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Appendix I: Interview Transcripts

INTERVIEW 1: RAUL VILABOA
Senior Art Director, Zimmerman & Partners
July 2, 2007
Miami, Florida

CRAIG: Let’s talk about generations. The point of my research is to investigate how art directors such as yourself 
attempt to speak to generations, if you do. Cause some art directors don’t even think about it. Now in a 
lot of the academic literature, there are identified three distinct generations from the boomers to the 
present day. Now they’re called by umpteen million names but for the purpose of my research I’ve bro-
ken them out as Baby Boomers, which are born between 46 and 65. Gen X, 66 to 85. Which is me.

RAUL: Me too. Well, I’m older than that, but I’ll fall on that.

C:  You were born after, 65 or later?

R:  No no, it was before. It was born in 58.

C.  So you’re a Boomer.

R:  So, okay. Boomer. Baby Boomer. Well, ok. For me, for me a Boomer is a little bit more like, the obvious, 
uh, rock and roll type of generation. I fall to [grand funk?] Led Zeppelin, uh uh, type of thing. 

C:  Well you’re describing the generation as a cultural generation. Whereas my definition and much of the 
academic is defined just on the basis of what years you were born. The baby boom is an observable, you 
know, hump of births. And then there was a falloff, which they call the baby bust, and then there was 
another boom as these kids started having kids. And a lot of people refer to that as Generation Y. And 
thats, Generation Y, for the purpose of my study, is...

R:  After X is Y.

C:  Right. 86 to 2005. So if you were born in one of these pockets, then you would fall into that generation.

R:  Okay. And do you think that, if you have to speak to somebody, will not even, it would not be more 
accurate I will say to speak or to look at the cultural .. how can I say, to the cultural likeness, or the 
things that they will respond culturally ...

C:  Right. That they’ll identify with.

R:  Right. Then basically the point of, uh, from this time to this time .. for example like in my case. You say 
okay, I will fall into the Baby Boomers, that generation, but then I probably don’t define myself .. 

C:  Right, yeah, there’s that, there’s where you were actually born, and then there’s the generation you iden-
tify with. That you self-identify. “Well I’m Gen X.” you know and I say that not only was I born within 
that age range but I also identify with much of the other things that Gen X is associated with. So you 
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know like, growing up in the 80s, and being a part of the explosion of media that took place in the late 
70s and early 80s ..

R:  Correct.

C:  You had this massive surge of cable channels, you had the advent of the VCR, you had lots of people, 
you know just FM radio was getting to be huge, and, me growing up in my generation, was really the 
first to be raised on television. You had a lot of broken homes, single parent families or both parents but 
working, and so the kids would come home from school and sit down in front of the TV and watch TV. 
And that .. so we have a different relationship to media than boomers did growing up. And a different 
generation than Gen Y has. Because now Media is all digital. SO now you’ve got Gen Y that not only has 
many choices over what media to choose from for themselves but they are producing media. They’re 
making media. They’re much more fluent in..

R:  YouTube ..

C:  Right! YouTube, they got their Macs, they’ve got their iPods, they’re podcasting, they’re videocasting, 
they’re blogging, they’re putting content out there. And so they’re extremely powerful with their media. 
And I think that goes to how that responds to advertising. So that’s kind of where my thesis is heading.

R:  Okay. Okay. Well you say as they respond to advertising. Ahh, yeah, I think you’re right, you are on the 
right track saying that. Then again, for example you said you were the first generation to be raised in 
front of the TV, I relate that to the 50s. I see in the 50s all the kids sitting in front of the television and 
probably even more, even more relevant in the 60s and 70s because it was the new media. It was a new 
thing. Not being that way probably in the 70s, you know, where other things start to appear, to develop 
you know, other type of media. So I think yes, I mean definitely you have to segment the whole thing, 
but things can like you know ... 

C:  They blend together.

R:  They blend. They might overpass, one to the other. Yes, definitely you have to send up by the point, that 
would be.

C:  So in your creative work, when you start working on ad creative to speak to an audience, do you think 
about that audience’s generation when you’re doing your creative?

R:  Yes, I will say basically, when .. normally, when you’re going to start a creative work, the strategic people 
prepare a creative work plan. Where there are many elements you know, included where they try to you 
know fit you with information, on the right track. And one of the things is you know the audience that 
you’re gonna talk to. Basically they define that audience not by the way you’re telling me, but by media 
age groups. you know 25-54, adult 25, woman, whatever it’s going to be. In some ways, yes, you have to 
be sensible, you have to be sensible to who you are talking to, even when .. this is I think a probably, you 
know, talking for, trying to generalize all the timers, but I think for example if you’re going to talk to a 
woman, I don’t think really, if you are really conscious about what you’re going to be doing, I don’t 
think a man would be the right person to ...

C:  To do the creative.

R:  To do the creative. Cause really, you don’t know intrinsically whatever they have on their mind. They 
are different animal believe it or not. So more or less on general terms you find out later on, all these 
things, all this generational things, all these detail type of things, they start fading out and passing to a 
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third or four level of importance. And this only brings back at the moment when you are presenting or 
the moment when somebody is questioning or somebody is looking for holes in the creative. It’s only 
when this is in or out. But I believe that in the practical world, in the practical daily work, this is proba-
bly is more effective what people think in front of the client, which is the first barrier that you have, ah 
to be clever. To come up with something clever. I mean with trying to do some magic with the client 
than any other thing. That will be the upfront thing, the upfront goal to accomplish. Then all the other 
things you know might be tweaked and inserted and decorated, and that’s what I think really happens 
in the daily work.

C:  So if I can try to wrap this up so, what I’m understanding you’re saying is, you consider the age of the 
audience, you produce creative, then you look at the creative and then look at it from the perspective of, 
does this then suit the generation that we’re aiming it at? And if it does not then you make edits?

R:  Well, not necessarily, in that ... yes and no. Yes in the sense that, I think that this is a personal .. the way 
that you create is a personal thing. I mean in every person it is a different methodology or thing.

C:  Process.

R:  Process that you use. The age group is something that at the time for you to create, is something that 
you have kind of in the back of your mind.

C:  As one of the creative parameters.

R:  Right. It’s one of the parameters that constantly when you’re trying to do work, you try to maintain 
yourself on target, right. And that’s one of the things that when you, something comes to your mind 
and you go back and start revising, and well does this apply for the audience that you’re gonna be 
speaking to you know? Does this you know accomplish the objective that they’re asking? All that crap.

