botan, McCann Erickson Romania

Dinu Panescu,
McCann Erickson Romania
Catalin Dobre,
McCann Erickson Romania

Group Creative Director

Account Director Ruxandra Savulescu,

McCann Erickson Romania
Art Director lonut Cojocaru,

McCann Erickson Romania
Copywriter Florin Florea, McCann Erickson Romania
Art Director Andra Badea, McCann Erickson Romania
Strategic Planner Ileana Serban Parau,

McCann Erickson Romania

Cristina Birleanu,

MRM Parteneri Romania

Laurentiu Stere, MRM Parteneri Romania

Account Director Online

Art Director Online

Entered By BV MCCANN ERICKSON Bucharest
B11/007 USA

CORPORATE IMAGE & INFORMATION

Title 4TH AMENDMENT WEAR
Advertiser ATH AMENDMENT WEAR
Product/Service METALLIC INK UNDERCLOTHES

Promo/Advertising Agency, City ~ 4TH AMENDMENT WEAR Boulder
Creative Director/Art Director/
Designer/Typography/lllustrator
Creative Director/Copywriter

Entered By

Matthew Ryan, 4th Amendment Wear
Tim Geoghegan, 4th Amendment Wear
4TH AMENDMENT WEAR Boulder

Silver Awards

A01/126 BRAZIL

BEST USE OF EXPERIENTIAL MARKETING IN A PROMOTIONAL CAMPAIGN
Title DRUNK VALET

Advertiser BAR AURORA & BOTECO FERRAZ
Product/Service CHAIN OF BARS

Promo/Advertising Agency, City ~ OGILVY BRASIL Sao Paulo

VP Executive Creative Director Anselmo Ramos, Ogilvy Brasil

Creative Director Rubens Filho, Ogilvy Brasil
Copywriter Beto Cocito, Ogilvy Brasil
Pedro Fernandes, Ogilvy Brasil
Flavio Tamashiro, Ogilvy Brasil
Art Director Paula Fernandes, Ogilvy Brasil
Lucas Osis, Ogilvy Brasil
Raina Rocha, Ogilvy Brasil
Account Manager Valeria Barone, Ogilvy Brasil
Account Supervisor Camila Porto, Ogilvy Brasil
Planner Daniela Bombonato, Ogilvy Brasil
Director Carlao Busato, Hungry Man
Executive Producer Alex Mehedff, Hungry Man
Producer Renata Dumond, Hungry Man
Company Sound James Pedrozo, Jamute
Entered By OGILVY BRASIL Séo Paulo
A01/156 USA
BEST USE OF EXPERIENTIAL MARKETING IN A PROMOTIONAL CAMPAIGN
Title GREENBACKS FOR GREENBACK
Advertiser H&R BLOCK
Product/Service TAX SERVICES
Promo/Advertising Agency, City ~ FALLON Minneapolis
Chief Creative Officer Darren Spiller, Fallon
Copywriter Ryan Peck, Fallon
Art Director Scott O'Leary, Fallon
Integrated Producer Ted Knutson & Lauren May, Fallon
Director Mark Romanek, Anonymous Content
Cinematographer Salvatore Totino,
Editor Michael Heldman, Spotwelders

Erik Carlson, VOLT Studios

Head of Integrated Production Corey Esse, Fallon

Writer - Digital David Mackereth, Fallon
Business Affairs Brendan Lawrence & Brent Larson, Fallon
Integrated Producer Nicole Earley & Matt Lund, Fallon
‘///// |\ \\N\W ] \
/ \

Art Director - Digital
Account Team

Developer

UX

Producer
Executive Producer

\\‘\\ //////\
i =

Noah Carlstrom & Amanda Whitacre, ~ 1
Fallon L~ -
Chris Lawrence, Pete Leacock -~

& Evan Brown, Fallon

Kla Haeck, Fallon

Allison Beattie, Fallon

Arstides McGarry, Anonymous Content

Dave Morrison & SueEllen Clair,

Anonymous Content

Visual Effects James Allen, Public ///
Sound Design Jeff Payne, Eleven Sound ////A
Entered By FALLON Minneapolis — o~
=

A02/063 MEXICO —
BEST USE OF GUERILLA MARKETING IN A PROMOTIONAL CAMPAIGN
Title FASTFOOD )
Advertiser GLAXOSMITHKLINE A
Product/Service HEARTBURN TABLET 4
Promo/Advertising Agency, City ~ GREY MEXICO
Executive Creative Services/
Vice President Andrés Martinez Echeverria,

Grey Group Mexico
Art Director Juan Pablo Torres Unna,

Grey Group Mexico
Copywriter Sergio Fernandez Villaescusa,

Grey Group Mexico
Art Director Diana Pilar Herrera Anduiza,

Grey Group Mexico
Producer Luz Canobbio, Grey Group Mexico
Editor/Post Production Roberto Rosas, Grey Group Mexico
Audio Designer Gerardo Miranda, Equiscosa
Chief Executive Officer/
Account Manager Steve Stroud, Grey Group Mexico
Director Israel Rincon Ramirez, Rojo Films
Producer Andrés Jasso, Rojo Films

General Manager/Account Manager Claudia Martinez, Grey Group Mexico

Entered By GREY MEXICO

A02/156 ARGENTINA

BEST USE OF GUERILLA MARKETING IN A PROMOTIONAL CAMPAIGN
Title SPREAD THE TED

Advertiser TEDX BUENOS AIRES
Product/Service TEDX

Promo/Advertising Agency, City
ECD
Creative Director

Copywriter
Art Director
Production Chief
Agency Producer

General Planning Director
Director

Ursula Bertrand, Giproducers

OGILVY ARGENTINA Buenos Aires
(aston Bigio, Ogilvy Argentina
Maximiliano Maddalena,

Ogilvy Argentina

Javier Mentasti, Ogilvy Argentina
Nicolas Vara, Ogilvy Argentina
Ignacio Flotta, Ogilvy Argentina
Valeria Pinto (Parson), Ogilvy Argentina
Alejandro Travaglini (Parson), :
Ogilvy Argentina

Julieta Rey, Ogilvy Argentina
Nicolas Nibile, Rebolucion

Editing Martin Olemberg, Rebolucion

Executive Producer Jorge Larrain, Rebolucion

Post Production Luis Staffolani, Rebolucion

Music Design Camilo lezzi, CCCI

Voice over Tomas Mackey,

Entered By OGILVY ARGENTINA Buenos Aires

A02/199 GERMANY

BEST USE OF GUERILLA MARKETING IN A PROMOTIONAL CAMPAIGN

Title THE MISSING CHILD

Advertiser INITIATIVE VERMISSTE KINDER N —
Product/Service MISSING CHILDREN AWARENESS —

Promo/Advertising Agency, City

KEMPERTRAUTMANN Hamburg = jz
Creative Director/Account Manager Marcell Francke, kempertrautmann .
Creative Director/ y

Account Manager/Programming
Art Director/Graphic Designer
Copywriter

Patrick Matthiensen, kempertrautmann
Leif Johannsen, kempertrautmann
Sebastian Merget, kempertrautmann

