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INTERVIEW 3: MATTHEW SPETT
Art Director, Cramer-Krasselt
July 10, 2007
Chicago, Illinois

CRAIG: So you’ve heard of those three generational labels before, I assume.

MATT: Yeah, yeah.

C:  Baby Boomers, Generation X, Generation Y? When you hear “Baby Boomers” what do you think of, 
what comes to mind?

M:  Fortysomethings? Is that right?

C:  Okay ..

M:  Do you have to record me? 

C:  Yeah.

M:  Okay, yeah. Fortysomethings.

C:  What other labels float around .. stream of consciousness-wise, with that?

M:  Seinfeld, Mad About You, any early 1990s, late 80s sitcoms, Trivial Pursuit, Pictionary, I don’t know 
why. Games that baby boomers play.

C:  Okay. What about Gen X? What do you think of when you think of Gen X?

M:  I think of grunge.

C:  Grunge? Okay. What does that mean to you, like, is that a style of dress? Is it an attitude? A mentality?

M: A culture.

C:  Culture.

M:  It’s music, it’s dress, it’s .. I don’t know, it’s a feeling.

C:  Okay. And, anything else?

M:  Gen X are people slightly over 18.

C:  How old are you?

M:  I’m 35.

C:  Okay. Gen Y.

M:  What is Gen Y? Is Gen Y me?
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C:  I’m asking you.

M:  Is Gen X the .. is Gen Y after Gen X? I guess I think of ..

C:  Yes, it comes after Gen X.

M:  I don’t know much about Gen Y.

C:  Okay. So you don’t, when you create advertising you don’t conceptualize Gen Y as being a market seg-
ment.

M:  Depends. Yeah, no, I absolutely do, I just don’t do a whole lot of work for Gen Y. I haven’t, don’t have 
any, like, feelings.

C:  What kind of advertising are you used to doing—well that’s probably not a good question. What kind 
of advertising are you doing now?

M:  Traditional, TV, print.

C:  Okay. Can you tell me some of your clients?

M:  Lots of beer clients, Corona .. 

C:  Beer clients? You’ve got the cush job, man!

M:  It’s pretty cool!

C:  Anything else?

M:  I’ve worked on Gatorade, I’ve worked on .. all kinds of stuff. I’ve worked on a guitar store.

C:  A guitar store? Okay, well Gatorade seems like it would have a Gen Y appeal.

M:  I guess it does, it does. The advertising I was doing was geared toward the old demo.

C:  Okay. Well, academically, the generations are defined according to, starting with the Baby Boomers, as 
sort of the, one of the first sort of generations that were defined as a cohort together just by the hump in 
the rate of births, in not only the United States but all over the world. There was this surge of births 
after World War II that lasted about twenty years and we know that as the Baby Boom. And following 
that there was a dip in births, a falloff, and the people born in that span in time are considered Gen X, 
and that’s  you and I.

M:  Oh, okay.

C:  And then the following twenty years there was an echo boom when all of these kids had kids. So for 
academic purposes, we’re calling that Gen Y. There’s a lot of contention over what Gen X is, where it 
stops, where Gen Y comes in ..

M:  I’m a complete idiot. I didn’t realize I was Gen X.
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C:  Well a lot of people really don’t think about what they are. Some people .. and that’s one of the ques-
tions I ask in the focus groups, “how do you self-identify yourself?” A lot of .. Gen Y has umpteen labels, 
they call themselves baby busters, echo boomers, millennials, the internet generation, the 9-11 genera-
tion, and so on and so forth. Gen X, same thing, slackers, baby busters. There’s a hundred different 
labels.

