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INTERVIEW 2: MARCUS MOORE
Senior Art Director, Carol H. Williams
July 10, 2007
Chicago, Illinois

CRAIG: I am working on a thesis, it is about advertising to the three main generations we deal with: Boomers, 
Gen X and Gen Y. The way my study has been structured is I have walked through these six ads with a 
series of focus groups.

MARCUS: Okay.

C: The groups were conducted online, in chat rooms, and there were six groups, two from each generation 
of about ten people each, give or take. And what we did was, we spent about a half an hour just talking 
about advertising in general and then we went through and talked about each ad and how it struck 
them and how they reacted to it. What I wanted to talk to you about, first of all, is how you attempt to 
reach those three generations or even if you think of them as distinct groups or do you think of them 
more as age groups? So, when you produce an ad, do you think about targeting the ad to Generation Y? 
When you hear “Generation Y”, what do you think of? How would you define it?

M:  Generation Y.

C:  Are you familiar with that term?

M: Yeah, very much so. Honestly, I don’t separate them as that. I separate them as a mindset and age 
bracket. Cause I mean, each age group thinks differently and I don’t look at it as color or race or how-
ever way you want to phrase that terminology, AA versus general, or Hispanic .. I think the only separa-
tion is Hispanic, Asian, and anything else that speaks a completely different language and that’s away 
from the States, as America goes.

C:  “The States.” United States.

M:  Unted States. So, the work that is being done for AA, if it’s done properly, it will work across the board.

C:  “AA” by that you mean..? 

M: African Americans. So if it is done properly, then it will appeal to you, it won’t just appeal to me. The 
work that’s done for you would appeal for me. And vice versa. It shouldn’t be separated. I don’t look at 
it as Generation X or Generation Y or Baby Boomers. Only if they are separated inside of an age 
bracket, which they are in theory, but there’s a mindset that goes with it as well. Because a 30-year-old 
can think just as young as a 12-year-old, and how do you reach him? The best, the better way to go 
about it is to think in even a broader term for the mindset of that person, or the people that you’re try-
ing to go after. Then you can start reaching in and breaking down.

C: So say you were given a creative brief to target an ad to people 21 to 40. What techniques would you use 
to reach those people?

M: It depends. It depends on what the brief told me. The brief is like Cliff Notes for me. So if the brief tells 
me that between that bracket, that frame, they like to do this or they are into doing that or they spend 
most of their time doing this .. they are night owls, to give me more background on who these people 
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are, then I can start creating a breadth of work that touches that mindset, versus touching, trying to go 
against that age bracket, because that age bracket is few in between, it’s crazy.

C:  It’s pretty broad.

M: Yeah. You can’t touch someone just soley on the age and where it cuts off. Where it starts and where it 
cuts off. You have to go about it ..

C: Well, say you have a car that you are selling, and you want to push the same car, but in one ad you are 
putting it in, say, Cosmo Teen or some magazine that is clearly for teenagers, under 20. And then the 
same car in Wired Magazine, and then the same car in Forbes. Would all the ads be the same? Or would 
you tailor them?

M: All the ads would be the same.

C:  You’d put the same ad in all three?

M: Yeah. Again, if it’s done properly, and if I did it, it should work within that mindset, that median mind-
set of Cosmo, of Forbes. It’s money and it’s the high-life that connects those magazines. I wouldn’t neces-
sarily do an ad for Forbes if it was for an older person, an older mind, thinking person, versus a Cosmo 
Teen because they think completely different. But, depending on the car and how cool and how young 
and how fresh and how hip and how retro this car or the versatility of this car can be, yes they can work 
across all boards.

C:  Hm. Okay.

M: But, again, the ad, the creative piece has to speak, you know, towards that. It can’t just be, “Okay, here’s 
my creative and I’m just going to dump it in this ad.” No, it has to have strategic and conceptual back-
ground to support it.

C:  Right, right. And you’d do that strategic research here?

M: Yes.

C: You have a staff who does it for you?

M: Absolutely.

C: Well let’s see. Okay. When you hear of Gen X, what do you think of? What ideas are associated with 
that, in your mind?

M: For whatever reason, what pops into my head is paintball.

C: Paintball?

M:  Yeah.

C: No kidding?

M:  Yeah.
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C:  Okay, that’s fine. It’s like word-association. Gen X: paintball.

M: Yeah. That’s the first thing that pops in my head. Paintball, those that have done it; they like that expe-
rience. They like that richness of “life-high,” if you know what I mean. It’s that excitement, rolling in the 
front seat of the roller coaster, it’s that intensity, that adrenaline that you want.

C: So it’s not so much that you associate the actual sport of paintball with Gen X, it’s the...

M: It’s the mindset.

C: It’s the mindset that the adrenaline and the action-oriented sort of activity.

M: Right. That sports-enthused and not sports-advocate type of person. I’m not going to go out there and 
play football, but if my friends, and my boys want to go out and play some touch-football somewhere, 
I’m down, I’ll go. But I am not going to sit there and suit-up for a game...

C: Professional football.

M: Right. I’m not that person, if you know what I mean. If I had tickets to go out to a game, I will go, but to 
go out and provide tickets for myself or to provide it for someone else? Iffy.

C: Yeah, I’m the same way. I work at a college, and it’s not uncommon that someone would say, “Hey, I’ve 
got some extra tickets to the game...you wanna come?” Sure, I’ll go but I don’t...

M: Right, you wouldn’t go out and get them yourself.

C: Right.

M: It’s the same situation.

C: So, Boomers, same question, what comes to mind?

M: Bentleys.

C: So, money?

M: Money. There are other Boomers, but again, that’s mindset. Those that have money, think completely 
differently than those that don’t have money.

C: Okay.

M: Yes, they are Boomers in the segments of age, but they’re not Boomers in the way that they think. Do 
you know what I mean?

C: Tell me more.

