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APG Awards chairman Guy Murphy on what
made the contenders stand out from the pack
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Can advertising help re-elect Labour?

Relying on advertising alone is usually notenough to win a General Election. By Claire Billings

Given that, on the last day of the
Labour Party conference, the
Conservatives had a 14-point lead
in the polls over the Government,
the short answer to the question
“can advertising save Labour?”
would likely be aresounding “no”.
Labour has been in power for 12
years. If you believe that govern-
ments have a limited lifespan, then
add into the mix Gordon Brown’s
decreasing popularity, some bad
press and the news last week that
The Sun is backing the opposition,
you'd probably bet Labour will
lose next year’s General Election.
Against this backdrop, what can
advertising do? Kate Stanners,
the creative partner at Labour’s ad
agency, Saatchi & Saatchi, says:
“Today more than ever, advertis-
ing alone cannot win anything. The
noun is wrong; if in doubt, see the
Obama campaign. Can an agency

Bill Muirhead, partner,
M&C Saatchi

“Thereisn’tanadin the world that
cansave Labournow,soifI were
them I"d sowthe seeds for the
election after the next one.

“If Gordon Brown was the
leader, I would dosomething that
said ‘I maybe wrong’ and thenlista
number of things that would
happeninaConservative
government,such as:‘Imaybe
wrong, but under the Tories there
will be more unemployment and
remember whatit was like under
Thatcher.

“Inthe run-uptothiselection,
Labour needs to be much more
honestand humble and mea culpa.
There’sapart of me that wishes
they would come out and put their
handsup.Yousense they’re trying
todothat,buttheycan’t quite get
there.1suppose theyneedtobe
less arrogant. There’s not much
they can do because the problems
theyhave willbe inthe ranks as all
the knives come out.

“If Brown can hold the party and
the cabinet together, that will be an
achievement. But whetherhecan
ornot,Idon’tknow.”
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Labour...Saatchis has arough job promoting Gordon Brown and his party

help? Yes.We can help shine a light
on the man, the party and its
policies, which, in turn, helps peo-
ple decide and helps them ask the
right questions.”

Previously, two of the most suc-
cessful political campaigns were
1978’s “Labour isn’t working” and
1992°s “tax bombshell” for the

Sir Chris Powell, former
chairman, BMP DDB

“TheTories’ ‘tax bombshell’ adin
1992 was clewer,but todo that type
of ad the otherside hastodo
something wrong and you have to
have the wittospotit.

“The problem with trying to
copyitisthatit’s unlikely that the
Conservatives willmake the same
mistake. You have tohave the
evidence and provided theystay
vague,youcan’t pinanything
down.IfaTV debate got going,you
could get the impression that
Camerondoesn’tknow what he’s
talking about or thathe’sreally
rather good atendearing himself
topeople and that Brownjustisn’t.

“Butyoucan’tdoitjust with
advertising—youcanonlydoit
witha greatstrategy that
advertising gave expression to.

“TheTories’ ‘demon eyes’ ad
didn’tdo any good because
obviously Blairisn’t the devil.It
wasajolly good ad butitdidn’t
have any effect.

“Youneed agood strategy based
onsome truth withsome great ads
to getitacross,but you'llnever do
itjustwithads.”

Conservatives,in which the Tories’
then ad agency,Saatchis,calculated
that Labour’s spending plans
would cost each taxpayer £1,250.
BillMuirhead,apartner at M&C
Saatchi and someone who worked
on the “tax bombshell” campaign,
comments: “All the do-gooders
say why don't they say what they

Giles Hedger, chief strategy
officer, Leo Burnett

“Advertising can lengthen the
publicmemory and pull away from
day-to-day electioneering tactics.
They could get the publicto think
about thestate the nation wasinin
1997 and how different the world
was before New Labour.

“Foralotofpeople, this will
slow down the assumptions they
are beginning to make about
Labour. By implication,you build
in the public’s mind the risk of
going back tothe bad old days of
the Tories.

“They’llwant tomove the
debate away from Gordon Brown
being anunelected prime
minister and towards the
Conservatives as an untested
cabinet,and thisisnomoment fora
‘suck it and see’ decision because
look at what’s at stake.

“Advertising could put pressure
onwhether the Tories actually
have any answers or not. Onadaily
basis ads could encourage usto ask
ourselves what theymean. They
havenolevel of detail because
they haven’t beeninpower for so
long and ads could whip us upinto
that state of wanting the Tories to
explain what they mean.”

are going to do instead of attacking
the opposition, but the reason for
thisis thatit doesnot work.”

Chick Smith Trott’s creative di-
rector, Dave Trott, worked with
Tim Delaney voluntarily on La-
bour’s advertising when James
Callaghan was the prime minister.
He says that Delaney produced a
poster that showed a candle and
askedthe publictoremember what
it was like under the Tories during
theblack-out.“Callaghanwouldn’t
runit,”Trott says,and he lost.

Trott believes that advertising
could save Labour, but only if the
public thought David Cameron
wasriskier than Brown.

“If there is one chance to win, itis
to make the alternative seem a lot
worse,” he says.

Got a view?
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Robert Campbell, founder,
Campbell Lace Beta

“Theyshould turn themselves
greenandsayif wedon’tdo
something aboutthe environment,
our children will die. It might not
save the election but atleast they’d
godowninablaze of glory.

“They could turn themselves
into the party that represents the
interests of the half of the
population who are over the age of
45.1t’snot about party politics
anymore.

“CouldIsave Gordon Brown
witha poster? Notinamillion
years.] only wish I was that good
and advertising was that powerful.
The Labour Party possibly, but
they would have tochange so
extraordinarily and come up with
such a compelling vision.

“There has to be some meaning,
truth and promise behind whatit’s
doingand I don’t think the Tories
are inmuch better shape.

“Ifthe ad agency came up with
something,Labour would have to
backitup,butthey are pathetically
short-termist. thinkif theycame
up with a good product we could
sellit,but they’ve failed todothat.”
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Name Nick Fox

Job Chief operating officer, DDB

You've got five hours left
hefore the world explodes.
What do you do?

Telt her tlove her.

What's your hest joke?

Gordon Brown selting ali our gold
for $287 per ounce. it's now
hovering around $910.

What's your biggest fear?
Gordon staying on,

When did you last cry and why?
(See best joke.)

Who is your hero?

Paut Austin, for keeping our ift
going through the recession,
fearlessly.

Name one thing about yourself
that few people know.

t've been writing ads for quite a
while now.

What's the worst thing about
your jobh?

Jeremy Craigen {the executive
creative director at DDB] refuses to
read them.

What do you see when you look
in the mirror?

Agod.

Which historical figure do you
most identify with and why?
God, the god.

i you had a trained monkey,
what would you make it do?
Present my ads to Jeremy Craigen.
If your office was burning
down, what object would you
save and why?

Paul Austin. We would need his
help with the new lift in the new
building.

Are you happy?

Not entirely, no.

What would you do if you were
invisible for the day?

(Deleted by HR)

What's your most evocative
childhood memory?

Abunch of hippies on a hill selling
me coke.

What’s your most irritating
habit?

Trying to be a god.

What belief do you hold most
strongly?

Advertising is the best job in the
waorld.

What’s on your iPod
most-played list?

“I'd like to teach the world to
sing...”

What do you wear in bed?

My iPod.