C:  And this is how, you’re describing how you do it?

R:  That’s how I would describe it, how I would do it and, realistically, the best way for me to create would 
have to be .. this is the way that normally I do. Because I don’t work in environment that I would love to 
work or for me would be the ideal environment to work. For me the perfect environment to work would 
be being with a group of people who can really get to a creative idea, and this is something that had 
happened, that I had experience. Like for example, when you’re creating in today advertising world the 
people sit and try to shit. It’s like shitting. The creative process is like you’re going to the bathroom you 
know when you’re constipated you push! Uumgh! uumgh! uumgh! You push it! You know a couple of 
stupid guys, you know a copywriter and art director. “Ah then well we’re gonna do that, and then comes 
you know then it’s a plane, and then the plane falls, and then eh well that’s a piece of shit. Ok well we’ll 
do one of these and then the other” .. it’s really trying to shit! You know when you’re like, you know 
being constipated! Which is painful! Really!

 Let’s say we’re going to do a car ad, right. We sit in an office, you and I. And we start thinking. And then 
we, really deplete .. deplete our neurons. (Is that the correct way that you call, whatever you have in your 
brain.) It’s like you have run a hundred miles at the end of the day. You know, you’re totally, deterio-
rated, exhausted. Because you have been thinking about this piece of crap the whole day, this tedious 
thing. It’s a horrible thing.

 Different scenario. We go, the four of us, say, we’re gonna do a car ad. Which car? Nissan for example. 
Let’s rent a Nissan, and we get into the Nissan, and then we say, “Let’s go to Key West!” vvvoom! We 
drink tons of whiskey, we eat wonderfully, we talk about all the shit that we, smoke cigars, and I guaran-
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tee you that we are gonna produce the brightest, funniest and, you know, the cleverest ideas that you 
can imagine because, this environment, this whole thing, this is the up! It’s like drugs, you know the guy 
who snnnifffffffff! and he flies! and this really, you know, give you, I don’t know what it gives you....

C:  Inspiration?

R:  Inspiration.

C:  Well but that’s assuming that the ad you’re developing is targeted at people of your age group.

R:  That’s correct.

C:  So if the ad is targeted toward Gen Y, people who are 21 or younger, how would that change your crea-
tive process?

R:  I will do the same thing.

C:  Same thing?

R:  The only thing is that I will drive the fucking kids.

 (laughter)

C:  So you’ll bring your kids?

R:  Yes! I will bring the kids!

C:  And you’ll take a roadtrip, and you’ll .. 

R:  And actually they will be the right ones .. they will be probably the ones, you know, who can speak, they 
are the ones who know the language ..

C:  They can talk to you about ..

R:  Of course, of course. The other thing is basically that we need to leave.

C:  Get out of the office.

R:  That’s right. I need to make a living, make good money, and you know. At the end, the truth is, frankly 
my dear I don’t give a shit. (laughter)

C:  It becomes harder when you .. that’s the kind of product that you can actually experience. You can get 
in, you can drive around, it’s tactile. But it becomes more challenging when you think about, you know, 
pet food. Or financial services. Or something that you may have no experience with whatsoever, like 
tampons. Who knows, there are hundreds of thousands of products.

R:  Well, it’s a process. It’s a process. In today’s world, what we were talking about focus group, it is, we 
used to call it “fucking group”. Because you know I have seen so many good ideas be killed in a focus 
group. And it doesn’t matter the quality .. it is a piece of .. it is a piece of .. you know what I think, I 
think advertising is about selling, definitely. That’s the main point of. But, that is on the retail part. 
When you’re talking about branding, it’s a totally different animal. Totally different animal. Where the 
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concern there I think it should be .. ahh, how well and how long your product is going to be kept in the 
mind of the people. There’s a word for that, I’ve been trying to look for it but my English is poor. That’s 
a problem. You know I’m gonna be mute sometime because I’m forgetting Spanish without learning the 
English, so uh. You know it’s how long .. how memorable. That’s the word. How memorable your prod-
uct is ..

C:  Your brand is.

R:  Your brand, is or will be. I think that’s the main point. And sometimes, that on the brand side, most of 
the time that is overlooked totally. Totally totally. Because of guidelines that you have to stick to because 
.. so many things. So many things. I think probably if you do something clever and show the name of 
the product, or show the product, that will be enough. That will be more than enough. Actually you 
know I, we were talking, I was talking to somebody, we were talking about something like this, and 
something like this, and I get to a point where I say you know, to me it would be better maybe just to 
show the name of the product with ah, in the case of television maybe with some nice music, or with 
something that will be surprising, and maybe showing something that is not gonna be memorable at 
all. You know and many times happens that you have a very studied, trying to be clever thing that in 
reality, the idea overcomes the product. Meaning that the people will remember whatever happen in 
the spot, but will not remember what the product was. So when you get to that point, you overdid, you 
overdo you know whatever the purpose.

C:  Or even worse they remember your ad, they remember what product it is, but they confuse it with your 
competition, which may be a similar product. So they instead key on the object rather than the brand.

R:  That’s right. Then you’re helping the enemy. That happens a lot. So it’s a very very fine line. It was a 
funny thing, I think I saw this in YouTube or some creative site the other day, and it was a trick that was 
done to a couple of creatives. A couple of advertising creatives by a group of people. And this group of 
people contract, I think it was in London, I think it was in Saatchi & Saatchi. A couple of creatives for 
Saatchi and Saatchi was taken to this place, this guy contract the services of these two guys, and took 
them to a place, and he explained the job that they were going to be doing. And he just wanted a couple 
of roughs, you know, couple of ideas about two different things. And it was about, uh, “hairy bear”. 
Okay? They sit, they put you know ..

C:  They wanted ads about a bear?

R:  Yeah. A hairy bear.

C:  Not a product?

R:  Not a product. This .. this was the product. A hairy bear.

C:  The product is a hairy bear? What was it? It sounds like a kind of beer.

