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CRAIG: The subject that I’m working on is advertising to the three main generations. The Boomers, Gen X be-
hind them, and Gen Y behind them. And what I did was, I ran six focus groups, two focus groups of 
each generation, and we talked about advertising for a while and how it related to them, how they used 
it, how they felt about it. Then I showed them a series of six ads. And we went through them one by one 
and talked about how they responded, whether they liked it, whether they thought it was effective, 
whether they thought it was aimed at them or aimed at another audience, things of that nature.

MICHAEL: Okay.

C:  Each of the ads was drawn from a magazine that was targeted to that demo. So there were two maga-
zines that were targeted to teenagers. Those are the ones where I drew that ads that were considered to 
be slated to Gen Y. Then there were two ads that I drew from a magazine that is definitely pointed to 
Gen X, then there were two that were drawn from a magazine that is clearly pointed at the Boomers.

M:  Okay.

C:  And I’m deliberately not using their names, because we’re going to go through the ads ..

M:  Right, right, right.

C:  But before we get into that, I wanted to talk to you first about how you, in your capacity as a writer, how 
you perceive those. When I say, “Gen X,” “Gen Y,” “Boomers,” what do you think of? What images ap-
pear in your head?

M:  I think mindset. I think age. And I think sort of the connectors, as far as, music is a connector. I can’t 
relate to a Boomer because of their age bracket. I can play certain songs and use it as a way to connect to 
that Boomer. And when I think of Gen X, same thing. I can use music as a connector. Or I can use .. I’m 
probably a, what am I? Am I a Boomer? I’m a Gen X, right?

C:  What year were you born?

M:  I’m 37. I was born in 1970.

C:  You’re a Gen X.

M:  I’m a Gen X. So I can relate to specifically Gen X because I feel so old these days. I don’t know what’s up. 
But I relate to Gen X. I can always go back to the 80s, right? And go, “Man, remember back when we 
were breakdancing, and this and that?”

C:  (laughing) Yeah, that’s right.

M:  Then I can look at the Gen Y, because I work with a lot of young kids, Gen Y, teenagers. I can go, “Man, 
that’s nothing! We were rocking that in 86! And all we paid for was twelve dollars! You guys come off 
ninety dollars for those Air Force Ones now, how stupid do you feel?” You know what I mean? Stuff like 
that. And it’s all about, as a matter of fact I was talking about this with kids I work with last week. I was 
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like, “Do you know what Nike did, you know five, seven years ago by relaunching that Air Force One? As 
if they were something new? It’s like man, these shoes were locked up in a warehouse because we 
stopped buying them in the 80s!”

C:  Right.

M:  You know what I’m saying? Or, cats in the 70s stopped buying them. You know what I mean?

C:  Mmhmm.

M:  And now, some marketing guy is like .. 

C:  “Oh, they’re back to being trendy.”

M:  “Let’s relaunch these, let’s charge up, or markup the price by 500%, and see what happens.” And you 
over here, you’re breaking your neck trying to pay a hundred dollars for some sneakers that only cost 
them two dollars to make, that we were paying fifteen dollars for twenty years ago. I’m like, dude, 
what’s up? That doesn’t make any sense. So when I think of those three generations, which is very valid, 
I think age, I think mindset, and I think connectors. What is it that connects, what is it that, as a mar-
keter or as a writer, I can tap into and get them to go, “Yeah, I can feel that,” or, “I’ve lived that,” or, “You 
get me.” Or what is it that can interconnect these three generations?

C:  So when I say, “Baby Boomers,” just give me a stream of consciousness. What comes to mind?

M:  Baby Boomers. I think, stream of consciousness, I think political, I think civil rights, I think, especially 
as a black man I think less opportunities yet more triumphs. I think family, think community, I’m 
speaking as a black man. It’s like, I think, like, warriors, man. Cause they were in the thick of it, so that 
my generation can have access to colleges in schools. Then my generation doesn’t necessarily do as 
much with as more than they did with as little. You know what I’m saying?

C:  Hm. I think so. 

M:  It’s like we have tons of opportunities man, to like, clean up our neighborhoods, clean up ourselves, 
clean up our lives, but it’s just, we’re just mediocre man. We’ll settle for aid from the government. You 
know, we’ll settle for being locked up because it costs $50,000 a year to keep me locked up, and me be-
ing free and having to go through the educational system and get a $50,000 a year job. You know what I 
mean?

C:  I think so.

M:  Boomers. That’s what I think of.

C:  So, warriors.

M:  Yeah.

C:  So how about Gen X?

M:  Gen X? I think, Gen X, cause I’m Gen X. Stream of consciousness. I think opportunists. Right? I think 
spoiled in a sense, and we didn’t have to work and fight for anything. It’s like, silver-spoonfed. I think 
selfish, and less community. More about self and less community. But something, there’s a wave that’s 

215



changing all that. There’s social agents rising up that are my age, or slightly younger than me. There are 
what we call social architects, that are like, how can we rebuild what we sort of fumbled? You know 
because we got sort of caught up in the bling-bling of the late 80s and early 90s, and that wasn’t really 
doing it for us.

C:  What’s bling-bling in the late 80s?

M:  Bling-bling is like the money. Gotta make that money, gotta go to school, get my hustle on, gotta make 
that money, gotta make that million.

C:  So like the yuppie mentality.

M:  Yeah, the yuppie or buppie mentality. It’s like, you know I gotta get my Bimmer, I gotta get my condo, I 
gotta get my mortgage. You know I hear that it’s better to buy than it is to rent, so I gotta be in that 
status, I gotta be in that bracket. Socioeconomic bracket. You know what I mean? You know, “Forget 
marriage, forget family, forget values. My parents for married for thirty years, but they’re miserable, so 
why would I want to do that?”

C:  You’re not speaking for yourself, you’re speaking for Gen X.

M:  I’m speaking for Gen X. Whereas the Boomers, they got married at 20 or 19 ..

C:  And stayed married.

M:  They stayed married no matter what, because mom didn’t work necessarily and dad was being a jerk, 
but mom stayed with him, and as a Gen X, I’m growing up seeing this, I’m seeing dad mistreat mom, 
disrespect her, whatever whatever, and he’s asking me to do something and I’m like, “Where’s your ex-
ample?” You know what I mean? Or dad wasn’t even around, he was either locked up, died off at war, or 
just quit. He’s just like, “I’m out, raise your own self.” And so there’s anger, there’s resentment from Gen 
X. That’s why we rebelled. It was like, cause the government was like, puppeteering us man. And it’s 
like, you can’t puppeteer us! We got information, we got tools, we can go rebuild, we’re about to give 
you the Internet! You know what I mean? So get off of us, you know what I mean?

C:  Yeah, that came from us, didn’t it?

M:  Right, we’re about to give you the information superhighway. And we’re kinda looking at them like, 
“I’m going to make more money this month than you ever had in your lifetime.” This is Gen X talking to 
Boomers. “So  what you have to say to me? As a matter of fact, you’re sitting in front of me looking for a 
job!”