M: Well, my theory is that if, say you’re 60, but your money allows you to be something else, your mind is 
not allowing you to think that you are 60, you’re not acting 60, you’re not worried about retirement. 
You’re not thinking about if you’re going to die or not, or health insurance, because all of that is already 
covered. So, you have flights of fancy. You can go and do whatever you want. You can drive a Bentley if 

126



you choose, you don’t have to worry about retirement, you don’t have to worry about medicals. If any-
thing went down, you have the money or your people have the money to back whatever you’re doing.

C: Okay, but not all Boomers have money. 

M: Right, so the different mindset is: I’m worried about financial security, I’m worried about health insur-
ance. If I do get sick, how would I be able to pay for it? Is this going to hurt my generation of what I’m 
going to leave behind to my kids, and my kids’ kids. If something happens to me, will they have to come 
up with the money to take care of me? So it’s like, the burden and the worries are completely different 
in that segment. I’m not worried about or thinking about if I could drive a high-end car or if I can have a 
big house. I’m worried about making sure that I maintain the house that I have and the government 
doesn’t come take it from me because I am behind on payments. It’s a completely different way to think 
about life. So, all Boomers don’t sit in the same segment. That’s why I am a huge advocate on what does 
the mind think; who are we exactly talking about. Because that same Boomer may get out of the bed the 
same way, you know, left foot out first, versus the rich Boomer, he gets out with the left foot out first. 
When they hit the floor, they’re thinking completely different thoughts. When they’re in the shower, 
they’re thinking completely different thoughts. They may do things at the same time frame, as far as: 
get up in the morning, go to brush my teeth, gonna take a shower. Going to the shower, if you break 
down that experience of going to the shower, from their bed to the shower, the mind, what their mind is 
wondering and thinking about and their worries and woes? Completely different.

C: Based on how affluent they are.

M: Yep.

C: So you would divide .. it’s not enough—I’m trying to package what I’m hearing—it’s not enough for you 
to be told that you’re targeting Boomers, you need to be given more information as to their spending 
freedom...

M: Absolutely. 

C: .. to be able to craft a message that will resonate with them.

M:  Yep.

C: So, you could divide each of the generations into two sub-groups.

M: Absolutely.

C: Boomers-haves, Boomers-have nots.

M: Yep.

C: Same with Gen X, same with Gen Y?

M: Yep.

C: And you would need that in order to target a message to that demographic.

M: Yes.
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C: Okay. What kind of clients have you worked on?

M:  I have worked on .. throughout my career or just here?

C:  Sure.

M: Career-wise, well .. do you want me to put them in segments or actual clients?

C:  Whatever you feel is appropriate.

M:  Wells Fargo, bank, Bank American, bank, Washington Mutual, bank. Car segment: Lexus, GMC, their 
complete GM brand, Chevy, Denali.

C: Sweet. Those are pretty high-end names coming out.

M: (laughs) That’s the beauty about this business. Accounts come in and you can be working on some great 
stuff or you can be working on the little guy that wants to create some great stuff.

 I’ve worked on smaller stuff as far as laundromats that had a different entity to them, one is a cafe and 
laundromat. That’s interesting. It’s like, I end up working on stuff that most people wouldn’t work on, 
just because I find the creative entryway to really make it great. Like the cafe and laundromat, you can 
do so many different things with that, it’s just cool.

C: If you approach it right.

M: Right. There are a few different concepts that you can come up with. Some clothes, like Baby Gap.

C: How long have you been doing this?

M: I’ve been doing this for 10 years now.

C:  Cool.

M: Yeah.

C: Where did you go to school?

M:  I went to school at Columbus College of Art and Design in Columbus, Ohio. Yeah, very .. (chuckles) 
very small city.

C:  Really?

M:  Well, it’s not a small city.

C:  I was going to say, I’ve driven through it ..

M:  It’s not small, it’s just boring as all get out. (laughs) I mean, coming from Chicago, going to there .. I’m 
originally from Chicago. I went there, I got a scholarship to go, and then from there I went straight to 
L.A. I was out in L.A. for the majority of my career and then came back home.
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C: Cool. It sounds like you have, I’m kind of seeing where the concept of “have and have not” has been 
applicable in the work that you’ve been doing because the clients that you have mentioned so far, with 
the exception of Baby Gap, seem to be either/or, there is not a lot of middle of the road.

M: Yeah. 

C:  The Chevy, that kind of stuff is pretty mainstream.

M:  Take Denali, for instance. The Denali is the premium line of the Yukon, of that particular Chevy truck, 
because all it is, Denali is not a separate car from the Chevy, it’s a package. 

C:  A tier.

M:  Right. If you can break that down into two segments, you can break it down into people that want that 
lifestyle. You can look at it as people who already have that lifestyle. You can divide both halves of each 
segment all the time.

C: And then you do separate ads to target those two groups?

M: Yes, you have to. You can’t combine them because they are different mindsets. They think completely 
different. They’re thinking, “I can get this, it’s no problem. Now show me how this will affect and give 
more to my life.” That’s the entertainment; that’s the high-end glitz and glamour; it’s more brand-
focused, of that brand being just like you. The “have nots” is, this is what you can achieve up to. And, 
you know, having this expensive car that you can’t afford. (chuckles) It will supposedly give you that 
clout, that attention that you are searching for.

C: Right. Say you do an ad for the “haves” and somebody who’s a “have-not” sees the ad, you don’t think 
that, sort of, “ooh I want that, gimme” won’t bleed over? He’ll see that and it will sort of trip the same 
triggers?

M: Yeah. It could, it absolutely could, but depending on how we touch that person. It’s going to affect the 
“entertainment person” a little more than it will that person that actually will wind up seeing it. It defi-
nitely has cross-over and vice-versa. The tall tale is to, when you actually do your research to actually 
have those particular insights that separate and cut off. And plus having overlap is always good because 
then you reach more people.

C: Right.

M: But the effectiveness is still there.

C:  Okay. Hm. Well let’s look at these. Why don’t we call up the very first one, the top one. Edge.

