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Where are the advertising
'classics’ of 20087 & u e

I can remember my father
talking with nostalgia about ‘the
good old days’ and thinking what
was 50 good about living through
the depression where being with-
out a job meant slow starvation
or fighting with the RAF in World
War Il where the average life ex-
pectancy for a 23-year old pilot
was six weeks, But it does seem to
be a habit of the older generation
to hark back to better times,

Those of you who know me personally,
hopetully can vouch that this is not some-
thing 1 often do. Of course sunsets are not as
bright because of air pollution and food
does’t taste so good because it is not fresh
nor organically grown. Maybe the fact that
even young people pay money to listen to
geriatric rtock bands attests to the fact that
the best modern music was written and re-
corded 40 or even 50 years ago,

However, [ can put my hand on my heart
andl say Singapore has gotten better and bet-
ter over the last thirty years that | have worked
here, Would [ want to go back to the days
when the only restaurants of limited cuisine
were in major hotels and when theatre pro-
duction centred on the ex-pats running the
Stage Club?

But a conversation with a friend got me
thinking the other day. 1 mentioned the new
Coca-Cola advertisement to a lady in her thir-
ties who said the only Coke commercial she
can remember featured the group of voung
people on a hillside holding candles and sing-
ing: ‘I'd like to teach the world sing.

As | pondered [ started to think about
the ads designed by Helmet Krone for
Volkswagen in the 19605 and realised 1 could
not remember a single ad from the marque
produced subsequently.

This led me to ask my Singaporean friend
about the ads she remembered. Her eves lit
up as she recalled the Ribena commercial with
the little girl asking her playmate if she could
share his drink. “Yes, but not too much’ was
his reply which soon became a catchphrase,

This conversation led me onto the ad busi-
ness here on this island. Are we still producing
memorable campaigns? StarHub has resur-
rected Sparky the dog created by Batey Ads
years earlier to give a lifi to their new campaign.

Certainly, the current 5IA ads are nowhere
near the internationally recognised and ac-
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claimed advertisements created by lan
Batey's agency in the mid to late 70s.

Gardenia bread shot to the number
one brand on catchy jingles and a line
that even today is identified with it - "5o
good vou can even eat it on its own.

Has the line ‘It's marvellous what
Milo can do’ and the sports images as-
sociated with the brand even been bet-
tered by Mestlé Singapore?

Chiat of the hundreds of commer-
cials produced locally for McDonald’s
is there any one that is remembered more
fondly than the young boy after being taken
to the fast food outlet who says “Tomorrow,
also come, you know?

Despite all the years and promaotions, has
DBS ever come up with a campaign that beats
*Closer to vou' for making Singapore custom-
ers feel warm towards the bank. Has there
been a store campaign recently as memorable
as “Metro lights up your Christmas™

With the recent Singapore Outdoor Ad-
vertising Awards just over, can anyone recall
a taxi advertisement as outstanding as the ane
created in 1999 for Thomson washing ma-
chines where actual clothes in a transparent
panel on the taxi top were being washed by
water with the movement of the vehicle?

The recent commercial from Allswell
drinks, which admittedly made my skin
crawl at first, has been nicely developed in
the follow-up TV commercial and this might
have the makings of a classic campaign if they
can continue to keep it alive,

In the first commercial, the girl says,
“Because [ love you” to the goofy boy and
this line is repeated, this time by the waiter,
in the second commercial.

However, we need 1o ask ourselves why,
on the whaole, is the advertising we now pro-
duce so forgettable?

Advertising is on the front line in the
battle to secure a brand in the brain so can
we afford to keep producing work that is so
forgettable and so emotionally detached from
our customers?

Were the memaorable ads few and far be-
tween even in the ‘good old days? Or can we
not recognise the classics of today as they are
oo close to us in time?

[ inwvite anyone who wants to defend cur-
rent advertising or comment on this column
to write a letter or produce the column for
the next issue.
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