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Having visual impact is a relatively simple task — place a tightly cropped
photograph smack in the center of a layout, or use brilliant colors or

unusual printing techniques. "Hit-people-over-the-head" type impact,
however, does not readily linger on people's minds or inspire people to
mention it to others. Impact that goes that far has "something else".

Impact is of course integral to the role of advertising — it is

inescapable. But communicating is what it is really all about. Advertising
that leaves an imprint on hearts and minds must "clearly communicate" that
it is "like nothing before". That calculated quality increases the freshness

of common messages, and has the power to keep people interested in things
that have reached stereotypical proportions.

'Impactive ads' seem to have a character that dwells within ... perhaps the
character of the art director him/herself. The messages and atmosphere that

emerge from such ads make people react and remember.

If you want to do more than "hit people over the heads", you must be
attentive to finding something "like never before", breaking with
precedence, and conveying a clear message. Only ads that achieve all this

stimulate the eye and mind, and become "impactive ads".

Art Director Yuji Tokuda
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meieol HARVEY NICHOLS

e et HARYEY MICHOLS

7723 | Fashion

7=

Oh Shit

AFFEANL—b
(NI A=bEANAYPEPTTINT,
Aoy b BEEET I8 O B hk)

Nice Helmut

Wk
Bitch

24T
Gross

AX K> OE#R T /Y—b, Harvey Nichols
THEShAE[N—E—2alLZADEE |+
PLN=LTlk, FEEVNOBNZVID
AWl=bhBE, BLeKIEEBET,
FryaREICh Dok AR ERELT
WET,

'The Life of Harvey Nichols' campaign
featured two foul-mouthed knitted dolls
representing fashion victims sparking
racognition of oneself or others.

Harvey Nichols
F7wialE )l Fashion Building

5% Magazine Advertisement
2000 England

CD, AD: Markus Bjurman / Cecilia Dufils
P: Johan Fowelin DF, SB: Mother, London
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LOVE is a disease we all want fo catch.
Walk up to strangers on the streef and
sneeze love germs in their face. Then simply
wait for their loye to hit you right back,










FOOTWEAR I7 §

srova- | Fashion

MmEEHEILELLD.
I'll give you satisfaction

1% Diesel oHIRHEVALET,
Passion is now sponsored by Diesel

% Diesel oIV LET
Dreams are now sponsored by Diesel

% Diesel SSIRMHLVELES.
Love is now sponsored by Diesel

BEIRRE Diesel SR HOVELET
Innocence is now sponsored by Diesel

E B % Diesel »SER W ELET
Freedom is now sponsored by Diesel

M % Diesel PHUMRH W ELET
Excitement is now sponsored by
Diesel

‘HF% Diesel SR HWELET
Adventure is now sponsored by Diesel

iME% Diesel HoilfE L ELET

Satisfaction is now sponsored by
Diesel

FruiaT 5K DieselDE L — XM —7I3ER.
FH N FH e TIE—DOFF LR Fr—E LB
CEEEEERHELET,

The Happiness campaign features Donald Diesel, the

Diesel mascot, and lots of emotions such as
happiness and love that are now sponsored by Diesel.

Diesel

F il dl Apparel

HFE/LE Magazine Advertisement 2002
Meatherlands

AD: Karen Heuter ! Krista Rozema P: Carl-Johan Paulin
CW: Dave Bell / Dominigue Leshbirel

DF, SB: KesselsKramer

78
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BENLRATyT
Dress up your eyes

BEFLRATyTEEBREN, La—-LEFETHRTVEZE
ERUAD &R VERCHAENBLINCRELELE,

This surrealistic approach shows the eye as a
manifestation of nudity

without vulgarity, and is intended to provoke the reaction
of "Dress it".

Mikli
TFAIzF A=H— Eyswear Manufacture
FRFE{EsEf7R A 4 — Promotional Poster 2002 France

AD: Sthane Richard P; Cleo Sullivan
CW: Pierre-Dominigue Burgaud SB: devarrieuxvillaret

19






CARLA

ruiar J Fasn-']"

H—5OWE. MoT5?
Do you know Carla's secret?

FhidH. BB EAEZEY H-TH -
Carla's secret is her shoes - no matter what she is doing...

Carla F

#ERTE Shoe Store

fRFEiBE AR A 5 — EFLE

Promotional Poster / Magazine Advertisement 2002 Denmark

CD, AD, CW: Jakob Blom D: Jens Thomsen P: Henrik Bllow
Paintbox: Christian Vang / Werkstette SB: Bates Copenhagen

21
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COLSCHEOSFERIRALLEZEEHY)EEA
No woman's body has been exploited
for this ad.

Eram

#iiEt Shoes Store

R Billboard 2001 France

AD: Stephane Richard P: John Akehurst CW: Pierre-Dominique Burgaud
DF, 58: devarrizuxvillarat

23
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NI A T = Frun=l
The-hats-in-the-city-campaign

NI AR R E A ERR L NS LR FEOFR 24—, BFF 41
F—.Fiona Bennett@ A )4 U5y a0~

The traditional style of Berlin posters was used for a small hat shop to
show the originality of the hat designer Fiona Bennett.

Fiona Bennett
TEF #—3— Hatmaker
[5451 Poster Pillar 2000 Germany

CD, CW: Marco Fusz CD: Meik Heindorl P: Matthias Koslik CW: Martin
Pross DF, SB: Scholz & Friends Berlin

25
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Wind, please.
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allegri allegri

BaH
Wind, please

DISMI 92 S.p.A. ALLEGRI

FLIL Apparel

%gﬁ * %JirrﬂJA = /
= NEWSPEPEI Advertisement I\l"lagazme Advertisement 2002 Ita 'y

CD: Maurizio Sala / Michele Mariani AD: Paola Balestreri
CW: Bonia Cosentina P: Marino Parisotto SB: Armando Testa




For H,0 lovers.,
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For H,0 lovars, For H,0 lavers,

allegri allegri

H20Z 1= D =iz
For H20 Lovers.

For H,0 lavers,

DISMI 92 S.p.A. ALLEGRI

alle g ri FISL Apparel
RERE - BT IR S
Newspaper Advertisement / Magazine Advertisement 2001 Italy

CD: Maurizio Sala / Michele Mariani AD: Paola Balestreri
P: Brigitte Niedermair CW: Sonia Cosentino SB: Armando Testa
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FOR SUCCESSFUL LIVING

SAVE YOURSELF / YOGA
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DIESEL

FOR SUCCESSFUL LIVING

SAVE
YOURSELF /
DRINK URINE

Helen Pickering, bom 189¢

DIESEL

FOR SUCCESSFUL LIVING

DIESEL

FOR SUCCESSFUL LIVING

SAVE YOURSELF /

BC@EN  DONTWORK

y Fenshaw, bom 1876 Sherloc

SAVE YOURSELF / %

ACUPUNCTURE

31
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wawicllesel.com I

SAVE YOURSELF / YOGA

uuuuuuuuuuuuuuuu

SAVE YOURSELF /
[INHALE OXYGEN

d & James Kimble, bom 1892
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DIESEL

FORSUCCESSFUL LIVING

DIESEL

FOR BUCCESSFUL LIVING

SAVE YOURSELF /

ACUPUNCTURE

SAVE YOURSELF /

BLOOD TRANSFUSICH

Claudia Hughes, tom 1895

SAVE YOURSELF /

BLOCD TRANSFUSION

FOR SUCCESSFUL LIVING

Diesel FEIhT 545 &%

Diesel for successful living
EEMETry a7 T Diesel IC£3[FGEIDEL Frm—2,
KEOBESEFICANBBREBNILTOET,

The Save Yourself campaign for Diesel SPA shows all sorts of
methods to achieve eternal youth.

Diesel
TSV Apparel
HiztInt Magazine Advertisement 2002 Netherlands

AD: Erik Kessels / Karen Heuter P: Jean-Pierre Khazem CW: Dave Bell
DF, SB: Kessels Kramer
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BWHEYa~Z, b=f  IF - NR Ty I ARV IO-LDF T L—X Y DY ANL L D= IR EANO~TF~ar ERELLET, (MEBELTIALLY)
The brawny Total Air Bus Max shoe stabilizes Jerome during off season suspension work and tire rotation.
(What are you getting ready for ?)

T2 TFLyii, HAKOSE=DOERLIT /= Edofcla=X, b=8I - ITF7 - vy A AEOR AL GERERELE, (MEBHELTIALELT)
Mark Allen finds the flexible, three pressure Air-Sole unit in the Total Air Max shoe to be a source and nurturing.
(What are you getting ready for ?)

EWVIET BEE2E2R_AEL1—X, I7 ' FRI15 /M, PUFLOBRBAOBBERGETET, (W% BELTEALLT)
The low-to-the ground, ankle-embracing Air Assailant shoe helps Andre react with lightning speed and
dexterity. (What are you getting ready for ?)

Lo eE A3, BXha—Z, b=4 IF - 74—LRSyb TydRIE, T4 Frhr DR, 77— bOBATERENLTL—ERBLET,
(F1&B{ELTBALL?)

The supportive, sturdy Total Air Foamposite Max shoe aids 7'0" ambidextrous explosions like Tim Duncan,
{(What are you getting ready for ?)