Graphic Designer Bruno Luglio, kempertrautmann

Account Manager Carolin Panier, kempertrautmann
Biljana Retzlik, kempertrautmann

Production Alexander Kate, CMP

Involved Agency Fischerappelt

Entered By KEMPERTRAUTMANN Hamburg

A03/065 SINGAPORE

BEST USE OF AMBIENT IN A PROMOTIONAL CAMPAIGN

Title MUSICAL FITTING ROOMS

Advertiser STARHUB PTE

Product/Service ONLINE MUSIC STORE

Promo/Advertising Agency, City ~ DDB SINGAPORE

Chief Creative Officer Neil Johnson, DDB

Executive Crgative Director




~_~|Associate Creative Director/
> Art Director

Senior Copywriter

Copywriter

Art Director

Copywriter

Head of Tribal DDB

Head Of Technology
s\ Associate Director of Technology
~~~ Chief Client Officer
~~> Account Director
-~ Account Manager

Khalid Osman, DDB
Lester Lee, DDB

Mark Lim, DDB

Elmy Thong, DDB
Selena Soh, DDB

Jeff Cheong, Tribal DDB
Yeo Wee Lee, Tribal DDB
Ciaran Lyons, Tribal DDB
Rowena Bhagchandani, DDB
Brenda Bey, DDB

James Tan, DDB

= Q: Entered By DDB SINGAPORE
A06/025 SWEDEN
BEST TEMPORARY IN-STORE DISPLAYS IN A PROMOTIONAL CAMPAIGN
Title THE CANVAS EXPERIMENT
AN\ Advertiser CONVERSE EMEA
\ Product/Service SHOES
PERFECT FOOLS Stockholm

AN\
\:&\\ Promo/Advertising Agency, City
‘V\\i\\\ Executive Creative Director

N \\“ Copywriter
O\ Art Director
\ Film Director
\ \, Motion Designer
\ Director of Photography
Photographer
Technical Director

Executive Producer
Planner

Producer

< Installation production

= Entered By

A11/080

Mark Chalmers/Tony Hogqvist,
Perfect Fools

Patrick Gardner, Perfect Fools
Niklas Karlsson, Perfect Fools
Karl Nord, Perfect Fools

Martin Hammarberg, Perfect Fools
Oskar Lundgren,

Alexander Radshy, Perfect Fools
Bjorn Kummeneje, Perfect Fools
Mattias Hallquist, Perfect Fools
Mikael Lundmark, Perfect Fools
James Goode/Patrick Gardner,
Perfect Fools

Fredrik Heghammar, Perfect Fools
Michael Aneto, Perfect Fools
Markus Bjork, Perfect Fools
Patrik Sundberg, Perfect Fools
Checkland Kindleysides,
Checkland Kindleysides

PERFECT FOOLS Stockholm

FRANCE

BEST ONLINE ADVERTISING IN A PROMOTIONAL CAMPAIGN

X Title
%\\X Advertiser

== Product/Service

< Promo/Advertising Agency, City
Executive Creative Director
Art Director
Copywriter

Digital Producer

chnical Director

- Account Director

= Account Manager

ANEW WARRIOR
GREENPEACE

CHARITY

DDB PARIS

Alexandre Hervé, DDB Paris
Benjamin Marchal, DDB Paris
Olivier Lefebvre, DDB Paris
Julien Leguyader, DDB Paris
Ulysse Loreaux, DDB Paris
Xavier Mendiola, DDB Paris
Paul Ducré, DDB Paris

Production Company -, Les 84
Sound Production -, Panarama
3D modelisation -, Virtek
Editor case study Stiv Spasojevic,
- Entered By DDB PARIS
————A12/031 SWEDEN
——~" BESTUSE OF OTHER DIGITAL MEDIA IN A PROMOTIONAL CAMPAIGN
Title GETAWAY STOCKHOLM
Advertiser MINI
Product/Service MINI COUNTRYMAN
—— Promo/Advertising Agency, City ~ JUNG von MATT Stockholm
Creative Director Johan Jéger, Jung von Matt
Daniel Wahlgren, Jung von Matt
Magnus Andersson, Jung von Matt
Account Director Jan Casserlv, Jung von Matt
Planner Leon Phang, Jung von Matt
Visual Director Daniel Forero, Jung von Matt
Final Art Jon Palmaqvist, Jung von Matt
-Project Manager |da Modin, Jung von Matt

\/
v
v

- Entered By

// Art Director
/ Copywriter

" Title
Advertiser
Product/Service

Promo/Advertising Agency, City
//// ////// /#7 //// /

Media Agency, Carat

Production Company App, Monterosa
Production Company Web/

Backend, Suddenly

Production Company Film, Duo BlauPR,
Domingo PR

JUNG von MATT Stockholm

FRANCE

AHUNTER SHOOTS ABEAR
BIC / TIPP-EX
POCKET MOUSE TIPP-EX
BUZZMAN Paris

/

Creative Director
Managing Director
Copywriter

Art Director

Account Executive

Digital Production Manager

Film Production/TV Producer
Digital Production Assistant
Community Manager
Interactive Producer

Lead Flash Producer

Film Producer

Georges Mohammed-Cherif, Buzzman
Thomas Granger, Buzzman
Tristan Daltroff, Buzzman

Louis Audard, Buzzman

Antoine Ferrari, Buzzman

Mélanie Rohat Meheust, Buzzman
Laurent Marcus, Buzzman

Elodie Jonquille, Buzzman
Bastien Chanot, Buzzman

Xavier Le Boullenger, Buzzman
Emmanuel Saccoccini, Grouek
Yoann Gueny, Grouek

Willy Morence, Eleganz

Film Director Olivier Bennoun, Eleganz
Entered By BUZZMAN Paris
B02/024 CANADA
ALCOHOLIC DRINKS
Title CAP RECALL
Advertiser JAMES READY
Product/Service BEER
Promo/Advertising Agency, City ~ LEO BURNETT TORONTO
Chief Creative Officer Judy John, Leo Burnett, Toronto
Creative Director Judy John, Leo Burnett, Toronto
Lisa Greenberg, Leo Burnett, Toronto
Copywriter Steve Persico, Leo Burnett, Toronto
Art Director Anthony Chelvanathan, Leo Burnett,
Toronto
Group Account Director David Buckspan, Leo Burnett, Toronto
Account Director Natasha Dagenais, Leo Burnett, Toronto
Account Exec Jordan Lane, Leo Burnett, Toronto
Print Producer Gladys Bachand, Leo Burnett, Toronto
Entered By LEO BURNETTTORONTO
B03/040 FRANCE
FAST MOVING CONSUMER GOODS (NOT INCLUDING FOOD)
Title AHUNTER SHOOTS A BEAR
Advertiser BIC / TIPP-EX
Product/Service POCKET MOUSE TIPP-EX
Promo/Advertising Agency, City ~ BUZZMAN Paris
Chief Creative Officer/
Creative Director Georges Mohammed-Cherif, Buzzman
Managing Director Thomas Granger, Buzzman
Copywriter Tristan Daltroff, Buzzman
Art Director Louis Audard, Buzzman
Account Executive Antoine Ferrari, Buzzman

Digital Production Manager

Film Production/TV Producer
Digital Production Assistant
Community Manager
Interactive Producer

Lead Flash Producer

Film Producer

Film Director

Entered By

B04/002

DURABLE GOODS

Title

Advertiser

Product/Service
Promo/Advertising Agency, City
Executive Creative Director
Creative

Agency Producer
Director

Producer

Strategy Director
Channel Planner
Business Director
Account Director
Designer

General Manager
Product Development
and Marketing Manager
PR

Media Implementation
Entered By

B04/041

DURABLE GOODS

Title

Advertiser

Product/Service
Promo/Advertising Agency, City

/ /’,"/,"'
) ’/

/

Mélanie Rohat Meheust,
BuzzmanLaurent Marcus, Buzzman
Elodie Jonquille, Buzzman

Bastien Chanot, Buzzman

Xavier Le Boullenger, Buzzman
Emmanuel Saccoccini, Grouek
Yoann Gueny, Grouek

Willy Morence, Eleganz

Olivier Bennoun, Eleganz
BUZZMAN Paris

AUSTRALIA

DATED PILLOWS

PACIFIC BRANDS

PILLOWS

HAPPY SOLDIERS Sydney

John Kane, Happy Soldiers

Ben Sampson, Happy Soldiers
John Kane, Happy Soldiers
Meredyth Judd, Happy Soldiers
Rey Carlson, Play Big

Bonnie Fay, Play Big

Mark Sareff, Happy Soldiers
Sophie Price, Happy Soldiers
Lindsey Evans, Happy Soldiers
Emma DiGiacomo, Happy Soldiers
Tim Haynes, Happy Soldiers
Adam Heathcote, Tontine

Lucinda Kew, Tontine

Zarr Marketing, Zarr Marketing
Mediacom, Mediacom

HAPPY SOLDIERS Sydney

ARGENTINA

BIG NOSES

BGH

AIR CONDITIONERS

DEL CAMPO NAZCA SAATCHI & SAATCHI
Buenos Aires

Executi\“le Creative Director
Creative Director

Copywriter
Art Director

Agency Producer

Account Manager
Account Supervisor
Designer

Directors

Executive Producer
Director of Photography
Advertiser’s Supervisor

Entered By

B13/043

CHARITIES

Title

Advertiser
Product/Service
Promo/Advertising Agency, City
Executive Creative Director
Art Director

Copywriter

Digital Producer

Technical Director
Account Director

& SaatchiMariano Serkin, s
Del Campo Nazca Saatchi & Saatchi
Diego Medvedocky, Del Campo Nazca
Saatchi & Saatchilgnacio Ferioli,

Del Campo Nazca Saatchi & Saatchi
Diego Medvedocky, Del Campo Nazca
Saatchi & Saatchi

Ignacio Ferioli, Del Campo Nazca
Saatchi & Saatchi

Adrian Aspani, Del Campo Nazca o
Saatchi & SaatchiMarfa de la Paz /////
Landeyro, Del Campo Nazca
Saatchi & Saatchi -~
Juan Manuel Aralda, Del Campo Nazca
Saatchi & Saatchi

Mariano Cafarell, Del Campo Nazca /
Saatchi & Saatchi
Guido Fusetti, Del Campo Nazca ///
Saatchi & SaatchiSebastian Beretta, / ///
Diego & Vlady, Peluca Films s
Alejandro De Michele, Peluca Films
Daniel Ortega,

Nicolas Videla, BGHCarina Catalano,
BGHSebastian Nugnez, BGH

DEL CAMPO NAZCA SAATCHI & SAATCHI
Buenos Aires

/
FRANCE

ANEW WARRIOR
GREENPEACE

CHARITY

DDB PARIS

Alexandre Hervé, DDB Paris
Benjamin Marchal, DDB Paris
Olivier Lefebvre, DDB Paris
Julien Leguyader, DDB Paris
Ulysse Loreaux, DDB Paris
Xavier Mendiola, DDB Paris

Account Manager Paul Ducré, DDB Paris
Production Company - Les 84

Sound Production -, Panarama

3D modelisation -, Virtek

Editor case study Stiv Spasojevic,

Entered By DDB PARIS

B14/033 GERMANY

PUBLIC HEALTH & SAFETY, PUBIC AWARENESS MESSAGES

Title THE MISSING CHILD
Advertiser INITIATIVE VERMISSTE KINDER
Product/Service MISSING CHILDREN INITIATIVE

Promo/Advertising Agency, City

Creative Director/Account Manager Marcell Francke, kempertrautmann

Creative Director/
Account Manager/Programming
Art Director/Graphic Designer

KEMPERTRAUTMANN Hamburg

Patrick Matthiensen, kempertrautmann
Leif Johannsen, kempertrautmann

Copywriter Sebastian Merget, kempertrautmann
Graphic Designer Bruno Luglio, kempertrautmann
Account Manager Carolin Panier, kempertrautmann
Biljana Retzlik, kempertrautmann
Production Alexander Kate, CMP
Involved Agency Fischerappelt
Entered By KEMPERTRAUTMANN Hamburg
B14/080 ARGENTINA |
PUBLIC HEALTH & SAFETY, PUBIC AWARENESS MESSAGES —
Title SPREAD THETED :
Advertiser TEDX BUENOS AIRES
Product/Service TEDX

Promo/Advertising Agency, City
ECD
Creative Director

Copywriter
Art Director
Production Chief
Agency Producer

General Planning Director
Director

Editing

Executive Producer

Post Production

Music Design

Voice over
Entered By

OGILVY ARGENTINA Buenos Aires
(aston Bigio, Ogilvy Argentina
Maximiliano Maddalena,

Ogilvy Argentina

Javier Mentasti, Ogilvy Argentina
Nicolas Vara, Ogilvy Argentina
Ignacio Flotta, Ogilvy Argentina
Valeria Pinto (Parson), Ogilvy Argentina
Alejandro Travaglini (Parson),
Ogilvy Argentina

Julieta Rey, Ogilvy Argentina
Nicolas Nbile, Rebolucion
Martin Olemberg, Rebolucion
Jorge Larrain, Rebolucion

Luis Staffolani, Rebolucion
Camilo lezzi, CCCI

Tomas Mackey,




Why
outdoor
is backin.

Nothing has ever communicated as singlemindedly as the poster.
But now it’'s found a host of new ways to do what no other medium
can. There are now posters that know what you’re looking at,
what you’re wearing, and what sex you are. Touch screen posters
with pages you can turn, posters you can look at and be in at the
same time, posters you can even play tennis with. So visit the
Clear Channel screens displayed in the Palais. See the very latest
innovations in outdoor. Then join the great poster revival with one
of your own.

@
@, Clear Channel CANNES LIONS
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| 1
- 'Bronze Awards

SWITZERLAND

BEST USE OF EXPERIENTIAL MARKETING IN A PROMOTIONAL CAMPAIGN

Title

Advertiser

Product/Service

Promo/Advertising Agency, City

Executive Creative Director
>~ Creative Director

- Direction
J Cinematographer
" Producer

Entered By

AW

\\ Title
W _ Advertiser

Product/Service
Promo/Advertising Agency, City

