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Give us a breald

Advertising: it's the art
of arresting human
intelligence long enough
to get money from it.
But TV advertising,
writes David Dale, is
often more entertaining
than the shows.
Especially over summer

OR THOSE OF US WHO
ust put up with TV

advemsmg (you can't

watch the ABC all the

time), the gap between

irritation and affectioni —
the point at which the nostalgia
level on the way up passes the nau-
sea level on the way down - seems
to be about eight years,

That has certainly been the
assumption of the various ad agen-
cies that have been connected with
Louie The Fjg over the years. The
skinny black bug (allegedly created
by a youngster named Bryce
Courtenay at the Hanson
Rubensohn agency) started leaving
his sinister trail on babies’ blankets
in 1957, buzzed back briefly in 1962,
had a makeover and returned in
1971, then disappeared until 1979
and enjoyed a triumphant revival in
1986. He has been on our screens
every summer since then.

But he’s not the same, is he? Now
that we see Louie all the time, we
don't think so fondly of him - a case
of too much of a good thing, per-
haps. That’s the reason I have not
included Louie The Fly in this list of
Most  Fondly  Remembered
Commercials.

The list is a personal selection of
ads that stayed in my mind long
after they had disappeared from
television, even if 1 never bought
the product. Other viewers would
draw up different lists of favorites.

Some of the ads on my list won
industry awards, but most didn't.
Some tried to persuade us to do
things that would damage our

hysical or mental health - but at
east they entertained us in the
process.

The ad industry has no interest in
commercials that draw more
attention to themselves than to the

ct.
An ad can be beautiful, inspiring,
hilarious, exciting and expensive to
‘make, but if it doesn't shitt product,
it’s a failure. But I'm not inthe ad
industry, so sales success was not a
criterion in this selection process.
For better or worse, these are my
nominations for the ads that
remain most unshakeably embed-
ded in the national consciousness:

The antz pantz

T makes 1089 seem very long ago
when you realise it was the year
when a commercial showing ants
crawling up a’young woman's leg
was deemed so sexy that it could be
shown only after 10.30 m night.
Perhaps it was the way ung
woman said “Sic em, Rex’ to her pet
anteater.

‘The ad so offended some retailers
that they refused to stock the new
brand of briefs by Holeproof. But
the commercial, which was made
(and later re-made in a tamer ver-

the mini-budget you're having
when you're not having a mini-
budget”. Since then we've talked
about Clayton’s royal commissions,
Claytons recessions, even Clayton's
love affairs. But do you know any-
body who has ever drunk the tonic?

The Macquarie credits Noel
Delbridge, creative director with an
agency called D'Arcy-MacManus &
Masius, as the inventor of the line.
‘When I phoned DMBR&B, the latest
incarnation of that agency, nobody
there had ever heard of Noel
Delbridge. So I was unable to get an
answer (o the problem that has
been bugging me for 15 years: what
the hell was the rest of the joke?

Dynamo’s mother and son

THE ABC series Mother And Son, in
which Ruth Cracknell made Garry
McDonald's life miserable, was a
brilliant (ighun e act by its writer,

eoffrey Atherden. He managed t
stay perfectly at {the point between
laughter and pain. When the char-
acters first started promoting

ynamo liquid laundry detergent
in 1989, I feared that a unique tele-
vision relationship would be com-
promised, and I thought an ad
agency must be insane to try to sell
sumelhmg with  jokes = about
Alzheil

In 1acl, Foon: Cone & Belding
wrote the ads sensitively, softening
the painful implications while
retaining the spikiness of the rela-
tionship. Any other actors might
have made the dialogue cloying, but
Cracknell and McDonald made it
seem real.

For viewers who had never seen
the ABC series, the ads portrayed
the universal problem of an adult
son’s relationship with his mum.
For fans of the show, the Dynario
commercials became a Clayton's
sitcom.

Mr Heinz
BACK in 1978, Robert Morley
starred as a gluttonous food writer
in the film Who Is Killing The Great
Chefs Of Europe? An adman called
Peter, Keeble, at the agency Foote
Cone & Belding, must have remem-
bered the film when he was looking
for a celebrity to elevate the image
of Heinz soups in the mid-1980s. He
hired Morley to compliment Mr
Heinz on his fine cuisine in a series
of commercials.

The ads didn't convince me that
Heinz matle tinned soups any
better than anyone else, but 1 was
grateful .that they put one of me
great comic actors of the 2
Century back in the public eye. o
1 hope they enabled Morley to
afford some great restaurant meals
in the last few years of his life.

Duh duh duh Decoré

YOU didn't need to know the 1962
doo-wop song Duke Of Earl to sing
ith the Decoré hair sham
«commercial when it first appeared
on Australian screens in mid-1988.
Apart from the catchy song, the ad
was unusual because it showed
ordinary-looking people miming in
the shower instead of the usual
models flinging their hair around in
slow motion. The af ncg":tagnus,
Nankervis and Curl had been hired
by Reckitt & Colman to_transform
Decoré’s image from a high-quality
expensive product to an everyday
shampoo for the whole family.
According to Neil Shoebridge’s
book Great Australian Advertising

" Campaigns, me ad attracted huge

sion) by the Campaign Palace, -. tonic agood laugh and then Jack mvnled water — but it was one of the few initial sales for Decoré (and put a

Melbourne, l'mmd an eager audi- n your TV set in‘the early that he was consuming Clayt commercials in history to change new version of Duke Of Eari on the

ence among women aged 16 to 28. u could hardly avoid see-  “It's :he drink | have" when m nm the Australian lan; :‘g hit parade), but people tended not

Within a year of the ad’s first ]ack ompson in a pub deliver-  having a drink.” The Macquarie Dictionary of New to huy the shampoo a second time.

appearance, Antz Pantz had swal- _ing whnlwnsnpp v.lyv.he punch- 1 Gotint if the ad, pe nded any- Words records that jn May 1983, . Rroduct was ,m._mg up.ta .

lowed 10 per cent of the women's " line to ajoke * body Yt - Fha-Sisn-Horaid ) [
underwear market. some sleep”. A hunch of blnke! hm cheapwl alternative to alcohol is was engaging in “Clayton’s politics: ollﬂuld on page 4
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