C:  (laughs) Right.

M:  This is Gen X talking to Boomers. “Because your factory job ran out. And now you need my technology, 
that you were always sweating me about: ‘turn that down, do this, leave that alone, go get a job like a 
real man,’ ‘put on a construction cap or become a plumber!’” So here’s the phases to me. Gen X was 
Industrial Revolution, right? Here are the phases if you would, if you’ll categorize it. Boomers, I’m sorry, 
Boomers benefitted from the Industrial Revolution, right? Mass production, steel workers, factories, 
assembly lines. Gen X was like, Technology Revolution. And what we’re breathing and living, and now 
everyone is like .. There’s a book called, The Conceptual Age. What Gen Y is going to bring and just 
blow up by sort of holding Gen X’s hand, if it was a relationship, they’re going to give birth, or have 
already given birth to what’s called a Conceptual Age, or the Conceptual Revolution. And what’s going 
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to happen is, to me, ideas will reign supreme. Ideas will reign supreme. That’s why you got like teenag-
ers become entrepeneurs at eighteen. Your boy Facebook. You know, what’s that kid’s name?

C:  I know what you’re talking about.

M:  Murdoch is like, “I’ll give you five billion dollars for Google.” You know what I mean? Cause here’s 
Boomers talking about, “I’ll give you five billion dollars!”

C:  (laughs) Right. Murdoch described himself as a “digital immigrant.”

M:  That’s honest. I respect that.

C:  Yeah. Whereas Gen X and Gen Y are “digital natives” by contrast.

M:  Right. You got to respect that. You can’t .. He’s not coming in talking about, he’s not trying to be a ty-
rant, he’s just like, “I respect what you all have done, I have the cash flow to subsidize it, not own it, but 
to partner with it.” Maybe own it. I don’t know. (chuckles)

C:  I think he owns it now. Okay.

M:  Gen Y. Stream of consciousness? Lazy, man. If Gen X was bratty and rebellious, Gen Y’s lethargic.

C: Well first let me ask you how you define Gen Y yourself, before I get into my definition.

M: What’s, what year are they born?

C: That’s what I’m asking you. Do you have a idea? Do you have any concept of it yourself?

M: I would say eighties ..mid-, late-eighties? Gen Y.

C: So that’s when they were born?

M: Yeah.

C: So, eighties to, when?

M: I guess ten years, you know, 88 to 98.

C: Okay, that’s pretty close to how I define it.

M: Is it?

C: Yeah.

M: So I mean it’s, Gen Y .. It’s like technology, there’s too much of it, right? And Gen Y comes out of the 
crib like, “I want Nike.” If you don’t get them Nike ... we have a two-year old .. he’s almost two.

C: Yeah? Is he already asking for Nikes?
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M: No he’s not, but when he’s publicly exposed to every other student or friend at daycare, rocking Nike 
the name brand, he’s going to be like, now he’s going to start comparing himself, you know what I 
mean?

C: So, being materialistic. Gen Y. More so than we were?

M: Yeah. Very materialistic. Gen X is materialistic too.

C: I was going to say, cause that was what we got hit with when we were in college.

M: We got hit with the materialism, man. Gen Y is like, I’m like, where do you get the money? You know 
what I’m saying? 

C: To be that materialistic?

M: Yeah! What values, who’s teaching you? We were just talking at lunch. When grown .. how old are you?

C: 35.

M: I’m 36. Growing up, first summer job, or high school part time job. Minimum wage was like three and a 
quarter, three-ten, three eighty-five, or something.

C: I remember when $3.85 was a lot.

M: $3.85 was like a shift leader or a manager! You know what I mean? And I’m like, I had to steal to get 
material stuff because I couldn’t afford it! Because we were too poor and I had to literally shoplift. And 
it wasn’t until I got caught shoplifting (chuckles) I mean, not going into detail, because those records 
are still open .. (laughs)

C: (laughs)

M: It wasn’t until I was caught shoplifting that I was given an ultimatum by my father, like, “You need to 
stop this, or I’m shipping you back to the motherland.” Literally. Cause we’re from Nigeria.

C: Is that right!

M: Yeah. So he can say that, and mean it. This wasn’t some vain threat. He was like, “I’m shipping you back 
to the village, and you’re going to see how hard poverty is. You’re going to see what work is, you’re going 
to see what sweat is.”

C: I bet that brought you up short.

M: Right. It just made me clean up my act a little bit, got my grades better. On the outside, I was a present-
able, respectable young man. But on the inside I was like the most immoral, corrupt, devilish, evil .. you 
know what I mean?

C: (chuckling) Sounds like good times!

M: I was living a double life, triple life. But it caught up to me. Gen Y is material, confused, just frantic. 
They don’t know how to breathe.
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C: What is confusing them?

M: All the outpouring of material that’s available. You know, you want sex? Give me your Visa card online, 
we’ll do it. You want .. this? Whatever. You know what I mean? Amazon, you want a book? Whatever 
you want! It’s available at their fingertips. And you’re giving this young generation .. it’s like giving 
someone the raw materials to start a fire. And they know nothing about that science. You know what I 
mean?

C: Mmhmm.

M: Some firemen have to literally start a fire, for the good. But when you give those same materials to 
someone who’s inept, or ..

C: They don’t know enough to be responsible.

M: And they start a fire and they don’t know how to control it or manage it? You’re talking about a disaster. 
And Gen Y has a lot of power. And they don’t understand the power, because they don’t understand 
themselves. Which is what my generation, Gen X, struggles with, which is what Boomers struggle with. 
Which is why Boomers were like, in forty year old marriages, miserable. Which is why Gen X is like, 
forty year old orgy sprees. Right? Like, one wife to the next. Ten divorces. Or not even willing to get 
married and be committed. Cause they don’t understand themselves. And we influence that generation 
to have no concept of who they are, really. From a fundamental human standpoint. And we feed them, 
“You are (this image) based on whatever’s jumping off in pop culture.” And so they try to relate to this 
person or that girl or this pop star, or this next big thing. And they neglect to look in the mirror at who 
they are from the inside out.

C: Because they’re trying to emulate media ..

M: And so the outside ends up defining who they are, which is the same way our environment ended up 
defining us, which is the same way their environment ended up defining them. And you’ve got three 
generations that don’t understand who they really are, which can’t even get at the core of why they be-
have and think the way they do. It’s a mess. Someone needs to break the cycle, and people say, “Well 
who’s going to do it?” and I’m like, “I will.” We work with inner city kids trying to get them to, like, 
know they don’t have to live like this. And that’s becoming my life work, thanks to the process or the 
dynamic of advertising and marketing. From the research to the planning. My thesis is literally the four 
corner block in the worst neighborhood in Chicago. That’s where I do my thesis. And I take the infor-
mation, and I try to see how we can come up with a marketing/advertising solution that will help peo-
ple live better lives. It’s the same process, but one is about the bottom line, selling x amount, million of 
units, at x amount of dollars per unit so the profit margin or the marketshare can increase. The other is 
using the same dynamic, research, planning, writing creative breifs, all the dynamics, and like, “Yo, 
what does this community need? Okay, it needs this? What do we have already? What are the assets? 
And what can we make with the assets?” Next thing you know, ideas start coming up. And next thing 
you know it’s like, “Hey we got this idea over here, can you help us research it, develop it, launch it, take 
it to market? Cause if you do, I got ten kids over here that are ready to have the experience, to have the 
training, it can feed them and their family, and they no longer have to sell drugs. So that’s the kind of 
stuff we’re trying to do.