N
\ \ \ CHIEF CREATIVE OFFICER
\\
\\ CREATIVE DIRECTOR

Associate Creative Director

‘Art Director

Copywriter

Agency Executive Producer

DONATED SONGS

SALVATION ARMY

CHARITY

WIRZ/BBDO Ziirich

Philipp Skrabal, Wirz/BBDO
Thomas Kurzmeyer, Wirz/BBDO
Chantal Heimo, Wirz/BBDO
Andi Portmann, Wirz/BBDO
Simon Jaquement,

Lorenz Merz,

Heinrich Reinacher, Markenfilm
WIRZ/BBDO Zirich

CHINA

W\ BEST USE OF EXPERIENTIAL MARKETING IN A PROMOTIONAL CAMPAIGN

CHOPSTICKS, NOT CHOP-TREES
CHINA ENVIRONMENTAL PROTECTION
FOUNDATION
ENVIRONMENTALACTION

DDB CHINA GROUP Shanghai
Michagel Dee, DDB China Group/
DDB Shanghai

Shih-yen Lee, DDB China Group/
DDB Shanghai

Lim Boon Seng, DDB China Group/
DDB Shanghai

Lim Boon Seng, Michael Ma,

Kevin Jiang, DDB China Group/
DDB Shanghai

Hesky Lu, Adam Wang,

DDB China Group/DDB Shanghai
George Ooi, DDB China Group/

DDB Shanghai
Producer Eugenia Zhen, DDB China Group/
- DDB Shanghai
—— Photographer Leslie Sim, Untold Image
Executive Producer Sean Chen, Cheers Films Shanghai
Production Art Director Lin Tao, Cheers Films Shanghai
Entered By DDB CHINA GROUP Shanghai
A
~=—~A01/159 SPAIN
557\\;\1 BEST USE OF EXPERIENTIAL MARKETING IN A PROMOTIONAL CAMPAIGN
——=Title UNEXPECTED LUGGAGE
Advertiser SPANAIR
Product/Service AIRLINE
Promo/Advertising Agency, City ~ SHACKLETON Madrid

Executive Creative Director
- General Manager

- Brand Manager

- Account Supervisor
Account Executive
Creative Director

Art Director
- Copywriter
Graphic & Event Producer

=~ Audiovisual Production Manager
= Audiovisual Producer

General Manager

Social Media Manager
~ Brand Manager

——— Social and Public

= - Relations Manager

~~ Executive Social Account
Communications Manager
Entered By

A\

A01/171

Title

Advertiser

Product/Service
Promo/Advertising Agency, City
President, Chief Creative Officer
_ Executive Creative Director

~ Creative Director

Director Of Broadcast Content/
Development
Associate Director

Enric Nel-lo, Shackleton
Sergio Martinez Llunell, Shackleton
Yolanda Agra, Shackleton
Isabel Cisneros, Shackleton
Elena Dominguez, Shackleton
Pipo Virgos, Shackleton

Paco Badia, Shackleton

(Clara Mercader, Shackleton
Santi Garcia, Shackleton
Marta Lopez, Shackleton
Manuela Zamora, Shackleton
Cristina Cortizas, Shackleton
Rodrigo Miranda, Shackleton
Coque Pons, Shackleton
Elena fbafiez, Shackleton

Eva Leoz, Shackleton

Cristina Fernandez, Shackleton
Luciana Borges, Shackleton
SHACKLETON Madrid

USA

- BEST USE OF EXPERIENTIAL MARKETING IN A PROMOTIONAL CAMPAIGN

THE BREATHE HAPPY SOCIAL
EXPERIMENT

FEBREZE

AIR FRESHENER

GREY NEW YORK

TOR MYHREN, GREY NEW YORK
Per Pedersen, Noel Cottrell,
GREY NEW YORK

Rob Perillo, GREY NEW YORK
Rob Lenois, GREY NEW YORK

Nick Childs, GREY NEW YORK

James McPherson, GREY NEW YORK

\ \ ‘\\ /////// /
\\ \\ \ \ /
GREY NEW YORK

\ \
Angela Ong,

Assistant Producer Jimmy Wade, GREY NEW YORK
MUSIC PRODUCER Don McNally, GREY NEW YORK
ACCOUNT Will Platt-Higgins, Elena Grasmann,
Liz Gilchrist, GREY NEW YORK
PLANNING Molly Dunn, Andrea Galambos,
GREY NEW YORK
EXECUTIVE PRODUCER Tom Rossano, Station Films
PRODUCER Kate Sutherland, Station Films
Director Sam Cadman, Station Films

DOP Ruben 0'Malley, Station Films

Lighting Lance Phox, Station Films

Editor Mike Elliot, Beast, NY

MUSIC Heavy Sweatin, Extreme Music Library

Entered By GREY NEW YORK

A02/022 THE NETHERLANDS

BEST USE OF GUERILLA MARKETING IN A PROMOTIONAL CAMPAIGN

Title BAVARIA DUTCHDRESS

Advertiser BAVARIA

Product/Service BEER

Promo/Advertising Agency, City ~ SELMORE CREATIVE AGENCY
Amsterdam

Creative Director/Copywriter Poppe van Pelt, Selmore

Creative/Artistic Director Diederick Hillenius, Selmore
Copywriter Kim Triesscheijn, Selmore
Art Director Jarr Geerligs, Selmore
Client Services Director Olivier Koning, Selmore
Account Director Vincent Breedveld, Selmore
Artist Daniel Zytsma, Achtung
Emily Kroes, Achtung
Ruud van der Bergh, X-ingredient
Peter Colee, X-ingredient
Artist Revi Bloemendaal, X-ingredient
Copywriter Kees Albers, X-ingredient
Artist Marloes Nabben, Don't Tell Mumm
Copywriter Hannah de Groot, Don't Tell Mumm
Olcay Gulsen, Supertrash
Copywriter Erik Pas, Erikpas.nl
Artist Marco Sluijter, Erikpas.nl
Marketing Manager Frenkel Denie, Bavaria
Brand Manager Jeroen Vonk, Bavaria
Entered By SELMORE CREATIVE AGENCY
Amsterdam
A03/070 THAILAND
BEST USE OF AMBIENT IN A PROMOTIONAL CAMPAIGN
Title THE FIRE WORKS DISCOUNT COUPON
Advertiser BIGC
Product/Service STORE
Promo/Advertising Agency, City ~ LOWE Bangkok
CCo POM CHAIYAPORN, Lowe/Open
Intergrated Creative Komsan Wattanavanitchakorn, Open
Phairat Uaphadunglert, Open
CREATIVE DIRECTOR Chalit Manuyakorn, Lowe/Open
COPYWRITER Noppakate Tawun-unnop, Open
Art Director Wutikai Chaika, Open
Creative Director Pornchai Sanchaichana, Open
Intergrated Creative Nittha Preuksacholavit, Open
Print Producer Natwithu Saengvichien, Lowe/Open
Producer Chudthai Khumpong, Lowe/Open
Planner Boonchai Suksuriyayothin, Lowe/Open
Account Manager Chanwoot Luechaisit, Open
Entered By LOWE Bangkok
A04/022 ARGENTINA
BEST USE OF SHOPPER MARKETING IN A PROMOTIONAL CAMPAIGN
Title BIG NOSES
Advertiser BGH
Product/Service AIR CONDITIONERS
Promo/Advertising Agency, City ~ DEL CAMPO NAZCA SAATCHI & SAATCHI
Buenos Aires

Executive Creative Director Maxi ltzkoff, Del Campo Nazca
Saatchi & SaatchiMariano Serkin,

Del Campo Nazca Saatchi & Saatchi

Creative Director Diego Medvedocky, Del Campo Nazca
Saatchi & Saatchilgnacio Ferioli,
Del Campo Nazca Saatchi & Saatchi

Copywriter Diego Medvedocky, Del Campo Nazca
Saatchi & Saatchi

Art Director Ignacio Ferioli, Del Campo Nazca
Saatchi & Saatchi

Agency Producer Adrian Aspani, Del Campo Nazca

Saatchi & Saatchi

Marfa de la Paz Landeyro, Del Campo

Nazca Saatchi & Saatchi
A\ [

4
M‘\*\/\‘//

Account Manager

Juan Manuel Aralda, Del Campo Nazca ?i/
Saatchi & Saatchi g
Account Supervisor Mariano Cafarelli, Del Campo Nazca
Saatchi & Saatchi
Designer Guido Fusetti, Del Campo Nazca
Saatchi & SaatchiSebastian Beretta,
Directors Diego & Vlady, Peluca Films
Executive Producer Alejandro De Michele, Peluca Films
Director of Photography Daniel Ortega, _
Advertiser’s Supervisor Nicolas Videla, BGH T
Carina Catalano, BGH ?/////'
Sebastian Nugnez, BGH —
Entered By DEL CAMPO NAZCA SAATCHI & SAATCHI ——
Buenos Aires
A07/003 GERMANY
BEST USE OF BROADCAST IN A PROMOTIONAL CAMPAIGN / //
Title THE PIRATE RADIO EXPERIMENT / //
Advertiser INTERNATIONAL SOCIETY 7
FOR HUMAN RIGHTS
Product/Service HUMAN RIGHTS AWARENESS 7
Promo/Advertising Agency, City ~ JUNG von MATT Hamburg 7 7/ /
Executive Creative Director Mathias Stiller, Jung von Matt / //
Account Superviser Ilan Schafer, Jung von Matt / /
Creative Director Maximilian Millies/ //
Marius Lohmann, Jung von Matt
Copywriter Nicolas Linde, Jung von Matt
Art Director Duc Nguyen, Jung von Matt
Account Manager Julia Kottowski, Jung von Matt
Director Christian Schwochow,
Bigfish Filmproduktion
Producer Jule Everts/Andrea Roman,
Bigfish Filmproduktion
Director of Photography Konstantin Freyer,
Bigfish Filmproduktion
Hidden Camera Steven Enderlein/Hardy Hergt, ;
Bigfish Filmproduktion B
Line Producer Oliver Marquardt, Bigfish Filmproduktion
Presenter/Radio Voice Matthias Weidenhofer,
Bigfish Filmproduktion
Cast Susanne Abbassian,
Bigfish Filmproduktion
Sound & Monitoring System Tonfabrik, Tonfabrik
Entered By JUNG von MATT Hamburg
A07/034 INDIA
BEST USE OF BROADCAST IN A PROMOTIONAL CAMPAIGN
Title SILENT NATIONAL ANTHEM
Advertiser RELIANCE MEDIA WORKS
Product/Service CINEMAS
Promo/Advertising Agency, City ~ MUDRA COMMUNICATIONS Mumbai
Chief Creative Officer Bobby Pawar, Mudra Communications
Copy Writer Bobby Pawar, Mudra Communications
Art Director Deepak Singh, Mudra Communications
Director Amit Sharma, Chrome Pictures
Producer Hemant Bhandari, Chrome Pictures
Aaliyah Sen Sharma, Chrome Pictures
Entered By MUDRA COMMUNICATIONS Mumbai
A08/009 NORWAY

BEST USE OF PRINT OR STANDARD OUTDOOR IN A PROMOTIONAL
CAMPAIGN ——

Title TESTDRIVE =
Advertiser VOLKSWAGEN NN
Product/Service VW PASSAT \
Promo/Advertising Agency, City ~ TRYADVERTISING AGENCY Oslo
Copywriter Petter Bryde, TRY Advertising Agency
Art Director Thorbjorn Ruud, TRY Advertising Agency
Account Director Morten Polmar, TRY Advertising Agency -
Account Manager Cathrine Wennersten,
TRY Advertising Agency
Copywriter Eva Sannum, APT
Art Director Markus Lind, APT
Account Director Ole Hustad, APT
Copywriter Jonas Grannern, TRY Advertising Agency
Account Director Lars-Kristian Harveg,
TRY Advertising Agency
Mac Designer Ole Jakob Boe Skattum,
TRY Advertising Agency
Thomas Braten, TRY Advertising Agnecy
Production Company Mobiento, Mobiento
Entered By TRY ADVERTISING AGENCY Oslo
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~J s FINANCIAL PRODUCTS & SERVCIES
Title

Advertiser
Product/Service
Promo/Advertising Agency, City
Chief Creative Officer
Copywriter
Art Director

~~_Integrated Producer

-~ Director

NN

- Cinematographer

> Editor

\\

~

Yy
//

//

Head of Integrated Production
Writer - Digital

A\ Business Affairs

A\ Integrated Producer

Art Director - Digital

. Developer
A UX

Producer
Executive Producer

Visual Effects
Sound Design
~ Entered By

B09/032
FINANCIAL PRODUCTS & SERVCIES
Title
Advertiser
Product/Service
~\ Promo/Advertising Agency, City
Executive Creative Director
Creative & Planner
— Head of Digital Innovation
Digital Creative Director
Senior Digital Art Director
Art Director
- Copywriter
~= Creative Technologist
,,\\\ = Digital Developer

——3 Group Account Director
Account Director

Account Manager
Agency Producer

“Digital Producer

Designer
Idea Inspiration

Title

Advertiser

__ Product/Service

~ Promo/Advertising Agency, City
~ Chief Creative Officer

Copy Writer

Art Director

Director

Producer

Entered By

B13/010
CHARITIES
Title
Advertiser
Product/Service
Promo/Advertising Agency, City
_ Executive Creative Director
~— Creative Director
~— Art Director
_Copywriter

H&R BLOCK: NEVER SETTLE FOR LESS
H&R BLOCK

FINANCIAL SERVICES

FALLON Minneapolis

Darren Spiller, Fallon

Ryan Peck, Fallon

Scott O'Leary, Fallon

Ted Knutson & Lauren May, Fallon
Mark Romanek, Anonymous Content
Salvatore Totino,

Michael Heldman, Spotwelders

Erik Carlson, VOLT Studios

Corey Esse, Fallon

David Mackereth, Fallon

Brendan Lawrence & Brent Larson, Fallon
Nicole Earley & Matt Lund, Fallon
Noah Carlstrom & Amanda Whitacre,
Fallon

Chris Lawrence,

Pete Leacock & Evan Brown, Fallon

Kla Haeck, Fallon

Allison Beattie, Fallon

Arstides McGarry, Anonymous Content
Dave Morrison & Sue

Ellen Clair, Anonymous Content
James Allen, Public

Jeff Payne, Eleven Sound

FALLON Minneapolis

NEW ZEALAND

IMPULSE SAVER

WESTPAC

FINANCIAL SERVICES

COLENSO BBDO Auckland

Nick Worthington, Colenso BBDO
James Hurman, Colenso BBDO
Adam Good, Colenso BBDO
Terry Williams-Willcock, Colenso BBDO
Pablo Dunovits, Colenso BBDO
Sarah Frizzell, Colenso BBDO