 (displays Edge ad)

 So, you’ve seen this campaign, umpteen times. Initial impressions, what do you think?

M:  I think it’s stupid.

C:  Really?

M:  Very much so. (laughs)
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C:  Why?

M:  Honestly man, it’s been done.

C:  Cause they’re Ford and you’re GM?

M:  No. (laughs) Honestly, no rivals, no .. I love creative, strategic-based things. It’s not smart, it’s gimmiky. 
You know? It .. So what if this car is riding alongside on a rail? What is that saying about the car? Al-
though you’re trying to make the metaphor of “bold moves,” bold moves has .. That’s not a bold move.

C:  Well, the car is called the Edge.

M:  Right, I get that, but again, it’s gimmiky. It’s like you can, they could have taken this campaign to a 
much higher level and made it so much much smarter. But to me I think some advertising is meant to 
dumb-down to have a reach over the masses. So, cause there are those pockets of people that think, 
“wow, this ad is cool!” There are those other pockets that sit in my seat and think that’s dumb. And the 
car doesn’t appeal to me at all, and I will never, ever, go look at this car, specifically based on the ad.

C:  Well most of the people that I talked to in focus groups didn’t like this ad.

M:  Oh really?

C:  Yeah they saw it and they were like, “whatever.” They said much the same thing.

M:  It has no connection to who I am as a person, to you know, what I’m trying to do in my life, but then 
again I’m completely different. I have a wife and two girls. So my mindset is completely different than 
another 29-year old out there without a family. They might have the same money as I do, but we think 
completely differently. My priorities are completely different from his.

C:  So this visual doesn’t position the car in any way in your mind?

M:  No.

C:  It looks like a gimmick.

M:  Yeah. It looks dumb. I mean, “Bold Moves”? Some of their stuff that they’re doing based on “Bold 
Moves” is smart.

C:  What would be an example?

M:  See, when you start thinking in a smart way is when you can bring your tagline into a relevence that you 
live in. So if I’m working on this, I’m going to look at my target market and see, what are different bold 
moves that this particular target segment thinks of as bold moves?

C:  Like the guy who went and intercepted the guy he wants to work for at the airport with a sign with his 
name on it. Remember that ad? I think it’s for the Cobalt. [It is actually for the Ford Focus.] This young-
looking guy walks into an office dressed for an interview, a job interview. He asks for the guy, and he 
says, “Oh no he’s not here, his plane was delayed. He’s coming back from the airport.” So the guy jumps 
in his Cobalt, tears across town, makes a sign with his would-be boss’ name on it and stands at the gate 
waiting to pick him up. That was one of the early ads that I saw.
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M:  Right. That would be a bold move. But again, you have to look at it as, is it a gimmicky bold move, to 
where you’re overplaying the metaphor? Or where you’re overplaying the situation? Or is it just smart 
because it’s smart, and you can smell smart from a mile away because it’s humorous, it touches you, it 
makes you react in a positive way? No brand wants their work that’s out there to be reacted towards a 
negative way. So I look at this and ..

C:  This doesn’t cut it.

M:  It doesn’t cut it. And I’m award-book driven, so .. if it doesn’t live up to that hype, then I can’t. My mind 
doesn’t recognize it as such.

C:  So who would you guess this ad is targeted to, if you had to pin it to one of the three generations?

M:  Given the amount of the car .. Yish?

C:  So, under 20? 21 and under?

M:  Yeah.

C:  What makes you think that?

M:  Well, one, the price of the car is $25,900. Most of the consumers nowadays have way more money than 
they did before. So everything that’s been based on Generation X, Generation Y, has moved up. That’s 
why there’s been a huge blur in the system of what’s been broken down, cause everything was broken 
down, especially by ad agencies, by race. So general market agencies normally handle all whites. 
African-American agencies normally handle all African-Americans. So, with that breakdown, it’s that 
whatever Generation X, Y, all the way through Boomers, is inside of that ethnic side, that particular 
agency will work on it. But now, cultures have intertwined and intermixed, to where now you have ur-
ban. Urban is a complete mindset. Urban is, if not hip-hop, a hip-hip mindset of being free and express-
ing yourself the way that you want to, not because of someone else has told you to, you are more so or 
less a trend-setter more than a follower. So that has taken over the pool because people, a lot more teen-
agers have a lot more money than they did. They rely less on their parents’ pocketbook and more on 
how they can become an entrepreneur and make their own money. So they can afford more; before, 
they couldn’t. So the segments are not broken up as much as they were, or as much as they can now, 
because of urban. And what people have deemed as urban. And urban is now becoming the new gen-
eral market. It’s the general pool of people that make up the masses that make up the spending. And 
that is a colorful pot, period. And you can’t separate that. 

C:  So you would say, based on the price of the car, that this ad is intended for people 21 and under?

M:  Yeah. To me it’s a, if we keep it in the segments, it’s a cross between Gen Y and Gen X.

C:  Okay.

M:  It’s not just solely Gen Y or soley Gen X. Gen X definitely is skewed towards to college, high-schoolish, 
but a college person taking care of his business and want to make it in life can easily afford this car.

C:  I wish I could have when I was in college. Okay let’s move on to the next one. And you’ll probably want 
to keep this one open cause we’ll come back to it. Go to L’Oreal.

 (displays L’Oreal ad)
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 So, general thoughts.

M:  (laughs) Honestly I don’t know exactly. I get what they’re trying to get me to understand, but I think I 
only get it because I’m in the business. The way that I think is completely different I look at most adver-
tising as, I can see through and pick out the strategy. But the normal guy, flipping through a page, yeah. 
It doesn’t resonate.

C:  Yeah, you seem pretty ambivalent.

