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CRAIG: Well, I wanted to talk to you about advertising to generational demographics as distinct from age 
groups. My thesis is about, first of all, how advertisers try to reach generations, in this case, Boomers, 
Gen X and Gen Y. And also how those generations respond to advertising today. And I’ve done a series 
of focus groups and I did them online at my advisor’s request, so they were kind of experimental. What 
I did was I pushed a series of ads to them, and the ads were selected from magazines that were targeted 
directly to those age groups, and just to show them the ads and to get their feedback and in general just 
how they felt about advertising. And so what I wanted to do with you is first talk about how you, I 
guess, conceptualize that demo, if you do at all. And then we can talk free-form for a while and then I 
wanted to show you the ads and we can talk about how you might have targeted those or how effective 
you felt they were. So, when you think of Boomers, Gen X, Gen Y, are these demos that you, when you’re 
given a creative brief, how do you try to get into their heads?

ED: Well, it’s not as if everything that I do is going to be geared toward that spectrum. I don’t even recall 
having to reach Gen Y. 

C: Okay.

E: Because of the nature of our accounts and what we’re about. And it might be the agency. Someone else 
in the agency might have accounts where that’s an issue, where that’s who they have to specifically tar-
get. But, it’s always the nature of the accounts you’re working with and who you’re talking to.

C: Sure.

E: But, that being said, if the assignment were to come across my table to then talk to that group, we 
would have, certainly, account planners and people to sort of help us break into that and be relevant to 
that.

C: So they would do research?

E: Yeah, absolutely.

C: Any idea what methods they would use?

E: Oh, God, no. No.

C: Okay.

E: And of course, Burrell is, I don’t know if you know about Burrell, I’m assuming you do, but maybe you 
don’t. We are an African-American agency where everything we do is targeted to African-Americans. So 
then you have to take African-American Gen X, Gen Y, Boomers, whatever, and then find out what 
makes them unique and more targeted. Or how do you target them, you know, specifically.

C: So when I use the phrase Generation X, what comes to mind? What do you think of? Just stream of 
consciousness.
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E: Stream of consciousness, okay. I do think it’s like a generation, it’s like, maybe I’m wrong, but Boomer 
kids.

C: Okay.

E: And…

C: You’re not wrong.

E: Okay. And Boomer kids and all that that, I mean, sort of the gestalt of that. It sort of is the world they 
grew up in, the technology that they grew up in that is totally changed to the way they perceive media 
and everything else. How they interact with the culture, with television or not with television, and just 
the capabilities that they have. And the values - how the values skew.

C: I’m just making sure…

E: How the values skew. And then, you know, on a personal level, sometimes it’s what my own experience 
is. Sometimes the work ethic changes when you’re working with people of a different generational 
thing. The expectations are different, I find, from when I was that age. You know, I think there is, a lot of 
people will say, of a Boomer generation, there would be commentary about sort of the expectations, the 
instant gratification that sort of comes with the Gen X group. It’s like, “Oh, I want my promotion next 
week” or “I want my gold star now”, or my soccer trophy. And then it’s kind of a different thing that 
becomes a little, you know, you become aware of that because it would be something that wasn’t quite 
in my work ethic. So you realize it’s a whole different culture and the way they think and operate and see 
things different. And Gen Y, geez, I’m not even sure if that’s, you know, that’s who’s behind Gen X and 
I’m not going to say it’s the kids because the Gen X kids are now…

C: 20 to 40.

E: Yeah, 20 to 40, so what would be a Gen Y?

C: Well, for the purpose of my research, it’s people born between 1986 and 2005. So they are no older than 
21.

E: Okay.

C: And then Gen X is 22 to 41 and then Boomers are 42 to, no, I’m sorry. Let me back up. No, that is right, 
I was right. 42 to 61 is Boomers.

E: Right.

C: Now, that’s the academic definition. There are many definitions across the board about what consti-
tutes the generations. The Boomers are pretty well situated in their 20-year span and you can observe 
the birth rates that constitute the boom. Gen X and Gen Y, people have different ideas of what defines 
them and how long, time-wise, they last. But, academically, you can’t compare them unless they are all 
20 years.

E: Right. And I don’t know really how to categorize the difference between a Gen Y or a Gen X in a real 
way except maybe it’s even more so, or even, you know, that’s my assumption. I don’t know that I have 
an identity fix on a Gen Y.
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C: Okay.

E: Another thing, though, free association part, I would say that everyone’s used to customization. That I 
can tailor everything because the world, now, is sort of, identity is a big deal in terms of what signifies 
me and then also I can custom everything to my phone ring to what speaks of who I am. 

C: When you are referring to media, are you referring to technology?

E: Well, products, you can customize your media, too, I guess. I mean you can be so selective about every-
thing now. It’s all about choice. And a choice in just in what you consume and what you wear.

C: So, you were speaking, sort of, just in general that now people are more able to express their personality 
in a myriad, a variety of ways.

E: Yeah, and that becomes more important, I think.

C: Okay. I was trying to impose my sort of…

E: That’s okay. That’s good to clarify that. And I would think that as time goes on, that the succeeding 
generations that it would become even more possible and then more important.

C: Right. 

E: Or, at least more how they value.

C: You hit on something that is actually very pivotal in my research and that is the relationship of the gen-
erations to the media. You delineated Gen X, or at least distinguished them from Boomers, as being 
able to, well, you glanced on it and then you moved on. But, if you wouldn’t mind talking a little more 
about that. Do you know what I am referring to?

E: No, I’m not sure yet.

C: You said that Gen X has more power over their media.

E: Yeah.

C: Then Boomers did. I was hoping to get you to expound on that a little bit.

E: Okay, it’s like you don’t have to buy the CD, you buy the song. You don’t have to, you know, you can 
watch shows on your phone if you want to. When you watch things – you know, it used to be you had to 
be there at that time, but now it’s, “I don’t feel like watching it now, I want to watch it whenever”. And 
so in terms of media, and media’s interactive, everyone seems to be to having social interaction via the 
internet or text phones or whatever. I watched a woman in front of me in the airport the other day just 
checking in and doing other stuff and meanwhile the thumb is just totally talking away so fast (panto-
miming someone text-messaging on her phone with her thumb).

C: That amazes me.

E: It amazes me and I have to predict that this whole generation will be arthritic.

C: I’ll bet by 40.
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E: By 40, I promise you. It’s my prediction, or at least in that one thumb.

C: They’re going to start having yoga for thumbs. And start doing, what do they call it, Taichi, or whatever, 
those exercises.

