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Alfred Dunhill refreshes Voice
campaign via multichannel efforts
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By RACHEL LAMB

British apparel and accessories label Alfred Dunhill released a slew of multichannel
efforts for its autumn/winter 2012 Voice campaign featuring new ambassadors and
content.

The new Voice campaign broke today and features actor John Hurt, architect David
Adjaye, documentary maker James Marsh and artist and filmmaker Jamie Hewlett. The
Voice campaign features distinguished gentlemen who have achieved great things in their
chosen fields, according to Alfred Dunhill.

"We didn’t want to start promoting things like youth and beauty as drivers, rather we
wanted it to be based on elegance and achievement and the Voice campaign is really a
reflection of that," said Jason Beckley, global marketing director at Alfred Dunhill,
London.

"The Voice campaign builds the brand on honest morals," he said. "I think it's  easy to look
up to people and admire people for what they’ve done rather than what they look like.

"For me, it really reflects what we want the brand to stand for."

Voice of the brand
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The Voice campaign is a series of black-and-white portraits and individual video
interviews where the featured men give their opinions and experiences.

Mr. Marsh

The interviews provide insight into the men’s personalities and what makes them who
they are, per Alfred Dunhill.

The video series is available exclusively on the Alfred Dunhill Facebook page.

Alfred Dunhill has been teasing the videos on its social media pages leading up to the
video release today.
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Mr. Hewlett

In correlation, the Alfred Dunhill Aurasma-triggered portraits will be released in the fall
edition of luxury focused magazines.

Using the Aurasma technology, consumers who scan the watermarked ads with their
smartphone apps will see a video that corresponds to the man on the ad.

“The Alfred Dunhill target is not sitting idling on a beach flipping through fashion
magazines,” said Matt Egan, strategy director at Siegel+Gale, New York. “This guy is out in
the world making things happen.

“Executed correctly, a cross-channel campaign will reach this target both at work and at
play, with content bites that provide interest, relatability and even motivation,” he said.
“Importantly, with the proliferation of online luxury retail outlets, there is always an
opportunity to convert passive digital audiences into active digital shoppers.”
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Mr. Adjaye

The Voice campaign will run in publications such as The New York Times, Monocle, The
Wall Street Journal and Financial T imes.

There will also be Web banner ads in Britain and China that will drop in the coming
weeks.

Looking up
Alfred Dunhill’s  other Voice campaigns have used similar technology and channels of
execution.

For example, one of the first Voice campaigns featured expedition leader Sir Ranulph
Fiennes, ballet dancer Rupert Pennefather and theater director Michael Grandage (see
story).

Also, its  most current campaign features British Olympians Sir Matthew Pinsent, Iain
Percy and Louis Smith. This was most likely to build hype towards this year’s Olympic
games in London (see story).

Alfred Dunhill typically uses accomplished men of different ages and backgrounds –
though they are all British – to connect the brand’s target customer through similarities.
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Mr. Hurt

Although the men are not exactly “celebrities” per say, they are still admired, especially in
their fields.

The label likely uses this mentality to ensure that the models seam approachable.

“The Voice campaign has really accomplished what it set out to do: support Alfred
Dunhill’s  position as a luxury brand for sophisticated, intelligent men,” said Elizabeth
DeMaso, managing partner at Brenes Co., New York.

“The men chosen for the campaign, all decidedly British and fascinating in their own
right, represent a variety of artistic talents,” she said. “These are the renaissance men of
our era providing thoughtful reflections in a beautiful film format.

“The take-away is that Alfred Dunhill is  an elegant, established, worldly brand for men.”

Final Take

Rachel Lamb, associate reporter on Luxury Daily, New York
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