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Campaign of the Year:

Hewlett-Packard

Goodby’s digital-photo
ads are picture-perfect

BY MAE ANDERSON
PHOTOGRAPH BY GERRY GROPP

n late 2003, Goodby, Silverstein & Part-
ners created “You,” an emotional
paean to digital photography for
Hewlett-Packard in which pieces of
images freeze on screen and become float-
ing still pictures, all to the soundtrack of
the Cure’s hit song “Pictures of You.” Last
year, the challenge was to create a cam-
paign not only about taking pictures but
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about printing them as well.

Thinking about that brief one day last
spring, French director Francois Vogel sat
down at his desk and mocked up a test ad. He
blasted the upbeat 1968 Kinks song “Picture
Book,” which Goodby had already decided it
wanted as an anthem, set up a camera and
shot himself putting empty frames around
his head and neck. Then, using Adobe After
Effects and proprietary software he wrote
himself, Vogel transformed the video to make
it seem as though he were creating still hard-
copy photos out of thin air.

Vogel—who had directed the earlier
“You,” his first commercial job after doing a
number of short films in France—was still
bidding for the job at the time. But that test
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sold the creative team on him immediately.
In fact, they reshot the test he did as a stand-
alone commercial called “Francois.”

Prior to the test, the creatives at the San
Francisco agency, including creative director
Rich Silverstein, cd/art director John Norman
and cd/copywriter Steve Simpson, already
had a pretty good idea of what they wanted:
a spot that started and ended in the same
place and used the “Picture Book” song. They
had even put together an elaborate book full
of copy lines, visual references and a possible
flow for the ad. “We had a lot of structure
already,” says agency executive producer Josh
Reynolds. “Francois actually figured out how
to bring visual magic to structure, so we knew
right then that was it.”

Once Vogel was on board, the next step
was to figure out a location to shoot the ads.
“HP is such a global brand, we try to avoid
doing anything specific to any country or any
ethnicity,” says Reynolds. “We try to find real-
ly interesting locations anywhere, but also
[ones that] have not been overshot.” Stock-
holm was chosen because of its long hours of
“beautiful light” and its reasonably priced tal-
ent, Reynolds says.

During the six-day shoot in June, Vogel
would shoot video of the next day’s scenes
each night, then stay up until the wee hours
making tests to show the creatives in the
morning. “Phillip Detchmendy [managing
director of Tool, which reps Vogel in the U.S.]
had a great quote about Francois,” Reynolds
says. “We were meeting, and Francois opened
his computer, and Phillip looked at me and

said, ‘It’s always exciting when he opens up
his computer.” ”

The resulting campaign, which began
rolling out in September, consists of three
spots. “Picture Book,” in 30~ and 60-second
versions, shows scenes in Stockholm where
parts of the screen suddenly freeze and
become still pictures. One scene features two
lines of people who trade empty white frames
and hold them up in front of their faces—
and the frames then become portraits of the
people. “Relay” shows people handing off a
white frame which captures each scene and
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PHOTO FINISH: The spots—Relay, ‘Francois’ and ‘Picture Book'—all use the same Kinks song and a technique developed by Francois Vogel that seems to capture moving pictures as photos.
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morphs between still and moving pictures.
And the aforementioned “Francois” shows
Vogel himself seeming to snatch pictures of
himself out of the air. All of the spots share
the song “Picture Book.”

Spending was undisclosed. HP spent about
$60 million in measured media on its digital-
photography products from January through
November 2004, and about $260 million over-
all on U.S. advertising in the same period,
according to Nielsen Monitor-Plus.

Post-production took 12 weeks. Hal
Honigsberg of editorial house Chrome in
Santa Monica, Calif., and a special-effects
expert from Zoic Studios in Los Angeles were
on set to make sure they had everything they
needed. The trick during post-production
was to make the still frames “look like a real
photograph, a good photograph,” Simpson
says. “That’s really time consuming.”

In the end, the effort paid off. Both the cre-
atives and the client say the feedback they've
gotten from consumers has been greater than
with any ad they’ve done before. “People
from all ages really respond to it. That’s been
the biggest surprise for me,” says Norman.
“From my [8-year-old] daughter’s friends to
people that are elderly, they all know the
spots, they’re all pretty excited about it when
they talk about it. We didn’t expect that.”

“We put all the responses we’ve gotten
into a PowerPoint presentation, and it was
117 pages,” says Maggie McCue, worldwide
consumer advertising manager for digital
photography at HP, which is based in Palo
Alto, Calif. “People just sent them in saying,
‘I'love this commercial,” ‘Give that person a
raise’ and ‘I wasn’t going to buy a camera,
butI did after seeing the commercial.” ... It’s
an honor you guys are acknowledging the
campaign, butit’s sweeter to know customers
[are responding like this]. It feels like we 're
on the next track.”

