Public relations Lions made their
debut an the il Cannes festival
this year. Juwy member Prema Sagar
writes abour the key message _,l'}*-':':i-i the
winning Campaigns and what it
mgans for the future of the
communications business

Cannes'you see the change?

hange is opportunity. Are
o, grabbing 1t?

This was much more than just a
thame at [h= Cannas Jl["fﬂ&[i"‘ﬂal
Advertising Festival last weele I
was an eve-openst and living pr"c-'
that every time we blink, the world
moves forward a faw more inches.

Invited to be 2 member of the jury
for the maugural PR. Lions, I had
zszumed that I was part of the
“changs" in an advertising festival
that had finally racognized the
increasing importance of public
rzlations in the communications mix.

However, [ came away amazed af
the changing seas of knowladge
through which I swam over the past
few days.

The strangest part about the chan-
g is that rather than get more compl-
2%, it is actually chasing simplicity.

Within the PR lions jury, for
instance, which was drawn from 13
countries, we were challenged by the
diverzity of campaiens and the geogr-
aphies they represented. We
overcame it bv sezking a simpls idea
that was well exacuted to influence
change.

I Toved turning stodent apain as I
zpaked in*the r,an'.'m. with which
[ was surroundad.

The most astounding instance of
PD“ arful simplicity was _-"-_u«tralia's

The Best Job in the World".
sinple-mindad 1daa deliversd
brifliantly to catch the imagination of
tha world and deliver measurable
results. It rightly won the Grand Prix
and zlzo baEEa:l the PR. lien for the
Travel, Tourism and Leisure sector as
well 2z the PR lion for the Bazt uze
of the Internst, Dipital Media and
Social Media.

And if that wasz not enough, it
also bageed the Direct Grand Prix as
well as the Cyber lions Grand Prix in
the Webszite and Interactive
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1gns category.
t of the 400-plus =nm33 that
were shortlisted down te 30-plus, [hﬁ
E PR lion= were ama.t:i d to a total of
13 campaigns {not counting the hi==
won by the Best Job in th=- World}
aCr0ss “the various categories. _ha:a
cluded Australis’s "Earth Hour":
Japan's "Yuban Resort” and "Love
Dl*[a.ﬂ" : Lebanon's "Khede Kasra';
E Portugal's "World's First Ephemeral
Muszeum” and ' 5'=111.t1IT Eap.,". Switz-
erland’s "Zunch's Emnlr Suld Costa
Rica's "Bring Back Peac Erazﬂ %
"One Thousand Cas 1::11.1':‘1:3n -UK's
"Beantiful Game" and "Pig's are Wor-
th It": and USA's "Honev_ Let's Lick
[h= Problem," "Guinnezs Rally "
"The Great Schlep” and "Profecting
Futurss".

Interestingly. a number of entries
for the PR I_mn'E camz from ad
agencies — if was their "idea” to use
public relations to deliver their
messags!

Ten entriss were submitted from
India. Althoush none of them could
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Cavid Jones at the launch

~ of the campaign 'Tic, TIC,

Tic, Time for Climate

Justice’ on eiimjte change

bag a PE. Lion this year, [ have no
doubt this will chanpe in the coming
vears as the tug of the Lions fills 2
vital aspiration gap for 2 well-recog-
nised international award platform.

Are we grabbing it?

S0 let's go beyond my jury duty. The
festival pave me a super chance to
listen to s S0ME SUPST eXpErts at some
super sessions. Thers was so much to
learn from gants nmh 3z Sfzve

Ballmer &f?-.ii-:m&c"t Enc Schmidt of

Google, Biz Stone of Twitter and
David Plouffe of Campaien Manager,
who opened the doors to
understanding the power of
"grazsroots” communication.
Fernando V BEa Olmos, Creative
Chairman at JTWT gaVE 2 :i=1LEh[‘:L11
talk on "Dother [Lns.ts. — hc w to
create an opportunity out of a crisis.
Kofi Annan, former UN Secratary
General. delivered a sincers mess ags
on climate change. He was :u}ll:mﬂd
by David Jones, Global CEO, Havas
Wotldwide presenting his Tic Tic Tic

rooramme and thereafire Bob
sldof, humanitarian, pop star and
busztneszman, who recetved a
standing ovation for his emetional
‘_‘.-'E[ factual plea on the same subject.
Az the days passed it became
increazingly clear, that thers was no
zscaping the digital tzunami. As
Ashwani Singla wrote in his
Posteard from Cannes on hus blog
{(www.reputare in), digitise or die.
The PriceWaterhouseCoopers
media and entertamnment cutlook
survey discerned three trends that
were driving thiz change:

Digital Migration:

Therz ar=2 mors "connsctad”
conzumer: than sver befors and

growing. Hard to imapine but true,

thh Intarnet has already overtaken
'-. "'."'I_"-‘-"."i. EI'“-

Digital Acceleration:

Using internet iz simply cheaper than
'uﬂﬁummrr traditional media. It iz,
therzfors, 1::91=1.at1.t1|z simply bhau
sz it pr ovidez more value for motey!

Digital Transformation:

New business models are emerping
and are likely to outrun the
traditional business model. For
inatance, the rezearch data indicated
that consumers are happy to watch
commercials for free content 2z long
as they are targeted to them and
valuable to them.

So, if I were to look into the
crvstal ball, what "Cannes” [ see7 I m
zee the emergence of 2 robust
marketing and communications
Industry. Advertising, public
rzlations, prometions, sutdoor,
dirital, and zo on will morph into this
industry. Whoever wins the "idea”
will win the buziness and uze all or
maost of the elements of the industry.
The tools could include gaming,
causes, publishing, anything that
captures the target audiznee.

Or. as I would like to say, changs
iz an opportunity and I am erabbing
it

The writer iz Principal &
Founder. (Genesis Burson
Marstelisr