 I guess I should back up a little. In April I organized a series of focus groups that took place in a chat 
room. So the label “focus groups” is kind of being used loosely here. But they were assembled from 
people in the same generational cohort, and we looked at these six ads, and just talked about how they 
were received, whether or not they thought they were effective, just to see how the genrations took in 
these ads. The ads were chosen very specifically. Two were taken from a magazine that is most certainly 
aimed at Boomers. Two were taken from a magazine that is Generation X primarily, and then two were 
taken from a magazine aimed at teenagers which is Gen Y. Gen Y for the purpose of this study is 18-21 
because I can’t recruite younger than 18. So, 21 and younger is Gen Y. And the boundary for that was 
actually 2005 so as of 2006, people born after 2006 are now starting a new cohort set.

M:  Right.

C: So in general, how do you .. when you’re given a creative brief and that brief involves targeting a specific 
age group, how do you do that? Say you’re given an ad to target teenagers? What do you do in the ad to 
appeal? How do you tailor the ad to a demographic that’s different from you? Do you do that con-
sciously?

M:  Oh yeah. Absolutely. When we’re briefed on an assignment, we’re given a ton of information, you know. 
The account planning department, the research department exists to keep us informed and full of 
knowledge of whatever target we’re talking to. So if we were put on assignment for Gen Y, I mean we 
would also do our own research, we would dive into, you know, we would try and get into their mind-
set. We would visit their Web sites. We would .. anything we could to be fully immersed in their .. 
there’s no boundaries.

C:  So you would do research and try and get into their heads a little and then you would .. maybe that’s an 
easier question to ask after I’ve shown you the ads.

M:  Yeah I mean we would sometimes, I mean sometimes we would actually talk to these people. We’d talk 
to parents of these people, or .. we’d do anything we can to be completely immersed in .. 

C:  .. the mindset of the target audience.

M:  The mindset or content of what these people are into.

C:  And you do that for any age group?

M:  Pretty much.

C:  Okay. Do you conceptualize them as age groups, or do you think of them as .. 

M:  Not really. They’re divided into all kinda of .. “demos” aren’t necessarily just age groups. They’re 
“housewives age 25-55 who are thrill-seekers.” You know there’s all kinds of ways to define a demo. It’s 
not always just age groups. Age group is a big part, but there’s more to it than that.

C:  Do you do any thinking at all about these targets as generations?
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M:  Sure, I mean .. 

C:  How do you factor that into your creative?

M:  I guess we do. We don’t .. it’s not usually our top priority, at least in what I’ve done .. how me and my 
partner come up with ideas. We don’t tailor an idea to a certain age. We hope that everybody gets it. I 
hope that it’s as effective to a 35 year old as it is to a 55 year old as long as they’re the same demo.

C:  In the same ..

M:  Say I’m working an automotive account, which I’m not but .. a good idea of who we’re talking to would 
be, “blue-collar males age 25-55 who love a good adventure, and want to come home safely to their wife 
and kids.” That’s something we can work with a lot better than “males age 25-35.” Does that make any 
sense?

C:  Yeah it does. What I’m exploring to see is people are trying to tailor their ads to a group of people by .. 
you know cause Boomers, they know they’re Boomers, and some people take a certain amount of pride 
in being a Boomer and so some advertising is designed to appeal to that sense of belonging to that 
group. You hear a lot of TV commercials with some 60s classic rock, and some iconic sort of 60s visuals 
that remind people that “you belong to a group of people who are important in this society and this 
product is right there with you.” I guess that’s what, I’m looking to see if people are actively using or not 
and so far, I don’t see a lot of people actually doing that.

M:  Oh okay.

C:  And furthermore I’m seeing a lot of really diverse opinions about who advertising is meant for and how 
it works.

M:  I know it’s changing a lot. I think the mindset of teenagers, even tweens, people younger, is changing. I 
think you know, they’re into Led Zepplin, classic rock now as much as a lot of Baby Boomers. It’s weird, 
you know, how fashions and music can go away and come back.

C:  And fashion styles, color schemes, those all sort of become .. eventually they’re recycled and become 
trendy again.

M:  Absolutely. And so yeah.

C:  Okay and we can talk for another hour about it. 

M:  I hope this helps. I don’t know if I’m making any sense.

