Truth in advertising can be a dangerous thing,

Om\:'r the pase ewelve vears, rhis cre-

arive-driven Mew York ad agency,
independendly owned and run by the
partners Sal DeVieo and Ellis Verdi, has
tended o produce ads thar don't sugar
coar their messages or soften their sharp
edges. There’s often a candor and a sureer-
smart tone o cthe agency’s work thar has
enahled it g0 stand out, win awards and
aftract clisnre Bor ir hag alen occasinn-
ally erirred concroversy, drawn angry
letrers, sparked a protest or two, and
proveked the wrath of a cerrain big-cicy
mayor named Budy,

“We certainly don't ser out to make any-
body mad or stare 4 concroversy,” insists
Elliz Verdi, who runs the business side of
the agency. "We ory o do advertising chat
has a strong point of view and gets
the heart of the issue, When vou do thar,
somerimes youne going oo hic a nerve.”
DreVivedVerdi has been doing char ever
since 1991, when one of the ageney’s first

clients, a discount Mew York clothing

Fis

By Warrew BERGER

store named Daffy's, asked for help in

spreading word of its low prices. The
agency responded with a series of now-
classic ads rhar basically mbd Mew Yorkers
they'd be crazy ro pay toos much for
clothes, Ohe ad showed a picture of a
straitjacker: "IF you're paying over #2400
for a dress shire,” the headline read, “may
we suggest A jacket w go with itF" The
ad was all in good fun, of course, and
was relevant ve Daffy's markecing objec
tive—bur nonetheless, the agency soon
found itself being picketed by a mental
health advocacy group thar objected o
the straitjacker imagery. Both DeViro
amd Verdi were surprised, though not
discouraged; as Daffy's sales ok off,
they knew char chey'd touched the righe

kind of nerve.

Thar was just the beginning of a series
of small controversies chat seemed to
flare up periodically throughour che
1990% as the agency kepr growing and tak-
ing on new markeoing challenges. The

problems with Mayor Budelph Giuliam

oecurred 10 the midse of Giuliani's rempes-
cueous reign [well before his heroic g/t

moment), ar a rime when the mavor was
known not only for his policy successes,

bur also tor his rendency to trumpet

Coanrmants by Bal Davioo who was orerthee
direotor on ol projeots showmn,

This page: Sal DeVito and Eles Wendi

Haght: “Originally this print ad was dana Tor
The Avmarican Civil Libartias Unisn. Thay
didn"t iy it o the creatives sent the ad o
i Mational Congreas of Amarcesn Indinme,
The rest is history. " Sussnne Macaralli, art
dirmctar; Erhan Erdam, veritar; Roban
Ammirati, phategraghar.

Pro=Chaice Public Education Project print od.
“WAhenn wou take @amy @ woman's right to
choose, she's left fo take matiers inks har oan
handa, Thers vware thies ads in this campalgn,
all agually distuibing. The photography waos
dulibarately cold, stark and honest.” Chris
Turner. art director; Scott Kaplan, writer;
Christopher Wray McCann, photographar.

“Kesmpar Springs is tha only botled water that
donata all of As profits to protectieg our
rivers. But, we weren't sure if the chent wae
godng to ménd our takng o shot o politiciens,
He didn't mand. In fact, ha lowed it. By the suay,
o clmnt wiici Rabert Kanpedy, Je.” Buzasmne
Macasalli, ar director; David Bromner, writer.
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DeVito/Verdi

them. And so when DeWitoVerdi was
asked vo creare an ad promoring Mers
Fork magazine, the agency came up with
this headline: “Possibly the only good
thing in Mew York Rudy hasn't taken
credit for.” Thiz did mor go over well at
Ciry Hall and soon the ad was removed
from the sides of buses, which in tarn
sparked & lawsuir and a First Amendment
dehare. In the end, it was determined
that DeVivedVerdi did, indeed, have che
right to poke fun at the Mayor on the

sides of his own buses,

Arcund this same time, a Aedgling mag-
azing called Temeons Mew York, o guide
to city dining and entertainment, came
to DeWieo/Verdi secking a campaign thar
would ger aorention and explain what
the magazine was about. The agency
responded with ads thar did bodh, “Chur
magazine is a lor like the average Mew
Yorker,” “Iell vell wou
where you can go and whar you can do

with yourself” Another ad in che cam-

one headline reacd.

