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Do You Know Where Your Slogan Is?
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MADISON AVENUE'S ability to contribute phrases to the vernacular =) PRINT
has always been prized as a way to amplify the voice of an advertising

campaign.
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the popular culture include “The pause N
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man who owns one,” for Packard cars: Wm
“Quick, Henry, the Flit,” for Flit

insecticide; “Look, mom — no cavities!,” for Crest
toothpaste; and “Where's the beef?,” for Wendy's
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The opportunity to enter the public discourse is becoming
B |\0rc valuable as so-called buzz marketing or word-of-

The *If you see something, say \ . . )
something” campaign for the mouth marketing grows increasingly important to

Metropolitan Transportation Authority, : 1
oressiend oy Korey Hory & Pesinars, fac advertisers. If the goal is to encourage consumers to tell one
traveled beyond the New York market  another about ads, a knack for creating a word or phrase

to as many as 30 organizations. , , v e ,
that will come readily to their lips is priceless.

Indeed, “Priceless” — introduced in 1997 for MasterCard by McCann Erickson Worldwide,
part of the Interpublic Group of Companies — has been so enthusiastically adopted by
consumers that MasterCard decided last year to introduce a Web site named priceless.com
to complement its Internet mainstay, mastercard .com.

The priceless.com site has become the home of a variety of nontraditional marketing
efforts. They include a contest asking consumers to provide endings for MasterCard

commercials and a humorous promotion centered on the theme of golf obsession, which
began this week.

Catchphrases are not confined to product pitches. For instance, WNYW-TV in New York
plans to celebrate tonight the 4oth anniversary of “The 10 O’Clock News,” now called “Fox
5 News at 10.” A special on the station will pay tribute to, among other things, the words
that have opened the broadcast since 1969: “It’s 10 p.m. Do you know where your children
are?”

Another example is “If you see something, say something,” which is the theme of a security
campaign introduced in 2002 for the Metropolitan Transportation Authority.

An online search yesterday for the phrase found 45,500 results on Google, 26,900 on
Yahoo and 6,046 on MSN.com. They ranged from creative writing inspired by the slogan
(saysomething.org.au) to a short comic film that uses the theme as its title
(imdb.com/title/tto801239/).