E: Right. The deep dark secret, I’ll just throw this little side bar in, I heard on NPR once that it’s the deep 
dark secret of China or Japan or someplace is that chopsticks, everyone’s crippled in old age, but they 
don’t want to bring that to light because it’s a way of life. Chopsticks are not good for aging.

C: Interesting. I always liked using them because they’re fun.

E: I think you’re safe.

C: But I don’t use them every day.

E: Right. So I was just thinking what’s that going to do for the thumb? So, and on and on in ways that I 
can’t even fathom. I mean, subtle ways, just the link. You talk to people, you hook up, you find dates, 
you know. No one goes to a party anymore or a mixer; you go and find people online. And I know 30-
somethings in Manhattan that think that’s the way to meet people.

C: Yeah.

E: You just sort of cut to it. So, that may be different from media but then not really, not with internet 
advertising and everything else.

C: Right. Okay.

E: Does that help?

C: Absolutely, yeah. Because my theory is the way people grew up and the relationship that they came to 
understand visa vie their media helps them, it shapes their opinions of advertising and it shapes their 
relationship to advertising, later. Like, for instance, you’ve got people who are, well, you’ve got Boomers 
who are in their 40s now. They grew up with three channels, AM radio, 8-tracks and cassettes. They had 
very little control over what media hit them. Not so long ago, they were core 18-35 demographic. But I 
think that they have carried their relationship to media on into their 40s and 50s. So, the way you target 
18-35s today, you see what I’m saying, you can’t use the same strategies. 

E: No.

C: Because those same people it might have worked 20 years ago, but those people are now 40-60 and they 
still, they get angry, when they watch an ad that isn’t targeted to them they are more easily offended. 
Whereas Gen X, not so much Gen Y, they just tune it out. They just ignore it.

E: It’s interesting, and I don’t know if this, what I was just going to add to that was that now with zillions 
of channels, people can, I think this politically — if you are a news junky, you could just watch or listen 
to the station that agrees with you, I mean that is totally, I mean whatever you are into. It could be a 
Christian station, it could be whatever, and you can just, so you only get reinforcement for your point of 
view and you could live there totally and never hear any opposing voice or discussion. It’s a concern for 
me, culturally, that there isn’t a dialogue or crossover, that you hear anything else. So that even if you’re 
a generation and all you want to hear is your stuff, you can just totally live there. Maybe that’s the way it 
always was and I’m just becoming an old fart, but it seems like now more than ever. And I think what 
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will be interesting is as people age, how they adapt to, you know, how they evolve. Because you can’t be 
a teenager forever, no matter what generation you’re from. So, you do have to get into different issues. 
And I’ll throw this out too, and whether it’s germane to what you’re talking about or not, but I know 
the, I was reading a review of Knocked Up, the movie Knocked Up and The 40 Year Old Virgin and it 
was saying that they are seemingly about sex but they are not really. That’s not the main issue. They are 
about boys who don’t grow up. And, I think now, with media the way it is, you can live in that world, 
whatever your world is, you can choose to be surrounded by the voices that you want to hear and you 
can sort of live there, and not evolve.

C: So it has kind of a compartmentalizing effect.

E: Right.

C: You can tailor your media so closely to you that you have no reason to want to see what else is going on. 
As opposed to before where you got everything and you had to pick and choose among.

E: Right. You got a sense of other things. Now, I’m not sure I agree and maybe I haven’t even thought 
about what you said about that a Boomer is more, stands to, maybe it is true, will be more annoyed at 
being exposed to advertising that isn’t targeted to that as opposed to someone younger who just filters 
it out. Is that what you were saying?

C: There’s research that shows that.

E: Okay. So, then, in other words, they are used to a bigger array of stuff and they know how to filter, to 
select?

C: Boomers or younger?

E: No, younger, Gen Y, Gen X.

C: My theory is, based on the research that I’ve read, my theory is that Gen Y is, they grew up with digital 
media. Gen X didn’t. Boomers didn’t. Gen Y, all media, since they were children, has been digital and 
has been almost fully under their control. They have a PC and they get music on a CD and they can rip it 
off the CD, they can edit the music as they wish. They can create new play lists on their iPod. They are 
not confined to the play order on a CD or a cassette tape. They are content producers. They are putting 
movies on YouTube.

E: Yeah, yeah.

C: They are editing. They are not only making home movies, but they are making movies.

E: Right.

C: They are writing things, they are getting costumes, they are doing all this. And so, they’re not, when 
media hits them, they don’t see it as being from, “Oh, this is from on high. This is from Madison Ave-
nue.” or “This is from Hollywood.” They have sort of reached a kind of parity with it such that they are 
not so dazzled by something just because it was on TV.

E: I got it.
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C: Whereas Boomers, in contrast, they, and this is me sort or wrapping what I’ve read in my own sort of 
theory. I think that the reason they get upset is because they have so little control over what media’s out 
there, they have to trust when media comes to them, when advertising comes to them, it is going to be 
okay for them because they have no control.

E: Now, this is which generation?

C: Boomers.

E: Boomers.

C: So when advertising hits them that doesn’t suit them, it is quicker for them to go, “What a bunch of 
idiots.” Because they are trusting that the media that comes to them will not insult them, will not pa-
tronize them because they don’t have a sense of…

E: I see exactly what you are saying in that if it comes from media, it’s not sacred at all, it’s fodder. That you 
can take it, you can parody it, you can do whatever. You can take something very serious, on YouTube. I 
don’t know if you saw the debates last night.

C: No.

E: But it was very interesting with the Democratic candidates responding to YouTube questions.

C: Really?

E: Yeah. It was all the Democratics, all 8, whatever. And all the questions from CNN and it was several 
hours, a couple of hours, all YouTube questions, and they culled them down from thousands. And you 
see the YouTube question being asked and they are going to do it again in September with the Republi-
can candidates. But it’s totally, and YouTube is, what, two years old or something?

C: Yeah.

E: It’s totally changed presidential debates now because you can not only, it’s not some moderator asking 
you some questions, but it’s the person whose, whether it’s a lesbian couple or someone suffering be-
cause they have no health care coverage. This one woman was talking and she’s going to chemotherapy 
and she pulls off her wig mid-question to expose her bald head. So it’s got this…

C: Unifying, I think.

E: Right, right. But this amazing thing to just sort of bring the election kind of up-to-date in a way and 
change it forever. I saw it last night and I go, “Oh, this is done.”

C: Yeah, it was another quantum leap.