patgn, posted on a billboard, announced:
“Welcome to Mew York. Mow per our,™
The combination of the Daffy's campaign,
the Giuliani incdent and the Frmecus
ads seemed o confirm whar people had
begun to suspect abour DeVito/Merdi—
no doube abour it, they were wise guys,

To some extent, its toue. There's & brural

honesoy te DeVine'Verds advertising, thar
is characteristic of Mew York Ciry irself,
sor it should come 25 no surprise thar
boch DeWito and Verdi are homegrown
products. Werdi grew up in Manhacran
and spene che early part of his career at
the Mew York office of Grey Adverrising:
[e¥ito was a Brooklyn boy who became
an art direceor at various Mew York
agencies, Ir was Verdi who decided o
start an independent shop, initially
working out of his one-room East-Side
apartmient, with no clients and a creasive
partier named John Follis. "1 was juse
picking up the phone and cold-calling,
a hundred calls a day,” Verdi says. As he
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slowly began o lure in clients, he placed
another important call—to DeVite,
who'd recently left the agency Levine
Huntley Schmide & Beaver and was
Inoking for & new opporuniy. DeVine
and Verdi meshed immediarely, Follis
subsequently deparsed. And from then
o, the agency kept writing the kind af
headlines thar make headlines,

Bt lost in some of the noise surround-
ing DeViro/Verdi has been the larger
rruth abour the agency and its founders.
Jusr as there is mare o Mew Yorkers
than mere brashness, there's more oo
DeVito/Verdi than provocative head-
lines, Verdi is an asrure businessman wha
15 steeped in markering principles and
very focused on business resuls, DeVire
15 & classically-rrained are director whe
in his aff-hours reaches ar New Yorks
Schaal of Visual Arrs, where he stresses
the fundamentals of highly-concepral
advertising, [n shorr, theres 2 lot of depeh
and substance behind the “wise guys”
{and by the way, both men are saft-
spaken and police).

“Ni'e have this repuration for being brash

and having a Mew Yook attitude,” says
DeVite, "And we have raken thar rone
with some of our New York clients,
because it made sense for them, Bur if
you look at all sur work, you see a range.
Some of it is funny, bur some of it is
very emotional.”

[Nuseraring DeVin's poinr is the agency's
work For various social organizatisns like
the American Civil Liberties Union and
Pro-Choice Educarion Project. There are
no wisecracking jokes in these ads, bt
they're still apt to cause a stie. Consider
the DelimoVerdi ACLL ad that juxe-
poses the faces of Martin Luther King
and Charles Monson, benesath a headline
noting that a person who looks like King
is far more likely to be pulled over by
police than one whe looks like Mansan.
Cr there is the Pro-Choice ad showing
a bunch of faceless men in suics, with

Thiz page: Radio cammarcial for the National
Thmuﬂ'lhrid Recing Aasociation, “Thia

i B tha el an TV
commarcials, They mn 1 e Il k& a
bettar radic campaign, We hete to sdmit &,
but they weare right,”

e Tirnt |

“Walk The Dog™ -40

Anncr,; Arsd they're off, Out of tha pas s “Gat
ug Eacly” ared “Winlk the Deg.” Here comas “Da
thes Laundey™ and “Waeh the Dighas.” Qul af
nanvehorn comas “Call From Mem™ fallowad by
“Magging” ard “Guilt Trip,” IF's “Negging,” it's
“Gailt Trip.” It's “Guilt Trip.” it"s “Magging,” amsd
“Magging” is melentlaas, But wait, it laoks like
“Walk the Dog" has o little ket in him, Mo it'a
“Wislk the Dog" followed by “Whatch TV It's
“Wlwbch TV all slone, But hars comea “Taks &
Map.” Whait 5 minuta, | don't balisss it it's “Call
Froem Fiom,” shs juss won't go away. Ard n ghe
arud it's “Another Borng Ssturday”™

SFX: Starting lsall, Starting pals opans.

funncr.: For a Batter fime, go to the track.
Mational Thoroughbred Racing. We Bt you

| i,

Anthony DeCarclis/Brad Emmate, art
directors; Erik Fahrenkopiilea Eﬁiﬂlnlwrﬁ
writers; Barbara Michal H ¥ P

