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V' commercials have
aiways provided a
bright spot on televi-
From Alka-

it's easy to see

why 2as often seem more

memcrabie and sophisticat-

ed than the shows they
t

ugs come in waves
hit now they seem to
another peak.
new. What is new
is that aimost all of the best
ads are for one category —
dot com panies.

Never re have so many
innovat:ve. witty and enter-
taining aas all sprung from
one industry.

Outpost 2om created a stir
by prezencing to fire gerbils
from a cannon.

E*Trage made fun of
stockbrokers by showing a
shmuck d-calling clients
and wonaering why, if he's so
good. he tas to work for a
hving

Discover  Online  (now
called Morran Stanley/Dean
Whittier Online) scored a
¢ v showing a tow-
er who owns his
— “Technically,
— thanks to

A

e~k puppet from
the biggest ad-
nomenon since
uahua — it
gthy guest slot
g, America.”
:dent so many of
these winning ads
are beng run by dot com
compa=ies Here are seven
reasons wey

DOT COMS HAVE
SMALL STAFFS:

t an estashished company

like Scars or General
Motors. 1t would take four
executives ust to pour the
coffee and take notes for any
meeting wbout a new ad
campaizn
John Yoe:. president of
Black Rocket ad agency in
San Francisco, says his com-
pany's first account was
5 picked it to
t commercial
to appear on

Yost <ave t four exccu-
tives ot Vicww! mnde nll the
minrketing decinionn,

The same was true when
E*Trade  signed  wit
Goodby.  Siverstein &
Partners

“When we got down to
doing the work.” says Gerry
Graf, a 22 searold exec at
-wrote most of
that campaign’s commer-
cials, "t s really about
three pepie »ho had to sign
off.

“And the fexer people you
have to vour ideas to, the
better”

Do you laugh harder at the sock puppet on the Pets.com
ads than the jokes on “Just Shoot Me”? You're not alone.
We asked the creative kids who make those super-smart
commercials and found . ..

DOT COMS HAVE T0
MOVE AT INTERNET
SPEED:

ot coms need to grab mar-

ket share before any com-
petition gets a foothold. So
they need to be on the air
yesterday — and that doesn't
leave any time for niceties.
Like testing or audicnce
research.

That's why edgy, envelope-
pushing ads are getting to
market before any exccutive
has time to outthink them-
selves.

“If you don’t have the time
to sccond guess everything
or use traditional methods to
evaluate work, you have to
go on your instincts and your
experience and intuition
more,” anys Yout at Hlnck
Rocket. “"And that can con
tribute to better advertis-

ing.

He laughs and then adds,
“as long as the people guid-
ing that have good instincts
and intuition.”

Needing to move fast also
means the dot coms don't
obsess over every detail —
leaving the writers and the
filmmakers free to take cre-
ative chances,

“That's one thing about
E’Trade,” says Graf. “When
we go in [to pitch], we don't
oryboards. We just

be SVt o g

have a very rough script
That's it.

“I've worked on accounts
where you have to have
every second accounted for.
Storyboards; shot list and
everything,” he says.

Casc in point: the hilarious
E*Trade ad featuring a
“kept boy™ who has to mas-
sape the bunions of his aging
but wealthy mistress. [t was-
n't until they scouted loca-
tions and began shooting
that the ad_makers came up
with offheat touches like
having the boy do Gon wtyle
calinthenion on a trumpoline
and counting off in German

DOT COM EXECUTIVES
ARE YOUNGER:

£ he people that are run-
ning a lot of these com-
panies are in their 20s and
308" explains Yost. whose
company went on to create
the “tow-truck driver who
owns an island” spot and
other campaigns
“They've grown up with
different ideas of what's
funny and amusing. Thes ve

also grown up with televi-
sion anc advertising and are
sort of sphisticated, intu
itive marieters.”

Graf sses the same happy
generatinal divide

“The jeople in charge at
the dot mm companies are
younger. ze says. "And being
younger they are willing to
sav: ‘Leo’s have some fun
with As opposed to
overanasming it.”

That rmate love for adver-
tising leas directly to

DOT COMS TREAT THEIR
AD AGENCIES WITH
RESPECT:

his is may be the most
crucia! difference of all
between raditional adver-
dot coms.
hoo' treats us with a
level of ;rofessional respect
that is uncharacteristic,”

ove us the same
courtesy as they do their
altorneve and accountants
or any v professional
peaple bring in to
1y gt

\
i
1

“And because they treat us
that way, they don't chal-
lenge everything we're doing
or recommending. They <ay
“Well, you're the experts and
that's why we brought you

" he says.
[ agrees.

“I'm sure there are dot cain
companies that dictate
stuff”  he says. “But
E Trade, a number of times,
has said: ‘We don't get this
ad; we're not really laughing
at it. But if you feel this
strongly about it, well go
with it |

“And we've been success-
ul.” !

For traditional companics,
their relationship with an TI
agency is a lot more one-way.

“Hintoricnlly, thove's boehj
kind of vendor and suppligr
relationship,” says Yost.*

“The agencies are treatad
in many respects like ordgr
takers and are given di
tions by the clients. Fear
motivates a lot of those rela-
tionships,” he says

“If you don't comply. don't
obey, you could lose yhe
account.”

DOT COMS MAKE A
LOT MORE ADS:

§QYDot com companics in

veneral work at (w
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y memorable ad was for Discover on-line brok:
ing online that he owned his

(“Technically, it's a country™).

ds waming about the hazards fac-

Then things started getting bizarre — like the a
ing do-it- for the home-I

Finally, they got downright silly, as with the Yahoo

I t ad about a bald man who found ji
the right wig with the help of the web search engi st

the speed of regular busi- “They just crank them out  they're filming even more
)

E Trade realizes ads w Naturally, when you're air

account for a year and done

ple can finish puzzling over
the last one.
DOT COMS AREN'T
SCARED:
A\' Graf tells it, *The CEO
of KTy nt

to e the most Galked-abo
ad of the Super Bowl. | don't
care il you give me the best
ad or people think it's the
worst ad. Just don't give me
anything in the middle.’

“That was his attitude,” he
says.

Why so fearle

An executive at
McDonald’s could lose his
job if a new campaign is
blamed for sales dipping by
one percent in the third
quarter.

Dot coms don't make any
money to begin with, so how
much worse can they do
financinlly? 3

sides, most dot com
executives seem to have
stock options worth millions,
at least on paper. It's ensy to
be cocky when you're trying
to figure out what to do with
all that money.

And that's the same dilem-
ma dot coms face because

?

DOT COMS HAVE TONS
OF CASH:

T nks to 1POs, dot coms
e small and nimble
ike start-ups but ha
mountains of cash at the
ready to finamee national ad
campaigns

They have to spend that

\pagns
re off competitors
Amazon.com  keeps
demonstrating,  investors
<pect market share, no
r how much it costs,
S enjoy this unprecedent-
ed burst of creativity while it
lasts — hecause, truth is, it
rrthhl) won't Inst for much
onger
For one thing, the money is
drving up now that dot coms
gz it on the stack

market.

Another renson?

Some of those vastly enter
taining ads weren't always
effective ads

People mipht have gipded
at Outpost con e
bilx out of o cinnon but they
atill didn’t have a clue as to
what the company actually
did

Even the professionals are
sometime confounded

“We are just dumbfounded
hy how many ads we see
where at the end of the com-
mercial we have no id
what this company docs
Yost says,

Finally, some of those
serappy start-ups are now
stafl-heavy powerhouses,

The medin department of
Yahoo! 15 bigger than the
entire company was when it
ranits frat TV ad




