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It’s a well-known fact
among creatives that
Soho is the centre of the
universe. So who would
dare be rude about it, and
suggest, for instance, that
it might be over-priced,
tacky, and choked with
traffic? A production
house based in Camden,
that’s who.

The campaign was
called ‘Soho Sucks’, and
the message, to users of
TV production facilities,
was ‘Don’t Get Screwed
in Soho’.

MTYV Broadcast
Services used the trade
press to promote its
Camden facility, with
three studios, five editing
suites, transmission
equipment and library,
all under one roof.

The company wanted
to challenge people’s
preconceptions of MTC,
and to recognise that
there was an alternative
to the established Soho
suppliers. Location was
the key argument.
Camden is easy to reach
and parking is fairly easy.

The campaign
produced 85 leads,
resulting in eight new
projects worth more than
£600,000. MTV studios
were fully booked for
eight months.

The tongue-in-cheek
approach would appeal
to the target audience,
according to the judges:
“It’s just a very clever
idea to make Soho seem
less attractive.”
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Agencies reveal a lot
about their creativity
skills in their Christmas
cards. Leonardo supplied
clients, actual and
potential, with a personal
tattoo, so that strangers
could help them home
after the Christmas party.
More support, such as
baggage tags, was
available online.

The mailing generated
an 80 per cent boost in
visitors to the Leonardo
web site, and in one week
its credentials were
downloaded 48 times.
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