Jos Barcons, prodscen “r-H-IIIl Bunﬂnu
prodection company,

Right: Telewision spot for Ad Council,

“Flain Strest, USA™ (30

[Qpan an ghot of p maidential streat, U.S.A)
SFM: Ambisnt soend

Chouds paseing. breazs blowing, Street is still)
fnmor, {YO0: On Septembesr 11th, termamets trisd
to chamge America foreves,

(Picters fades to bisck, Fsde up on the same
sireut, an ancther dey. Eveey houae i sdomad
with American flegs)

Bnmr, (VO Well, they succeeded

SFM: Flage flappmg, breeze blowing, dog
barking, birdes chirping,

(Cut 1o Ad Council logo)

Super: Fresdam, Aporeciats it, Charish it
Protect i,

Brad EmmettiLes Seidenbarg, art directors!
weriters; Barbwrs Michelson, sgency proshecers;
ok Giraldi, director; Jarry Frind, aditar.

aampus com print ad, “Whan you're brake,
wau leak st thimga diffarantly, Katchup beoamas
Toamaild aAsGa, & trash Bag bacomss luggaga,
IInd.- |rln-"ﬂl':|ﬁll for alarnpus cory, o galdfiah

h." § Mlscaralli, &t diractor;
Erham Erden, wiitar; Raliart A minati,
shatograghur

Primt nd. “Spovtitg Mewwvs has bean around since
1836 ard is printsd an & newaprnt stock. This
influancsd tha leak of the ads. We positiomned
Sparting Mews ad a no bullahit spons maga-
gine. Na figure skating. Mo bodminton. Mo
awimnauit edition. [(Sormy about that.]” Mike
Dankallim Waood, art difrectors; Fierns Liptond
Erie Schulle, writars,
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DeVito/Verdi

Aight: “For Eyes is o store that s=lls dosigner
ayawoar for boss, We used stock photos to
showe hows bad someone oan look in the
wrong pair of glasses. Except In the sd that
read, MNerds are mades naot borm,', wehisrs we
u=ed & ochildhood photo of an account person.
Ha wenisn too happy about 10.” Barbars Eibel,
art director, Mafrk Taringdo, Wit

Armarican Clvll Libertsas Union print od. "At
th tima this & ran, B0% of those stopped and
asaarched in Forida wero Block and Hispamnio,
while they conatituted only 5% of oll drivers.
Tha viawal, we hopid, would lelp Seomn oo phe
wen st how' wirong this eally 5" Sal De\ing
Birlsara Eibel, & directors: Sol Davito, ssricer;

BAalk B T b K

Prin s for Weatherprood, "Evan o ket as
vareatily, comfartabla and durslila as Weathar-
proad atill hag its limits. And, 0 chds yoa were
wandaring, we dicl not shoat the photegraph.
11 wae atock,” Sesanms Macanalli, art dinsear
Joal Tractanbarg, writer,

the headline: “77% of anti-aborrien lead-
ers are men. [60% of them will never
be pregnan,”

The agency has 4 history of aking on
hor-bumon social issucs in its advertis-
ing, something most agencies avoad for
fear of alienaring cliencs, When asked
abour chis, Verds says: "I've been led
sorime extent By oy inrerests in cerrain
issues, Bur ir's nor as if the agency has a
single viewpoint or philosophy—are
don't rake sides.” Indeed. the agency
recently warked with the Ad Council on
the Bush Adminisrracion's ‘Freedom'
campaign, a post-94101 series af ads pro-
moting an appreciation of American
liberey; one haunting DheWied Vierdi
commercial depicted whar it would be
like oo live in an America where peaple
must check over their shoulders and
loweer their voices betore they can gripe

abour the government,

Ir's unclear whether the provecatiee
mature of some of the agency's work has
heen & boon or an abstacle in arcracnng
clients, The fact is, some cliens like o
draw arrention wirth their ads, while
others are wary of doing anything char
might make anyons uncomfortable;
DreViroVerds cends to do beteer with
the former group than the larer, Soll, as
the agency has grown—caday, DeVito!
Werdi emplovs abouwr 20 poople and media
billings ameunt to roughly £170 million
a viear—its client roster has expanded
inte a diverse group thar includes large
national brands like Canon and Universal
[the agency works on Universal's Maorown
music label), 2 well as small-to-mdsized
companics like Grey Goose vodka, the
Horwire travel Wel siee, Couwre TV and
Jackson-Hewirr tax preparacion. There
are local Mew York clients like Mount
Simai Hospital, bur chere’s also a Mid-
western superstore chain, Meijer,
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being done for these different entities,
excepd to say thar all of it 5 rooted in
elid straregy {the agency toes o disall
each client’s marketing needs down w
one distincr message hased on the brand's
strengths), all of it is intended o gener-
ate measurable business resules and all
of it 1s designed to get noticed. Which
mieans thar some of i, inevitably, tends
o get a few people riled up,