R:  If I recall, I can’t recall exactly but I think that this was this hairy bear, and it was going to be associated 
in some way with a suit, type of thing, or related or be sold as how do you call .. a teddy bear! A teddy 
bear. But it have to be very hairy, very hairy, to look like a real, to look like a real bear, and all that. So 
these guys, you know the end of the story was, was that these guys did one sketch, there was one for the 
bear .. there was one for the bear, and then something else. An ad and a logo, and then the logo in-
cluded in the ad. And kind of a slogan to, any other kind of thing that was going to be included in the 
ad. Good. So, these guys started working, they finish, there was like two hours to do all of this, fine, you 
know just kind of a sketchy thing, nothing [unintelligible]. And the guy came back, the guy who con-
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tracted them came back. And they show him what they had done. And —oh. Before he left, when he 
briefed them, he left an envelope on the table and he says, you know, with the promise that they will not 
see anything that was inside the envelope. This was some ideas that they had done for this ad, but you 
can not see them. We would rather, I’m gonna leave them here, but I would rather for you .. 

C:  Right, start with your own stuff.

R:  Right. And then we will compare the idea. When they show the guy the ideas that they had done, the 
guy then you know, went to the envelope, open the envelope, opened a sketch, pad and paper, and it 
was almost exactly the same thing that they had done. The ad was almost exactly the same thing, the 
logo was almost exactly the same thing, and the tagline was almost exactly the same—actually the ta-
gline was exactly the same tagline.

C:  Was it for hairy bear, or was it for another product ...?

R:  No no no, it was for the bear. It was for the bear. Everything was about the bear. There was not a second 
product. There were two tasks, the logo and the ad. And ah, woo! Everybody freak out! The guys you 
know, see, wooo.

C:  That’s pretty bad!

R:  Okay, they set up these guys. They get every single element that they want to have in the ad, and they 
sent a car. They send these guys to be picked up at the agency, and be taken to the place where they 
were going to be doing this work. And in different key places, on a red light, on the side of the copy-
writer, they put an ad about something else, but that had the drawing related ideas. On the copywriter 
side they put, you know other things that says you know the slogan, not exactly the way that it was, but 
was all the, very close to the element, and they hit them like 20 or 30 times with the things that they 
wanted them to do, before they get, and the last thing it was at the entrance of the building, on a glass 
door, it was, I think it was part of the logo or whatever that it was. So they hit (snapping) constantly, 
they get there and they produce all the things that they had been exposed to, came out after.

C:  Synthesized and produced.

R:  It was very curious, you know, task, or whatever you want to call it. They called it a trick.

C:  It sounds like what you’re describing is that the creative process for any given process for a given project 
can be totally arbitrary and not really based on any professional knowledge or experience ...

R:  Guideline .. 

C:  With, you know, academic research, with market research, with you know, “fucking groups”, with expe-
rience, personal experience with the product like the Nissan, they just sort of go and think, “oh well I 
remember that, that was a cool visual...” and they just put it together.

R:  I think that’s the end of the process. When really, when you are creating there are so many pieces miss-
ing. Cause basically, they had the .. the advertising business had tried to process everything on a way, I 
mean internal process of doing advertising, it has been processed in a way basically that had separated 
everything. Like for example, creatives never usually talk to the client. It’s not because there’s any mys-
tery behind that, except for presentation.

C:  Well it’s not their job, they got the AE to come to ... 

108



R:  That’s right, but why? But why, why not have the creative talk directly to the client? And it’s basically 
because you know, owners are afraid that eventually you will, you know, take their business!

C:  Oh, that one of the owners will hire the creative! (laughs)

R:  That’s right, that the client will hire you directly! Why am I paying all these other guys to do this when 
this guy is really the one who’s doing the job. So that’s basically what it is. And what’s happening is they 
are putting barriers between everybody, to try to cover their business and to secure their business. But 
what happened in that process is that the information, the accuracy of information is lost, is in trouble 
because then the account executives try to be creative, or they believe that they’re creative, even when 
everybody’s creative, I’ve been saying that “everybody’s creative,” but they try to do the job of other 
people, and vice versa, then it’s a huge mess at the end of the whole thing. Well this is where we are.

C:  Well can I show you some ads?

R:  Please, please, go ahead.

C:  Well what I did for the first phase of my research was, I convened a series of focus groups, six. And what 
I did was I took, I recruited people from the different generations, to meet in a chat room online. I set 
up a Web site with a chat room, and then we all met online at the same time, and I pushed a series of 
ads to them via the Web browser and then we discussed them in the chat room for .. we met for be-
tween an hour and an hour and a half each time. And you know they were really interesting. You get 
that, people together, they immediately start to identify with each other cause they’re all the same age, 
roughly, and you know there was a series of really interesting conversations.

 So what I want to do is show you the ads. They all saw the same six ads, and I asked them a series of 
questions prompting them for responses about how that ad resonated with them, whether they identi-
fied with it, whether they understood the ad’s implicit message, whether they understood the ad’s ex-
plicit message. Some of the ads were obviously targeted to them, some were targeted to other genera-
tions, and I wanted to see how well they responded to them, and um, so what I want to do is go through 
the ads with you one at a time, and see first of all how you respond to the ads, and how well you think 
the groups did and whether or not you think this is good for those groups. So here is the first one. I’ll 
give you a little time to take it in.

 (Ford Edge ad is presented)

R:  These are real ads, or?

C:  Yes they were taken from magazines. And they were chosen specifically from magazines targeted to 
those generations. So just in general what do you think of this campaign overall, do you like it? Do you 
think it’s effective?

R:  Yeah, yeah I think I like it. If it is effective or not .. they are probably trying to communicate I think this 
single idea, that say, if with this, you can view the world in a different way. Is that what they are trying to 
cross over here ..? Um .. Yes, I might have done this in a different way but yes, I think this is clever in 
some way, you know seeing this car you know on the rail, that’s different. So okay, you’re with Ford .. 

C:  What generation would you say this is targeted to?

R:  Well by showing the people I would say that it’s around thirties.
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C:  So, Gen X.

R:  That’s right. Ah, because there’s nothing else that would position, you know, this ad from any other 
direction. I mean it’s just the people that you’re relating the car, I mean the audience is seeing them-
selves in these two people. So basically that’s what it is.

C:  Right, so that’s one way that in print you can identify the audience, or at least attempt to reach that 
audience. By putting the audience directly in the ad.

R:  That is the easy way to approach the problem.

C:  Right. How would you expect Gen Y to react to this?

R:  Gen Y, refresh me, is .. seventies?

C:  Twenty-one or younger.

