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One of the many criticisms launched at today's smorgasbord of communications
options - messages of both the instant and text varieties, email, Twittering, social
networking, etc. - is that while their efficiency is all well and good, the processes
themselves are rather cold. Whatever happened, critics wonder, to the human
touch?

One such critic is Dentyne, a brand of gum that much prefers a friend's guffaw
during a dinner party to an LOL via iPhone. Its recent FaceTime campaign, helmed
by McCann, encouraged people to turn off the BlackBerry, close the laptop and get
together with friends and family in person, instead. (When you get together, of
course, it might not be such a bad idea to freshen your breath.)

In addition to TV spots, the FaceTime out-of-home ads, shot by photographer Ryan
McGinley, ran earlier this year in select markets including Chicago, New York and
San Francisco. The imagery certainly makes human contact look mighty inviting: a
couple intertwined in a romantic embrace on a grassy knoll, friends hugging, a
scantily clad group crowded together on a chaise.

Dentyne took the idea one step further with its Web site, which politely boots visi-
tors off after three minutes in the hopes that they'll do something else. "We have
nothing against technology or the Internet - we use them, too," clarifies Josette Bar-
enholtz, Dentyne's marketing director. "Technology is a great enabler, but when
people abuse technology and use it excessively, they're missing out on the best
kind of life - being together." It's certainly a step up from a smile and a wave via Web
cam. -Todd Hanlon

Runnmg on Fumes

A I.a | In what is perhaps a last-ditch grab for some of that

,t ﬁ federal hailout money thought to be coming Detroit's
way, Burst Media announced in November a new vertical net-
work aimed at “auto intenders” — people thinking of buying a
car. The company says it can greatly influence auto sales by
reaching consumers whose online behaviors suggest they're in
the market, a window that averages 30 to 90 days. (When it
finds out that what consumers are in the market for these days
are Vespas, mopeds and rickshaws, there might be trouble.)

Ad-management platform adConducter attempts to reach
beyond content to include behavioral targeting. Auto intend-
ers are often discovered, for example, when they use search
to compare auto prices or specific makes and models. The
network then delivers ads on specific Weh sites; the ads and
Burst's auto-specific content can he aimed at young adults,
moms, eco-friendly shoppers, family travelers, trendsetters
and other demographics.

Intenders are also often found through any of three of the
usual suspects: auto research sites, auto enthusiast sites and
lifestyle sites. Marketing strategies include expandable ads
and in-banner video. Todd Hanlon

“Drawing on my fine command of the English language, I said nothing."” — Robert Benchley
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