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Inside the Minds. The Art of Advertising isthe most authoritative book ever written on the essentias behind
building successful brands and implementing creative communications solutions. Thistitle feetures the founders,
presidents and CEOs from some of the country sleading advertising agencies, who have each contributed chapters
akin to object, experience-related white papers or essays on the core issues surrounding successin such a
competitive market. In an over-arching aswell asin-depth presentation of the fundamentals, authors articulate the
unspoken rules and the important issues facing any agency now, and what will hold true in the future. From effective
branding strategiesto industry trends and chalenges, thistitle pulls readers through al facets of advertising, from
beginning to end. The difference niches represented and the various perspectives presented enable readersto redly
get insde the great minds of advertisng and glean practical advice, asthe experts go back to basicsin amust-read
for anyone interested in thisdynamic, unique industry.



This document is created with the unregistered version of CHM2PDF Pilot

Insidethe Minds The Art of
Advertising Leading Advertising
CEOson Generating Creative

Campaigns & Building Successful
Brands

www.InsdeTheMinds.com

Aspatore Booksisthe largest and most exclusive publisher of C-Level executives (CEO, CFO, CTO, CMO,
Partner) from the world's most respected companies. Agpatore annually publishes C-Level executivesfrom over haf
the Global 500, top 250 professond servicesfirms, law firms (MPs/Chairs), and other leading companies of al sizes.
By focusing on publishing only C-Leve executives, Aspatore provides professonds of dl levelswith proven business
intelligence from industry ingders, rather than relying on the knowledge of unknown authors and analysts. Aspatore
Booksis committed to publishing a highly innovative line of business books, redefining and expanding the meaning of
such books as indispensable resources for professondsof al levels. In addition to individua best-salling business
titles, Aspatore Books publishes the following unique lines of business books: Insde the Minds, Business Bibles,
Bigwig Briefs, C-Leve Business Review (Quarterly), Book Binders, ExecRecs, and The C-Leve Test, innovative
resources for al professonds. Aspatoreisaprivately held company headquartered in Boston, M assachusetts, with
employees around the world.

InsdetheMinds

Thecritically acclamed Inside the Minds series provides readers of al levelswith proven businessintelligence from
C-Leve executives (CEO, CFO, CTO, CMO, Partner) from the world's most respected companies. Each chapter
Is comparable to awhite paper or essay and is afuture-oriented look at where an industry/professon/topic is heading
and the most important issues for future success. Each author has been carefully chosen through an exhaustive
selection process by the Inside the Minds editoria board to write achapter for this book. Inside the Minds was
conceived in order to give readers actud ingghtsinto the leading minds of business executives worldwide. Because
so few books or other publications are actudly written by executivesin industry, Inside the Minds presents an
unprecedented look at various industries and professions never before available.

Published by Aspatore, Inc.

For corrections, company/title updates, comments or any other inquiries please email info@aspatore.com.

Firg Printing, 2003


http://www.InsideTheMinds.com
mailto:info@aspatore.com

This document is created with the unregistered version of CHM2PDF Pilot
10987654321

Copyright © 2003 by Aspatore, Inc. All rights reserved. Printed in the United States of America. No part of this
publication may be reproduced or distributed in any form or by any means, or stored in a database or retrieval
system, except as permitted under Sections 107 or 108 of the United States Copyright Act, without prior written
permission of the publisher.

ISBN 1-58762-231-9

Inside the Minds Managing Editor, Carolyn Murphy, Edited by MichaglaFals, Proofread by Stephanie Afonso,
Cover design by Scott Rattray & lan Mazie

Materid in thisbook isfor educationa purposes only. Thisbook is sold with the understanding that neither any of the
authors or the publisher is engaged in rendering medical, legd, accounting, investment, or any other professona
sarvice. For legal advice, please consult your persona lawyer.

Thisbook is printed on acid free paper.

A specid thanksto al the individuals that made this book possible.

The views expressed by theindividuasin thisbook (or theindividuas on the cover) do not necessarily reflect the
views shared by the companies they are employed by (or the companies mentioned in this book). The companies
referenced may not be the same company that the individual worksfor since the publishing of this book.
Acknowledgements and Dedications

Paul Allen We would like to thank the clients and staff of Allen & Gerritsen.

Jordan Zimmerman Many thanks to the individuals who contributed to my chapter Zev Auerbach,
Courtney Bunnell, Vince Coppola, Ron Fabbro, Richie Kahn and Pat Patregnani



This document is created with the unregistered version of CHM2PDF Pilot

Brandtailing Advertising at the
Speed of Smart

Jordan Zimmerman
Zimmerman & Partners Advertising
CEO & Chairman

Succeeding in Advertising

Show me asuccessful client, and | 11 show you a successful agency. Successin advertisng is connected ultimately to
the success of the client. At Zimmerman & Partners Advertising, we embrace that principle. To be successful, you
must be involved. Y ou must take the time to learn your client s business and brand attributes well. Let the client know
that you care as much about the business as he or she does. Anayze the business, its chief competitors, its unique
culture, mission, vison and trends of the category it sin. Most importantly, stay focused on brand attributes upon
which the client can build. Be sngle minded. Literally. Don t throw many attributes out there in the hope they |l take
away just one. Be certain the one isthe one you want them to take away. If you don t know your client sbusiness
intimately, you are likely to focus on attributes that redlly aren t important to the consumer, often at theclient s
request. It syour uncomfortable obligation to be honest and say, That s an attribute that has no meaning to the
consumer. Recommend what is right for the business, what is supported by logic, research and solid, strategic
thinking; that which differentiates your brand from the competition. Only then can you communicate in acompelling
manner. Only then can you cut through the clutter and attract the interest and attention the client needsto grow its
business. For more than 25 years, this has been my strategy for success.

Five not-so-easy piecesto success

There arefive essentid skill setsin advertising. Thefirgt isaccountability. The bar is set with the client sbusiness
objectives. Then weraiseit afew notches higher. Our philosophy isthat image-building and branding must ways be
balanced againgt the need to ddliver on the bottom line. Advertisng isameansto an end, not an end in itsdlf.
Successful clients make the best clients; we want to create brand leaders clients with skyrocketing sales and sparkling
credtive.

The second essentid skill ismediasavvy. With mediafragmentation increasing exponentialy, each medium must be
understood for what it isredly capable of delivering. It must be targeted precisaly and assessed with the end user in
mind. Aswith creetive, media planning and placement must build the client sbusiness.

Thethird essentid kill isunyielding commitment. Y ou are more than the agency; you must be an evangdlis,
preaching the virtues of your client to your staff, your client s staff and the public. We must be committed advocates
aswell as dedicated business partners. The entrepreneuria approach that we apply to each of our clients businesses
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must be evident in every phase of the advertising development, from planning to creative to execution. No task istoo
big and, equally important, no job too small. It isaso crucid to be proactive. It isessentid to deliver more than what
the client asksfor.

The fourth essentid skill isto be disciplined. At Zimmerman & Partners, we assist clientsin focusing on the
compelling, differentiating salling points that induce consumer condderation. We must never lose sight of that focus as
we move from crestive development through media planning and execution. We seek to reach targeted consumers
with an effective, focused communication to which they will respond. Say onething. Say it well. Say it often.

Thefifth essentid skill iscregtivity, the art of being inventive and imaginative. We must goply credtivity to everything
we do tirdesdy exploring innovative ways to communicate the brand sdlling point in ameaningful, relevant way. A
message has to break through and resonate with the consumer to be successful. Consumers are not waiting for your
message. Y ou must ddliver it to them in an unexpected manner. Cregtive has an aftershock. It will befdt long after it
stops running. When that happens, you ve done your job. That s credtivity you can't put a price on.
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Advertising and Branding

Advertising dlows you to communicate a salient message to alarge group of consumers faster than any other form of
communication. It allows you to truly connect with the consumer; it gives you an opportunity to develop an ongoing
rel ationship between the consumer and abrand. At its best, advertisng will create a sense of urgency for the
consumer, an awvareness often honest and accurate that there are products, places, styles or senshilitiesthat cry out
for action or attention.

Breskthrough ideas might appear to be instant or impulsive, but they are not. They are based on sound strategy,
outstanding visuas and copy, and the correct gpplication of timing and media. The art isin ensuring that dl eements
of communication work together so that the end result is more powerful and effective. It slike conducting a
symphony orchestradl the instruments working together, the timing just right to make beautiful music. In the world of
advertising, thisisatotal business solution. We don t see ourselvesasan advertisng agency. We re the conductors
helping orchestrate a business success.

There are various styles of advertising asoft sell or ahard sdll, a subtle approach or a blatant approach, an
informative style or amodern and edgy one. Style will dways change: with the product or service you are sdlling; with
thetiming of the message; with the medium you are using. Style will dso be influenced by thelife stage of the brand.

Y ou can use different styles of advertising with a mature brand like Coca-Cola, more than you can with anew brand
or onethat isdeclining or haslost itsway. Theimportant thing isfinding the right balance between defining abrand
and ddlivering next-day sales. Thetrue craft isin identifying waysto interest consumersin what isbeing offered. A
cregtive srategy can put you on the right course, but in aworld filled with clutter and distractions you must develop
communications that capture consumer attention and interest. The key isdelivering the selling point in an interesting,
sngle-minded, non-contrived manner. Some advertising sals brands. Great advertising a so builds them.

Assuming aclient s product or service meets animmediate or unfulfilled future need, it must ddliver on three or four
atributes differentiating it from whatever eseisout there. Let stake our client Nissan asan example. Nissan sdllsa
basic commodity: cars. However, Nissan not only ddlivers exceptional value, it understands how to differentiate itsalf
from the competition, employing persuasive messaging that hits at the core audience s relevant needs. However, there
isanother level of understanding here: Nissan is smart about building cars because it understands through relevant
research what potential customers need and what they want. At Zimmerman & Partners, it sour job to identify those
core attributes match them with consumer desire and bring them to lifein our advertisng and marketing campaigns.
Asaresult, during the consumer s consideration process, Nissan ranks high on the shopping list. We know what
triggers aconsumer s desire beyond price point alone. We don t want to get caught up in aprice game; like Nissan,
we must be strategically smarter than that by promoting exceptiond qudlity at affordable prices advertisng to both the
heart and the mind.

Once abrand s core attributes are defined, the message must be communicated to generate customer awarenessa
message that incorporates the basic tenets of the brand promise: quality, price, customer-service and follow-up. This
must al be done on aconsstent basiswith thelong term in mind. Great brands are not fads. A great brand is just that
abrand that understands how to differentiate itself and become a consumer presence.

Today, disciplinein advertisng isvitaly important because of the intensaly competitive environment and the need for
immediate results. Discipline means being true to a brand s strategy and staying focused. Too often we see
advertising that is so off strategicaly it doesirreparable harm to abrand. Often this happens because a concept
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perceived as exciting or breakthrough isactually confusing, unfocused and lacking in clarity. The brand losesits
way and its potentia customers because of alack of discipline. We believethat if we understand and define what a
brand stands for, who the consumers are, and what key attributes they are seeking, we will aways be on strategy.

Of course, for abrand to break through, it must meet avadid, relevant consumer need. The message then must be
focused and single-minded, so that the consumer takeaway is clear and ditinct. Second, there must be enough of the
right message ddlivered to the right target audience in the right medium to be remembered. The products or service
must ddliver on the promise.

Gresat brands have the ability to manifest themsdlves through different styles and different copy points aslong asthe
brand s core message is consstent. In ahighly fragmented market with highly targeted media specidty publications,
cabletelevison, or specific-format radio stations we can ddliver different styles of messaging to the marketplace and
lessen the risk of sending amixed message. The trouble starts when the product does not deliver on the attributes
communicated or when the attributes are far removed from how the product is perceived in the marketplace. At
Zimmerman & Partnerswe never sacrifice clarity for the sake of style or execution.

However, it sour experience that the core component of the brand message must contain some specific, consistent
elements. For example, we have been instrumental in helping one of our clients, Lennar Homes, build on its concept
cadled El Everything sIncluded. Consumers are often frustrated walking into new homes that are absol utely
gorgeous, deciding to buy one, then discovering that everything in the modd is an expensve upgrade. Our ideawith
Lennar Homes wasto give them apoint of differentiation: When you walk into the model, what you seeiswhat you
get. It saffordable. Wall Street loved the idea, and analysts said El was one of the most successful conceptsin the
housing category. Y ou walk into aLennar home and everything sincluded, but you also get top-quaity merchandise
instead of having to upgrade it yoursdf, incurring that incremental cost. The house might be alittle more expensive,
but ultimately you re getting more vaue. This has proven quite successful for Lennar Homes: They realeading
homebuilder in the United States today and aWall Street darling. Their stock has continued to grow, even in these
risky times. It sal dueto differentiating themsalves with a concept that reaches consumersin their hearts, their minds,
and most importantly their pocketsa vaue story that was most valuableto Lennar.

In my opinion, it issignificantly harder to achieve thiskind of breakthrough today. Sectors are busier, and substitutes
and competitors can come to market faster today than in the past so fast, it salmost scary. The proliferation of media
options requires asmarter gpproach today than it did just afew years ago. Think about it: We used to have three
networks, ABC, CBS, and NBC. Today the range of options, given cable and satdllitetelevison, isunbelievable.
There used to be afew key publications, radio, and no online media Today everything iscoming at you. Inthe
wrong hands, multi-media can dilute amessage. In the right hands, you can hammer it home.
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Growing or Killinga Brand

It isimportant to understand the life cycle of acategory, abrand, and a product to take a brand to the next level and
drive long-term success. New brands must establish aniche. A mature brand must find new life, possibly by
reinventing itself through extensons or by cresting anew identity that connects with today s consumers. Finding more
core customers or finding new customersfor the brand are challenges that require different approaches. Building on
your strengths with customers who truly like and need your product is easier than developing anew customer group.
It is mandatory to constantly refresh your consumer data and research to keep up with the trends. Things are moving
faster today than ever before; consumers are smarter than ever.

