
Have you been particularly impressed by a recent ad or
campaign? That’s the question we put to our four guest
reviewers
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To raise brand awareness, strengthen consumer experience and
communicate a message of ‘authenticity’, Stolichnaya launched a
tease and reveal outdoor campaign in Belfast earlier this year. It
featured key brand messages in Russian only, followed by a brand
reveal in English. 

Similar creative was used on washroom posters, with in-bar
advertising carried on beer mats and specialist glow box panels.
This helped the unfamiliar consumer with the pronunciation, punc-
tuating it into ‘STOL-ICH-NA-YA’. The strong use of red was the
perfect colour for authenticity. It engaged the eye and enhanced
the consumer experience, and it was typically Russian. I immedi-
ately thought this brand is trying to be what it should be, playing
to its strengths and its genuine Russian origins. 

If you have travelled to Russia you might understand the impor-
tance of vodka to its culture. It is a national treasure, and most
natives will distinguish and discuss vodka like people in the west
do fine wine. 

For 25- to 35-year-olds, I think this campaign opened up the
vodka market and offered an alternative that was genuine and of
high quality. The tease and reveal tactics gave this age group fun
in pronouncing an unfamiliar name, helping them communicate
the brand to their friends. It was an exploration of something new.
The creative lured the mind to question the Russian translation
and gave the campaign staying power as a result.

Experience of this product was backed up by ‘Stolichnaya
Saturdays’ (all very well illustrating and saying it, but we need to
experience it), which took place in stylish Belfast bars. These
Russian nights were advertised in a further burst of fly posting and
ads in local entertainment magazines. The nights immersed us in
Russian culture. The bars had bottles of vodka encased in huge
blocks of ice and gave away Russian dolls as a parting gift. 

All in all, the campaign stimulated many senses. Brand loyalty
was a much closer reality, ‘You must try this new vodka at my
next dinner party’ being the ultimate result. The thing is — it’s not
really new. What a result! 

TalkingPOINTS

Joy Bond is marketing 
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James Nevin is creative director
at Gyro.

Meteor – Magic Mobile Genie 

The first in a series of three Meteor TV adverts
debuted in July. The TV ads, directed by award-
winning director Neil Harris, are supported by a
heavy-weight advertising campaign including out-
door, press, radio, online and cinema. The creative
agency behind the campaign is Publicis QMP.

Meteor’s Magic Mobile Genie succeeds on many fronts for me as it is
not only entertaining but is also an excellent communicator of the
offering and a great example of successful integration. Each applica-
tion maintains the campaign’s integrity while at the same time adding
a new dimension to the communication as a whole. It builds on itself.

I really think it’s a campaign that has legs, even though the genie’s
aren’t apparent as he floats about in his low-production cloud. The
ad’s tone walks a fine line between being comical and twee, and suc-
ceeds in not coming a cropper. In his yellow balaclava and matching
heavy-knit jumper, the genie is an iconic persona and, as such, he
translates well across the variety of media applications. An identifiable
personality, he’s as appealing on the microsite as he is on TV. 

The low production values are perfectly pitched and the genie has
a kitsch pantomine demeanour which is both fun and likeable. The
under-production particularly suits the immediacy and nonchalance
of the target market.

The genie is playful and irreverent and this irreverence is built upon
in other executions, including his microsite where he bemoans the
pitfalls of being a genie. 

He also requests to be added to your social network page; if
clicked from your page, you’re promised freebies and giveaways, so
every application builds on the core idea of an ‘offer of a lifetime’ that
keeps giving. He even has his own Bebo page, which I particularly
like – again an ideal platform to access the campaigns market. It’s all
just the right side of naff to be amusing, not embarrassing.

Set beside the might of Vodafone and O2, the Meteor campaign
manages to create a unique voice that is a playful and irreverent but
overall effective application, be it 6-sheet or digital banner. There is a
coherency and consistency running across the board.

It triumphs over the current Vodafone campaign offering comparable
‘free talk & text’. While the Vodafone campaign is more stylish in execu-
tion, it lacks the ‘choice’ options offered by Meteor or the ‘offer of a life-
time’ sense of value. Or the immediacy and personality of the genie.Stolichnaya – Brand Awareness

Vodka brand Stolichnaya launched an outdoor campaign in
Belfast targeting 25- to 35-year-olds in March and April this
year. In-bar promotion accompanied an extensive tease and
reveal creative on 48- and 96-sheets. The campaign was
developed by AV Browne, Belfast.
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