C:  Okay. So what I’m going to do is, I’m going to put some ads in front of you. These are the ads that I 
showed the focus groups. I’ve got to turn some stuff off, cause I’m losing battery power. Okay so here’s 
the first ad that I showed them.

 (Shows the Edge ad)

 So I guess my first question is, what do you think of the ad personally, and professionally?

M:  I’ve seen this ad before. I don’t know, it’s ..
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C:  Do you think it’s a good ad, overall?

M:  I don’t love this ad.

C:  Okay.

M:  It’s think it’s .. would be cool for it to be really simple and visual, and I just feel like there’s a lot going on 
here. I think if you saw the .. if you just saw the car on the fence, and that’s it, it would be great, but I 
don’t think it really shows .. That’s their target audience right there. That’s probably the client they 
made it for, but it’s not necessary. So it’s okay, it’s not a page-stopper. It’s not going to keep me from 
turning the page.

C:  Who would you guess this ad is intended for?

M:  These two people and people like them.

C:  Well, what generation .. thirtysomethings? Okay so that’s Gen X. When I showed this to the Gen Xers, 
they didn’t much like it. They saw it as gimmicky. It did not .. they had, they might stop long enough to 
figure out what’s going on with it, obviously the car’s in a weird position vis a vis the people.

M:  Yeah, there a ‘distinct’ factor involved which I like. There’s something interesting happening.

C:  Yeah. But it’s a shallow pun without a lot of meaning, and that was the general sense that the Gen Xers 
got. Gen Ys were fairly unfazed by it, they were, “Okay, it’s an ad.” And the Boomers were pretty much 
the same. It didn’t elicit a very strong response either way. And they were slightly critical of it because it 
just wasn’t very interesting.

M:  I agree with all of those.

C:  Okay. We’ll come back to this.

M:  Okay.

C:  Here’s the second one.

 (shows the L’Oreal ad)

M:  What do I think of this? I think it’s terrible.

C:  It’s terrible? (laughs) Okay. Why?

M:  Yeah. There’s no excuse. From a design perspective or just messaging?

C:  All. Overall.

M:  First of all, I don’t know what it is. I assume that it’s ..

C:  Do you need me to zoom in to read it?
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M:  Well I know L’Oreal, and then I see “daily thickening” so I assume it’s a shampoo. Yeah, shampoo and 
conditioner. I mean it’s just very dated. Dated look. It’s very cluttered. I can’t figure out what it’s trying 
to say.

C:  So you can’t parse the message that the ad is trying ..

M:  I understand that they’re trying to say that they’re probably a cut above your regular thickening 2-in-1 
shampoo, that’s about it, but I’m not going to go buy it.

C:  You’re not going to buy it?

M:  No.

C:  So who is this targeted to?

M:  It’s probably targeted toward men that are losing their hair.

C:  Okay. Any age group jumps out, or all men?

M:  Maybe an older age group, older meaning 40s and up?

C:  Okay, so Boomers?

M:  Just guessing. Boomers. Just based on its dated, its kind of dated look.

C:  What tells you that it’s for Boomers, the product itself?

M: Yeah.

C:  So just the fact that it’s a ..

M:  Well even the design, the design of the ad.

C:  Anything in particular about that?

M:  Well nothing particular is modern about it. Nothing’s .. I mean that typeface could have been 1985. The 
bottle’s changed but it hasn’t, there’s nothing great about the packaging.

C:  Okay. So the design is sort of dated, and in that way, it might appeal more to an older audience? 

M:  I think so.

C:  Is that what you’re saying or am I saying it for you?

M:  No that’s what I’m saying, and I don’t know if it’s right.

C:  It’s right if it’s what you think.

M:  That’s what I think.

C:  Okay. There’s no right or wrong answer at all. It’s not a test.
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M:  Is that what other people have said, or ..?

C:  Well, Gen X and Gen Y like it. They thought the design style was elegant and pretty uncluttered.

