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Rolling the Dice With a Star-Focused Campaign

By Valerie Seckler

THE GROUND UNDER CELEBRITY MARKETING CAN
shift in a heartbeat.

The public’s appetite for scandal and 24/7 media fu-
eled by people carrying digital cameras and messaging
devices, make it trickier to successfully hitch commer-
cial brands to a celebrity’s star.

Kate Moss was cut loose by fashion advertisers such
as Burberry and H&M, after a photo in the London Daily
Mirror in 2005 allegedly showed her doing lines of cocaine.
But Moss’ mea culpa and rehab stint prompted a
quick reembrace by the fashion industry.

Kellogg’'s dropped Michael Phelps as an en-
dorser of Corn Flakes and Frosted Flakes soon
after the winner of eight gold medals at the 2008
Olympic Games was photographed allegedly using
a bong and marijuana. But after a three-month
suspension, he returned to competition this month
with marketing partners like Warnaco Group’s
Speedo still in the fold.

“Do we fear what could happen when we hire a ce-
lebrity? Sure,” acknowledged Neil Cole, chief execu-
tive officer of Iconix Brand Group, owner and licensor
of brands such as Op, London Fog and Candie’s.

Bristol Palin, whose out-of-wedlock pregnancy
stirred debate during the 2008 presidential cam-
paign, was tapped this month by The Candie’s
Foundation as 2009 spokeswoman for its an-
nual campaign to prevent teen pregnancy.

And Britney Spears, whose personal and
professional difficulties are constant
media fodder, is now the spokesmodel for
Candie’s. She has resulted in “more than

one billion media impressions and thou-

sands of blogs, teen magazine and tab-

loid mentions day and night,” Cole said,

citing data from media ratings agencies

CisionPoint and Quantcast.

! “You take the good with the bad,” Cole

said of celebrity deals with figures such as
Palin and Spears. “They have edge to them
to create media excitement.”
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the Allen case amounts to “a huge commercial for
American Apparel.”

Publicity worth millions of dollars since the brief ap-
pearance of the American Apparel ads in 2007, w™ ch
portrayed Allen as a Hasidic Jew, will probably make up
for the $5 million in damages to be paid by the fashion
brand, observers including Popcorn said.

In addition, people trying to control the use of vari-
ous images, like Allen, are increasingly being seen as
the “bad guys,” said Robert Thompson, professor of
popular culture at Syracuse University. “A lot of people
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“I understand where Kellogg's is coming from, but it
seems like something of an overreaction” to have dropped
him, added Behar, who worked with soccer star David
Beckham in Beckham’s former role as a Gillette spokesman.

Phelps “seems to be in far different league,” Behar
said, than Michael Vick, the former star Atlanta Falcons
quarterback convicted of helping to run a dog fighting
ring, who is serving out the remaining two months of
a prison sentence in home confinement and awaiting a
decision on whether he will be allowed to resume his
National Football League career.







