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Irun the risk of being
lenounced by the idiots who
hold that any advertising
‘echnique which has been in
use for more than two years is
ipso facto obsolete?

Overture

‘Let us march against Philip

walll yuu U LulL LI tial yuu iuaud It uicauve. 1 wdlll you 1o 1nna 1t so
interesting that you buy the product. When Aeschines spoke, they said,
‘How well he speaks? But when Demosthenes spoke, they said, ‘Let us
march against Philip’

In my Confessions of an Advertising Man, published in 1963, I told the
story of how Ogilvy & Mather came into existence, and set forth the
principles on which our early success had been based. What was then
little more than a creative boutique in New York has since become one of
the four biggest advertising agencies in the world, with 140 offices in 40
countries. Our principles seem to work.

But I am now so old that a French magazine lists me as the only
survivor among a group of men who, they aver, contributed to the
Industrial Revolution — alongside Adam Smith, Edison, Karl Marx,
Rockefeller, Ford and Keynes. Does old age disqualify me from writing
about advertising in today’s world? Or could it be that perspective helps
a man to separate the eternal verities of advertising from its passing
fads?

When I set up shop on Madison Avenue in 1949, I assumed that
advertising would undergo several major changes before I retired. So
far, there has been only one change that can be called major: television
has emerged as the most potent medium for selling most products.

Yes, there have been other changes and I shall describe them, but
their significance has been exaggerated by pundits in search of trendy
labels. For example, the concept of brand images, which I popularized
in 1953, was not really new; Claude Hopkins had described it 20 years
before. The so-called Creative Revolution, usually ascribed to Bill
Bernbach and myselfin the fifties, could equally well have been ascribed
to N.W. Ayer and Young & Rubicam in the thirties.

Meanwhile, most of the advertising techniques which worked
when I wrote Confessions of an Advertising Man still work today.
Consumers still buy products whose advertising promises them value
for money, beauty, nutrition, relief from suffering, social status and so on.
All over the world.

In saying this, I run the risk of being denounced by the idiots who
hold that any advertising technique which has been in use for more than
two years is ipso_facto obsolete. They excoriate slice-of-life commercials,
demonstrations and talking heads, turning a blind eye to the fact that



‘I haterules’

puero, castigalor, censorque minorum.* So what? There have always
noisy lunatics on the fringes of the advertising business. "
stock-in-trade includes ethnic humor, eccentric art direction, conts
for research, and their self-proclaimed genius. They are seldom fi
out, because they gravitate to the kind of clients who, bamboozle
their rhetoric, do not hold them responsible for sales results. *
campaigns find favor at cocktail parties in New York, San Fran
and London but are taken less seriously in Chicago. In the days w.
specialized in posh campaigns for The New Yorker, I was the hero o
coterie, but when I graduated to advertising in mass media and wr
book which extolled the value of research, I became its devil. I cor
myself with the reflection that I have sold more merchandise than
them put together.

I am sometimes attacked for imposing ‘rules’ Nothing cou
further from the truth. I fate rules. All I do is report on how consu
react to different stimuli. I may say to a copywriter, ‘Research s
that commercials with celebrities are below average in persu:
people to buy products. Are you sure you want to use a celebrity?
thata rule? Or I may say to an art director, ‘Research suggests that
set the copy in black type on a white background, more people will
it than if you set it in white type on a black background. A Aint, per
butscarcely a rule.

In 18th-century England, a family of obstetricians built a
practice by delivering babies with a lower rate of infant and mat
mortality than their competitors. They had a secret — and guarc
jealously, until an inquisitive medical student climbed onto the
their delivering room, looked through the skylight and saw the fo
they had invented. The secret was out, to the benefit of all obstetr
and their patients. Today’s obstetricians do not keep their disco
secret, they publish them. I am gratetul to my partners for allowir
to publish mine. But I should add that the occasional opinions expr
in this book do not necessarily reflect the collegial opinions of the ag
which employs me.

This is not a book for readers who think they already knc
there is to be known about advertising. It is for young hopefuls -
veterans who are still in search of ways to improve their batting av
at the cash register.

I write only about aspects of advertising I know from my
experience. That is why this book contains nothing about media,
television or advertising in Japan.