C:  So you’re trying to apply advertising in a more activist context.

M:  Yes.
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C:  That’s got to be exciting.

M:  It’s very, very exciting. It’s like—just a sidebar—take eleven, ten years younger than this. Writing, sell-
ing cars, Coca-cola, Reeboks, whatever. No joy, no fulfillment, no purpose. I stumble on this, based on 
my relationship with God, who is to me the most creative being there is, and he put in me the ability to 
create, to be creative .. and 2006, on my way to work at my last company, I was like, “I am literally going 
up here because I’m afraid. And when that uncomfortability and that frustration set in, and I confessed 
it, shared it with my wife and other close comrades, and that’s when the Shawshank Redemption began. 
That’s when the .. have you see that movie?

C:  Yeah, yeah.

M:  It was like the tunnelling, it was the twenty-year chiselling away. It didn’t take me twenty years, but it’s 
the same concept. It was like, “I see how I’m going to get out and realize my potential, and be fulfilled.” 
Not because of money, not because of recognition necessarily from my peers, or all these worldly 
things, but simply because I was made and put on earth to do this and I’m not tapping into it, and I’m 
finally beginning to take the necessary steps to do it, and life is brand spanking new, dude. It’s like I 
infiltrated the very industry that makes the world go around.

C:  Advertising.

M:  Marketing and advertising, through ideas. Everything you look around that was created or built started 
out as an idea. Everything! Buildings! Computers! There was a silent thought in someone’s head. They 
put it to paper, next thing you know, Apple! You know what I’m saying? Companies, buildings, govern-
ments! Democracy, an idea. Republic, an idea. You know what I’m saying? Socrates is ruling us from the 
grave. Republic! How many people know the US is really a republic? They think it’s a democracy, you 
know what I’m saying? Alright. Stay focused.

C:  (laughs) Let me go back to advertising. Say you have .. say you’re given a creative brief and you’re sup-
posed to sell a car to Gen Y. What techniques would you use to try to reach them specifically?

M:  Gen Y?

C:  By Gen Y, people who are 21 and younger.

M:  Techniques. Techniques will be .. Again, I think of connectors like music, or things that interest them. 
Like, what is their lifestyle, like skateboarding .. if you look at what XBox is doing?

C:  Right.

M:  With the way they’re selling their car? Or Toyota as a company? They’re like, don’t worry about making 
any profit. We just need a little project that we’ll fund, that’s just meant to be cool. I don’t even think, 
from what I read, I don’t even think they were expecting any type of profit to be generated. They’re like, 
“Do whatever you want, but keep it so under the radar that it appeals to this Gen Y market.”

C:  Mmhmm. Are you talking about the Scion?

M:  Scion, yeah. “And we’ll count it as a loss,” basically, from what I read. And that’s the approach that they 
took. Now what they’re doing is, they’re breeding a generation of loyal Scion, Toyota ..

C:  People who are going to be Toyota owners without really realizing they’re Toyota owners.
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M:  Right, right. So when they evolve from like, not driving the XBox or Scion anymore, they, when they’re 
ready to upgrade, they’ll upgrade .. we’ll hit them with a Camry.

C:  Or a Corolla or whatever.

M:  So that’s a great .. you know, when I use the word ‘manipulation’ I don’t necessarily say it as an evil. I 
think it’s a smart way to manipulate.

C:  I think it’s a strategy.

M:  Right. I think it’s a smart strategy. So that’s a technique I would do. I would like, what is it, what do they 
resonate to, what is the pickup line if marketers are like the male, the alpha male, and the Y generation 
is like the female, and I see her at a club, what is the pickup line that would totally just blow her away, 
and have us in the back room, you know what I mean?

C:  (laughing) Right.

M:  Losing our minds, you know what I mean? So it’s like, what is it that will appeal to her? What can I say 
that will make her vulnerable?

C:  So you see it as a kind of seduction.

M:  It’s a science.

C:  You’re seducing your demo.

M:  It’s a science. It’s the science of seduction. But that’s the reality of life. You want something from me, you 
know I have it to give you.

C:  Be that money, or a product loyalty, or ..

M:  Be that money or my body or whatever. Now what are we going to do? We can spend ten years beating 
around the bush, right? Or just wasting each others time, like, I’m really not out for this. Or, we could 
just like, “I could seduce you, and get it, or I could just ask for it, and may or may not get it.” It’s gotten 
to the point where, I need that car to get me from point A to point B. You need my money. It’s like, 
business exchange or bartering. It’s looked on because it’s been so misused or perverted. Cigarette 
companies, it’s like, come on. They didn’t need to make .. they didn’t need to do that. They didn’t need 
to go there, like, sitting in their conference room knowing ..

C:  You’re talking about making them addictive?

M:  Yeah. They didn’t need to go there, to me that’s just perverting it. To me that’s just greed. And now peo-
ple are sick and dying off of this thing. And I know you sent your kids through school, but it’s like, how 
did you sleep at night? So it’s like, I know you want something, and you know I have it to give, so it’s like 
how are we going about it? You could seduce, or you could just be simply honest.

C:  But that would apply to any of the generations, right? You need to find strategies for reaching whom-
ever you’re trying to talk to.

M:  From what I understand about the history of advertising, advertising came into existence to serve a 
need. People were being confused about this car, what x y and z, and they didn’t have that information 

221



so hence came the birth of advertising as an industry. And then along the way, greed kicked in. So I’m 
saying, Gen Y, I want to sell you Scion, the XBox. You can seduce me, maybe this covert way that Toyota 
does it, I’m not saying it’s necessarily covert but it’s like, what’s your presentation? In truth, or seduc-
tion? And that’s really what advertising can be presented in truth, without the seduction.

C:  So you disagree with the seduction?

M:  The seduction to me catches up to you because it runs out. And then the truth is going to come out, and 
then you’re looking at like, “Wait, I gave you $20,000, and I’m sitting here with a $2,000 car.” The de-
preciation, or whatever. It’s like, it doesn’t add up.

C:  Well let’s step off the car example and say, soft drink. Say you want to sell Coca-cola to Gen Y. How will 
the way you sell Coca-cola to Gen Y differ from the way you sell Coca-cola to Baby Boomers?

M:  To Baby Boomers.

