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Feb.22, 1993 NEW YORK--The hunt for a new top creative on the Coca-Cola Classic account at McCann-Erickson/ N.Y.
is kicking into high gear, with several top admen in line to replace the fired Gordon Bowen. ’
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March 15, 1993 McCann-Erickson/N.Y. is in the nascent stages of forming a new worldwide creative team (O work on the

Coca-Cola account.
Sources said that with the departure of Gordon Bowen several weeks ago, the agency 1S considering expanding the duties

“Q \ f several McCann creatives who work on the Coke Classic business.
At the same time, SOUrces said that McCann is still in negotiatior’s with several top-level creative’s at other agencies
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ABSTRACTThis article reports on the appointment of

McCann-Erickson Worldwide as of February 1992. McCann g2 olidate that account under supervision of Warden
and Gordon Bowen, chief executive officer on the worldwide Coca-Cola account and chief creative officer for the

New York. Previously separate account and creative teams worked on the international and domestic

and Bowen are well-acquainted. Bowen, who joined McCann in July 1991, had been executive director

* /
& Mather Worldwide, where he worked with Warden on the A ress Co. (AmEX) account. Warden,
McCann as director of marketing in December 1991, had been senior executive director on AmEX.
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FOR GOD, COUNTRY AND COCA-COLA

written: “Always there, Always new, Always real, Always y.mt-’--Alw?ys
Coca-Cola.” In secret, Bergin had even created a “‘steal-a-matic, working
over an old McDonald’s commercial showing a Taiwanese little league team
visiting the United States, which he now showed. Bergin staged a coup.
Peter Sealey ordered both CAA and McCann to create their own ads, using
the “Always” theme. % |
On October 1571992, both teams came to Atlanta for the final shoot-out.
This time, Roberto Goizueta would join Don Keough to view sample ads: It
was clear from the outset that CAA would win. Peter Sealey had flown'to
California in order to escort the CAA team back to Atlanta. Ovitz tantallzcd
Goizueta by promising that famous directors like Francis Ford Coppola and
X6 Reiner would create Coke spots. Then they rolled the sample CAA spats.
As John Bergin watched, he was dismayed by their uneven quality and scatter-
shot approach. There was the dog digging up the Coke bottle. In another one,
space men identified an alien by asking him trivia questions about Coke. The
only appealing ad, Bergin thought, was one in which computer-animated polar
bears admired the northern lights and drank Coke.
Bergin was even more dismayed by the reaction of the Coca-Cola
i executives. Already programmed to like the CAA efforts, they roared with
laughter, nudged one another appreciatively, and acted “absolutely giddy,” as
another McCann man recalled later. Don Keough bounced happily to the
lilung “Always Coca-Cola” tagline sung at the end of each spot. Bergin
scribbled a note and passed it to a colleague: “We are dead.” CAA had co-
opted Bergin’s two-word theme, but there was nothing left of his lyrics or core
Coke concepts. When the new Coke ads debuted in February 1993, McCann
made only two, while CAA produced 24 in what Peter Sealey dubbed a “new
paradigm” approach to advertising.
The ads signalled the end of the traditional “one sight, one sound, one sell”
approach. lnchad, each of the fiispamtc Spots was supposed to represent a
“rifle-shot™ directed at one particular market segment. To some critics, they
simply appeared uncoordinated. At least, however, they represented new
energy and change. Though he called the two dozen commercials “flawed.”
critic Bob Garfield was basically impressed, calling them “the best Coca-Ct;la

advertising campaign in at least a decade.” He loved the polar bears watching
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world by opting out of the $1.7 million-per-minute commercials. Instead,

Peter Sealey orchestrated “Hellos,” the first truly global ad for Coca-Cola, 1n

d its worldwide capacity. Airing on the
' ! in twelve

to a blander
gencrations. Instead, as the ever-ace

Pepsi has decided to be like C
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and holier-than-thou.’” Meanwhile, Liet Pepsi introduced Kay Lharics Sing
ing, “You've got the right one, baby, uh-huh,” surrounded by a chorus of
slinky young black women. The Pepsi spots were enormously popular—a
particularly bitter blow, since Georgia-born Ray Charles had once sung for
Coke. Even Bill Cosby, Coke’s former pitchman, included the slogan In 2 gag
on his TV show. People in offices and schools across the country began to say
“Uh-huh”—except in the corporate halls of Coca-Cola, where the expression
was forbidden. ;
Pepsi gleefully mocked Coca-Cola’s stodgy image. In one ad, after t.a!ﬂﬂS a
sip of Coke, rap singer M. C. Hammer burst into a smarmy rendition of
“Feelings.” In another spot, when Pepsi accidentally arrived at a nursing
home, the elderly imbibers boogied about and said “Awesome,” while frat
house boys who received Coke played a sedate game of bingo.

In this tense atmosphere, something had to give. Don Keough, who .would
retire in two years, didn’t want his departing legacy to be a lame campaign. In
the summer of 1991, he flew to Manhattan to plead with McCann-En.cksOn
executives to come up with something spectacular. “If you don't pull this off,
folks, you are staring at a loss of the business,” he told them. In the meanume,
Peter Sealey was talking to superagent Mike Ovitz, the founder of Creative

\_ Artists Agency (CAA), who was eager to do a deal with Coke. In the fall of
1991, Ovitz flew to Atlanta to make his pitch to Goizueta. “Here we've got tl)e
greatest star in the world, Coca-Cola,” Ovitz told the CEO. “It’s instantly
recognizable, the most bankable star in the world.” Ovitz proposed that CAA
use Hollywood actors, directors, and wnters to create innovative Coke
commercials.