E: Right. And they showed all the questions in their entirety and you see who’s asking them and you see, to 
the point some of them are spooky. There was, but everyone’s got the camera. This one guy wanted to 
know about gun control and he goes, “I want to know what each of the candidates up there is going to 
do about my baby as the world changes.” And then he, at the end of his question, he reaches off camera 
and then pulls in this Uzi and “This is my baby.” And, so, you know, just so you know it was just an 
amazing place to be. And you could see Joe Biden lucid. And so not only I hear what you’re saying now 
about that whole issue, and I think that media is not sacred or a song, even when people start sampling 
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songs and just “I’ll take what I want from this”, or the only cool part, or “I’ll put a new track to this 
movie,” or “I’ll do anything I want. It’s just fodder for me. I could just do my own collage, whatever I 
want.” And they live in this, being bombarded by images and sounds and then I guess they’ve just adapt 
to it.

C: Well, Rupert Murdoch described them as being digital natives whereas Boomers are digital immigrants 
because Boomers have, and I’m kind of including myself in this because digital media, I’m still playing 
with it. I didn’t grow up with it. You know, we’re in this world now, and we’re looking around trying to 
figure out the language, whereas Gen Y grew up in it.

E: I know. And I think it even impacts how you are able to think and process. I’m not a great multitasker. I 
go haywire when I’m asked to do too many things at once, whereas that girl with the texting and check-
ing in and doing all this other stuff, it’s second nature to her. And I, just like arthritis, I wonder if there 
is a price to pay for that. Yes, it’s a cognitive development, I guess, but can they ever concentrate? Can 
they…

C: What do they do well?

E: Yeah. When you really do have to focus or be quiet or have your mind be still, do you have the capacity? 
It’s over-stimulation in my point of view, but it is what it is. But do you really need all this input?

C: Does that, well, first of all, the conversation that we’re having now about generations and how they 
relate to media, is that something that is, how can I package this question? Is this a new conversation to 
you or is this something that you think about and you converse about with your colleagues?

E: Not so much professional colleagues, to tell you the truth. I mean, some of them would. But it would be 
dinner conversation sometimes with my Boomer colleagues or Gen X people commenting on the phe-
nomenal changes.

C: But it doesn’t really enter into the creative process for creating ads?

E: Oh, but it does. It does. It’s a given. In other words, and I’m behind the curve just by virtue of my age, 
but you almost have to be savvy. It’s almost like it’s a given. You don’t proceed as if this is not here and it 
hasn’t changed everything. You have to be as up-to-the-minute as you can be. And with an organization, 
like an agency like this, people come in who will help it evolve and be more media savvy.

C: Can you give me an example of how this comes into play in your creative process when you’re develop-
ing an ad concept? How do you conceptualize your target?

E: Well, this was years ago. This is like 8 or 9 years ago. Eight years ago, I’ll say. But I know that a planner 
would go on chat lines anonymously and be asking about products as if she were a teenager, just to get 
some feedback.

C: Yeah.

E: And that was probably old and she probably got discovered as a shill early on, but that was her way of 
getting, “Say, what do you think of Pepsi?” It sort of sticks out there. I’m sorry; give me your question 
again.
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C: Well, when you’re given a creative brief to develop an ad and you have to think about, I know you have 
to sort of get into your audience’s head of how they’re going to respond to the product, how they use the 
product, what kind of message will resonate with them. Does generation enter into that?

E: Absolutely, absolutely.

C: Tell me a little bit more.

E: Well, even as we have to do stuff to, I know, I was working on McDonald’s when they were developing 
the “I’m lovin’ it” campaign…

C: I was watching some of those spots.

E: But when that was first evolving and there was kind of a hip-hop, multicultural thing that was inherent 
in it, and so that was even when you are sort of shifting a big corporation like McDonald’s into a new 
world, you have to sort of make everyone, even the old men in the suits, realize that it doesn’t have to 
appeal to you. You don’t even have to like it, but it ultimately has to appeal to this. And then there was a 
while where urban marketing, what was hip in young urban centers with black youth was sort of the 
way of the world was following that. You know what I mean? So that by virtue of being at Burrell, things 
had a hipness that general market agencies were then trying to catch onto. So, you have to be with the 
curve and you have to have somebody, really an insider. I rely on people sort of helping me understand 
or know. I don’t do investigative cultural research, so I just have to be aware of media I see and what 
people are telling me, too. And I know messaging has to be, if you look like you’re being silly, it hurts 
the message. And that’s an evolution, too. And that’s why product placement, which is a little loath-
some to me sometimes when I see it in movies and stuff and it’s “Oh my God! Could they have placed 
that…?”

C: It’s so brazen.

E: It’s so brazen that they placed it right in front of your face, name forward or something while they’re 
having a dramatic conversation. But, there are other ways of doing it, too that are more subtle. And 
even now, I’m aware that they are developing content for the internet, programming, original pro-
gramming for the internet that people will be, that will be episodic things and people will tune in and 
I’m sure there’s product placement all over that. Or ways to even interact with that like, “Where do I get 
that dress that that character is wearing?”

C: Yeah, I’m sure that’s coming.

E: You can probably click on it and then do that. So that’s how it’s totally changing. So back to your ques-
tion. I don’t know if I’m answering it for you, but, you know, I rely on people to give me briefs and tell 
me this is the way it is working now or guerilla advertising or whatever. Not that they are ever going to 
put me in charge of this gorilla campaign, but people around me are doing it, so I’m aware of it. So, like, 
let’s put a woman in a store window for a month. I know someone next door to me was working on 
Verizon where they put, in I think it was Philadelphia where they had interviewed all these people, 
found someone who wanted to do a startup enterprise, a young black woman, and she put it all to-
gether from a display window, virtually lived in the display window for weeks, I don’t remember how 
much, and put together an office, an enterprise startup thing all with just her cell phone, ordered furni-
ture, whatever, customers. And, it becomes a media event, you can log on to your web site and see the 
progress and watch her. And so you create events that become the advertising and you interact with it. 
And they are doing it with Toyota. And if I were hipper, I could even describe that to you in all kinds of 
ways. So, it’s all happening and it just is here.
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C: On a side note, just while I’m thinking of it, do you have a professional bio that you have drafted up just 
talking about your experience and how long you’ve been in the business and what you do for Burrell, 
things of that nature?

E: No, I don’t. I’m sorry. My resume is already outdated. So, I’m not up on that. I’ve just had my nose to 
the grindstone.

C: Well, I’m sure your bosses will be happy to hear that.

E: And if I were upper management, they would probably require one if I were.

C: Well, can you tell me a little, then, about how you got to this point in your career and your advertising 
experience, what clients you work on? What is your job title here?

E: I’m Creative Director at Burrell. I come from an Art Director background. Right now I work on Olay. 
Are you interested in this?

