One great example of a campaign that worked very well – both to win over audiences and to win awards – was the “Got Milk?” campaign.

With the overall volume of milk sold in the state declining on an average of two to three percent per year in the late 80's and early 90's, members of the California Milk Processor Board knew they had to take action. They had to turn it around, and they had to do it quickly. Their goal was to turn things around in three years; and since they were competing with brands like Coca-Cola, Pepsi, Snapple, Evian, Gatorade and others, it wasn't going to be easy.

They had one clear objective statement: sell more milk. And they hired one of the best agencies on the planet – Goodby, Silverstein and Partners – and settled on a brilliant strategy: deprivation.

The key was to give people food that goes well with milk – like cookies – but withhold the milk. The humor and the power of the “Got Milk?” campaign was its truth: It's a pain to pour cereal into the bowl and then reach into the fridge to find that there's only an ounce of milk left in the container.

So Goodby took this truth and blew it grossly out of proportion, coming up with some very intelligent ads that took the deprivation strategy to its furthest limits. They took risks and those risks paid off. In fact, one of the television ads was just recently named one of the best campaigns in the last 20 years by Adweek. They also won tons of awards.

With consumers, the “Got Milk?” campaign was so successful that, in addition to boosting milk consumption, “Got Milk?” became a brand in and of itself (like Wells Fargo, Nike, or Coca-Cola). The magic of “Got Milk?” is that it has become part of the vernacular of this country. The “Got Milk?” brand become so desirable that a web site was created where they could sell products like watches, toys, dolls, apparel, cookies, books, and so forth. “Got Milk?” is definitely an example of a successful campaign that won people and awards.