Whilefinding new customer segments, thereis ways the chalenge of not offending current customerswhile building
the brand with the new target group that may have different core needs and require a different advertising approach.
For example, Oldsmobile had alongtime hold on its market segment. The market inevitably became older and older.
At that time, Oldsmobile decided to runa Thisisnot your father s Oldsmobile campaign. What happened? Not only
did it not attract anew audience, it turned off its core audience. The result, Oldsmobile declined as abrand.

We have ahandful of brands around today that will stand the test of time. Coke is one. Ford might be another, but it
will take someluck, some very smart brand and business management, and no crisis Situations. Who would have
thought Arthur Andersen would disappear? Who could have foreseen the Goodyear tire fiasco with the Ford
Explorer? Brands must be nimble; their sewards must know how to evolve and have the commitment to make the
changes necessary to continue to be greet. It isimportant to react quickly, but you must move at the speed of smart.

Typically, what kills an established brand is bad management, lack of foresight and vison stewards who have
become complacent and don t take risks or have alowed the product to |ose its connection to the consumer. Bad
product, marketing or pricing decisions can kill abrand over time. Environmenta and ethica issues can kill abrand
overnight. A discontinuity will kill abrand today. No one knows what unfulfilled need is around the corner that will
allow consumers to substitute one product for another. Tic Tacs appeared and eroded Dentyne s market share
overnight. Dentyne never saw it coming.

If some of abrand s core attributes have become less relevant to today s consumer, then abrand will have to
reinvent itsalf to survive and grow. It isusudly atougher challenge to invent anew brand completely. If abrand hasa
strong but eroding foundation, it has a baseto build on. Evolving abrand doesn t necessarily mean acomplete
reinvention. Budweiser isagood example of abrand staying fresh in its gpproach without congtantly reinventing itself.
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Advertising Pitfalls

There arefour main pitfdlsin advertisng. Thefirg isgrategic: alack of drategic foundation and focus, amismatch of
target and product; abland, vanilla positioning platform; alack of differentiation and alack of rdlevance. It sjust like
life: It sgood to know what you want to say before you open your mouth.

There are credtive pitfalls. These include trying to communicate too many attributes that mean little to the consumer,
which, in asense, isadrategic shortcoming. There splaying it safe. Safeis not what makes great brands. Safeis not
what inspires consumersto buy grest brands. Safe is not where we as advertising agencies want to be. Safewon't
change anything. There slack of style, interest, and the hard to define ability to cut through clutter. If you dont have
syleinyour advertisng, it isn tinteresting, it can t cut through clutter, and you are wasting your client sdollar. Y our
client, by the way, should look for anew agency.

Third, there are media pitfals especidly spending too thinly. Wetalk alot about frequency. We are hit with
thousands of different messages every day. How can we respond? Frequency is the future of advertisng and
marketing. Spreading yourself too thinly prevents you from having the kind of frequency you need to drivesdes. It s
inefficient spending. Mediathat whispersisnt heard. If you don t have many dollarsto spend, don t spread them too
thinly. Instead, spend in appropriate channels. If we re not effective in our targeting, we rewon t be effectivein
delivering the resultsfor the client. The most creative, compelling messageis usdlessif nobody is hearing or seeing it.

Findly, there are measurement pitfals. Measurement tools are not in place, redigtic yet achievable goasare not s,
an audit is not completed. Y ou have to know what sworking and what s not working. At Zimmerman & Partners,
we have designed proprietary programs such as Ztrac, ared time Internet-based platform that tracks traditiona
medias and enables usto monitor our client s progress. Ultimately, successful advertisng islike ajourney: Y ou need
amap to arrive at adegtination; you need markers, warning of detours and impassable roads. Without measurement,
there are no markers, nothing to direct you to your destination or warn you of the cliff up ahead. Stay aggressive.
There should dways be asat god but never afinishline.
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Budgeting and ROI

Wework with large budgets, smal ones, and othersin the middle. The secret in making abudget work is resource
allocation: Focus on those areas that have the greatest efficiencies and effectiveness given the size of the budget you
have. If you have the resources, atruly integrated approach alows you to be persuasive with the message and to hit
your target customers whomever, whenever and wherever they may be. Y ou can spend money on extensive research
and preparing to deliver your message. Y ou can put the right systems and processesin place to effectively track and
measure the advertising. Y ou can set atrue customer relationship management program in place and have thetimeto
get it right through testing and refinement. Having the ability to use interactive mediaalows you to be ahead of the
curve before your competitors have a chance to either understand or test these approaches themsalves. | believe that
if you have the time and the money, anything can be accomplished because you can lead yourself srategically from
the beginning to the end with very little risk. But ways remember, having dl the money in the world and smply
throwing it a a problem will not solveit you sill haveto am.

If spending isafactor, radio isan extremely effectivetool. The key with smaller budgetsisto focus, prioritize, and not
try to do too much. All too often we see clients with very small budgets who want to compete against companieswith
much larger market share. Copycatting is not an effective tactic for penetrating amarket, particularly with asmall
budget. Often, however, you can break through using radio, amedium that has not been used effectively even by the
bigger ad agencies. Radio is highly effective on a cost-per-point basis. Most importantly, it works and isagood
responsive medium. Some reasons. drive timesin the United States have not become shorter; they ve become longer.
People have become more infatuated with radiof/traffic reports/news bulletins than ever before, and offer a captive
audience. Our job isto have an effective communication strategy to bresk through on the radio.

At Zimmerman & Partners, we measure return on investment through saes, saes, sales. The questionsto ask are:
Did the cash regigter ring? Did we ddliver sdesrevenuein an affordable and profitable way? Did we ddliver market
share? Did we become the talk and the preference? If we did, then we were successful on dl fronts.

A successful advertising campaign accomplishes the stated objectives and beats them. Objectives are ¢,
measurement parameters are defined, and acampaign is developed, launched, and measured accordingly. Intuitively,
asuccessful campaign is one that effectively reaches target audiencesin amemorable, compelling way and motivates
them to act with immediacy. We don t have time to wait for them to act. What we do must inspire them to act now.
Wemugt hit at the heartstrings, i.e. forge an emotiona connection, with the products we re moving. Advertisng is not
entertainment; it isasdestool.

The old adage of whether the cup is half full or half empty no longer holdsin today sbusiness climate. Our clientsare
demanding their advertisng must work, and it must work now. They don t have the time or the marketing dollarsto
waste waiting for amarketing message to sink in and then wait even longer for it to eventudly drive sdes. Itisdl
about accountability, more o than ever beforein our indudtry. | likeit. It smore fun, more chalenging, and at the
same time you see your results enhance your own bottom line.

Ultimately, it al comes back to the client. We always have to keep the best interests of the client inmind. Itisnt
about the agency. It isnt about winning awards. It s about our client sbusiness. They hired us as an advertisng
agency to do onething: to help their business, to grow their brand strategicaly. So we need to learn to manage their
budgets and spend their money likeit is our own. Then we need to measure results, as much as we monitor our own
return on investment. If we are not achieving the results, we need to learn why and not make that same mistake again.
Thebottom lineisthat it dll comes down to their bottom line, period. End of story.
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The necessity of accountability will continue to strengthen until it becomes top-of-mind for agenciesand clients. More
and more agencies will have to quantify the impact they are having on their clients businesses. They will haveto
illugtrate specifically how advertising initiatives are advancing company goas. Smply creating adswill not be enough
for agencies to succeed. Agencieswill need to go further and develop nontraditional waysto grow clients

businesses. Thisincludes ddlivering dternative marketing initiatives and providing strategic ingght on how dlientscan
grow and run their businesses, beit through line extensons, acquisitions, or distribution channd expansion. Agencies
need to show they are vauable business partnersthat share clients gods rather than pursue their own goals as
agencies. They need to show they are true Strategic partners present every step of the way, giving their clients
guidance and aview from outside their networks. Smart clients and confident agencieswill tie compensation
programs directly to results.
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Changesin the Industry

Five years ago, many people saw the Internet and technology as the future of selling. What we ve learned isthat the
consumer has used it to be more informed and educated, to make more of arationa decision about the products or
sarvices he or shewantsto buy. It allows advertisersto interact with end usersin the privacy of their homes or offices
and on their own timetables. It allows usto track quickly the dynamics of fast-changing markets and to react on our
clients behalves. It dlows usto track and measure the effectiveness of our advertisng campaignsin red time.

The Internet will continue to grow and be important in some industries and with some products and brands.
Technology will continue to evolve, and we |l use those innovations that make us more productive and effectivein
what we do. However, using technology just for the sake of being leading edge is counterproductive as evidenced by
the soaring bankruptcies, poor performance, and increasing client resistance to the overstated promise of the Internet
and interactive agencies. Like strong crestive, technology isatool, not an end in itsdlf.

Technology isan enabler throughout al stages of the advertising process, from crestive development to the ddlivery
of advertising to measurement and tracking. Technology has changed the peed and qudity of the advertising we
ddiver. For example, we can now record in our studios voice or music taent from around the world to be used in
our commercias. At Zimmerman & Partners, we house our own studios so we can do it better, faster, and more
affordably for our clients. We can record a saxophone player in Los Angeles, voice taent in Detroit, and somebody
elsein Europedl at the sametime with digita qudity. It sbecome part of the dynamic world we live in today.
Technology alows usto react, to make changesin our work in amatter of minutes rather than days.

Broadband is a so-called disruptive technology from an advertising perspective, i.e., it will interrupt or dramatically
change the way we do things. It is taking some time to gain wide acceptance and achieve critical mass but will
become, among other things, the fourth pillar of the mediaworld. It playsarolein advertisng on demand. Other
upcoming applications of technology include animation and robotics. Animation is not currently at a cost-effective
stage and is not redlistic enough to use extensvely in commercidsin place of human talent. Roboticswill one day
alow usto shoot TV commercidsin placeswe could never go, or do thingswe can only imagine.

In the future, advertisng will become even more persuasive and aso optiona. Consumerswill be able to shut out
irrelevant or incomprehensible messages. Well be given more opportunities to accept only messages we want to
receive, whether broadcast or online. We will aso be able to program the types of ads we want. If we like humorous
ads, well see only humorous ads. At some future point, the agency will need to target carefully and make sure
messages are clear, relevant, and desirable to audiences, knowing that they will be able to pick and choose.

Inthe next five years, advertisng will be faster, higher quality, and more targeted. True one-on-one marketing means
adifferent message communicated to every consumer. Well move abit closer to that over the next five years, which
means advertising executives will have to stay on top of their game and everyone €lse s game that much more.

Advertisng isafun, but challenging business. Today the consumer wants more and more; that need must be served,
as every market sector becomes more competitive. There were four or so brandsin the automotive sector in 1956.
Today there are more than 30 brands and the same istruein other sectors. It isextremely difficult to be dominant:

Y ou have to be smart to be the best in a splintered market. Clientswon t stay for the wrong reasons. Thebrand is
thelifeblood of any corporation. It isup to the adverting agency to grow, defend, and support its promise.

Jordan Zimmerman is Chief Executive Officer and Chairman of the board of Zimmerman & Partners
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Advertising.

At age eight he started the only greeting card sales route in New Jersey and for the next three years went
door-to-door selling good wishes and holiday cheer. He sold the venture at age 11, turning hisfirst profit.

The next year, he built a newspaper delivery empire that employed other neighborhood kids and expanded
operating efficiency and customer satisfaction. The experience taught him that building a successful business
isateam sport; you just cant do it alone.

While working with NIDA during his senior year of college, Zimmerman recognized the true power of words
when a girl in a focus group on drug abuse responded with, | just say no. Consequently, he led the Just Say
No marketing initiative during the Carter administration (one of the most recognizable anti-drug campaigns
to date). He founded Zimmerman & Partners Advertising in 1984.

Today, his advertising agency is one of the largest and most successful in the United Sates. Coining the
phrase Brandtailing, Zimmerman effectively merged the elements of branding and retailing to develop an
advertising discipline that creates positive long-term brand identity, as well as short-termretail results.
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Breakthrough Advertising A Mix
of Science & Art

Ernest W. Bromley
Bromley Communications
Chairman & CEO

The Art of Advertising

Advertisngisamix of science and art. Most companies gpproach marketing problemsinthesameway weal doa
certain leve of copy testing, using qualitative and/or quantitative research techniques. That isthe science side of it.
Theartisintheidesas. It sin being able to see something that others don t see and to devel op crestive ideas around
it. Theresalot of art to that. It snot just something you can wake up one morning and do.

There are some fundamental rules which successful advertisng must follow. First, you need to understand the brand
you re about to take on. Ask questions such as. What are its core equities? Who are the brand s consumers? From
there, you need to understand the consumers and observe how that brand fitsinto their lives and their day-to-day
routines. Once you ve got that, you can develop astrong, critical consumer insgght. Then marry that insgght with the
core equities of the brand. That way the insight becomes brand-centric. After that, you provide a strong crestive brief
that helps the creative understand the brand, the barriers the brand might face, and exactly what it isthat the
advertisng should do.

