The day started well, and in days hence people would observe that there was irony in this.
For Paul M. Johnson, at least in retrospect, it started almost too well — “I don’t know but today
seems kinda odd / No barkin’ from the dog, no smog” as Ice Cube examined in ‘93 — but who’s
going to question a spring in their step? Certainly not Johnson, who lately had been able to
make out the words “dead end” on the signs leading to his current job in the drearily sunny
cultural desert known as Phoenix. He’d take what he could get.

But, as with all life-altering moments, this one hit without warning. It hit sharply, with
frightening precision. And Johnson knew things would never be the same — all the clichés he
usually abhorred fit to a T. They fit like a glove. They fit the bill, and Johnson was fit to be fied.

“Ham-tastic.”

The term — indeed, in Johnson’s purist mind it couldn’t be called a word — appeared in a
proof for an ad that Johnson had earlier written for one of his agency’s clients, a low-rent
casino in Carson City, Nevada. The casino, not the kind where you’'d see Charles Barkley
doubling down, was giving away hams leading up to Easter. Johnson had written an
appropriate ad the prior day but, as was his wont, included “extra” headlines for his own
amusement. The kind of droll he’d scrape off the top of his head that was meant for internal
entertainment purposes only. The details aren’t important, Johnson insists, but “ham-tastic”
charmed its way from the account team to the client and into the ad. And now it stared
cheekily at Johnson, who was neither charmed nor hungered by it but, instead, horrified.

“That moment was when | decided to find something new,” said Johnson as he casually
munched on a ham sandwich. “I'd like to work at a proper agency, one with adults.
Or atf least one with little kids who have adult brains. Either way.”
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