
 
 

 
 

  
Pop Quiz:   
 

1. Are you PAYING someone else to 
MAINTAIN your Web site? 
 

2. Do you capture immediate FEEDBACK 
from your CUSTOMERS through your 
site? 
 

3. Are you struggling with a TINY Web 
budget and a BIG “to do” list? 

  
 
 
 

1969 Communications is a value-priced 
partner, specializing in creating dynamic Web 
sites with complex back-end functionality for  
lead management, e-commerce, and  
content publishing. Let us turn your web site 
into  cost-effective business tool, delivering 
exceptional  value and  results. 



 
Who We Are 

What Makes 1969 Different 
 
Our idea was to create a client-centric company offering exceptional value. We differ from our competition 
in three ways: 
      

1. We specialize in building web-based business tools. We focus on creating dynamic web solutions 
with complex back-end functionality, such as content publishing, lead management, and e-
commerce. Whenever possible, we re-purpose existing frameworks to deliver substantial time 
and cost savings. 
 

2. Our rates are not burdened with expensive overhead. Our model has a mix of permanent and 
freelance resources with low fixed costs. This allows us to charge less than other shops, while 
servicing your business with a senior team.   

 
3. We are a proven team of seasoned agency principals. Each of us had a successful career, before 

we entered the web business.  We’ve been working in the web since its inception, and have 
streamlined our development process over four years.    

 
Our Solutions 
 
We have developed custom frameworks and deployed commercial software products, delivering the most 
popular interactive features: 
 

· “Do It Yourself” Polls, Surveys, and Discussion Boards 

· Registration and Personalization 

· Outbound Email Tools  

· Content Management Solutions 

· E-commerce Solutions 

 
Our solutions are perfect for business-to-consumer and business-to-business marketing efforts to capture 
immediate feedback, conduct online focus groups, and stimulate two-way dialogue.  
 
Our Experience 
 

· Technical experience pre-dating the web 

· Internet, intranet, and extranet design 

· Consumer marketing and advertising experience 

 



 
Who We Are 

Our Bios 
 

Stacy Burgum, President 
 

"I founded 1969 as a place for talented creative and technical people to 
collaborate on ground-breaking work for clients. This spirit of “accomplishing 
the unthinkable” is reminiscent of the 1969 moon landing."  

 
 
 

As Director of Client Strategy at Magnet Interactive Los Angeles, I helped new and existing clients to 
develop their business strategies. My work included both business-to-consumer and business-to-
business accounts with diverse target audiences and media solutions.  
 
In the four years prior, I served as Senior Producer of award-winning web sites, such as 
www.nissandriven.com and www.infiniti.com. I managed client services, production, and media buying for 
Magnet's largest client, Nissan North America. Additional projects included business-to-business sites for 
the advertising, financial, real estate, and retail industries.  
 
Prior to joining Magnet, I worked in non-theatrical sales and distribution at Metro-Goldwin-Mayer. I have a 
Master’s degree in International Business from Georgetown University and a Bachelor’s degree in 
Political Science from the College of William and Mary.  
 
 

Ron Boyd, VP Strategy 
 

I provide the gray hair at 1969.  Before jumping into the Internet business, I 
spent over twenty years working with a handful of major national advertising 
agencies. The last place I hung my hat was as Director of Client Services 
for D’Arcy/Los Angeles (DMB&B), where I worked for over ten years.  

 
  

Just before helping to form 1969, I was Managing Director of Magnet Interactive’s West Coast office.  In 
the rough and tumble Wild West days of the new economy between 1998 and 2001, we grew Magnet’s 
annual revenue to over $10,000,000. We built portals, introduced cars and owner retention programs for 
Nissan and Infiniti, created online catalogs for clients like Quiksilver, and launched nearly a dozen dot-
coms. 
 
While in the advertising business, I worked with many types of clients, selling products and services to 
nearly every imaginable target audience.  I helped to introduce Honda Preludes and CRXs for Rubin 
Postaer; sold Ore-Ida and Hunt Wesson new products at Foote, Cone and Belding; got kids of all ages 
excited about seeing Shamu at Sea World; and helped first-time computer buyers get to the Silicon 
Prairie to buy a Gateway Computer at D’Arcy. While running the account management department and 
new business at D’Arcy, I also worked with the Australian Tourist Commission, Makita Power Tools, 
MoneyGram Payment Systems, Lockheed Martin, NBC and Paramount Pictures among other accounts.  
  