M:  Really? I think it’s terribly cluttered. I’m sorry. You’ve got L’Oreal here, you’ve got L’Oreal down here, 
you’ve got vive pro here, vive pro here, saying exactly .. giant 20-point headline, two pictures here, a 
bunch of body copy plus the positioning line. Sorry, I don’t know how .. I’m sorry, I’m becoming all 
argumentative.

C:  No no no, please argue all you want! This is what they were saying.

M:  Okay.

C:  And I kind of understand what they mean, because in looking at, when I chose these ads, I pulled two 
ads from magazines that catered to the twenty and younger crowd. And I’m not going to say where this 
came from yet, but those magazine are very loud color, lots of activity, lots of design elements going on, 
and the ads are designed to really sort of fight for your attention. And this, in all of that, is sort of a 
breath of peace I guess. So cluttered to some is very uncluttered to another audience depending on what 
they’re used to.

M:  Totally. Yeah, I hear that.

C:  And then the Boomers were, it got its share of criticism. Nobody understood why this sentence was 
here (indicating “Go for the upgrade”). The only thing that’s changed about this product according to 
the ad is the bottle. And if that’s true why is that an upgrade? It got flak for repeating some of the same 
information on the bottle in the copy. Framing it in this L’Oreal thing made it look like a cosmetic, but if 
it’s for men, that might cause you to, if you didn’t know what it was and you were flipping through a 
magazine and you just looked at this you might just pass right by it as soon as you saw that.

M:  Right, right.

C:  It didn’t get a gold star from anybody but it did get some positive feedback from the younger age 
groups. Okay so lets, did you have anything else to add to this?

M:  No, no.

C:  Alright.

 (Shows Mercedes Benz ad)

 And again I apologize for the fact that it’s so small. Well, can you read the headline in this, right?

M:  Yeah, yeah, sure. What do I think of it?

C:  Yeah.

M:  I like it. It’s, I mean it’s aesthetically pleasing, there’s a certain amount of elegance to it, I like it. I’m not 
sure about the headline, the quote. I don’t think it’s an award-winning ad, but it is nice to look at. I’m 
probably not going to read the body copy.

C:  You’re not.

153



M:  If I were flipping through the magazine. If you want me to read it right now, I will.

C:  Yeah. Well no, you don’t have to. Who would you guess this is targeted to?

M:  Um, that’s a good question. I personally like it. I’m not going to go buy a Mercedes, but I think someone 
in my age group .. it would appeal to me, or appeal to older people.

C:  So, sort of combo Gen X/Boomers?

M:  I think so, yeah.

C:  When I ask that question, sometimes what I like to do is rephrase it by saying, what in this ad, that 
works for you, would not work for Gen Y? So in other words, could you sell .. if you took this ad exactly 
they way it is, and maybe made it a different car, could you sell it as-is to Gen Y?

M:  Sure. I don’t know why not. I don’t know, that’s a really good question. I would have to believe that Gen 
Y probably has a shorter attention span, I don’t know that they could get through this ad.

C:  Okay, so you don’t think they’d read all the copy?

M:  Yeah, I definitely don’t think they’d read all the copy.

C:  Okay. So, this is the second car ad that I showed.

M:  Yeah.

C:  So, compare this .. which do you think is more effective? Like if we, if we said that this (Mercedes Benz) 
is aimed more to an older demo, and this, (Edge) what did we say? Gen X? Maybe slightly younger, 
which is better at hitting the intended demo?

M:  That’s a really tough question. Do you have an answer? Do you have results?

C:  I’m not .. I have an opinion, but I could write my opinions all I want, but I’m really more interested in 
your opinions. What do you think?

M:  I would say this ad (Edge) is probably more effective to the demo. Just because there’s something some-
what intriguing, I’m not saying it’s a good idea, but at least something’s happening in the ad that’s at 
least a little off. So based on, just that, I think people are going to be more intrigued and find out more 
about this car.

