
little Better YeIIow Different
In GumboAmerica

As advertising struggles in its latest crisis, David Lubars,
ggpO's new creative director, has anew
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gy fo r s avin g it.

"ThisisAm,erfua!

This isAmerica!
Thosepeoplcue shoued,
It's a gumboAmerica!"

The new creative director ofthe most prestigious
hig a{vegising aggr}cy in Amefica is yefliqg in}o
the telephone;m-aking a case for one of his ads.
No, notlelling. Keening is more like it,_like a Beat
poet who has somehow been trapp-ed for years
in button-downs and khakis, pretending to be an
executive, and has suddenlybeen released. He
didn't plan this. He had calle_d plan_qittg !o !+lb
about ie*media and old media andhowhalf of
America will have broadband by 2006 ("That's a
fact,not some futuristic bullshito) and howthe ad
agencies that didn t get it risked "getbing flushed
down the twentieth-century toileti'
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