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AD NOTES

+ Greg Edson has joined
Magnani Continuum
Marketing/Chicage as digital
campaign manager. He will be
responsible far spearheading all
online pracesses and client [
Weberelated initiatives. Edson
previoushy warked with a vari-
ety ol clients, including Van [
Cleef & Arpels, General Electrie |
and ADL. ,

+ Tomya Reberts has [oined
Burrall Communications/
Chicago as a senigr research
analysis frem her awn research
firm; Performax. Heward Amos
alse has jolned the agency as a
senior account executive an the
verizon busimess from Howard
Amos Sparts & Entertainmment.
Aand Fabla Telhame has joined
as senior account executive on

McDonald's from Fleishrman {

Hillard.

+ James Glllespie has [olned
Abelson-Taylor/Chicago as a
sanlar copywriter reporting to
Stephen Meale, a group crg-
ative director, Glllesple previ-
aushy was & senier copywriter

Coke ads from Portlan

Wieden & Kennedy
bring touch of class
back to iconic brand

That gem of an ad agency in the
Pacific northwest has done 0
ngnin. Rig time.

Wisden & l'n'.t-nnr.-d:.',l'l’nrl.land,
long lnuwded for its londmack ad-
wvartizing for athletic shoe ginnt
Mike and more mecently its bril-
Liant “Glel In the Moen™ efforts on
behall of Miller High Life, 2 now

nt long Inst — providing Coca-
Caln with some advertising truly
warthy of what is gnntmﬁ}' per-
eedved to b the world’s most fou-
mous brand.

We couldn't be happisr about
this development,

Faor yenrs, we gat kn front of our
television screen and wineed when-
ever wr wntched new Coca-Caola
advertising. For o legendary ocom-
pany with enough resources and
1he br.-:.nd ]l.'.erllulge P} pmq?nypn
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CLASSIC

Although It doesn't sound like much of an advertizing (des, the splendid
choresgraphy of the creatlon of a Coca-Cola float is absolutely mauth-
watering in "Coke Float” from Wieden & Kennedy/Portland.

and playful, wet unmistnkahly
powerful, fresh and of the momant.

What's even more amazing is
brmr pdfferices cairaral Gl Tho annta

norily bright note for Coca-Cola
o, thanks to the marvelously in-

telligent and ingeniously simple
surnelr T oadarns Bas aesatod

d have fizz

a Coca-Caola iee cranm foat. The
cominercial bepine with a eouples
socoops of vanllla ice eream landing
in the botiom of a glass and pro-
ceeds 1o watch the bubbly beown
Cocn-Cola firsl envelop the les
crenm and then Gl ap tee reat of
the glass.

On poper. the concept somils
almast idiotic and totally unin-
valving, but the ezecotion is
abaolutely mouthwatering, in largs
part because of the way the camera
remaine intently focused on the
hescious-lonking sda as it tantaliz-
ingly interacts with the ice cream.

The single line of copy at the
end, “You had a good rmun, Toot
beer,” provides a nicely undee-
stated eoda to the wisual trivmph
that preceded it “Coke Float” and
the rest of the Wieden work con-
clude with o vivid animated drosw.
ing of an iconic Coke bettle thot
effectively ploxs to the hrand's

long history.

There are ather equally fine exa-
culions. We espectally liked
“Frountain  Pour,” which s all

abinut n owanme man Hlling an his