In reviewing the cregtive sidess, it isimportant that you keep in mind whether they redlly deliver on the marketing
Strategy. Y ou need to set aside your own tastes and put yoursdlf in the consumer s shoes, because nine times out of
10 you aren t the target consumer anyway. Ask, Will thisidea connect to the consumer? Once you ve completed
your review, take theideasto the client. Y ou have to listen to the client, becauseitsjob isto protect the core equities
of the brand. The client needsto fed comfortable, but aso needsto judge the ideathe way you did  will it connect?
Y ou need to cut through the clutter, engage the consumers, and persuade them to take an action or purchase the
product. At the end of the process, you need to get the results and learn from them. Don t be disheartened if the
results are negative: Understand what went wrong. If the process worked well, understand what made it successful
and keep it going.

To succeed in the advertising business, you must be able to see opportunity in the abstract and then, you must make
it rel. From there, you devel op crestive ideas that will serve as vehiclesto communicate and generate aresponse.

To bearedly good cregtive, you haveto experience alot of things read alot, seealot of movies, tak to alot of
people. When you gtart to think out solutions, it sreally asubset of your experiences. Y ou need to be someone with
awide range of experiences and who finds it easy to come up with crestive ideas or solutionsto problems. Thisis
very hard work, but the people who areredly creative make it seem ssimple. A lot of people burn out; coming up
with afresh ideaevery day istough. To do it for years, there hasto be alevel of passon and love.
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Y ou dso haveto stay on top of theindustry. | do this by attending seminars. We review creative work done by our
competition, which isavailable on the Internet. We re constantly reading up on what s happening in the industry
through trade publications, aswell asour clients trade publications. We re forever sudents. If you dont remain a
student, you Il go out of business. Learning cant stop.
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Breaking Through

Good breakthrough advertising has amoment of pure magic to it. It finds away to engage the target consumer. One
key to doing thisis by generating some clevernessin the ad. It can comein any number of ways through drama,
humor, the use of music, offering adice of life, or some sort of technological specid effects.

Theclientisakey part of thisprocess. A campaign cant be truly successful unlessthe client understands the process
and becomes a partner init. The client also needs to be willing to take afew risks, to approach the market in fresh
ways. If aclient isvery averseto risk, they should expect the same results they ve been getting for the past few years.
A fair amount of risk taking is necessary. It takes research to convince askeptical client that this creetive idea could
resonate with consumers. Research gives the project agood sense of direction and helps people fed they have a
solid ideaworth taking to consumers. It helps minimize risks for both the client and the agency.

A new campaign, however, isn t without its challenges. The biggest chalengeisto fully understand the brand, its core
equities, the consumer, and where the brand ranks with that consumer. Y ou have to get the brand to fit within the
consumer scycle. Determining where the brand residesin the consumer slife requires primary research.

Ritfallsin thiswork stem from failing to compl ete the proper research and prep work to fully understand the
consumer. When you put together an image and you don t understand what the consumer thinks, you put out an
image that s not based on redlity. The consumer will seeright through it, and that message won t be persuasive. The
result: People will not buy the brand, the client gets upset, and you get fired.

When a drategy is executed correctly, abrand can survive forever, but it still needsto grow with the consumer base.
It can t mean the same thing forever. People slives change, so abrand needsto evolve, or it will seem like yesterday
sbrand. Take Coca-Cola, for example. There was atime when the brand was product-driven: It was described as
being delicious and refreshing. But today it s very much anicon brand. It sin the fabric of our communitiesasa
leader brand. It has worked hard to be in tune with young people, because that s the group that drinks soda. But that
group evolves how 17-year-olds ook in 2003 is very different from how they looked in 1973. Coke has been able
to evolve the brand consistently. It takes commitment for abrand to live forever, and it s not cheap to makeiit

happen.

Keeping abrand fresh over the years has become more difficult. Theresalot of clutter so many brands. It sa
continuous challenge to keep abrand fresh. The competition isfiercer than ever. That s one reason why it simportant
to have a consstent messagein al media. Consider how mediaisfragmenting cable channels, satdllite dishes, the
Internet, the wide variety of print vehicles. Whether online or offline, consumers can be reached through many
different touch-points. So it simportant to provide strategic communication that s consstent across dl mediavehicles.
Y ou retrying to establish frequency, and the consumer ismore likely to do what you retdling them to do if they see
the same message in different places.

For me, the most exciting part of thisindustry istrying to understand a problem abrand isfacing and then building
that brand. We andlyze alot of datathen develop abrief on which our creative people can base ideas. When those
Ideas actually work and we see salesincrease, it isagratifying experience. That sthe reward for most of the people
in our company.
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A Changing Industry

Beyond just being anew media vehicle, the Internet has affected our businessin many different ways. For example,
we ve used the Internet for doing casting calls rather than traveling. We do the casting cdlsin different marketsand
then review them from our office. We can get stock photos, many for free, from the Internet. If we need competitive
information, we can get it on the Web. Having that information isredly good in such acompetitive industry. Thetools
the Internet has afforded to the business are practicaly unlimited. The Internet sonly negative impact is that some of
us pushed clientsinto it, but it didn t deliver the results we expected. So now weredl looking at it with acritica eye.
A few years ago, nobody was looking at business models. There were alot of Sites out there that got hits, but they
werent qudity hits. Weveadl learned from that.

Over thelast 18 years, the backside of the industry has changed. We ve gone from sending thingswith old fax
meachines to overnight FedEx to better fax machinesto email and the Internet. Everything isfast. We till produce
commercids, but today they re done on computer instead of being developed on drawing boards. The technology
sde of our business has changed so much over the last 20 years, and it will be even more fundamenta to our success
inthefuture,

Televison hasgone digital. Asthe Internet flourisheswith it, the notion of a 30-second commercial becomes
obsolete. | see us developing five-minute stories available on Web sitesasaway of selling complicated products
such as cars. Onthe BMW website, they show mini-dramas. They re not expensively produced they probably cost
as much as awell-produced 30-second spot  but the consumer can see the product in ared-life Situation and get
more information on the car right there. That aspect of our businessis going to change dramaticaly.

Advertising has an interesting mix of marketing science aong with asense of Hollywood. It san industry where you
can see marketing problems and develop video or film stories done in 30-second bites. It s a unique and competitive
business. It snot for everybody: It sfor someone who enjoys afast pace and can see aproject through to a
rewarding end. It saspecid businessand it all comes back to theresearch  the science, the art, the creativity.

Ernest W. Bromley was part of the original team that founded Bromley Communicationsin 1981. Throughout
his career at the agency, he has worn many hats -- earning a series of promotions ranging from director of
research, executive vice president, and president, Bromley now serves as Chairman/CEO of Bromley
Communications. Responsible for development and execution of the agency s vision and outstanding
products and services, Bromley works closely with account teams in developing sound marketing strategies
for the firm s clients. Bromley has also been instrumental in devel oping the agency s research and Hispanic
mar keting approach, AlG (Acculturation Influence Groups). This principle of segmenting the Hispanic
consumer into levels of language and culture comfort zones is widely utilized by the industry.

Bromley has been a trailblazer in building the agency to be the leading Hispanic marketing communications
company, empowering clients such as Procter & Gamble, Burger King, The American Legacy Foundation,
and Payless ShoeSour ce, in the changing American marketplace.

Prior to joining the agency, Bromley taught economics at the University of Texas at San Antonio. He has a
bachelor of artsin political science, and a master sin business administration from the University of Texas at
San Antonio.

An active community and civic leader, Bromley currently serves asincoming chair for the KLRN Alamo
Public Telecommunications Council board of directors, the Free Trade Alliance, AVANCE, Christus Health
Futures Task Force, the Advertising Forum of The University of Texas at Austin School of Advertising, The



This document is created with the unregistered version of CHM2PDF Pilot

University of Texas at San Antonio College of Business Advisory Council, and the Southwest School of Art
and Craft.
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A Few True Golden RulesKeep
Current, Be Curious, Never Stop
Listening

G. Steven Dapper
Hawkeye Worldwide Communications
Founder, Chairman

Advertising What It Takes

| have afarly broad definition of whet | believe advertisng is. To me, it sacompendium of all communicationsthat a
consumer sees, fedls, touches, hears, smells, and so on. If they re walking through a store, the packaging on a
particular product is advertisng. If they are a home, the direct mail they receivein their mailbox, the e-mailsand
pop-ups on their computers, or the images they see on television are advertising. Thelogos on the NASCAR autos
or even the t-shirtswith every name known to mankind are advertising.

| do not believe there are any specific golden rules for successful advertising. | think whatever rules do exist should
be broken, because once you set them down on paper and decide to follow them every time, you create the same
vanillamessage over and over again. So | suppose that means the true golden ruleisto keep changing, keep
searching for that origina thought, and never forget that the brand has to be successful for you to be successful.
Whatever tool is needed to move the product and brand should be explored, whether you re on the client side or the
agency sde.

It salso important to stay current regarding the world around you. For me, it helpsto have two young daughters and
to have followed them through their teenage years, observing what they and their friends are doing. | think you need
to experience going to the thegter, the balet, taking trips out to lowa, journeying to afarm community, going bowling
in Kansas, venturing to Australia, or Cartegena, reading everything you can. Y ou can t shut down to the new things

goingoninlife

The essentid skillsfor successin advertising include being eclectic and covering different types of ground, because
being curious about the world is probably one of the best traits that anyone can have if you want to succeed in
marketing and advertisng. Y ou must passionatdly try to understand why people do things, what triggersthem to
make their purchase decisions, how they use these products after purchasing, and aways have empathy for people
who like different things than you do.

Being inquisitive about the world and how it worksis extremely important for successin advertisng froma
communications standpoint, but it takes common sense, passion, and the ability to dedl rationaly with othersto get
your ideas sold. In the end, everything that gets produced is ateam effort, and there must be that passion about
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wanting to do thingsright.

Advertising is afine balance between art and science. The science part of it is consuming information, but the true
chalengeistrandating these factsinto arelevant strategy, into an origina, creetive execution, and generating the right
communication stream. | passionately believe that the physicd, creative part of what we do isan art, an exceptionally
true craft. Anindividua stting down with ablank piece of paper and coming up with anidea, alook, afed, aword
that captures the essence of what that brand means to a consumer or what problem it solves for the consumer isable
to do so because it isinherent within them. It can be structured and certainly nurtured, but it can never be completely
taught. Thereis something in asoul that alows you to create wonderful, effective advertisng.

Itisagroup of individuasthat the world sometimes believes to be too quirky. Some of the most disciplined peoplel
ve ever met in the advertising business comprise the cregtive talent. Y ou must study alot of things, you have atime
frame, you have to shoot acommercial, you have to set type, and you have to get something produced for it to have
an effect on the consumer. | think people set pretty good timetables for themselves. However, they may run by their
own clocks. The good thing about advertisng and being disciplined isthat there are so many waysto get to that end
solution, and advertising has been great in not dictating how people have to work or dress aslong as you can get to
that end result on time. If it works, go ahead and do it.

The one crucia eement in advertisng isto never stop listening. Keep looking at the entire world and what goesonin
it. Changeisdl around you, and if you stop noticing it, you re dead. Coming out of college, | amost took ajob at the
Federa Reserve Bank in Chicago. A recruiter said would be a big mistake to go into the unstable advertising world.
It would be too unpredictable. Well, | m glad | kept going on Interstate 80 to Madison Avenue. It hasbeenandisa
fascinating experience and the banking industry doesn t gppear to be that stable of late!
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Executing the Campaign

To build abrand, you first must have agreat product with good distribution. The quickest death for abad product is
good advertising, because peopleftry it and never come back to it. It takes having agreat product, then developing
thetrust and belief of brand managers or senior-leve clientswho alow you to create the communication and
advertising that can make a difference in the marketplace. Y ou need advertising that can take the product out of the
commodity decision cycle and makeit avery red, personad choice with tangible benefitsfor the consumer.

To break through, your communication must be relevant. It has to be memorable in some way, and that doesnt mean
crazy or loud, but it should hit aspecific part of the consumer s psyche. Consumers should say, Wow, | didn t know
that about that brand, or Wow, that brand really does something for me or says something about me, or That
brand is something we need.

Having one cong stent message through al forms of mediais agood mantrato follow. Consumers are very smart, and
if you confuse them, or try to fool them, they re going to make a different choice about your brand. The consumer
must always be handled with a healthy dose of respect. The idea of integration of message and brand essenceisvery
important. Whether it al hasto come from one agency is disputable, but from abrand or client perspective everything
they produce should have the brand s essence and positioning withinit. Eveniif it sjust asae with an extra 10 percent
off on Saturday, it must ill say something solid about the store or the product.

A product s sustainability can bring an advertisng campaign to life. There have been lots of executionsthat people
thought were different, or cute, or redlly caught your attention right away through fresh, origina concepts, but over
time a campaign, abrand, hasto be sustainable. Y ou want to be able to nurture and massage that communication
stream over time. Without that, you have too many tactical executionsthat may have little blips of sales, but are very
difficult to sustain preference.

Wereavery visud audience. Theworld is changing in so many ways. Television shows and movies are quickly
clipped, with congtant talking and constant cuts. There are no more long, drifting scenes. Y ou must understand that
thisis how people consume information. Y ou must work to bring them in, but then your campaign must nurture them
aong and betherefor along time.

There are some mgor pitfalsto avoid in any advertising campaign. First, aways refrain from using theword |,

because ateam gets you there. Never be reluctant to embrace a person who can help you get to the end result.

Next, never show arrogance or disrespect in your campaign, because it will turn too many consumers away from the
brand. Another pitfal isfailing to listen and adjust. Y ou must stop and see the redlity of the world around you.

Findly, have ahigh degree of well-placed confidence. Rejection will happen, whether from the client or the consumer.

