Where Has It Gone?

By LISA LOCKWOOD
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Ellis Verdi, owner of DeVito/Verdi,
the New York ad agency that has done
work for such clients ag Sony, BMW,
Daffy’s, Kohl's, Esquire magazine, Time
Out magazine, Grey Goose Vodka and
Reebok has seen his share of contro-
versy. “Controversial in and of itself is a
challenge. If it's just controversial to get
headlines and unrelated to the brand,
you could be doing yourself a disser-
vice.” He said controversial advertising
is bound to trigger negative letters even
though the majority might like the idea
Sometimes a few negalive letters and
Facebook posts put clients in the posi-
tion where they actually want to pull a
campaign. “We always look to have truth
in our advertising The more truth you
reveal the more you hit a nerve. Almost
everything we do gets some degree of
noloriety or some kind of reaction,” said
Verdi. He said he is most offended by ad
vertising that doesn't say anything.

“I believe the digital arena has made
clients feel they can control the results
of their marketing expense, That sense of
control puts clients in a position to look
at accountability models and spending
payback and they get lazy and they're not
talking about a creative solution.’

Verdi noted that a marketing meet
ing today seems more like a technol-
ogy meeting and there’s not enough talk
about marketing “Technology makes
people feel like they can determine and
measure resulls — even though many of
those efforts are smaller, they make cli-
ents feel more secure. As opposed to big
ideas and concepts that might come with
less assurance of results but might actu
ally hit it out of the park,” he said
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