C:  Okay, so this (Edge) is better at reaching thirtysomethings than this (Mercedes Benz) is at reaching 
fortysomethings.

M:  I don’t know. I mean, probably, (laughs) maybe.

C:  There’s no right or wrong answer. I’m talking to you because you’re a professional, you’re good at what 
you do, you were recommended to me.

M:  Well I think so. I like this ad (Mercedes Benz) better. But I think unfortunately I think that first ad is 
more effective.
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C:  Okay, because there’s something more creative going on in it.

M:  There’s something happening.

C:  Okay, that’s fair.

M:  Not that it’s a good thing, but it’s something.

C:  Boomers obviously, well maybe not obviously, but predictably to me, Boomers like this ad (Mercedes 
Benz). They liked the fact that there were no gimmicks, it didn’t patronize them, it just said, “Here’s the 
car. Here’s a lot of information about why we think you’ll like it. Here’s a very strong statement that we 
feel that this car is deserving of.” There’s not even a positioning line. It’s just Mercedes Benz, it doesn’t 
need one. For a copy-heavy ad, it’s very simple. It’s very Ogilvy-template. There’s not a lot of figuring 
out. So the Boomers were pretty receptive to this. You know a lot of them said, “I can’t afford that car, 
there’s no way I would .. if I saw this in a magazine, I’d flip past it because it’s Mercedes Benz, you know 
I’m not in the market, I’m not going to buy it.” But judging the strengths of this ad to this ad, Boomers, 
they liked it okay, but they really didn’t like the car gimmick, visual pun. But you’re right, the appeal is 
very different. This is trying to appeal to a younger demo by putting something clever into the visual 
and making that part of the appeal, whereas this appeal is pretty much the opposite. It’s trying to ap-
peal by not being clever.

M:  Right.

C:  It works with some and doesn’t work with others. Okay, here’s the next one, for Pop-tarts.

 (shows the Pop-tards ad)

 Are you familiar with this campaign?

M:  Yeah I’ve seen it.

C:  Do you recognize the illustration style by any chance?

M:  I don’t. Is that you?

C:  No. But it is .. I won’t say yet.

M:  I don’t recognize the style.

C:  Okay. What do you think?

M:  It’s funny. I mean it’s .. it’s all right.

C:  If you were paging through a magazine and you came to this, would you stop to look at it?

M:  Sure.

C:  Yeah. Just because, why?

M:  It’s different. It breaks through. It’s different then .. you know it’s a lot of negative space, no editorial. 
No photography. For those two reasons, I would stop.
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C:  Who would you guess this ad is targeted to?

M:  I think it’s targeted to a lot of, I think it’s probably targeted to Gen X, not Gen Y. I don’t think it’s tar-
geted to kids.

C:  You don’t. And why do you say that?

M:  No. Because I think it’s more adult humor. I could be completely wrong, I don’t know why.

C:  Well here’s a question I love asking about this ad. What is this ad saying? What is the intrinsic message 
this ad is trying to communicate?

M:  (long pause) Uhhhh .. (laughs)

C:  There’s no wrong answer. But I mean, you get it, you had a positive reaction to it, but .. what’s the ad 
saying?

M:  I think it’s saying that Pop-tarts can’t hide.

C:  (laughs) Okay. Why does that help sell Pop-tarts?

M:  I think that selling comes in the whole package of the ad. I don’t think there’s one thing that .. I don’t 
know there’s one attribute to this that sells you. I think everything works together. I don’t .. I’m trying to 
figure out what the joke is, it’s kind of funny. Maybe it appeals to kids too, it’s easy to read. I like the 
words.

C:  What appeals to you about it?

M:  Just the sheer breakthrough. Breakthrough of it. I like seeing ads that are different from the run of the 
mill.

C:  This ad is like the Rorschach test of the group.

M:  Is it?

C:  Because so many people have so many different responses to it. Everybody likes it.