R:  Twenty-one or younger. Well realistically I will say that ah, probably they will not see them reflected, 
which I think that there is another process like for example, I don’t think anybody’s totally conscious, 
about you know, that I’m seeing this has been done for me, you know, on that process I don’t think that 
the audience is really conscious about that. So in reality, they will, if they see something that is different, 
something that is striking, something that surprises them, I think that is basically the attention-grabber 
of the whole thing. If they identify or not, I don’t think I know anybody yet that will, you know, really 
question anything, or an advertisement like that. “Do I identify myself with this?” I don’t know that. I 
think that the people say, “Oh, that’s cool,” or “Woo, that’s a piece of crap.”

C:  So they respond, positive, negative or neutral.

R:  Positive/negative, right. That’s right.

C:  And if it’s positive, well if I were .. say you’re eighteen and you’re in the market for a new car.

R:  Right.

C:  This is one way to sell a car to 30-year olds. But, how successful do you think this would work selling the 
car to 18-year olds?

R:  It will never sell a car to 18-years old, because, not because they see themselves in this, it will never sell 
because you’re not telling the most important thing they need to see on a car.

C:  What’s that?

R:  That they are going to buy it. They can see these and say, “Wow, when I grow up I’m gonna buy this,” if 
it impacts positively on that. But for the next car they’re immediately gonna buy, this will never sell. 
Any brand will never sell anything to them.

C:  You mean because of the print medium?

R:  No, no, because of the brand, and you’re not telling them what this shit costs.

C:  So you’re saying, in order to sell to that market, you need to ..
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R:  No not specifically to that market, in order to make a sell. In order to really make the people move and 
go out and buy the car.

C:  So in order to go make a purchase decision based on the ad.

R:  So in order to make that cash register sound, I think definitely. The price is definitely, totally .. element 
you have to do because, you might like it or see an ad about a Porsche, or about a Rolls Royce. And you 
say, “This is the car that I like, this speaks totally to me, this, I identify with this totally.” And then you 
go an you find out that the car costs a hundred and twenty-five thousand dollars and then say well, what 
the shit (he makes a dismissive gesture with his finger, we laugh) what a pain, what do I have to do get 
it? So that’s basically the trouble.

C:  Well, but say that Ford .. or you’re, you’re the AD assigned to this project. Ford wants to sell this ad to 
eighteen-year olds. How would this ad be different? Would this, would this ad, same ad concept work?

R:  No, I don’t think so.

C:  So what would you change? Or would you just try to come up with a whole new concept altogether? 
How would you try to reach them?

R:  Well actually, actually I think the first thing that I would put on the dotted line is the concept. Is this 
really, is this thing that is happening here, on what we’re seeing, is a cool thing for eighteen-years old? 
And then you say yes, it might be cause you say eighteen-years old they’re very into this, ah, what is 
called the .. ah skateboarding, this is something they normally do .. I mean, you can sell it in a thousand 
ways.

C:  Well it would need to be more exciting, because these people are just out for a relaxing stroll.

R:  That’s right, that’s right, but in reality, I would not be able to tell you. Because I’m not eighteen years 
old. 

C:  Right.

R:  I don’t know what an eighteen-year old look, and watch, feel like, so really, really really, you know, I can, 
totally I can sell, I’m being totally frank, you know I’m being totally open. Maybe I can sell this idea to a 
client that will be trying to reach the eighteen years old, you know, but in reality I don’t know if this is 
good for an eighteen-year old.

C:  How would this be different if you were selling it to someone who is fifty-five?

R:  Fifty-five?

C:  Would this concept still ..

R:  I think it will work.

C:  You think it would work? With this car perched on the edge, would appeal to the fifty-five-year old car 
buyer?

R:  I think so because I mean, “The edge is never dull,” I mean I think yes, they would relate to that, by 
every angle, you know, like sexually .. everything (laughs) “The edge is never dull!” Ha!

111



C:  So that was the first one. Alright, here’s the next one.

 (L’Oreal ad is presented.)

R: “Go for the upgrade.” This is an upgrade. 

C:  We can enlarge this if you want.

R:  No no no, it’s fine, it’s fine. Okay, this is obviously for men. I don’t know what exactly the product is, so 
this is probably targeted to users who they want to retain as clients. Oh, hair thickening! Hair thicken-
ing. Okay, “2-in-1 shampoo and conditioner, only the bottle has changed, thicken hair for greater scalp 
coverage.” Okay people who are getting bald will you know, use this and nothing will happen whatso-
ever. (laughter) Well I don’t think it’s a matter of, I don’t think even if you use it at the very beginning it 
will make a difference.

C:  Okay. So again, I guess this time I can ask, which generation do you think this is targeted to?

R:  Oh definitely fifty plus. Forty-five plus. By personal experience, okay. As you can tell, I got a long pony-
tail I used to have some hair. Then again I realize that some way some how, the younger generation are 
getting bald faster than what I used to be before I remember..

C:  My hairline started going back when I was in my twenties.

R:  Yeah! Now you, I mean my oldest daughter, she had friends who haven’t graduated yet from high school 
and they were starting getting balder! You say what is this? Is it a hamburger? What is this? Maybe they 
.. I don’t know what it is going on with it, so maybe I mean, twenty-five plus? Maybe younger? At this 
point .. I don’t know! (laughter)

C:  Would you change this ad at all if you wanted to try to, say you wanted to aim it at thirtysomethings. 
Would you change it?

R:  Well obviously what is happening here is that, they changed the bottle. And they are trying to talk to 
the captive, you know, market that they already have, and telling them it is ok, they just change the bot-
tle, it’s better, it’s nicer, it looks better in the bathroom, you know all that, but ah .. nothing else. Be-
cause basically it says go for the upgrade, the upgrade is just the bottle. The product hasn’t changed at 
all. So no, I would not change anything.

C:  How do you suppose Gen Y in the focus groups responded to this? On the positive, negative, neutral 
sliding scale?

R:  Positive, negative? I think that they probably respond well. Yeah?

C:  Actually they were pretty negative. 

R:  Really?

C:  Because this was boring to them.

R:  Oh, really. Of course there’s nothing plainer than this freakin ..
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C:  Based on me telling you that, how does your perception of the ad change? Do you see that it would look 
boring to them? Can you sort of identify with that? Or would you ..

R:  No I don’t think that, ok. Boring? I don’t get it. I really don’t get it because I don’t think that , first for 
the type of product that is, it have to be fun, because, I don’t think of fun as related to that. If you would 
be drinking, or you would be dancing or you would be doing a fun-related activity, I would understand 
that you the product quality would be of that .. side of life, you know, But in reality, to me, the product 
looks elegant, and that translate .. it looks elegant, and it looks not expensive. It’s masculine. I think it is 
perfect. It’s perfect. You know me, I don’t know if they put some sparkling thing .. You say Generation Y 
responded totally negative?