Ultimately, asuccessful advertising campaign solves the problem the brand isfacing in the marketplace. The product
or brand movesin the marketplace, and the advertising effort has either helped it to grow or stopped the erosion of
sdes. If the brand is declining, how do you stop that from happening, and how do you help move the brand? Things
like that are very important in determining whether an advertisng campaign isasuccess or falure,
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Evolution

Initial successin acampaign doesnt mean you put your feet up. Brands are like human beings, and they congtantly
have to be evolved, refreshed and loved. Y ou definitely must stay true to who you are, but it doesn t hurt to buy a
new jacket and cowboy boots and dance alittle jig oncein awhile. It definitely will pay to have asixth sense about
what sgoing on in the world around you and how the brand fits into the congtantly evolving consumer. There should
not be one vanilladescription of the consumer. Y our franchiseis comprised of hundreds of segmentsthat see and use
your brand for amyriad of reasons. Thisisto keep the brand fresh. Y ou have to stay close to the consumer. Certain
companies, such as Peps, Coke, Nike, or BMW, are great marketing companies. They constantly try to evolve or
have brand extensions, but they stay on solid ground for what their DNA was intended to be. They change based on
consumer wants, needs or mores, and that is essentia to garner continued success.

Reinvention, or evolution, has become much harder in recent times, because the world is becoming harder to livein.
It smuch more globa with constant information bursts and choices. Plus, lifeisnot made easer with o many
accountantsinvolved in leading brands and creeting advertising. They try to make aformulaof it: All right, you have
seven hoursto come up with anideal | believe most people who practice this craft understand you must make a
profit on the bottom line, but you cannot put the value of abig ideainto a spreadsheet. The craft we al try to practice
hasto be rgjuvenated by taking a calculated risk here and there to keep everything moving forward. The economy is
hurting not only here but in the United Kingdom and throughout the world, yet pressure from Wall Street demands
15-20 percent increases to hold your stock price. They re putting marketing managers at odds, undermining whet s
best for long-term brand performance, and most importantly pitting the consumer againgt the shareholder.

Because of terrorism, September 11, and the war in Irag, we have increased devotion to, and renewed love of,
family, friends and vaues. A little ethics can go along way if practiced, not just discussed over cigars, and
communications must understand this human essence. People want good songs, memorable, vibrant visuas, and
relevant copy. We al have to keep living and moving forward, so communications must be strong and bold but
aware of where the consumer isand for the world welivein.

Some would hope abrand could live forever. | believe abrand can keep going aslong asthere saneed for it and as
long asit sfresh. Brands die when there sno longer a use for them. The communication has become stilted, or has
been untruthful, or the brand promise wasfictitious. Consumers are avery smart group. They dont love people or
brands that annoy them or bring them false hope.
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The Business of Advertising

Risk isaggnificant part of advertisng, and the range from playing it too safe to taking ca culated risksto just winging
itiswide. Y ou have to go with what sin your heart and soul. Advertising has become way too safe. It snot as bold
or asmuch fun asit used to be. That is not the fault only of those at the agency developing the advertising campaigns,
it isaso driven by people on the client side who don t want to take a short term risk or assumetheir MBASs gives
them aworld of experience.

Evauating risk is very difficult. To suggest and try change, you must be prepared to be rgjected at times, because
peoplereally do not want to change. Y ou have to study the paate from I€ft to right, the individua rainbow of color
you can choose from to describe life. Sometimes it sbest to take awide swatch quickly, try something new and
different, and seeif it works. But, you aso must have the ability and gutsto admit it s not working and make the
necessary adjustments or kill the campaign or product.

Advertisng will dways be dependant on abrand s budget to some degree. Having inadequate money to spend, puts
undo pressure on the advertisng. Whether you have the budget or not, the advertisng must be truthful, relevant, eye
catching, memorable and down right pleasing. It redly hasto break through the clutter. From an advertising agency
and cregtive perspective, we must understand and empathize with how a client comes up with abudget. There hasto
be areturn on their investment in the marketing and sales arenas. Sometimes we at the agencies run off too arrogantly
and say, Thisisgreat advertising, so produceit, without understanding the repercussions nor the client companies
cash flow requirements.

Y ou can measure return on investment in amyriad of ways. It hasto be trackable, accountable, and make a profit.
Whatever the cogts of an advertising campaign, you start with what your client s expected returns or results are, then
meatch the resultsin the marketplace from manufacturing to salesto distribution to product results, against those
expectations.

Everything within acompany hasto work together, but | don t know many companies that can be successtul for any

length of time without having great marketing and great advertising to go with that great sles and distribution force
behind it. | do believe that marketing, saes, and advertising are the soul of the economy.
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Industry Insider

One of the biggest effects of technology isthet it has stopped me from saying, Don't worry, the layout isin the mail

or with FedEx. Now I just send the PDF with afew clicks of abutton. But more than that, the effects of technology
have made us more aware, offering more choices and aconfusing array of decision paths. They ve sped up the
communications. They ve sped up the ability to gather information, to download, and to synthes ze the Situation. They
ve sped up the ability to know what sgoing on in France, Venezuda, and lowaal at the same time and see the things
that are smilar and different. Y ou can no longer claim that you can t know what s going on at amoment s notice.
Speed has become atrue discriminator in the marketplace.

Over the next three to five years, the large holding companieswill start to shed assets. They ve been terrific in terms
of bringing awide variety of experiencesto the so-called same page, but they have not always been structured for
the client s benefit. Let sfaceit, they refor the benefit of their shareholders. Asacraft, advertisng must return to the
essence of cregting grest communications and memorable moments. | do not believe that the holding company
environment fostersthis type of behavior: Creative and design boutiques, smdler, more facile organizations that
punish bureaucracy will be the next winners.

Over time, | dso think you Il seelonger spots and a more continuous communication stream. With broadband, a
30-second spot can drive you into longer communication if you want it to. Y ou may be giving permission to the brand
to communicate with you in amoreinteractive, persona fashion with product line. With TiVo and othersyou can
stop, go back, andyze get theinformation in your time. The consumer isin charge. We have to explore different
messaging lengths and systems, aswell as streaming in different ways than today.

Technology will continue to change the way we do things. The globdization of the brand has been both good and
bad. The essence of being able to go to Sweden, Sao Paulo, or San Francisco and buy different products based
upon the local craftsman doesnt exit in that pure form anymore. We have to take that globa thought and bresk it
down to the charm of the nationdity it belongsin. | have no ideawhere technology is actudly going to take us but we
must be prepared to grasp and love change. FHexibility will be paramount for successin the advertising world.
Congdering the speed with which we are being asked to create, | hope we don t lose the thought that redl, origina
creativity, takestime. Micheange o would have had atough time doing that ceiling in two and ahaf days.

G. Seven Dapper has spent hisentire career in marketing services, starting with Dancer Fitzgerald and
Sample (now Saatchi), working on General Mills. He worked on the Alka Seltzer business at Wells Rich
Greene then started Henderson Dapper which was sold to Ketchumin 1977. He began his direct marketing
career at Wunderman ( WCJ a subsidiary of Young & Rubicam), where he served as president of WCJ New
York before being named president & CEO of WCJ s North American Operations in 1985 then Worldwide
CEO in 1988. Dapper built WCJ from the No. 3 direct response company to the No. 1 agency. He worked on
Time/Life, where he ran the Sports Illustrated account; American Express, where he helped launch the
Optima Card, Gevalia Coffee, the Columbia Records account and the U.S. Army recruiting business. Dapper
wor ked across the 26 offices from Latin America to Europe and Australia.

In 1991, he was recruited to become CEO of Rapp Collins Worldwide, which he built from the No. 6 direct
response agency to the No. 1 agency, surpassing WCJ. It had 31 offices from Sao Paulo to Dallas to Paris
and over 3,000 employees with accounts such as Hyatt, Hilton, Continental Airlines, MCI and the U.S. Navy

Dapper created his present company, Hawkeye Communications, in January 1999. It has grown from Dapper
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and his Golden Retriever, Jessie, sitting above his garage to an organization with over 500 employeesin 10
officesin the U.S and U.K.

Dapper sits on the board of directors of the Direct Marketing Association (DMA) where he isa member of
the executive committee and chairs the Ethics and Privacy Council. Seveis also on the Dean s Advisory
Board at lowa Sate and NYU s Advisory Board for Center for Direct and Interactive Marketing. He has been
a featured panelist and speaker for both boards and is past-president of the Swanoy Country Club, home of
the first PGA. He has also been on the board of the Big Apple Circus, a passion of his, trying to put smileson
the faces of children across the Northeast.
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Developing a Strategic Platform
You Can t Just Wing It

David Haddler
MARC USA Dallas
Presdent & CEO

Art, Science or Discipline?

Advertisng isexclusvely neither an art nor ascience. It is part art, part science, and perhaps even a greater measure
of discipline. If you don t have adisciplined approach to developing a strategic platform, it will beimpossibleto
produce quality material over along period of time.

The essentid tacticsfor thistype of disciplined approach are many: Hiring, training, firing, strategy development,
crestive devel opment, media devel opment, account service, research; how you follow up with your clients on aday
to day basi's, the processes you use within your agency; the financid discipline you have within your company; how
you approach developing ared partnership with the client; how you approach devel oping an understanding of their
products or services. So, disciplineisn t something that sniceif you have timefor it; it smandatory. You cant just
wingit.

In years padt, advertisng agencies have had the reputations of being free-thinking, free-whedling, free-spending
bastions of creative largesse where folks think, do and create great things al day long. But anyone who has worked
in the business knows that the creetive part isthefigurative tip of the iceberg: It only represents about 10% of what
wedo. Therest of thetimeis spent learning, researching, understanding, and massaging information so that we can
actudly deliver amessage that makes sense and produces results.
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The Only Real Measurement Results

Agencies and clients have tried forever to measure what congtitutes a successful campaign and have tried in many
different ways. They are still doing it today. Some attempt to measure success by the recognition they receive, some
by rewards, others by client satisfaction.

In redlity, though, the only real measureisin results. We are hired to achieve results for our clients. Results can be
measured in different ways market share, sales, or recall. Without this type of measurement, how could you possibly
determine success? Still, work is produced every day that isn t measured, and the opportunity to make that work
better by meaningful measurement goes by the wayside.

A common question is: How do you produce the best results? There is no single best answer, because stuations are
unique and demand unique solutions, but there are some tried and true practices that can help you build a platform of
sarvicefor any client. You |l be ableto respond to amost any marketing challenge by establishing the client s brand,
defending it, delivering the message effectivdy, then staying flexible enough to change and grow as circumstances
dictate.



This document is created with the unregistered version of CHM2PDF Pilot

Clients Always Get the Advertising They Deserve

Numerous books have been and are being written every day about branding. How to build brands, deliver them, and
support them successfully. For abrand to be truly established, it must be something that can ddliver onits promiseto
its customers. To bring abrand to life, an agency must understand the client, its company, products or services, and
its customers past, present, and futures. The agency must dso have astrong relationship withitsclient. Theresan
old agency saying that clientsusualy get the advertising they deserve, meaning that clientswith asolid long-term
view will generdly get better advertising than the client that ingsts on short-term results without building asolid
foundation. Any agency veteran will tell you thisistrue.

A defined, long-term gpproachisvitd. It isimportant to find abrand position then defend it position vigoroudly. If
you have a defined position, your customers will seek you out and be loyal to you if they agree with that position.

Y ou are not going to be the answer for everyone or apped to everyone, no matter what your product or serviceis.
Companiesthat try to do this get frustrated and fail. Therefore, you have to find aposition that is appropriate for you,
your product, your service, your beliefs, and, most importantly, what you can deliver. Then you must build that
position and defend it vigoroudy to ddliver acondstent, effective message.

Initssmplest form, advertisng isapaid message. Compareit to public relations. PR is getting someone elseto say
something good about you, athough you can't control when or where or if they will actudly doit. Advertisngis
saying exactly what you want to say to the audience you want, when and how often you want to say it. The only
downsdeisthat you haveto pay for it!

In the end, advertising isn t o much creating abrand or position, or even selling amessage. Typicaly, it depends
more on uncovering or discovering the message that exists within the company, its product or what it can live up to.
Interms of creating abrand that people will remember, the key word is memorable. That iswhy so many of the
best ads are ones that touch you, either in ahumorousway or in a poignant way, but they really make you fedl
something, and make you remember it.
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Havea Message Deliver it Be Consistent

Over thelife of any campaign or strategic push, there should be one underlying theme. Although many messages can
weave in and out of that theme and support it, in any one communication, it iseasier and more beneficia to deliver
one important thought. If you think about the way companies communicate today, they rarely rely on one way of
disseminating amessage. Perhagps more important isthat dl of the means of communication speak with one voice. If
your company brochure says one thing, your quarterly report says another, your latest television commercid says
another, your Web ste says something € se, and then your company s CEO is saying something completdly different,
you have a seriousissue. One of the most vauable services any agency can provideto aclient isto make surethe
company is spesking with one voice across al these platforms. This goes by many names communiceations audit,
message audit but it is designed to make sure you are saying the same thing to al your congtituents.

Sometimes people outside the industry think ad agencies Smply create messages, positions or clever picturesfor
clients or companies. If you only creste a message or aposition for acompany, and they are not equipped or willing
to live up to it, then you are doing more harm than good. It would be harmful to create something they cant live up
to. Theided isto help them discover what and who they are, then sell that to the world in the best possible way.