C:  What techniques would you try to reach Gen Y with, as opposed to what you try to reach Boomers 
with? You see what I’m saying? So you have a print ad you’ve got to write for Teen Beat magazine for 
Coke. You’ve got another print ad to design for Fortune. How will those, I mean, in your mind do those 
ads look alike?

M:  No, they can’t.

C:  Then how are they different?

M:  They’re different because of the benefit. The same soft drink can benefit a Boomer because of its nostal-
gic heritage.

C:  So there’s the appeal to nostalgia.

M:  Right. The same soft drink can benefit a youth target because of its aspirational heritage. “Drink Coke 
and you feel more alive to go get on with the future.” “Drink Coke and it’ll take you back to when life 
was simple.”

C:  So the “Go get em” is Gen Y.

M:  Right.

C:  “Life was simple” is Boomers.

M:  Right.

C:  Gotcha. And then Gen X, how would you appeal to them? 

M:  I don’t know ..

C:  They’re kind of the muddy water ..

M:  Yeah, it’s like they’re on the fence, cause they’re in the middle.
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C:  So say you’re now going to do a Coke ad in .. I was going to say Time but that’s too broad .. we’ll say 
Wired. What would a Coke ad in Wired look like?

M:  A Coke ad in Wired.

C:  As distinguished from a Coke ad in Teen Beat, as distinguished from a Coke ad in Fortune.

M:  I would maybe see if the messaging can appeal to the entrepeneurial spirit of Gen X. Wired, it’s like, 
what’s relevant? What is it about Coke that’s relevant to the mindset of thirtysomethings, late-
twentysomethings, thirtysomethings.

C:  Is this, what I’m asking you to do, these sort of exercises, is this what you do when you’re given a crea-
tive breif?

M:  Yeah, basically. With us being a shopper-marketing agency, it’s not even so much ..

C:  “Shopper-marketing”? Is that what you said?

M:  Yeah. Shopper-marketing is this whole new phenomenon everyone’s hearing about. What’s going on in 
the industry, a lot of traditional vehicles like television, radio, is not giving marketers the results, or the 
impact or the measurement that they thought it did. Because of the proliferation of media vehicles. 
Internet, cellphone.

C:  Guerilla marketing strategies.

M:  Guerilla. Yeah, just the plethora of everything. Before, in 1980 you could reach 20 million women on the 
three networks. Now you have times five hundred. So everyone’s scattered. And because everyone’s 
scattered, the consumer is, “I have the mic now!” You know what I mean? “You must listen to me! Here 
are my demands, if I can release this hostage, which is my annual income, to you, you must give me this, 
this and this.”

C:  So do you see that effect, what you just described as the consumer understanding his or her own power 
..

M:  Yeah, yeah.

C:  Do you see that effect as being across all generations or being endemic to Gen X or Gen Y?

M:  It’s endemic to Gen X and Gen Y, but that’s about to shift because Boomers are about to be the eldery.

C:  They’re getting into their sixties now.

M:  So, that whole target is about to explode, depending on what happens with social security, how to eat, 
survive and live, so it’s interesting. They’ve got ridiculous spending habits and lifestyles that they’re 
going to want to maintain, and it’s like, you don’t have your regular income? Something’s going to give. 
What was the question you asked?

C:  My question was talking about the realization of power that consumers now have that is a relatively 
recent thing, I think. Arguably.

M:  A couple years. On this scale.
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C:  Yeah. I would say the past ten years. There has been a real strong shift in the amount of power that peo-
ple have over their media, and by default, over their own advertising, the advertising that is coming to 
reach them. And this is what I’m writing about. People are very quick to dismiss pop-up ads and banner 
ads, they ignore them, they Tivo their TV shows so they can fast-forward through their commercials. 
There are so many TV shows available on DVD now they don’t even have to watch commercials. They 
have so much more control. Their music is digital now. They’re not reliant on radio to find new music, 
to be exposed to artists they’ve not heard before. They don’t need to be—this is what separates Gen Y 
from Gen X—because media is all digital, they’re not making mix tapes like we were, growing up. When 
we wanted to arrange music in our own way, we would have to rely on magnetic tape which is a real 
linear kind of format.

M:  Which is very limited.

C:  Which is limited to the amount of space on the tape. We had so much sound quality that would be lost. 
Now you’ve got MP3s and MP3 players, people are making playlists and people are mixing their own 
music together, and they have total control. And, you’ve got podcasting, you’ve got blogs, you’ve got 
YouTube .. Gen Y are now producing their own media. They’re not even reliant to settle on media that 
comes out of Hollywood or Madison Avenue of what have you. If they want to see something, you know 
you’ve got just amazing stuff.

M:  I know.

C:  Have you seen any of those Star Wars fan films that people have made?

M:  Like on YouTube and stuff?

C:  Yeah. And Lucasfilms is making contests, giving good money, prizemoney, away to people who make 
their best Star Wars fan films and they look really good. So you have this fluency with media that Gen Y 
was born with, as you said, the silver spoon in their mouths. They’ve got this power that they grew up 
with. So they’re not, they didn’t learn a way to relate to media, and then have a tool given to them and 
say, “Okay, learn this.”

M:  Like we did.

C:  Like we did, like Boomers did. Gen Y grew up with this. So I think that absolutely feels that they’re now 
at a parity with people like us who are trying to sell them .. they’re not willing to just take our word for 
it. We have to enter into this ..

M:  Whole new conversation.

C:  Right. A new kind of conversation. So that’s what I’m really writing about and trying to explore.

M:  That sounds fascinating, man. 

C:  Okay, tell you what .. let’s go ahead and look at some ads.

M:  Let’s look at some ads.

C:  And I’m going to show you the ads in the same order that I showed the focus groups.

 (displays Edge ad)
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 Okay. So this is the first ad that I showed the focus groups. And my first question to you is, which gen-
eration do you think this is aimed to?

M:  Gen X.

C:  Okay, what tells you that?

M:  The couple, my guesstimate of their age. And it’s a Ford. It’s a Ford sort of like a family car, it’s a four-
door, night out on the town, date couple, you know what I mean? It’s more, to me, more Gen X.

C:  So the carmaker, Ford, you see as being more a Gen X company?

M:  At the most.

C:  And having the couple represented in the ad speaks to that?

M:  Yeah.

C:  Are you familiar with this ad, have you seen it before?

M:  When I looked at it, I’m .. I’m familiar with this campaign, I’ve seen other executions.

M:  Like on TV and stuff?

M:  Yeah or TV or another print at with the car, like on the edge, literally.

C:  What do you think, professionally speaking? Do you like it?

M:  Yeah, I like it.

C:  Do you think it’s effective in reaching Gen X?

M:  If I was to grade it, I would give it a C-plus. 

C:  Okay, why’s that? What’s missing?

M:  I mean it’s clever, but as far as like that engage, it’s just another ad.

C:  So if you were flipping through a magazine you wouldn’t necessarily stop too long on this one.

