creator of a lot of noise and nui-
sance, with a worrying tendency to
believe its own hype.

The stated aims of those who
dreamed this thing up in the first
place were to raise morale among
people in the business, improve its
image among potential recruits and
perhaps show a good side of adver-
tising to the general public. Surely
the best way to do that would be to
harness the incredible power of
today’s marketing and media indus-
tries to do something for a charity
or for the good of mankind.

Pick your favorite cause. Then
imagine how Advertising Week
might tackle that problem.
Imagine what could happen if
even a 10th of the most brilliant,
creative minds in the industry
subjugated ego for a day to come
up with the strategy, communica-
tions architecture and collateral

dreds of millions of people around hundreds of opportunities to meet

the world who don’t have it. In its
first year, only in New York,
Unicef estimates it raised $6 mil-
lion. Next year it'll roll out in
more dities. Wieden & Kennedy
has already volunteered to exe-
cute the scheme in Portland, Ore,,
Goodby in San Francisco, and Leo
Burnett in Chicago. R/GA will
bring an overarching digital com-
ponent to it. And Droga says he
has Taxi ready to take it to
Canada and Dentsu wanting to
implement it in Japan. Mayors
and governors are getting
involved. Marketers are standing
by to become global sponsors.
Unicef is already describing it as
its biggest project in 60 years.
“Wouldn't it be amazing if,
through our reach, creativity and
networks of contacts, we could
really change access to clean

with their peers, but most have
only a handful of chances to collab-
orate with those peers to make a
difference and show the real power
of their business.

Droga agreed: “Advertising
Week is all the best minds talking
for one week of the year about
what they do for the other 51
weeks. What if they just did what
they do for the other 51 weeks,
only they did it for a different rea-
son? It could be huge.”



