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. ment of this canpal

L8] Sunday

By MICHAEL GILTZ

WV -viewers walch the  same
T speclals every holiday sea-

_son, turning *A Charlie
Brown Christmas,” “It'sa
Wonderful Life” and other
shows as visual comfort food,

The commercials that run dac-
ing the holldays are also con-
fartingly familiar: Macy's will
seeminghy always use that same
jingle to promote its sales and
that electric razor will always -
gliske through the smow, to name
JUSE W EE

Reaching the status of a holi-
day traditbon is difficult, But
over the laxt fewyears the Gap
has done just that, smantly.
combining rising musical talent
like Rufus Waknwright and
B&:LII.E:lJrnwn Boy with legends
like Lena Homne to create memio-
rable musical spots people can
actually look forward to seeing.

“There's been an'establish-

, CEpe-
clally at Christmas !E:I-IE.' says
Brian Garrity, an editor at Hall-
board wha covers marketing in
the music indusiry. ¥

1 don’t know if I'd want to say
prestige. But people look out for
those Gap ads and they almost
seem to take some mugical euss
from them."

This year's batch — pegged
“Give Your Gift" — is no excep-
tion. In this campaign, artisis
like Drwigght Youkam, Sheryl
Crow, Macy Gray, Indiaarie and

a hilariously funky Shaggy croon
the Supertramp classic TGive a
Little Bit™ in salo spots of

t’s begin
to sound
IOt like- 1

The idea of

. ‘selling out’ is
passé, at least
when it comes
to the Gap

grouped with others.

The song was picked before
Seplember 11, but strikes just the
ﬁgﬁ"lt tone of wistful earnestness.
And the ads feature %o many art-
Isis that one would never expect
to see in an ad - such as Liz
Phair, Alanis Morissette and
Robbie Robertson of the Band -
that apparently the idea of *scll-
fiag out™ ks pased, arleast when it
cames 1o the Gap.

*The fear of the sellout i less
than it used tobe” says Garrity.
*The whole notion of ‘cred” has
changed, especially for main-
siream pop artists.”

Mot only is being inan ad not
selling out, for big pop stars like
Britney Spears (who barcs her
belly for Pepsi), appearing in TV
ads for other pr 13 may even
be an important part of selling a
hlwk?u:!ﬁr :illlimm. .

With ving new promi-
‘mence to artists like British
folkie Mick Drake, Yello and
Enyu, it's no surprise that Gap —
which kas the bonus of a reputa-
tion for pood musical taste —
wuoiild be approached by record
companbes and publishers hop-
ing toget them o nse ang of
thedr songs inca campaign. -

“¥ou won't believe the nimber

of requests we get 1o use certain
songs.” says Peter Hempel, the
executive vice president of mar-
keting, who says they thought of
using Superramp's first Top 20
hit on their own and then ap-
proached the act. :

It years past, they've had visu-
ally striking ads, such ad an all-
white spot with Wainwelght
crooning “What Are You Doing
Mew Year's Eve?™ This fall
alone, Gap had a sweet winner
featuring Carole King singing
with her daughter. Getting the
artists to sign up is easier and
ensier.

=T sort of feel like Steven Splel-
berg with this brand,” says
Hempel, "because [the peopla ]
cnl‘lﬂﬁ]_ﬂkﬁ the call immedi-
ately.”