M:  I think “crazy good” is a good payoff. Just cause I think the whole scenario is kind of weird. So I think 
this pays this off.

C:  I’ve had, I mean the first art director that I spoke to, was this guy who’s a Cuban by birth, and he’s in 
Miami, and he was a hilarious guy. And I showed him this ad and I asked him the same question and he 
says, he looked at it for a long time and he was like, and finally he just goes, “Pop-tarts shouldn’t hide in 
a toaster.” (laughs) That was the message the ad was trying .. “So if you’re a Pop-tart, don’t hide in the 
toaster!”

M:  (laughing) Sure, good point. Yeah, I think that’s the message too.

C:  Well but interestingly, the focus groups, the Gen Y .. when I showed this ad, obviously it came on the 
heels of .. you know, it came after a lot of criticism. The Gen Ys didn’t much care for this (Edge), they 
liked this (L’Oreal) for its elegance, but were still critical, they didn’t like this much. Then they got this 
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and I got laughter. I got spontaneous, pretty universal. Everybody laughed and they thought it was 
funny. And they all pretty much said the same thing. They all said that Pop-tarts are fun. The ad sort of 
takes you back to a silly, childhood game sort of mindset that you associate with having fun and eating 
Pop-tarts in the morning.

M:  Yeah. That’s cool.

C:  And what’s funny is that none of the adults seem to make that connection. All the adults that I’ve shown 
this to, they don’t, they can’t seem to express that. I think they get it, I think they tap into it, I think you 
did. But nobody’s come out and used that language to describe it.

M:  How old am I? I’m like so old.

C:  Maybe. I mean I think we, we’re both the same age.

M:  Yeah.

C:  The reason I asked you about the illustration style is, have you seen the short film “Rejected”?

M:  Yeah!

C:  It was Dan Hertzfeldt, or Hertzburger or something like that. This style is very reminiscent of ..

M:  Oh okay.

C:  .. of his illustration style. And it’s like, I read on Wikipedia—so take with a huge grain of salt, but 
Wikipedia says that he is considering suing Kellogg’s ..

M:  Oh wow.

C:  for use of this style of artwork to sell Pop-tarts because it’s so similar. And I showed this to one guy, and 
he says, “Oh yeah, Dan Hertzfeldt, yeah he did that.” I’m like, “Who the hell is that?” So that’s Pop-tarts. 
Next.

 (shows Smith-Barney ad)

M:  Is that an ad?

C:  Yeah.

M:  It looks like an opening page, an article.

C:  How do you feel about that?

M:  I think it’s a waste.

C:  A waste?

M:  Yeah. I think it’s a waste of money.

C:  Really!
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M:  Yeah.

C:  Can you identify the client?

M:  Smith-Barney.

C:  Okay. So if you were the ..

M:  But I’m not going to .. oh. Is it Citigroup? Oh, so it’s both, yeah.

C:  How is it a waste?

M:  I just think it doesn’t .. the fact that, I love ads that don’t look like ads, because those really break 
through the clutter but this ad doesn’t look like an ad for the wrong reason. It doesn’t look like an ad 
because it looks like it’s part of an article. And if I were interested in kids inheriting the work ethic or 
the wealth ethic, maybe I would read it. I don’t know, I mean maybe people would stop to read this ad 
for the same reason I’m saying it doesn’t work as an advertisement.

C:  Well obviously it’s using a design style that’s intended to at least give you a first impression that it’s not 
an ad. That’s what I get from it. My question that I’m personally interested in from you is that, is that 
fair? Is that a legitimate technique to use on a consumer?

M:  It’s fair, I guess anything goes, but I think consumers are smarter than that. I think they know when 
they’re [seeing] an ad. Especially a consumer that’s reading a magazine that this ad is probably in.

C:  Who would you say this is targeted to?

M:  People who read the Economist, Money or Financial Times.

C:  Okay. Age group?

M:  Baby Boomers. Maybe Gen Xers, but probably Baby Boomers. I just had a baby, so ..