M:  “Go for the upgrade?” Upgrade of what? It’s like, words that don’t mean anything. “Go for the upgrade 
because you’re worth it.” Again, what exactly? I have to read, look at the diagrams and compare notes, 
to even get into the ad. They lost me from “go for the upgrade.” And I look at the bottom, and I get the 
upgrade is the bottle, I get that they’ve changed the bottle. What is it saying that is inside, that would 
make my hair thicker or not? It’s like what, what’s the payoff? There’s no payoff to it. There’s no, “aha! I 
get it!” There’s none of that. It’s just, “go for the upgrade.” It’s more of a poster than an ad.

C:  Who would you guess this is targeted to?

M:  White men who have thinning hair problems.

C:  Why do you say white men?

M:  Because I don’t know an African-American male, black male, however way you want to phrase it, that 
uses L’Oreal. (chuckles)

C:  Oh, okay. So the brand is not .. 

M:  So the brand is not, has never been skewed to blacks in any sense.

C:  But you bring that knowledge with you to the ad. The ad itself doesn’t say that.

M:  Yeah.

 (Marcus receives a phone call and is called out of the office. When he returns, he explains that a situa-
tion has arisen that he must deal with, but agrees to meet with me later in the day when it is resolved. 
The interview resumed about three hours later.)

C: Where were we? I think we both kind of decided that this ad wasn’t really living up to its potential as a 
vehicle to deliver a message

M: To change perception, to change mindsets.

C:  Right, right. Did I ask you who you thought this was targeted toward?

M:  Yeah.

C:  And you said .. 

M:  White males.

C:  Right, okay.

132



M:  Or even, not so much, not even white males. I take that back. More men with thinning hair. More .. 

C:  So regardless of age.

M:  Yeah, regardless of age. It’s not age-driven.

C:  If you have to choose .. I pulled my ads from, there were two magazines clearly targeted at teens, and 
then Wired and then Forbes. If you had to guess, which would you say this is from?

M:  Give me the selection again.

C:  There’s a magazine called M, and it’s for teen girls, there’s another one called J14, that’s for teen boys, 
and then there’s Wired magazine, and then Forbes.

M:  Either Wired or Forbes. Either one. 

C:  Okay.

M:  It would work in Wired as well, just because of the the different type of entrepeneurs. Not even entrepe-
neurs, but Wired being technology-driven, and most technology-driven fields if you look at it, most of 
the people have thinning hair. (laughs)

C:  I wouldn’t know anything about it! Okay. It came from Wired. So we’ll move on.

 (Shows the Mercedes Benz ad)

M:  Mercedes! “Once you’ve driven an S-Class it’s hard to drive anything else.” That’s true. (laughs)

C:  So you agree with the message!

M:  I think that’s anything high-end. You could say the same thing for Bentley, just switch out the car. It 
holds no weight to the brand core of what Mecedes are all about. They are about the status of feeling 
good, about your buying and about yourself. Making yourself feel great.

C:  So how effective do you feel this ad is?

M:  Would it go make me test drive?

C:  Well do you feel you’re the target?

M:  Yeah, yeah. I can relate to it a little more. Things that get me are more sports, extreme-driven .. I’m just 
that type, so. And it’s funny cause even though there’s not a lot of African-Americans inside X-games, 
that mentality of, balls to the wind, you know, doing whatever gets you that adrenaline, that’s who I am. 
It fits inside my braket, but ..

C:  This does?

M:  Yeah, but does it fit inside of my lifestyle? No. It’s more of a lifestyle if I wasn’t married. So. It talks to 
one part of me, it talks to me more of the part, like, “I can relate to that.” But it doesn’t make me, you 
know, go and test drive. If I was at a Mercedes shop, would I sit in it? Yeah. But I would have to get to a 
Mercedes shop.
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C:  Right, you would have to be there. And this ad doesn’t necessarily get you there.

M:  No.

C:  Do you get a  .. what’s your professional opinion of the ad in general?

M:  Oldstyle, classic, newspaper-type ad.

C:  Is that good? Is that neutral? Positive or negative?

M:  It dates it. I don’t know how old this ad actually is, but it dates it. Yeah it’s very dated.

C:  You still haven’t really applied a value judgement.

M:  What do you mean?

C:  Well you still haven’t judged it. You haven’t said for yourself, “No, I don’t like it.” You’ve classified it in a 
number of ways but I’m curious as to whether or not you find this ad to be a good ad, or whether it’s 
failing.

M:  I would put it in the .. see this one’s a little hard. Itr’s not a great ad to where it falls inside of certain 
things that pay it off at the end. It more or less falls into a very safe ground of truancy to where, that’s a 
true statement. You know, once you drive an S-class, it is hard to go drive something else. Because they 
drive incredibly well. And even if you do go to another car dealership, you’re gonna compare that car, 
that ride, to everything else. So, does it, yeah it falls into an ad segment that some of us call the “so 
what” factor. Like, okay, I get it, but so what?

C:  So it just sort of blends in.

M:  Yeah. Nothing is compelling enough for me to read that body copy. Nothing whatsoever. They fell in 
that aspect. I don’t want to read anymore, other than just the headline.

C:  Okay. Which magazine would you guess I pulled this out of?

M:  It would have to be Forbes.

C:  Why?

M:  It’s Forbes’ mentality. It’s old, rich money. Forbes has, they, I mean although they’re trying to step into 
the new segment of new money, they’re not. They’re only going to step into that segment of those en-
trepeneurs that want to know about, you know, other things that are going on. Or want to know who’s 
the who’s-who of particular companies. But it doesn’t say “today” at all. 2007.

C:  So that judgment, that you, it has to be Forbes, you’re basing that strictly on the pricepoint of the car. 
Just like the Edge.

M:  No, I’m basing it off the mentality of Forbes magazine, on most of the stuff that’s inside of there.

C:  Right, but why would you put that ad in Forbes? Because it’s Mercedes Benz? Because of the layout? 
Because it’s dated? Because it’s a pricey the car?
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M:  No, the way that it looks. It’s not too intrusive, It’s not too much color going on. Although it’s a four-
color ad, it’s very subdued. It’s very, that type of, old richness.

