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SMALL AGENCY DIARY THE DEATH OF FUNNY
Bart Cleveland imagines a day, perhaps in the
not-too-distant future, when an art director
might shoot down an idea for a spot for the
following reason: “The Society for the

Preservation of Leprechaun Lore sued the advertiser for
suggesting that a leprechaun was incapable of defending
himself.”  AdAge.com/smallagency

PROGRAMMING GUIDE WEEK OF FEBRUARY 12
What you missed and won’t want to miss. Your map to highlights from the Ad Age Group

1. Forget Message Boards. 
Wikis Are Where It’s at 

2. A Shopping-Cart-Ad Plan 
That Might Actually Work  

3. McDonald’s Hits Record 
Revenue but Shakes Up 
Agencies  

4. Many Super Bowl 
Marketers Drop the Ball 
on Search  

5. VIDEO: Garfield Reviews 
the Super Bowl ads  

MOST E-MAILED STORIES 
What our readers are passing around

BLOG

With the digital world evolving at such a
rapid pace, it can be difficult for marketers,
agencies and media professionals to keep up
with what’s old, what’s hot and what’s little

more than hype.  We’ll offer attendees real-world case
studies as well as insight from speakers and panelists
including: Manning Field, senior VP-branding and
advertising, Chase Card Services; Curt Hecht, exec VP-
chief digital officer, GM Planworks; Steve Rubel, senior
VP, Edelman Me2revolution; and many others. For more
details go to AdAge.com/events
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MAD & VINE BONUS COVERAGE

TUESDAY, MARCH 6, NEW YORK CITY

CMO STRATEGY THE MARKETER’S PLAYBOOK
In this week’s issue (P. 14), read about making
major marketing changes while dodging risks
and learn why spec creative doesn’t pay. But
don’t stop there. CMO Strategy has a home

online,  a one-stop shop for articles and essays on topics
ranging from building out your marketing team to  failing
the smart way.  AdAge.com/CMOstrategy

WEB

8 AdWatch

11 Editorial

12 Columns

14 CMO Strategy

16 MediaWorks

18 Digital

19 World

20 Business  of Life

22 Photos

28 Adages

29 Garfield

30 Work

DEPARTMENTS

TOP SPOTS
IAG’s Top 10 most-liked new ads, Jan. 1
to Jan. 28, 2007 (See iagr.net for more)

1 Tostitos
Charles sets up first art show in kitchen; yellow
house with purple sun; Mom and Dad wrestling;
mother takes painting away from son

2 M&M’s
Candies in everyday life. “There’s an M&M in
everyone.” (:30)

3 M&M’s 
“There’s an M&M in everyone.” (:15)

4 Lexus
Hands on piano keys and writing music score;
musician reworks part; settles into playing
theme song from “Mission: Impossible.”

5 Nike 
“Second Coming.” NBA players in all-white
warm-up suits walk in line amidst airplanes.

6 Apple
Mac, PC and IT guy; IT guy tapes camera on
PC’s head; PC brags; Mac has camera already
built in 

7 Rozerem 
Beaver reading magazine; Abraham Lincoln
flicks paper footballs at beaver; beaver tells
Lincoln to grow up

8 Kleenex
LetItOut.com: Man sets up couch, table and
Kleenex in outdoor locations; need a good
listener and Kleenex

9 Target
“Hello, Goodbye” plays; words “hello” and
“good buy” appear on everything; soccer
players, sweetheart candy, chalk board

10 V8
Female trainer asks man if he consumes veg-
etables daily. “When I can,” he says. She
bops him. 

one month after the New York
City Commission on Human Rights
released its minority-hiring goals
for agencies, 50 of the most talented
minority students in advertising
came to New York for lunch—and
were virtually devoured by 40 re-

cruiters there to meet them.
The American Advertising Fed-

eration has for a decade run its Most
Promising Minority Student pro-
gram to help connect candidates
with ad agencies, media agencies and
marketers. But finding them and
keeping them aren’t the same
thing—as evident by the group’s
first career-path survey.

Nearly one-third of MPMS pro-
gram’s alumni have since left the busi-
ness. Advertising professors Alice
Kendrick and Jami Fullerton, who

conducted the survey and analyzed
the results, speculate that perception
about or the reality of low starting
salaries, along with difficulty breaking
into the business, may be part of the
cause. Another issue that emerged as a
stumbling block for almost all the par-
ticipants was the lack of mentors.

The upside is that three-quarters
of survey participants said they
would be willing to serve as mentors
themselves. “They know how im-
portant it is and what it meant to
them,” said Ms. Fullerton, a profes-

sor at Oklahoma State University.
Another concern among minori-

ty candidates was that they would be
“forever relegated to working on mi-
nority accounts,” according to Ms.
Kendrick, a professor at Temerlin
Advertising Institute of Southern
Methodist University in Dallas. Sev-
eral respondents remarked that it
was a double-edged sword: They felt
pigeonholed and found it difficult to
work on minority business with peo-
ple who didn’t understand the cul-
ture.

Lack of mentors biggest
stumbling block;being
pigeonholed also an issue

Nearly one-third of AAF minority candidates vacate ad industry

By BROOKE CAPPS
bcapps@crain.com

CONTENTSGREY POUPON BEGS YOUR PARDON

WHERE ARE THEY NOW?

Responded ‘other’In graduate 
school

Unemployed

Employed in
other fields

Employed in 
advertising/marketing

communications

3%

69.3%

5.9%

2%

19.8%

1

1. Other included traveling or staying home with children. Source: AAF 

VIDEO

SCOTT DONATON
BRAD FOGEL

BILL HILARY

HAMET WATTS

Mustard
marketer
Kraft is
bringing

back the famous “Pardon
me” theme to introduce
new varietiesSee P. 10

IN THIS
ISSUE

Career paths of AAF Most Promising
Minority Students, 1997-2005 
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If you didn’t make the conference in Hollywood, be sure to catch video coverage online
at AdAge.com. Ad AgePublisher Scott Donatontalks about the “squishy science” of
measuring branded entertainment. Listen to Magna Global’s Bill Hilaryexplain why
“distribution doesn’t matter anymore.” And get more insight from Brad Fogelof 24
Hour Fitness and NextMedium’s Hamet Watts.   See AdAge.com