M:  Maybe because of the way that car is sitting on the edge. But again, that’s more of an executional device. 
It’s not .. the substance isn’t all the way there.

C:  Could you use this same style of an ad to sell another product to, say, Boomers?

M:  Mmhmm.

C:  They’d respond positively to it?

M:  Yeah. Or indifferently. Yeah, I think so.
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C:  Okay.

M:  It’s weird man, it’s like, we do a lot of stuff, we do a lot of things and at the end of the day, we’re just 
doing it because we’ve got expectations, not necessarily because we think we’re moving the mark or 
engaging people. We’re just doing it to get it out of the door because that’s what the budget calls for. It’s 
mediocre. I don’t think it’s like, it may sell cars, but at the end of the day?

C:  It’s just another ad.

M:  It’s just another ad. But for an ad, it’s a C-plus. Maybe a B-minus.

C:  So it passes.

M:  Yeah. It’s an ad. It’s a good ad.

C:  Well if this was your ad, would you put it in your book?

M:  Possibly. Cause, the car on the edge. I haven’t necessarily seen that. It plays up the whole “edge”. It’s 
clever. I would put it in my book cause it’s clever.

C:  Okay, we’ll move on to the next one.

 (displays L’Oreal ad)

 And if you need me to zoom in on the copy so you can read it a little better, I can do that.

M:  Is this a print ad, newspaper, or what?

C:  These are all magazine print ads.

M:  Again, it’s another ad. “Go for the upgrade.” I’m not necessarily the target for that type of product, but, 
you know, a C.

C:  Who do you think this is targeting?

M:  It’s targeting men. I see there, “Vive pro for men.” 

C:  What generation?

M:  What generation, I would probably say Gen X for sure.

C:  Okay. What tells you that?

M:  “Daily thickening” .. it’s just another product. And I don’t understand the functionality of it necessarily. 
“Still thickens hair for greater scalp coverage, only the bottle has changed.” “Thickening,” I don’t even 
know what thickening is. I mean, look at my hair!

C:  (laughs)

M:  “Scalp coverage.” I don’t understand some of the messaging. It’s a shampoo and conditioner. So it 
washes your hair and leaves your hair feeling thicker at the end of the day? Okay?
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C:  So again, you identified Gen X, and actually you said “definitely.” 

M:  Yeah.

C:  But what in the ad, is it the color? Is it the composition? Is it the language that’s used? How did you 
come to that conclusion?

M:  It’s a composite maybe of all those things, the language. It’s not, it’s the color the black, serious .. big 
huge L’Oreal logotype.

C:  So if this ad were in Fortune magazine, how would it be different? Or would it be different?

M:  I don’t think it would be.

C:  So this could target Boomers too?

M:  This could run in, yeah. This could cross over to Boomers.

C:  Could it cross over to Ys?

M:  I don’t think so. Cause it’s a different language. They wouldn’t necessarily listen to that. It wouldn’t 
even get their attention.

C:  So it’s not attention-drawing enough for Ys?

M:  From a language standpoint. And I say language, it’s like, if I go, “Yo!” and we’re outside right now, a lot 
of heads will probably turn, cause there’s a bunch of kids out there. There’s a school in this building. But 
if I go to Wall Street or something, if I go into a conservative bank and I go, “Yo! What’s up!” they 
wouldn’t get it. No one’s going to turn heads because, “They’re not talking to me.” You know what I’m 
saying?

C:  So when you say language, do you mean that literally? Or do you mean the visual language?

M:  Yeah, the visual language, everything about the ad that speaks. From the logo to “Go for the upgrade” to 
the bottle shot, some of the type, visual language, sensorial language.

C:  “Sensorial.” That’s a good word. Okay, actually we’re goi ng to come back to this.

 (displays Mercedes Benz ad)

M:  Boomers.

C:  Okay, why?

M:  And maybe cross over to Gen X, also. S-Class, man!

C:  So it’s the car itself?

M:  The car itself, Mercedes, It’s an Ogilvy ad, but with class. You will read this ad because you aspire to 
become the driver behind the wheels, you know a lot of time and effort and energy goes into crafting 
these machines.
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C:  So it’s the fact that it’s Mercedes, and the familiarity with the brand that you’ve already bring to it is 
what targets this to Boomers?

M:  Right. Boomers and Gen X.

C:  And Gen X.

M:  Cause how old are Gen X?

C:  Gen X are 22 to 40.

M:  Yeah, definitely. And with the whole dot-com thing, you have more millionares than ever. So yeah, they 
can afford it.

C:  So how would this ad, if this ad were going to run in Wired, do you think it would work? Would it be 
effective?

M:  Yeah. Cause to me, Mercedes is not one of those companies that is not going to necessarily scoop or 
compromise its brand identity, or wear something that it’s not. It’s not going to show up at a party 
dressed like a transvestite, you know what I mean?

C:  (laughs)

M:  Even if it’s a transvestite-themed party, it’ll still come as he is, as she is.

C:  So you’re saying Mercedes won’t compromise its design style of its ads.

M:  It won’t compromise its .. it has integrity. It has integrity. It won’t compromise that.

C:  Could you sell, if we took Mercedes out of it, and just looking at the style of the ad, using a very sort of 
respectfully treated headline with lots of its own space dedicated to it, very copy heavy, mugshot of 
somebody that nobody knows, could we sell a product using these techniques to Gen Y at all?

M:  Aw man. 

C:  Well what kind of product could we use this to sell to Gen Y?

M:  You’d have to use a Gen Y person.

C:  Somebody recognizable.

M:  Somebody recognizable, it’d have to be a social issue or a cause. I don’t know if necessarily material, 
something material, would justify why you’re using this type of presentation. Like this, cause they’re so 
spastic, they don’t have time to have a two hour conversation with you.

C:  They don’t have the attention span to read this kind of ad.

M:  That’s a good word. Attention span. It’s like, “Dude, I don’t get it. Two seconds, I don’t get it. I’m mov-
ing on. It’s too much.” You’re asking a lot of them to do that.

C:  But you could, if you made it about a social issue, or made it something that they cared about.
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M:  Maybe, right. Maybe AIDS or homelessness or teenage violence, runaways, or something like that 
maybe.

C:  Okay. So you couldn’t necessarily sell them a product, but you could conceivably sell them an idea. Or 
sell them an organization that they can help, choose to support.

M:  Yeah. I think that’s a good way to put it. Gen Y, if we’re truly going to evolve into this conceptual age, 
that’s all they want is an idea. They want something that’s not theory, not hypotheticals, but an idea. 
And when I say idea that means they get it, that means they can see the end results and the conse-
quences and impact of it, even though it’s in its conceptual stage. That’s why they can take a piece of 
technology and rebuild it or strip it apart and make it better, or flip it into something else. You know 
what I mean?

C:  You kind of lost me a little at taking a piece of technology and flipping it. What do you mean by that?