C:  Are you thinking about his wealth ethic?

M:  I am, actually. (laughs)

C:  Are you really? How old is your baby?

M:  Three weeks.

C:  Oh that’s right, you just had him! You’re a brand new .. is this your first?

M:  Yeah.

C:  Wow! So you are in a zone of like a whole new world. Well good for you man.

M:  Thank you.

C:  Boy or girl?
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M:  Boy.

C:  Boy. What’s his name?

M:  Parker.

C:  You got pictures?

M:  Not on me. On my computer.

C:  Everybody healthy?

M:  I need to carry pictures. Yeah everyone’s good. Everyone’s recovering. Good, really good.

C:  Well congratulations, that’s great.

M:  Thank you, thank you.

C:  Parker. One of my best friends has a boy named Parker.

M:  Oh that’s cool. Good.

C:  It’s a good strong, 2000s name.

M:  Yeah it is. I liked it.

C:  So, overall in general, do you like this ad? Do you think it’s effective?

 (M shakes his head)

 No?

M:  No. I really don’t. I’m an ad snob, so, that’s not how I would do an ad usually. I really don’t think it’s 
effective.

C:  Everybody in the ad business is an ad snob in their own way.

M:  What’s not effective about it?

C:  Yeah?

M:  I just, it’s just a little disconnected. Who are you talking, the way it’s even worded, who are you talking 
to? Is it someone asking “will my kids inherit the work ethic or the wealth ethic?” Are they asking the 
reader that question? I’m just not sure.

C:  So it’s sort of posing this theoretical question .. 

M:  Yeah. I don’t really care about this kid either. This kid is like a space filler.

C:  (laughs) The kid got a lot of comments in the focus groups.
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M:  Yeah?

C:  Yeah.

M:  If the kid wasn’t there, the ad would be better. 

C:  It’s hard to relate to the kid who looks like a, I don’t know. He doesn’t evoke a real sympathetic response 
in me or in many other people that I’ve shown this to. If you had, same ad style, same color choices and 
font choices, could you use this to sell to Gen Y?

M:  Probably not.

C:  No? How come?

M:  For the same reason I didn’t love the L’Oreal ad. Seems like a dated ..

C:  Design style? 

M:  .. design style. I’m not sure what these gears are. Maybe that’s part of their logo. There are way too 
many elements going on.

C:  Too many elements? Okay.

M:  You’ve got four blocks up here, You’ve got these giant headline, bulky and kind of gross, followed by 
body copy followed by this .. 

C:  Which looks like a tagline, at first blush I think. I mean it looks like a byline.

M:  Yeah. A logo here, a logo here, an ugly kid, a giant [unintelligible] on it. You know? So that’s my 
thoughts. I got like, ten minutes, I’m sorry.

C:  Okay. We’re almost done. Last one.

 (shows the Stridex ad)

 Can you see it okay?

M:  Yeah. Uh, I’m not .. I don’t like this ad.

C:  Not into it? Who do you think it’s for?

M:  I guess it’s for Gen Y people cause, they got acne.

C:  Yeah they do. Why don’t you like it?

M:  Cause I’m not a .. for Stridex, you really need to .. you can hit a home run. You can do really good adver-
tising. This is just, competitive, boring, ugly looking type .. 

C:  What was that first word you used? Competitive?
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M:  Competitive. Just anytime you put the brand up against something else. And then I .. coupon. Oh God. 
Get that coupon away from me.

C:  (laughs) You’re not a fan of coupons in print ads?

M:  No. Especially magazines.

C:  You don’t like that?

M:  No!

C:  Why?

M:  I just don’t think people are sitting reading magazine with scissors, clipping coupons. But I don’t know, 
maybe .. 

C:  The coupon got some positive response. Some people I showed it to said, “Oh, coupon!”

M:  Did it? That’s great. I hate .. I hate coupons. I just think coupons get in the way. I’ve been forced to put 
coupons in ads, I just ..