If you think it is a lousy book, you should have seen it befor
partner Joel Raphaelson did his best to de-louse it. Bless you, joel.
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How to produce
advertising that sells

retend you started work this morning in my agency, and that you
have dropped by my office to ask for advice. I will start with some
generalities about how to go about your work. In later chapters 1 will
give you more specific advice on producing advertisements for
magazines, newspapers, television and radio. I ask you to forgive me for
oversimplifying some complicated subjects, and for the dogmatism of
my style — the dogmatism of brevity. We are both in a hurry.
The first thing I have to say is that you may not realize the
magnitude of difference between one advertisement and another. Says
John Caples, the doyen of direct response copywriters:

‘I have seen one advertisement actually sell not twice as much, not
three times as much, but 19% times as much as another. Both
advertisements occupied the same space. Both were run in the
same publication. Both had photographic illustrations. Both had
carefully written copy. The difference was that one used the right
appeal and the other used the wrong appeal*

The wrong advertising can actually reduce the sales of a product. T am
told that George Hay Brown, at one time head of marketing research at
Ford, inserted advertisements in every other copy of the Reader’s Digest.
At the end of the vear, the people who had not been exposed to the
advertising had bought more Fords than those who had.

In another survey it was found that consumption of a certain
brand of beer was lower among people who remembered its advertising
than those who did not. The brewer had spent millions of dollars on
advertising which un-sold his beer.

[ sometimes wonder if there is a tacit conspiracy among clients,
media and agencies to avoid putting advertising to such acid tests.
Everyone involved has a vested interest in prolonging the myth that a/
advertising increases sales to some degree. It doesn’t.

KL hctbad Advacticdnn AMathodilo, Lol £V nlan Danndlan LI 1076



The Ralls-Royce Sileer Cloud—%13,995

“At 60 miles an hour the loudest noise in this
new Rolls-Royce comes from the electric clock”

What makes Rolls-Royce the best car in the world? “There is really no magic about it—
it is merely patient attention to detail,” says an eminent Rolls-Royce engineer.

L “At 60 miles an hour the loudest
noise comes trom the electric clack,”
repurts the Technical Editor of tug
smoror. Three mutllers tune out sound
frequencics — acousticall ¥

2, Livery Rolls-Rovee cngine is run for
seven hours at full throttle befare in-
stallation, and each car is test-driven
for hundreds of miles over varying
road surfaces,

3. The Rolls Rovee is designed as an
owner-driven car. It is eighreen inches
shorter than the largest domestic cars,
4. The car has power steering, power
brakes and auromatic gearshifr, Ie is
very easy to drive and to park, No
chauffeur required.

5. The finished car spends a week in
the final testshop, being hnetuned.

Heve it ie enhisrrad 14 QR comarara an

three years. With a new network of
dealers and parts-depots from Coast
to Coast, service is no 11rc1|1|1'|1'|.

7. The RollsRoyee radiator has never
changed, except thar when Sir | lenry
Rovee died in 1933 the monogram RR
was changed from red to black.

8. The coachwark is given five coats
of primer paint, and hand rubbed he-
tween each coat, before nine coats of
finishing paint go on.

9. By moving a switch on the steering
column, you can adjust the shock-
absarbers to suit road conditions.

10. A picnic table, veneered in French
walnut, slides out from under the
dash. Two more swing out behind the
Frm'll‘ REATS.

11. You can get such optional extras

12 There are three separate systems
of power brakes, two hydraulic and
one mechanical. Damage to one will
not aflect the others. The Bolls-Royee
is a very safe car - and also a very lively
car. It eruises serenely ar cighty hve,
Top speed is in excess of 100 m.p.h.

13. The Bentley is made by Rolls
Royee, Except for the radiatars, they
are identical motar cars, manufactured
by the same engineers in the same
works, People who teel diffident
about driving a Rolls-Royee can buy
a Bentley.

rice, The RollsRoyee illustrated in
this advertisement - f.o.b, principal

ports of entry —costs $13,993,

If wou would like the |'|_'\\,':l1'r]1'11c__{
experience of driving a Rolls Bovee or



Left Before [ wrote this— the most famous
of all automobile ads — 1 did my homework.
It ran only in two newspapers and two
magazines, at a cost of 825,000. The
following year, Ford based their mulli-
million dollar campaign on the claim that
their car was even quieter than a Rolls.
Below 1 resigned the Rolls-Royce account
when they sent five hundred defective cars to
the United States. Tivo years later we look
Mercedes, and sent a team to interview their
engineers in Stuttgart. From this sprang a
campaign of long factual adveriisements
which increased sales from 10,000 cars a
year to 40,000.