M:  Well for example, Mercedes doesn’t mind that a 20-year old millionare football player or hip-hop artist 
gets 22-inch rims. Or whatever the biggest rim size is. They really can’t do anything about it, Mercedes 
can’t. Because he bought the car, he paid retail for it, he’s going to pimp this out however he wants. So Y 
generation is like, “I can pimp anything. I can basically take an idea and pimp it.”

C:  Oh, okay, okay.

M:  Like you say, customize it, or make it personal to you.

C:  Right. Make it so that it can express something about themselves. 

M:  Make it mine.

C:  Whereas Boomers don’t do that so much.

M:  I don’t think they felt that they had the power to. You know what I mean, “This is how it comes, this is 
how I’m going to use it.” Whereas, like you say, we’re all, digital technology and everything, Y and X is 
like, “We can flip this. We can bend this. This is meant to be bendable. Okay what if you added this to 
it, and that just deconstructs all the material and then it’s bendable. Now what?”

C:  I hear you speaking, using very tangible language, but when I hear you, I feel like you’re talking about 
music.

M:  No, not just music ..

C:  Well because, I remember in the late 80s when they started sampling from older songs, and you’d hear 
pieces of older songs that had been reapplied to new beats and new lyrics and everything.

M:  Gotcha. I mean that’s the sort of fundamental similarity.

C:  It’s one of the ways that .. 

M:  Yeah, that’s an example of it. And it’s like, those guys I mean, and it just came from being curious. 

C:  Okay so, how would you compare the selling strategy of this ad to this (displays Edge ad)? Could you sell 
the Mercedes to Boomers like this? Or would this not work?
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M:  It may work.

C:  If you put the Mercedes here, and you put Boomers here, and you rewrote this ..

M:  Oh, you put the Mercedes there?

C:  Right.

M:  To me it goes against the brand value of Mercedes. You know what I’m saying?

C:  Why? I do, but I want you to express it.

M:  The Ford, the all-new Ford Edge. What’s new about it is, it’s a concept car, we’ve never put it out before 
necessarily, the only thing trustworthy about it is maybe the Ford logo.

C:  Okay.

M:  And so it’s kind of like they’re feeling their way around. “Hey, it’s called Edge, right, what if we put it on 
the edge?” Whereas S-Class it’s like, “Let’s just sit it there, man. And it’ll draw people because of its .. “

C:  “We don’t need any gimmicks.”

M:  “We don’t need all the, yeah we don’t need all the bells and whistles,” where this, that’s what I’m saying, 
this is clever, this is gimmicky. But anybody can come in and put their car on the edge. Mercedes com-
ing in and putting their car on the edge will seem like they’re frantic. They don’t trust their core value 
anymore. They’re not confident, they’re letting the new kid on the block dictate what they do. And 
that’s not, to me, that’s not their brand character.

C:  So what I hear you saying is, Mercedes doesn’t need to rely on a design gimmick. They don’t need to .. 
Mercedes, they don’t even name their cars. S-Class, C-Class.

M:  Right, they don’t have all this “Edge”. 

C:  Right, Explorer, Excursion, Escape.

M:  Right, it’s just Mercedes, and the category. The E-Class, the ES-Class.

C:  Right, so there’s no visual puns to be made with their name.

M:  Not necessarily.

C:  You just show the car, and this is a Mercedes.

M:  And they name it an S-Class for a reason. So it’ll be like, S-Class would be what, sedan? Or sport? SC or 
coupe, or .. so the names describe the functionality to it, or the model of the car.

C:  All of the cars with the designation E- and a number fall together in some category.

M:  Versus Edge or Tsunami or Sonata. You know what I’m saying? Taurus. Let’s find some Greek mythol-
ogy characters and name them.
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C:  So this would not work for Mercedes.

M:  I don’t think so.

C:  But it could work for Baby Boomers, with an appropriate product.

M:  Right, maybe another line of car, maybe Toyota or something, for the Camry.

C:  Okay. Let’s go ahead and move on.

M:  What is this, 2007 S-Class? What’s the retail, man? Like sixty?

C:  I don’t even know that they say in the ad. If you have to ask, you can’t afford it.

M:  It’s like at least sixty. Starting. You know?

C:  I don’t think they say in the Edge ad either. Do they?

M:  Yeah. Starting at twenty-five-nine.

C:  I guess that that’s .. Yeah. They have the number right here.

 (displays Pop-tarts ad)

M:  “Crazy good.” This is, I think I know the guys that worked on this.

C:  Oh yeah?

M:  At Leo Burnett, right?

C:  I don’t know.

M:  Targeted to Y, or moms of Ys.

C:  Okay. What makes you say that?

M:  I would see this in like, whatever teen magazines, or stuff like that. It’s Pop-tarts.

C:  Do you recognize the illustration style at all?

M:  Like from a particular artist?

C:  Yeah. Or from something else that you’ve seen?

M:  No, can’t say that I have, that I do. I mean, I think I know the guys that worked on this, if this is some-
thing they did. It’s probably something they illustrated and then ‘professionaled’ it out. To somebody 
who could make it look even more amateurish, you know what I mean?

C:  (laughs) They hired somebody to make it look worse.

M:  Yeah. That’s a nice (unintelligible).
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C:  Do you think this was an effective ad for Gen Ys?

M:  Yeah, I like the campaign, crazy good.

C:  What is this ad is saying? What’s the message that it’s trying to communicate?

M:  This ad is saying to me, from working on a range of products like this, that Pop-tarts are just good. 
They’re good, wholesome, that up all you want, but they’re just good.

C:  Taste good?

M:  Snacks. Taste good. From like the pastry catagory. They’re good. They’re tasty.

C:  What does “worst hiding spot ever” have to do with tasty?

M:  (chuckles) Cause it’s like, if you’re a Pop-tart, and you’re hiding, say you’re personifying hiding in a 
toaster, that’s the first place someone is going to look for you.

C:  Okay.

M:  It’s a good campaign, it’s a cool campaign.

C:  How do you suppose Boomers responded to this when I showed it to them?

M:  Boomers? Boomers .. I don’t know. How did they respond? They probably didn’t relate, right? They 
didn’t get it?

C:  No, they didn’t get it.

M:  Right. They probably didn’t get it.

C:  They were somewhat put off. They were like, “What, what is this?” Yeah.

M:  “Are pastries alive? What are you saying?”

C:  Gen Xers and Gen Ys loved it. They laughed immediately. Boomers were like, “uhhhhhh what, what’s 
the deal?”

M:  Right. Different language, man. Different language.

C:  Could you use .. so, tell me a little more specifically, what in this ad appeals to Gen Ys?

M:  Just the irreverence of it. The audacity. That’s my favorite word.

C:  Audacity?

M:  Audacity.

C:  So how is this ad audacious?
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M:  It’s like, first of all you’re personifying the product. Bringing it to life. And you’re putting it in a .. they’re 
the victim. It’s kind of like, what’s the expression? I’m a victim of my own ..

