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“Technology
isn’t about bits
and bytes.

It's about getting
home in time
to have pizza

with your kids."

Dave Liddle
Xerox Palo Alto Research Center
1976




“Technology
advertisin
is as col
as ice.
What it needs
is a sense of
human.”

Allen Kay
Needham, Harper & Steers
1972




Branding an
internet consultant.

“] was up all night reading about the heart,

and | think | have a handle on it”

PROXICOM®

E-business. Our only business.

www.proxicom.com
Nasdag:PXCM




Branding
a broadbander.

“You've got mail”
Circa1861.

These mailmen had a lot more nipping at their heels
than the occasional Doberman
~ pinscher. Rattlesnakes were

the least of it. Still, the mail

- got through. And a new, faster
delivery of information

. became not only expected,
but essential.

That was then. We have
something essential to deliver
now. Broadband Internet
technology.

We're Everest Broadband.
We provide businesses with

essential broadband applications like: high-speed Internet, long-
distance telephone, custom networks, web host-

ing and digital television. No other company has /’/:‘

the experience we do. Which is why we’ve broad-
banded some of the biggest and best buildings in

The new essential.

the country.

We can do it for you. Just call 800-918-1900, visit us at ever-
estbroadband.com, or if you like, reach us by mail. It will get
through.




Brandin

a stock symbol.




ANYONE
)
COULD
MAKE
AND LOSE
AND MAKE
AND LOSE
A
Branding a book... GAZILLIONS
OVERNIGHT
DESERVES

MAGAZINE.

To qualify for o FREE subseripion, visit www dot CE.com
To advertise, contact Publisher Carel Evans: 212-687-8288 or cevans@datCEO com,




and a conference.

M

All they had to worry about was
winning World War I1.

On November 28th and 29th, more than two hundred Chief Executives will asserr

at The World Trade Center in New York to decide something more important than the fate of

the free world: The future of their companies. —
Register now to be among them. CHIEF EXBUIVE
To marshall the power of corporate alliances in the world, you'll CEO

want a seat at Chief Executive magaz cond annual CEO eConference.

Call (212) 687-4282 or log on to www.chiefexecutive.net. C, 4
© Onferen®




FINALLY.
A WEBSITE DEDICATED
T0 THE CHIP

Brolpdinlg THE WHOLE CHIP
a marketplace. AND NOTHING BUT
THE CHIP

g SemiSales.com. From sand o specs. Wel chemicals 1o walers. Producing or procuring.
anything to do with manuiscturing samiconducions, this portal s for you
cccccc and by guys bom with a silicon spoon in their mouth,
So full of resources and industry information tha only quastion you Il ask is, “what took you so long 7™




Branding a new
company.

If this is your idea
of mnovatlon,

turn the page, quick.

FINANCIAL TRADE




Branding their new
business product.

Great concept.
Poor execution.




df THEY WALKED UP TO A LOAN MACHINE THEY'D GET THEIR MONEY.

Branding their new
consumer product.

IF THEY WALKED UP TO A LOAN OFFICER THEY'D GET ARRESTED.

anraeiness | 0anMachine

he spot. And you're free 10 go. - Posw A m

[ CALL TOLL FREE 1-88-86-AFFINITY FOR THE LOCATION NEAREST YOU. |




A

brand repositioning KB TF 4w R84
an industry. "HELH > BHAL”

PERRANT
T

STRATEGIC




“Best read ad of
the year.”

FORTUNE MAGAZINE




Not a bad read

either.
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Differentiating
a brand.

HIGH CONCEPT: YELLOW ANTENNA




Creating an
ingredient brand.

YOu WON'T MISS A THING."

HIGH CONCEPT: FROM HANDSET TO ADDED OEM VALUE.




Branding an industry.




Horizontal
(Best read advertising
5 years in a row.)

FORTUNE MAGAZINE




INTRODUCING
THE PORTABLE COPIER

__ Ittt

il The reason Xerox makes twenty-two dlﬂ'mentcopwrs.




Xerox mtroduc&s the Informanon Outlet.
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XEROX

can sutonatically erase Mlbmnxd.
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S0 when you noed a new typewriter, don't sertke for an ardi-
mary cloctnc.

Espeaally when you can get your hands o6 a Xerox
Memorywrieer
The rypewriter tha'll make you forges everyone else’s.
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Vertical
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Corporate




Personification
of a brand.




SOVEMBER 18, 16

AdvertisingAge

“People who have influenced
technology marketing most.”

TECHNOLOGY, MARKETING  torudso i sngtnssersmises ace

Execs a byte ahead of pack

key players

Coincidentally. Fofan s

Erickson upon graduating from
Art Center College in Los les
in the late

He developed the Brother
Dominic campaign as creative di-
rector on the Xerox account at
Meedham Harper & Steers, New

la:\sﬁd his philosophy of high-
tecl vertising, Mr. Kay says,
“Always people in_mind.
kst léh:’r.;ubcr !ar}nltn I::‘I:Eﬁt
e 1 quy Ploﬂd':& because
that's what people are interested
in. What it is isn't important—
what it does is. Think of what
're doing in terms of flesh and
lood. By nature, machines arc
cold. Warm them up.”




