‘Two nobodies
from nowhere’
craft winning ad

Amateurs in Doritos
contest see Ad Meter
‘crystal ball

win in
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Tebeflora: “Don't send flowers in a booc
You never know what they'll say”

Just as impressive, the two and backer
Darites di Anheuser-Busch and
biroke its i

| glant had won 10 in a row,

Although A-B did well, with two ade  first

ranking among Ad Meter's top five, it
coubdn't match Doritos, which also aired
ad from the contest — and it fin-
Mo 5 out of the 52 ads in the

walked off with one of the ad world's wp
honors, sas 32-year-old Dave Herbert,
who made the winning ad with his 33-
year-old brother, Joe.

We “beat the king of commercials,”
says Herbert.

The two brothers now have fame, for-

T

! enough problems
mmmmﬁn;e m

ny s in,” he says.
Anheuser-Busch executives were
m:ﬂ.m though A-B was out A-B-ed
is Super Bowl by two guys who stole
from its phayhook of low-brow stapstick
ade. (Yes, the crystal ball in the Doritos ad
aksois heaved at a man's crotch, albeit ac-

ﬂ%]
“Tell themn to do a recount,” said a jest-

ing Bob Lachky, chief creative officer at
Anheuser Iearning A-B had
been bested. But conceded that
mtmwmﬁmmﬂw
ongranulations to Doritas,”

Folks who sat dowm to watch Sunday’s
Super Bowl had an entirely different
emotional frame of mind than just one

W&'EQMIS Big Game, the
hﬂ&lﬂ'ﬂd—%ﬂmmi fisbor-
il;:h::cﬂm and imauguration has taken

E'l.relninadmmlmddm

econamy, what

delights Su ﬁrﬂlé';:w' viewers hasn't
changed at simply wank to

“People should laugh in tmkﬁ

these,” says George Banks, a Portland,

participating in Ad Meter
aleo Laughed Joud at the Bridgestone ad,
wihich featured Mr. and Mrs. Potato Head.
mww:mm
ad. And i -

“Wie were hoping for this, This 15 goung
to be the best mallion dollars we've spent
at Frito-Lay.™ says Ann Mukherjee, group
vice president at Frito-Lay.

It's going to have *an ongoing relation-
ship with the brothers, They're now part

of the family."
ito-Lay hasn't decided how

{ it will present the chedc

The contest had 1,900 entries, and five
finalists were posted online — with the
two top vole-getters airing during the

game.

The budget-conscious brothers behind
the winning dhﬂiﬂhm
ttwadrisiﬂ—mlh%md' in
only five panes of the used vend-
ing machine they had bought.

got the shot they wanted on the

The brothers worked hard for Sunday
night's surprise win.

They met onoe a week: for the last four
to frve years to talk about filmmaking and
how they could make a break “in this
tough business,” says joe Herbert.

Two years ago, an ad they created
made it to the top five finalists but didn't
air. “But we wanted to come back again,”

vidited that is
Even in a about 28
advertisers bo a record $206 million



