Chapter 13 Opener

GEICO’s Cavemen

It’s not easy being a caveman in contemporary society.  Especially if you’re an urbane, passive-aggressive Neanderthal who is easily offended by advertising slogans like "So easy a caveman can do it."  At least, that seems to be the theme of a series of highly effective GEICO television commercials.


The first of the series dealt with the making of a commercial in which a spokesman claims that accessing GEICO’s Web site is “so easy a caveman can do it.” On the set a caveman boom operator is insulted and storms off.

In the second commercial, two cavemen in their posh LA apartment watch the ad on TV and can’t believe that GEICO just doesn’t get it. 

In the third, and best-known ad in the series, the GEICO spokesman attempts to apologize to two cavemen in a trendy restaurant.  He explains sheepishly, "We had no idea you guys were still around."  One of the cavemen says, “Next time maybe do a little research.”  The other, with studied nonchalance, orders "the roast duck with the mango salsa."   The first one hands the waiter the menu back, and says "I don't have much of an appetite," while glaring disdainfully at the GEICO spokesman. 

In the fourth commercial, a caveman is on a moving sidewalk at an airport and spots a billboard for GEICO featuring an inane representation of a caveman and the hated phrase.   From this point the storyline of the series branches out.  One of the more activist cavemen takes his crusade against the campaign to a news show, where an expert comments, “Sounds like somebody woke up on the wrong side of the rock.”  Another is seen with his therapist (played by Talia Shire, from the Rocky and Godfather movies).  All three are seen at a high-rise-apartment party, where one has apparently purchased a GEICO policy because of its low price and is berated by the other for his lack of loyalty. 
The ads are 30-second classic comedies.  They have achieved cult status, partly because of GEICO's saturation of the airwaves (the company spends more than $600 million annually on ads), and partly thanks to YouTube, which enabled them to “go viral.”  Viral ads are those that are spread by word of mouth and, through e-mail, by word of mouse.  GEICO has also taken advantage of online synergies by offering its most popular commercials on demand at the company website.  They also created two interactive websites.  The first, Caveman's Crib, invites fans to tour one of the characters' apartments right before the penthouse party that is shown in the TV ad.   The second, UpWithCavemen.com, features testimonials from high-achieving cavemen interspersed with examples of GEICO’s insensitivity (which are actually carefully planted ad messages).

The campaign has been extremely successful.  Between 2004 and 2007, the number of GEICO policies increased more than 40%.
   The cavemen have become so popular that ABC created a new sitcom based on the characters.  The critics panned the show.  Too bad, said one ad exec, who pointed out that it would have been "every advertiser's dream: A walking, talking commercial that's a 30-minute program."
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