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FCB'SAids prcvention pitch... rcceived 20,000 calls, surpassingthetaryetof3,000 ca swithinayear

Chat-line targets
high-tiskgloups
ByArunSudhaman
SINGAPORE: FCB's campaign
for Action Against Aids,
which targets high-risk men
by driving them to an appar-
ent sex chat-l ine, has gener-
ated over 20,000 calls since
launch, comfortably surpass-
ing the target of3,000 within a
year,

Following research that
revealed that over S0per cent
ofSingapore's 311 new cases
of HIV infection in 2004 were
men agedbetween 20 and 59.
the new programmc looks to
raisc awareness of condom
usage among men who fre-
quentprostitutes.Eight outof
10 males are belieYed to have
acquired the infection via
casual sex or sex with prosti-

tutes locally oroveneas.
Accordingly,arangeof exe-

cu t ions  adver t i se 'N ikk i ' s
Hotline' using tit i l lating
imagesto implore men to call
the advertised number. Once
they call,theyare reminded of
the dangers of unsafe sex by
women speaking English,
Mandarin, Cantonese and
Hokkien."The hardest part of
this campaign was how to
reach that audience," said
FCB Singapore executivecre-
a t ive  d i rec to r  Rober t  Gax i -
ola."You can'tjust run a press
ad in The Straits Times.The
entry point was sex and we
went along the lines of Tiger or
Guinness and put the girl up
front."

The executions include

posters in coffee shops and
hawker centres, bus stop fly-
ers, toilet stickers and print
ads in newspaper classified
sections. In addition, branded
tissue paper packets and race
day calendars have rolled out
aspa ofthecampaign.

"It 's not l ike we're going to
sell these guys the idea of
abstinence," continued Gaxi-
ola. "All we want to do is get
the message out that even
thoughthe girl looks good,she
might haveAids."

Thecampaign alsoincludes
a roadshow that Yisits blue-
collar industrial and factory
areas. A'sex'truck visits the
designated areas, before a
stage show reminds viewers of
the dangersof unsafe sex.

Benz piclrs Bangkolr for A-class'Asian launch
BySangeeta Mulchand
BANGXOl(: Mercedes-Benz
has enteredThailand's luxury
compact carsegment,backing
the launch ofitsA-class with a
campaign geared at appealing
to the youngerset.

The launch also marks the
Asian debut of the compact
car.Teaser ads for the A-class
contrast the traditional with
the experimental, with three
print ads placing a conven-
tionallookingchair,juicer and
the letter 'A' respectively
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Mercedes-Benz... priced well below competitor, BMWS one Series

lncumbent IWT
outguns fivals in
Hutch shootout
BANGNok JWT has retained
the Hutch mobile phone brief
in Thailand following a five-
way pitch involving Ogilvy &
Mather, Leo Burnett, Lowe
andDDB.

The Hutch business, which
hasbeen with the agencysince
January 2003, rvas put up for
pitch earlier this year follow-
ing the arrival from India of
new CEO Rajiv Sawhney,
replacing Steven Ngan who
returned to Hong Kong.

Industry sources estimate
the account to be worth 300
mill ion baht (US$7.6 rnil l ion)
annually.

"Tha i land is  very  much a
promotions-driven market
with price wars and low cus-
tomerloyalty-the challenge
is to continue to build the
Hutch brand (in this environ-
ment ) , "  sa id  JWT cha i rman
and CEO Mark Webster.
"Hutch doesn'twantto be just
a me-too player, but to pro-
vide value-added services,
especially on the multimedia
side."

Hutch offers three main
services - Hutch Say, Hutch
Play and Hutch Real, which
refers to its phone, multime-
dia and instant onlineseIvice s
respectively.The market of 26
mill ion mobile phone users is
dominated  by  Sh in  Corp 's
AIS and Total Access Com-
munications (DTAC), fol-
lowed by TA Orange and
Hutch, a distant third and
fourth respectively.

Hutch... a distantfourth in narket

"We use a lot ofcolourin the
ads to make them look young
and fresh," Mahapant said.
The colours also differentiate
the ads from the dignified
approachof its morepremium
sedans. "The character of
Mercedes-Benz in Thailand
has been traditional and clas-
sic,but the A-class is different
in the way it looks and the way
it talks to the youngerset."

The car is targeted at uni-
versity students, first jobbers
and young families, and costs
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