C:  They were mostly negative.

R:  And Y is twenties. Right?

C:  21 and under. X is 22 to 40.

R:  Well, yeah. You know what? I think .. probably is not, probably is not .. I don’t think many of them 
probably see this seriously. You know cause there is a difference I think at the time of (approaching?) 
the use of the product. When you’re totally separate of really having to use a product, it is a totally alien 
thing to you. It’s like, I don’t know, you say well, what it will be, something that you will never use. Like 
a 401K plan for you, they say “oh this is boring, this is stupid, you know these people talking there,” but 
really the people who’s trying, who’s going to use that product, you know, would try to look for some-
thing that, serious, that you can relate on that, that you can depend on. So for them they would say “this 
is totally boring” but if you’re gonna put something, you know, dancing and things moving you know, 
and maybe you’re going to think about fun, you don’t have money.

C:  Next is .. Mercedes Benz.

 (shows the Mercedes Benz ad)

R:  Okay. This is something obviously, totally they are going after the classy, you know for the traditional, 
almost .. 

C:  So which generation would you guess this is targeted to?

R:  Generation. I think it would have to be to the Baby Boomers and the uh, generation, which is the other 
..

C:  Gen X?

R:  Gen X. Definitely I think. It would have to be to that, cause then again for the same reasons we said 
before, you know. They are really crossing over. The guy who’s really think on expending the amount of 
money that this car costs is a guy that would be interested in reading all this copy. They really want to 
know about, the car this huge, $80,000 investment that they are gonna do, what is on it? You know, 
what they should expect. So in other words, this is not a car of fun. I mean, it is fun, but it is not, you 
know the car that you will .. 

C:  Right, you’re not going to pick up a date and take her ..
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R:  You would love to get it full of chicks and (laughter) open the sunroof, here goes .. (more laughter) But, 
but it’s not really. I mean the guy who kind of for this has too many compromises, and too many bills to 
be paid, so he has to be pretty concentrated in doing them all, in doing things. So that’s what I think 
about it.

C:  So what would you change here to target this to Gen X? You kind of said you think it’s already targeted 
to Gen X.

R:  Well I would say that, to really work, to really work, first we will gave to change the car.

C:  Change the .. so you can’t sell the car to Gen X?

R:  No.

C:  No?

R:  No, I don’t think that Gen X .. which is, uh, under 21?

C: No that’s Gen Y.

R:  Oh that’s Gen Y. You get me all confused!

C:  Gen X is 21 to 40.

R:  You get me all confused.

C:  I’m sorry.

R:  No it’s fine. I’m just so bad for all this, you know.

C:  Well, but that’s interesting, you’re not aware of those labels.

R:  No, no not at all. I’m usually you know, I’m more like ..

C:  You think of them as age groups.

R:  By age groups. I think of them by numbers, not by ..

C:  So how would you change this for, age 20-40?

R:  20-40. 

C:  What would you change?

R:  I would not change anything. Knowing the car, knowing the approach, knowing the way that the car 
would be marketed and what really the car is? I would not change anything.

C:  Okay. This is the second car ad that was selected. What, how would you .. what differences could you 
identify--that sounds too simplistic. You’re my first interview, so I’m sort of training myself on what 
questions to ask. When I showed this to the focus group, I said, this is the second car ad we’ve looked at, 
and how do you compare this ad to the previous ad.’ And I wanted to see what the groups would say. 
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The younger groups, like Gen Y, they said they liked the Ford ad better than this, because it was a much 
stronger visual, it was a more interesting visual, because you had something clearly wrong with the 
image, the car on the thing, and they were making a statement with the visual. Whereas here, the visual 
is very minimalist. Just straight car, no background at all, and it has this old fart pictured with very 
copy-heavy layout.

R:  (laughs) Old fart.

C:  So the Gen Y and to some extent Gen X were less interested in this ad even though they were very im-
pressed by the vehicle itself—”oooh, that’s a Mercedes. beautiful”—but they saw the Mercedes and 
they immediately sort of distanced themselves from the ad because they believed immediately they 
couldn’t afford it. So that automatically colored their perception of the ad. It’s like, ‘this is a Mercedes, 
it’s not for me. I can’t afford it.’

R:  Well it’s basically the same, probably, type of ad that we were talking before, about .. being able to af-
ford, not being able to afford that type of thing.

C:  So really, the ad could have been, zig-zag lines and polkadots in pink and purple and as long as there 
was a Mercedes at the bottom, they would say, “I can’t afford it. That’s not for me.” So I guess my ques-
tion for you would be, seeing this and seeing the Ford Edge ad, how could you compare the approaches? 
Because Edge was obviously intended for a Gen X audience, this you identified as being intended for a 
Gen X audience, would you say that they are both pretty much equivalent in the strength of those ap-
peals? Does that make sense?

R:  Yeah, the question makes sense. I think the problem basically is, at the end that, I mean .. for a section 
of volume,I will say that it is the end answer to that, the end point to that because reputation, both have 
huge reputation. Ford and Mercedes Benz, in terms of people knowing, the companies, knowing the 
companies are reliable, knowing they have been for many years. Now what’s better? Definitely every-
body knows that Mercedes is better, how do you prove that is a better car? And the perception on the 
market as that point it is really clear. So I think that Ford, I mean, first Mercedes can afford to stick to 
this really prestige line, clean, very traditional type thing ..

C:  In their advertising.

R:  In their advertising. Because first it will emphasize that Mercedes Benz exists. So it is okay for them. 
Actually it is healthy for them to do it. In case of Ford, it is not. In the case of Ford, Ford knows that they 
have a disadvantage in that, they have the advantage of price, They’re Mercury’s brother, but they can-
not, they will look .. I will say, totally out of .. innovation, which is the only thing I will say they can sell. 
Because in today’s car market, the only thing you can sell is innovation. Because it’s really what people is 
looking, you know, people is after. So they have to be more how do you call atrevido .. they have to be 
more .. daring. They have to be more daring at the time of, you know, communicating whatever they 
want to do. So they have to walk that fine line, can it be sassy, can it be a little bit more flamboyant than 
Mercedes.

C:  Mmhmm. Edgy?