FRUR LAT—, FFY a7y bO B DL SR BEFTBOBAE. b—5)0 - IF7 -EF-ORMTT, (% BELTIAEN?)
The hypnotic attack and inescapable strength of US wrestler Cary Kolat are not unlike the qualities found in his
shoe. The Total Air Pillar. (What are you getting ready for ?)

The Bus (= B ¥xA—L NF 12, ERDHDS bZ1TRY-bDT—7- Tl AECNCEREESRITTAFL PH L,
BOAKRERDEET L F P HZFERZDBEROT T TF0h, EFRICEALELLE,

Jerome Bettis, the Bus. Triathlete Mark Allen, an iron man legend. Andre Agassiz, a freaking tornado. Tim Duncan, a mighty oak. Cary Kolat, the crab.

Nike

F i) Apparel

Y5254 Magazine Advertisement 1999 USA

CD: Hal Curlis AD, D: Tim Hanrahan P: Christian Witkin CW: Jonathan Cnde SB: Wieden + Kennedy, Portland

35
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Hanssuku

FloverTisemeny
Flronirecrune

Froiecy

Haap Harajuku [RERE7 O 17k

Haap Harajuku Advertisement
Architecture Project

Truiald SRR 0200 OUZi—-TFIiiHENERICE FE*a

—TWIZ T o T ay T ERETCT, TOBRET ORI EREO S
EUaFIACRA v N—2T T,

The building process of OZ0C's red cubic flagship store in Harajuku
forms the primary visuals in the fashion brand's renewal campaign.

(#&)7—Jr WORLD CO., LTD

2w Fashion Relailer

SR A5 —, B - MRS

Announcement Poster / Newspaper Advertisement
Magazine Advertisement 2002 Japan

CD, AD, SB: {£8 A[4#0 Kashiwa Sato CD: £H B Taku Tada
D: 8 =4 voshiki Okuse P: &)1 12 Satoshi Minakawa
| DF: # a5 4 Samurai Architect: ik {51 Nobuo Araki

37
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lalforet Grand Bazar 7/@;@9@'

™

F7F=LT iA1=
Laforet Good-Bye Bazar

[LDBENHELALELr ALY AFIZAZ S8 EMLybN—/3=T
DNEL EEARBLTHAOTETET L ALY AR SBEL S,
BEEESBLET O av T T ATL1DO LI,

"More generously than usual, take it hand over fist." Feelings

expressed with toilet paper. So much to choose from, you'll vacillate
amang the many.The photo is only for display.

>74—L &7 Laforet Harajuku

Z7wia-Ell Fashion Building

EHMAFAZ— Announcement Poster 2001 Japan

CD, AD: fEHE 4£5] Yuji Tokuda D: #8585 —# Kazuki Nabeshima

P: i} 407 Hatsuhiko Okada CW: /Jv#% ffi— Shinichi Kebayashi
DF: z2TF TAKI-KOBO SB: (#:)%3# Dentsu Inc.

2772 | Fashion

S74=L K Y=
Laforet Grand Bazar

[Baiz EEHEEVESIBED, FATHRIFER 7 via, ko
ShEW|ZALRDEEAMEEF—ZICRBALELE, 2225 A H
LA Lo EiEE . S 74— L= TESF,

"The state of housing in Japan is abominable, despite which we can't
kick the fashion habit." That spirit expressed as an apartment

complex: if things are sticking out of your drawers, satisfy your worldly
desires with a Laforet bargain.

>7+—L 1 Laforet Harajuku

ZruwigaE Il Fashion Building

EHIHR 24— Announcement Poster 2002 Japan

CD, AD: fH #47) Yuji Tokuda D: 5 —# Kazuki Nabeshima
P: [EHE #)E Hatsuhiko Okada CW: <J\b 48— Shinichi Kobayashi
DF: 7-#LE TAKI-KOBO SB: (#%)Ei@ Dentsu Inc.
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Studio

La TV del cinema da chi fa cinema [DINGEEEI.

www,studiouniversal.it




da chi fa ci

La TV del cinema da chi fa cinema

i

Studio

[E—— sl il

UNIVER

gl | Fasni]“

T UM I VERS.

AT
Plasters

FVEERELVRBEER AR T S A—E—F v 2R,
HigHhasrHoni VI /NA—H A4V FNMEOHAERLTLS,

The concept of a movie channel preventing sleep with so many
irresistible films suggests that the viewer cannot stop watching
Universal Studio’s films,

Studio Universal Networks ltalia
FL-E &/ TV Broadoast Station
#EELY Magazine Advertisement 2000 laly

CD, AD: Gianpietro Vigorelli P: Pier Paolo Ferrari CW: Pino Rozzi
SE: O'ADDA, LORENZINI, VIGORELLI, EBDO

41
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ettt

FRANCESCOBIASIA FRANCESCOPIA?!

HANDBAGS AND GS

vRE
Mannequin
RO TPy oa-T— T3 A ElErBAILEEEL:,

The strategy focuses on glorifying and celebrating the fashion theme
of the product.

Francesco BIASIA
! TS5 F Bags Brand
FRANCESCOBIASIA #EEIRE Magazine Advertisement 2002 Italy

MIAHICIRINIG S CD, AD: Gianpietro Vigorelli P: llan Rubin CW: Pino Rozzi
SB: D'ADDA, LORENZINI, VIGORELLI, BEDO

L8 s
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)

bl 4 1 4 : o
LTI

CVOLUTION

¥ ¥ I

FrAF—, WHEs, Fi-OBHCOELET,
At last, you can confess to your urge for
Zips, studs and chains.

E/OIORAERB, & TESNBENEN BIEBShERTT,

The creative idea was to subtly play on the sexual aspects of the
subject.

Francesco BIASIA
Ny FZ2F Bags Brand
#EEEE Magazine Advertisement 2000 Italy

CD, AD: Gianpietro Vigorelli P; Conrad Goddly CW: Pino Rozzi
SB: D'ADDA, LORENZINI, VIGORELLI, BBDO

45



- Besser aussehen
fur 69,90 Mark.

Geht doch!




Besser aussehen fiir 69.90 Mark. Geht doch!

Besser aussehen fiir 79,90 Mark.

Geht doch!

Truia | Fashion

69,907 LI TEINIEDE R DI &5
Looking better for DM 69,90.

DB FFEERELTESEATICRASZINE S, Gortz DHELT
WhiEHyar 13 %,

People with a small upper body and huge lower body look strange,
but they look very good if wearing shoes from Gortz.

Ludwig Gortz GmbH
2lER5E Shoes Store
HEEI5%E Magazine Advertisement 2001 Germany

CD: Stephan Ganser / Hans-Jurgen Lewandowski AD: Dirk Haeusermann
D: Reiner Fiedler P: Axl Jansen CW: Nuria Pizan
SEB: Springer & Jacoby Werbung GmbH

47
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Laforel Grand Bazar!

Z0!
Cheap!

TruialTibEFEbhin [TV VST X EEEES S TR S LIEEALNN - RS,

Bargain sale advertising that attempts to use an expression rarely used in fashion outright — "cheap!"

Z7+—LE7E Laforet Harajuku

77 wia-EJl Fashion Building

BRFE{EEH R 24— Promotional Poster 1999 Japan

CD, AD, D, CW, SB: 7k %3 Katsunori Acki CD, CW, GG: #H —BR Ichiro Tanida
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FAY e B MRS, B T
PARCO Grand Bazar

BEDHTF MDA R TOELOTFNT S
H = LOEHERE-F s LL A
BUVEaTLRIA-JTT,

Imaged as if female tenants were

working away making Grand Bazaar
posters.

(#%)/93 PARCO CO,LTD.
F7wiea-E b Fashion Building
KRR H—

Announcement Poster 2002 Japan

CD, AD, SB: 4 A[F1 Kashiwa Salo
D3 %4 Yoshiki Okuse P: 3% %
Takeshi Kanou DF: #4744 SAMURAI
Neil Artist: 25k 7 -Yuko Otomao

slde Solde

~ i NS B, ~;, ~ il ~

1.2i»1138 24572458 1.21-1138 20800

%
Solde

BERCALPIEROICHITALC. o FT—0 7 SYDN—F A A2/ BE T3 /N 0F v 7ERBICLELA,

A parodic expression of people thronging a Landmark Plaza sale likened to a panic-stricken crowd rushing to an emergency exit.

Srkv—975% Landmark Plaza
Z7wia-E ) Fashion Building
BRic{EtE AR 22— Promotional Poster 2002 Japan

CD, D: ElMH &=4T Takayuki Soeda CD: #1F #— Koichi Murata D: fhak BT Yoko Nakamoto CW: #7K E= Keizo Matsuki
DF, SB: BIR 7 ~il{EAT SOEDA DESIGN FACTORY
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Aﬁ-"‘:\ ; l..l -

Natural Player. Natural Player,

ACCHIMNI

FFaTN TLAy—
Natural Player

HHEOIR—VERFE LA NI S NBIEE, TF- T8 E X
EBEVWTEROPTAF -V ETIHRTE 2L THEMICRELE
Lz,

Some highly impactful ads represent different sports with surreal and

striking images of natural sport environments featuring giant animal
motifs.

SANDYS-SERGIO TACCHINI

AF U P BIERRTE Spartswear Manufacture and Sales
ML - BRRRE

Newspaper Advertisement / Magazine Advertisement
2000/ 2001 Italy

CD, CW: Maurizio Sala CD, AD: Michele Mariani P: Mark Laita
Carla Miari Fulcis SB: Armando Testa
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AT PN~

The high performance fibre.