C: Yeah, sure. Because when I go into the interviews in my thesis, I would like to introduce who the people 
are that I spoke to.

E: Oh, okay. I see.

C: Their credentials.

E: Okay. I’ve been with Burrell 17 years.

C: In this office, or around the country?

E: No, we were actually located in Chicago, yes. And when I joined Burrell, I had been in general market 
agencies in Chicago, several, Foote, Cone & Belding and then sort of knew all that. And then there was a 
while in the 80s when, and this isn’t really, I’m not really giving you the bio, this is just, you can make of 
this what you want. But, in the 80s when they were doing all these mergers, not only corporations, but 
agencies, so they would have these mass layoffs of creatives. Then they would rehire them as freelancers 
and then not have to pay benefits and all that. It was sort of epidemic in the late 80s. But it gave me the 
opportunity to be in all kinds of general market agencies and do work inside the big shops all over Chi-
cago, and just sort of understand the culture within all those agencies, which was great. So that, by the 
time I got an offer to work at Burrell, it felt like a unique thing to me because it was the whole culture 
aspect of it, targeting African Americans. And I knew that that would be a culture education for me and 
would be a twist on advertising. It wouldn’t just be about selling soap, but there would have to be a 
secondary message that was targeted.

C: Right.

E: That actually means I understand the culture and that was going to be a stretch for me. I didn’t solicit 
the job, it was offered to me because I was freelancing here as well at that time. And so I thought that 
could be valuable to me culturally. Sort of redeemed advertising in a way, so that became the fascination 
for me. And I stretched to do that so I didn’t want to produce things that were bogus or read false or 
from the outside as opposed to from the inside. The biggest complement to me is anything that I do, 
and everything is collaborative, too, of course, but that it feels authentic and nobody would question it. 
There are a zillion subtleties that you pick up along the way. So that’s been my sort of history here. And, 
I kind of liked focusing here. I’ve been here a very long time and some people go, “He’s still there!”
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C: 17 years is a long time.

E: But I’ve been around enough to know. I know what it is out there and I sort of like concentrating on 
that. And then we have huge accounts here, McDonald’s. And I work now on Olay and General Mills, 
occasionally McDonald’s and with Verizon. Verizon’s no longer with us, but because they merged and 
consolidated and it was no reflection on us. So, I’ve gotten to do a lot of things for a lot of different 
companies, big blue chip companies that I might not have had the opportunity to work on elsewhere. 
And so I still care about the targeted aspect of it.

C: So what are some of the clients that you’ve had the experience to work on? I guess that you enjoyed the 
most.

E: I’m enjoying Proctor & Gamble Olay right now and I’m enjoying that because, for example, if you take 
skin care – it’s a fascinating thing, right? It gets the general market among Caucasian women. Anti-
aging is a huge deal – anti-aging, anti-aging. Anti-aging creams and all that. Well it’s very different for, a 
black woman is not as interested in anti-aging. It’s not even in her vocabulary because their skin doesn’t 
wrinkle as readily or as obviously as Caucasian skin, so it’s not a preoccupation. And you’ve got to talk 
to that woman differently about her issues and what are they? So, skin care literally gets to the core of 
the matter, in a way, and so that’s part of the fascination for me. That’s what I enjoy. But here, I have to 
look around and see what we do with P&G. We also work on Tide, Crest. You know, I said McDonald’s, 
General Mills. And actually General Mills, it’s a whole kind of web program, too. It’s not traditional 
advertising.

C: What is on internet?

E: Yeah, there’s like content online that we’re encouraging women to go and get these recipes and get all 
this stuff. And meanwhile, there’s advertising buried in there, but go online to get all these tips for 
homemakers and moms.

C: Can you throw me some other big-name accounts that I can use, just over the span of your career?

E: Sears, I was Creative Director on Sears for a while. They are no longer with us. Coca-Cola used to be 
here. I used to work on Coca-Cola.

C: I bet that was fun.

E: It’s intense. I’ve done stuff with Verizon. What else? Previous jobs, I used to work on Kraft and Polaroid. 
We had Polaroid for a while. I worked on spots for Polaroid. So, what else?

C: That’s probably enough.

E: Okay.

C: So, if I may ask, what year were you born?

E: ’52.

C: So, you are a Baby Boomer, technically.

E: Okay.

173



C: I’m going to show you some ads. Are we on the internet here?

E: Do you want me to be?

C: Can I have you bring these up on your screen?

E: Okay, sure.

C: Because if not, I’ve got my PC here.

E: I think I do.

C: We’ve got about 15 minutes.

E: Okay. What am I doing?

C: Craigweiland.com/thesis/ads/edge.jpg. J-P-G, sorry.

E: Okay. What did I do wrong? Can you?

C: Oh, I think I did something wrong.

 (displays Edge ad)

 There it is. Okay, this was the first ad that I showed my focus groups.

E: Okay.

C: Have you seen this before?

E: Yes.

C: So, you are familiar with the campaign?

E: Yes.

C: What do you think personally about it? Do you like it?

E: No.

C: Tell me about that.

E: It’s corny to me and “the edge is never dull.” I saw this particular execution of it and I don’t think it was 
done well. For something that is saying the edge is never dull, it looks like a pretty dull ad. It doesn’t 
look edgy at all. It looks, and it’s just, it’s like a visual pun. It’s punny and if it’s trying to say, it’s trying 
to be hip and say how exciting this car is, and how edgy this car is, it feels like a real traditional way of 
going at it. And I think it only, it’s more Boomerish. I don’t know who they’re trying to appeal to, but it 
skews older to me. And they are trying to be younger, perhaps, I feel. But, whatever, it’s not working.

C: So, who do you think the ad was intended to appeal to?
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E: Well, I think probably, geez, I would if I look here, I would say Gen Xs.

C: Okay, and why is that?

E: Because the couple is, looks like they’re in their 30s, maybe 30ish, and “the edge is never dull” and it’s 
like they are getting up in age with buying power that maybe “it’s not your father’s Oldsmobile.” This 
feels like that.

C: Okay.

E: And, it’s like I’m out on the edge but with a Ford, but bold moves, it doesn’t feel… I don’t know. I just 
didn’t like it. And as an art director, I didn’t particularly like this particular execution.

C: The appeal that tells you that the ad is intended for Gen X, could you use the same appeal to sell this to 
Boomers, in your opinion? The appeal.

E: Well, you know, you could, because Boomers don’t want to be dull. In other words, you could take the 
concept of this isn’t a dull or car or this is hipper than you think or edgier than you think and reconsider 
a Ford and sell that to Boomers, too. They’re rock ‘n rollers. They don’t want to be, you know…

C: So, what changes would you make to this ad, if any, to reposition it to Boomers instead of Xers?