Tom Paine, Colenso BBDO

Matt Tizard, Colenso BBDO

David Wilcox, Colenso BBDO

Lou Kuegler, Colenso BBDO
Rebecca Richardson, Colenso BBDO
Marcelle Baker, Colenso BBDO
Krystel Houghton, Colenso BBDO
Paul Courtney, Colenso BBDO
Sheridan Derby, Colenso BBDO
Rob Linkhorn, Colenso BBDO

0li Moorman, Colenso BBDO
James McMullan, Colenso BBDO
Kate Slavin, Colenso BBDO

Rory Sutherland,

Ogilvy UK Vice-Chairman
COLENSO BBDO Auckland

INDIA

CORPORATE IMAGE & INFORMATION

SILENT NATIONAL ANTHEM

RELIANCE MEDIA WORKS

CINEMAS

MUDRA COMMUNICATIONS Mumbai
Bobby Pawar, Mudra Communications
Bobby Pawar, Mudra Communications
Deepak Singh, Mudra Communications
Amit Sharma, Chrome Pictures
Aaliyah Sen Sharma, Chrome Pictures
MUDRA COMMUNICATIONS Mumbai

SWITZERLAND

DONATED SONGS

SALVATION ARMY

SALVATION ARMY

WIRZ/BBDO Ziirich

Philipp Skrabal, Wirz/BBDO
Thomas Kurzmeyer, Wirz/BBDO
Chantal Heimo, Wirz/BBDO
Andi Portmann, Wirz/BBDO

Direction Simon Jaquement,
Cinematographer Lorenz Merz,
Producer Heinrich Reinacher, Markenfilm
Entered By WIRZ/BBDO Ziirich

vy /
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SOUTH AFR|CA

CHARITIES

Title WAKING UP THE NEIGHBOURHOOD
Advertiser POWA

Product/Service FEMALE ABUSE PREVENTION
Promo/Advertising Agency, City ~ OGILVY JOHANNESBURG

Executive Creative Director
Art Director
Group Head
TV Producer

Copywriter
Group Head

Director/Editor
Producer

Account Manager
Marketing Manager
Sound Director

Public Relations

Fran Luckin, Ogilvy Johannesburg
Renier Zandberg, Ogilvy Johanneshurg
Robyn Bergmann, Ogilvy Johanneshurg
Debbie Dannheisser,

Ogilvy Johannesburg

Taryn Scher, Ogilvy Johannesburg
Catherine Conradie,

Ogilvy Johannesburg

Jonty Fine, Frieze Films

Jo Barber, Frieze Films

Louise Johnston, Ogilvy Johannesburg
Nonhlanhla Mokwena, POWA

Jo Anne Darling-Risi, Fr'quency

Zak Binikos, Fr'quency

Maja Rode, Ogilvy Johanneshurg

Account Manager Shera Esmade, Ogilvy Johannesburg
Strategist Dianne Springer, Ogilvy Johannesburg
Entered By OGILVY JOHANNESBURG
B14/036 POLAND
PUBLIC HEALTH & SAFETY, PUBIC AWARENESS MESSAGES
Title WHAT A PERSON CAN MISS
AMACHINE WILL FIND
Advertiser THE POLISH FEDERATION
OF CANCER SURVIVORS
Product/Service CHARITY
Promo/Advertising Agency, City ~ EURO RSCG WARSAW
Chief Creative Officer Jacek Szulecki, Euro RSCG Warsaw
Copywriter Magda Banasik, Euro RSCG Warsaw
Art Director Rafal Rys, Euro RSCG Warsaw
Group Account Director Agnieszka Wichracka, Euro RSCG Warsaw
Account Executive Magda Majczyna, Euro RSCG Warsaw
Account Director Malgorzata Begier, Euro RSCG 4D
Central & Eastern Europe Marketing
& Communications Tomik Tybora, H&M Hennes&Mauritz
Entered By EURO RSCG WARSAW
€01/002 AUSTRALIA
BEST INTEGRATED CAMPAIGN LED BY PROMOTION AND ACTIVATION
Title DATED PILLOW
Advertiser PACIFIC BRANDS
Product/Service PILLOWS
Promo/Advertising Agency, City ~ HAPPY SOLDIERS Sydney

Executive Creative Director
Creative

Agency Producer
Director
Producer
Strategy Director
Channel Planner
Business Director

John Kane, Happy Soldiers

Ben Sampson, Happy Soldiers
John Kane, Happy Soldiers
Meredyth Judd, Happy Soldiers
Rey Carlson, Play Big

Bonnie Fay, Play Big

Mark Sareff, Happy Soldiers
Sophie Price, Happy Soldiers
Lindsey Evans, Happy Soldiers

Account Director Emma DiGiacomo, Happy Soldiers
Designer Tim Haynes, Happy Soldiers
General Manager Adam Heathcote, Tontine
Product Development

and Marketing Manager Lucinda Kew, Tontine

PR Zarr Marketing, Zarr Marketing
Media Implementation Mediacom, Mediacom

Entered By HAPPY SOLDIERS Sydney
€01/120 USA

BEST INTEGRATED CAMPAIGN LED BY PROMOTION AND ACTIVATION
Title NEVER SETTLE FOR LESS
Advertiser H&R BLOCK

Product/Service H&R BLOCK

Promo/Advertising Agency, City ~ FALLON Minneapolis

Chief Creative Officer Darren Spiller, Fallon

Copywriter Ryan Peck, Fallon

Art Director Scott O'Leary, Fallon

Integrated Producer Ted Knutson & Lauren May, Fallon
Director Mark Romanek, Anonymous Content
Cinematographer Salvatore Totino,

Editor Michael Heldman, Spotwelders

Head of Integrated Production
Writer - Digital

Business Affairs

Integrated Producer

Erik Carlson, VOLT Studios

Corey Esse, Fallon

David Mackereth, Fallon

Brendan Lawrence & Brent Larson, Fallon
Nlcole Earley & Matt Lund, Fallon

Art Director - Digital

Noah Carlstrom & Amanda Whitacre,

Fallon
Account Team Chris Lawrence,
Pete Leacock & Evan Brown, Fallon
Developer Kla Haeck, Fallon
Ux Allison Beattie, Fallon
Producer Arstides McGarry, Anonymous Content
Executive Producer Dave Morrison & Sue _—
Ellen Clair, Anonymous Content ///://%
Visual Effects James Allen, Public -~ i///
Sound Design Jeff Payne, Eleven Sound .
Entered By FALLON Minneapolis [
C01/152 USA /
BEST INTEGRATED CAMPAIGN LED BY PROMOTION AND ACTIVATION ///
Title DECODE JAY-Z WITH BING / // ’
Advertiser BING/JAY-Z 7
Product/Service SEARCH ENGINE
Promo/Advertising Agency, City ~ DROGAS New York / 777
CREATIVE CHAIRMAN DAVID DROGA, DROGAS 7 //// .
Creative Director NEIL HEYMANN, DROGAS /)
Copywriter ADAM NOEL/SPENCER LAVELLEE, ///
DROGAS
Art Director JON KUBIK, DROGAS
Designer JON DONAGHY, DROGAS

Digital Designer

Senior Digital Producer
Director Of Photography
Digital Producer

Ooh Producer

Head Of Print Services
Studio Artist

Director Of Digital Strategy
Creative Director

Director Of Polygons
Videographer/Editor
Marketing Manager
PR Company

Account

CEO
Entered By

€01/164

PIPER DERLEY/ELIAS HOLTZ, DROGAS
ANDREW ALLEN, DROGAS

PAUL MCGEIVER, DROGAS

TOPH BROWN, DROGAS

CLIFF LEWIS/MEA COLE-TEFKA, DROGAS
ROB LUGO, DROGAS

CHRIS THOMAS, DROGAS

HASHEM BAJWA, DROGAS

DUNCAN MARSHALL/TED ROYER/

NIK STUDZINSKI/KEVIN BRADY, DROGAS
COLIN LORD, DROGAS

SAM KILBRETH/NICK DIVERS, DROGAS
ERIC HADLEY/RYAN CAMERON, BING
SUNSHINE, SACHS & ASSOCIATES,
SUNSHINE, SACHS & ASSOCIATES
SHAWN MACKOFF/MEGAN COLLINS,
DROGAS

ANDREW ESSEX, DROGAS

DROGAS New York

=

A\

\\

=

UNITED KINGDOM

BEST INTEGRATED CAMPAIGN LED BY PROMOTION AND ACTIVATION

Title

Advertiser

Product/Service
Promo/Advertising Agency, City
Executive Creative Director
Creative Director

Art Director

Copywriter

Photographer/ lllustrator
Design

Director
Tech Lead

Flash Lead
Account Lead

Project Lead

Entered By

A\ VAN

BUD ICE COLD INDEX
BUDWEISER

BUD ICE

DDB UK London

Jeremy Craigen, DDB UK
Dave Henderson, DDB UK
Richard Denney, DDB UK
Simon Richings, DDB UK
Stephen Webley, DDB UK
Rob Messeter, DDB UK
Robert Bovington, DDB UK
Mike Crowe, DDB UK

Lee Powers, DDB UK
Matt Fenn, DDB UK

Pete Mould, DDB UK
James Rouse, DDB UK
John Streit, DDB UK
Carlton Dickson, DDB UK
Nick Clements, DDB UK
Jon Busk, DDB UK
Sheerien Salindera, DDB UK
Nick Owen, DDB UK
Trudie Quinn, DDB UK
Philip Rook, DDB UK
DDB UK London
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ADVERTISER

RN CAT TITLE
w FOODS & DRINKS

| AOL/007 BREW BY FEEL CARLTON UNITED BREWERIES CASCADE BREWERY DROGAS SYDNEY AUSTRALIA ALf o
| A01/047 BABYCARROTS.COM BOLTHOUSE FARMS BABY CARROTS CRISPIN PORTER + BOGUSKY BOULDER USA
A01/049 FAN400 COKEZERO COKEZERO CRISPIN PORTER + BOGUSKY BOULDER USA
A01/054 PERRIER BY DITA NESTLE WATERS PERRIER OGILVY FRANCE PARIS FRANCE

COUNTRY

AUTOMOTIVE PRODUCTS & SERVICES
A02/020  TRUELIFECOSTS VOLKSWAGEN VOLKSWAGEN VALUE DDBUK LONDON UNITEDKINGDOM
A02/033  LIVEDRIVE MITSUBISHIMOTORS MITSUBISHI OUTLANDER SPORT 180LASANTAMONICA USA
AGR/043  XCTRAVELS voLvo CARS FORSMAN & BODENFORS GOTHENBURG SWEDEN
A02/053  THEWINTERADJUSTED OFFER VOLKSWAGEN VIV PASSAT 4MOTION DDB STOCKHOLM SWEDEN
SN HEALTHCARE & MEDICAL
~ AO4/010  DREAMRECOMMENDER HELP REMEDIES HELP I CAN'TSLEEP AGENCYTWOFIFTEEN SAN FRANCISCO Ush '
& CLOTHING, FOOTWEAR & ACCESSORIES a
AGS/012  TABIOSLIDESHOW TABIO LEGIWEAR PROJECTORTOKYO JAPAN
AGS/06  ADIDAS SKYCOMIC ADIDAS ADIDAS FOOTBALL TBWAHAKUHODO TOKYO JAPAN
AG/021  LUCKYMACHINE UNIQLO CLOTHING DENTSUTOKYO JAPAN
AG/024  WORNACROSSAMERICA WRANGLER WRANGLER SS11 STINK DIGITAL LONDON UNITED KINGDOM
CA05/027  RUNFWD: NIKE IPHONE APP WIEDEN+KENNEDY TOKYO JAPAN |
S 1A05/029  SNEAKERPEDIA FOOTLOCKER FOOTLOCKER SAPIENTNITRO LONDON UNTEDKINGDOM [~~~
© - A05/030  LUCKYLINE UNIQLO UNIQLOSPECIAL SALE DENTSUTOKYO JAPAN 2
A0/032  FASHIONINSIDERS LOUIS VUITTON WINTER 11/12 FASHION SHOW OGILVY FRANCE PARIS FRANCE
AG/036  WRITETHE FUTURE NIKE NIKE FOOTWEAR WIEDEN+KENNEDY TOKYO JAPAN
AG/039  THEPROMISEKEEPER REEBOK SHOES FORSMAN & BODENFORS GOTHENBURG SWEDEN
 A5/045FREE NIKE APPAREL R/GANEWYORK INY
~—A05/047 THEBLACKMAWBA NIKE APPAREL R/GANEW YORK USA

== OTHER CONSUMER PRODUCTS (INCLUDING DURABLE GOODS '
A06/011 HAPPY INSIDE IKEA IKEA CATALOGUE MOTHER LONDON UNITED KINGDOM
A06/020 HARMONY JOHNLEWIS HARMONY ADAM &EVE LONDON UNITED KINGDOM
A06/023 WORLD OF EOS CANON FOS LEO BURNETT SYDNEY AUSTRALIA
| A06/026 BIGNOSES BGH AIR CONDITIONERS DEL CAMPO NAZCA SAATCHI & SAATCHI BUENOS AIRES ARGENTINA e
~——1A06/039 40-DAYBED-N FLEX MATTRESS SRARUSHMORE MADRID SPAIN —
@l FINANCIAL SERVICES
AO7/019 56 SAGE STREET BARCLAYS BARCLAYS MONEYSKILLS BBHLONDON UNITEDKINGDOM
A07/022 SENDAMESSAGE TO THE FUTURE AMF PENSION FUNDS FORSMAN & BODENFORS GOTHENBURG SWEDEN
== TRAVEL, ENTERTAINMENT & LEISURE =3

| h08/002 ARTPROJECT GOOGLE GOOGLE GEO GOOGLE MOUNTAINVIEW USA —_—
£08/004 MONET2010 RVN /GRAND PALAIS /CONSEIL DE LA CREATION ARTISTIQUE MONETEXHIBITION FABERNOVELPARIS FRANCE
£08/024 HALO REACH: REMEMBER REACH MICROSOFTXBOX HALO: REACH AKQASAN FRANCISCO USA
A08/059 ADOBE MUSEUM OF DIGITAL MEDIA ADOBE ADOBE MUSEUM GOODBY SILVERSTEIN & PARTNERS SAN FRANCISCO USA
RETAIL & E-COMMERCE, INCLUDING RESTAURANTS
A09/011 THE HUMAN JUKEBOX PAUSE HOME ENTERTAINMENT HI-FI STORES AKESTAM HOLST STOCKHOLM SWEDEN
A09/012 LULLABIES IKEA KEA FORSMAN & BODENFORS GOTHENBURG SWEDEN
A09/014 THE MOST LIKED PROVISION SHOP ZHAHUODIAN RETALL JWTXM SINGAPORE SINGAPORE

94 PUBLICATIONS & MEDIA \

A10/004 THE WILDERNESS DOWNTOWN GOOGLE ARCADE FIRE GOOGLE CREATIVE LAB NEW/YORK USA N
A10/005 SOUR/MIRROR ZENITH INDEPENDENT BAND MASASHI QANTA SAQOOSHA HIROKI TOKYO JAPAN 0\
A10/030 CARLOS CANAL + TVCHANNEL BETC EURORSCG PARIS FRANCE
BUSINESS PRODUCTS & SERVICES
ALL/014 CHANGINGWORLD FEDEX FEDEX BBDO GUERRERO MAKATI CITY THE PHILIPPINES
ALL/OT7 GOOGLE DEMO SLAM GOOGLE GOOGLE INNOVATIONS JOHANNES LEONARDO NEW YORK USA
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Every brand has a story to tell. Through a combination of immersive
consumer experiences, collaborative content, and innovative technologies,
Microsoft® Advertising is empowering brands to tell their stories at scale.

et creativity Ao
S thin

Please join us this week at Cannes Lions!

Microsoft Advertising Cyber Lounge
Enter to win one of three wickedly powerful Samsung 9 Series Notebooks with Windows 7!
Drawings held on Tuesday, Wednesday & Thursday @ 15:00.

The Cyber Lounge is located at Palais des Festival, Toscan du Plantier and offers wired workstations
and wireless internet to all Cannes Lions delegates. Notebook drawing details and rules are posted