C:  So the design style, is designed not to affront, but to ..

M:  Right, not to offend anybody, and sit there on the page. They did a little bit of creativity with lifting up 
the sides of the picture, just so it’s not as flat.

C:  Lifting up the sides of the picture?

M:  Yeah, to where the picture doesn’t ..

C:  Oh, okay. The little dropshadow.

M:  To where it doesn’t look like it’s sitting flat, it’s trying to have some type of ..

C:  Dimensionality. Okay.

M:  Yeah. Out of the four magazines you’ve called out, that would be the only ad that would be okay to sit 
inside. Because most of the old farts that have money, and look at Forbes consistently, they don’t want 
anything different. So it’s kind of hard to advertise to them. You have to go with their mindset, they 
don’t like change. That particular mindset likes it a particular way every time. “I like my coffee black, 
little bit of sugar, hint of creme.” It won’t change for anything. Even if something tastes astonishingly 
better, you know there’s just that .. 

C:  Comfort zone of habits they fall into.

M:  Right, and that still has nothing to do with the money, it’s just a mindset of it. 

C:  The age group.

M:  Age group.

C:  That’s interesting. You’ve identified something that crosses over the have and have-not barrier.

M:  Yeah, a little bit.

C:  That sort of habitual comfort.

M:  But see, the Forbes reader is not going to be the have-nots in that age group, you know, worrying about 
how they’re going to keep their house. They’re not looking at Forbes.

C:  Right. No, you’re right.

M:  They’re looking at the local newspaper, to see what local or what big company is trying to reach into 
local rivers and pull out something.

C:  So this is the second car ad, and you’ve identified the first one as being geared more toward Gen Y and 
Gen X, and this one more towards old money.

M:  Right.
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C:  So how would you .. What I’m trying to pull from you on each of these is, sort of the strategy of the ap-
peal. In the first one, you had a car perched on an edge, Photoshopped on the edge of a railing, over a 
city backdrop, with a young couple walking, full color, brilliant city skyline behind, very minimal copy. 
And here you have almost no design, except for your standard basic Ogilvy template, with your head-
line, lots of copy, simple, simple picture of the product and very simple signoff, not even a positioning 
line, just your logo there. So I guess my question is, how would you compare the appeals of those two 
strategies to the generations? Are they .. Can you move one appeal to another generation? Could you 
take this ad, change the product and use it to appeal to a younger demo?

M:  Take this ad format?

C:  Yes.

M:  No.

C:  Why?

M:  The stylistic, the creative that was done for it was meant for it to be subdued and uncolorful. I don’t 
want to say ‘boring’ because ..

C:  Yeah, I can hear you kind of afraid to judge it harshly.

M:  Yeah, the S-class is not boring, it’s not a boring car.

C:  I know, but we’re talking about just the ad.

M:  Right, just the ad itself, the ad itself it is boring. It is one-dimensional, one dimension. And it’s .. it 
doesn’t do what the other ad is trying to do. It’s not trying to appeal to a young-set mind. It is trying to 
appeal to an older mind that is set in its ways. In my opinion. You’ll never see any of the Mercedes doing 
anything like, what the Ford Edge was doing.

C:  Could you take the Edge ad and put a Mercedes in it and not change anything else, and try to sell that to 
an older demo?

M:  (laughs) No. No way. Wouldn’t work.

C:  Cause of why?

M:  Mindset. It’s completely different.

C:  So it wouldn’t appeal to the older mindset. Cause the older mindset would reject it.

M:  Yeah, I mean just the color that they pout into the Edge ad. The so-called metaphorical edge aspect, 
yeah they definitely wouldn’t cross waters. Not at all.

C:  Okay, let’s move on. Pop-tarts.

 (Shows the Pop-tarts ad.)

 What do you think?
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M:  It’s a little different. They’re banking on appealing to people that know Pop-tarts and know the taste of 
Pop-tarts, and they’re banking it on the fact that, you know, here’s this personification of these Pop-tarts 
talking, and it’s funny, it’s cute, it is the worst place to hide. You know those, searching out for Pop-
tarts, are going to find it. You know what I mean? I like it actually.

C:  Okay, so who do you think it’s geared towards?

M:  That would be Gen X. Possibly Gen Y.

C:  So it came out of Wired?

M:  It could run in Wired. Because again it’s talking to those that are familiar with ..

C:  Already familiar with Pop-tarts.

M:  Right. They’re not trying to find new consumers with it. They’re not talking about the flavor, they’re not 
talking about what it does, or how it helps your morning, or what it could do for your morning or when 
to eat it. It’s not trying to give you information about it. It’s not trying to educate you on anything.

C:  Well that kind of leads me to my next question: what do you think is the message of this ad?

M:  The message of the ad is very clear that they’re good enough to be sought out, sought after. They’re 
good enough too look for.

C:  Hm. Okay.

M:  That screams across the page all day long.

C:  You’re the first person that’s said that. (laughs)

M:  You look at it, it’s the “worst hiding spot ever.” Absolutely right. 

C:  If you’re a Pop-tart, you don’t want to be eaten.

M:  No! Not at all! You want to stay whole. So it’s like, they’re sought after. They’re .. it’s a good thing to go 
for. So.

C:  That’s cool. I mean, yeah, you’re right. I’m not disagreeing, I’m just saying that’s a new response. None 
of the people I focus grouped this with said that. 

M:  Really?

C:  Yeah the Gen Ys reacted immediately, they laughed right away. Gen Xers again, loved it, thought it was 
hilarious. And when I asked them the same question they said Pop-tarts are fun. They’re associated 
with having a good time, getting back to your childhood, playing games, and you know, just being silly 
and having a good time. You associate that with the taste of Pop-tarts. And then I asked them, “does this 
ad make you want to eat a Pop-tart?” And they said, yeah it kind of does! (laughs)

M:  Cause it does, it brings back those people that know, you know, how they taste. They’re like, okay yeah. 
It’s like if I went to the store right now and I ended up in the Pop-tart aisle ... maybe.
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C:  Maybe!