E: Is it okay that I’m not reading body copy, because that would certainly help me with this?

C: We can zoom in a little, I think.

E: Would that…

C: Well, I don’t know if we can zoom on this, but I can call it up on my screen.

E: Okay. (Reading ad text). I can sort of read it. “It’s cross-over is designed to inspire you…” So maybe this 
is going to Boomers, that’s why I… “Stay sharp with the edge and leave dull behind.” So maybe this is 
going to Boomers. The only thing that’s skewing me is those two people there in the ad. But I still think 
it’s going to like a 30-something.

C: Because of the two people that are there?

E: Yeah.

C: So, if you put an older couple there, do you think that would work?

E: If they were going to Boomers? That would help clarify it.

C: If the car was, maybe a different car.

E: Maybe they’re trying to have it all ways, too, and span generations. This could be targeted to Boomers 
who want to feel like they’re in a young car.

C: Right, right.

E: So, let’s put the young couple in there. Younger couple.
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C: Okay, let’s go on to the next ad.

E: What do I do?

C: Instead of edge.jpg, we’ll change that to L’Oreal.

E: Please spell it.

C: L-O-R-E-A-L.

 (displays L’Oreal ad)

 Okay, this was ad number two. I can show you on here how that copy is, how it reads.

E: I can maybe even read it here. Okay.

C: Have you seen this one before?

E: No.

C: What do you think about it?

E: Well, it’s interesting.

C: Who do you think this is targeted for?

E: Well, this really could span generations, but it is obviously going for men with thinning hair. 

C: Okay.

E: Just by virtue of the product. So, but then that could be, let’s say 40 up. So, I would say this is for Boom-
ers just by virtue of the product.

C: Okay.

E: And even the title, or the headline rather, which is a little irrelevant to the product is kind of in that 
buying power place of “go for the upgrade.” “Yeah, I deserve deluxe now,” or “I’ve attained, I don’t need 
the minimum, I can go for the frills, the bells and whistles now because I’ve attained a certain status or 
financial place.” So I think it’s, and it’s so streamlined that it could go, but I would say for, actually 45 
plus or something. Whoever’s struggling with thinning hair.

C: Okay. How effective do you think this ad is in reaching them?

E: Well, it’s pretty streamlined. And what’s funny is the payoff. I mean, only the bottle has changed. “It 
still thickens hair for greater scalp coverage.” Well, I would hope so, if that’s what it’s supposed to do. 
So, if the upgrade is the new bottle, then it’s just really, but the inside of the headline is that I’m at that 
place in life to go for the upgrade.

C: Okay.
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E: I wish it meant that there was some other ingredient in here as opposed to just the packaging, but if it 
was my issue, and God knows that it is, but I’m not about to buy this, it would be relevant to me. It’s 
clean enough for me to see what it’s about.

C: Visually, design-wise, does it appeal to you?

E: You know, I think, I’m just making this up now, but I think men don’t really want to see, it avoids show-
ing thinning scalp getting thicker. It avoids showing before and after in a literal way, which I think is 
smart because this way you can project yourself into this completely.

C: Right.

E: And I think that’s why it crosses or it can reach anyone with the issue, whatever the age and they’ve 
done nothing to date it or to make it exclusive for this generation or that generation. It sticks with the 
premise of what it does, more or less, and the only tell in terms of that, again, is the upgrade.

C: Right. 

E: But even then, someone younger might say, who’s balding, it depends on where they place the ad. He 
might go, “Well yeah, I deserve the upgrade.”

C: Well, I started losing my hair in my early 20s.

E: Yeah.

C: And I finally decided, “Who needs hair?” So I think it definitely crosses generations. This ad was actu-
ally pulled from Wired magazine.

E: Okay, great. Great. And I totally believe it. And I was just going because it was about thinning hair, but 
that’s interesting that it’s from Wired.

C: Yeah, which was one of my Gen X representative publications.

E: Right.

C: The ads that I pulled from Wired, I thought were, arguably, aimed at Gen X.

E: Right, right. And effective for that reason, especially since it’s unexpected.

C: In Wired?

E: In Wired, yeah.

C: At first, the L’Oreal frame makes it look instantly like a woman’s cosmetic product, and then the bottle 
obviously makes it look like a hair product, but I don’t know what. And then “go for the upgrade” sort 
of teases it up to the Wired sort of culture.

E: Right.

C: And then getting into the body copy, then you understand what the product is and how it wouldn’t be 
relevant to me. But, by that point, you have to really care.
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E: Right, well.

C: You know what I’m saying?

E: But people with the issue are going to zero, they are going to find this ad, and who doesn’t care about 
losing hair? I mean, it’s who doesn’t? But it’s so black that the feminine L’Oreal is totally countered. And 
I know L’Oreal happens to do that. It’s their look no matter what. But it’s such a massive, manly graphic 
look that it doesn’t, you know, it’s not going to turn me off if I’m reading Wired.

C: Okay, let’s move on. The next one is Mercedes Benz, one word.

E: Okay. You’ve got to help me here.

 (displays Mercedez Benz ad)

 Okay, well evidently this is a Boomer ad if ever there was one, I think.

C: What tells you that?

E: Well, it’s copy heavy. It reads like an editorial ad.

C: Okay.

E: And who reads any more? The younger generations? So it’s one that you’re going to have to spend time 
with. It’s clearly, and I haven’t even read the copy yet, but it’s clearly for an upscale market. It’s talking 
about it’s the principal in the world’s foremost private aviation companies, private planes. I mean, I 
don’t think Gen X or Gen Y are there yet.

C: Unless they’re very lucky.

E: So, and it just looks so official, it could be in the Wall Street Journal. It’s not that it’s a newspaper ad, but 
“owned and adorned by the most discerning automobile enthusiasts.” So, it’s like, “Yeah, I’ve reached 
my success point. What other toy can I buy?” It’s for the person who’s arrived.

C: So, how effective would you say this is at reaching Boomers?

E: Well, it’s such a serious ad. How effective? It’s not a frivolous purchase, so it looks so classy and grown 
up like you’ve arrived that I think it might be effective.

C: More effective than Edge?

E: Oh, yeah. For targeting, now did we say who the Edge ad was targeting, really?

C: I don’t think we came down, officially. I mean, it has Xers in it.

E: Yeah. That was my opinion, but this is, I would think this is actually more targeted. It’s so specific in its 
look and its appeal to a certain economic bracket that, and even the way this guy looks, as straight as 
can be and adult and he reads in his late 50s. So, I would think this is very narrowly targeted, probably 
successful for it. It’s not trying to reach…

C: So more targeted than the Edge ad?
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E: Yes.