in the Cyber Lounge.

BBDO Seminar
Your Next Billion - Monday, June 20, 10:30-11:15

How do you earn your next billion? BBDO, Microsoft and IPSOS OTX have joined forces for a proprietary
study of multi-platform campaigns leveraging both creativity and technology to identify a ground-
breaking framework for marketing success.

Microsoft Seminar
Discover New Innovations Turning Ordinary Entertainment Into Something Extraordinary
Kudo Tsunoda, Creative Director, Kinect for Xbox 360 - Wednesday, June 22, 14:30-15:15

Discover what happens when creatives put consumers in the center of the action. Ordinary
entertainment becomes extraordinary with new innovations like Natural User Interface leading
the possibilities for the future of home entertainment.

Workshop

The Things People Say
Microsoft Advertising Global Creative Solutions Team - Wednesday, June 22, 15:30-17:30

The goal of this workshop is to make you smarter, faster, leaner marketers. We will discuss, share

and learn the best ways to tackle the largest challenges in digital advertising. Activities will include a
college style debate session, live polling on controversial topics and your chance to voice your thoughts
and perceptions about digital marketing.

Join in the conversation! @msadvertising | #canneslions Microsoft*

advertising.microsoft.com/cannes - Advertising
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FANTASY CHEATERS LEAGUE HOST ONLINE GAME HOST SYDNEY AUSTRALIA
" | A15/063 FASHION AWARD IKEA DEPARTMENT STORE FORSMAN & BODENFORS GOTHENBURG SWEDEN
A15/068 STREETARTVIEW RED BULL INSTITUTIONAL LODUCCA SAO PAULO BRAZIL
Al5/071 WEARETENNIS BNP PARIBAS WEARE TENNIS WEBSITE R/GALONDON UNITED KINGDOM

& Vicrosoft Advertising CYBER SHORTLIST

‘CAT  TITLE PRODUCT ENTERED BY COUNTRY

ADVERTISER
ADVERTISING & MEDIA
A12/011 PROJEQT TBWA\WORLDWIDE PROJEQT WEB PUBLISHING TOOL TBWA\WORLDWIDE NEW YORK USA

COMMERCIAL PUBLIC SERVICES

A13/003 DONTTELLASHTON BERGHS SCHOOL OF COMMUNICATION INTERACTIVE COMMUNICATION PROGRAM BERGHS SCHOOL OF COMMUNICATION STOCKHOLM ~ SWEDEN
A13/010 LOSTINVALSINESTRA SWISSCOM SWISSCOMTV CONTEXTABERN SWITZERLAND
A13/013 LIVING CHRISTMAS CARDS THE SWEDISH POST POSTAL SERVICE AKESTAM HOLST STOCKHOLM SWEDEN
A13/015 THE SOUND OF GREEN THE SWEDISH POST POSTAL SERVICE AKESTAM HOLST STOCKHOLM SWEDEN
A13/020 PETITE LAP GIRAFFE DIRECTV TELECOM GREYNEW YORK USA
CHARITIES, PUBLIC HEALTH & SAFETY, PUBLIC AWARENESS MESSAGES

A14/014 BETTER WORLD NIKE NIKE BETTER WORLD WEBSITE WIEDEN+KENNEDY PORTLAND USA
A14/025 PEACE SHADOW PROJECT HIROSHIMA PEACE MEMORIAL MUSEUM NUCLEAR WEAPONS AWARENESS HAKUHODOTOKYO JAPAN
A14/038 HOMELESS BANNERS STOCKHOLMS STADSMISSION HOMELESSENESS CHARITY GARBERGS STOCKHOLM SWEDEN
A14/045 ANEWWARRIOR GREENPEACE GREENPEACE DDBPARIS FRANCE
A14/057 THE GIRLSTORE NANHIKALI, K.C. MAHINDRA EDUCATION TRUST EDUCATION TRUST STRAWBERRYFROG NEW YORK USA

MISCELLANEOUS

& CORPORATE INFORMATION 7

" AT5/058

A16/006 WALL OF FAME EDDING INTERNATIONAL STATIONERY KEMPERTRAUTMANN HAMBURG GERMANY
BEST DIGITALLY LED INTEGRATED CAMPAIGN
B01/026 M&M'S FIND RED MARS M&M'S PROXIMITY CANADA CANADA
.|B01/049 SUPER MEGA RAINBOW UPDATER WRIGLEY SKITTLES TBWA\LONDON UNITED KINGDOM
| B01/060 NOKIA PUSH SNOWBOARDING NOKIA NOKIANS HYPERNAKED LONDON UNITED KINGDOM
B01/081 RESPONSE CAMPAIGN PROCTER & GAMBLE OLD SPICE BODY WASH WIEDEN+KENNEDY PORTLAND USA
~ | B01/084 TWEETRACE MERCEDES-BENZ AUTOMOBILE RAZORFISH NEW YORK USA .
B01/086 WALL OF FAME EDDING INTERNATIONAL STATIONERY KEMPERTRAUTMANN HAMBURG GERMANY
B01/087 THE CHANCE NIKE NIKEFOOTBALL AKQALONDON UNITED KINGDOM
B01/100 MINIWORLD RECORD ATTEMPT MINI MINI COUNTRYMAN PROFERO LONDON UNITED KINGDOM
B01/141 THE HEART OF PUERTORICO PEPSICO GATORADE JWTSANJUAN PUERTORICO
. |B01/147 TAKETHECITY NIKE NIKERUNNING BOONDOGGLE LEUVEN BELGIUM
— | BO1/162 THE PROMISE KEEPER REEBOK SHOES FORSMAN & BODENFORS GOTHENBURG SWEDEN L
B01/166 NOKIANS CAMPAIGN NOKIA NOKIANS WIEDEN+KENNEDY LONDON UNITED KINGDOM -
B01/168 DULUXWALLS AKZO NOBEL DULUX EURO RSCG LONDON UNITED KINGDOM
B01/179 YOUR MOM HATES DEAD SPACE 2 ELECTRONICARTS DEAD SPACE 2 DRAFTFCB SAN FRANCISCO USA
B01/195 CHROME FAST GOOGLE CHROME BROWSER BBHNEW YORK USA
B01/206 DECODE JAY-ZWITHBING BING / JAY-Z DECODE JAY-ZWITH BING DROGAS NEW YORK USA
| BO1/217 SHOW US YOUR PIZZA DOMINO'S DOMINO'S CRISPIN PORTER +BOGUSKY BOULDER USA
~|B01/222 LULLABIES IKEA DEPARTMENT STORE FORSMAN & BODENFORS GOTHENBURG SWEDEN

(YYD
VYL EAAD

~1006/016 LEGO BUILDERS OF INFINITY LEGO LEGO SERVICEPLAN MUNICH GERMANY

CHARITIES, PUBLIC HEALTH & SAFETY, PUBLIC AWARENESS
(14/014 €1.20YOUTUBE VIDEO ING DIRECT CHRISTMAS CAMPAIGN FOR UNICEF OGILVYONE WORLDWIDE MADRID SPAIN
C14/029 HOMELESS BANNERS STOCKHOLMS STADSMISSION HOMELESSENESS CHARITY GARBERGS STOCKHOLM SWEDEN
BEST COPYWRITING
D01/001 WORLD'S LONGEST BANNER BMW BMWX3 LAUNCH CUNDARITORONTO CANADA
D01/008 HURTS DON'TLET GO - AN INTERACTIVE AUDIO NOVEL ON SPOTIFY RCA «HURTS HAPPINESSym SONY MUSIC ENTERTAINMENT UK CREATIVE LONDON  UNITED KINGDOM

. |b01/010 MAJESTIC PLASTIC BAG HEALTHE BAY PUBLIC SERVICE ANNOUNCEMENT DDB SAN FRANCISCO USA

/D01/040 SWAGGER WAGON TOYOTAMOTOR SALES TOYOTASIENNA SAATCHI & SAATCHILA USA

D01/041 PRIUS GOES PLURAL INTRO WEB VIDEO TOYOTAMOTOR SALES TOYOTAPRIUS SAATCHI & SAATCHI LA USA
D01/045 RESPONSE CAMPAIGN JS BEALS PROCTER & GAMBLE OLD SPICE BODYWASH WIEDEN+KENNEDY PORTLAND USA

& FOODS AND DRINKS
| AUTOMOTIVE PRODUCTS & SERVICES

UNTEDARABEMIRATES |~

C01/004 BREAKTHROUGH CAMPAIGN HEINEKEN INTERNATIONAL DESPERADOS MEDIAMONKS HILVERSUM THENETHERLANDS

C02/012  TESTDRIVEONCOMMAND NISSAN MIDDLE EAST NISSAN PATROL TBWA\RAAD DUBA

C02/03  ONLINEGUERRILLA MERCEDES-BENZ MERCEDES-BENZ SPRINTER N=5 AMSTERDAM THE NETHERLANDS
CLOTHING, FOOTWEAR & ACCESSORIES

C05/007  LUCKYCOUNTER UNIQLO CLOTHING DENTSUTOKYO JAPAN

= OTHER CONSUMER PRODUCTS =

| BEST MUSIC/SOUND DESIGN :

'y {

TT7

RAN
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U

D02/002 WORLD'S SMALLEST CHARACTER ANIMATION NOKIA NOKIANS WAVE STUDIOS LONDON UNITED KINGDOM
D02/016 SOUNDS LIKE: DARK RIDE LEXUS LEXUS CT 2004 SKINNY NEW YORK USA

D02/018 XYLOPHONE NTTDOCOMO MOBILE PHONE DRILLTOKYO JAPAN

D02/019 MADE INUSA WRANGLER BLUIEBELLSSII STINKDIGIT‘AL LONDON UNITED KINGDOM
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THE WORLD’S LARGEST CREATIVE DEPARTMENT,
WORKING WITH THE WORLD’S BIGGEST BRANDS.

Filmmakers from over 100 countries have made more than 7000 films, for 80 brands, in the last 12 months alone.
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s Microsoft Advertising

CAT

CYBER SHORTLIST [

9

COUNTRY

TITLE ADVERTISER PRODUCT ENTERED BY

D02/034 CURIOUSLY STRONG AWARDS WRIGLEY ALTOIDS EVOLUTION BUREAU SAN FRANCISCO USA

D02/039 VARIATIONS 2010 NESPRESSO COFFEE CAPSULES SOLEILNOIR PARIS FRANCE
D02/040 BRICK THIEF LEGO LEGO PEREIRA & O'DELL SAN FRANCISCO USA

D02/043 WELCOME BACK T-MOBILE TELECOMMUNICATIONS SAATCHI & SAATCHILONDON UNITED KINGDOM
D02/049 LULLABIES IKEA IKEA FORSMAN &BODENFORS GOTHENBURG SWEDEN
D02/061 SWAGGER WAGON TOYOTAMOTOR SALES TOYOTASIENNA SAATCHI & SAATCHI LA USA

D02/069 THEEMOTION PLANNER THEROYALOPERAIN STOCKHOLM OPERA DDB STOCKHOLM SWEDEN

ANIMATION

D03/027 TRUELIFECOSTS VOLKSWAGEN VOLKSWAGEN VALUE DDB UK LONDON UNITED KINGDOM
D03/032 SECRETRACE BATTLE MATTEL HOTWHEELS MUSE AMSTERDAM THENETHERLANDS
D03/035 VARIATIONS 2010 NESPRESSO COFFEE CAPSULES SOLEILNOIR PARIS FRANCE
D03/037 CLAYNATION INTERVIEW LAND ROVER FREELANDER 2 RAINEY KELLY CAMPBELL ROALFE/Y&R LONDON UNITED KINGDOM
D03/039 MONET2010 RMN / GRAND PALAIS / CONSEIL DE LA CREATION ARTISTIQUE MONET EXHIBITION FABERNOVEL PARIS FRANCE
4 D03/045 WORLDS SMALLEST CHARACTER ANIMATION NOKIA NOKIANS AARDMAN ANIMATIONS BRISTOL UNITED KINGDOM
+ | D03/048 ATTRACTION INPES TOBACCO AWARENESS DDBPARIS FRANCE

AN INTERFACE & NAVIGATION 7

vy

E02/003
E02/013
£02/019

STUNT
DIESELISLAND

THE FIRST IPAD MOTION COVER & INTERACTIVE SPREAD

D07/012 THE INFINITE HOUSE
D07/020 HERDING CATS EXPERIMENT
D07/023 SOUR/MIRROR

~1D07/039 MADE IN USA
D07/054 AGIRLSTORY
D07/064 AHUNTER SHOOTS ABEAR
DO7/067 CHROME FASTBALL
: MOBILE ADVERTISING
E0L/015 HAVE A CAMPER DAY
£01/052 LEAFIAD
£01/057 VENDING MACHINE
E0L/074 HEATMWC

- E0V/075 GETAWAY STOCKHOLM

— | Eov107 THIS UNPREDICTABLE LIFE

- |Eo1/16 BOOM
E0L/119 NIKE FOOTBALL+ TEAM EDITION
E0L/120 TRAINING CLUB
£01/129 AIRWALK IPUS
E01/138 STREAM
E0L/160 THE HEART OF PUERTORICO
E0L/179 OWNVOICE
E0L/181 HEINEKEN STARPLAYER
£01/185 THEVOICE
F01/189 DAL MUSEUM IPHONE APP
E01/194
£01/204 NIKE+ GPS

E-FOLDER SET

PROJEQT

EDDING DIGITAL HIGHLIGHTER
SAVEAS WWF

VFEUROPE
DIESEL

HORNBACH DIY
IKEA

ZENITH
WRANGLER

NANHIKALI, K.C. MAHINDRA EDUCATION TRUST

BICTIPP-EX
GOOGLE

CAMPER
NISSAN

MINI CANADA
GOOGLE

MINI

HONDA

NIKE

NIKE

NIKE
AIRWALK
LYNX
PEPSICO
NOKIA
HEINEKEN
REPORTERS WITHOUT BORDERS
DALIMUSEUM
VIVMAG

NIKE

 INTERACTIVE TOOLS (FOR PCS, MACS, ETC

IKEA
TBWA\WORLDWIDE
EDDING INTERNATIONAL

WRANGLER
DIESELAPPAREL

IKEACATALOGUE
INDEPENDENT BAND
BLUEBELL SS11

EDUCATION FOR YOUNG GIRLS
POCKET MOUSE

CHROME BROWSER

CAMPER

NISSAN LEAF

THE 2011 MINIRSX
MOBILEAPP

MINI COUNTRYMAN
HONDAJAZZ

MOBILEAPP

NIKE FOOTBALL COACHING APP
NIKEWOMEN

FOOTWEAR

MOBILE & SOCIAL PLATFORM
GATORADE

NOKIA OVI STORE
STARPLAYER

NON GOVERNMENTAL ORGANISATION

HIPSTAMATIC IPHONE APP
VIVMAGAZINE
MOBILEAPP

IKEA
PROJEQTWEB PUBLISHING TOOL
DIGITAL HIGHLIGHTER

D04/016 THEWILDERNESS DOWNTOWN GOOGLE ARCADE FIRE GOOGLE CREATIVE LAB NEW YORK USA
D04/022 HIDDEN HEROES HI-CONE MULTIPACK GRIMM GALLUN HOLTAPPELS HAMBURG GERMANY
D04/038 TRUELIFECOSTS VOLKSWAGEN VOLKSWAGEN VALUE DDB UK LONDON UNITED KINGDOM
D04/046 WALL OF FAME EDDING INTERNATIONAL STATIONERY KEMPERTRAUTMANN HAMBURG GERMANY
D04/062 MONET2010 RMN / GRAND PALAIS / CONSEIL DE LA CREATION ARTISTIQUE MONETEXHIBITION FABERNOVEL PARIS FRANCE
D04/069 LULLABIES IKEA IKEA FORSMAN & BODENFORS GOTHENBURG SWEDEN
D04/086 360° RENAULT ESPACE PUBLICIS CONSEIL PARIS FRANCE
D04/097 YAHOO! BUS STOP DERBY YAHOO! YAHOO! GOODBY SILVERSTEIN & PARTNERS SAN FRANCISCO USA
ILLUSTRATION AND GRAPHIC DESIGN
|D05/028 PIXIE NESPRESSO COFFEE MACHINE SOLEILNOIR PARIS FRANCE
-/ D05/038 ANEWWARRIOR GREENPEACE THENEW RAINBOW WARRIOR LES 84 PARIS FRANCE
~|D05/039 MONET2010 RMN / GRAND PALAIS / CONSEIL DE LA CREATION ARTISTIQUE MONETEXHIBITION FABERNOVEL PARIS FRANCE
D05/040 BELIEVEINANEW GOD ROLLING STONE MAGAZINE MAGAZINE MARCEL PARIS FRANCE
D05/045 WALL OF FAME EDDING INTERNATIONAL STATIONERY KEMPERTRAUTMANN HAMBURG GERMANY
D05/049 ATTRACTION INPES TOBACCO AWARENESS DDBPARIS FRANCE

2 PHOTOGRAPHY :

| D06/003
-1 D06/004

BEST USE OF VIDEO

HOME IMPROVEMENT SUPERSTORES

FRED &FARID PARIS
STINK DIGITAL LONDON

HEIMAT BERLIN
MOTHER LONDON

MASASHI QANTA SAQOOSHA HIROKI TOKYO

STINK DIGITAL LONDON
STRAWBERRYFROG NEW YORK
BUZZMAN PARIS

BBHNEW YORK

HERRAIZ SOTO BARCELONA