Can brands survive forever? They can t without nurturing and evolving. People change. They get older. Tastes
change. Needs change. At some point, the brand might need to reinvent itself. Asabrand company or an agency that
has the responsibility of shepherding abrand for the client, you have to stay aware of the changing competitive
environment. If you areworking for aclient, it is your responsbility to help the client stay on top of this need.
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Go Looking for Trouble

The one thing we absolutely know for sureisthat things are going to change customers, competition, the competitive
environment, the economy, the world, and technology. If you re an advertisng agency working with aclient, or if you
areaclient professional responsible for marketing your company s product or service, you have to be ready to
change in an ingtant to respond to any of these competitive chalenges. If you want to be the best kind of leader, you
also have to be prepared to seek out the things you need to change  you have to go looking for bad news. The client
companiesthat are better, stronger, and more vibrant invariably have CEOs willing to go out and look for bad news
and for things that need changing about their brand or company. They are willing to address customer needs, trends,
and new directions, and they are not afraid to make a decison to do so.

If you just Smply try to change your position to fit your customer base of the moment or try to change as your
customers grow and evolve and die, your brand is going to grow and die with your customer base. In addition to
nurturing and maintaining the established customer base, you must grow and attract new customers. It isall about
evolving, changing and being willing to change with the world. | think this has become harder in recent times. Things
are much more complex now than they were just afew years ago. And of course, afew years ago, we were saying
that they were much more complex than they were afew years before that. Clients have changed. Client companies
have changed. The entire operating environment of the agency world has changed. The world has dso changed
economicaly and politicaly. Everything is different.
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The Changing Agency-Client Relationship

The client-agency relationship is different than it used to be. Clients expect and want agenciesto ddliver services
differently, and agencies are working with clientsin avery different manner from years ago.

One of the most significant changes between agencies and clientsisin the relationship itself. Twenty years ago,
agencies were more trusted advisorsto client companies. They were held in the same esteem as other professiona
advisors, CPAs, atorneys, financial advisors. Over the years, for reasons not entirely clear, that relationship has
changed. Generally spesking, relationships of today aren t as strong as they used to be. On the client side, for
example, 20 to 25 years ago thetypical client contact was older. They had been with the company for 12 to 15 years
inasenior position. They anticipated being there another 12 to 15 years. They were interested in along-term,
consultative relationship, based on advice, trust, and knowledge. Today, client contacts have often beenin the
company for amuch shorter period of time, perhaps only afew months. They don t anticipate being there much
longer before they move on to the next world to conquer. When you have someone who has recently joined a
company, the red impact that person can make is often by delivering something faster or chegper. The rdationship
with the agency becomes more of a vendor-based relationship where they are asking you to ddiver something faster
or cheaper and not aways better.

Thisunfortunately has strained the relationship between many agencies and clients and has been the cause of aless
beneficia relationship between the two.

This has been very difficult on our industry. Our industry has been forced to find ways to do things much more
quickly, much more chegply, and that does not always mean doing them better. That has caused usto sometimes
focus on hiring people based on how little we can pay them rather than how much they can benefit the company or
the client. When you have to hire someone based on how fast and cheaply he will work, rather than on how much
knowledge he bringsto the client, you are rarely going to get as good a product or service for that client.
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Future Relationships

The stronger agency-client relationships  if they are not dready there  will move back toward a consultative
relationship. For the most part, people who work in advertising agencies are extremely service-oriented, inquisitive to
ahigh degree, and readily absorb knowledge in anumber of disciplines (otherwise, they probably wouldnt bein this
business). They have agood foundation in Strategy and in al of the mgjor disciplines crestive, account service,
mediaand research. They are cgpable of providing sound, strategic advice and following through with dl the dements
to make those strategic foundations come true. The best agency/client relationships happen when the client dlowsits
agency personnel to use thisfoundation of knowledge and skills.

The best thing that could happen for the advertisng industry  and for most clients  would be to crested an
environment where agencies are valued more for the quality of the advice and work they ddliver, rather than for how
fast or how cheaply they can ddliver it.
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Risksvs. Risks

Fortunately, risk isusually not alife-or-death matter in advertising. That snot to say advertising decisonsarent
important. Indeed, some advertisng decisons are critically important and can mean literaly  whether acompany
staysin business or not. Sometimes those decisions are based on alot of information, and sometimes decisons are
based on very little or no information. Sometimes the most important decision isto decide not to do anything at dl for
aclient. Weawaystry to advisethe client asif we were advising oursalves.

One of theissuesin our industry isthat we are not licensed the way CPAs or attorneys are. Asan industry, we
routinely hand out advice involving client budgets of millions of dollars, and clientsroutinely teke that advice. Almost
anyone can hang out an advertisng or marketing shingle, but unfortunately not al of them know whet they are doing.
Itisentirely possible that acompany could be put out of business by accepting bad advice about a budget, position,
direction, or message. Mogt advertising professonas take the responsibility of helping companiesvery serioudy by
giving them sound Strategic advice.
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How Do You Keep Up?

Thereisnot enough timein the day to keep up on dl of the industry knowledge. In a collaborative businesslike
advertising, it isimportant to stay involved, grow, learn about the client business, stay aware of competitive factors,
and share that knowledge. Thisisaresponghility of not only the agency but the client partner aswell. If you are not
willing to share information, it isnot an effective partnership. In today s highly competitive amaosphere, you must have
everyone rowing in the same direction. Clients must share information, agencies must share information, and everyone
must discuss that information and work together. Of coursg, it isimpossible as one company, one agency, or one
person to stay asinformed as you need to be. There istoo much information. Still, you haveto try.



This document is created with the unregistered version of CHM2PDF Pilot

Pitfalls

Not dl clients understand what an advertising agency is and what an agency can do for them. Clients sometimes use
the terms advertisng, marketing, PR, branding, positioning and design interchangeably (and sometimesincorrectly).

From aclient perspective, it isimportant to hire an agency that isagood fit for you and your company. It isimportant
that the agency be given the opportunity to understand what you are doing  your business, your competitors, your
goas, your needs. Of coursg, it hel ps clients understand what their own needs are.

On the agency side, agencies must be careful about the companies or clientsthey choose. As agencies, we are what
we eat when it comesto our client lit. If you take on bad clients, you are going to do bad work for them and for the

agency.

Thereisan old saying in the industry | ve heard agency veterans repeat over the years. There aretwo variations of it.
One variation saysthat good clients get good advertisng. The other lesskind variation isthat clients get the
advertisng they deserve. That istrue. Great dlients, if they deserve great advertising, will get great advertisng. They
dont just invest money. They invest knowledge, time, information, awillingnessto work asapartner, and an
adequate budget to make it happen. If aclient islooking for aquick fix, doesn t want to share information, won t take
the time to meet and discuss, and doesn t want to take the initiative to fund it, they will most assuredly not get what
they expect from their agency relationship.

Unfortunately, agencies are put al too often in the position of having to create the proverbid silk purse out of asow s
ear, especidly when they areill-informed and poorly budgeted. Thisisaset up for failure. Ad agencies continue to
take on work because they are service-oriented; it isahighly competitive industry now and everyone takes on almost
every account that walksin front of them. It savery risky businessto bein these days.

Risk or not, we till fight over every client and every prospect. We still do it because we get highly charged by the
thrill of the chase. We want to do grest things for clients. We want to help them succeed. We love the challenge of
developing the strategy. We love the chalenge of matching that Srategy with the right creetive.
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The Value of Service

The best piece of advertising advice | ever received was from aformer boss who said to dways make sure you give
more vaue than the client anticipates, and that you provide more vaue than the client has paid for. What thisistelling
usis. Dont leave anything on the table. Don t do a half-hearted effort.

That advice includes the practice of hiring. The old adage about the weakest link couldn t be more true than in the
advertising business. Over the years | have tried to hire folkswho know alot morethan | do in every discipline.
Fortunately, that hasn t been too difficult. | have managed to hire some absolutely incredible talent, and | have
encouraged them to hireincredible talent. | have managed to run some very good companies as aresult.

Tdent isnt enough, though. A strong service ethicisvita. If you don t have astrong service ethic, and you are not
willing to work to take the extra step to do the job better than it could or should be done, then advertising isgoing to
be atough businessfor you to work in. It is very important, particularly for ayoung person getting into the industry
today, to redize that thisis a service business. Granted, it isabusiness of products, creative and strategy, but the
overriding element that tiesthese together  especidly inlong-tenured relationships isservice. Itisaservice busness.

Although the world in which advertisers and their agencies are operating is getting more complex every day, success
can still be achieved. | believeit is possble to outwork the other guysrather than just outspending them. | believe that
what we do in advertising is specid and that not everyone can doiit. | believe that agreat agency promotesthe client
and the brand, and not the agency. Bottom line, though, thework agenciesdo isnt dl that credtiveif it doesnt
achievereaults.

Abovedl, | beievein the old-fashioned concept of partnership. | believein helping clientsgrow. | believeitis
important to hire young, bright people, to nurture and train them, and to help them believe that every project they do
for any client isthe most important project they will ever handle. | believe in accountability. | believein results. And, |
believe that you can do dl of thisand till have alot of fun in the business.

David Hadeler isthe president and CEO of the Dallas office of MARC USA, the fourth largest independent
advertising and marketing services firmin the United Sates. In addition to helping build some of the
best-known brands in the country, he has participated in the launch of new products, in the positioning and
repositioning of national brands, and has hel ped devel op advertising and marketing campaigns for
everything fromfishing reels to airlines, and from fast food to foreign imports.

A graduate of Baylor University, he received his graduate degree from The University of North Texas, where
he is an advisory board member of the School of Communications. He isinvolved in a number of civic
activities, and serves on the boards of several national charitable organizations.
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Company to Customer
Relationship The Business of
Building Businesses

Paul S. Allen
Allen & Gerritsen
CEO

Succeeding in the Advertising World

Successin advertising requires the ability to have afundamenta grasp of both sides of our business. Firgt isthe
srategic Sde, providing marketing counsdl and tactical marketing help for our clients businesses. To communicate
and advertise effectively on behalf of abusiness, you need to look at a client s company and conceptudizeit. This
means not just looking at the hard products and servicesit sells and what benefits they bring to customers, but
understanding theoretically what that client sbusinessisal about: having adeep understanding of the business s
fundamentd disciplines and being able to andyze it objectively. The other Sdeinvolves credtivity and communication:
the ability to take that conceptua understanding and turn it into communications, messages, and advertising truly
connected to the strategy.

Advertisng isnot smply an art, it isascience and an art, and | believe the science is getting more important. Science
will makethe art do necessary things:. create action and make the delivery more appropriate. More and more, it is
less about how you say something (the creative) and more about what you re actually saying. Messages must be
more meaningful and relevant to the target audiences to earn their notice and acceptance. Companies must try to fit
into their customers lives versusjust talking at them. The science of strategic messaging iswhat addstheinsghtsand
new perspectivesthat drive communications.

At the end of the day, our business runsinto the same commoditization problemsthat affect any industry. Weal think
about crestive then we make cregtive. Our differentiation or at least the thing we have redly focused onisour
proprietary models on the strategic side of the equation. We are trying to change the way clients think about
relationships with their customers and the way they think about how they need to articulate it. We fundamentaly
believe that the disciplines of positioning and branding have gotten stale and that agencies need to provide a better
level of competitive advantage to their clients and that first occurs when you think about the strategic side of the
business. We believe the way to make effective, creative advertising isto revisit how you think about it in terms of the
company-to-customer relationship.

The opportunity that we have uncovered and it isthe root of our practiceis not to think about the company s
positioning, branding and al the messages we need to bring to market, but to help clientsthink determine their
fundamental role with their customers. We have hit upon arole-based modd that gets companies and clients thinking
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less about their advertisng and what to say than about who they redly are and how they earn aright to have an
ongoing rolein their customers lives. Thereisavery different method to our madness here,

In today s economy, our marketslack value and earnings; | think thisisaso true in the agency environment. History
has shown that earnings and value come not by innovating but by sustained innovation. The advertising indudtry is
long overdue for sustained innovation.
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Excitement and Challenges

| started this business amost 20 years ago because | felt our industry which is exciting and a great way to make a
living could be more fundamentally important to our clients businesses. | |eft other agencies and creasted my own
because | flt advertising and communications could make a stronger contribution than they have. | personaly enjoy a
busi ness that combines the chalenges of strategic and creetive thinking, and this businessis unique Snce you must be
ableto link thetwo ways of thinking. Findly, it sinteresting to have only people and their minds as the assetsthat help
build businesses. We do not have plants and equipment. We do not have giant factories. What we do haveisa
community of people and their talents, their goodwill and their intelligence. Having atalented group focused on
helping businesses with tangible goods to sell is an incredible experience, for us as an agency and for our client
partners. Thisisafascinating business, and thereisalot of opportunity to make it more important with clientsand
with marketers.

The exciting part, and part of our enormous responghility, is manifesting what a company triesto say, do, or be.
While alot of peoplelook at our business as show business we do television commercials and are perceived to be all
about crestivity our real respongbility isto trandate abusiness, promotion, or offer and makeit publicly visble. Itis
an exciting thing to do but also requires responsbility because abusiness plan isabusiness plan and astrategy isa
Strategy, but until it becomes visible and crestive nobody knows about it. We make visible that to which acompany
aspires, inthe most visible of ways.

One of the challengesistrying to help a company get focused and energized about what they are offering. Often
clientsand companies are not in entire agreement internally about who they are, what they should be, and what they
should say. Wework very hard on behalf of our clientsto make sure they are focused and unified. | think that isabig
obligation for agenciesand amgjor pitfall if it does not happen.

Thereisawaysthe other chalenge of investing aclient smoney properly. We are given lots of room to spend and
invest. A big chdlengeishow to best spend and invest on behaf of aclient sbusinessand brand. By investing in only
what simportant (what makes sense for the target audience and what will build the brand and drive sdes
concurrently), an agency can truly help grow itsclient sbusiness.