ANV E g TDAR A —THDIA—ALFUT D I— L7 —THOEHNF
Af—, T4—ILFOAN TERTINTETE A -ASUT DL F
ETHERBELELE,

As part of the Australian Waoclmark sponsorship of the Olympics,

outdoor posters were created symbolising the Australian sheep as a
national athlete on and off the field.

Woolmark
FREFREE Trademark Organization
EH#FK A4~ Outdoor Poster 2000 Australia

CD: Antony Shannon  AD, CW: Sarah Barlcay AD, CW: Teny Greenwood
P: Stuart Crossett Re-toucher: Stray Cat SB: Clemenger BBDO, Meloourne

53
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JAG

JAG clothing RS, 24 e FLHOECREELS(TH, HLehiz
REohaZeaB N ECRATVET,
The JAG clothing ads were designed to show young adults that you

can be fashionable without having to wear tight, uncomfortable
clothing.

JAG
=w 7 Fashion Retailer
MWEEIRE Magazine Advertisement 2000 Australia

CD, AD, CW: Michael Faudet CD, AD: Fiona Lemming AD: Katrina Bojec
F: Maontebetti Campball CW: Steve Sorec SB: DDB

55

.




56

.3

“For stockists visit www.

reebo

)

[ ] |
Dy

Qorssmen




Jruia | Fashion

HEOLDICEELT IS ESEELES?
And to think your feet do this for a living.
BEI3THLICHRTLS,

EABILHSEBESTHRBMU L,

Your feet are designed to do this.

No wonder they're so ugly.
BRVDOLEZAETHBTLADE,

The same thing happens to your feet.

EERDLICE{ZEIES T 73N AR TMI =Ky o004
TEOBEFY L EFRBLTLET,

The concept shows the strange distortion of feet when standing but
transferred to faces to illustrate the design of Reebok Contact shoes.

Reebok UK
FriLdL Apparel
HEEILYE Magazine Advertisement 2003 England

CD: Paul Weinberger AD, CW: Geoff Smith P: Ashtan Keiditsch
Typographer: Paul Cohen SB: LOWE







RN R ETE T nY

il WL, DELIE, ALY, K- BERUCRARE, LY /97,
Normally it gets wet. | don't get wet.
Natural leather that repels water and oil.

TyEMTERLARRBEELY /7, KEBUS, BAZEE R EEES,
RUEEIZ—FT M ALNTERLELETT,

Fluoride-coated natural leatherwear. Advertising that expresses the
product's water-repelling capacity as a form of empirical entertainment.

#4%>T#%(#%) Daikin Industries, Ltd.

1k Chemistry

RRSE{RERA K X2~ Promotional Poster 1997 Japan
CD: ## & Hiroshi Akal AD: %4& &l |kumichl Furuhashi
D: fiE [E® Masashi Harada / 5t& #21) Sayuri Motomi

P: @/&® —Hl Ichigo Sugawara CW: F% #-F Takako Nishiya
DF, SB: () 1§#= 4t Hakuhodo Inc. Kansai Office

(#%) O— K Lord Inc,
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HArHE%
Strong women

ELVERADOH AR CIENTHERE. BRT
HEKEELDPNRETVEDOE DL P LT,

The joys of having a beautiful musculature and of
swimming visuals that show the product,
swimsuits, clearly.

F4% Y82 NIKE JAPAN
BRFC{EMEMA AR A4~ Promotional Poster

CD, CW: {£F# &T Sumiko Sato

AD, SB: 57 E IH MNagi Noda

D: K E B—EF Keiichiro Oshima

! F Rieko Nakagawa P: Nadav Kander
DF: (|) & H > U — Uchu Country Co.,Ltd.
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HERLZZNAFBETT,

You need this.
FEHLELLID?

Shall | help you?

ESF, Hh1-DRTE,

Your medicine, please.

YOUR
MEDICINE,
PLEASE!

7 ZhirHENRETT,
/ This is your bible.
ER®PY—FoxyFEWIFRICHETWAO T, WL TLEVELE,
et bld, B2 EHEMT ORI ELTWAZAI0.11 57O 0
ETLELEZETY, MiEEDAICHERESTILET,
| was waiting for ER and Third Watch to come on TV when | heard the

news. | happened to be printing firemen at the time that the 9.11
terrorists attacks occurred—may the victims rest in peace.

HEP FIVE
J7wig-E )l Fashion Building
RFE{REMA R Z4— Promotional Poster 2002 Japan

CD, CW: K G1# Toshihiro Kiuchi CD: #h3F i Naoki Nakano
AD:E4  EZ Shoji Miyamoto / 41 [EF Atsuko Yasumura

HE? D: 7 3— Kenichi Mori / A7 1% Osamu Kukimoto
(7 P: #c % Shigeru Akimoto R % - 1) X k Stylist: &0 #F Yuko Taniguchi
1 = DF: AMEFEFEL &4 Osaka Yomiuri Advertising Agency,Inc.
e TR 2l i S DF, SB: () thEF [ & R Naoki Nakano Advertising Office

63
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RO, AWEDLEL,
The unfathomable woman's body.

B4 ZH, Ka—Lb, MBS, BLUOENVEN S GEILDE,
ZORDF R G EE  FECE ST, ZOEICHEHLLTFEEE-T
PFEEELLEELTLED, COVRATLELZDENATEERELELE,

Size, volume, location, all form transformations creating a different
woman's body. We measure the unfathomable body thoroughly, make
underwear that fits that body to a tee remodeling it into a beautiful
body. An expression of the wonders of this system and the woman's
body.

<3 (%) maruko
TiEOEERT Undergarment Manutacture and Sales
BRFE{RMEM R 2 24— Promotional Poster 2002 Japan

CD, CW: T2/ #F Yoko Takenouchi AD: B # A Yoshito Kubota
P: i3 ## Tamotsu Fujii $B: ¥ L3 (#%) maruko

65



TP G RIFREE A2 TH,

TEHD, 6 ARRBATT
Thus, June marks the seasonal change of clothing.

BELCEBORF Ir v ia - EB T2 AN EEREIOTTFEEr. BRETFHICCAGBITFELTVALIEE2Thalkh ok
TLed 2ADNERERB 2T EAEANY T Ir A FILET SN,

These two were most likely clad in the latest fashions of their day—who would have imagined that people would be dressed
like this hundreds of years later. There is something to be learned from the courage of these two—come on over to Hep Five. 1I

|
HEP FIVE '
FrwissE Il Fashion Building !
IR5E{R#EMA AKX 42— Promotional Poster 2002 Japan '

CD, CW: #<# &1 Toshihire Kiuchi CD: #EF 45 Maoki Nakano
AD: =3 [EZ Shoji Miyamoto / =4 [EF Atsuko Yasumura D: 75 #— Kenichi Mori P: 4 7 Shigeru Akimoto
DF: AFRGEFER S Osaka Yomiuri Advertising Agency,Inc. DF, SB: (%) sh#FE## L 55T Naoki Nakano Advertising Office

66
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6 Ak RBATT

June marks the seasonal change of clothing.

FHOZEDE WA GEWIE IS EENAEC LN ED DT VDD RFESTRAIERB STV ETRETA TP T3, L LESHC
HE/DBHECECAENTruiarREELTHET IO TREVDEB L. FoTHRB T, AR T—OERICENTT,

Since childhood, I've often been fooled by fried shrimp with thick batter. | had a dumb idea | thought I'd like use sometime... so in June,
when the retail market is sluggish, | thought I'd use it for a fashion ad and gave it a try. | am grateful for the sponsor's generosity.

EEBATH
Clothes-changing heaven.

IEZSATOREN T IO TREIEVIF—F—ILIEAZT AN EIN EVSHEERETT, ERVA. BRI A0, BTFOEEH
SOIMILT EREN T —ICRATENYICRA LV EVIZETT, ENMICRAGNE LT WIFyia b BEEV IO HREHE
BLTTH,

The reaction to the fried shrimp was amazing — to the extent that it caused problems with filling orders! What | learned was that if you

make dumpling skins too colorful they look more like panties, than focd. Then again, fashion advertising that has to look like food is
strange in itself.
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7rova> | Fashion

VAR R T, B E] AN

1,2 EHEESTH,

Underwear that defies gravity
HAGEHICAEGTIC, A% LIZELEWS,
FOHWSELEHLEERBLELL,

HAH T T—yE FIZ EHF>TWEL,

COTEIE . BATELHEESTETT,

Don't let gravity get you down, give your flesh a lift,
Expressing that strength and promise.

The sense of pushing your flesh up.
Undergarments that give you a body you can bet on,

3 SEOSLEOEMORI, BEOSLLEORILS,
Today's tummy is tomorrow's breasts.
4B DSLEOASEDOHIE, SENDSLEDERILS,
Yesterday's thighs are today's derriere.
PhEPVEEOGEIE, VO TEEEEIZETVLETHEHYET,

A soft women's body, on encountering good underwear, can
change infinitely.