C:  I feel the same way, but I was surprised that people not only noticed the coupon but were excited about 
being able to use it.

M:  It’s just that, design-wise it’s just a big uninvited guest that has to be there.

C:  Yeah. What do you think about the use of the emoticons in the thought-bubbles?

M:  What is an emoto-con?

C:  These symbols. (Indicating the emoticons on the ad)

M:  Oh, okay.

C:  Emotional icons. Emoticons.

M:  Yeah, I wasn’t sure, this looked like a fish to me. (Indicating the smiling emoticons on the right side) 
Like a fishbone.

C:  (laughs) Yeah!

M:  Now I get it. I understand, it’s a bunch of smiley-faces. Smiling faces. Is that what it is?

C:  Yeah.

M:  It looked like a weird spinal cord also.

C:  But you didn’t see it as smiley-faces at first.

M:  Not at first.
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C:  What did you see this as being? (Indicating the other face on the left side) Some kind of mathematical 
theorem?

M:  A colon, a dash and a zero?

C:  Interesting! Okay so you’re the first person who didn’t key on that right away.

M:  Oh, really? Okay.

C:  Well at least the first person that admitted.

M:  The blue and the red signify good and bad to me.

C:  Right. Do the use of these add something to the layout, or do you think they’re superfluous?

M:  I think they’re superfluous. I think they’re redundant. I mean this (indicates the right side smileyface 
emoticons) really is this (indicates the smile face on the right). Right? Aren’t these two the same thing?

C:  Yes. Well this is what he’s thinking. Assuming that this smiley face has got thoughts, and acne, and uses 
Stridex.

M:  Right, right, exactly.

C:  So this is the second personal hygeine ad, compared to this one (brings up L’Oreal ad on screen for 
comparison). How would you say these two compare as far as their appeal to the age groups they’re 
intended for?

M:  How do I think they compare? I’m sure that appeals to, straightforward, and it says what it needs to say, 
it’s just got too much going on. 

C:  So you think it has an equivalent appeal?

M:  I think this is probably more effective (indicating the Stridex ad) to its target audience.

C:  Why is that?

M:  Just by sheer layout. That visual and question, and answer I guess, and .. I think it’s a little more 
straightforward.

C:  Straightforward as in, it’s showing the benefit of the product?

M:  Yes.

C:  Instead of just showing a bottle?

M:  Yes, exactly.

C:  I mean I hate to put words in your mouth like that .. 

M:  No, thank you for doing that. Yeah.
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C:  I know we’re kind of .. limited time.

M:  No, I’m not trying to .. I’m not being short. That’s what I was saying.

C:  I’m afraid of, that, my committee’s going to read this transcript, and they’re going to be like, “You’re 
feeding him answers!”

M:  Oh! Oh, I’m sorry. No, that is I would say the reason. Why it’s more effective.

C:  Gen Ys responded real favorable to this.

M:  Oh, good.

C:  They understood this immediately, and they apparently identify with what the headline was about. I 
mean I had acne as a kid but I never used acne pads, so I had no idea that they burned. But apparently a 
lot of these kids were like, “Oh yeah, the burning sucks.” And again, a lot of them saw the coupons and 
were like, “Oh cool, a dollar! Yeah. I’ll take that.”

M:  Good.

C:  So it got a pretty good response. The Boomers, predictably, were like, oh, okay, I don’t, you know, what-
ever. They didn’t really have much to say about it. Compared to this, the L’Oreal one, if I can fish it out 
of here .. the older demos like this. They thought it was a more mature ad style, whereas this was very 
sort of childlike. One person I talked to looked at the colors and thought it was fifties. Thought it was 
retro.

M:  That’s interesting. Yeah, well the style is somewhat fifties.

C:  The pastel and the type.

M:  The palette is sort of fifties too.

C:  Okay. I know you need to get back to work.

M:  I hope I helped. I’m usually spent at this time of day.
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