Below right When I got a margarine
account, I was under the impression that
margarine was made from coal. Tén days
reading the literature taught me otherwise.

YOU QOIL Stalitt @ tiiintd 9 vialict Ul Proaucing SuCCessiul auvel usiiiy
unless you start by doing your homework. I have always found this
extremely tedious, but there is no substitute for it.

First, study the product you are going to advertise. The more you
know about it, the more likely you are to come up with a big idea for
selling it. When I got the Rolls-Royce account, I spent three weeks
reading about the car and came across a statement that ‘at sixty miles an
hour, the loudest noise comes from the electric clock’ This became the
headline, and it was followed by 607 words of factual copy.

Later, when I got the Mercedes account, I sent a team to the
Daimler-Benz headquarters in Stuttgart. They spent three weeks
taping interviews with the engineers. From this came a campaign of
long, factual advertisements which increased Mercedes sales in the
United States from 10,000 cars a year to 40,000.

When I was asked to do the advertising for Good Luck margarine,
I was under the impression that margarine was made from coal. But ten
days’ reading enabled me to write a factual advertisement which
worked.

Same thing with Shell gasoline. A briefing from the client revealed
something which came as a surprise to me; that gasoline has several
ingredients, including Platformate, which increases mileage. The

@

You give up things when
you buy the Mercedes-Benz 230S. Things like
rattles, rust, and shabby workmanship.

A challenge to women who would
never dream of serving margarine

Lever Brothers defy you to tell the difference between
GOOD LUCK margarine and you-know-what

EAVE us face it. We know dozens
L of women who wouldn't put
argarine on their tables for all the
a in China.
We don't blame these persnickety
people, not one bit. As a matier of
fact, our own wife used to be the

same way. Her prejudice against
margarine dated back to her child
hood, when she was given old-fash.
ioned olco. Tt was made of beef-fat—
and tasted perfectly awful

Last week she tasted our new gold
en Goon Luck. To tell you the truth
shekad to taste it, because we work for
Lever Brothers and our wife
which side her bread s mar
on. Our consort was flabbergn

“Here,” she said, “is something to
be proud of. 1 would never have
known that it was margarine, This
stuff is in a class by itsclf. From now

withantiquemolds—liké youscchere,

They looked very chic—more chic
than anything else on our table, in-
cluding the family Lowestoft.

After dinne- we let the cat out of
the bag. Nobody could believe that
they had been eating margaime
They had been taken in, completely
and ‘absolutely, every man jack of
them. And they loved it!

We made cight converts to Goob
Luck that night.

Top Secret Research

The inside story behind this new
Goon Luck isabsolutely fascinating.

Lever Brothers set out to produce
amargarine which could holdits own
with youknow-what. A margarine
which the most snobbish feeders
would be happy to gobble on their
crumpets. A margarine which would
be indistinguishable — cven when
melied for lobster or artichokes. In
short, a fable margarine

Tt took fourtcer years of top secret

MGG s, e 1y noung
“synthetic” about Goop LUck.

Farmers’ Wives Switch

We never expected to see farmers
switch to margarine, We thought

| they would be the last to see the

light.
But the truly astonishing fact is

B his: in those rural arcas where we
§  havealready introduced Goob Luck

in a quict way, thousands of farmers
wives are now serving this new gold-
en glory at every meal. Even fheir
hushands can't tell the difference!

Believe it or not, American farm.
ers are now eating almost as much
margarine as city folks. Shrewd souls,
those farmers’ wives.

Pasteurized Milk
We add thousands of gallons of the
finest skim milk to Goon Luck. We
also put about 15,000 units of Vita-
min A in every golden pound—which
is more thart you get in thirty glasses
of Grade A milk. More than you get
in two dozen fresh farm eggs.

T'hese vitamins will build up your
resistance to colds. And if you have
children, our Vitamin A will make
them sironger

Itis hard to think of anything you
could give children which would do
them more good. According to the
doctors, Goop Luck provides about
twice the encigy of beclsteak.

Save 50¢ a Pound
Take our word for it, GOOD LUCK is
in a class by itself, really and truly.

