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OPINION 1

Commercial deals inour
schools doneed scrutiny

Nobody will take issue with the Government's review on
the commercialisation of childhood looking at whether or
not companies should be allowed to sponsor school activi-
ties. The matter is highly contentious. And not just among
the pressure groups that regard marketers as the barb:
ans at the school gate and demand they remain locked out.
Indeed, there are those within the marketing industries,
particularly those with children of school age, who believe
any links between marketing and education are fraught
with risk. However, such stances are hard to sustain given
the stiff challenges with which today’s education system
has to contend. Schools that cost millions of pounds a year
to run cannot afford to discard any opportunities for extra
funding. And should schools isolate pupils from the com-
mercialisation they will have to confront soon enough?
Againstthatbackground,it’srightthatthe Government's
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Green agencies have an ever important role to play

Deareditor,
I'm writing in response to “.

(Carnpaign, 16 May) and in mm
ular to Richard Exon, the Rainey
‘&R chief

ofgreen/ethical specialistagen
having been handed a green brief
fromitsclient Marks & Spencer.

Specialist greenand ethic:
cies fulfil_the same role in the
Ll!mmlllllf.!‘ll!ﬂ-'n ETAIIIL‘AI‘Tk as
any other specialis 1gency. Fina
cial and ethnic agencies have ope
ated on this basis for years wi
both small and large marketers re-
lying on their specialised knowl-
edge. research and insider status to
impact strategy and effectiveness
of Pt ;

review should look at the policy of letting ¢
sponsor school sport, music classes and homework clubs or
setting up sponsored academies. However, advertisers
have had a foothold in schools for some time and removing
them now would not only be almost impossible, but would
create anewsetof funding problems.

Moreover, as the educationalist Professor David Buck-
ingham, who is leading the review, points out, children are
lymanipulatedinnocents thatsome would have
us believe, Far better to accept the realities of the situation
and devise a clear set of proposals for managing the rela-
tionship between education and the businesssector.

The most important thing is to strike a balance. What's
needed above all is a system under which the commercial
opportunities offered to schools are carefully serutinised
before they are allowed to proceed. It's in the interests of
nobody - marketers, teachers or children — that there is a
majorouteryifaschool accepts aninappropriate tie-up.

Brand nostalgiais making acomeback

What are we to make of Nestlé's relaunch of its Drifter
brand, Cadbury’s reintroduction of the Wispa bar and the
move by Mars to relaunch Starburst as Opal Fruils as a
three-month limited edition?

Perhaps the fact that they begin to bear out what the mar-
keting prophets have been forecasting - that an ageing
population will give well-established brands unprecedent-
edlevels of loyalty, but that new products will find it harder
tosucceed inamarketincreasingly resistant tochange.
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Any agency which feels it can
simply use its already developed
expertise totake aconcept forward
and create a compelling brand is
not only missing the point of green
and ethical marketing, it is poten-
tially leading clients down a dan-
gerouspath,

If branding expertise was all

Exon..

there was to green and ethical
specialist work, then presumably
we wouldn't be seeing so many
large advertisers falling foul of
the Advertising Standards Author-
ity's guidelines for misleading
consumers withcampaigns created
by mainstream agenc

To think green and ethical agen-
cies are out there to “green-up”™
above-the-line campaigns is to

-questioned the future of specialists after being handed M&S brief

miss a trick. Our great skill is to act
asa“greenwash filter” formarket-
ers and for mainstream agencies
‘who may lack the background, re-
search, contacts and - most impor-
tantly - the perspective to assess
andsellagreenorethical benefit of
aproduct orservice.

Tyler Moorehead

Director

Satellite-The GreenAgency

Rankin's Dove pictures
did capture real women

Deareditor,

;\fl‘.rru:c:ng my picture nUmMerous
ce the launch of the Dove
I ¢ in 2004, 1 thought it
was time to hear things from the
horse's mouth,

Reading Campaign on 16 May,
the article on page 16, “Unilever
denies Dove airbrushing allega-
1io: as slightly misleading. The
picture used was from the launchof
the original firming lotion cam-
paign, which was shot by Rankin,
not Annie Leibovitz

So, are the allegations of ai
brushing against that ad or in the
ad that Leibovitzshot?

1 can assure you that I'm very fa-
miliar with my own body, and
ing mysell super-sized on the side
of a double-decker London bus,
1 have analysed the pictures many
timesand I ean confirm that the im-
agesof the girlsin that particular ad
werenot retouched orairbrushed.

None of us are perfect, we are
Just normal girls with damn good
skin and who happen to be very
photogenic. Women relate to us
because of our sizes, heights and
complexions. We are curvaceous
and, most impnrlnnlll\'.n;\luml. We
arereal women!

1 l|0 not see any ulu.r'm{m with

be adjusted, lcani imagine it coul
only have been very, very sligh
for professional reasons and cer
tainly nothing major or noticeable.|
Any doubters are welcome to
come and visit me at 750mph and
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see for themsel

Syleste Ha.rurcam

(the one with the afro}
Producer/studio manager
T5imph

Was Fallon thinking of
our Party Poker work?

Deareditor,

We really liked Fallon's “brilliant
for everyone” campaign for Free-
sal, which featured in The Work
section on 16 May.

We liked it almost as much as
when we did it for Party Poker two
yearsago.

§. ipar}._\. A Smithand M Partridge

Dear editor,
The nature of the end of Delaney
Lund Knox Warren & Partners’
earn-out from its sale to Creston is
further proof thatitis perfectly pos-
sible to manage the acquisition and
subsequent integration process
without threatening the continuing
health of the acquired busine
Like mukinbnrnku the successyg

lity of its own beyond
[ its founders. This model
ymitigatesrisk for the buyer,
he majority of agency founders
are not looking for a quick exit and
a fast buck when they sell. To be
seen as successful through having
built a business with passion and
energy that is taken seriously by
clients and peers is a massive di
er, as many acquired companies
such as DLKW demonstrate.
Creston's Don Elgieunderstands
what motivates the entrepreneurs
behind agencies. He represents a
buyer who provides almost paren-
tal support without interfering.
The success of a smaller group

ma ringt ment consultancy Con
lies in askillin mmmunqprospt
tive vendors that th

the combined entity. The
dired party can feel they arg

14