<JLa(#%) maruko
Fi§ O8RS Undergarment Manufacture and Sales
BR5E{REER X X 2— Promotional Poster 2001 Japan

CD, CW: 17229 3EF Yoko Takenouchi AD, P: fEFH #A
Yoshito Kubota P; #2i8 &= Koji Matsuzawa SB: /L2 (#%) maruko
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MEHELE, v RE St~ =2 = F Tl MARLKD

BEEORTY, 1Ny ERELL,
We want your chest to
suddenly blossom.

MARGCENCEUTIC, BELICRLEW S,
FONBESEMBLEERBALELE,
AFT 7=y LI ENF2THLEL,
COTHZEZ, BATEHEFREITETT,

Don't let gravity get you down, give your
flesh a lift,

Expressing that strength and promise.

The sense of pushing your flesh up.
Undergarments that give you a body you
can bet on.

<3 (#%) maruko

TSRS Undergarment Manufacture
and Sales

BRFE{BERAH X4 — Promotional Poster
2001 Japan

CD, CW: 122 %F Yoko Takenouchi
AD, P: M # A Yoshito Kubota P: #4i% &=
Koji Matsuzawa SB: =JL3 (#) maruko
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BEBNAB,
Change me.

BT 20%LT, HBLALT, b BT I LW E,

Het, cool, funny, good-feeling, happy summer,

(#)EJL VIVRE CO., LTD.
FFwiaE)l Fashion Building
REFE{RER X ¥— Promotional Poster 2002 Japan

CD, AD; &7k IEE Masami Shimizu D: &% —F Kazuhide Usami
P: @& &t Tatsuya Kawai CW: /"8 #F Yuko Komatsu
SB: #KIES T 1 - HEHERT Shimizu Masam| Design Office Inc.
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WIREBVARPES
Recooling of the planet

Nestle Waters France
; Eiftdh A —h— Beverage Maker
ARFE{EHERA R A4~ Promotional Poster 2001 France

'. . = : r
33 T
j |SSEHE“T %n“‘“ CD, CW: Bernard Bureau AD: Thierry Chiumino

RE o R P:Wincent Dixon SB: Ogilvy & Mather
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az-zivk | Food & Drink

Hadduch

Nestle Waters France
EbHR A—H— Beverage Maker
HEFE{REE A K 24— Promotional Poster 1998 France

CD: Bernard Bureau AD: Thierry Chiumina / Shaun Severy
P:Vincent Dixon  CW: Franck Rey SB: Ogilvy & Mather

1o
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SIELMONMARI!

ABACEDUJOLI!

Belssen & I'eat mindrale gazeuse naturelle et b Uardme naturel de citroa verl
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RRAR., 6E TE UEU,GE TE UEU,GE TE VEU!!  TAITOR ILEKOUT'

Enbhl! FMTLL?
It's my husband! Isn't this nice!
Fa—(FREDPGOBR)LEL, Fa—LFb, FamLi]
WO WICMZA305,

Oooo | want chew, | want chew,

| want chew.

Shut up, he can hear you.
AV (I nE) BETT,

BC EHELATLG. HEIC,
BHRASITHICBLELLS.

Knock, knock. It's the postman.
Shhhh, he's suspecting something.
RIE= N—PERELLBENR-TVBHV LIPS &
Baby, let your heart speak....Yeah,
while he sleeps, let's do it.

BEBE, LAISS! PARLAI TONKOR.. YE Y€, AIMOANOU PANDAR KILDOR

Nestle Waters France
Efh: A—H— Beverage Maker
SRS Magazine Advertisement 2000 France

CD, CW: Bernard Bureau / Thierry Chiuming |: Johann Suchentruck
DF, SB: Ogilvy & Mather







{7=%
Sardine

=10

Octopus

Fouir

Trachurus

FF+=3d

Conger Eel

HFiKEE EP ST COIC A AoV EEL H BTV AEH TT.

Shinmura Seafood deals in fish so fresh that it's like going from the
water straight into the mouth of the consumer.

¥#7KE Shinmura Fisheries

MEH Fisheries

HRFE{RE B AR A 42— Promotional Poster 2000 Japan

1 FlLA Morito Shinmura P 8111 8 Ko Hosokawa
E Kazutaka Sato

- ERFERT Shinmura Design Office
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g wivk | Food & Drink

Steak with green pepper for 299 E

LUNCH GARDEN

LUNCH GARDEN

s with tomato sauce for 175F
AN yT4— ROF—E 17577
Spaghetti bolognese for 175F

AF—% LLEDBA 29975
Steak with green pepper for 299F
VodV—=2F0FF, 22577

Chicken with apple-sauce for 225F

T =ADI=bRE=N 17575
Meats balls with tomato sauce for
175F

LANT ORI S 4 2R —2, F ol A— LR AT —F
tzliy H ?ﬁ?ﬂiﬁl BEfA, NARBSEANTFyTF4EVWILIL, VWOBHTH -7 TH

paslolhant BORHERELTVET,
This restaurant campaign always uses a fork made of food

materials to suggest a specific,., dish, such as bull horns for
steak or spaghetti for pasta.

Lunch Garden Restaurant
LA 7 Restaurant
FHiR/5% Billboard 1998 Belgium

CD: Veronique Hermams AD: Minou Van De Kerckhove
P: Hans Kroeskamp CW:; Frederik Dewispelaere
SB: Euro RSCG Pariners
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He niight look like you.

But he doesn’t have to eat the same food. |
~ Cesar. For special dogs.

i




; He miight fook like yon.
But befoesw’t have'to eat the same food.

Cpmar: For special dogs

He might look like you.

1', But be doesn’t bave to eat the same food.
o Cesar. For special dogs




w&-tivk | Food & Drink

S EEIETEIMELhELITE,
BLRAMERANBZAELvHUELA.

"He might look like you. But he
doesn't have to eat the same food"
KEZORVEOEUEEERLELE, £E2BHVREES Y
TUTHRALLDERNBNETRAVIEEEATVET,

These ads explore the similarity between owners and their
dogs in order to show that, though their faces might look alike,
they shouldn't eat the same food.

Effem Cesar

~y b7 —FELEIRSE Pet Food Manufacture and Sales
ERFE{RE AR 24— BERE

Promotional Poster / Magazine Advertisiement
2000 Brazil

GD: Marcello Serpa, Eugénio Mohallem AD: Luiz Sanches
Waldir Bianchi P: Manclo Moran CW: Roberto Pereira
Producer: José Roberto Bezerra SB: Almap BEDO
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Happy

.‘:A&i—ﬁﬁ&@OOkies & ©ream .




;:H!iugen-Du:f_E

Heaven

:&anns.@ookies &-©ream ik

Swee

za&n!ﬁs‘@ookies & @ream £,

#awik | Food & Drink

TAE mi!t.@ook]es & ©re am#I.

ZALRIFS, Cookies & Cream 717,
That feeling—just Cookies & Cream.

TuFk—&I)-LERNTHUS, 45 EWOF A" Happy" "Heaven"
"Sweet" "Peace" &, FuF—& 7 —LEFNHD(TyEk—E7) - LD |
BINFLR)EfTAN—MIRELELLE,

A direct means of communicating various forms of supreme bliss—

happy, heaven, sweet, peace—experienced when eating cookies and
cream (exquisitely balanced): cookies and cream itself.

N=Frdvy Yy (#%) Haagen-Dazs Japan, Inc.

TA AT~ LEFRROEERE

Ice Cream Manufacture, Sales and Shop Management

BRA&H K 24— Railway Station Poster 2000 Japan

CD: KB H{EF Asako Ohshima AD: 7 M Kaoru Saito D; MR %A
Yoshito Tobisawa P: EE 8L Yasuhiro Miyahara CW; E& 11| % Hiroshi
Hasegawa SB:J. W #J)L&— » b7V U4/ (#5) JWalter Thompson
Japan Limited
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Death by chocolate 74 =hL-Zb5
Death By Chocolate Dessert
Restaurants

FAAL—bESARALEF Y — D EFI K, Death By
Chocolate, #— 7= FRADFRAZ—F v nt=2t, WF L~ 1%
BALELE,

Death By Chocolate was a dessert restaurant that specialised in
serving extremely rich chocolate desserts.

To anncunce the opening of the restaurant, a poster campaign was
created to show the consequences of over indulging in chocolate.

Heavenly Delight Pte Ltd
LA +Z - Restaurant J
&EMA R Z— Announcement Poster 2000 Singapore

AD: Michael Tan / lvan Choi P: Alex Kai Keong CW: Parag Tembulkar
SB: Euro RSCG Partnership Singapore
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KRAFT Jacobs Suchard GmbH
% A—#— Foods Manufacturer
ARFE{REA R 24~ Promotional Poster 1999 Germany

CD: Bernd Lange / Gregor Seitz AD: Minh Khai Doan P: Thomas Strogalski
CW: Jorg Petermann DF, SB: Ogilvy & Mather GmbH
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TRES KILOS-MEXICAN RESTAURANT

DUFOURSTRASSE 1758008 ZURICH

&
Tongue

EVEUT BEEANIV—THRBE ARV hL LAV DEETT,

An ad for a Mexican Restaurant which is famous for its fiery food,

Tres Kilos
L ArZ > Restaurant )
70%E—>aF )L FZH— Promotional Poster 2001 Germany

CD: Daniel Meier / Alexander Jaggy AD: Felix Dammann D: Claudia Lutz
P: Christian Ammann SB: Jun von Matt / Limmat AG
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Basic instinct
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AEoEiE
Basic Instinct

EARDENEE, Pedras BZNE5E ABOAREEE o &8 LR
RAEEBEEBIENTEET,

Pedras can transform a human need such as thirst into a more
attractive basic instinct,

Unicer-pedras Salgadas
BUFlZk Wi Soft Drinks Manufacturer
BRFE{REMR A 22~ Promotional Poster 2002-2003 Portugal

CD, CW; Jaume Mones AD: Francesc Talamino
P: Joan Garrigosa / Arex Torrent GW; Sergi Coulibaly
SB; Bassat Ogilvy, Barcelona
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M&M's /AO7 12 2N 4 IR
M&M's Halloween Special
Edition

MEM'S/NOT 1 2 A 2w JLERICFTERS P Dk

WS BET-HEF IR ENDOT S
LuvEi&E@ELEL-.

