Cannes judge Isherwood
makes ad fest memorable
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Saatchi executive
has been known
to lose his head

By Laurel Wentz

Llanmnes jury presidents are large-
Iy kenoswen through rheir profession-
al reputations. But this year's presi-
dent, Bob [sherweod, is known by
{estivalpoers for rather dillerent rea-
sons: Last year he had his head “cut
oll” onstage at the International Ad-
vertising Festival and two years ago
he presided over a mock funeral for
UK. director Tony Kaye, carried
onstage in a collin.

Far the past decade, the world-
wide creative director of Publicis
G]'oupc's Saarchi & Saachi has
hosted one of the [estival's most
pnpu];lr events, the S.'uuchidpr-:\-
duced New Dircctors Showcase,
Last year, his showcase had 1o be
moved o Cannes” biggest auditori-
um, where prr|- wimers [rom warm-
up act Cirque du Soleil apy caved 10
slice Mr. Isherwood's head from his
body so
as Saarchi’s creative head.

A solt-spoken Australian with
spiky silver bair, Mr. [sherwood,
oo, faces a challenging festival.
With two Lions abruptly returned

last year by Interpublic Group of

Cos.” Lowe Lintas Worldwide &
Partners, S‘y’dncy, hecause the win-
ning ads never ran (AA, June 1)
this vear's jury is under scrutiny 10
detect scam ads as well as reward
the best work.

1e could introduce himsell

attchi’s Ishereood.

Scam buster: -,

Mr, Isherwood brings to the
task his creatve ‘:xpcricnuc on
three continents, including two
stints each at agencies in London
and  Australia, where he was a
[ounder of creative hotshop Cam-
paign  Palace’s  Sydney  ollice,
When  Baes Worldwide, then
owned by Saatchi, bought Cam-
paign Palace in 1986, Mr. Isher-
wrad joined Saatchi. He moved to
New York last year [rom London
when Saatchi relocated its world-
wide headquarters o the U.S.

In one bold Sl\zlkcmp_ he dis-
patched David Droga, then a ag-
year-old Auvstralian, to ake the cre-
arive helm rwo years ago in London,
long the network’s creative flagship
bur mired ina bm“y structured de-
partment. “There were six creative
direcrors,” Mr. Isherwood said. “Bur
no one was doing the job.”

The vision he dralied for Sachi
after being named worldwide cre-
arive  director  in - 1gg6—"to  be

revered as a hothouse for world-
changing cremive ideas"—appealed
wevin Roberts when he joined

Q. “I'm in love

e
ago as C

Mr. Rob

the best cretive divector 1 ever
worked with. He's the single bigeest

reason [ joined Saacchi & Saarchi”

The two live within a block of
cach other in New York's TriBeCa
neighborhood and work in side-by-
side ollices. Unusually, the creative
work all resides on Mr. Roberts'
watlls, the product of his own inter-
nal creative awards called “The
Kewvies.”  Mr. own
awards are the BFls, or "Folvs Fa-
vorite [deas.” Like the Delm Air
Lines billboard in Times Square
with a real .1irpl;m:‘: fuselage at-
tached, filled with live performance-
ATt passengers, Or s]'lii[ing the p;)si--
tioning of Procter & Gamble Co's
Tide from a laundry cleaner ©
product thar speaks 1o the heart of
the family. “Ideas like that don't get
up at Cannes, but they're really
transformational 10 cliems’ busi-
ness,” he said.

Both are deeply involved with
Saatchi’s two biggest clients, Toyoa
Mowor Corp. and P&G. Scveral
maonths ago, Mr. Roberts proposed
o P&Gs Global Marketing Officer
Bob \Vch]ing: “Give us 200 ul'yam'
best and brightest marketing people
for three hours and we'll answer
the question "Where does grear ad-
verrising come [rom, Daddy?' "

He pave Mr. Isherwood the
same one-sentence  briel, then,
sunnily confident in the creative
director’s  ralent,  warched  the
three-hour  presentation lor the
first time & month later with the
200 P8eG exccutives, [

Isherwood's