Vogel will also direct the next round of
the digital-photography campaign. It begins
shooting this month.

Go to www.Adweek.com to see a list of all the
Best Spots of the Year with creative credits.

Facts & Figures

familiar face in our Best Spots of the

Year lists, but the last time it took
home the Best Spots Campaign of the
Year honor was more than 10 years ago,
in 1994, for the California Milk Processor
Board’s “Got milk?” effort. Using the
theme of milk deprivation, the work
included “Heaven,” with a dead busi-
nessman who realizes he’s in hell when
he finds no milk to go with his cookies;

G oodby, Silverstein & Partners is a
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Best of the Rest in 2004

than 2,000 commercials to name the

Best Spots of the Year and the Best
Spots Campaign of the Year: Goodby, Sil-
verstein & Partners’ “Picture Book” effort
for Hewlett-Packard. After reviewing the
monthly selections we made throughout
the year, as well as additional submissions
to make sure we didn’t miss anything, we
selected the spots that provided a clear
message in engaging, memorable execu-
tions and felt most right for the brands
and products they advertised. Taken into
consideration were each spot’s creativity,
originality, production values and degree
of difficulty within its competitive set.

Crispin Porter + Bogusky’s droll “Lunch
Break” campaign for Burger King proved
a close competitor, but in the end, HP’s
achievement—making a technology com-
pany and its product friendly and acces-
sible to a mass audience—was deemed to
be greater. (Plus, the spots were fun to
watch even on repeated viewings.)

The Burger King spots, directed by
Martin Granger of Moxie Pictures, intro-
duced a group of office workers who,
among other things, compete over their
lunch orders. Office themes were rampant
last year, but this series of cubicle come-
dy, which continues with new executions

l ast year, Adweek editors reviewed more

this year, has managed to create charac-
ters who, despite their oddball antics
(or maybe because of them), feel famil-
iar and almost always funny. (We didn’t
really appreciate the recent Omarosa
entry, but maybe the best of that new boss
isyet to come.) And even though most of
the lunch buddies seem to be firstjob-
bers, the office dynamics the spots delve
into are universal. Competition, crushes,
brown-nosing—they’ve all been addressed
in sitcom-style spots that always keep the
product front and center. The casting
and dialogue are superb, and the spots
also seem to spark stomach rumbling, so
CP+B must be doing something right.

Another praiseworthy campaign was
TBWA and 180’s “Impossible is nothing”
work for Adidas. The multifaceted effort
included quiet spots like “Plastic Football,”
which showed a boy creating a soccer ball
out of plastic bags, as well as technologi-
cally complex productions like “Laila,”
which matched old and new footage to
present a boxing match between Muham-
mad Ali and his daughter Laila, and
“Carry,” which used in-camera and digi-
tal effects to show Kevin Garnett carrying
a throng of people on his shoulders to
the tune of “He’s Got the Whole World
in His Hands.” —ELEFTHERIA PARPIS

THE CLOSEST RIVALS: In an Adidas spot, a boy shows that “Impossible is nothing” by crafting a soccer ball out
of plastic bags. Co-workers mingle in a comedy of sitcom proportions in Burger King's “Lunch Mates” campaign.

“Diner,” with a customer who refills his
counter-mate’s milk glass with water after
helping himself; and “Vending Machine,”
with a priest attacking a vending machine
when it doesn’t give him milk.

Adweek began naming a Best Spots Cam-
paign of the Year in 1991. Only three agen-
cies have earned the honor more than
once: Wieden + Kennedy in Portland,
Ore., for Nike, in 1998 and 2001; BBDO’s
Los Angeles office in 1993 for Apple and
its New York office in 1996 for Snickers;
and Arnold in Boston, for Volkswagen in
1999 and for American Legacy (done with

Crispin Porter + Bogusky) in 2000.

In addition to Campaign of the Year,
Goodby has six more ads on the Best Spots
of the Year list—for Budweiser, California
Milk Processor Board, eBay, Emerald Nuts,
HP and Saturn. Other multiple agency
showings include: BBDO, with six spots
from New York, for Aquafina, Guinness,
Mountain Dew, FedEx and FedEx Kinko’s,
and one out of Chicago, for Juicy Fruit;
and TBWA, with seven spots from 180/
TBWA and TBWA\Chiat\Day in San Fran-
cisco and Los Angeles, for Adidas, Apple,
Nextel and Pedigree. —£p.
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