M:  Maybe! Fifty-fifty chance!

C:  I was driving up last night, I was in a convenience store, I was like hmm! Another thing I’m curious 
about with this one: do you recognize the illustration style at all?

M:  Recognize as in .. 

C:  Does it look familiar?

M:  No.

C:  Okay. I showed this to some folks and they immediately thought they knew who the illustrator was, 
because he did a short movie that was up for an Oscar, six years ago. And actually it was called “Re-
jected” who did a series of little ads for a TV channel that were all rejected. It’s very surreal and, depend-
ing on your sense of humor, very funny. But you could also have a totally different sense of humor and 
go, “what the hell is this.” It’s kind of weird and artsy. And he’s actually suing, or he’s considering suing, 
Pop-tarts over this campaign.

M:  Oh really?

C:  Some people would argue that it’s a direct ripoff. 

M:  Man you can’t .. see that’s the hard part. You can’t sue off of style. You can sue somebody off the idea.

C:  Well yeah, I haven’t read that he is suing. I’ve just read that he’s considering legal action. But I don’t 
know that he will.

M:  Yeah. There some things you can do, some things you (unintelligible). You’d be pissed off that someone 
stole your style, but .. 

C:  Yeah, but that’s life in the real world.

M:  I mean look at Picasso. Everybody is doing, or those that are attractive to cubism and attracted to ab-
stract art. He can say that all day long that they stole the style, but they didn’t rip off your piece.

C:  Right. Take something that he did and put somebody else’s name on it.

M:  Exactly.

C:  Okay let’s move on. Go ahead and click on .. Yeah.

 (Shows the Smith-Barney ad)

M:  Different approach as a regular ad. It’s more of an advertorial than anything. Me, I would be intrigued 
to go a little deeper and read the body copy, if I had the time to. I’d read it, I would give it the gist of a 
parent ..

C:  So if you were flipping through a magazine and you saw this ad, you would stop to read it?
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M:  No. If I saw this on a poster and I had time to kill, I would read it. 

C:  Okay.

M:  But I look through magazines looking for a particular something, and I don’t do it any other, for any 
other reason. So, if it was in a magazine, say I’m on a plane, It’s inside the magazine I’m just flipping 
through because I have time to kill, sure, I’ll read it. But that’s it. Striking me to read it right then and 
now, would I spend my time?

C:  Probably not. Who’s this targeted towards?

M:  Parents. So, either, this is all talking about money. Smith-Barney is Forbes and Citigroup. I mean they 
could cross over to Wired, but they don’t have a reason to, it’s not their stick.

C:  So because of the money angle.

M:  Yeah.

C:  Hmm. I guess I’ve kind of biased you when I told you which magazines I’ve pulled them from. I was 
trying to get you to classify these as Gen Y, Gen X and Boomers, so I’ve told you the magazines, and 
that’s now sort of biasing how you’re assigning them. I mean, you’re not doing anything wrong, I’m just 
.. for next time.

M:  (laughs)

C:  I have a number more of these interviews to do, and you’re my second actually, so I’m still sort of learn-
ing to swim. I mean I’ve done interviews before, but these thesis interviews, this is my second one.

M:  Gotcha.

C:  Well I showed this to the groups. Gen Y pretty categorically hated it. Gen X, mostly ambivalent but 
leaning negative. And Boomers, Boomers didn’t terribly react real positively. It was panned for the most 
part across the board. They didn’t much like the fact that it was couched as a story, an article. This 
looks like a byline at first blush. This up here, looks like, “Oh, ‘Working Wealth’, that’s a section of the 
magazine that I’m in now.” It’s got all these design cues, that are ..

M:  That says ‘advertorial’.

C:  Well yeah, and if you don’t know you’re looking at an ad, it says ‘article page’. It says ‘first spread’. And 
they thought that was disingenuous.

M:  Wow. That’s interesting.

C:  Is that a technique that you’ve used? Or that you would use? Advertorial?

M:  I mean we all have angles on what, see it’s like, you can’t just be very quick sometimes. We have to give 
out information that leads to the body copy. How do we go about it depending on the particular mind-
set of people? Some people need to be kind of tricked into the bag to get them to get the information 
because so many people are blocked off from intrusive communication. And communication period. So 
us .. 
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C:  They just tune ads out.

M:  Right. So us as communicators have to find different ways to break that barrier.

C:  To get through that barrier.

M:  Exactly. So I think this is a nice way to do it. And it’s kind of cool that the others are pissed off, but they 
read it.

C:  Well they read it because I put it in front of them and I said, “Read it.” (laughs)

M:  Oh okay.

C:  But I asked them many of the same questions. I asked them if you were reading a magazine and you 
came to this page would you stop? And they were like, “No.” It didn’t appeal to them. Well, I think they 
stopped long enough to read the headline, 

M:  Well the headline itself, “Will my kids inherit the work ethic or the wealth ethic?”

C:  That’s not a particularly compelling question. I am not a parent, but if I were, I don’t think that ques-
tion would stop me in my tracks and go, “Gosh, what’s the ‘work ethic’? What’s the ‘wealth ethic’?”

M:  Right. It’s almost condescending at the same time. Cause it’s almost putting in or saying that those that 
have money, the kids don’t work. It’s like, “How are you going to raise your kid? It’s like there are the 
percentages that show that most people that have wealth, their kid don’t work.” It’s almost implying 
that at the same time.

C:  Well maybe, and again I’m not the target I don’t think, because I don’t read Forbes, I don’t have a for-
tune and I don’t have kids that I worry about whether or not they’re going to work. So maybe this reso-
nates strongly with the target and it just didn’t say anything to people like us.

M:  That’s true.

C:  But you reacted positively to it, overall.

M:  Yeah, but then again I’m on the inside. So I see ..

C:  Professionally, you’re reviewing it as an art director.