One bite, and you will get over your
expensive prejudice against marga-
rine

(We know a Greenwich child who
sat down and ate a quarter of a
pound of Goop Luck —saight.)

Goop Luck will save you as much
as 50 cents a pound—cnough to give
NEW YORKER subscriptions to all
your best Iriends,

ds of our wife, don't be




soap ola-lasioned! |

New bath and toilet bar

creams you
while vou hathe,

ﬂw‘ 18 good for vour skin

Above ! posttioned Dwe as a toilet bar for
women with dry skin. and used a promise
which had won i test: *Dove creams vour
skin while vou bathe.

Right Robert Townsend. the eccentric head
of Auvis, asked me to do his advertising.

When conflict with another client forced me
[EARE AN J PT ey s DR B i 7 o

INURDET £, Yok (ry Rarder. O else.  fuy
diabolical positioning made life miserable
Jor Hertz, who was Number 1.

Opposite Doyle Dane Bernbach
positioned Volkswagen as a protest against
Detrou, thereby making the Beetle a cull
among non-conformusts. The copyroriter was
Julian Koenig, the art director Helmut
Krone. Sales of the car went up to 500,000

Cars a year.

If you are too lazy to do this kind of homework, you
0((&51{111(111\ luck into a successtul u:amp;uqn but vou will run the r
5k|(1(11]1g about on what my brother Francis called "the slippery s
ol irrelevant brilliance! y

Your next chore is to find out what kind ol advertising
competitors have been doing for similar products, and with:
success. This will give you your bearings.

Now comes research among consumers. I'ind out how they
about your kind of product, what language they use when they di
the subject, what attributes are important to them, and what promise
be most likely to make them buy your brand.

If you cannot afford the services of professionals to do
rescarch, do it yourselll Informal conversations with half-a-c
housewives can sometimes help a copywriter more than formal su
in which he does not participate.

Positioning

Now consider how you want o *position’ your product. This cur
verb 1s in great favor among marketing CXperts, but no two of t
agree what it means. My own definition is “what the product does,
who it is for’ T could have [Klbl[l()]l{‘d Dove as a detergent bar for
with dirty hands, but chose instead to position it as a toilet ba
women withdry skin. This is still working 25 years later.

In Norway, the SAAB car had no measurable profile.
positioned it as a car for winter. Three vears later it was voted the bes
for Norwegian winters.

Ib advertise a car that looked like an orthopedic boot would |
defeated me. But Bill Bernbach and his merry men pmm:
Volkswagen as a pmlvst against the vulgarity of Detroit cars in t
days, thercby making the Beete a cult among those Americans
eschew conspicuous consumption.

Avis is only No.2

W try harder

Lirehe fishy have to e mnving all of
thet 1w bigones never stogs jaicking
E (G

an then

e all abont the probleins of

Iy M2 i rent a cars Wil be
vl bl up if we didit tey barder

'Ihlu\-uun:.l Forr s,

rwindshicld

can't be anything less than

i fish, vou won'e feel like a
sardine whe CRRTTE
W're not famied with customers.

(When vou're not e biggest,
o b to,)
W just can't adlurd direy ash

O low tir
scat a<I||Nu:. that adjust. Hea
cos that defrost.

Olwiously, the thing we try hardest for i just to be

Ao B start o ol right with a aew car like a fively,

super-targue Baed, anil a pleasant smile. Te let v
sy where you can geta good. hot pasteami sandwich
in Bruduih.

Why?

Because we can't affurd to take vou for granted.

Gio with us nest time,

The line at our counter is churter,




Our little car isn't so much of a novelty
any more.

A couple of dozen college kids don't
try to squeeze inside it.

The guy at the gas station doesn't ask
where the gas goes.

Nobody even stares at our shape.

In fact, some people who drive our little

flivver don't even think 32 miles to the gal-
lon is going any great guns.

Or using five pints of oil instead of five
quarts.

Or never needing anti-freeze.

Or racking up 40,000 miles on a set of
tires.

That's because once you get used to

© 1962 VOLKSWAGEN OF AMERICA, INC.

some of our economies, you don't even
think about them any more.
Except when you squeeze into a small
parking spot. Or renew your small insur-
ance. Or pay a small repair bill.
Or trade in your old VW for a
new one.
Think it over.































































































