C: Could you sell the Edge automobile with this ad?

E: No. It’s a different kind of an automobile. This is a guy thing already. This is like talking guy to guy. 
Women are not in this equation right here.

C: That’s interesting.

E: And it’s Ken Austin, this foremost private aviation company principal and he’s talking to you. And 
whereas the Edge ad is a fuzzier targeted thing and there’s a woman there, there’s a guy there, a couple 
of a certain age. And it says it’s edgy but it doesn’t really look edgy to me but maybe somebody thinks it 
is because of the visual thing.

C: Plus the cheap Photoshopping.

E: So, I think that’s a case of trying to hip up something that maybe isn’t hip, whereas this says this is 
classy and it is. So, what you get is what you see. So, I think there isn’t a gap there.

C: So, having said that, could you use this sort of same strategy for reaching Boomers to reach another 
generation, or Gen Y, or would you have to go completely another way?

E: Well, whoever you speak to you have to speak their language.

C: Right.

E: Or they’re not going to hear you. So, if by that you mean write an ad or deliver an ad that talks to me in 
my language the way that this talks to its target in his language, then yeah, you have to do that. You have 
to be consistent. One thing that we have to do here is like I have to talk to a black woman and so I have 
to learn and find out what those things are that will get her excited and make her respond to it and 
speak that language. I don’t always get it right, but you know.

C: Right.

E: And it isn’t a white bread ad. You know, you have to have some attitude. So, can you target another 
generation just like this? No. But if you stay, this is so clearly, like it’s going to look serious, it’s going to 
act editorial; it’s going to do that like we’re talking to the people who read the paper kind of an ad. So, 
you have to then get me where I live if you’re talking to a younger generation. It’s not this look.

C: You would have to scrap this?

E: Scrap this look and adapt it totally.

C: Next, Pop-tarts.

E: I have time, I can do this. Okay.

 (displays Pop-tarts ad)

C: What do you think?
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E: Well, in a way, I don’t get it, but I think it’s appealing to a younger generation. It’s kind of what we were 
talking about in terms of what we were saying about younger generations having all the media at their 
command. They are not so impressed with things looking finished and grand. The digital quality can be 
crappy and it’s fine. The YouTube quality. They’re not caught up in it. They’ve had enough of it in their 
lives that they don’t need everything pristine and beautiful. That you can do a stick figure and graffiti 
look is just as good if not cooler. It’s not even typeset. So it looks like something you could have 
scrawled on a piece of paper or doodled in your biology class or something. I mean, it could be, I would 
say this is a Gen Y ad because it’s just like a high school doodle.

C: Do you recognize the illustration style at all?

E: Oh, you know, no I don’t. I mean, I recognize it as something. If it’s supposed to be somebody who does 
work like that, I don’t know it.

C: Okay, because there was somebody who did a short movie, actually it was up for an Oscar a few years 
ago. It’s called “Rejected.” It was an illustrator who did a series of, I don’t know what they were called, 
but they were bumper animations for a fictional like Discovery Channel type and it was just silly and 
random and fascinating. He didn’t get an Oscar, but the fact that he made it to the Oscars was just 
amazing. And it had to do with a kind of advertising, so I’ve been asking art directors if they recognize 
this because this is very much in his style. In fact, if you look on his Wiki page, it references the fact that 
Pop-tarts is running this campaign and that he has commented publicly that he is considering legal 
action over it because it is such, very identifiable as his illustration style.

E: Who was that movie talking to?

C: The movie, I don’t know. I guess it targeted people with a very offbeat sense of humor because it’s a very 
random movie. If you want, I can send you the link to it.

E: I’m curious.

C: It’s about this guy who has created a series of, I was going to call them bumpers, for this TV show, for 
this TV channel, rather. And he would just continue to get rejected. And the more he gets rejected, the 
more he just sort of descends into this sort of chaos. And by the end of the film, it’s a short little thing, 
maybe 12-15 minutes, and you just kind of look at it and go, “Well, I guess I can kind of relate, but…”

E: But I would think young people would relate to that.

C: Yeah. It was turning into one of the internet phenomenons that…

E: Right, being rejected. So, yeah, I just wanted to make sure I didn’t get anything…

C: Well, here’s a question for you. What do you think the message of this ad is? What is the ad saying?

E: I would say it’s just “remember Pop-tarts.” I mean, if you want a snack, and maybe this is a little long-
winded, it’s almost like making Pop-tarts top of mind. Oh yeah, it’s like, “Wow! I coulda had a V8!” It’s 
like, “Wow! I could nosh on a Pop Tart right now!” So, it’s just putting it out there in a way, I mean, 
worst hiding spot ever. You see the two Pop-tarts sort of looking like they hid in the toaster and they’re 
not going to get discovered but it’s like I could have a toasty good Pop Tart right now so it’s almost like 
just, and it says, “Crazy good strawberry Pop-tarts”. It’s so minimal, but just don’t forget Pop-tarts.

C: Okay.
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E: It’s just like get them back in the game because they are not top of mind. So how do you appeal to a 
younger group? By sort of making them, “Oh yeah.” And what’s not to like? It’s a sweet little toasty 
thing with fruit.

C: Okay. How effective would you say this ad is?

E: For the right target and I think it could be successful. I think it’s an unusual way to go at it.

C: Could you use this same method to appeal to Boomers?

E: No.

C: Why?

E: You know, on my first glance, and I’m in the business, so I will pause at an ad like this and go, “Well, 
what are they thinking?” and then I will sort of get it and get who they’re aiming for but I don’t think a 
typical Boomer not in the industry is going to puzzle it out. They are going to turn the page.

C: Okay.

E: It’s too strange to try. The sensibility is not a Boomer sensibility at all. So it would appeal to a kid in that 
kind of off beat sensibility, but not to a Boomer who wants it a little more “tell me what I want.”

C: I just want to say that, this is kind of off the record, but I wish I had talked to you like a month ago. I’ve 
interviewed three people so far. You’re my fourth. And in all of those interviews I have never really 
reached this sort of level of, what do you call it, attunement. I’m getting more usable, relevant, interest-
ing stuff from you than I have yet.

E: I’m glad.

C: So, I just wanted to say that. I’m really, really glad you agreed to help me with this.

E: Alright. Well, thank you. I’m glad this is worthwhile for you because I didn’t want today to be a bust.

C: Okay, so we’re very close to our window on time, so let me go ahead and…

E: Well, if there’s any, until I get a certain thing that shows up. Let me just check one thing, here. I don’t 
want to… I did get this and I have to jump on this. So is there?

