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Rather than enticing and flattering us, as they often do, many marketers opted to be rude. They
brought up crass subjects, hijacked popular events, and even called some of us names.

These days, marketers push harder than ever. Would-be customers have become surrounded
by commercials all day long, from the computer screen at the office to the TV screen at home
And people are eager 1o zap past all these clusters of promotions, whether with a mouse dick
or a DVR. The slumping stock market and credit crisis have made things even worse

So, advertisers have grown brassier and sassier. In 2008, they pressed deeper into the Boston
Marathon and posted mouthy fish on the MBTA. And, of course, they appealed 1o our sense of
financial panic by talking about low prices and massive discounts.

With this in mind, the Globe sifted through ads from Boston-related agencies and marketers
and came up with five advertising wonders and five blunders. Also included are a few
honorable mentions. You may not agree with our choices, but here are the ads that caught our
attention this year
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ATHLETES, NOT ATTRIBUTES

What: Roger Federer, Tiger Woods, and Derek Jeter use their atl

choose Gillette's five-blade Fusion razor over its older Machg mode

Why: Gillette's advertisements have largely been about performance an

close shaves, great design, and so forth. That formula can fall flat, as was
wonky 2006 Gillette Super Bowl ad that showed how Fusion represented the
revolutionary technology” and "a unique idea.” Yawn. This time, Gillette gets it ¢
in humor and celebrities

IT'S OUR OLYMPICS, TOO

What: Ti
the Stratham, N.H., company from homing in. In an ad that aired in China and on national

iberland Co. wasn't an official sponsor of the Summer Olympics, but that didn"

US cable during the athletic events, a man makes his way across rough terrain to a snow-
crested mountain peak wearing Timberland footwear

Why: Just because you don't pony up millions of dollars like Coke or McDonald's doesn't
mean you can't play to an Olympic audience. During an investor conference call, the company
said the ad drove e-commerce traffic and increased orders on its US site by 23 percent from the
four-week period before the advertising was launched
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MISSES

RACHAEL RAY INVASION

What: Conservative bloggers insisted a black-and-white wrap worn by celebrity chef
Rachael Ray in a Web ad for Canton-based Dunkin’ Donuts was a keffiyeh, or
traditional headdress worn by Arab men, and was thus insensitive. Dunkin' ultimately
pulled the commercial, opting to brew coffee rather than controversy. The intent of the

ad “was simply to promote our iced coffee - nothing more, nothing less,” said Stephen
J. Caldeira, chief global communications and public affairs officer for Dunkin® Brands
Why: Why anyone would equate Rachael Ray with terrorism is difficult to fathom. No
matter how well-intentioned a commercial may be, its ultimate point is in the eye of the
beholder, not the marketer

THE FISH ARE BITING

What: In June, Legal Sea Foods placed ads on the MBTA Green Line featuring
wisecracking fish uttering lines such as: "This trolley gets around more than your

sister,” and “This conductor has a face like a halibut.” The idea was to promote the
fresh fish served at the company's restaurants, but some MBTA employees took the bait
and lashed out at the commercials.

Why: Another case of causing offense when none was intended. Unlike Dunkin', Legal
Sea Foods wants to keep casting about. "The business is reacting positively,” said Ellis
Verdi, chief executive of DeVito/Verdi, the New York ad agency behind the campaign
“It's not an easy climate to find positive business excitement, 5o it’s a good thing. We
want to try to continue with it.”

A RACE FOR ATTENTION

What: To accommodate sponsors, the Boston Athletic Association discontinued a 112
year-old tradition and allowed ads at the world's oldest annual marathon. Signs from
Adidas and John Hancock - 26 ads in all - were allowed to grace the area around the
finish line and other places

Why: With consumers set upon by dozens of ad messages a day, it's no longer enough
to simply sponsor an event. So it makes sense that Hancock and Adidas wanted to take
an extra step and become more of a part of the race

Even so, consumers accustomed to an ad-free race might find the new commercials

Owater, of Concord, made a splash by luring Red Sox outfielder Jacoby Ellsbury to
promote its line of water, and even gave him a small stake in the firm.

Mullen.
For those about to buy a rock album, we salute you! Boston's Arnold Worldwide helped
promote Wal-Mart's exclusive launch of AC/DC's first album in eight years
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