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& f Theyoung girl who sits in the rocking chair on the
Frijj (2) website looks like anemo. [ can’t be entire-
ly sure but, after consulting my Daily Mail, | am

A fairly sure she is a goth of some kind. Click on a
designated part of the page and, in a gothic-horror kind-of-way, she
pours Frijj overamodel of a cityscape. Youare thentreatedtoa film,
ina 50s horrorstyle,of a giant blobof Frijjwhich attacks people, very
slowly,a bit like the Marmite blob a few years ago - but slower.

Youcanal ke yourow ieand the Frijj film festival.
When [ went to its YouTube channel to watch some of the movies,
there weren't many and none were any good. Someone had even
posted the comment:“Thats the rubishest vidio eve wors than jam-
my117s vids” I'm not familiar with the work of jammy117 but this
criticism felt alitthe heavy-handed, yet notentirely untrue.

The boy in the Persil (6] commercial livesin acupboard and wears
a robot suit. He breaks free of his dark domain and his metal suit
falls away, he then plays in a puddle in his back garden. At first |
thought he was wearing the metal suit toprotect himself from knife-
crime, then [ realised it was an analogy. It's very enjoyable inan Af
meets Forrest Gump type of way. [ also like the line, “dirt is good”,
but it does depend which side of the garden fence you're on. [ don't
think many of the young mothers [ see in Sarf London would agree
with me. In fact, I would probably need roboboy’s metal suit to get
home inone piece.

There's lots of crime in Specsavers’ (5) idents for Gok's Fashion
Fix, but this time it’s fashion crime. Incidentally, someone has just
informed me that Gok is spectacle wearer of the year, so it makes
sense for Specsavers to sponsor his show. But this idea has one
drawback for me. The clothes that are featured inthe fashion crimes
all look like they are from a trendy Hoxton boutique and the
so-called fashion police investigating the crimes are wearing
Moarks & Spencer.

The Miiller (4) commercial is full of peoplein the country, passing a
glass of milk along a human chain to the Miiller dairy with the claim
that all their milk comes from Shropshire, " From farm to yoghurtin
only twenty-four hours.™ It's quite clear after looking at this com-
mercial how Mallerachievesthisimpressive fact. After being passed
from person to person, this glass of milk could have enough bacteria
andhave beenchurned enough inthe hot suntobe yoghurt beforeit
evenarrivesat the dairy.

Famously, the Lawn Tennis Association doesn't run advertising at
Wimbledon. HSBC (1) has cleverly sneaked through the side-door
by making a billboard out of grass. This trojan poster looks like a
tenniscourt butis actually an ad. HSBC enlisted the artists Ackroyd
and Harvey 10 recreate one of their artworks, but this time with
tennis-related people in the scenes. It's a brilliant technique, it just
leaves youwondering whothese people are. However,afterlooking
more closely at Ackrovd and Harvey's work, I think I might have
stumbled on something that could possibly save the world from the
food crisis:vertical farming. We canstopmaking adsand tumn poster
sitesintocomnfields.

Finally, the Digital UK (3) TV commercial is to help us understand
how 10 turn our sets over to... err... digital. It features a friendly
androidasavandriver'smate,whotravels the country tothe sounds
of Nilsson's Everybody’s Talkin'. 1 can see what they are getting at.
Itneedn't be complicated;technology can be (riendly and cute. The
downside, however,is that all this android technology is putting real
van drivers’ mates out of work. Such a shame, With that and all the
emos about these days, whatis the world coming to?
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[ > Like an increasing number of people, L hardly see
Tt 5 any ads on TV anymore, principally because I've

2o Sky+ and the only things I watch live on televi-

} sion are sport and news. And as | rarely go to the
‘ B cinema (I've got Lovefilm, which delivers films to
my door), I don’t see cinema ads cither. (My wife and 1 took my
youngest daughter tosee Kung Fu Panda afewweeksago,and,after
buying some sweets and a Diet Coke, the whole experience cost me
£45 -sowhywould anyone goto the cinema?)

Ads in newspapers and magazines [ see all the time, but then
that's because Lread alot of newspapers and magazines.

So, 1 would have thought that the quality of TV and film ads

Id have increased gly,in the hope of enticing more peo-
pletowatch the box,but judging by the batch | got this week, maybe
not. But then, maybe August is as slow in the advertising world asit
oftencan be in the magazine and newspaper world.

Heighho.

S0, 1he Specsavers [5) ads for Gok's Fashion Fix I thought were
mediocre,tosay the least. Not bad, just mediocre. As fashion insecu-
rity 1s one of the easiest things to lampoon, | would have thought
that the brief would have been a wonderful thing to exploit, the sornt
of thing that makes you laugh and makes you wonder about your
own sartorial shortcomings too, These ads aren’t either, and don’t
warrani repeat viewings.

“The Miiller (4) ad makesa great virtue of the local Shropshire milk
used tomakeitsyoghurtand, assuch,isa fairly wholesome message,
with various local residents passing a glass of milk tocach other. It's
alright, the scenery isquite nice, but the whole ad relies on asong by
Nina Simone. [t's a great song, but does an ad really have torely on
its musictomake youwatch it these days?

1 did, however, quite like the Persll (6] ad. It's clever, rather
moving and shot extremely well. Also, when you first watch it, you
don’t groan when you get to the money shot, and you somehow feel
it's OK for Persil tobe the beneficiary of this wonderful celebration
of nature.

The ad for Digital UK (3) is similar to the Persil adin that itallows
ustowallow inour glorious lings,usingthattriedand tested
formula of “advanced new product = life-affirming transforma-
tion”. Bizarrely, it also uses a similar device, but instead of a
boy dressed up as a tin man, this time we get the old “for mash get
Smash"robot.

Elsewhere, the digital ads for Frili (2) are quite convoluted and
I'm not sure | really understand their point. Are they sold in cine-
mas? The ads aren’t the worst in the world, but [ dont think they
have any great synergy with the product. But then, they look like
they're probably aimed at kidsanyway.

The HSBC (1) ad was a piece of outdoor advertising that was
erected in the Wimbledon car-park during the recent tennis cham-
pionships. It shows three of the Wimbledon fold superimposed over
pancls full of growing grass seeds, so, 1 gather, the grass grew during
the fortnight, like some sort of outdoor artinstallation. Quite clever
if you were there, | suppose, and you happened to use the car-park,
but why does HSBC feel the need todothissort of stuff?

I'm normally an optimistic, glass-half-full type of person.and 1
don't like being negative (especially when commenting about
something I'm not an expert in), but the quality of the ads I was
asked to judge this week was really quite poor. Maybe if | had seen
their newsprint versions, | would have liked them more.

Maybe.
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