M:  Right. 

C:  And as an art director, this ad does its job.

M:  It does its job. Could it be done better? Yeah. But it’s a solid ad. It’s not a bad ad. It’s not a great ad. It 
does its job.

C:  How would you, again, and I know I’m sort of struggling trying to ask this question every time, but how 
would you characterize the appeal of this ad to Boomers, or to that age group?

M:  What do you mean?
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C:  What about this ad makes it for Boomers, and not for Gen Y and not for Gen X?

M:  Well it starts off with, “Will my kids”. You know, “Will my kids,” so it’s like from the gate it’s taking to 
those that have kids. And you’re talking about wealth and you’re talking about Citigroup and you’re 
talking about Smith Barney. (laughs)

C:  It’s way at the bottom, it deigns to mention Citigroup.

M:  But, okay even with the Citigroup taken out. You take Citigroup out, you still have Smith Barney. Smith 
Barney is not a joke and not a low-income you know, gatherer of folks. They are talking about high-end 
money and longevity money. And not necessarily talking about new money either. Talking about that 
long, wealthy, you know .. 

C:  Family money.

M:  Heinz money. (chuckle) You know what I mean? That’s the group, that’s their segment. That’s their 
schtick, so, inside of that, I think it works. Cause that’s their mindset, that’s who their consumer is.

C:  So it’s the nature of the product is what makes it about Boomers.

M:  Yeah, yup.

C:  So there’s no way you could sell Smith Barney to Gen Y.

M:  Yes, if they had products inside Smith Barney that ..

C:  That are geared for Gen Y.

M:  Exactly.

C:  Then you could.

M:  Then you could. But not with this look.

C:  Not with this look. 

M:  No, not at all.

C:  So again it’s the design style.

M:  Absolutely.

C:  Combined with it being about Smith Barney.

M:  Right. And the design style that you deliver it from will determine how the mindset is, right. When I 
laid that out (gesturing to an ad comp on his wall for a charity event ad with a circusy theme) that is 
specifically for the mindset of people who love the circus, that love that community involvement, and 
bringing people together and having a great time. So that’s the feel of it, it’s full of information, it’s full 
of, it’s exciting to look at, your eye is constantly bouncing around and trying to find what else is new 
that is on this page, or did I miss anything?
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 My rule of thumb when I create is, a three-second rule. It’s getting it and understanding it with inside 
three seconds. If you can not, you’ve wasted so much time, and you’re not going to stop your consumer. 
So. I’m on the racy, edgy, you know, hit you with a very smart visual, like the stuff that I’m getting ready 
to do (gestures to another comp on his wall of a label design for packaging).

C:  Yeah I was looking at this.

M:  It’s like, you know how, once that’s done and I put it on the actual bottle, just have the bottle by itself 
with a hand gripping it and attempting to spray or getting ready to spray, or being equipped to spray, 
it’s very quick, even though it’s a lot of information, you get it so fast. It’s not bogged down with .. if I do 
have a lot of information that I need to get to people, I will tailor that to where you will want to read the 
body copy. So like I did some Baby Gap ads and they were talking about the clothing and how soft, and 
how do we go about that? Most parents read lullabies or read stories to their kids, so the body copy was 
treated like a storyline. But then the body copy wasn’t set down there as a block. I think of body copy as 
in, as a color to the page, more so than just words being thrown on there. So I don’t just throw it down 
there like that, I treat it as a composition piece, or, how can it work inside of the creative to make it 
stronger? So what I did was, there was a shirt. So you took a baby shirt, t-shirt, and then there’s, nor-
mally there’s shorts or pants to go with the shirt. So if I were advertising and talking about the shirt, I 
would create the body copy to look like pants. So it would be in that form to complete the full uniform 
of, that particular entity. So I view it a little different just from different creative directors that I’ve been 
around who think very smart in advertising and look at it in that way.

C:  Okay. Last one.

 (Shows Stridex ad)

M:  Alright. Stridex. 

C:  What do you think?

M:  It’s gay.

C:  (laughs)

M:  (laughs)

C:  Okay, tell me more.

M:  Gay in a sense of, not being, homosexually driven, but gay in the colloquialism of being soft, or being 
very passive or not really, you know, being strong with any creativity. In that sense. So, I honestly don’t 
even know what to tell you. This is weak. It’s like if someone having or looking at Creativity and saying 
“I can be creative too.” And doing this ad.

C:  Hm. So it looks very amateurish.

M:  Very. Like Stridex the company had their in-house creatives do it. If they had in-house creatives. Or 
design people that don’t know how to work advertising. Cause there’s a complete difference between an 
art director who’s on the design side versus an art director on the advertising side. Completely different 
way to think. They think in shapes, we think in concepts and strategies.

C:  Mmhmm.
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M:  Both of them work in visual executions, but completely different messaging.

C:  So who’s this for?

M:  Um, women? Definitely Gen X, it could work, possibly Gen Y if the mindset was there. If there was a 26 
year old who hung out with her old college friends, and they had some maturity levels .. Like I said but, 
it may cross over to some guys, but, little boys that look at this or if it ran inside of a boy magazine .. I 
think it would just attract their sister. If their sister got a hold of their book?

C:  So what about this to you looks like it’s intended for women and not men?

M:  It’s the colors. They’re “off ”. And that’s the funny thing, it’s an off-pastel. Pinkish-purple.

C:  That little splash in the middle?

M:  Yeah. It’s not even a true pastel. It’s a very soft pastel color. I mean the colors on top of it, you know, 
(chuckles) the sky blue and the red on top of that, off-purple, it’s just like colors just thrown together 
that don’t makes sense.

C:  What do you make of the characters in the balloons?

M:  In the thought bubbles?

C:  First of all, does that make sense to you?

M:  Yeah, all it is is just expressing what they already expressed. 

C:  You get the meaning.

M:  You take that off it says the same thing. You take that off it says the same thing.