TBWA\CHIAT\DAY LALOS ANGELES

TAXI2TORONTO

JUNGVON MATT STOCKHOLM
JUNG VON MATT STOCKHOLM
WIEDEN+KENNEDY LONDON
R/GANEWYORK
AKQALONDON
AKQALONDON
Y&RNEWYORK

RAZORFISH NEW YORK
JWTSANJUAN
WIEDEN+KENNEDY LONDON
AKQALONDON

PUBLICIS BRUSSELS

GOODBY SILVERSTEIN & PARTNERS SAN FRANCISCO

ALEXXHENRY LOS ANGELES
R/GANEW YORK

LABORATORY IDEAS BUDAPEST
TBWA\WORLDWIDE NEW YORK
KEMPERTRAUTMANN HAMBURG

FRANCE
UNITED KINGDOM

GERMANY
UNITED KINGDOM
JAPAN

UNITED KINGDOM
USA

FRANCE

USA

SPAIN

USA

CANADA

SWEDEN
SWEDEN

UNITED KINGDOM
USA

UNITED KINGDOM
UNITED KINGDOM
USA

USA
PUERTORICO
UNITED KINGDOM
UNITED KINGDOM
BELGIUM

USA

USA

USA

HUNGARY
USA
GERMANY

E02/032

WWF DEUTSCHLAND

Iy

JUNGVON MATT HAMBURG

!

GERMANY

TUESDAY, JUNE ‘21:_‘,201‘1'-‘ :
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@ Microsoft Advertising

CAT

E04/025
£04/026
£04/035
E04/040
E04/041
£04/080
E04/088

E05/004
E05/017
| E05/037

| E05/039

F01/022

~—|F02/130

TITLE
COMMUNITY APPLICATIONS
E03/006 SOCIAL MEDIA SOBRIETY TEST
E03/009 DON'TTELLASHTON
£03/019 LUCKYLINE
E03/035 DAVID ON DEMAND
E03/036 LIKE MACHINE
£03/066 SUPER MEGA RAINBOW UPDATER
£03/068 HALO REACH: REMEMBER REACH
E03/078 SMALL BUSINESS SATURDAY
£E03/094 WHEN FACEBOOK BECOMES ABOOK
£03/127 MAC & JINX
£03/128 SCHOOL LAND
£03/133 TAKETHECITY
£03/143 OWNVOICE
£03/147 HEINEKEN STARPLAYER
E03/148 MOB THE RAINBOW
E03/168 SXSW

LUCKY MACHINE

DUTY CALLS

GETAWAY STOCKHOLM
CHROME FASTBALL
HEINEKEN STARPLAYER
NIKEGRID

56 SAGE STREET
RISKHEARING

HURTSDON'TLETGO

ANDES FRIEND RECOVERY
THE CANVAS EXPERIMENT
YAHOO! BUS STOP DERBY

THEOUTOF OFFICEAD

THEWORLDS SMALLEST STOP-MOTION CHARACTER ANIMATION

~ F02/008  IPADLIGHTPAINTING
~|Fo2/021 DARTHVADER
- F02/022 MASTERYODA
~{Fo2/032 LEGENDARY BIRU
F02/037 WRITE THE FUTURE
F02/043 WAKING UP THE NEIGHBOURHOOD
F02/044  DIGITALSTORY OF THE NATIVITY
F02/045 FOOSBALLFEVER
- [F02/048  CHATROULETTEREACTIONS
~— F02/055 IHOPETHIS GETSTOYOU
F02/061 CAGE COP
FO2/064  CAT
F02/087 LIQUID MOUNTAINEERING
F02/091 THE FORCE
-~ |Fo2/104 BREAKTHROUGH CAMPAIGN
{Fo2/111 THE CHASE
PROM DATE
F02/134 CURIOUSLY STRONG AWARDS
F02/145
F02/148 GONG
F02/154 PANYEE FC
{F02/163 RESPONSE CAMPAIGN
- F02/19 CHROME FASTBALL
~{F02/192 CHROME SPEEDTESTS
F02/202 PINK PONIES CASE STUDY
F02/226 UNBEARABLE
VIRAL MARKETING
F03/041 LUCKYLINE
F03/043 LUCKY COUNTER
F03/065  SUPERMEGARAINBOW UPDATER
FO3/066  STREETARTVIEW
F03/067 RESPONSE CAMPAIGN
|F03/089  TWEETRACE
F03/077 EOSTALKING TREE
F03/137 LIFE INADAY
F03/167 PAYWITHATWEET
F03/168 THE SOCIALINTERVIEW
FO3/173 YOUR MOM HATES DEAD SPACE 2
F03/188 AHUNTER SHOOTS ABEAR
F03/192 4THAMENDMENTWEAR
F03/200  SNEAKERPEDIA
SAVEASWWF

ADVERTISER

WEBROOT

BERGHS SCHOOL OF COMMUNICATION

UNIQLO

LEO BURNETT CHICAGO
COCA-COLA
WRIGLEY
MICROSOFTXBOX
AMERICAN EXPRESS
BOUYGUES TELECOM
KRAFT

UNICEF

NIKE

NOKIA

HEINEKEN

WRIGLEY

R/GA

UNIQLO
ELECTRONICARTS
MINI

GOOGLE
HEINEKEN

NIKE

BARCLAYS

INPES

RCA

ANHEUSER-BUSCH INBEV
CONVERSE EMEA

YAHOO!

B-REEL

DENTSU LONDON
TOMTOM

TOMTOM

SLEEMAN BREWERIES
NIKE

POWA

EXCENTRIC

NOKIA

LIONSGATE

WALTER MAY
WRIGLEY

WRIGLEY

HITEC
VOLKSWAGEN
HEINEKEN INTERNATIONAL
INTEL CORPORATION
WRIGLEY

WRIGLEY

NOKIA
EUROPEANTOUR
TMB BANK
PROCTER & GAMBLE
GOOGLE

GOOGLE

JOHNST.

DSCR ROAD SAFETY

UNIQLO

UNIQLO

WRIGLEY

REDBULL
PROCTER & GAMBLE
MERCEDES-BENZ
EOS MAGAZINE
YOUTUBE
INNOVATIVE THUNDER
R/GA
ELECTRONICARTS
BICTIPP-EX
ATHAMENDMENTWEAR
FOOTLOCKER

PRODUCT

WEBROOT INTERNET SECURITY COMPLETE
INTERACTIVE COMMUNICATION PROGRAM
CLOTHING

MARKETING SEMINAR
COCA-COLAVILLAGE

SKITTLES

HALO: REACH

AMERICAN EXPRESS
TELECOMMUNICATIONS

KRAFTMAC & CHEESE

UNICEF

NIKERUNNING

OVIMAPS

STARPLAYER

SKITTLES

GAME

CLOTHING

VIDEO GAME

MINI COUNTRYMAN
CHROME BROWSER
SOCIAL MEDIA GAME
NIKERUNNING
BARCLAYS MONEYSKILLS
INPES

«HURTS «HAPPINESSym»
BEER

CONVERSE SHOES
YAHOO!

DIGITALPRODUCTION COMPANY

ADVERTISING AGENCY
NAVIGATION VOICES
NAVIGATION VOICES

BEER

NIKE FOOTBALL

FEMALE ABUSE PREVENTION
DIGITALAGENCY

N8 MOBILE SMARTPHONE
THELAST EXORCISM (MOVIE)
LOVE

SKITTLES

SKITTLES

WATERPROOF SHOES

VW PASSAT

DESPERADOS

THE 2ND GENERATION INTEL CORE 15 PROCESSOR
CHEWING GUM

ALTOIDS

NOKIANS

EUROPEAN GOLF TOUR
CORPORATE BRANDING

OLD SPICE BODY WASH
CHROME BROWSER
CHROME BROWSER
JOHNST.

ROAD SAFETY

CLOTHING

CLOTHING

SKITTLES
INSTITUTIONAL

OLD SPICE BODY WASH
AUTOMOBILE

CASCADE

YOUTUBE

CURRENCY SYSTEM
THE SOCIAL INTERVIEW
DEAD SPACE2

POCKET MOUSE
METALLICINK UNDERCLOTHES
FOOT LOCKER

CYBER SHORTLIST

ENTERED BY

TDA_BOULDER BOULDER

BERGHS SCHOOL OF COMMUNICATION STOCKHOLM

DENTSUTOKYO

LEO BURNETT CHICAGO
PUBLICIS E-DOLOGIC RAMAT GAN
TBWA\LONDON

AKQASAN FRANCISCO

DIGITAS BOSTON

DDB PARIS

CRISPIN PORTER + BOGUSKY BOULDER

JWTMADRID
BOONDOGGLE LEUVEN
WIEDEN+KENNEDY LONDON
AKQALONDON

EVOLUTION BUREAU SAN FRANCISCO

R/GANEWYORK

" E04/022

DENTSUTOKYO
WIEDEN+KENNEDY PORTLAND
JUNGVON MATT STOCKHOLM
BBH NEWYORK
AKQALONDON

AKQALONDON

BBH LONDON

DDB PARIS

OTHER DIGITAL CHANNELS

SONY MUSIC ENTERTAINMENT UK CREATIVE LONDON
DEL CAMPO NAZCA SAATCHI & SAATCHI BUENOS AIRES

PERFECT FOOLS STOCKHOLM

GOODBY SILVERSTEIN & PARTNERS SAN FRANCISCO

& EMAIL MARKETING, INCL. E-CARDS :

SAATCHI & SAATCHI STOCKHOLM

VIRAL VIDEO

DENTSU LONDON LONDON
POOL WORLDWIDE AMSTERDAM
POOL WORLDWIDE AMSTERDAM
DENTSU CANADATORONTO
WIEDEN+KENNEDY AMSTERDAM
OGILVY JOHANNESBURG
EXCENTRIC LISBON

JACK MORTON WORLDWIDE LONDON
THE VISIONAIRE GROUP LOS ANGELES

WALTER MAY LOS ANGLES
BBDO CANADATORONTO
BBDO CANADATORONTO
CCCPAMSTERDAM
DEUTSCH INC. LOS ANGELES
MEDIAMONKS HILVERSUM

VENABLES BELL & PARTNERS SAN FRANCISCO

ENERGY BBDO CHICAGO

EVOLUTION BUREAU SAN FRANCISCO

WIEDEN+KENNEDY LONDON
SAATCHI & SAATCHI LONDON

THE LEO BURNETT GROUP THAILAND BANGKOK

WIEDEN+KENNEDY PORTLAND
BBHNEW YORK

BBHNEW YORK

JOHN STTORONTO

LOWE STRATEUS PARIS

DENTSUTOKYO
DENTSUTOKYO
TBWA\LONDON

LODUCCA SAQ PAULO
WIEDEN+KENNEDY PORTLAND
RAZORFISH NEW YORK
HAPPINESS BRUSSELS
TOASTER LONDON
R/GANEWYORK

R/GANEW YORK

DRAFTFCB SAN FRANCISCO
BUZZMAN PARIS
4THAMENDMENT WEAR BOULDER
SAPIENTNITRO LONDON

COUNTRY

USA

SWEDEN

JAPAN

USA

ISRAEL

UNITED KINGDOM
USA

USA

FRANCE

USA

SPAIN

BELGIUM

UNITED KINGDOM
UNITED KINGDOM
USA

USA

JAPAN

USA

SWEDEN

USA

UNITED KINGDOM
UNITED KINGDOM
UNITED KINGDOM
FRANCE

UNITED KINGDOM
ARGENTINA
SWEDEN

USA

SWEDEN

UNITED KINGDOM
THENETHERLANDS
THENETHERLANDS
CANADA
THENETHERLANDS
SOUTHAFRICA
PORTUGAL

UNITED KINGDOM
USA

USA

CANADA

CANADA
THENETHERLANDS
USA
THENETHERLANDS
USA

USA

USA

UNITED KINGDOM
UNITED KINGDOM
THAILAND

USA

USA

USA

CANADA

FRANCE

JAPAN

JAPAN

UNITED KINGDOM
BRAZIL

USA

USA

BELGIUM

UNITED KINGDOM
USA

USA

USA

FRANCE

USA

UNITED KINGDOM

F03/204

WWEF DEUTSCHLAND

iy

WWF

JUNG VON MATTHAMBURG

GERMANY
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Location changes everything.
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PLAGE VAUBAN
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PLAGE DE LA GARE

RUE DES SERBES

NAVTEQ's LocationPoint™ Advertising fechnology
enables brick and mortar merchants to pinpoint where
consumers are, deliver ads within a few metres of advertised

points of purchase, and guide them to the merchant’s doorstep
with one-click “Clickfo-Route” calls to action.

To learn more, visit us at the NAVTEQ stand 14.02.

Good advertising moves people. N AV T E
Great advertising moves with them. . .
Media Solutions:

navtegmedia.com



Advertising is at its most potent

when it’s a force for good.
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Zealand and Founder of Brandkarma, is joined by Adweek Editorial
Director Michael Wolff and We First founder Simon Mainwaring

to examine how creative minds can most positively impact some
of humanity’s critical challenges.

Watch the winning entries of the global Good Work challenge and
discuss the opportunities for brands and business to lead innovation,
shift entrenched attitudes and motivate behavioural change - for good.

www.youtube.com/goodwork
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Debussy Theatre,
Palais des Festival

Craig Davis Michael Wolff Simon Mainwaring
Chief Creative Officer Editorial Director Founder
Publicis Mojo Adweek We First
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A01/017 APICTURE SPEAKS ATHOUSAND WORDS PAULTHOMPSON PHOTOGRAPHY THE CHASE CREATIVE CONSULTANCY MANCHESTER  UNITED KINGDOM
A01/034 PLAYING THE UNDERGROUND JEUDI CLUB MUSIC EVENT JUNGVON MATT HAMBURG GERMANY
A01/038 OLD SPICE POSTERS PROCTER & GAMBLE OLD SPICE LANDOR ASSOCIATES CINCINNATI USA
A0L/047 HANDCUT CARDBOARD POSTERS HINZ & KUNZT STREETMAGAZINE JWT GERMANY HAMBURG GERMANY
A01/097 CREATURES PACIFIC PAINT BOYSEN PAINTS TBWA\SANTIAGO MANGADA PUNO MAKATI CITY THE PHILIPPINES
A01/099 SNEAKERS PENTSTAR SPORTS LACOSTE FOOTWEAR CAMPAIGNS & GREY MAKATI CITY THE PHILIPPINES
A01/115 COINCIDENCE EPA EPA ALMAPBBDO SAO PAULO BRAZIL
A0L/126 STOPTHE SLAUGHTER INTERNATIONAL FUND FOR ANIMAL WELFARE ANTI-WHALING JWTMELBOURNE AUSTRALIA
A01/129 TREERINGS ACRES: ANIMAL CONCERNS RESEARCH & EDUCATION SOCIETY WILDLIFE PRESERVATION DDB SINGAPORE SINGAPORE
| A01/136 PIRACY POSTER FIRSTFLOORUNDER ARTEXHIBITION PIRACY TBWAVTALAMILAN ITALY
| A01/138 CENAKOVSKI THEATRE DU NOUVEAU MONDE THEATRE COSSETTE MEDIAMONTREAL CANADA
1 AOL/164 SPLITTING HEADACHE PARAS PHARMA STOPACHE Y&R DUBAI UNITED ARAB EMIRATES
- | AQ1/176 ANTI-SMOKING CAMPAIGN NATIONAL CANCER SOCIETY MALAYSIA ANTI-SMOKING Y&R MALAYSIAKUALALUMPUR MALAYSIA
A01/181 NOTYOUR EVERYDAY EVERYDAY MONOPRIX MONOPRIX HAVAS CITY PARIS FRANCE
| A01/190 DWARF DEPRESSION LOVING HANDS MINISTRY LOVING HANDS MINISTRY MUDRA COMMUNICATIONS MUMBAI INDIA
" | A0L/191 FROZEN FOOD PE ELECTRONICS ELECTROLUX FREEZER MUDRA COMMUNICATIONS MUMBAI INDIA
- A01/215 OIL&WATER DO NOTMIX COALITIONTO RESTORE COASTAL LOUISIANA ENVIRONMENTAL PROTECTION HAPPINESS BRUSSELS BELGIUM
A01/223 MICROPHONE/PHOTOGRAPHER/REPORTER CANADIAN JOURNALISTS FOR FREE EXPRESSION CANADIAN JOURNALISTS FOR FREE EXPRESSION JUNIPER PARKTORONTO CANADA
FLYERS, TICKETS, INVITATIONS, POSTCARDS, CHRISTMAS AND OTHER GREETINGS CARDS
| A02/033 SPECIAL POSTMARK REPORTERS WITHOUT BORDERS AUSTRIA HUMANRIGHTS SERVICEPLAN MUNICH GERMANY
A02/044 STORIES FROM THE STREET MELBOURNE WRITERS FESTIVAL 2010 MELBOURNE WRITERS FESTIVAL JWTMELBOURNE AUSTRALIA
A02/059 DISAPPEARING DISCOUNTS RIAYURVEDARESEARCH LABS LASS NATURAL COSMETICS MUDRA COMMUNICATIONS MUMBAI INDIA
CALENDARS
% A03/006 IMMIGRATION STAMPS YATRAONLINE CALENDAR TBWA\INDIA GURGAON INDIA
| A03/007 ALMOST EXTINCT BBC BBC WILDLIFE FUND THE CHASE CREATIVE CONSULTANCY MANCHESTER  UNITED KINGDOM
L A03/008 VANISHING TOMORROW ACER CALENDAR HAKUHODOTOKYO JAPAN
[ A03/022 AUGMENTED REALITY CALENDAR AUDI AUTOMOBILE NEUE DIGITALE/RAZORFISH BERLIN GERMANY
. A03/038 WHENIGROW UP FAKTUM CHARITY STREET PAPER FORSMAN & BODENFORS GOTHENBURG SWEDEN