Findly, we have asocia respongbility. We are operating in an environment of incredible economic and socid
change. The context in which people receive images and messages about companies, clients, and marketerstoday is
dramaticaly different than it was only afew decades ago. Our industry really needsto be socially conscious aswe
make our clientsvisble,

We ds0 need to stay abreast of the changes that are going on in the advertising world, in our client s businesses, and
in the businessworld at-large. What do you do to stay on top of your advertising knowledge? Y ou check inwith
severd different worlds. Thefirgt isthe client world: you can never lose touch with what redl clients are dedling with
every day. You learn alot just from your client immersion and understanding in redl time what isgoing on. We
subscribeto al sorts of information services and get redl-time perspectives on our clients, their categories, and
business at-large. A number of outside consulting firms keep us abreast of what isgoing oninagivenindustry. | am
fortunate to beinvolved in severd forums and think tanks where | am with people who are a so thinking about what is
next. Staying immersed and educated in as many dimensions as we can and using that to fue our idea of how we help
our dientsisvitd.
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Establishing a Brand

Y ou cannot build abrand with advertising done. Advertising is only one connection with the customer. We don t
believe branding isa set of activities: branding is an outcome. Y ou do not have a brand by hoping to have abrand.
Y ou have abrand by doing alot of things that meet your aspiration. One recent fallacy was the notion you could
build abrand by doing branding things. Insteed, if you advertise, communicate, behave differently, do things, and
say things, the net result will be that you will have abrand. In fact, if you don t do anything you have abrand. The
guestion is how much of your brand do you want to control ?

Building abrand (not to minimize what we do, because it is very important) involves everything from acompany s
fundamental proposition to acustomer s experience going into astore. Building an established brand isnot just a
communication activity: It isal the activitiesthat converge on a customer. For example, you may see agreat piece of
advertising for XY Z stores and love the way the brand looks, and you may like the price and the promotion, but you
walk into that store and the person behind the counter says three things that annoy you. That one person has
completely changed your impression of that brand. The airlines are agreat example of this. Y ou can promote the
image of the friendly skies or service, but it only takes one surly flight attendant to ruin the brand for customers.
Building an established brand involves not only making a promise, but aso making good on that promise through a
consistent experience.

A brand cannot survive by staying in one place. Brands must evolve: react to markets and environments as they
change; understand evolving customers; stay involved in what is going on within the company. A brand can survivea
long time. Look at Coca-Cola, Johnson & Johnson, and Genera Electric. Brandslike those and IBM (a.completely
different company than it was 20 years ago but still arobust, contemporary brand) don t survive by accident. They
survive by paying close attention to dl the changes. Brands can survive along time, but not by standing till.
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A Successful Advertising Campaign

From an advertising standpoint it has gotten more complicated to keep brands fresh. If you had a product when
television trangtioned from black-and-white to color, that changed alot of things, too. But with today s technology,
the information age, the dissolving of borders, and agloba marketplace, it is more complicated to maintain abrand.

Twenty years ago you could reach 80 percent of a certain demographic with one television buy. Now you have to
buy 20 different channelsto do that. There are exponentialy more pieces of information from which to net out smple,
compelling, motivating, creative advertisements. It isinfinitely more complex and fragmented.

At itssmplest, asuccessful advertisng campaign helps move aclient s business goals forward. We do not advertise
for entertainment or for the sake of producing greet cregtive. Our point of view statesthat if you invest in advertising
it must move your business somewhere. The movement can be from smply making alarger ssgment of theright
people more aware of your offering to actually getting people into stores or increasing saes. If it does not create
some sort of desired action then it isafailure. There are awide range of actions that advertisng and communications
canindigate. At itssmplest, advertisng must do something or don't bother investing iniit.

A company or aproduct must have an overarching value proposition or afundamenta premiseto offer amarket. The
greatest opportunity lies, however, in using the various communication channels  advertising, Internet, direct
marketing, event marketing to send the components of that proposition out to the market in different formsfactors.
For example, with one large retail client, an overarching brand proposition is used in the widest medium, television,
but many important sub-messages go into a promotion or price offers at a store event that aren t communicated
though advertising. Today it is about multiple messages through multiple channels, but they al have to subscribeto a
fundamenta value proposition from the client.

A campaign should accurately reflect in a crestive way who the company is, the product or the service being
communicated. It cannot be an over-promise; it cannot be conjecture or fabricated. It hasto be cregtively ared
picture of who the advertiser is. For usthere are three principles that go behind the question, When isadvertisng
both effective and truthful ? One, the act of advertising must add value to those who arereceiving it, eg., atelevison
commercia runs and someone ether learns something or was genuingly entertained. Theruleis. Dont communicate
and don t advertiseif the act of it doesn t add some vaue. We aso have an obligation to create a clear opportunity
for those who arereceiving it. Findly, there sthe concept of mutual respect: All of our cregtive portraya must
serioudy respect those to whom we are speaking. In terms of crestive, it must reflect the company s aspiration, but
then don t waste people stime and money unless you are going to put something fairly meaningful, albeit creative, in
front of them.



This document is created with the unregistered version of CHM2PDF Pilot

Avoiding Pitfalls

One pitfdl for advertisersto avoid istalking about internal issues outside the company. An enormous number of
companies want to talk about and advertise things that are irrelevant to outside audiences but big topics of discusson
ingde acompany. For example, aclient may want to advertisethat it hasthis division and that divison. Customers
dont care.

Second, many companiesinvest in the basics, spending alot of money on stuff that isabasic premise of their
business. For example, an Internet security company wantsto tell the market it isin the security business. No kidding.
Research shows that the market did not want to hear the company isin the security business; it already knew that.
The market wanted to hear that by using these security servicesit could do thingswith I T systemsit couldnt do
before. A lot of times advertisers say thingsthat are obvious: what everyone expects them to say. It would be like the
Boston Bruins doing an ad that says, We play hockey.

Third, avoid treating advertisng like show business. A ludicrous amount of money is spent in the production and
creation of materials. What clients spend on interesting techniques and devices borders on the irresponsible when you
are usng acompany s money to promote capitaist things with consumers.

And findly, aways be cognizant of the language or lexicon used in messaging. Many companies useinterna jargon

and acronyms that mean nothing to potential customers, creeting instant barriers to acceptance of their messages. It s
abasic premise: If they don t know what you re talking about, chances are they re not going to buy it.
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Budgeting

Many factors go into budgeting. Some companies do fundamental work on a percentage of saes, and there are
standards for various industries and categories. Advertising should be X percent of sdles, and then we make the most
of that X percent of sales.

A lot of it so depends on the god. If we want to change minds, we will undoubtedly spend more at that point in
time because we are trying to offset perceptions that aready exid.

Additiondly, spending is sometimes reliant on the busnessmodel of the client company. Some companies sll one
thing, they can put al their money behind one thing, and then they sdll that one thing. That requires adifferent level of
Investment than acompany that has seven divisions and seven product linesthat al go to different channels and
different customers. That type of company is going to have to spend more because there isalot more going on.

Findly, alot of it isdetermined by who the customer is and what the quantified populationis. Ultimately, if thereare
seven million people in the country who might buy your product, you have to figure out how to talk to them and there
are certain costs associated with that.

A number of factors affect budgeting. It can be as Smple as a percentage of sales, but more often you take in
audience populétion, client busnessmodd, and the ultimate cost of the various media. Advertising in Indiangpolisis
not as expensive as advertisng in Boston. If there are storesin Boston and storesin Indianapolis, we might do
different thingsin those markets, too.

And lastly, when budgeting, aways take into account return on investment or ROI. There are many ways to measure
it. There are two columns. Oneis quditative, the other is quantitative. The quditative usudly leads to the quantitative.
On the quditative sde, many means can measureif you have changed someone s perception. Has alarger group of
people become more aware? Have we convinced people who were aware to be now predisposed? Have we caused
people to get off their couches and go to our stores? Quite a number of qualitative methods and research
methodol ogies can be used to understand whether we have changed someone s mind and influenced the way they
think. On the quantitative side, it gets down to: Have weimproved sales? Have we improved profitability? Have we
opened new distribution channels? Have these 10 new stores met their sales goals once we opened them? It comes
down to fact. There are two fields of measurement: quditative (what did we make people think?) and quantitative
(what did we make people do?).
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Changesin the Advertising I ndustry

There has been agreat ded of evolution in the advertising business. Some change has been driven from inside the
industry; some has been driven by customers and clients. Our industry gets yanked, pulled, and morphed by
whatever is happening around it. In the last five or 10 years we have seen some mgjor shifts. On the strategic side of
the business, we continue to see an evolution in the thinking behind advertisng. Ten or 15 yearsago it was al about
the unique sdlling proposition that said one thing about a client or a product that would really get someone s
attention to make them buy it. That has since evolved into the discipline of positioning, figuring out how to get ashare
of your competitive markets. That was enhanced by the discipline of branding, where companies were worried about
their identity and their share of mind. We have seen first and foremost aredl evolution in the thinking behind
advertising. One of the things we are concerned about is taking that thinking to anew and more provocetive level.

On the cregtive Sde, the evolution hasrealy been in the channdl s through which messages are communicated. Ten
years ago, we would talk only about advertising; today advertisng isonly one of dl the various channels availableto
communicate. More than ever it isless about advertising than about how you cregte the most meaningful messages
and how you send them out through advertising, direct marketing, Internet, and one-to-one sales engagements. On
the creative Sde, the biggest challenge is how to use dl the access points that are available, becauseit isno longer
soldly about advertising.

In the future, marketers, companies, and clients are going to scrutinize more carefully what they spend, what they say,
and wherethey say it. Particularly with the rise and fal of the dot-com era, alot of disciplines and ways agencies

hel ped clients and ways agencies bdieved brands could and should be built were proven wrong. Frankly, | do not
think our industry has reflected long and hard enough on how bad ajob most advertisng agencies did during that
period of time.

In the future, al communications are going to have to earn their way into a customer slife. With the advent of TiVo
and EchoStar, just because you created atelevision commercial does not mean anybody is going to want to seeit.
An overarching trend, then, isthat just because you make it does not mean that anybody will want to heer it.
Advertising is going to have to make the communication desirable. The 30-second spot could become obsolete. It
will become harder to get it to somebody. If something is harder to get to somebody and harder to show them, that
form factor will change. In the short term, wewill continue to use the 30-second spot, but in the long term it could
become obsolete.

Wewill dso seeamagjor backlash in content, particularly in the broadcast environment. Some research shows that
redity television and violence dthough compelling and interesting to the viewer are terrible programs during which to
remember advertisng. They are dso the most expensive segments on television. A backlash will occur when
advertisersredize the most expensive placesin broadcast mediaturn out to be terrible placesto run commercias
because viewers are not taking in the messages.

Finally, people are going to look at communications now more than ever and assumeit reflects the leaders, the
company CEOs. We are not doing commercias on behdf of someretail chain; we are doing them on behdf of that
retail chain s CEO. Thereflection of corporate leadership in communications should get alot of consideration moving
forward.
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Golden Rulesand Advice

There are three key rulesfor successful advertising. Firgt, good advertising should be self-evident. Agencies should
not haveto sdl their campaignsto their clients. When an agency doesitsjob on behalf of aclient, the client says,
Y ou have helped us find oursalves. Now let s go to market with that.

Second, have respect for the audience. While we are here to entertain and engage, we are foremost here to be
respectful of the people whose time we are taking and to whom we are trying to sell something.

Third, bring it back to business. We arein an industry that should help build the businesses of our clients. We are
fortunate to bein afunindustry, but it is <till about business. It istime that our industry brought it back to business.
Beyond marketing and communications, we arein the business of building businesses.

Onefind piece of advice: Think about something but don t over think it. If you fed inyour gut that something isthe
right thing to do, don't over think it. Y ou are going to waste time. If you redlly believe something isright, doit. For al
the good thinking in our world and al the good research, a some point you have to have enough experience under
your belt, enough conviction and enough knowledge to just make a decision to do something and do it well.

After a successful career in several of the region s most well-known agencies, including BBDO and Ingalls,
Paul Allen followed his entrepreneurial instincts and founded Allen & Gerritsen. As CEO, heisresponsible
for the overall management of the $150+ million shop and strategic vision of the business.

Over a decade ago, Allen recognized the value of partnering with clientsin high performance industries. His
vision gave birth to A& G s proprietary practice that redefines companies relationships with their customers
to the greatest advantage. A& G s successis based on combining this proprietary strategic practice with a
nationally recognized creative product.

Allen is arecognized industry innovator. He has published a series of articlesin publications such as
Knowledge Management, B2B, The Business to Business Marketer, DM News, The Advertiser, and Marketing
Computers.

Allen is chairman of long-range strategic planning for the Boston Ad Club.

He grew up in Norwood, MA, and has a degree in economics from Lafayette College. When he s not traveling
around the world for agency clients, he sailshhisboat Pinneped around the coast of Maine.
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Beyond Traditional Boundaries
Being Creative & Inventive

Joe Grimaldi
Mullen Advertising
Presdent & CEO

The Art and Science of Advertising

Advertising has been described as something that interrupts someone s attention long enough to be able to sell them
something. Fundamentaly, you reimposing yourself - intruding upon someone stime and finding away to connect
with apassve mind in avery brief period to help inform or intrigue with something that has vaue to that person. That
swhat advertisng is. The art relates to the entertainment qudities, which are there to capture interest. The scienceis
in the ability to understand what you re going to do when you have those two or three seconds of attention. The
science involves having an understanding of people and human nature; understanding the qudities of a product, a
brand, a category, or a specific offering and being able to frame it properly.
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Building Brands, Maintaining Relevance

The best definition of abrand isal of the thoughts, fedings, and associations that come to mind when you re exposed
to thelogo, symbol or anything else that triggers aparticular branded image. Thefirgt thing that makes abrand strong
isapassonate lovefor it. In building brands, we take a product or service and try to position it so that someonefdls
inlovewithit, and that love turnsit into abrand. It takesit out of acommaodity buy and turnsit into something that is
very close and dear to meand that | value.