C:  So why did they add it?

M:  Because they’re dumb! (laughs)

C:  (laughs)

M:  They do not understand how advertising works. Period.

C:  Wow, man. You’re really putting down the hammer.

M:  It’s horrible! I can’t stand ads like this. Ads like this, I would take into a classroom and teach students 
what not to do. Classic case. It’s like, why would you say it twice, first off? What’s the point of having 
two of the visuals, same thing, same character traits, done twice? For what? Okay, I’m showing the ex-
pression of mad, and my thought-bubble is, “uhoh” or “oops” or whatever the hell you want to make 
that out to be. And as a sideways face, I don’t .. I don’t get that, other than that, this person thinks that 
they’re creative and they know what they’re doing. All of it hints to that. You would never throw a black 
type on top of a pastel color. You don’t need to. And then you’re going to throw an outline on top of the 
black? For what? Like it doesn’t stand out enough to now you have ..

C:  There’s already enough contrast.
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M:  Right. So now you have the white of the background fading into the blackness and it disappears. It’s like 
what for? All of it is, why? Why did you design it this way? Sorry. (laughs)

C:  No! No! That’s awesome. I love that. I’m already imagining how I’m going to write that.

M:  Jesus .. (laughing)

C:  “One of my art directors responded almost violently to this ad. I had to go get him some Dramamine.” 

M:  I mean, Stridex, the first thing I went to was here, which might not be a bad thing, but ..

C:  Well it is if they don’t want you to go there.

M:  Right.

C:  It’s like your eye trying to escape from everything else in the ad?

M:  It’s horrible. And then they got to try to ad a coupon down at the bottom. (sighs) First of all, the kids are 
not even cutting out coupons. 

C:  (laughs) Okay.

M:  There’s not one kid, I think, in my personal experience, will cut out a freakin coupon to save when 
they’re not the ones buying this particular product. That’s parents that’s buying it. And with inside of 
the four magazines you told me, there’s not one parent in there that .. One, this ad .. They don’t even 
have enough money—

C:  (laughs)

M:  —to run it in the other two magazines that would be geared to parents. So, it’s .. it’s horrible. (laughs)

C:  So, let me see if I understand. You’re saying that this ad is so bad that Stridex, the company, clearly does 
not have the money to hire a professional ad agency to lay out their ad much less for a media buy ..

M:  No, they’re cheap.

C:  .. that would put them in Wired or Forbes?

M:  They’re cheap. They’re cheap!

C:  (laughing)

M:  That’s what it is. They’re cheap. And they just want their name out there.

C:  That’s funny.

M:  They are cheap asses. And they just want to get it out however way they can get it out. “Hey, our seg-
ment is teeny-boppers. Let’s put it in there.” “Okay! But let’s add a coupon to where they can cut it out 
to add more customer relationship and value! Okay!” They don’t function that like that, completely 
different mindset. They’re not worried about saving a dollar on some pads for my acne!
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C:  So if you were to compare this ad to the L’Oreal ad, this is our second personal hygiene ad. What stands 
out to you .. Well let me put it this way, which do you think is more successful?

M:  More successful?

C:  Yeah. Which ad is more effective?

M:  Unwillingly, I’m saying L’Oreal. (laughs)

C:  Unwillingly? (laughs) Cause you don’t like that either.

M:  I don’t like that either. They both suck. But this at least sucks less than L’Oreal. (NOTE: I believe he 
meant to indicate the Stridex ad here. He goes on to describe the L’Oreal ad as being competently pro-
duced.)

C:  Cause it looks like at least it was competently produced.

M:  Right. At least they know the parameters on which an ad is set. You have your hierarchies, You have 
your subordinates. You have everything else that falls up under that. The ad works in communication, 
and you’re communicating, you know, what you want the payoff to be. That’s the whole goal of the ad, is 
the payoff!

C:  Well then wouldn’t the Stridex ad be more, I mean cause the Stridex ad is actually talking about the 
payoff. The L’Oreal ad is just talking about the bottle. Right?

M:  Yeah ..

C:  But you’re so insulted by the design, you don’t want to give it any credit? (laughs)

M:  (laughs) Alright, they do give off, their messaging is a lot faster and more effective. 

C:  I’m not apologizing for Stridex, by the way. I’m just pointing out ..

M:  No, I give them that. But, “Go for the upgrade,” versus, “Burned by your acne pad, do your face a favor.” 
It’s like it puts the problem all the way out there, this (L’Oreal) doesn’t set up a problem or a solution. 
It’s just, check out our ..

C:  Check out our new bottle.

M:  .. new bottle. It’s more a PR ad.

C:  Yeah? Did you ever have acne as a kid?

M:  Yeah.

C:  Did you use pads?

M:  Yeah. I woke up—this is the freaky thing—I woke up one morning and I had a gazillion thousand goo-
gleplex of freakin bumps on my forehead.

C:  That must have sucked.
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M:  Dude. I fucking freaked out. (chuckles) Coming from not having any acne, to waking up and having 
acne explode all over my forehead?

C:  Yeah, probably was a bad morning.

M:  Yeah, man.

C:  I had acne, I just never thought to get pads or anything, I just waited it out.

M:  Oh really?

C:  Yeah. Fortunately it wasn’t like a big problem. I just had patches here and there. I still get .. I got one on 
my nose right now. (chuckles) Anyway, they’re just annoying. They didn’t bother me enough to go 
spend money on getting rid of them. So I didn’t, it never occured to me that acne pads burned.

M:  Yeah, they do. Especially when you try to scrub too hard.

C:  Oh yeah?

M:  Cause I mean, it doesn’t teach you, none of them teach you to lightly just apply it and just, you know, 
freely wipe. People that actually use them really try to take it out.

C:  Try to sandpaper it out.

M:  So you tear your face up even more, and make it even worse. So.

C:  Okay. I’m trying to think if I have any sort of wrap-up questions for you, but I don’t think I do.

M:  Okay.
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