Halloween images of ghosts, pumpkins, bats,
etc. were used in this campaign to create a
direct link to M&M's special Halloween
edition.

Masterfoods GmbH

Ay U ESEE Snackiood Manufacturer
SRR A2~ MELE

Promotional Poster / Magazine

Advertisiement 2001 /2002 Germany

CD: Marco Pupella AD: Katja Luckas
P: Jost Hiller DF, SB: BEDO, Disseldorf
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CAFE DE QUALITE
A UN PRIX BIEN SERRE.




- CAFE DE QUALITE
A UN PRIX BIEN SERRE,

- CAFE DE QUALITE
A UN PRIX BIEN SERRE.

x&-wik | Food & Drink

~ CAFE DE QUALITE
A UN PRIX BIEN SERRE.

GEOB/VI-E—TTF EREFRLICLIESTVET,

Quality coffee. But we've really squeezed
the price.

D /T=ILTlH, I-E—DANEPHOVEEATAIRRED Ay~

DTREL BANTENLBEELEICT5HLF v -2 % B,
A-E-EDTILFIEUTRBECELVWEEEZ—FubMILELE,

This campaign for Chat Noir coffee used attractive, sexy imagery, rather
than expertise or flavor, to target consumers who don't want to buy a
brand.

Douwe Egberts / Chat Noir
J—-E—F3F Coffee Brand
NAEEFFHRA S~ Bus Shelter Poster 2000-2001 Belgium

CD; Georges Lafleur AD: Laurence van de Putte / Laurent Diercksens
P: Hans Kroeskamp CW: Eric Maerschalck SB: LOWE
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Tai Thong YW= LRbZ - DiadE, EHEHRODEH_ER~NGIZ
ME—DLAPFLTHAZEERLTVET,

There's only one place to go for authentic hairy crabs, And that's Tai
Thong Group of Restaurants,

Tai Thong Group of Restaurants
LA FZ 2 Restaurant

IEERAIAR R 5—, MeblRg
Publicity Poster / Magazine Advertisement 2001 Malaysia

AD: Loh Chan Wai / Kelvin Leong P: Fai,Lim Studio
CW: S Ravinath / Kit Ong / Adam Miranda DF, SB: Saaichi & Saaichi
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A erinp elean bife

E-LOIC[h &b hi- | L EOREEBMICI7O-X 7y 7 L8
BAA=Y, vy=THEDEZL, ToENFLOHEE DV HBETHA
%% 7 5 Steinlager H5THOERTT,

Visually arresting images, extreme close-ups of human features being
"bitten" by a Steinlager bottle top, The Steinlager beer is distinctive
and internationally respected for its sharp, crisp, clean taste and
finish.

Lion Breweries

iEiE % Brewing Industry

BHEZRE—, HEELE

Outdoor Poster / Magazine Advertisement 2001 New Zealand

CD: Basil Chritensen CW: Damon O’ Leary P: Eryk Fitkau
SB: Saatchi & Saatchi
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- Sunkist

A= Shlivi,
Healthy is happy.

EHRL{ENOI T, BEICRIDREFBELY L5 2 bF LY,
KRR AT TENT BECL-T, FEELCESLELLIIEVIIRE
ETB[ANY—AV I BEFrrn—1,

Sunkist oranges—delicious, nutritious and good for the health.
The "healthy smile" advertising campaign proposes that the entire
family eat together, get healthy, and live a fun and cheerful life.

BLERS-TOT—Z A L O—KLAFYF

Sunkist Growers, Inc.

BB A % Citrus Import Business

HEEIRE Magazine Advertisement 2002 Japan

CD; B8} f8% Tadayuki Abe AD, D; Z#t #0188 Kazuro Ohmura

P: #57K {122 Nobuyuki Suzuki

CW: #d 3274 Eiji Honma / &7k i#i& Johiji Shimizu

SBIIT +¥—r E—+ 7=l F71 F({#§) FCBWoridwide (Japan)
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AL Ly v

I'm a legman myself.
FLRTFAADEFDUVERAVENEHIIFES R

I'll love every bite as much as you will.
BEORTHECY

| swim in stomach acid.

BATZNAOBE PIDTEHONBAEN?

How come cigs get all the health
warnings?

FTLETERLTWE Peperami @¥ ¢mn—1 (5 Lo B #8186
THRAG—b, PFH—F—LF 47021 F0EEHINA TV S,

The concept was to take the established Peperami television
campaign (It's a bit of an animal) into the medium of posters-the first
time this advertiser had done so, whilst retaining the character's
anarchic persona.

Van den Bergh Foods
B A—H— Foods Maker
ERFE{RiE AR 24— Promotional Poster 2001 England

CD: Charles Inge AD, CW: Matt Allen P: Paul Bevitt CW: Liam Butler
SB: LOWE
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SHOEN. 100%7I—Y /15—,
Energy to go. 100% fruit bar.

100%FA Db L AR S £ iEICHL, BSOS £FEL/0utdoor
FromR—, T T T EFIRLEL Y TNEFF 5B,

The idea was to use the ingredients to demonstrate the product
benefit, which is energy from 100% real fruit. Since this was an
Outdoor campaign, we wanted to do something that was graphic and
simple.

Sun-rype Products Ltd.
& A—H— Foods Manufacturer

MG BHR 42—
Magazine Advertisement / Outdoor Poster 2001 Canada

CD: Randy Stein AD: Dean Lee P: Philip Rostran |: Instil Productions
CW: Brent Wheeler SB: Palmer Jarvis DDB

=s-wx | Food & Drink
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Fryy Qvizey
Check Longneck

FILETREBENRTVAE — I, Heineken MIEE /A 342
O %997, RUVEDERMLEF) - EBAEHEELE,

The launch campaign for Heineken Longneck, a new bottle shape for
the most popular beer in the Netherlands, shows long-necked giraffes
enjoying a Longneck.

Heineken
EE% Brewing Industry
HEEIRE Magazine Advertisement 2000 Netherlands

AD: Erik Kessels / Karen Heuter P: Jean-Pierre Khazem CW. Johan Kramer
/ David Bell DF, SB: KesselsKramer
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Rezepte gegen die Langeweile: www.kartoffel.ch
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Rezepte gegen die Langeweile: www.kartoffel.ch Rezepte gegen die Langeweile: www.kartoffel.ch

BWEELLIE
Recipes against boredom
AELe M VBOROWVIIIEEZ SN EE A, HLA, EELSEL AN

HATHELHBBNTT, Led oD ABRS SR, FhEEASE
HTT,

Potatoes are given a human touch to show that eating potatoes is not
boring but can be a lot of fun.

Swiss Potatoes Board

#&iH%E Food Association

MRS, 7Nh—K

Magazine Advertisement / Ad Card 2002 Switzerland
CD: Gerhard Blattler P: Guy Jost SB: LangGysiknoll

Rezepte gegen die Langeweile: www.kartoffel.ch
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B LVRR
Good Choice
OEFBNTLEIFENES, 63T LT o FL L,

When you have a great thirst there is only one choice, 7up

Pepsi (7up)
K ELE Soft Drinks Manufacturer
B+ X4~ Outdoor Poster 2001 England

AD, D: Simon Haslehurst / Eric Ronshaugen P: George Logan |: Pixel Dave
SB: CHJUM

1 4
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Eh. E3F. BLENFN] ERIU i), BABIEE, SHLoEY, 2L
181{H. Zespri DF71E2HL EH R

Eat me, eat me, eat me. With abundant
vitamin. The more you eat, the prettier
and healthier you will become. One
Zespri per day, Come on, eat me!

. E3%, ALENN BEERYBEIENO— RABIZE, FE
To#H. 1B1{E. Zespri DF1EBL LD N

Eat me, eat me, eat me. High fiber and
low calorie. The more you eat, the prettier
your figure will become.

One Zespri per day, Come on, eat me!
BEOEENHEE CRBT T8% 71700, ZOMEMEEFEL. A
b — BB MR TRELET,

Kiwifruit are given different personalities to increase the appeal to
consumers and promote the healthy and interesting character of the
fruit.

Zespri New Zealand Kiwifruit
FEMIEVE Fruit Dealers
#H/AYE Newspaper Advertisement 1998 R.O.C. Taiwan

CD: Merman Tan / Sean Liang AD: Hoho Liu P: Da-Ning Lee
CW: Winnie Chang SB: J. Walter Thompson

z&-mwk | Food & Drink

NN BROBD#HIETL -7 7 -y D2 61
Ha! Ha! Ha! My fiber is 2.6 times more
than grapefruit.