Established brands have severad characteristics. First, they have recognition and awareness. That s critical. Second,
they are relevant to the consumer in some deep way. That swhere the passion and love redlly come from. Thethird
critical factor isthat the brand or product experience (the packaging, delivery and support systems) reinforces
everything you believe in away that makesit strong. A brand is something that emerges on the scene and captures
your passion. Every timeyou engagein it or ded with it creates an experience that not only delivers on a promise that
was offered, but actualy enhancesyou in some way.

There are probably alot of old, established brands a couple that come immediately to mind are Tide or Heinz
Ketchup that can surviveforever. The question is: What kills an established brand, or why does abrand not
survive? The answer: when abrand losesitsrelevance to itstarget customers. Take Tide asan example. If | recall
correctly, Tidewasthe first powder detergent that ever hit the market. Today, if Tide were ill saying, Werethe
powder detergent, it wouldnt bein business. Today, Tideistaking about being elther the brightest or the whitest or
providing color in cold water whatever itis. What they did dl aong, though, was evolve the product to be revant
to aconsumer slifestyle, and they evolved the communicationsto be revant to that consumer slifestyle. The brand
Issomething you re aware of, something deeply and emotiondly relevant to you beyond itsrationa factors, something
that creates an experience that delivers on a promise and maybe even addsto you in someway. That swhat it really
takes.

There are many examples of brands that becameirrelevant. The technology businessis one areawhere this has
happened. Take alook at Digital Equipment Corporation: It was one of the largest companies out there. Or Prime.
These companies were built around the concept of mini-computers. Whatever happened to mini-computers?
Nobody uses them anymore. They became preempted by other things. In the automotive industry, you have brands
that have been out there for along time. Mercedes-Benz and Ford have been around for along time as brands.
Again, it sbeen due to meeting the consumer s needs, anticipating and ddivering something that meetsthose
consumer needs, and communicating about it in an effective way. The brandsthat die are the brands that fail to
recognize that consumers are changing, the world is changing, needs are changing, the way we do thingsis changing,
the way we absorb thingsis changing. But it doesn t have to be that way if you re vigilant and keep changing yoursdlf.
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Consistent M essages

Firgt and foremost, you want to define your brand or your positioning in very fundamental ways. Whatever drives that
brand the governing brand idear should be cons stent throughout your communications. That consistency should not
deviate, otherwise you run therisk of confusing consumers. Y ou need to stand for something. If you re acause, the
cause should clearly be understood. If you re an enabler, what you enable should be clearly understood. If yourea
statement of who | am or what | am, that statement should be clearly understood. | think, however, that you can
make judgments about how to expressthat in order to be relevant to the people you want to expressit to.

A generd rule when launching something new isto keep for some period of time not only the governing brand idea,
positioning or fundamenta proposition the same, but aso to keep the executions relatively consstent. Thereason is
to maximize establishing the coreidea. The more | can repeat it and build frequency, the better off | am. Asbrands
become more established, you want to do more than just execute. Y ou want to think about how the consumer is
going to engage with that particular execution through a particular avenue. If you re doing guerrillapostings, your
execution might involve amore fun gpproach, which might be different than atelevision gpproach. For example, if
you aretaking about asocid product such as beer, the execution might take on adightly different flavor in that kind
of environment. But you want the positioning to be congstent.

Take the example of Sony. Sony stands for something. To most people, Sony stands for the absolute ultimate in
consumer electronics products. It sthe highest quality performance product. However, if you look across the set of
executions Sony might do, which are done by avariety of agencies, the actud executions might be alittle different if
you re talking to someone buying Sony Playstation 2 versus someone buying a Sony Vegaplasma TV screen. One
costs $200, the other costs $17,000, and they re purchased for different reasons. The generd ruleisyou want the
core pogitioning in abrand ideato be alive and well in everything. Also, you want to drivefor acoreideathat is
relevant and utilizesthe media. It isimportant that the consumer engagesit in away that maximizes that opportunity.
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Maximizing a Budget

Advertising tactics vary based on budget. In an ided world, theleve of innovation brought to asmdl budget should
be brought to alarge budget aswell. Y ou should constantly strive for fresh, different ideas on how to maximize the
return on that dollar.

Y ou can go in and determine an advertising-to-salesratio, and some categories are naturally higher than others. Retail
has afairly high advertisng-to-sales ratio because it s demand-driven. Y ou might have categorieswhereit s 3
percent, and otherswhereit s 15 percent. There are rules of thumb that say how much you should be spending. The
redity isthat spending is enabled by the amount of money available, but thelogic that drives spending should dways
maximize the returns. If you re dealing with asmdler budget, usudly you re trying to find waysto zig when everyone
eseiszagging. Y ou ve got to find other ways to engage a. consumer s attention and have them connect with it. If you
can afford the Super Bowl, that s pretty cool too, but you need to find inventive ways of doing it. Casein point:
Severd years ago Victorias Secret did arunway show, an advertisng piece, that later went to the web. It wasredly
interesting and extremely well-viewed. That was a very inventive use of high-cost advertisng. The agency sjobisto
maximize return on investment no matter what the number is. There might be times when an agency should adviseits
client to take aradicaly different view, because it cannot competein traditional ways based on the amount of money
available. That isnot unusual. For example, acertain cleaning product started out with heavy-duty infomercid
demongtrations that built the business by buying rdatively low-rated TV airtime when the time was cheagp. A man
would demonstrate the product, and people would buy direct. Then the company went to traditional advertising, not
an infomercia but more of adirect-response commercia. Now you can go to aretail channd and buy that product.
Hereisacompany that probably did not have the resources to compete against the traditiona detergent and
bleaching products: to get dl the distribution, run $25-35 million worth of advertisng against homemakers and build
the businessthat way. It came out in afresh, radica way. | don t know how big the businessis now, but it hasto bea
reasonable Sze because it hasthe retall distribution and is running more traditional kinds of advertisng. Coming at it in
an entirely different way maximized the long-term return.

Y ou haveto look at advertisng and mediain totdly different ways. Y ou think about mediaas not being just paid
media. Y ou think about how to maximize vishility, how to maximize theimpact of every dollar spent. Y ou look at it
in nontraditiona ways you re not just talking about traditional media. The lines between the media vehicles and what
sadvertisng and what s not advertising start to blur dramatically. Y ou don t know where the paid advertising stops
and the non-paid advertising takes over. It takes on avery different texture. That maximizes the budget, but you ve
got to useasmilar kind of thinking even if you re working with abig budget.

The other way to maximize a budget is by the inventiveness of your creative communication solutions. One of our
current clientsisabrand called LendingTree.com, an online loan marketplace. It came after e-Loan but has
obliterated the competition in about three years, becoming the No. 1 brand in that business. Werun alot of televison
advertising (also radio and print) and measure the return on investment on every dollar we spend in avariety of ways.
It looks like very traditional advertising, but thetrick to that solution wasredly in the positioning. We harnessed the
power of alatent emotion that consumers had and turned it into something positive. Consumersthink banks abuse
them. We turned the tables on the power and put the consumer in control of the bank. That sjust avery strong
emotional drive. A cresgtive solution can maximize the return on abudget, so even though we may not spend as much
as other people do, we get alot more back for the money.
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Successful Advertising: The Obvious and
Not-So-Obvious

For advertisng to be successful, you must have a product or service that will fulfill the promise of the advertising
campaign. Otherwisg, it sabad idea Firgt, a successful ad campaign is an idearooted in a potent, powerful
consumer ingight. It is something that a consumer, while engaging with the message or proposition, feds ispart of me
and | am part of it. He or she should useit or become part of the cause or useit to express part of who they are.
Second, the expression of that advertising execution must be theetrical and really jar the consumers interest and
imagination. It must ask them to spend afew secondswith us, but they must opt into it on their own, and thereiis
power behind that. Third, it must find away to engage in aconsumer slifea atime and point that is relevant. Fourth,
it must continue to evolve in the same way the consumer isevolving, so it can continue to be cumulative.

It sounds quite smple, but that is basically what you need to do. If you want to take afinancial perspective on how
you cregte the impact potentia, you must ensure that you have the ability asatotd entity, acampaign, to bresk
through the threshold of indifference and put a spear through the consumer s heart so he s enamored of something.
Asyou think about a campaign in amore holistic way, you have to create a sequence of experiences or touch points
with the consumer that bringsthem dl the way from something they fall in love with to something they will buy to an
experience that will make them want to buy again. That congtitutes a successful advertisng program.

To be successful, you aso must avoid the mgjor pitfalls: ideas that don t have merit; executionsthat are brilliant but
no one remembers what they re for; promisesthat are so incons stent with the actua product or service ddlivery that
advertisng becomesits biggest enemy because you ve create unmet expectations. Those are dl pretty obvious. A
subtler element in avery complex market isto make sure aconsumer understands that your brand is different. If you
fail to do that, you become ordinary and fail to be differentiated. Distribution isanother mgor failure point. Y ou must
figurein the digtribution and the availability of aproduct in ardevant way. If you re running advertisng to empty
shelves, you may be making amistake. If you have acertain amount of promotion within your advertisng and
communication plan, over-promoting aproduct when it first comes out can devaueit over thelong term. Many small
mistakes can be made, but the biggest onesrelate to making a promise that will create disappointment, creating
communicationsthat are so wonderfully entertaining that they fall to sdl something, or just making it so irrdlevant to
the consumer that it doesn t matter.

The best thing peoplein the advertising business can do is buy large stacks of magazines on aregular basis and look
through them frequently. Y ou have to be culturally attuned with the people you retrying to sall. One of the waysto
do that isto absorb the culture and trends and what s going on. It s not just magazines, but also television programs.
Sometimes | watch television programs| normaly wouldnt watch like Road Rules, The Sopranos, or Sx Feet
Under because those shows are important to people today and that s what they re watching. Those shows are
socid currency and a strong indication of how people are thinking about life and how they refinding their
entertainment. It iscritical that we stay contemporary. | often listen to my kids music for the very same reasons. The
notion of staying culturally attunediscritical. It snot just about marketing smarts, it s about marketing smartsin a
relevant way. The relevancy is defined by the consumer slife.
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Changesin the Industry

The advertising industry has changed in very radical ways. The industry has been repositioned because clients have
problems that often require abroader set of tools or abroader set of consultants to help them solve. So, to some
degree, advertising has been redefined by the Internet, by direct marketing, by public relations, by CRM, by
management consultants. That has happened because client problems have become much more complex asa
function of the world becoming much more complex.

Technology has had amgor influence on that. Who would have thought 10 or 15 years ago that you would have an
HTML programmer working inside your company and not even in the technology group. Today they are part of a
marketing group: part of an interactive group that is part of abrand team that works on aclient sbusiness. Those are
radical changes. Companies such as Sapient, Agency.com and Modem Media have entered the scene, and these
companies have had radica impact. During recent wild times, companies such as AOL and Time Warner brought
their propertiestogether; their interest wasin going directly to clients and hitting clients with propostions. So there are
many different things going on, with avariety of playerstrying to participate in what was, years ago, adifferent kind
of agency role the crestive aspect of the business. Now you ve got technology companiesin the creative business. |
think that s how the industry has changed, and it gave birth to alot of different types of companies. It required
agenciesto learn how to buy interactive media. It created tracking systemsfor interactives and hits and many different
things. It has aso imploded to some degree. But like everything else, it didn t change back to what it was it just
evolved. In the process, the agencies|ost many people to these other companies, then the industry contracted and
lost alot more people.

An interesting thing happened to our industry inthe late 70sor early 80s, when the middle of the agency hierarchy
people like account supervisors, associate media directors and media supervisors  disappeared because the
revenues weren t there to support them. These people were like sergeantsin the military, the ones who knew
everything and could teach new recruitsin an aggressive, substantive way. They could also relate to senior
management and provided away for people coming into the businessto learn it well. It lined them up to become
future leaders the ones who were good enough. When you take that layer out, the training is not as good and
eventudly the caliber of leadership isnot very good. Thetruth isthat thereisalack of very top-level, smart, capable
leadership in our industry (asin many industries | dont believe it sunique to the advertising business). That has
happened because the brightest minds follow where the business goes. It used to be in advertising, then it went to
other places, and eventually it ended up in investment banking and venture capitd. Quite frankly, | don t know where
itisright now, becauseit sgtll going around.

Beyond the industry, the advertising itsdf has changed. | m not sureit s changed asradically asthe industry has, but
you can see how ads are garting to change. Advertising has actually changed because the nature of the environment
has changed. Advertising used to be 30-second commercias, and every oncein awhile you d hear of guerrilla
marketing or under-the-radar marketing, but that wasn t the norm. The paette of what you define as advertisng or
cregtivity if the purposeisto create an encounter with aconsumer to present a cause and ask themto join or to
make aproposition to them doesn t have to be done that way. Some of the very visible venuesright now arethe
BMW films; online experiences designed to entertain people, bring them in and form relationships with them.
Commercid products have always been integrated into movies. In 1985, we had the Puma business and when A
Chorus Line was made we were putting product placements in there. Coke has been in there forever. But now
people are looking for new, different waysto do that. Y ou get concepts that start in a 30-second commercia then
bleed onto online; that sjust based on the fact that the consumer is changing. Here s an interesting statistic: about 45
percent of people with computers have them in the same room as their principa televison st. | think about 80
percent are people watching television while on the computer. Y ou ve got alarge number of people engaged in
multi-media thetelevision aswell asthe computer. In many cases, these people are doing something related to the
program. What you start to seeisadiaogue that might start with one medium and move into another.
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Theway advertising isdoneis changing, and that sareflection of how our world is changing. Advertisng must
engage the consumer. Consumers are changing  they absorb media differently, they see the world differently, and
advertising hasto reflect that. One thing frequently said isthat the latest generations  Generation X, Generation Y,
and soon are population groups that understand advertising as a promotiona vehicle. They dont like being sold to.
Advertisng hasto serve adifferent role for them, so it sabout creating engagements and encounters and, therefore,
the mediahasto reflect it. That changes the way you use your advertising and what the content of your advertisng

messageis.