The Coke executives weren’t yet willing to go quite that far. Instead, they

wanted CAA to work with McCann to create a sure-fire new theme for Coa;-
Cola. The news of the Coke/CAA partnership terrified the ad industry late in
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COKE CALLING HOLLYWOQOD

But the real problem, as Roberto Goizueta saw it, was his main brand’s

Erickson, Lintas, and others, had produced all Coke product ads for decades.
Since the 1985 New Coke debacle, however, the ads had lost fizz and focus. In

* Simultancously, old-fashioned but quirky non-cola soft drinks such as Barq’s Root Beer and
Dr Pepper suddenly took off.

the fall of 1990, Goizueta complained that “Can’t Beat the Real Thing” wasn’
working. A Coke marketing executive noted that Pepsi's spots wc:\t: g‘ h;:;?r‘t’
thasnmm Cok:f’:. “Th;sn ﬁ) to }; hnl”;:pcr source,” Goizueta snapped. '
erwards, 1ke Herbert, Coke's veteran head of )
lfetcr Sealey, who had fallen in love with Hollywood and the 2?::::“ C:ga‘li(f:un%(:
hfes.tylc .whcn .hc oversaw Columbia Pictures. Sealey had left Coke in 1989
::.m (ll:hforma when the Company sold Columbia to Sony. “] hadzg
srn mgl lct: on thﬁ ocean, a hot tub, Chardonnay. I was blissing out,”
ed later. “I totally believed I would never return to Coke.” But

him back, along with his Hollywood ' Sealey
agreed, though he had to move back to IR hlabsord b
e o Atlanta and shave his beard because of

| f

¥ | ’ anuary 1991, Coke pulled i
phnn:‘;dvemn:\: bt:c:un a SCrious rollmg text, cxphining that fri:)olous a%dti
e p:opx - une the Gulf War had just begun. Football fans were
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lackluster advertising. The Interpublic Group, which included McCann- .
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sanity, their desirability and their femininity. After being his girlfriend for two years, I

who 1¢THE D (AGE Wt ool (o
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dn’t walk, feel myself or care for myself. 1 was completely debilitated. I was in bed
for two years after. Gordon kept women as a shield. Hp stood me up .and treated e
abusively over and again. There were some gay guys 1 SLC who said they should “out

him” at his wedding, meaning they wanted to éxpose him, but I told them not to ruin the
wedding. I have worried about you (Barbara) all these years. Gordon treats people
terribly. He took me to Central Park at 2 a.m. and wouldn’t take me back to the hotel.
He just put me in a cab. With Gordon it’s always someone ¢lse’s fault? He lied about
everything, even things he didn’t bave to lie about. He tumed everything arqqnd. .
Gordon commits murder of one’s professional life, soul, mental state and sp‘mt. At one

pomt Gordon said that their were evil spirits in his home because he was doing great
work with the Church and he’d bég men at Bonneville to come stay at his home and
always insisted that they sleep in the same bed with him. He had the bishop ot the ward
do an exorcism of the home. I went to his house and saw his clothing shredded with .
razor Blades, potted plants thrown against walls, furniture destroyed. My friend, who 1s
gay told me that it was such a classic example of a vindictive gay lover who was \)
retaliating against Gordon P e

Gordon was involved with a group of young men, 10 or 11 year olds in a focus group

where some strange things went on. I WONDER IF A LOT OF HIS MONEY GOES TO
MONEY.

After he was fired from Bonpeville, he went to the Tnad Center and sat in front of the
Bonneville Corporate Offices for two to three days without eating, bathing or shaving,
waiting for Arch Madsen. I was the Human Resources V.P. and I was leaving for Great 1
Britain, but got a call from the night watchman at 3 a.m. saying that Gordon was

pounding on the door to let him in. I got up and met him at 5:00 a.m. and sat in lus office

as he put things in boxes. Dick Allsop called and asked, * id you ever have sex with 3

Gordon Bowen,” I collapsed in laughter and said, ‘Gordon doesn’t do women.® Dick then % wg‘ll

said, ‘Gordon 1s attesting that he got his job at Bonneville by sleeping wi . Gordon |

would buy people off. He bought expensive gifts for Boyd K. Pagker. Gordon
take over the management of Bonneville and Dick Allsop started to see through hi

)
Gordon can’t stand people who begin to see through him. All of Bonneville was in pril 1
because of him. Gordon 1s 2 Ted Bundy. He 15 so bright, but he is devoid of human |
conscience. kis power over you is to make you doubt yourself. He mimics any emotio ¥
which serves him, rapture or spintuality. He learns the vernacular of what matters to you V X
most and then speaks to you in that language, using it to manipulate you. Whenever you
reveal an emotion or & concern, he maps out where to hit you next. He knows what will
move you and he plays on it. Barbara, he wants power over you and the children. It’s all
about his image. He feeds on the blood of others in his energy, like a vampire. And he
cannot encrgize himself if he is too long away from his victims. He has to create energy,
chaos, blood to feed on. Every time he comes, he thrives on this. You are not dealing
with a rational men. With a normal person, you could have a conversation and work
things out. He knows how to manipulate you. He talks with you about spirttual things.

He goes to your parents and works on the boys and others trying to convince them that |
you're not stable, reliable or lovable. He tries to convince you of this too. Gordon is

sqphisticated enough to manipulate the brightest and the best people in the highest
circles, but after they want nothing to do with him. He is toxic to normal people. The

ted to
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