R:  Edgy. That’s right, like the car! They have to be a little bit more edgy. Funny because we saw Edgy be-
fore, and that is what I think, talking about the example that I talked to you about the trick that the guy 
did to the (unintelligible) and so we saw ‘edgy’ and oop! Came out again. So I think they are both on the 
right track of doing it, of going in that direction.
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C:  Alright. Pop-tarts.

 (Pop-tarts ad is shown)

R:  Nice! Works. “Worst hiding spot ever.” Strawberry Pop-tarts. Okay!

C:  Okay. Whose ad is this?

R:  For?

C:  Yes.

R:  Everybody. It appeals to everybody. It appeals to forty years old, four years old, and four hundred years 
old. So then,yes I think it’s appealing to everybody. Uh, artistically it’s not very appealing to me, be-
cause, you know, but I appreciate. I appreciate. It’s not really what I will, if I have to do this ad, I will not 
do it .. I mean I will do it, the same context, the same idea, but the execution would be the drawing 
which would be a little bit different.

C:  Well when I showed this to Gen Y, the youngest, and I’m showing these ads to you in the same order 
that I’m showing them to the focus groups. Most of them laughed, most of them had very positive reac-
tions to it. Gen X also laughed. They thought it was hilarious. The Boomers, some of them laughed, 
some of them didn’t get it. Some of them were just like, ‘huh? what is this?’ The Boomers were the least 
impressed by this ad concept. And I positioned this fourth in the series because, you know we looked at 
the Edge, not a lot of humor there, L’Oreal, no humor, Mercedes, no humor, and then I wanted this to 
see if I provoke a reaction and see what that reaction would be among the three generations and I got 
the expected one from Ys and Xers, but the Boomers, you know they were just kind of ..

R:  They really don’t get it.

C:  Not so much. I can make the logs of .. part of the reason I wanted to do them online was because I can 
generate logs. If you’re interested I can share these logs with you, if you’d like to read them. 

R:  Nah.

C:  Okay. But it was interesting paying attention to the Boomers reaction. I did their focus groups last. Af-
ter I’d seen Ys and Xers, I watched the Boomers. They weren’t terribly impressed. I mean, some of them 
saw the humor, to be sure.

R:  Right, and that’s because I believe it is the longest .. it’s not a tradition but it’s the longest .. (tradeoff?) 
experience in terms of what they are used to seeing when it comes to this type of thing you know. They 
are probably used to seeing, I don’t know, like Santa Claus for Christmas in Coca-Cola ads. You know 
it’s a different rendition, it’s a different execution, and that’s why this is probably a little strange for 
them. You know it’s a sociological, probably, way to think. It is when you relate to them.

C:  So again, a similar question. If you were given the creative brief to sell Pop-tarts to 55-year-olds, how 
would your concept differ from this? Would it be very different? Or could you take this concept and sell 
it as is?

R:  To a 55-years-old?

C:  Yeah.
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R:  Probably yes. Probably I think if it is specific only for 55-years-old I would not go with this ..

C:  You might change the illustration?

R:  I might change the illustration.

C:  But you would keep the concept.

R:  I would keep the concept, definitely. Probably even for younger generation. I would even change it too. 
And it’s just a matter knowing how we’re going to sell the product,if the product is going to do better, if 
the product is going to do worse, it’s basically for an artistic point of view, which at the end is a personal 
thing. I will call Hector on something like this. (laughs)

C:  Hector! Draw this for me! What do you think, just for my own curiosity, what do you think the ad is 
saying about Pop-tarts?

R:  What it says? It is saying that this is the worst place for them to be hiding because they are where 
they’re going to be cooked, where eventually they will end as a product. So, “worst hiding spot ever.” 

C:  I know, but what’s the message about? What is the ad about?

R:  The ad about is Pop-tarts.

C:  I know, but what’s the .. what are you trying to communicate? What do you suppose the point of this ad 
is? How is this ad selling you Pop-tarts? By putting eyeballs on them, and putting them in a toaster and 
making them dumb, how does that sell Pop-tarts?

R:  Well I think that it will sell Pop-tarts because it’s a funny thing, it’s a funny idea, and it will make people 
probably remember, these, it will have—I forget the word that I told you before ..

C:  Memorable?

R:  Memorable. It would be a memorable probably thing. So, some way some how, you know, later on 
when people will be putting the Pop-tarts inside the toaster, you know they will say “oh.. “

C:  They might get a chuckle.

R:  That’s right. This is the last place .. you know, so whatever .. (laughs) I think it’s a clever thing. I think it 
works. I think it really works because it’s clever, and to me that’s what it is, that’s all what it takes.

C:  Okay.

 (shows Smith-Barney ad)

R:  Is that an ad?

C:  mmhmm.

R:  It looks like an article.

C:  I got that a number of times.
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R:  Yeah. “Will my kids inherit the work ethic or the wealth ethic?” Okay.

C:  Who is .. which generation is this intended to appeal to, do you think?

R:  Wow.

C:  Well if you had to pick an age range?

R:  Okay. By the content, by the copy, I will say it is the Baby Boomers. Um, yeah. Baby Boomers. And by 
the art direction .. is there a group older than Baby Boomers?

C:  For the purpose of this study, no.

R:  Okay. So .. (chuckles)

C:  So you’re saying the art direction .. 

R:  It sucks.

C:  You’re saying the art direction would appeal to people older than Boomers? Older than 60?

R:  Yeah, I think in terms of opinion, I don’t think there’s anything attractive about this.

C:  Okay.

R:  At all. At all. So if I’m seeing this, to me the process of .. the first thing I have to do is to stop you from 
passing pages. Cause you’re going to get into the thing of track-track-track-track (pantomimes turning 
magazine pages), so first thing that has to happen is, whoa! (stops turning pages) Wait!

C:  Yeah, it has to slow you down.

R:  Slow you down. I don’t think this would will ever slow me down.

C:  Right, and you are a Boomer, with kids. 

R:  I am a Boomer with kids.

C:  So you’re exactly the market that this is intended for, and you don’t like this at all.

R:  No. I don’t like it.

C:  Why don’t you like it?

