rm

America's Graphic Design Magazine

7" Hemna Maniq

Guerrilla Graphics
Calendar Gipls
Phantom Book;
% Tibor'$ TQ achings
Designer Filmmakers

D

Hl\li ]

$8 Print LIV:1II




o AKiko Buscy

Aibniiie

"

NO CONTRALTS.

NO E&0%,

NOe ATNTUDES.

DKB’s ad campaign

promoting Rutgers

University’s sports

programs takes

a refreshing

vérité approach.



years back. If you believed half of what you saw, moral, spir-

itual, psychological, as well as physical reinvention were all
just a matter of owning the right snowboard or jog bra. Nike, of
course, started it all, and then ended it all with a mid-"90s ad that
suggested domestic abuse might be prevented by owning the right
running shoes. Since then, things have lightened up and loosened
up considerably. Levity, restraint, and a sense of realism have
reemerged in sports marketing. A case in point is the campaign
for the Rutgers Athletic Department by DKB and Partners in
Morristown, New Jersey.

The campaign—a series of print ads primarily for

Sports graphics were taking themselves pretty seriously a few

mall and transit posters complemented by radio spots “We

and one TV commercial—started with a game plan

that is a far cry from the lofty moralizing we have wanted to reach
come to expect in sports marketing. DKB takes

the more novel approach of blitzing established athletes by reﬂecting

relationships, since the agency’s philosophy ac-
knowledges that “consumers already have a how a real athlete

bank, a car, and a detergent. So, how do you get feels. This is about the

them to notice you, much less want you again? . -
How do you break up the marriage?” internal drive
‘ Start by acquainting consumers w‘lffh the th ey have.”
intended receiver, or in this case, the client, Rutgers
Athletic Department. While Rutgers was not a new
client to DKB, Kevin MacConnell, a newly appointed asso-
ciate athletic director in charge of marketing, wanted the depart-
ment to make a greater effort to showcase “the dedicated full
sports program that is behind its athletes.” The ads, then,
were conceived in part as a recruiting mechanism for high
school athletes who weren’t drawn to the big state uni-
versity's sports programs, In addition, by raising local
awareness of sports events, the ads would bring in
younger kids as a community of spectators, fans, and,
of course, future athletes. Football and basketball are
the two biggest sports programs at Rutgers, but the
campaign also made a point of featuring soccer and
baseball imagery. While this all-inclusive approach
reflected an effort to reach the high school sports com-

munity, it also underscored the university’s panoply of 30

teams and 17 sports.

From the outset, DKB chose the athlete’s perspective as
the point of view for the series. “We wanted to reach athletes by
reflecting how a real athlete feels,” says Jo Stapleton, creative
group head at DKB and copywriter for the Rutgers campaign.
“This is about the internal drive athletes have.” The vignettes,
then, are seen through the players’ eyes—from the ground,
through netting on the field, and at an oncoming ball. The strategy
conveys a sense of action while pulling onlookers into the fray.

“You're in the game, and the vantage point here is that of the par- 1. Print ad for Rutgers Universitys
ticipant,” adds art director Brian Hagen. Indeed, the refrain in Jpokly prrigrars..t dijectar:Srian
: N ! Hagen; copywriter: Jo Stapleton.
the TV and radio spots repeats a rhetorical Q&A designed to un- 2.TV spot for Rutgers’sports
cover the true colors of sports aficionados: “When do you know programs showing an athletics
you're an athlete? When you can’t stop playing.” montage. Art director: Brian Hagen;
Whatever realism is established, though, is undercut by the fact Copyriter: o Staplctot; roddcar
Sl ; Hank Sagman. Production company:
that the campaign’s pz.llette is red and black. The mascot for the as- Open Frame Productions, New York;
sorted Rutgers teams is the Scarlet Knight, so DKB selected scarlet director: Kevin Jones.
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3 as the predominant color for the ads. A dramatic color choice, it is
also one that gives each frame a slightly abstract and formal quality.
And for all the authenticity established by using sports equipment
and accessories, these also serve as more formal graphic devices. A
grid of netting, a ball, goalposts, and a football helmet are used
here not simply as sports artifacts but as graphic components with
a strong visual appeal of their own, They are part of the pictorial
composition and bring a certain abstract elegance to it.

The campaign’s copy is as simple and direct as the imagery.

The phrasing is brief, quick, and rhythmic, appropriate to the

BLADIL e the AT

ok @ clipped speech and metronomic intensity of the playing field. The
moralizing that often accompanies sports marketing is absent
s $as0w entirelv: No one is going to be a better mom, dad, or kid because

they can kick a soccerball. As Hagen puts it, “We were just trying
to say, ‘Don’t bother me. I'm an athlere. 1
don’t need to go on and on about it.” In a
print ad featuring a football player, for
example, the copy reads: “60 minutes, 22
players, 2 endzones. 1 mission,” That stac-
22 PLAMEeS. cato manifesto is punctuated by “Get into
the game,” a tag that appears at the bottom
of the ad next to the Scarlet Knights® logo.
Explaining the sterling simplicity of the
football ad, Hagen observes, “These are the
issues. This is all it's about. And football
players know this.” Stapleton adds, “We
were just trying to make the point that this
is about the athletes and how seriously they
take it. You just live and breathe whatever
your sport is. And we wanted athletes to
understand that Rutgers gets this and will
give them the place to do it.”

Continuing that motif of athletic integri-
ty, the DKB ads depict college players as
less distracted by financial pursuits than
their professional counterparts. In one ad, a
young fan looks on as a Rutgers baseball
player signs a ball for him. The copy declares
/ /, plainly, “No agents. No endorsements. No
'/ salaries. No problem.”

: Though at the risk of evoking an obvi-
ous sports metaphor, Stapleton recalls the
spirit of camaraderie that the campaign
managed to elicit and the efficient working
relationship that evolved over the tight two-
month time frame from presentation to exe-
cution. “Here we were, with this great con-
cept, and no money. The budget for the TV
spot was only $30,000. But everyone wanted
to see this thing realized. And everyone participated. Kevin Jones,
director of the TV spot, cowrote the music for the spot, for exam-
ple.” And because there was no budget for actors, account execu-
tive Adam Koeppe played the football player, while art director
Hagen filled in as the soccer player. Continued on page 123
OCO0O0000000COO0OO0ODOOOOOOOO

Akilo Busch writes about architeciure and design for a variety of publications.
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3-6. Print ads for Rutgers'
sports programs, Art
director: Brian Hagen;
copywriter: Jo Stapleton.
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Home Field

Continued from page 92

In spite of this—or possi-
bly because of these newly
tapped talents—the ads seem
to have reached their target.
When the TV spot runs dur-
ing an ESPN game in the
Rutgers broadcast market, the
commercial holds its own
against ads from megamanu-
facturers that may have been
vastly more expensive. Kevin
MacConnell attests to the suc-
cess of the campaign with
some vital statistics. In foot-
ball, season ticket sales went
up 25 percent in 1998 and 17
percent in 1999. The basket-
ball program set records in
1998, both for single game
attendances and for season
ticket purchases. In 1999, sea-
son ticket sales rose a further
14 percent for men’s hoops
and 33 percent for women'’s.

Rejecting the oft-asserted
claim that playing sports can
be an elevated spiritual expe-
rience, DKB opts for a theme
of straightforward athletic
excellence and the grit neces-
sary to achieve it. Not surpris-
ingly, the resulting images—
basic, direct, though not at
the expense of elegance—
make a compelling argument.