d A03/042 TAMIYACALENDAR SIAMTAMIYA TAMIYAMODELKITS SHOP CREATIVE JUICE\BANGKOK (TBWA) BANGKOK THAILAND
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A04/030 FRIENDS VISUAL IDENTITY FRIENDS FILM COMPANY FILM PRODUCTION COMPANY &CO.COPENHAGEN DENMARK
A04/049 “CHEMICAL REACTION” CORPORATE STATIONERY SHU'S PRODUCTION CORPORATETOOL OGILVY & MATHER JAPANTOKYO JAPAN
A04/078 IDENTITY ESPACE POUR LAVIE (SPACE FORLIFE) MONTREAL'S BIODIME, INSECTARIUM, BOTANICAL GARDEN AND PLANETARIUM  COSSETTE MEDIAMONTREAL CANADA
A04/083 PAUSE LINGO INDIA AUDIO STOCK BANK TAPROOT INDIAMUMBAI INDIA
A04/091 PERIODICTABLE THE CATALYSTAGENCY ADVERTISING AGENCY THE CATALYSTAGENCY SINGAPORE SINGAPORE

S BOOKS

- A05/005 BOOK OF BIRDS GORTZ BOOK GURTLERBACHMANHAMBURG GERMANY

A05/018 THE RED-THREAT-BOOK GLAXOSMITHKLINE DIETARY SUPPLEMENT OGILVY & MATHER ADVERTISING DUSSELDORF GERMANY

| A05/020 BASISBIBEL GERMAN BIBLE SOCIETY BIBLE COVER DESIGN GOBASIL HAMBURG GERMANY
A05/037 HOMEMADE IS BEST IKEA DEPARTMENT STORE FORSMAN & BODENFORS GOTHENBURG SWEDEN

SELF PROMOTION

A06/018 IVITY CARDBOARD CITY ity DESIGN AGENCY IVITYBRAND CORP LISBON PORTUGAL
| A06/029 CONCERTMILK DORTMUND CONCERTHALL SEASON 201072011 JUNGVON MATT HAMBURG GERMANY
| A06/037 BLACK PENCIL CALENDAR LEOBURNETT SELFPROMOTION LEQ BURNETT GUATEMALA GUATEMALACITY GUATEMALA
-| A06/065 THE INTERACTIVE COAL-GATE BBDO ADVERTISING AGENCY BBDO GERMANY DUSSELDORF GERMANY
A06/085 LADYBUG HOGAR CLINICA SAN JUAN DE DIOS TELETON JWTLIMA PERU

~| A06/090 THEVIEW OF THE BRANDS JWT Jwt JWTBRAZIL SAO PAULO BRAZIL
A06/104 PIRACY ARTEXHIBIT FIRSTFLOORUNDER ARTEXHIBITION PIRACY TBWANITALIAMILAN ITALY
A06/118 METALLIC INK UNDERCLOTHES ATHAMENDMENTWEAR METALLIC INK UNDERCLOTHES ATHAMENDMENT WEAR BOULDER USA
A06/120 ALLABOUTACUPRESSURE DR.SMVAIDYA ACUPRESSURE TREATMENT OGILVY & MATHER MUMBAI INDIA
A06/122 MAKE SOMEONE'S DAY METRO METRO NEWSPAPER THE PARTNERS LONDON UNITED KINGDOM
A06/133 LIVING TYPOGRAPHY MUDRA COMMUNICATIONS SELFPROMOTION MUDRA COMMUNICATIONS MUMBAI INDIA

_—A06/141 BRAND ADDICTED AGENCY WA&CIE DESIGN & COMMUNICATION AGENCY WA&CIE PARIS FRANCE
| A06/144 COME SITAND PLAY JAYADESIGN Z00BENCH GIOVANNI+DRAFTFCB RIO DE JANEIRO BRAZIL =
| A06/159 APPLEBOX LEO BURNETT SYDNEY LEOBURNETT SYDNEY LEO BURNETT SYDNEY AUSTRALIA &
UBLICATIONS & BUSINESS COMMUNICATIONS
A07/008 CANYON BRAND BOOK CANYON BICYCLES PREMIUM BICYCLES KMS TEAM MUNICH GERMANY
A07/023 LOVE BLOSSOMS HERE MOTHER'S PRIDE / MARVEL GROUP OF COMPANIES PRESCHOOL OUT OF THE BOXNEW DELHI INDIA
A07/034 BRAZILIANTWITTERATURE CLASSICS SUZANO PAPEL E CELULOSE POLLEN PAPER SANTACLARA SAQ PAULO BRAZIL
A07/038 THE UNBELIEVABLE IS FOUND AT EMILIANO HOTEL EMILIANO HOTEL EMILIANO BOOK JWTBRAZIL SAO PAULO BRAZIL
A07/042 BOOKS VIRADA SUSTENTAVEL VIRADA SUSTENTGVEL SUSTAINABLETURN LEW'LARA\TBWWA SAO PAULO BRAZIL
——| A07/050 HOWTO MAGAZINE / THE BLACK ISSUE OGILVY OGILVY OGILVY FRANKFURT GERMANY
> SMALL BUSINESS - LOCAL OR OPERATING IN A RESTRICTED AREA. -
A081/001 2010'S FAIRESTANNUAL REPORT LEMONAID BEVERAGES ) SOFTDRINK MANUFACTURER JUNGVON MATT HAMBURG GERMANY 2
A081/002 THE REPORT THAT ATTRACTS MONEY AGENCIA REGIONAL DE RECAUDACIIN TAXCOLLECTION AGENCY F33 MURCIA i SPAIN g
A081/003 |AM ONE THOUSAND ENABLIS NON-FOR-PROFIT ORGANIZATION COSSETTE MEDIAMONTREAL CANADA
ILLUSTRATION
A09/033 GECKO Aul AUDIQUATTRO KEMPERTRAUTMANN HAMBURG GERMANY
A09/043 ENEMIES WOCKHARDT LIMITED OSTEOARTHRITIS THERAPY SORENTO HEALTHCARE COMMUNICATIONS MUMBAI INDIA
A09/097 CHICKEN LIPS IBM IBM OGILVY FRANCE PARIS FRANCE
A09/112 GOING GOING GONE RED! RICHARD HOUSE GORED! THE PARTNERS LONDON UNITED KINGDOM
~_1A09/117 SWITCHOFF PROCTER & GAMBLE BOUNCE LEO BURNETTIBERIA MADRID SPAIN
| A09/121 WHALE LEGO LEGO OGILVY MALAYSIA KUALA LUMPUR MALAYSIA
" | A09/122 SPIT PUBLIC HEALTH BUREAU OF FENGXIAN, SHANGHAI PUBLIC AWARENESS OF SPITTING OGILVY SHANGHAI CHINA "

/| A09/130 DWARF DEPRESSION 1 LOVING HANDS MINISTRY LOVING HANDS MINISTRY MUDRA COMMUNICATIONS MUMBAI INDIA \
A09/132 DWARF DEPRESSION 3 LOVING HANDS MINISTRY LOVING HANDS MINISTRY MUDRA COMMUNICATIONS MUMBAI INDIA %
A09/142 DROUGHT GREENPEACE CAR FREE DAY LEO BURNETT HONG KONG HONG KONG
A09Y/177 SEEITTHROUGH THEIR EYES PENGUIN BOOKS MALAYSIA DK'S ANIMALENCYCLOPEDIAS Y&R MALAYSIAKUALALUMPUR MALAYSIA
A09/185 MUSEUM OF CHILDHOOD POSTER CAMPAIGN MUSEUM OF CHILDHOOD MUSEUM OF CHILDHOOD ABBOTTMEAD VICKERS BBDO LONDON UNITED KINGDOM Ny
ADVERTISING TYPOGRAPHY e

- A10/003 SPRINTER APPLIES FORA JOB DAIMLER MERCEDES-BENZ SPRINTER LUKAS LINDEMANN ROSINSKI HAMBURG GERMANY R
A10/009 LIGHT WALL REFLECTION BMW BMW M3 COUPE SERVICEPLAN MUNICH GERMANY =
A10/010 HANDS NATIONAL CARE FOR DOMESTIC VIOLENCE DOMESTIC VIOLENCE AWARENESS JWTLONDONLONDON UNITED KINGDOM
A10/023 LOVE/HATE THE ADVERTISING AND DESIGN CLUB OF CANADA THE ADVERTISING AND DESIGN CLUB OF CANADA LEO BURNETTTORONTO CANADA
A10/025 MICHAEL JACKSON BILLBOARD MAGAZINE ALMAPBBDO SAO PAULO BRAZIL
A10/029 KITKATKLOCKS NESTLE KITKAT JWTLONDON LONDON UNITED KINGDOM
A10/039 NONAU QUOTIDIEN QUOTIDIEN (NOT YOUR EVERYDAY EVERYDAY) MONOPRIX MONOPRIX HAVAS CITY PARIS FRANCE
A10/050 WMF
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Starcom MediaVest’
GROUP

THE HUMAR EXPERIERCE COMPANY

Starcom’ MediaVest’

Chile 300 Balcarce 696

Teléfono: (54-11) 5819 - 5959 - www.smvgroup.com
Buenos Aires - Argentina



] CAT TITLE

A1L/002 DEARBILL SOCIETY OF DESIGN SPEAKER SERIES GOWELSH LANCASTER UsA
ALL/004 APICTURE SPEAKS ATHOUSAND WORDS PAULTHOMPSON PHOTOGRAPHY THE CHASE CREATIVE CONSULTANCY MANCHESTER UNITED KINGDOM
AL1/007 LOEWE3D LOEWE OPTA 3DPOSTER SCHOLZ& FRIENDS BERLIN GERMANY
A1L/008 GRAPHIC EXPLANATION PIEINTERNATIONAL GRAPHIC EXPLANATION INADVERTISEMENT(BOOK) TOKYUAGENCYTOKYO JAPAN
A1L/020 PEARSONTYPOGRAPHY PEARSON EDUCATIONALSERVICES COMPANY INTERBRANDLONDON UNITEDKINGDOM
BROADCAST DESIGN AND GRAPHICS INCL. ANIMATION
AL2/009 2010 0PENTITLES OFFFINTERNATIONAL FESTIVAL INTERNATIONAL FESTIVAL THEMILLNEWYORK UsA
AL2/017 BALLOONS MV MV LODUCCASAOPAULO BRAZIL
DESIGN PHOTOGRAPHY
AL3/019 HOMEMADE IS BEST IKEA DEPARTMENT STORE FORSMAN &BODENFORS GOTHENBURG SWEDEN
| Ai3/025 SR.AMOR: MODEL SALVATION ARMY SALVATION ARMY JWT ARGENTINABUENOS AIRES ARGENTINA
& ONLINE DIGITAL DESIGN
| Bow/003 SOUR/MIRROR ZENITH INDEPENDENTBAND MASASHI QANTA SAQOOSHA HIROKI TOKYO JAPAN
BOL/019 HIDDEN HEROES HL-CONE MULTIPACK GRIVIM GALLUN HOLTAPPELS HAMBURG GERMANY
B0L/022 WALLOFFAME EDDING WRITING TOOLS COMPANY KEMPERTRAUTMANN HAMBURG GERMANY
BOL/034 DIRECTING SHADOVIS MOTO WAGANARI INTERACTIVE LIGHT GALLERY OGILVY FRANKFURT GERMANY
BOL/044 TABIO SLIDE SHOW TABIO LEGIEAR TANOKIKAKUTOKYO JAPAN
BOL/053 BITCODE SAP BUSINESS SOFTWARE OGILVY FRANKFURT GERMANY
OFFLINE DIGITAL DESIGN
B02/002 MOBILITY OTT0BOCK HEALTHCARE MOBILITYINSTALLATION ART+COMBERLIN GERMANY
B02/012 THE COSMOPOLITAN DIGITAL EXPERIENCE THE COSMOPOLITAN OF LAS VEGAS HOTEL DIGITAL EXPERIENCE DIGITALKITCHEN CHICAGO Ush
|B02/018 WATSON IBM IBM OGILVY & MATHER NEW YORK Ush
| B02/019 AUDI MEDIAWALL - GENEVAINTERNATIONAL MOTORSHOW 2010 AUDI AUDIAL MUTABOR DESIGN HAMBURG GERMANY
1B02/025 THE CANVAS EXPERIMENT CONVERSEEMEA CONVERSE SHOES PERFECTFOOLS STOCKHOLM SWEDEN
8 TEMPORARY RETAIL
|\ cozzon MR. LEE, TAILORTO SUPERHEROES AND VILLAINS SONYPLAYSTATION DC UNIVERSE ONLINE LEO BURNETT IBERIAMADRID SPAIN
y POINT OF SALE
€03/002 DICKY BIRD PROMOTION GORTZ BOOKAND PACKAGE DESIGN GURTLERBACHMAN HAMBURG GERMANY
€03/007 LOEWE3D LOEWE OPTA 3DPOSTER SCHOLZ & FRIENDS BERLIN GERMANY
€03/008 SAPPOROTAP HANDLE SLEEMAN BREWERIES BEERTAPHANDLE DENTSUCANADATORONTO CANADA
| co3/015 CLASS IS N SESSION FOOTLOCKER FOOT LOCKER SAPIENTNITRO MIAMI USA
€03/038 EXPLOSIVEPAIN PARAS PHARMA STOPACHE Y&RDUBAI UNITEDARAB EMIRATES
€03/041 ANTALIXIAOKU'S SHOEBOX INSTALLATION ANTASPORTS PRODUCT SPORTS T SHANGHAI CHINA
€03/045 COBWEB FIAT FIATADVENTURE LINE LEO BURNETT BRASIL SO PAULO BRAZIL
€03/048 DUCKED FOOTLOCKER CONVERSE FOOTWEAR SAPIENTNITROLONDON UNITEDKINGDOM
€03/050 SEEITTHROUGH THEIREYES PENGUIN BOOKS MALAYSIA DK'SANIMALENCYCLOPEDIAS Y&RMALAYSIAKUALALUMPUR MALAYSIA
& HOSPITALITY/LEISURE
€04/001 SLOW-THE LOUNGE FOR EXTREMELY BUSY PEOPLE BRITISHAIRWAYS COMAIR BUSINESS CLASS FLIGHTS GRIDWORLDWIDE BRANDING & DESIGN JOHANNESBURG SOUTHAFRICA '
€04/003 THE COSMOPOLITAN DIGITAL EXPERIENCE THE COSMOPOLITAN OF LAS VEGAS HOTEL DIGITAL EXPERIENCE DIGITAL KITCHEN CHICAGO
s EXHIBITIONS & LIVE EVENTS
€05/042 PEACE SHADOW PROJECT HIROSHIMAPEACE MEVORIAL MUSEUM NUCLEAR WEAPONS AWARENESS HAKUHODOTOKYO JAPAN
€05/050 AUDI MEDIAWALL - GENEVAINTERNATIONAL MOTORSHOW 2010 AUDI AUDIAL MUTABOR DESIGN HAMBURG GERMANY
C05/051 THEINTERACTIVE COAL-GATE BBDO ADVERTISING AGENCY BBDO GERMANY DUSSELDORF GERMANY
€05/053 SKYCOMIC ADIDAS ADIDAS FOOTBALL TBWAHAKUHODO TOKYO JAPAN
€05/054 BURMA HUMAN RIGHTS WATCH HUMAN RIGHTS PETITION JWTNEWYORK USA
C05/072 YANGAI (DESPAIR WHIRLPOOL) GUANGZHOU YANGAI SPECIAL CHILDREN PARENT CLUB YANGAI LEO BURNETT SHANGHAI CHINA
PUBLIC SPACES
YOUR GAME IS YOUR VOICE NIKE SPORTS APPAREL WIEDEN+KENNEDY SHANGHAI CHINA
- THE PALLET PROJECT BRANDBASE CONCEPTUALINTERIOR DESIGN BRANDBASE AMSTERDAM THENETHERLANDS
C06/014 BOTABOTA, SPA-ON-WATER BOTABOTA FLOATING SPA SID LEE MONTREAL CANADA
€06/040 SEE POTENTIAL ALNOOR TRAINING CENTRE FOR CHILDREN WITH SPECIALNEEDS  TRAINING CENTRE FOR CHILDREN WITH SPECIAL NEEDS Y8R DUBAI UNITEDARAB EMIRATES
C06/055 DISPOSABLE FOREST GREENPEACE GREENPEACE OGILVYBELING CHINA
1. OWN LABEL AND PRIVATE LABEL BRANDS
| Doll/002 BLUE SKIES FRESH FRUITRANGE BLUESKIES FRESH FRUITRANGE WILLIAMS MURRAY HAMM LONDON UNITEDKINGDOM
-| 0117006 GOODLIFE IcA RETAIL STORE CORPORATE MESSAGE KING STOCKHOLM SWEDEN
= 1. CORE FMCG
DOLI/001 YUMMYTUMMYKOALAS GEORGE WESTON FOODS YUMMYTUMMY KOALAS LANDOR ASSOCIATES SYDNEY AUSTRALIA
lll. PREMIUM BRAND
DONI/002 BRICKSTONES TDG.VERTRIEBS CAKEMIX KOLLE REBBE HAMBURG GERMANY
DOLII/005 MLK BUSINESS CONCERN PRODMOL MLK DEPOTVIPF MOSCOW RUSSIA
{Do0111/009 CHEESE PENCILS TDG.VERTRIEBS PARMESAN CHEESE KOLLE REBBE HAMBURG GERMANY
DO21I/009 ABSOLUT GLIMMER THEABSOLUTVODKA COMPANY VODKA FAMILY BUSINESS STOCKHOLM SIWEDEN
-{D0211l/015 FARRIERWINES JACKSON FAMILYWINES FARRIER WINE DUNCAN/CHANNON SAN FRANCISCO USA
1. OWN LABEL AND PRIVATE LABEL BRANDS
D031/007 TEA MONOPRIX MONOPRIX HAVAS CITY PARIS FRANCE
Il. CORE FMCG
DO311/009 COCA-COLA2010 SUMMER CAN COCA-COLA COCA-COLA TURNER DUCKWORTHLONDON UNITED KINGDOM
7 |. OWN LABEL AND PRIVATE LABEL BRANDS
“| Do41/003 SIXSCENTS PARFUMS: SERIES THREE SIXSCENTS PARFUM FRAGRANCE COLLECTION METAPROJECT NEWYORK UsA
DO41/006 GORTZ 17 SHOELACE BOX GORTZ7 SHOES KEMPERTRAUTMANN HAMBURG GERMANY
Il. CORE FMCG
DOAI/009 TARGETHEAVYFOOD MEDICOM PHARMA DIGESTIONAID BBDO GERMANY DUSSELDORF GERMANY
DOAI/O11 DIZAD ORGANICS EXAMONE ENTERPRISES DIZAD ORGANICS DEPOTVIPF MOSCOW RUSSIA
DO4I/012 THE LONGESTLASTING BATTERY PANASONIC ALKALINE BATTERY SCHOLZ& FRIENDS BERLIN GERMANY
&= I1l. PREMIUM BRAND