C: There are two more ads.

E: Let’s do them. Okay, and then I have to.

C: And then we’ll be done. If I could get your picture. I brought my camera.

E: Oh, geez. You didn’t tell me.

C: If I would have told you, you would have said no.

 (displays Smith Barney ad)
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 So, Smith Barney. Initial impressions.

E: Well, this is clearly to Boomers.

C: Okay. Do you like it?

E: Well, it gets right to the, I’m not sure what it’s, oh, Smith Barney.

C: This is a detail of the copy if you’re interested.

E: Okay. But it gets to the heart of what we were discussing before, too, about instant gratification. I want 
to be rich, I want to be now. I want to come out of school, I want the salary. And the work ethic, which 
every Boomer talks about because it’s .. I mean, I don’t care where you are. I could go to managers at 
McDonald’s who have risen up to own their own McDonald’s. I did a series of spots with people who 
started in the crew who ended up owning 3 or 4 McDonald’s, by McDonald’s, and telling their story. It 
was an initiative through Burrell to say that working at McDonald’s is not a dead end job. And they will 
talk about the crew people that come on board from a different generation and they just can’t get over 
their attitude. So, I don’t care who you are or where you work, you’re aware of this sort of entitlement 
issue from the younger generation. So, this puts it up there bold, big. “Yeah, well my kids have a work 
ethic like I did.” So I think it’s effective without even reading the body copy.

C: You’re already intrigued.

E: I am intrigued, especially if I’m a parent who’s thinking about college and everything else I’ve got to 
think about for these kids. I think it’s real effective. It’s sort of approaching mutual funds or whatever in 
a different way and for a different reason that’s spot on and how to provide for your kids. And then sort 
of secretly with this, you know your kid’s a couch potato.

C: Or it places the fear that you think your kid’s a couch potato.

E: Yes, and will they ever be self-sustaining, self-sufficient, and how do I get them out of the house? So 
maybe it’s sort of like, “I spoiled you rotten but now I have to take it to the grave.”

C: I have to atone.

E: Right. So, there’s something here. I think it works.

C: Well, here’s a question. Do you think the ad is targeted to the kind of person who is represented in the 
ad?

E: Oh no. It’s the kid. That’s my kid.

C: Which is different from Edge and Mercedes Benz which put the target demo in the ad.

E: Right.

C: Not even using the product. Putting them in the ad identified the target and in this ad you said immedi-
ately that this ad was for Boomers and not for Gen Y.

E: Yeah, it’s like putting a woman in a bikini in an ad for men or…
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C: Beer.

E: Beer, whatever. Or a baby if you want to talk to moms. Or a hunk for women. You can go at if from dif-
ferent ways. You don’t always have to be, “I’ve gotta see who I am.”

C: So, again, this may seem like a dumb question, but what in this ad told you so quickly that this was 
intended for Boomers?

E: Well, the first three words.

C: “Will my kids.”

E: “Will my kids.” And I see the age of the kid who is clearly a teenager. So already you’ve got me and it’s so 
big and so right there in my face.

C: Do you have kids?

E: No. But I know who this is for. I don’t have to think twice.

C: Could you use the same strategy to appeal to Gen Y?

E: For Smith Barney?

C: For any given product. I’m trying to draw a distinction between what the ad is saying and the tech-
niques it’s using to make that statement. I believe that some techniques will work for some generations, 
but applying them to another will not work or may have different results. And so I’m trying to get at 
what those techniques are in these ads.

E: Well, this is one of those things it’s not like the Mercedes Benz ad where it’s so forbidding graphically. I 
mean, it’s got a block of copy that’s a nice read and it’s pretty clean, so if you had a compelling state-
ment there that would appeal to a Gen Y or younger, if the headline were that compelling statement, the 
kid looks appropriately funky and doesn’t look addy.

C: Like he’s trying to sell you something?

E: Right. He looks real. They went to pains to portray a real looking kid so I’m not offended if I’m that kid 
and it is talking to me. That’s how they’re depicting me, I would not be offended. I could go, “Yeah, 
that’s me” or if I’m the parent, I could go, “Yeah, that’s my son.” So, I recognize that kid either way, 
whatever generation I’m coming from. It would be one thing if that kid was too caricatured or some-
thing that would be offensive to me as a Gen Y person. “Is that supposed to be me?” And it would be 
offensive. But I don’t think that he is. And if that’s a compelling statement, you could use this format 
and talk to this kid, perhaps. If you put up there big, something I care about. You could always make it 
funkier, but sometimes, you know…

C: Could I get you to expand the window a little bit because there’s...

E: More down there?

C: A little more to the, well I guess not that much more. You might be interested to know that the Gen Xs, 
and Gen Ys particularly, that I showed this ad to hated it.
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E: Oh, really?

C: They thought the kid was stupid-looking.

E: Oh, dear.

C: And they, and don’t take this to mean that I’m saying you’re wrong. I’m not saying that at all. I’m just 
saying that the Gen Ys that I shopped this to in the focus group came off pretty universally as really 
disliking it.

E: Oh, he has a tie. Excuse me. 

C: He has a tie and the tie has skulls on it.

E: Oh, okay. Well, alright, then that would dork it up real fast. It’s suddenly you’re trying too hard. I’m 
sorry, I wouldn’t have. I see now that he’s got a, oh, my. And that’s, to me that’s too queer, like that’s a 
caricature and they didn’t need to do that.

C: The detail on the kid.

E: I get it. I see it now. Oh, no. Oh, no. It’s too bad. They didn’t need to do that.

C: Well, they were also offended that the ad is designed to look like the first page of an article and they 
thought that was disingenuous and was trying to fool them into thinking they were reading editorial 
copy as opposed to reading an ad. They saw it was an ad instantly, so it didn’t fool them, but they could 
tell that there was an attempt made to make this appear as if it was a magazine article. And that act in 
itself, to them, felt disingenuous.

E: That’s interesting information for me to know that. Well, you know, when you have to put “advertise-
ment” at the top, yeah, I could see how they would go there. But I recant some of what I said before be-
cause if I had noticed that little, you know, the shirt and tie layer. I just thought it was layered. But that 
makes it way too self conscious. And the worst possible thing, I mean, you could have put a piercing in 
his face and I would be so offended if I were that kid. But to put the skull in there, which is an act of 
rebellion, I guess. It’s a cliché and it’s so tired anyway, but then to see it caricatured by the very people 
you were trying to be repellent to.

C: But this came from Forbes, so this ad was not meant for them to be seeing at all.

E: Right.