RMERAEABIET RELTUD Zespri F91EEALVERD
EAEICEEL.

By personifying fruits, consumers become interested in eating
nutritious Zespri New Zealand Kiwifruit.

Zespri New Zealand Kiwifruit
FERE M Fruit Dealers
#ML%E Newspaper Advertisement 1998 R.O.C. Taiwan

CD: Norman Tan / Wei Wei Chen AD: Judy Tao D: Koji Guan
CW: Julianne Wu SB: J. Walter Thompson
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BAEBRIE. 2EINKFR. AMIVKICIZSVWTEREFET
Kaikomagatake, Kamanashi River water
system. Connoisseurs of good water are
more particular than people.

ABDERGHID S, KB BA TR, FhLiESH TEKLVET
T, AT LT ADORNHIER)|DOEMENBZOREKE, £
MEZOMICELTEHEMOEEZROME L THRESE T, Ve20
KEGAKRICHILTELE,

Water that nature drank long before people did. Smooth and
delicious. A giant water vein created by fusing leaves of plants living
by this river with natural water taken from the Minami Alps river on a
map.

#>hJ— Suntory Limited

fr#4 A—H— Beverage Maker

ARFE{REER A X 4— Promotional Poster 2000 Japan

CD: kB {E3 Yukio Ohshima AD; {H #i& Yuji Tokuda D: ##f i+
Masashi Nakamura / /N2 Bl Katsuya Ono P; #iFE B Takashi Seo

CW: B [§F Yoko Seki DF: 2% > F# < % Common Design
SB: (¥)®i# Dentsu Inc,
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A clear, single line of whiskey making.

gle malt
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#7—r7-siaaus | Personal Care & Living

Tough Line

[ %3 <T 3 Toughline I EEEH} |, © I DWigi T, Hik<HHELE
#:

These simple, cutting-edge and powerful ads say "use Tough Line
toothpaste for stronger teeth”.

Ramadon Investments Pte Ltd
F—Z L FiEEsk A—H— Manufacturer of Oral Care Products
HrseiesEfi A 22— Promotional Poster 1338 Singapore

AD: Gregory Yeo P Eric Seow CW: Junstin Lim Retoucher: Yau Digital
Imaging DF, SB: Ogilvy & Mather
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BEAT CIGARETTES ONE AT A TIME.

YOU'RE TWICE AS LIKELY TO SUCCEED WITH NICORETTE? nicorette

126



FF—r 7 EiEHEES

[ A TIME.
WITH NICORETTE, NICORETTE

Personal Care & Living

WHILE YOU’RE

L[

‘P, SO ARE YOUR CRAVINGS.

) TO BE TAKEN OFF AT NIGHT nicorette

T, N0 FERBTIIELSELHEL LD,
FTAFTERTALR,
ZALybEEAREORIIEBVEVTLES,

Beat cigarettes one at a time.
You're twice as likely to succeed with
Nicorette.

ZaLybOEALITE,

Welcome to Nicorette country
R-TLVEE, READBELR-TLS,

While you're asleep, so are your
cravings.

Nicorette
E#mBERRTE Medical Supplies Manufacture and Sales
BRse{RiEFIAR 2 #— Promotional Poster 2001 England

CD; Peter Souter AD: Cameron Blackley P; Pierre Winther
CW: Gameron Mitchell SB: Abbott Mead Vickers BBDO
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&

—FOFTII-NTTI &
All the power of Ariel in a single dose.

PAGHMIEE. £ v~ T HIEE OSSN, Lo LSE
MHTOHAELT. HoAGEEFNEREIOTREL V3ERE3
FHEEER.

The campaign concept was superior cleaning, but stains were shown

instead of impeccable results for the first time in Procter and Gamble
advertising.

Procter & Gamble

Fe e R R A —

Manufacturer of Laundry and Washing Praducts
545 %1 Billboard 2001 France

AD: Benoit Haynert CW: Jean-Frangois Fournon DF, SB: Saatchi & Saatchi
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Personal Gare & Living

Insect
; R t
Make yourself unattractive. | epellan

Wemic:  so)

BELEMNITESEEET,
Make yourself unattractive

Pellit#{&EZ £, RIFF2EEH A,

When you use Pellit, you look repellent to midges.

Engelhard Arzneimittel Insect Repellent
FheR#F|2E Insect Repellent Manufacturer

HRERE, RRRERFA R 42—
Magazine Advertisement / Promotional Poster 2001 Germany

AD: Raphael Puettmann P: Matthias Koslik CW: Oliver Handlos
SB: Scholz & Friends Berlin
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BALRE
Preserve nature.
BEDUEERDO Ay E—VEDEDDLS,
EMEEDT LNy ILLIRRICENELE,

This extreme concept shows live animals in
ziploc bags to reinforce the message
preserve food as naturally as possible,

S. C. Johnson

HiEFSNEIRTE Home Care Products
MEEIRYE Magazine Advertisement 2000
Brasil

CD: Adilson Xavier / Crislina Amorim

AD: Isabella Torquato

P: Platinum Studio CW: Toninho Lima
SB: Giovanni, FCB



#7-srwisnns | Personal Care & Living

[LRCFVI=LEGLATA | EVIF vy FIE—E, ZORFH LI
EoTERMTHAZEERBLTVWE, K—F - FETH.[FE0I13] &
[l i3 | WRICHEEELR O,

The headline "Unleash Ariel on stains" suggests that the product is a
predator for stains. The words for pour and unleash are the same in
Polish,

Procter & Gamble

FERESE B A — h—

Manufacturer of Laundry and Washing Products
HEEEIEE Magazine Advertisement 2001 Poland

AD: Andrze| Ratajczyk P: Jacek Wolowski CW: Jarek Kaminski
DF, SB: Saalchi & Saatchi
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#r—yrraaens | Personal Care & Living

B2
Good Morning
T ELHINBIEE BB, 1—ET £ 6o THEA TS,

The great feeling of a close shave, conveyed intuitively with a
humorous touch.

BE(#%) Kai Corporation

HEV)ETRIEERT Razor Blade Manufacture and Sales
HEEIR% Magazine Advertisiement 2000 Japan

CD; 2% {87 Toshihiko Annen AD: i {22 Kenji Watanabe
D: [@i R Koji Okazaki P; 5757 $ Takeshi Kano

CW: &8 %48 Hiroki Kurahashi

Producer; 54 #{#f Hiroki Kurahashi
DF, SB; (#)5 1 b/YF 1 &5 1 Light Publicity Co.,Ltd,
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Ef=
Bikini

WO RSV EWIIENF BE X & D01 A—2, Boticario
DY 2T = BN BT HRBEL ADH<EVEVI Ayt-
UH M EH-TEET,

The two page spread of a magazine suggests the butt in a bikini and

the ad shows that the sun protector Boticario protects the most
sensitive skin.

Boticario
{E#E S A—Hh— Manufacture of Cosmetics
MEER% Magazine Advertisement 2002 Portugal

CD: Luis Silva Dias AD: Fabiano Bonfim
P: Yarbas Teixeira Alves CW; Sandro Porte SB: FCB, Portugal



R~ 7-EEHES

Personal Care & Living

The beauty bath.

Pril Lation. The dishw e # that provides skincare and pratection for your hands.

ELEAS
The Beauty Bath

Pril Lotion 13 L%t TELWF R D701, Pril Dishwasher EM B LT D<o N~ BBE%EHTT,
EETEHEDAXFTHEFERAIATVET,

This ad emphasizes the skin care aspect of Pril Lotion, a variant of Pril Dishwasher detergent developed to keep the
hand soft and beautiful.

Henkel
BEaSHE EERISNE Dishwasher Detergent Manufacture
it Magazine Advertisement 2001 Turkey

CD: Derya Tambay AD: H. Oner Sahin P: Suleyman Kacar GW: Ergin Koyluceli Producer: A. Umut Tangor / Mehmet K, Tuncer
SB: TBWA, Istanbul
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KT —r T LR | Personal Gare & Living

Laag

P Y 5

o E

| Binoculars
EEN Y
Look back

Wx
Surprise

FRAIDAGLIRT TR, FHOSMIATOFERTEET L,

The idea is that Tasco telescopes are so powerful that you can spy on
your neighbors in outer space.

Tasco
FE#AE A—h— Optical Apparatus Maker
HEEIARE Magazine Advertisement 2002 Australia

AD, CW: Andrew Petch / Matt Kean P:Michael Corridare
Retouching: Electric Art, Sydney SB: Brown Melhuish Fishlock
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| only cry at the
Smartlappenfestival

UTRECHT 16-18 NOV

tongang gratls - www.smartlappen.nl T

| anly cry at the
Smartlappenfestival

UTRECHT

FLAELDIE Smartlappenfestival DB§#ITTT,
| only cry at the Smartlappenfestival

T THBERESLIBENLGERIFBHOFTES,
Smartlappenfestival, BBEhHE ADEEREB STEIMEERBLES

M=l

The bizarre deadpan people add surprise to this campaign for the
'‘Smartlappenfestival' annual music festival which features sentimental
songs.

Smartlappenfestival
3a—UyPTTAF1/30 = Music Organiser
7OE—i3"AF— Promotional Poster 2001 England

AD, SB: Markus Bjurman AD: Cecilia Dufils P; Tobias Nilsson
DF: KesselsKramer
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me | Amusement

B
%
)]
v
&
&
&
E

B A 5.