R:  Because if the use of the visual, actually the photograph, I don’t like the composition, I mean I’m talking 
as an art director, this here. I think that the typography is really old-fashioned. It is hard to .. the copy is 
really, it could be a little bit bigger, in terms of .. there is a close relationship between a magazine article 
and all this, would that be the intention? Cause there’s this .. they call it, what we used to do for .. it’s an 
ad that is intended to be like an article. An ad-itorial. Ad-itorial. Unless it is an ad-itorial I don’t think .. 
advertorial. Advertorial. The claim of the ad is really gone. It’s really small. And I hope you haven’t done 
this ad. (laughter)
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C:  It’s my baby! It’s the first campaign in my book!

R:  That’s what it is. And secondly, composition is exactly as an opening page. It exactly has the elements of 
an opening page of an article, opening page. It has the headline, the start of the copy, and then the cred-
its, you know for whoever wrote the article and said, what it says here, “Come to Smith Barney where 
wealth works,” this looks exactly as where it will say, you know, “Written by James Martinez of the Mi-
ami Herald.” And this looks like the section to whatever this, wherever this page belongs to.

C: Oh, this is the advice section.

R:  And really, it’s not really a good ad. The claim is really small. It’s intended to be hiding, it’s intended to 
be a different thing. Now what was your question? (laughs)

C:  I think it was, ‘what do you think about the ad?’ So I guess in order to make this appeal even to Boomers 
you would change the whole thing? You would start over?

R:  Totally.

C:  And it has no value to Gen X or Gen Y.

R:  You know it might, I think it might have been done with intention of re-targeting a very old market? I 
mean because really, looks like .. like an article. Definitely it is an article. So maybe people will get con-
fused and say “oooh look, an article about my grandson .. or my granddaughter ..” and then you know 
with this stuff ..

C:  Well this is “my kids.” The headline copy is “my kids” so it’s intended for parents, and it was taken out 
of Forbes, so it’s intended for wealthy parents. 

R:  Right, definitely. 

C:  And apparently .. I don’t, I didn’t see much of a similarity in the layout, the standard article layout in 
Forbes to this, this is pretty distinct. But it is meant to emulate an article page, so. And I think the point 
of this is so you’ll read this, and be interested in what it says enough to continue into the body copy, 
thinking that it’s an article, and then being sucked in..

R:  At the end by Citigroup. And they say, “suckers!”

C:  Right! Since they switch, “You thought this was an article!”

R:  Suckers! Yeah it would have to be. Have to be.

C:  Alright well, we’ll move on then. This is the last one. Sorry I’m keeping you here so late.

 (shows Stridex ad)

R:  Why, it’s early! It’s early! It’s eleven o’clock, at this time, I feel fine. Let’s start drinking! Okay. Art 
direction-wise, I think this appeals to the baby boomers.

C:  Baby boomers? 40-60?

R:  Art direction, art direction-wise.
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C:  Oh, art direction.

R:  Cause it is a fifties ad. 

C:  As far as layout?

R:  As far as layout, and elements they used. It is a fifties, totally fifties ad. I mean these ..

C:  The pastel .. 

R:  Pastel, that’s right, and this, this type of thing is totally fifties. Then the typeface used is kind of a type-
writing, looks like a typewriter, you know, typeface, which reinforce the idea, then the rest. This is fif-
ties. Then the rest is, you know. The rest it can be any other, from sixties, seventies up.

C:  Hm. Okay.

R:  An art direction type analysis of the whole thing. That is the comment. So, question is, to whom I think 
is targeted? Or .. 

C:  Yeah. Who is this ad written for?

R:  Written for? If I had done it I will say this is for the baby boomers. Definitely.

C:  Okay ... 

R:  Then if you, I mean, as a first impact. You know of the first impact, of the ad, you know. The first thing 
that it give you, the first reaction.

C:  The first .. the “hit.”

R:  That’s right, the hit. Then after you start reading then maybe you find out that maybe it’s a product for 
kids. For three years old kids, or something like that, but.

C:  Does this nomenclature mean anything to you? (indicating the faces)

R:  Yes, yes.

C:  You know what that means.

R:  Yeah, it means text message.

C:  Right. Would you say that most baby boomers would identify with that?

R:  Most .. no, they don’t. They don’t know.

C:  They’d identify with the faces.

R:  But that’s right because it’s the second read. This is the second read, the first read is, this shadow, these 
two faces, they will see these, they don’t know what it is, that’s probably what will lead them to read the 
copy.
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C:  This is the only ad that includes a coupon. Do you think that has an effect on appealing to or not ap-
pealing to a specific generation?

R:  Definitely, I am .. oh appealing to? No I think that price is universal. It’s a universal thing. I mean these 
translate. Always it is a brand thing. Always it is a totally intentional thing of the communication, is a 
brand communication. It is to reinforce a brand. Then I think, then price, should have nothing to do 
with that case. But taking that apart, everything else, you know, I think that the price, as long as it is 
good, as long as it is something good, it is a positive thing. It is an incentive, you know, it is a closing 
element. Let’s say that. It helps.

C:  I can tell you that this ad was pulled from .. I have two magazines that were intended for the under 21 
audience. That just don’t, the magazine itself would not have appeal for 21 and up. And it’s for acne 
pads, you know, for people who have zits. Now if you were going to change this for a 25 year old, would 
you use the same concept or would you make some changes to it?

R:  25 year old? I would probably start from scratch. I would start from scratch on this, and even, I can tell 
you that like for example, this is like everything else, like fashion, like music, like you can recycle. You 
recycle. That’s really what happens with everything, probably with most of the fashion, I mean what’s 
new in fashion? There’s nothing new in fashion. It’s the same shoe, was you know, wear in the fifties, 
that nowadays (snaps) it’s cool!

C:  It’s cool again.

R:  They say okay, what, what the hell, they make this .. this was used by my mother! What are you talking 
about? It’s the same thing. So maybe the youngest generation had not been exposed to this fifties style, 
you know Readers Digest, or I don’t know, National Geographic or Popular Mechanics from the fifties, for 
them this would be a cool thing! It would be a totally new thing. “Oh, this is cool! Wow! These faces are 
very funny!” And really you know this is a very old thing. But then again whoever knows, that, I mean 
for example in my case I’m in the middle, that I know whatever was before, and whatever is now I say 
“Well this is a totally old thing.” They say, “Old thing? I have never seen this! This is totally new!” and 
it’s not. Then, then again.

C:  So this wouldn’t work at all for Gen X? 20 to 40, is what you’re saying.

R:  20 to 40? Probably for the 40 part, might not work, because forties might be exposed, you know, to the 
old thing. For the twenties, maybe it work.

C:  You said, 25 you would start over. 