Even in the case of a rather lighthearred
rampaign for Meijer srores, [eVirnWerdi
mianages wa inject touches of blunt can-
dor. One commercial shows a bunch of
children acring overjoyed when their
miother brings hame new school supplies
bought ar Meijer, (“Oh a ruler—now |
can measure things!”™ screams one gleeful
child]. In the midst of the ersare scene,
rype scrolls over the screen: “This is a
dramarization. Your kids will never get
this excited abour school supplics. So
why pay more than you have to?” The
Meijer’s campaign has been a bag success,
bue i has also browghe a smarrering of
letters From some thar are uncomfortabls
with the ads. Similacly, the agency's cam-
paign for Moune Sinai Hospital is a
positive testament 1o all the hospiral's
wonderful achievements, bue i3 couched
in headlines char challenge the reader:
"It you can po into the ciry m see 2 show,”
one ad reads, Tvou cin go into the ciry
o save your life.”

If char slighsdy “in-pour-face” tone alien-
ates a few sensinive souls, DeVito has
come B accept this as part of his agency’s
fare, "Omice,” he says “we did an ad chae
showed a Fruitcake hei:n.E thrown out,
and we gor lemers from somebody whe
miakes fruircakes, seeking an apolopy. [

a Fruitcake!” He has
concluded that, “You never can rell whar
will ger somebody upser, Buc che impor-

tant cthing, | think, is to make sure they

couldn’s believe it
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THE MAN ON THE LEFT

I3 75 TIMES MORE LIKELY TD BE STOPPED
BY THE POLIGE WHILE DRIVING THAN

THE MAN ON THE RIGHT.
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DeVito/Verdi

MoKt
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Laft: Seriss of thees ads Tor Bread Tribeca, "This campaign weas
waTithun to thi: ing of Bob Giraldi ard Lulgl

Cnmandstara’s neiy ragtaisant, Begasl Trihsna Tha thnoo ade

LOManRETEnE 5 N raasaissn =, 2R L 2 a2s

ko] L TF S W T
wiere posted throughowt dewmtananm NYC, For resarvations call
|212) 3BA-B282. Try the sarding anmdwich.” Jim Wood, art

IF YOU CAN

GO INTO THE CITY N il kTt et Soara i A Serive vsary. W'

happy to say this i the anly befars-and-aler & wa've ever
done.” Lee Ssidenbsrg, writer; Jim Waod, phatographar; Dalico
T{} SEE A B HDW’ Werdildim Wiood, ad agencess; Sbout com, clisnt
“Whan v showed this ad to the clisnt, ons of tha rabhia in tha

s YGU GﬂH G’D I HTD room said, "You can newer pet Mosss in &an &l My parena, Ellia
& i verd|, wos relentiass,” soys Sal DeNite. “After about & mosth
= thi rabbi finally said yes. But, to thes day, he #ill hasa't
: THE GIT? TD forgiven us.” Sal DeVito, art dirsctor; &bi Aron Spencecfob
T Carduccl, writers; Empine Koshar Chicken. client,
EﬁvE YDUR LIFE ¥ This page: Tvwo Mowunt Genal pring odo, “Wo dingevarad vhas

: } people trom Long Island and Mew Jersey wers choasing local
E mnspitals out of convenience, rather than the hospital's gualifi-
d - 4 cations. Yai, thess some poopbe would go irto BMew Yark ity
o reasons that wese far less important than their geod haalth
This ael wina meant 10 bo o wake-ap call for thess psople,”

“Mount Sinad 15 a hospltal that's besn sround for over 1580 year,
Thiiay v lonmered Dreakinoug s sn medical procedisess that
are used by hospitnls everysbone. And yet, their advertising
Inclond the imaga thay desorved. So, we deckded to use one of
thair many succass s1ores as our first ad” Brad Emmeth'fsm

Wined, art dinestors, Brad EmmettWayne 'Windield, wriders,
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£ A CHILD WHO
COULDN'T HEAR INTO
A TYPICAL 2 YEAR
OLD WHO DOESN'T
LISTEN.
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DeVito/Verdi

Laft: Print sds for Dady's. “We'd like to thank
Maw Work City cab debwsrs for the inspiration
baking this ad.” Sal DoVito, art deector; Dayid
BrambaergAudrey DeVres, writers; Callor
Resnick, photographar.

