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Daily Report 
Festival Programme, Sunday&Monday – 19, 20 June 

 

by Andrei Florescu 

 

 

On the 19 th of June we have attended the first seminar which lasted 45 minutes, 

on the ‘long idea’ topic, initiated by Goviral.  

The speakers were Jimmy 

Maymann, the executive chairman at 

Goviral and Martin Lindstrom, the 

renowned Brand Expert. So Goviral 

forwards the concept that familiarity 

breeds contentment and in a world 

where most brands change their 

slogans and campaign themes, the 

strongest and most successful brand 

stories are often the ones that were patiently built over a long period of time. 

Now, that opinion surely differs from one person to another-actually from one company 

to another. I personally think that success is relative due to each individual having 

different expectations. Nevertheless, the seminar successfully reached out its audience, 

forwarding points such as what separates a long idea from a big idea, the process of 

execution of the previously mentioned idea and the classical triangular model of audience 

content and context, in the attempt to develop a framework for working with said long 

idea. 

 

The following day, Monday, on the 20
th

 June 

the lot of students attended Initiative’s 

seminar, BBDO’s, Kraft foods’, Draftcb’s, 

AOL’s and Adobe’s altogether. All the 

speakers and their guests connected with their 

ideas at a base, primal level: the science of 

creativity and success from advertising. I 

think it was the most fruitful day at the 

festival overall. The speakers’ list was rich 

with big names, CEOs, authors and 

chairmans. 

Examples of the names confidently places on the list would be: Jim Sanfilippo(Hyundai), 

Richard Dunmall(Microsoft), Simon Bond(BBDO), Dana Anderson( Kraft foods), Marc 

Gladwell( Author), Lawrence Boschetto(Draftcb) and many more. Each advertising 

company at the festival struggled to bring forth their most effective ‘weapons’, and by 

that I mean the heavily accounted for, previously mentioned speakers. 

The world of commercials, ads and banners and even the very fundamental thoughts, 

‘how to’’s and goals are shifting as technology progresses. We have seen a powerful 

display of namely formed’ teams’, such as BBDO, MICROSOFT AND OTX, to 

furthermore leverage creativity and the sought after technology in order to identify a 
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ground-breaking framework for marketing purposes. After that day we came to one sole 

conclusion: history is written by the media. 