R:  Yeah, probably.

C:  So it wouldn’t work.

R:  I mean if you told me, let’s do for a 25-years old audience, these I would I never think on this vintage 
type thing. Which is for me, for me this is a vintage type thing. For maybe a 20-years old art director, it 
would be a totally new thing. You know so, that’s the difference, see? We did an advertorial, remember 
we did the illustrations? It was exactly like a fucking fifties thing. It was a page from Readers Digest. And 
they say “wooo man! This is very cool!” Maybe for other people who don’t know, they say “wow this is 
totally different thing, it’s kind of wow, different,” but for us? We just kept elements from the past and 
we recycled.
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C:  Well so far you’ve identified three techniques by which advertising appeals to generations. So in this 
one you’ve pointed out that it’s a fifties style that’s been recycled, and it’s trendy again. So the trendy 
style is what sets this ad into its demo. That would not appeal to the fortysomething, because they’re 
outside you know, this was fifties, and now it’s trendy again, and the fortysomethings, it wouldn’t ap-
peal to them. If I understand you correctly.

R:  Yeah yeah, actually what I’m saying is that, maybe somebody who had been exposed to the fifties. But 
then again, that people wouldn’t need the product. I don’t know any forty years old who have acne. And 
then for the people who have acne, which is probably you know my youngest daughter, this might be a 
cool thing, because they have not been exposed to this. So it is cool.

C:  So the style is trendy, and the style is what appeals. That’s the appeal.

R:  That’s right. 

C:  The second one, which surfaced in the Mercedes Benz, is the depth of information about the product. 
Because when you’ve got a baby boomer who’s interested seriously in making a car purchase, they will 
want as much information as they can gather from the ad, in order to make a choice.

R:  Definitely.

C:  And that is something that the Edge ad does not have, because the Edge ad is mainly just positioning.

R:  You’re right.

C:  But the Edge has the simplistic appeal of putting the target right in the ad. And saying, “Hey thirtyso-
methings, you can see yourself here with this car.” So we’ve got putting the audience in the ad, appealing 
to a demo with depth of information, and the style of the ad. And of those three, talk a little about those 
three, and whether or not .. so you’ve got three different ways of appealing to the generations. Talk a 
little about .. which, do you think they’re all equally relevant? Do you think they’re all equally strong? 
Or should they be used judiciously depending on the clients and the project? Have you deliberately used 
any of them yourself to talk to those age groups?

R:  Realistically no. Realistically I think the process that normally I use for creating a print ad, as an art 
director, is okay, the print ad to me is a different process than a broadcast ad. A broadcast ad probably 
has to start more from the core of an open idea. You know it will spark, and then you will start adding 
things. And actually the final look of the ad, which is what we’re seeing in the print ad, it is basically 
molded at the end of the ad. So if these people are going to be blonde or brunette, or they’re going to 
wear winter clothes, or if they’re going to look this way or the other way, is something you’re going to 
basically add at the very end of the process. 

C:  The details.

R:  Right. In the print ad, the process of the print ad for me, is a different process because the most impor-
tant .. i mean the whole thing is a visual thing. It might be the idea, right, but then the execution is so 
integrated to the idea that basically I will say that it have to become it have to be everything at the same 
time. the creative process have to be great you know at the same moment. For example this car, driving 
on the edge. if since the beginning you know, that if you have any doubt that this might work, visually, 
photographically, if you’re not sure, you don’t have any idea, you don’t have any concept yet. Because 
you have to be 100% sure that that’s going to work visually because this, I don’t know if I’m getting to 
the point because I went on another.. another .. 
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C:  Tangent? 

R:  Tangent. You .. this guy have a great vocabulary! (laughs) This is something that I need to put a diction-
ary under my bed, under my pillow. Anyway so the point is, that, I was trying to explain to you why I’m 
not conscious about your question in this case at the time of creating. Cause again as I told you in the 
beginning to me different thing at the time of creating, is probably in this case, “the edge is never dull,” 
how am I going to illustrate that? How I’m going to illustrate that the edge is never dull? Because in 
reality, that’s a copywriter’s work. I’m a little from the old school of advertising which is also different 
form the way it works today. In today’s advertising world they try to make things by dupla. You know all 
the creative work is done by dupla, usually.

C:  Dupla?

R:  Dupla. Dupla is called a copywriter and an art director. There you go. Dupla is called to the team of the 
copywriter and an art director. I live down here, I mean I always have heard it like that.

C:  So it’s d-u-p-l-a?

R:  D-u-p-l-a. Dupla.

C:  That’s a term I’m not familiar with.

R:  No? There you go. Nowadays that’s the trend in advertising agencies. You have an art director and 
copywriter .. 

C:  Partner.

R:  Partner. They bring the ideas, they bring that, they fight, and it’s hoped that they will you know, be 
good with each other, otherwise you’ll have know the personal problems, the jealousy, you know why 
why, why I always do the good visuals with your ideas and you’re never able to write? You’re copying the 
ideas that .. pfffh! To me it’s a freaking mess. Unless you’re really working as a collaboration type thing. 
If everybody’s really open, it’s a great thing, but if just one have a little bit of jealousy or try to hold 
something that you know, this is you know .. that is a piece of crap. So that’s why I tend to like more the 
old way they used to be in advertising which is the copywriter, they do copy and then the art director 
illustrates that. So in this case the copywriter maybe in conversation, everybody add to a concept. Eve-
rybody can add to a concept where maybe I think conceptually, copywise, they copywriter was respon-
sible for that. So when that copy was approved by the client that it was passed to the art director, and 
then the art director illustrates. So in this case, a copywriter can come with “the edge is never dull” and 
hearing this doesn’t know how to illustrate it. So the thinks of the edge, maybe he thought about that he 
was driving at the edge of the road, or he was driving at the edge of a different thing but, maybe an art 
director came out with this that is even more you know, risque. Or more intellectual than the other 
thing. So that’s actually my work. That’s how I feel better working. It’s a little bit confusing. If you don’t 
tend .. I saw it the first time on television. And I didn’t get it, “What the heck is this, what is .. ooooo-
kay” then after, almost at the end of the thing did I realize that cars were driving .. and actually, it makes 
you feel, which is a good thing, it makes you feel uncomfortable. Because you see these .. hey this is not 
possible.

C:  Right, trying to figure it out.

R:  Right, this part on you, so you know, the surprise element is a winning element in advertising. It is 
something surprising.
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