“Afvar daireg 35 Datty's ads that all had headlnes,
| ehallamged tha creative team o do & few ads
thiat had ne headling, just wisuals. The necktioe
waad ana solution. Tha other was & side-by-sade
e i pariaan of Dao manneguing woaring kden-
tical driieas. One deass oot mach beos. Tho
higghar-pericad e i uin was messing am arm and
@ leg | thank e croatives ose 1o the coossion.”
Abi Aron § ‘Maron Eig , ot dirooinrs.

Bl for Maw Yok Metro. " Can you belsevs Rockal
wnd e had a baby 7 Anthany DeCarolisBrad
Emmuatt, art eliractors; Brsd EmimettPiera
Lipran, swritsrs.

This paga: Maijes television comamaernoisl.
“Spimach” 30

|Dpen an A yawng gerl aitting alome at a bla in
& momdeacript room and & man standing nearby
taking notea)

Testnr: OF, Abby, plaass tile o bite of tho

nati I brand spi I

|Gard takea & bite off & plate an the abla. Bha
sorunches up her face and leoks back a1 man|
Girl: Ecmch,

Tester- Good,

[Fagter ramoves 1he plate and pucs & rmns plate
of apinsch an the takila}

Tesster- Mow taks & bate of tha Mesjar brand
spinach.

|EHirl takes & bite of apinech and has an kenatical
renction, She equirme in her chair)

Girl- Ecoch

Tester: Good,

Super; Baijar Brand, The anly diffésnce youll
notics is the price

|Gt to Meljer kogo)

Supor: Maijar, Higher standards, Lavwer priced.
Amncr. (W00 Maijer, Higher standands, Lovegs
Pl

John Clement/Brad Emmuett, art directors; Danial
GaschettiLeo Soidonberg, wrrters; Barbara
Mlichelson, agenoy produces; Jeffrey Fleisig,
dirertor; oy Friod. aditor

Sl

 BRAND.

THE OMLY DIFFEREMCE
YOUTLL NOTICE |5 THE PRICE,

MEIJER |

ER TR TTE] Lawia Rl |

Mlourt Sanai raclic spat. “This apat wik baaad on
ore of the many succeas abories that happan &l
Mot Sinai everpday, The axacution arphe-
sized thes impsortance of choosing the right hos-
pétad. There's nothing stronger than the gruth,”

“Skimg™ 60

i

] . 1; Christopl
pooident,

Anner. 2: Christophes Bates had o terrible akmng
accldeni.

Anncr. 1: He survived, but big lnft leg was
sovaroly damaged.

Anncr, 2; He survived, but hie left leg wes
sovorely damangesd,

Anncr. 1: Virtually all the muaschs was |gat,
Anncr. 2: Virtually all the maschs was lgat,
Anncr. 1! Doctons told him be would never ski or
walk again.

Arncr, 21 Doctons ot Mount Sinnl uesd micng-
wasoukar techriques to reconstruct his leg,
Anncr. 1: His ife had suddenly bost its msaning
Anmor. 2: He gradually regained the use of

his lag.

Annor. 1: He sutiersd from severs depresson
Armar, 21 He started to walk snd sxercies,
Anncr. 1: Christopher thinks about skaing all

thi timie.

Anner. 2: Christopher skis all the time,

Anncr. 3! Whioh hospital you chooss ocan make
all then differanon in the world, Mount Sinal,
Anothesr day. Another breakihrough

For mane infermation call 1-B00-80-S1MNA

Brad Emmett, art director; Woyme Winfialkd,
writer; Barbora Michelson, sgoenoy producer; Joa
Earomna, producer; MoHale Barons, produciion
COMBaNY.

Bates had n tervibla akiing
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