| Doaiil/oo1 LEE - NEVER WASTED VFARVINDMILLS LEE SHOPPING BAG HAPPY CREATIVE SERVICES BANGALORE INDIA
g4 SUSTAINABLE PACKAGING
/| D05/006 STOPTHEWATERWHILE USING ME! TDG.VERTRIEBS SKINCARE PRODUCTS KOLLE REBBE HAMBURG GERMANY
i SPECIAL EDITIONS & PROMOTIONAL PACKAGING
D07/002 STRBOTTLE HEINEKEN INTERNATIONAL BEER DBODAMSTERDAM THENETHERLANDS
| D07/003 BIRD PACKAGING GORTZ PACKAGING DESIGN GURTLERBACHMAN HAMBURG GERMANY
g CONSUMER PRODUCTS
~|E01/003 ALLABOUTTEA ALLABOUTTEA TEA MOVING BRANDS LONDON UNITEDKINGDOM
CONSUMER SERVICES
E02/007 SONAE BRAND DENTITY SYSTEM SONAE MUTLINATIONALRETAIL GROUP IVITYBRAND CORPLISBON PORTUGAL
E02/025 TRANSMEDIALE11 KULTURPOJEKTE BERLIN FESTIVAL FOR MEDIAANDARTS RUDDIGKEIT BERLIN GERMANY
£02/033 KANTAR BRAND IDENTITY KANTAR MARKET RESEARCH COMPANY THE PARTNERS LONDON UNITED KINGDOM
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FOCUS ON US HISPANIC MARKET | 2|59

Hispanic
wake-up call

The growth of the Hispanic market in the United States is
being seen as a game-changing way to boost ROI.
Hispanic agencies give their views to Maria Eugenia
Gomez of PRODU, Miami

© Gustavo
Razzetti, chief
strategy and
engagement
officer, Grupo
Gallegos: The 2010
census was a
“wake-up call to
advertisers”

©® Sergio Alcocer,
president and chief
creative officer at
LatinWorks: “We want to
know what this growth
means, and not just its
size”

@ Aldo Quevedo, president,
Dieste: “Advertisers want
more contact with all the
Hispanics out there”

ESULTS of the 2010 census showed that 50.5
million Hispanics live in the US, 16.3% of the

© Alejandro Ortiz, country’s total population. The corresponding
creative director, . .
Casanova Pendrill: demographic study in 2000 showed there were
“Advertisers will then only 35.5 million Latinos, which means that
ave to present . . .
new choices to in 10 years the population has jumped by 46.3%.
their customers”

“The figures obtained by the 2000 census were a wake-up
call to advertisers about the growing Hispanic population. But
results of the 2010 census now have companies asking them-
selves what they should be doing in this market,” says Gustavo
Razzetti, chief strategy and engagement officer of Grupo Galle-
gos. The trend is sparking companies’ marketing teams to review
their investment levels and the possible ROI of the strategies
they currently have in the works.

According to Sergio Alcocer, president and chief creative
officer at LatinWorks: “The figures provided are undoubtedly

TUESDAY, JUNE 21,2011
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important, but the number by itself is not what we’re after — we
want to know what this growth means, and not just its size. For
many years the idea of investing in the Hispanic market has been
around as a strategy, but now it must become a goal — that’s the
most important message to clients.”

The demographic study also confirms the existence of a
young population within the segment, young people comfort-
able with using both English- and Spanish-language media, but
who remain culturally identified with their Hispanic roots. They’re
bicultural, in other words. Which is why every brand must have
a strategy that strikes a balance between the Hispanic and gen-
eral markets.

Confirmation of the strong Hispanic presence in the US
has awakened advertisers’ interest in updating their advertising
budgets. For those that have not yet penetrated the Hispanic
market, confirmation of the swift growth of this minority is mak-
ing them take another look to understand the benefits of a seg-
ment that doesn’t just speak Spanish, nor has it only recently
immigrated. Latinos as a population segment have shown their
ability to drive the nation’s economy.

The relevance of this new data for clients and the conse-
quent need to redirect their investments while showing them
the importance of the Hispanic market led the Association of
Hispanic Advertising Agencies (AHAA) to stage a joint seminar
with the United States Census Bureau, focused on what this con-
sumer segment’s purchasing power of $1.3bn means to compa-
nies, brands and the growth of the economy.

Regarding a shift of investment to the Hispanic market,
Alcocer says: “Budgets for the coming year will be strong, they’ll
come from two things: from new brands that big, diverse corpo-
rations like Procter & Gamble and Kraft will put on the market,
and from advertisers who currently invest little but are begin-
ning to understand the growth and importance of this market,
facts that will lead them to invest more.”

The critical question arising from this milestone in His-
panic demographics is what advertisers who already have a pres-
ence in the market, or who are just getting into the market, should
do now in order to establish meaningful communications with
this consumer, as well as what innovations agencies need to
come up with to win their investments.

The answer to that question, says Alejandro Ortiz, creative
director at Casanova Pendrill, is: “Advertisers will have to pres-
ent new choices to their customers, and also be more flexible
when it comes to communicating with them, integrating differ-
ent media into their campaigns, like social networks and digital
formats that allow them to send a positive message to Hispanics
who are no longer as ready to spend money as they were before.”

For his part, Dieste president Aldo Quevedo believes that
agencies have to revise their perception of Hispanic consumers
— they have to stop thinking it’s just a matter of language. “Adver-
tisers want more contact with all the Hispanics out there, and
that has become the trend. Agencies that figure out and really

“FOR YEARS THE IDEA OF INVESTING IN
THE HISPANIC MARKET HAS BEEN
AROUND AS A STRATEGY, BUT NOW IT
MUST BECOME A GOAL”

«r Sergio Alocer, LatinWorks so

understand that the bicultural route is the way this country is
going will be the successful ones.”

Small shifts toward the Hispanic market can already be
observed in advertising investment, specifically by companies
that have some but not of all of their brands represented there.
Quevedo says with regard to this trend that big companies such
as PepsiCo are beginning to think about promoting more of their
products to the Latino segment — a possibility arising from the
development in 2010 of a Pepsi multiplatform campaign dubbed
Yo Sumo, which showed the country what an impact Hispanic
consumers can have. Another company mentioned was Her-
shey’s, currently considering including new products in its His-
panic advertising budget. But it’s not just consumer brands that
are giving importance to the Hispanic segment — Google has
developed a research strategy focused on the cultural identity of
Latinos more than on the difference of language, seeking to
increase significantly the advertising aimed at Spanish-language
digital media in the US. The latest study undertaken by Google
confirms projections of rapid advertising growth in Latino digi-
tal media. The Google study shows that Hispanics are some of
the biggest consumers of online videos compared with the gen-
eral population, and they’re much more into using mobile phones
to access product reviews and advertising.

“Social networks are no longer a trend but an all-encom-
passing fact — there’s no way to think of advertising today as an
effort isolated medium by medium, and I think that integrating
messages is the only basis for a complete communications strat-
egy. Social networks and digital media provide us with plat-
forms that complement the brand message, and [ don’t believe
that you dilute it when you express it in different places in differ-
ent ways,” Alcocer says.

The whirlwind stirred up by census confirmation that more
than 50 million Hispanics live in the US — a figure that was an
open secret before — has sparked awareness of the immediate
need to invest in this market, as well as the importance of having
campaigns that rely not only on traditional media but also on
actions that are bicultural, digital, social and interactive.

This is a huge opportunity for agencies and media to expand
their efforts to boost investments by clients who are already true
believers in this market, and to win over those who are still a lit-
tle cautious about seeking the rewards the Latino segment in
the United States will bring them.o
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FILM LIONS SCREENINGS

This schedule is subject to change. Please consult the Lions Daily for the latest screening schedules.
B Grand Audi M AudiA M Estérel

CATEGORIES | SUNDAY19 | MONDAY20 | TUESDAY21 | WEDNESDAY22 | THURSDAY 23
A.PRODUCT & SERVICE

AOL Savoury foods
AQ2. Sweet foods & snacks

A0 3. Alcoholic drinks
A04. Non-alcoholic drinks 10:15 - 11:25 11:35-12:45
AQ5. Household: cleaning products
AQ6. Household: other
AO7. Home appliances & furnishings

AQ8. Cosmetics & beauty
AQ9. Toiletries
A10. Pharmacy
All. Clothing, footwear & accessories

AL2. Miscellaneous
AL3. Cars

AL4. Other vehicles, auto products & services
Al5. Home electronics & audio-visual
AI6. Retail stores
Al7. Restaurants & fast food outlets 17:55-18:40
Al8. Travel, transport & tourism 09:00-1015 | 11:50-13:05
Al9. Entertainment & leisure

A20. Publications & media
A21. Banking, investment & insurance
A22. Business equipment & services
A23. Commercial public services
A24. Corporate image
A25. Broadcast idents & sponsorships
A26. Public health & safety

A27. Public awareness messages
A28. Fundraising & appeals

B.OTHER FILM CONTENT
Entries in the ‘B. Other Film Content’ section will be available throughout the Festival in the Screening Lounge on Level -1.

FILM CRAFT, TITANIUM AND
INTEGRATED LIONS SCREENINGS

This schedule is subject to change. Please consult the Lions Daily for the latest screening schedules.
BAudiK

FILM CRAFT LIONS

CATEGORIES

SUNDAY 19 MONDAY 20 TUESDAY 21 WEDNESDAY 22 THURSDAY 23

A.PRODUCT & SERVICE

|
AOL. Production design
AQ2. Direction
A0 3. Best Production Value
A04. Cinematography 14:05 - 16:50
AOS. Editing
AOG. Script
AO7. Best use of music
A08. Sound design
A09. Special effects & computer graphics
A10. Animation

TITANIUM AND INTEGRATED LIONS

CATEGORIES WEDNESDAY 22
A01/001-050

A01/051-100

A01/101-150

A01/151-200

A01/201-239

A01/240-290 09:00 - 11:05
A01/291-336
A01/337-385
A01/386-440
A01/441-480

FILM SHORTLIST
SCREENINGS

Friday 24 June

Grand Audi 09:00 - 20:00
Estérel 09:00 - 20:00

Audi A 09:00 - 20:00

Saturday 25 June

Estérel 09:00 - 16:00
AudiA 09:00-20.00

FILM CRAFT,
TITANIUM AND
INTEGRATED
SHORTLIST
SCREENING

Friday 24 June
AudiK 09:00 - 20:00

Saturday 25 June
AudiK 09:00 - 16:00

PROMO &
ACTIVATION
SHORTLIST
SCREENINGS

Sunday 19 June
Estérel 09:00 - 20:00

DIRECT
SHORTLIST
SCREENINGS

Sunday 19 June
Audi A 09:00 - 20:00

Monday 20 June
Estérel 09:00 - 12:00

PR SHORTLIST
SCREENINGS

Monday 20 June
AudiA 09:00 - 20:00

MEDIA
SHORTLIST
SCREENINGS

Tuesday 21 June
AudiA 09:00 - 20:00