C:  Circumstances?

M:  Not circumstance .. Goodness, or it’s like, they’re so good they’re victims. It’s like that Chick-Fil-A cam-
paign, “Eat more chicken,” from the cows, you know what I’m saying? It’s like that. So they found a way 
of saying, Pop-tarts are good, in a sort of irreverent, simple, comical way. Exaggerated.

C:  Could you sell something to Boomers using thie technique?

M:  It depends on what it is.

C:  Well, what kind of thing could you sell to Boomers like this?

M:  What kind of things. Probably not health products. Cause that’s a little too serious of a matter. What 
could you sell to Boomers? You could sell them their Social Security checks.

C:  (laughs) With cartoons? Hiding them in toasters? Really? You think that would work on Boomers?

M:  No, it wouldn’t. I don’t know what you would sell to Boomers using this sort of execution. What do you 
think?

C:  Judging by the response this got in the focus groups, I don’t think this could work for Boomers.

M:  For anything?

C:  I don’t see it. It’s sarcastic, it’s silly, it really has nothing to do .. there’s no  unique selling proposition in 
it. There’s nothing in this that says Pop-tarts are healthy, Pop-tarts taste good, Pop-tarts are cheap, Pop-
tarts are convenient. There’s nothing in here that says anything about the good things about Pop-tarts. 
In fact what it seems to be saying is that Pop-tarts are dumb. But what it does do is, I think the reason 
that it works for Gen X and Gen Y is because it is irreverent, it prompts an immediate sort of chuckle, 
and that’s it. You get the chuckle, and then you move on. And what that does is that associates a mo-
mentary happy feeling with Pop-tarts. And maybe a reminder that, when you were a kid, you used to 
have fun like this. And you associate having fun with Pop-tarts. So next time you happen to be in a 
situation where you might buy Pop-tarts, you might remember that, “Oh yeah, Pop-tarts are fun.”

M:  Right.

C:  Whereas I don’t know that that appeal necessarily works on Boomers. Because, again, Boomers are 
more about, are they expensive, are they healthy .. Information. So. That’s my opinion.

M:  Boomers read comic strips though.

C:  Yeah, yeah. But do Boomers want comic strips in their magazine advertisements? I guess I don’t re-
member seeing .. 

M:  There’s a place for everything.

C:  Yeah. I’m trying to think of comics .. well I guess you’ve got Peanuts selling Met Life. That’s definitely a 
Boomer thing.
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M:  That’s classy, though.

C:  Yeah, Peanuts are classy. And Peanuts, if you look at the TV, Peanuts are always talking about Met Life. 
You know they’re always in dialogue with each other talking about how insurance is good, and blah-
blahblah, why you need to call Met Life, and has Snoopy flying in with .. I don’t know.

M:  Right. Yeah it’s a classic cartoon.

C:  Does this ad make you want to eat a Pop-tart?

M:  No. See I appreciate it from, like, marketing. It isn’t making me want a Pop-tart, but I’m not a kid. I’m 
not the Gen Y, I’m not the target.

C:  Right.

M:  But I respect and appreciate it for the ad that it is. Definitely a book piece.

 (Smith-Barney ad is displayed.)

 What are we looking at?

C:  This is an ad, pulled from a magazine that was targeted to one of the three demos. Which demo would 
you guess this is?

M:  Gen X. 

C:  Okay, what tells you that about it?

M:  “How will my kids inherit the work ethic or the wealth ethic?” 

C:  Okay. So you immediately think Gen X with that? Okay. Does the picture of the kid affect that judge-
ment at all?

M:  Mmhmm.

C:  What does it tell you? I realize I’m kind of asking these questions as though there’s a right or wrong 
answer. There isn’t. I’m just prodding, just eliciting. You can say whatever you’d like.

M:  Yeah, I’m a Gen X, forty, twenty fo forty, I probably have a kid who’s this age, maybe adolescent, teenage 
years. It could cross over to Boomers also. Maybe it could skew Boomers cause of the kid’s age.

C:  So even though we’ve got a picture of a Gen Y in the ad, you did not identify the ad as being targeted to 
Gen Y.

M:  Yeah, it’s not a Gen Y targeted ad. It’s parents with Gen Y kids.

C:  But you knew immediately that it wasn’t Gen Y. Even though this one (displays the Edge ad) .. so what is 
the difference between this and this?

M:  Between the Edge ad?
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C:  Yeah. Because the Edge, you’ve got .. Cause these are the only two ads, well with the exception of Mer-
cedes Benz where you’ve got the headshot, these are the only two ads that have people in it. And this ad 
(indicating Edge) has the target demo in the ad.

M:  Gen X.

C:  Right. This ad (indicating Smith-Barney) has a person in the ad who you knew immediately was not the 
target demo.

M:  Right.

C:  So I guess, if I could ask you to articulate how you knew that.

M:  Just the kid’s age, and then the headline, that sort of explains his age, “will my kids inherit the work 
ethic or the wealth ethic?” It’s like, what am I going to leave my kids? To be lazy or to be ... to be bums 
or to be workers?

C:  So the headline contradicts .. 

M:  Compliments the image, to me.

C:  Say you had the same exact kid ..

M:  Right.

C:  .. But instead of this background, the background was hot pink, and it had lines coming out that alter-
nated gold, purple, white, red and pink, and this text was in this sort of bubble font, and this text was a 
lot crazier, all over the place. Who would you think the ad was targeted to then?

M:  Still to the, to the parents of the kid.

C:  Because .. on the strength of the headline alone?

M:  Mmhmm. Or .. yeah. On the strength of the headline.

C:  Okay. So the headline really dominates the targeting of the ad, and you can do whatever you want with 
the design and style, but the headline—I’m asking—the headline sort of trumps everything else in 
terms of who it’s meant to hit?

M:  I don’t know if it’s trump, like, versus compliments, or, it sort of balances everything else. Cause you can 
write that .. you can run this ad without an image, without the image of the kid. And you still have your 
elements, confessions of working world, at Smith Barney, this goes in financial magazines for sure, so 
it’s not like it’s running in Kids Sports Illustrated.

C:  Right. Do you like the design style, generally?

M:  Yeah, it’s a good ad. Smart. It’s a smart ad.

C:  What’s the message of the ad? If you’ve got two seconds to communicate a message with this ad, and 
that person is going to flip the page ..
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M:  The message of the ad to me is, Smith Barney can help you build wealth for your kids.

C:  Okay. Could you use this same style of ad to sell to sell Pop-tarts to Gen Y? I guess that’s not really fair 
cause it’s a different product.

M:  What do you mean, if it’s the same style?

C:  Well, the style as in, the design aesthetic, its use of type, the fact that it’s got a big headline with a ques-
tion that’s designed to provoke .. that’s designed to make you ask it to yourself. It’s got this thing across 
the top which, to my eye, combined with headline, body copy and then a couple bolded lines, to me this 
looks like the opening page of an article. So it’s sort of masquerading as an article page. Even though 
clearly it’s not, cause it’s got a tiny little logo down there and you see that soon enough, and you say, 
“Okay, this is not an article.” Could you use those techniques to sell to Gen Y?