One of the more interesting assignments I supervised at D’Arcy was a program to help rebuild GM brand 
equity and market share in California by introducing Value Pricing. The success of this program led to the 
introduction of a bold and innovative comprehensive Internet strategy for all of GM's divisions, GM 
BuyPower. 



 
Who We Are 

Samuel Goldstein, VP Technology 
 

“It’s exciting to be working with the same great team over an extended 
period of time, and doing the kind of technical development work that we 
only dreamed would be possible a mere ten years ago.”  

 
 
 
Before coming to 1969, I was Vice President of Technology at Magnet Interactive in Los Angeles, where I 
directed the technical staff, researched emerging technologies, and designed high-performance 
distributed systems for our clients. Before joining Magnet, I served as Director of Engineering at COW, 
and Lead of the Programming Department at BoxTop Interactive. Projects at these companies included 
development of reusable frameworks, web-based applications, and data-driven systems. Clients ranged 
from dot-coms to well-known companies such as Nissan/Infiniti, Quiksilver, National Lampoon, Stanford 
University, Guess?, USC, Kahlua, UPN, UCLA, Major League Soccer, and SegaSoft.  
 
Prior to focusing on Internet technology, I spent seven years as a member of the technical staff at The 
Aerospace Corporation, where I researched on distributed systems and database technologies. I hold a 
Bachelor of Arts in Physics from Pomona College in Claremont, California and a Master of Science in 
Computer Engineering from the University of Southern California.  
 
 

Karl Zilles, Technical Architect 
 

"I'm working [at 1969] because I respect the people and enjoy working with 
them. I've been with this team for years. With their intelligence and their 
depth, they magnify the work I do, taking it to a higher level than I could 
have reached on my own." 

 
 

Working at Magnet Interactive Los Angeles, I created application frameworks and performed system level 
programming on the dynamic web sites we built for our clients.  Whether creating portals with plug-in 
components for MyPersonal.com or managing credit applications for Nissan North America, I found my 
twelve years of programming experience to be a real asset. 
 
Prior to Magnet, I worked for Rhythm and Hues to program a PlayStation game, Eggs of Steel.  The 
challenge was to showcase the incredible artistic talent of the 3D artists of Rhythm and Hues on the very 
limited hardware of the original PlayStation. 
 
At Compulink Management Center, I programmed three-tier imaging applications, similar to the web-
based applications I develop now.  I was sending images and logic across networks for years before 
Netscape even existed. 
 
At IBM I worked in the Computer Aided Chemistry department at the Almaden Research Center. I 
designed algorithms to perform image recognition of chemical diagrams. Massive Chemical Manuals 
detail properties of various molecules. To transfer this information into computer databases, I developed a 
technique that takes a scanned diagram of the molecule, identifies bonds between the atoms, and 
generates a binary representation of the chemical. IBM received two patents on the technique. 
 

 



 
What We Do 

Strategy 
 
We think of web sites as Business Tools that must provide a measurable value and return on 
investment…to help build market share, work in concert with an advertising campaign, assist customers 
in the shopping process, tie to your supply chain, or communicate with your dealers. 
 
Our Approach to Your Business 
 

· Develop an Internet strategy maximizing the ROI of the entire marketing effort. 

· Understand the needs and desired behavior of the end user. 

· Build more than web sites…build business tools. 

 
Our Strategic Lens 
 

· What drives demand in your category? 

· What do customers believe about your category? 

· What drives your customers’ purchase decisions? 

· Why do you win some customers and lose others? 

· How can we build the greatest bond with your customers? 

 
Creative 
 
The use and acceptance of the web has grown faster than any other medium in history. Web design 
moves from breakthrough to passé in less than a year. But good web design is more than the latest Flash 
tricks, custom fonts, and new navigation schemes. 
 
Fundamentally, the web is a transactional medium. Good web design is a means to an end, rather than 
an end in itself. Web users skim and scan pages for their desired information. If they become frustrated 
with a site’s navigation, they simply click to visit another site.  

 
Focusing on the user’s experience and the client’s brand, we breathe creative life into each assignment. 
We believe that great web design is a combination of both art and science. It must appeal to both the 
heart and the head. 
 
Technology 
 
We view technology as a means to enhance your business. Rather than starting with the technology, we 
begin with your business objectives and strategy.  
 
We pride ourselves on our extensive technical experience. Our engineering team has been developing 
distributed and mission-critical systems years before the web existed. This experience has shaped our 
programming approach. We use proven methodologies, established engineering processes, and industry-
standard tools. 
 