When you open your eyes...
IS ALEEAD,

Why not relax?

—BAETS.

Several times a day.

BEOVEEEL
Briefly after eating.

SETHLAOSIEBFLEDF+ 30 No. "8" #EF—7ILTEED
WAVAE Y- TERBELELE,

8, the familiar Kansai TV channel number, used as a motif to express
various scenes from life,

ML E R Kansai Telecasting Corp.

7 LR TV Broadcast Station

[E#MF A4 — Publicity Poster 1999 Japan

CD: v BFF Keiji Koizumi AD: #fF 2 — Kouichi Matsuoka /[ A A — 2
Kazuhisa Oyagi D: IR BASL Akiniro Hamasaki P: JIlE #3 Teruo Kawakami

CW: #ElE 5F Shuhel Fujiwara / #5101 8L Jiro Sakaguchi
DF, SB: (#)&:8 BIFEEH Dentsu Inc.Kansai DF: (#)7 > % 1 Uncle Inc.






wi | Amusement

f;‘ -'m

w00aka 3. G mosaka 35

BEICHEREWN
Hooked on music.
BAEOIEROESE | # B FH0KIZ8 3 7 B3-S NOPNSFs IR

CRbEBAWVEs, THHKFEL o CEBEEFRVE S, 2haT
TolEWhs, & FryFbTEBea -,

I looked at the pillar-wrap billboard in the station. It looked like a water
tank. Wouldn't it be cool to have a full-scale person swimming on it.
Not in a bathing suit, but normal clothes, That's drowning-esque.
There | have my catch copy.

4R. @ELE) =2 —T N, (#)r7T4LkBE FM Osaka Co.,Ltd.

FUAMER Radio Broadcast Station
5 [LG§iFA R 22— Publicity Poster 2002 Japan
M O E ; Y CD, CW: FEH #iE Shingo Nishida AD: ## i Mitsuru Imura D: B {8

Masaru Katayama P: #:§ —% Kazuo Matsuura
DF: (#)7 ¢ = 22 dish. inc SB: (¥F)ER BEFE%# Dentsu Inc.Kansai
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26 |AHRE SOLARIUM

26 JAHRE ERHOHTES HAUTKREBSRIS!KO

wwistigs  FEIERN SIE VURG)
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a#-#% | Public & Education

26 |AHRE SOLARIUM

HOHTES HAUTK

24 |AHRE ER

BRI OV 26AERSEHRLED
Let's celebrate the 26th anniversary of
tanning salons.

AZ/=F Fyln—1l, ATHRCE-TER N AL 5EMHEE
HoTHoE2EVNIBDTT.(LAL, BRITRANY FERDBHFAShE
Lo AT /—veld E<A - REM H-MRTIITRBERB N
TULET,)

The Melanoma Confetti Campaign promotes awareness of the

possible dangers of artificial sunlight, but has provoked litigation by
the sunbed industry,

ADP-Association for Dermatological Prevention
EMA TS Association for Dermatological Pervention

[BEEIR, giEEE
Billboard / Magazine Advertisement 2001 Germany

CD,CW; Guide Heffels CD: Jérgen Vossen AD: Tim Schneider
D: Anna Kiefer P: Jens Boldt/ Jérn Rynio CW; Andreas Manthey
DF, SB: Heimat Werbeagentur
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Jede Spende hilft:
www.igim.de

IGFM/F IGFM/E

IGFM / Hands, IGFM / Feet

A== =y FCA—FOERBELTIT -1,
FO1 2 -—OEmAOERIEFRCEILITEEART

You use a euro to release a shopping trolley at the supermarket.

How about using a euro to help release a political prisoner in South
America.

International Society for Human Rights
EiEHE% International Associetion
[55%54E Billboard 2002 Germany

CD: Ralf Heuel / Dirk Siebenhaar AD, D: Margret Jansen P: Andreas Fromm
CW: Simon Lotze SB: Grabarz & Partner Werbeagentur GmbH




personnes par an dans le monde.
C’est maintenant qu'il faut agir. Ta¥
Offrons & nos enfants une planéte vivante WWF

Nos océans sont surexploités.
C'est maintenant qu'il faut agir.

Offrons & nos enfants une plandte vivanta

BRLAKOERICESETEDWRIGERM,0005 A, §ZEH%E.
Bad water Kills 10 million people every
year. It's time to act now.

Al ERRREAMCHALTOS, STEMEE
Our oceans are over exploited. It's time
to act now.

WWF
EIES A International Organization
kIR Magazine Advertisement 2001 France

CD: Bernard Bureau AD: Frédéric Bénistant P: Jean Marc Robius
CW: Emmanuel Frangois Eugéne SB: Ogilvy & Mather
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SOOI
[

VTP NLEBERICEHSRE % ML, Medicos Sin Fronteras it R&H T
T-TVWAHSEREHELELE,

These realistic photos were generated with special effects to show
how Medicos Sin Fronteras provides urgent medical aid around the
waorld.

Medicos Sin Fronteras
Ef%s International Associetion
A#RZ4— Public Poster 2000 Spain

CD, AD, D: Andreas Martiniez CD: N, Hollander DF: Ciclorama
SB: McCGann Erickson Madrid
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568 AEIZIEH STV S 1E1 500 A HMHEIC LY. EE2,000 AP EEs
[FEEZE-TVET, HEEODIZE. FHOZEHETA TVET,

This campaign asks for help to remove the 115 million landmines in 68 countries that
kill or maim 2000 people including many children every month.

Unicef
EFFEM International Organization
HEEIRE Magazine Advertisiement 2002 Singapore

CD: Chris Mitcnel AD, P, SB: Alex Noble D: Mike Low CW: Susie Chow
DF: Batey Singapore
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3%
Garbage Can

UNICEF

EfE#EHE International Organization

HIEIRYE Magazine Advertisement 2001 Germany

CD: Bettina OIf / Timm Weber AD: Claudia Toedt P: Jan Burwick

I: Arne Weitkaemper CW: Sven Keitel Lennart Witting
SB: Springer & Jacoby GmbH & Co. KG
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ast-3% | Public & Education

FHOH
Child Labour

AP ERTAIRERE Bl S v n—i B
BECTA3FE/ IR0y = A S O—E,
EIFRAESOBEOMETHIEVIREER
£7,

The UNICEF “Child work™ campaign shows that
many people are unaware that their famous brand
shirts, jeans and shoes may be made by child labor.

UNICEF
L . EFF#4E International Organization
[REEWR., BIEES
; Billboard / Magazine Advertisement 2001 Germany
- -
L ,,,chef & CD: Bettina OIf / Timm Weber AD: Claudia Toedt
000 Mgk e SRR CORE oY Flllrs Epocn R B P: Jan Burwick |: Arne Weitkaemper CW: Sven Kaitel

SB: Springer & Jaccby GmbH & Co. KG
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for collaboration.

lest of English for International Communication o www.toeic.or.jp




a1 | Public & Education

for interest.

a7 #Hl—3

For collaboration.
Tib

For negotiation.
2

For love.

Bk
For interest.

REBMERPXILEBAT, I2aF—Lar b T RYFTHEE
N B EENRLNMEED L CRBLEL L,

A beautiful "picture book" that uses animals to show the transformative
powers of positive communication in crossing different values and
cultures.

(BR)EEII2=fr—2al R 29—
International Communications School Inc.
Eff332 =4 —Lg8Ey

Education of International Communications

#BEIEE Magazine Advertisement 2001-2002 Japan

CD, AD, D, CW: mitd tHE Shingo lchimura

D: il 55 Hisayasu Urushibata

P;: #8F Efif Naoki Tsuruta

SB ATIT 1T LR A= Jps52 () Ogilvy & Mather Japan




. Berlin Society for
Animals are not toys. ‘l the Protection of Animals

Aokt st o Y| e e

BERE TG
Animals are not toys.

B, OB ETEDOLICHE-STHVIEL,

Animals can't treat animals like inanimate objects.

Berlin Society for the Protection of Animals
Eh @ %= Society for the Protection of Animals
YELERY Magazine Advertisement 1999 Germany

Aty s ot o Y| B e AD: Raphael Puetimann P: Wilbert Weigend CW: Oliver Handlos
DF, SB: Scholz & Friends Berlin
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a#-3% | Public & Education

S

LEgrarae

KOSCHWITZ

Animal Home

“ Berlin

r

L —

Now open: Europe's most spacious animal home.

FESHE: 309/ THoEbAEETZTILNY2R
Now open: Europe's most spacious
animal home.

SOy EEOEEEIT v A — LADREE, R — 200 EN
EEO—E% T 74 ALIBEL -8 TEE,

Animals which need more space than usual are used to illustrate the
space in one of the biggest animal homes in Europe.

Animal Home Berlin
B RFEFEEY Animal Protection Facility
[A#ifAFR 25— Publicity Poster 2001 Germany

AD: Raphael Puetimann P: Ralf Baiker / Piet Truhlar CW: Oliver Handlos
DF, SB: Scholz & Friends Berlin
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IN TOWN, CAR ACCIDENTS
DON'T JUST HAPPEN TO CARS.

SLOW DOWN.

