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"People who have intluenced
technology marketing most.”

TECHNOLOGY MARKETING

Execs a byte ahead of pack

Allen Key, chalrman,
Eeewy, Kay & Parbners
Brother Dominic, the mank i
Herox's award-winning sdvertis
ing dating o the “Fos, is a clessic s
the anpals ol high-tech adwertising,
Allen Kay ix the mon behind the
ek,
The original Brother Dominic
v St [ aired in 1076} was
named one of the 5o greacest TV
commenzials by Advernizmg Age, and
I'J'IE overal] campaign, which gave a
o4 1o phatocopier adver-
e S
ame. campaign  inc
ena:l'rl commercisls ared ran il
During thar p:nl}d. ihe
Dromenic cheracier laok an
a like of his cemn.

At times, “rthe moak charamer

actually made Xerox sales calls
h1n'urE bir. Kay recalls. “There
wis one Feriung 100 account Xerosx
was trying 10 crack, and they
conildn’e gt :rLuE:d: E'lg]:. 1.-.-I1n

playsd the o
take a crack at it.” He \-.-n]keﬂ ineo

the l:hnirrna:'d:: Dmr:hc in his rrnI:Lk

ra . |and the prospect] be-
L’r.mn: dlient.  Brocher

Damini: opened the account.”

The so-year-old Mr. Kay, now
chalrman and direcior -l.h'-'alnlrg;u:
planming = Korey, Ka
Fartners, Mew Yark, wor as an
am direcroreriter or  MeCenp-
Erickson upon graduming [rom
Art Cenrer Caollege in Los Angeles
in ithe late igfos.

He developed 1he Drocher
Dominic campaign as cremive di-
roctor on the Xerox acoounr ag
Meedham Harper & Seeers, BMew
York.

Asked hiz philosophy of high-
tech adwertisimg. Mr. Kay saps,
“Always keop people in mind.
Always remember what  berefic
the 1echmalegy provides, bomuse
thae'’s wha people are inlercsicd
in. What b s it Emporant—
whar it does 5. Think al wha

e d.nlrg im rerms al Hesh and
{u:n-d By naoure, rnldﬁln-u are

cold. W:rrn them
The challenge LE: advertising

professiomals, be adds, is m ke a
technolagy produc and "manslee

it inco human terms.”

key players

HONTW LR .

11, 135 ADYPETIRING ACH