All too often, systems are engineered for a particular set of requirements without considering potential 
future needs. And while no one magical approach will “future-proof” a project, we believe in developing 
foundations with the future in mind: scalability, extensibility, availability, and performance. 
 
We provide a solid technical solution at a reasonable price that will grow with your business. Whenever 
possible, we focus on open, standard solutions. If your budget or time limitations prevent a full 
implementation at first, we lay a sound foundation and roll out functionality in subsequent phases.  
 



 
What We’ve Done 

MyGatsby.com: www.mygatsby.com 
 
Enhance the efficiency of a mission-critical, e-commerce site to sell more customized 
products with less labor. 
 

· Repaired an e-commerce site for custom-printed invitations that had been crashing daily  

· Enhanced the site with online preview of customizable products  

· Dramatically increased the site’s efficiency in processing and fulfilling orders with less labor  

· Improved customer satisfaction 

 



 
What We’ve Done 

Helmet House: www.tourmaster.com & www.cortechperfo rmance.com 
 
Create an online store for a manufacturer of motorcycle gear and apparel that balances 
the needs of dealers and customers. 
 

· Developed an online store for Helmet House’s Tour Master and Cortech brands of motorcycle 
gear and apparel  

· Supports dealers by encouraging customers to buy from their local dealers, before providing the 
option to buy online 

· Integrates with legacy systems to display price and inventory levels in real-time  



 
What We’ve Done 

Consumer Resource Network: www.consumerresourcenet. com 
 
Create a Web-based business to take advantage of the rapidly growing market for 
“distressed” real estate. 
 

· Develop a new Web site for a company that provides “distressed” property listings. 

· Integrate data from several vendors to offer nationwide listings for many property types. 

· Enable subscribers to search property listings by multiple criteria. 

· Support a tiered subscription offering and automated recurring billing. 
 



 
What We’ve Done 

Toyota Parts & Service Radio: www.partsserviceradio .com 
 
Create a Web site to track the results of a radio campaign. 
 

· Create a password-protected Web site for Toyota's Parts and Service dealers to track the results 
of a year-long, nationwide radio campaign. 

· Enable dealers to download up-to-date schedules and submit feedback. 

· Excite and energize dealers. 

· Deploy a commercial content management solution, enabling the client to update the site with no 
programming knowledge. 

 



 
What We’ve Done 

Channell Commercial Corporation: www.channellcomm.c om 
 
Create a comprehensive online catalog and customer-specific sites for a B2B 
manufacturer of telecom and broadband products. 
 

· Generate substantial cost savings by replacing Channell’s outdated, 200-page print catalog with a 
current, online catalog. 

· Deploy a commercial content management solution, so Channell can update the product catalog 
by themselves with no programming knowledge. 

· Create password-protected, customer-specific sites with customized information and online 
ordering for major customers. 

· Facilitate two-way dialogue between Channell and its customers via polls, surveys, and 
discussion boards. 

· Capture customers’ email addresses to build a segmented marketing database. 
 



 
What We’ve Done 

North American Scientific: www.nasmedical.com 
 
Deploy a robust content management solution for a publicly traded bio-tech firm.  
 

· Create a new corporate site, combining content from the existing sites of North American 
Scientific and its recent acquisition. 

· Develop a new look and feel for the site, leveraging the company’s new brand identity. 

· Create a clean, intuitive user interface with one-click access to important information. 

· Craft a clear, concise message that’s easy to skim and scan. 

· Deploy a robust content management solution, Vertical Site by Enonic, enabling North American 
Scientific to update content by themselves with no programming knowledge. 

 



 
What We’ve Done 

Isuzu Trucks:  www.isuzucv.com 
 
Transform static “brochure ware” into a dynamic selling tool with a closed-loop lead 
management system. 
 

· Refresh the look and feel to emphasize Isuzu’s branding. 

· Create a clean, intuitive user interface with one-click access to important information. 

· Craft a clear, concise message that’s easy to skim and scan. 

· Clearly convey the distinguishing benefits of Isuzu’s products. 

· Inject a sense of human touch with user-friendly testimonials for specific businesses. 

· Create a lead-capture and follow-up mechanism to close the sales loop and convert more 
prospects to customers. 
 

 
 



 
FAQs 

FAQS/MAIN 
 
Q. What have you learned after six years in busines s? 
A. Our business model is sound. Our ability to nimbly scale up and down enables us to offer our clients 
the best resources for their projects. Our overall value proposition is much better than that of our 
competitors.  
 