188



FORGETTING TO INDICATE MEANS
27 VICTIMS PER DAY.

S INTOWN, CAR ACCIDENTS DON'T JUST HAPPEN TO CARS.

B

WITHOUT A SEAT BELT, A CRASH CAN BE I]Eﬁ[ll.‘f.
EVEN AT 20 KM/H.

a#%-#% | Public & Education

BRI TRETSRBBRI, STXCBEZAHET,
In town, car accidents don't just
happen to cars.

Tt H-OHLENICLZEBEL, BIC2TA,
Forgetting to indicate means 27
victims per day.

FECEMBHIECIE, P —bAXIPDBERANRIEER A,
LS IEREITITY,

Without a seat belt, a crash can
be deadly. Even at 20 km/h.

ESWM-LZEMER, BICI5A.
Burning the red light results in
15 victims a day.
RERDDALIZAPEEDLT, ZOBEICES T &

—YEREEEDEIG, FRINE Ay - HMAHEIR T
&1’0

This photo leverages the contrast between beauty and
violence to intensify the fashion message without the
shock of gore.

Prefecture Haute-Garonne
HHTTHR Local Administration
AR X4~ Public Poster France

CD: Laurent Chehere CW; Celine Lescure
P: Laurent Seroussi SB: Lowe Alice
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SONNENREGEL

SONNERREGEL

B SO IL—IL
Sun Protection Rule

[BEETD I —IL | F e m—s, BBEG LR SIZERT A DU 27 S
EEBPRNBHIEVIFERICHLEDTEET,

The sun tanning rules campaign is based on the fact that avoidance
of sunburn will minimize the risk of developing skin cancer.

ADP-Association for Dermatological Prevention
B ETEM%S Association for Dermatological Prevention

L& BN, MELRE
Billboard / Magazine Advertisement 2000 Germany

CD, CW: Guido Heffels AD: Ronald Liedmeier D: Nina Schweissgut
P: Enver Hirsch CW: Alexander Mehm DF, SB: Heimat Werbeagentur







He [ rfise
daycare for the urban dog

B13-DOGS

H—E 2 | Services

Doghouse BEIC{EL R I=EQEHOTF17r7—

The Doghouse.

Daycare for the urban dog
METAME T 5T HIICEEL, & SRR FHRRLELE,

Graphically illustrates the target problem and clearly communicates the
easy solution.

The Doghouse
RTAr7—4#—E2Z Dog Day Care Service
IR A4~ Publicity Poster 2001 Canada

CD, AD: Kevin Barclay CD: Don Vienish P: Brad Stringer CW: Don Vienish
SB: Young & Rrubicam, Vancouver
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THE MDST EFFECTIVE SECURITY SYSTEMS

-
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12 | Services

Bth5
Scaring away

EERTEMOOEEBRALEELERIETL

Mothing is more daunting and safe as the mouth of a dangerous
animal.

- Sistec Safes
SISTEC (wl tHFaUFr—H—E 2 Security Service
BAFES HFEILE

" e Magazine Advertisement 2000 Germany
AD: Raphael Puetimann P: matthias Koslik CW: Oliver Handlos
OF, SB: Schoiz & Friends Berlin
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Byb NS vy T = T30k
Cut by Shampoo Planet

Shampoo Planet DL, AT EEBHOMEEEAE L, ThETEE
TEHETRELELE, T RICHybENEESIR T HHEORIETT,

Shampoo Planet products consider hair and customer satisfaction,
expressed as flowers in a vase, impeccably cut,

Shampoo Planet
~FHAL Hair Salon
[6ERAFR A4~ Publicity Poster 2002 Netherlands

CD: Eric Kessls AD, D: {8H 5% Yuji Tokuda P: Bart Oomes
CW: Johan Kramer SB: KesselsKramer




s—e2 | Services

HAIRART

a7 ROER
A hair styling professional school

EEGRA L ERIZIERC EHMFEF &[] THRE, ARSI
[TH7% OF2E (=1PE - £EOHPIER) HABART# 3 &, | &Kk,
RIFECEESHEHEEC—E. 24— s MIFLN—0EIICFUELE, M
HBRERTRA4—#BELTVET,

The spirit of soon-to-be high school graduates vacillating about the what
career to pursue expressed with a balloon, promoting HAIRART, a hair
styling professional school. Advertising for the school is produced once
a year. The aim was to produce a poster that leaves a strong
impression, reaching its target almost "telepathically.”

AT Z IV NRMIEREREMS

HAIBART Hanshin College of Beauty

EHREMEH Beauty School

B4 A A 54— Railway Station Billboard Poster 1999 Japan
COD: JEER Atsuhiro Miyakawa AD, D, SB: {57 H % — Eiichi Sakoia
D: $i% #F Yoshitaka Shinmori |: /J\i#% ¥ Hibiki Kobayashi

CW: # b — 4 3 Keiko Sato DF: L v & +Hh > F REC 2nd.
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Replacement buses

between Victoria and Brixton.
We’'re very sorry if you

live on the line.

For three weeks in August we're closing the line
between Victoria and Brixton. 250,000 trains a year
have taken their toll. We know it'll make you
want to scream (or squeak] but when it's done,
the new service will be better than ever.
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wmx-es | Mechanical Equipment

Mo service between
Victoria and Brixton.
We're very sorry

if you're put out,

Victeria ’
 hase Laben Dhalr boll. W kncw #10 make you
et 0 wcrwem [or soueskd et when I dene.
i ruim wervice wil b Bettar tan over

1. 4.
EZRITHLT I AP A ETRENAEETLES
EZMITHICEEEVDOEHICE T EHE S PITOELET,

Replacement buses between Victoria and
Brixton.

' Q We' re very sorry if you live on the line.
Majer engineering works

2.
on the Victoria line. EZRUTHETUI AN ETEITOELEEA
HOO'YS YRrJ ARt 30 HEBEEPILTRLRIEVEE A

everyone who's effected.

No service between Victoria and Brixton.
We're very sorry if you're put out.
3.

EZRTHTIEXAEE TR EERBTT
HRAEFOSHICETRBES TV ELET

Major engineering works on the Victoria
line.

We're very sorry to every one who's
effected.

O-FATFHEZMTHROIEN, FIAE THE AR EUTE BiEE
THHRAIUCHPRFELIFEOHETIThhAZ e RE,

The concept of this campaign is to announce major engineering works
on the London Underground Victoria Line will cause disruption not only
to the public, but also to the mice living on the line.

Transport for London

TEE

H#—E 2 Transportation Services
&HHA A4 — Announcement Poster 2000 England

CD: Nick Hastings AD: Philip Beaumont D: Andy Breeze P: Moritz Sleiger
CW: Samantha Richards DF, SB: Partnars BDDH
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#%-wi | Mechanical Equipment

AIN FRANCE
nosarth S/ -

nIN FRANCE
N owarth S -

HH307z7OHEBWICETS
Surrender to temptation.
Evasion 30 fares.

WP haiEd S L RITHEESRT &K Y TICRE L EMBEED
Fpn—1TT,

The fresh "pop" appeal of a perfectly serene young woman participating
in a game with a little plane is used to promote low price fares.

Air France
i &1t Airline
I8 24— Publicity Poster 2003 France

CD: Rémi Babinet AD: Mathieu Nevians P; Selve Sundsve
CW: Sylvie Charhon SB; BETC EURO RSCG
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LET’S MOTOR.

EVERYBODY IS FLEEING FROM

SOME SERVICE &

$ suzuki

KS4FLLS
Let's motor

FOREFRETAI M ESEITA
WL FHIOVLORFEVNTOET,
TFREREALEDILCRIAMEEHLALE
WLELAE,

This visual expression of motoring in
a Mini shows the quick acceleration
as the flat part of the billboard and the
fun as the three dimensional palm
trees.

BMW / MINI
BEEHE Automotive Company

E#HHK 24— Outdoor Poster 2002
usa

CD: Alex Bogusky AD: Tchy Calcao
P: Tim Damon CW: Rob Strasberg
SB: Crispin Porter + Bogusky

H—EAAF—gw
Service Station

RONWTEHTPLOVEER—F - K24
= TR L EEEORT %
RAZ—IZERLELE,

The idea is to suggest that the naked

women in typical workshop posters
should be ashamed to be seen there.

SUZUKI

HENE RIS Automotive Company
fRFe{RiE AR 24— Promotional
Poster 2001 Portugal

CD: Luis Silva Dias AD: Fabiano Bonfim
P: Picto-Francisco Prata
CW: Claudio Lima SB: FCB-Portugal
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as-wn | Nechanical Equipment

A Happy New Ear.

BRZEL»ELEVAYRELDOEETY, BIERMROEBHE2LDT,
BARDEHNESEADT AT LATHRPORLLBELERBALELL,

Advertising for headphones that den't mess your hairdo. Because the
product was announced over the New Year, various music from
around the world is expressed with a traditional Japanese New Year's
item.

v=—v=471>7(#) Sony Marketing Inc.
TSRS Electronics Manufacturer
ARFE{EiEM-R 24— Promotional Poster 1998 Japan

CD: 3 #E8 Toshiro Fumizono AD, D; it 8 Yutaka Murakoshi
P: #4 175 Kazuyasu Hagane CW: B i5XKER Kotaro Shimada
SB: (#%) 7E 7 w ¥ Frontage Inc.
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