C: And you had a very positive reaction.

E: I still like, yeah, but even then. I still think it would work for Boomers.

C: Right.

E: Whose kids maybe do have skulls but not on ties. And it’s amazing, I shop for shirts all the time and I 
want to get a patterned shirt and I cannot find a pattern t-shirt, which is very hip right now, but a skull 
is not my message. I don’t want it to be.

C: Right.
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E: And I am having a hard time finding something without a skull. So it’s ubiquitous. But as soon as you 
parodied, and who can’t be parodied? What group, I don’t care who you are. But it’s loathsome to actu-
ally experience it. So that kid would not work for a Boomer. You could, to my original point, though, if 
they had just not messed with him.

C: Dorked him up.

E: Dorked him up or made him .. well, the kid doesn’t look so dorky.

C: Yeah, right.

E: But if they hadn’t done that and he was just supposed to be, then it might go okay. So, moving on.

C: Alright. Last one. Stridex.

 (displays Stridex ad)

E: Oh, dear. I doubt this is for Boomers. Okay, well look at this.

C: This didn’t come from Forbes.

E: Okay, no, I can tell.

C: You said for Boomers right away before you saw the ad, so I was wondering.

E: No, I didn’t even see it. As soon as you said for Stridex, I said it’s not for Boomers.

C: Oh, not for Boomers, okay.

E: I just, I don’t think too many Boomers are suffering with acne. I think we’ve been there, done that.

C: What do you think of the ad?

E: Well, I think it’s a little lame for any generation.

C: Okay.

E: Graphically, I think it’s lame. But it’s got a coupon on it and everything else. It almost looks homemade, 
like a kid did it. It doesn’t look sophisticated which may be part of its appeal. But clearly all the text 
messaging stuff is in the headlines, so that’s why it’s a Gen Y ad.

C: So, if we changed the product but kept that appeal, would that work for Boomers?

E: No. This would never work for Boomers because they are not text messaging like that. It’s not their 
social interaction.

C: With little symbols.

E: With colon, parentheses, smiley face, you know all that little shorthand stuff, too. Laugh Out Loud, or 
whatever, you know, all that stuff.
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C: It’s not their culture.

E: Yeah, yeah. Excluding that, and talking to the generation who does live here and this is their language.

C: So, would you categorize this as being an effective ad for them?

E: Well, again, it’s so to the point. If I were using an acne pad, this is almost like talking to acne pad users, 
and if there’s one that burns and that’s my issue, my problem, and then I saw this, it doesn’t matter how 
ugly the ad is, I might go, “Oh.” Then there’s one that, but it’s so stupid. You know, I don’t even like it 
because this isn’t enough to carry it. They’ve got to then draw the real face, the unhappy face and then 
the smiley face and then they have the same thing twice.

C: Doubling it up.

E: Doubling it up in case you didn’t get it, now let me explain it to you so let me be so literal. They couldn’t 
leave it there, somehow, and let that carry it. 

C: You covering up the bottom part, the actual smiley face.

E: So, not only do I have to do the little text happy face, now I have to have a literal happy or sad face on 
top of it.

C: Right.

E: So it’s, but again, if burning acne pads are your issue, it doesn’t matter. The kid won’t care.

C: This is the second personal care product that we put in the mix. And how would you compare this one 
to the L’Oreal, to the “go for the upgrade”? 

E: Well, I think they each talk to their generation. One you said was in Wired and now they’re into thinning 
hair and beyond acne. And this is talking to, I don’t know what magazine this is in, but…

C: The Gen Y, I actually had to find two Gen Y magazines and they were ones I’d never seen before. But 
they were clearly marketing to teens and preteens. But I think one of them was just called M and I think 
the other one was like J11 or something like that.

E: Okay, alright. So, their issues are age-based so I think they both do their job.

C: Do you think either of them does the job particularly better than the other?

E: I prefer, much prefer, just as a piece of creative work, the L’Oreal one.

C: The L’Oreal one? And why is that?

E: It’s more sophisticated and again, this is a little insulting my intelligence even if I am a teen. So I think 
that’s something you’ve got to watch whatever age you’re talking to. And it’s partly why, I’m sure, the 
generation hated the Smith Barney ad because it’s insulting their intelligence to be parodied. You know, 
to be stereotyped quite in that way is offensive. It may not be offensive to your mom and dad, but it is to 
me if I’m the kid.

C: Right.
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E: And I think you can treat even teenagers more intelligently than this. Same idea but you can just 
smarten it up. I don’t think the L’Oreal has that problem.

C: Okay, having said that, the Gen Y groups really liked this ad because it was, they are in the market for 
acne pads so Stridex is a known quantity to them. They see the Stridex logo and they know immediately 
that this is something that they may be interested in. They see the faces and they see the emoticons and 
they get it. They get it immediately. It’s not something they have to figure out. It’s not like the Edge ad 
which is more about creating an environment. It’s not like the Mercedes Benz which has pages and 
pages of copy they have to pour through. This is like other pads .. rrgh! Stridex pads .. mmmm! So the 
benefit, the product is clear, the benefit is clear and not only that but there’s a coupon. And believe it or 
not I was surprised that Gen Ys would go, “Oh! A coupon! Yay!” So, I got a lot of positive response from 
this ad.

E: I have no doubt that this would be effective. When I talk about being offensive creatively, again you’re 
talking to somebody in the business.

C: Right. We’re looking at these aesthetically.

E: Yeah. But I have no doubt that this tells me what I need to know and, to your point, offers the coupon. 
So, it’s not offensive.

C: Well, for us it’s stupid. You could not sell us a car like this. You know, you could not sell us a hair care 
product like this.

E: Right.

C: But getting in the minds of the, and using the emoticons is, again, trying to speak their language.

E: Emoticons, is that an emoticon?

C: Yeah, an emotional icon. That’s an emoticon.

E: Oh, that’s a new word for me. I’m learning a lot.

C: But, yeah, like you were saying trying to reach black women, you have to understand the subtleties of 
how they think and how they communicate. This is one way that Gen Y communicates very fluently.

E: I get it and I’m not at all surprised. And you have to understand my bias, too, if you ask which one ap-
peals to me. 

C: Right.

E: And, again, they are both effective to their groups but the other one would appeal more to me because 
I’m a Boomer.

C: Right.

E: So, if this were my assignment, I might have to do something this kind of...

C: Stupid?
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E: Stupid in a, not that there’s anything wrong with being stupid, in a way. You know?

C: Yeah, I know what you mean.

E: It’s sort of like, it’s pretty much like the Pop-tarts.

C: Right.

E: I should race and do what I have to do.
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