Q. How many employees do we have? 
A. 4 principals. Our team is split roughly 1/2 strategy and 1/2 technical. We draw upon a vast pool of 
freelance creative talent that we’ve worked with over several years. So, it’s easy to augment our 
resources with the right people for the job, when the need arises. 
 
Q. What does the name 1969 mean? 
A. It reflects the spirit of achievement of the moon landing. Putting a man on the moon required a multi-
disciplined group of committed individuals to function as a team and focus on a singular purpose.  It 
reminds us on a daily basis that the right team can accomplish anything.  

 
FAQS/STRATEGY 
 
Q. What’s your favorite part of the strategic proce ss? 
A. Digging. We are curious people and like learning about a client’s business and customers.   
 
Q. What is your approach? 
A. We start by understanding how each client fits into their category and stacks up against the 
competition. We focus on their customer and put ourselves in their shoes.   
 
Q. How do you do this? 
A. Over the years, we’ve developed metrics to evaluate the competitive landscape and our client’s 
ranking within it. This customer-centric analysis generates a plan to move our client into a position of 
competitive advantage in the web space. 
 
Q. That sounds like consulting company jargon. 
A. It’s really pretty straightforward. We look for an opportunity for our client to focus on their customers’ 
needs better than their competition. We always assume the position of the potential customer, when we 
develop any strategy. Time-pressed customers have many choices just one click away. We want to meet 
their needs quickly and efficiently, while providing an enjoyable experience along the way. 
 
Q. So how do you know if your strategy worked? 
A. At the very beginning of each project, we create a series of measurable objectives. But any long-term 
strategy must understand the dynamics of the marketplace. So, we monitor the consumer and the 
competition continuously. If not, our client might enjoy competitive advantage one day and play catch-up 
the next.  You have to be proactive and flexible. 
 
FAQS/CREATIVE 
 
Q. How do you approach the creative process? 
A. Always with a clean sheet of paper. We don’t have a look or style of web sites that we create. We look 
at each client as having a unique set of needs and challenges. We work to understand how to best 
leverage their current branding, breathe life into the web, create new branding elements…whatever’s 
required for a successful deployment. 
 
Q. How do you begin the discussion? 
A.  We come at it from the perspective of the end user. Who are the client’s customers and what are their 
needs? We take into consideration how a client’s web site fits into their overall marketing effort to achieve 
the greatest synergy. 
 



 
FAQs 

Q. How do you involve the client in the process? 
A. We involve the client in every stage of the creative process. We like to run our initial ideas past a client 
for early feedback and provide a range of proposed solutions. We don’t like to create in a vacuum. 
Creativity at its best is an iterative process.  
 
FAQS/TECHNOLOGY 
 
Q: What’s your favorite Platform? 
A: Depends. We tend towards Unix for large-scale and highly dynamic applications, but often use 
Windows 2000 as well. What are your requirements? 
 
Q:  What’s your favorite Database? 
A: Depends. For really big stuff, we use Oracle. For less intensive applications, we use SQL Server, 
Postgres, or MySQL. Let us know the demands on your database, and we’ll give you a more definite 
answer. 
 
Q: What’s your favorite Programming Language? 
A: Depends. In general, we recommend server-side Java. But we’ve been known to build stuff in C, Perl, 
and Python. We’ve even got an in-house project to create an OCAML application server. 
 
Q: Monolithic or micro-kernel? 
A: Depends. If you’re looking to emulate a variety of operating systems on a single machine, or allow 
user-space processes to handle I/O and device drivers that can’t affect the entire system if they fail, then 
micro-kernel’s the way to go. But if you’re looking for raw performance, aren’t too worried about 
portability, and have the memory to spare, we’d recommend monolithic. Actually, we’d be happy to 
discuss modular monolithic approaches. 
 
Q: Do you ever answer a question directly, without resorting to “Depends?” 
A: Nope. In Engineering classes during Grad School, we learned to answer questions along the lines of 
“absolutely not” and “impossible!” We look upon this as progress. 
 
FAQS/CONTACTS 
 
1969 Communications, Inc. 
13101 W Washington Blvd 
Suite 246 
Los Angeles, CA 90066 
www.1969web.com 

Stacy Burgum 
President 
310.566.7560 
stacy@1969web.com 

Ron Body 
VP Strategy 
310.566.7566 
ron@1969web.com 

 
 