M:  Yeah. From a design standpoint, yeah.

C:  So you could, in a way, sort of sucker them into reading your body copy, even though we’ve already kind 
of established that they don’t have as much of an attention span?

M:  Well when you say design, I mean, from a design point like placement, and not necessarily content. So I 
mean the message of it and the presentation of it, are two different things. Design can help you present 
it, but if the content isn’t relevent, then ..

C:  Right. There will be a disconnect. 

M:  Yeah.

C:  How would you guess this tested with Gen Xers?

M:  Good.

C:  Yeah? So you being a Gen Xer, and you came across this in tyour magazine, you would stop to look at it? 
Or would this be part of the background?

M:  I would stop to look at it. I’m trying to be more conscious these days about how are we going to train up 
our kids, you know from a financial standpoint, from a spiritual standpoint, it’s like a whole list of 
standpoints. So yeah, it would get me and my wife’s attention.

C:  Okay. Does this improve your impression of Citigroup or Smith Barney? Or .. what do you think?

M:  If I was in the moment, yeah I would probably read up on it, yeah.

C:  Okay. We got one more.

 (displays Stridex ad)

M:  Stridex! “Burned by your acne pad? Do your face a favor.” The target is Gen Y.

C:  How do you know?

M:  Acne people. Break out of puberty. Target is Gen Y.
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C:  What tells you that?

M:  The product, Stridex. I just assume that’s a huge target for these types of products. Puberty, adoles-
cence, teenagers, you know what I mean? So for that reason I say Gen Y.

C:  Do you think this is an effective ad for them? Do you think it works?

M:  For the target? It’s okay. It’s a coupon ad. So for what it is or what medium it’s running, for the space it’s 
running in, yeah. Effective, I don’t know how effective it is.

C:  Well when I say ‘effective,’ eliciting a positive response from, helping to drive sales of the product, effec-
tive in communicating its message to the audience.

M:  Well I’m saying, probably not too much, because of the creative execution or the idea behind it.

C:  You don’t like it?

M:  No, I don’t too much. I don’t too much like it. Or prefer it.

C:  Why’s that?

M:  It’s an ad. I mean it’s a coupon ad. And it’s more interesting cause you can get a measurement from this. 
Because of the coupon, how many people turned it in. I don’t know if Gen X or Gen Y is going to go 
through the effort of clipping a coupon to save a dollar. You know what I mean? Maybe their moms will. 
But I don’t think that’s a generation that’s being brought up on cost-cutting, cost savings.

C:  How would you compare the effectiveness of this ad versus the L’Oreal ad? Would you say this is as 
good?

M:  I would say the L’Oreal ad is probably more effective, yeah.

C:  At reaching the Boomer market? I think you identified it as Boomers.

M:  Say the question again.

C:  When we looked at this (indicating the L’Oreal ad) and I asked you who it was targeted to, you said 
Boomers, right?

M:  I said Gen X.

C:  You did? Okay, then I’m wrong.

M:  Or, I meant to say Gen X.

C:  Okay, that’s fine. Is this as effective at reaching Gen X as this (indicating the Stridex ad) is effective at 
reaching Gen Y?

M:  I don’t think it’s as effective. I think the L’Oreal ad is more effective at reaching Gen X.

C:  Okay, can you articulate why you think that, or is it sort of an impression?
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M:  Going back to the coupon, and the space that it’s in .. what is this, magazine, newspaper, what?

C:  Magazine.

M:  Magazine? Well then, sort of the concept or the idea, animation or illustration, you know, it’s okay. It’s 
like, it’s average.

C:  What do you think about the use of the icons in the bubbles over their heads?

M:  It’s okay.

C:  You make sense of that, right? You know what those mean?

M:  Yeah, yeah I get it. Happy face, mad face.

C:  Is that, going back to using their language, is that an effective way to try to reach them?

M:  Yeah, and probably, the more I think about it, if I remove myself and study this ad, like, “Burned by 
your acne pad?” Maybe there’s a serious issue with kids using irritating acne pads.

C:  Yeah I’ve never used acne pads so I had no idea that they burn.

M:  So if I remove myself and try to think and see it from the target’s perspective, maybe this is a pretty 
impactful ad. You know, “Burned by your acne pad? Do your face a favor.” So maybe it is, it could be 
pretty impactful. Or just as impactful as the L’Oreal ad. So I’m changing my vote. Shifting.

C:  So they’re about as effective as each other?

M:  Yeah I think they’re equally effective.

C:  Could you sell another product using this style to Baby Boomers?

M:  To Boomers? Maybe more so Boomers using this style.

C:  When I say ‘this style’, I mean like, having, you’ve got a comparison between everybody else and your 
product, and having .. 

M:  Sort of like a thought bubble ..

C:  Yeah, the rrrrrrgh, and then the yeeee! And then a very sort of, very straightforward .. I mean, this to 
me is like advertisingese. This is very clearly ad-speak.

M:  Right.

C:  Trying to sell a product to somebody. Trying to say, “Hey we’ve got something you’re going to want to 
buy! Buy now! And hey, save a dollar!” Could you use those to sell a product to Boomers, or are you .. 
Does that make sense?

M:  I think so.

C:  You think you could?
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M:  I think you could use those ingredients to sell to Boomers.

C:  I think, I mean, you didn’t ask me, but .. I think this kind of ad was created for Boomers. (chuckles) I 
mean it just seems so 50s. 

M:  Okay.

C:  Especially with this splash of color behind it. In fact I showed it to one art director who is a Boomer, and 
he thought it was retro. He thought it was deliberately evoking 50s, because of that color.

M:  Yeah. But Gen Y is, they have a retro, sort of minimal design feel to things. Look at some of the icons on 
their t-shirts.

C:  Yeah it’s a pretty simplistic appeal.

M:  Look at, look at the Simpsons, you know from a cartoon standpoint. It’s not, versus like anime. Look at 
some of the Disney characters.

C:  Or Toy Story.

M:  Toy Story. You know it’s like everything retro comes back in the cycle.

C:  Right. It becomes cool again.

M:  So I think they will find, even though it has a retro feel, that’s probably why they will find it cool.

C:  So the retro feel might, if they’re attuned to its retro-ness, they might find that appealing.

M:  Right.

C:  Okay.

M:  The retro-ness is what makes it relevant. And nobody was probably expecting that, but that’s just how it 
played itself out.

C:  Well, and it causes me to wonder, aside, what other kinds of ad conventions that are obsolete now 
might be making a comeback later?

M:  Let’s watch Mad Men. Was it Mad Men?

C:  Yeah, yeah, the AMC ..?

M:  Let’s watch it and see.

C:  I’m looking forward to that.

239


	1
	2
	abstract