Advertisng isfundamentally away to market, and that hasn t changed. The basic principle or driving philosophy
behind advertisng is ill the same. What you retrying to do isfigure out how to use communications whether
traditional communications on televison or in print, or nontraditiona communications which might be fidd marketing
or engagements, for example to do the same thing. So the fundamental role and objective of the game has not
changed. Thelevd of inventiveness and how you think about solving problems has changed and influenced the
business.

The future changes of advertisng will reate to two things. First, the consumer. What are consumers doing with their
lives and how do they interact with the media? Let s say that thingslike TiVo redly start to take hold (and | m not
surethey will, because there are alot of infrastructure issues associated with that). VWWhen consumers are not watching
commercids, who will pay for the program development for commercid TV?Y ou have to figure out away to
outsmart consumer behavior. The way to outsmart that isto integrate advertising communi cations messages right
within the programming itself, so you don t get that split-second breek that notifies adevice you re now goingto a
commercia bresk. Thethingsthat consumersbelievein and think about and what they vaue will fundamentally
change advertising. September 11 had an influence on the advertising business and will continue to have an influence
not because of patriotism but because consumers stood back and said, What sreally important to me? Family is
redlly important to me. Spending timeisredly important to me. That shad an impact on cultura movements
kitchens and great rooms are again the big thing because that s the heart of the house. Part of that has been
accelerated by things like September 11th, terrorism and the prospect of war.

The second factor that will influence how advertising continues to change is technology and what it enables. When
broadband redlly comesin and has availability beyond its current 15 to 18 percent, the possibilities of what you can
do with that start to changeradicaly.
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Advertising and Company Vision

There was atime when advertisng CEOs had very close relationships and persond, trusted, va ued relationships with
the CEOs of their clients. Thiswasin the early days of advertisng when advertisng was an extremely powerful tool in
the 50s and the 60s and even before that. It enabled clientsto build their brands and their businessesin strong ways.
The brand became a franchise mechanism. It was anew and powerful tool televison created anew and powerful
tool. A reationship existed at that level and has evolved over time.

As new tools came about, and as new types of problems and complexities occurred, clients broadened their views of
what kinds of solutionsthey needed; | think agencies might have gotten alittle bit stuck on just advertisng solutions.
CEOs of client companies brought in more people, and the relationship that was very unique and specia between the
senior management of a client organization and an advertising agency was not as revered anymore. There were other
peopleinthemix people who aretrying to control the split of dollars between the various mediatypes. However,
thereis onething that advertisng does and will continue to do better than anything ese: Advertisng can drivea
company svison or at least capture the vison in away that people can embrace. By definition, advertisng hasto be
extremely smple and clear. We take enormous quantities of dataand weturnit into 27 wordsinaTV spot or three
wordsin atagline, and that has to represent the essence and the possibilities of abrand in aconsumer slife. If you
write adirect marketing piece, it sgot copy alot of copy. If you write apressrelease, it hasalot of words, and
then the media picks up on it and editoridizes on it. If you do something on the Internet, it has al kinds of different
elements. In advertising, you are forced to smplify down to the core essence of what theideaisand why it s
important to you. That isextremely critica. Y ou look to leadersto say where they are going and what it isal about.
If the leader ddliversapage, you relogt. If they deliver a sound bite or the right sentence, you know exactly where
you re headed. That swhat advertisng can do. That iswhy in many cases advertising isthe thing that capturesthe
vison of abrand and then becomes an expression of it, and you will find alot of other communications unifying under
that thought and identity.
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L ooking to the Future

Thered killer gpp for advertisng will be when our business can think seamlesdy across communications disciplines
and has people who can gpply knowledge aong the continuum of communications vehicles and techniques
(advertising, direct mall, interactive, and public relations), and execute them aggressively. That sthekiller app
because that swhere you figure out how to make dl the connections and communications to a consumer, how to
build abrand, and how to maximize the return on investment as measured by sales.

From an organizationd perspective, we need to create a culture that enables things that, while al under the banner of
communications, are genuingly different and require different expertise and competencies but serve acommon god.
While these things are different, when you look at them as functiond entities, tools and competencies, they dl help
accomplish agrand-scale vision or opportunity. Y ou can talk about collaboration, but the goal isto build an
organization where, a aconceptud (vaues or philosophical) level seemingly disparate things build avery strong
brand in amarketplace. Asaweak andogy, we tak about teams. Teams are what accomplish things, not individuas.
Within ateam, are digparate processes, mindsets, types of people, and organizations that can bring those differences
together and enable them not only to coexist but actualy flourish and be respected.

In terms of types of advertisng, there may come atime when the 30-second commercia ishot as prominent, but |
dontthink it will betotally obsolete. Thereis some point at which the mind can t absorb any faster than that, so|
wouldn t be prepared to call it dead.

There was atime when we d talk about people who grew up during the MTV generation. That means, of course, that
they are used to fast television, rapid interaction and dialogue, with more clutter on the screen, which may seem
digointed to someone used to amore traditiond, linear style of conveyance. Look at how that has spilled into the rest
of our televison, and how the baby boomers now watch television the sameway. Y ou cannot turn on cable TV
without seeing four different banners. Y ou have the ticker tape a ong the bottom, the banner, thelogo of the program
you rewatching, and now the latest thing: avertical bar running along the sde. We dl absorb communi cations that
way, and it svery interesting. So something that started in aparticular age group hasinfiltrated the entire medium.

We are going to continue to evolve. Two possi bilities could emerge, and perhaps both will become redity. Oneis
that when communications and advertisng companiesredly learn how to absorb and support the totality of
communication everything from brand development to transactional-based activities (e.g., customer relationship
marketing, online, direct marketing,) when they can embrace that entire scenario and it can be driven by onevision,
therole of advertisng can be very different. It does not necessarily have to generate the sale. It may only need to
create afedling and an attachment to abrand that s very emotiond. So the question is, could that be donein 15
seconds? Yes, if my purposeisto create an emotiona attachment and | don t have to get into along description of
what the product is, how it fitsinto your life, and how you useit. If | can say to you that | have acommunications
organization that can do everything from creeting that emotiona bond to giving you dl of the rationa information you
need and a so do the customer relationship management piece, | may be liberated to do that. There sa scenario
where you could say that over the long run, there won t be as many 30-second commercias. We just won t need
them because we |l have other options. Think about the people watching television and being on the Internet, and a
15-second commercia on TV that sa spear through the heart and creates|ove and passion  that drivesyou to asite
whereyou can do dl the rationa stuff you want. Then the story can be finished. Can it be donein 10 seconds?
Maybe. We need peopleto think that way. That s ascenario that would say it s possible that the 30-second spot
could become athing of the past, and it s not commonplace anymore. The norm has become the exception.
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The other direction we could go is back to an old technique. If TiVo and things like that offer an effective way to take
the sponsors out of paid promotion, and we can t find our way around them, we may be going back to a sponsored
program type of an environment. The advertising entities would become more integrated into the actua program

itsdlf, gppearing more like the GE Thegter.

| think both of those arered possibilities, depending on avariety of things, including an agency s ability to express
itself across the entire spectrum of communications tools and being able to manage it properly; the ways technology
could facilitate that is a so important.

Another areaneedsto evolve. In order to think outside silos, an agency must create anew breed of thinker. There
are no farm clubsfor these people. We re doing that every day ourselves. By being inventive, creative and thinking
beyond traditional boundaries, we start to teach new people coming into the business that they don t need to be
restricted by something on TV, in print or online: any of those things are on our paette of tools. Y ou aso need clients
to develop in the same way because many clients, larger ones especialy, buy in segregated ways. You canonly sl a
mutual fund to someone who s prepared to buy or understands the purchase of amutua fund. Y ears ago, you couldn
t sall amutud fund to someone who only understood the concept of astock. The buyer hasto bein sync with the
possihilities. | believe that will happen, and both agencies and clients are moving in that direction.

Joe Grimaldi is president and CEO of Mullen Advertising (Wenham, Mass.), one of the top 25 agenciesin the
us

For over 19 years, Grimaldi has been a key figure in defining, shaping, and building the Mullen brand.
During histenure, the agency has grown from 14 people and $7.5 million billings to a $640 million agency
with 550 peoplein four offices. It became part of IPG in 1999.

Throughout this evolution, the company has retained its strong culture and distinguished product and
reputation. Today, Grimaldi directs agency strategy and devel opment, maintains proactive involvement with
clients and accepts ultimate responsibility for total agency operations.

Grimaldi is an Italian immigrant who came to America at age five. He grew up in Queens, New York, having
to fend his own way through most of his adolescence. He started his career in advertising 27 years ago at
Benton & Bowlesin New York City, upon completing his college education at New York s City University,
and Bernard Baruch College of Business. He came to Boston in 1981 when he was recruited to Hill Holliday.
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The Future of Advertising
Merging with Entertainment

Mike Toth
Toth Brand Imaging
CEO & Chief Creative Director

Establishing Brands

For aclient to differentiate its product in the marketplace, one must begin with the vision of the brand. We cdl it
brand DNA the unique qualities or the essence of the brand. It must be determined in advance and relativeto its
position in the marketplace. Decide whether you want to play in acrowded field or distinguish yourself within that
fiedd. Those are drategic issues that are determined early on in a marketing relationship with the brand management
team. The next Step is understanding what makes the brand different. For example, distribution could be different
channds, pricing, qudity, theway it sdelivered. Y ou can use many variablesto distinguish yoursdf from the
competition, and it simperative you do so. After you look at the competitive landscape, redize the high ground a
position that s defendable and a place you can create strategiesto win.

With al the different media through which a message can be driven, having one consstent messageiscriticd. It s
important to have consstency in dl messages and dl consumer touch points. Consstency, familiarity, reiability these
are the dements upon which ardationship of trust isbuilt. Trust is created through consistency, through ddlivering on
what s expected. That doesnt mean it can t be fresh, and it doesn t mean it hasto be predictable. But it till hasto be
relevant, who you are, and consistently portrayed. When you think about your trust level with people, it comes out of
redlly knowing them and having an idea of what to expect, but that doesn t mean they re going to say the samething
every day. They have the permission to explore the boundaries within who they are and maintain relevance
throughout time. Never abandon who you are because of the lure of the Sirens.

Advertisng should portray the company svision. The horseisthe vison of the organization and the buggy isthe
advertising, or maybe even one of the whedls. It snot the whole thing. Advertising doesn t drive an organization; the
organizetion drives advertising.
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Challenges of Advertising

Unlikealot of other marketing tools, advertising alows you to talk to many people very quickly. And provided that
message is something people need or want to hear, it can change their lives or make them fedl better about
themselves. It san immediate medium. The problem isthere are many people who have used the medium to creste
an ingant relationship with consumers and have failed to deliver on the promises  they velied about the benefits. The
resultisacynica consumer whose trust has been broken and whose faith in advertising has become jaded.
Ultimately, brands are about trust.

It has gotten more difficult to establish abrand because there are so many more brands vying for attention. The
number of companies vying for consumer attention is extraordinary. The stakes are extraordinary. Y ou once could fit
in the supermarket, in one-tenth the space, dl the brands out there. Now these huge super-supermarkets are creating
more choices. How do you inform consumers about which choices are right for them, and how do you connect with
the consumer, and where? The products themsel ves have expanded and the competition has expanded and the
competition for actudly finding aclient or aconsumer has expanded. So the establishment of abrand becomes more
and moredifficult.

Assessing risk isanother chalenge. It sdifficult to forecast the success of advertising because you redly cant tell
what s going to work and what isn t. But you can use some techniques and some research to gain insgght. Those
companieswilling to take risks are the companies more easily able to separate themsd ves from the competition.
Because if you do what everyone e seisdoing, what is expected, what has been historically proven to work, it doesn
t necessarily mean you re going to differentiate yourself. So there are risk-adverse companies, and there are
companies that embrace risk, some who ve been able to break through and create something extraordinary, such as
Phil Knight and the way he has built the Nike brand.

Measuring the return on your advertising investment is achalenge, but there are anumber of waysit can be done.
One of them isabrand awareness study and what comes to the consumer s mind when the brand is first mentioned.
If the purpose of the advertising is either to inform or change then it scritica to know what you retrying to
accomplish. Y ou determine what success should look like in advance and then determine what people are thinking,
then return to theinitial stages and you do the research again.

However, it sheneficia to evauate it with the understanding of what your definition of successisand why you re
investing that money. Isit to increase sales? Isit just to let people know that the brand exists? There are many
different ways of defining a successful campaign, but before you begin investing in acampaign, it sgood to know how
you re going to measure the success. So, you sit down with the client before doing any work and gain aclear
understanding of what they re hoping to accomplish.
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New Trends

Advertising has become much more focused; it sbecome avisua shorthand. Ads have less copy. Almost anyone can
write pithy headlines, and most advertisng agencies are run by creative directors that began as copywriters. In the
last couple of years maybe since September 11 there s been areturn to core values and the things that matter most.

Inthe future, | believe advertising will merge with entertainment. The power of the emotional chords entertainment
tapsinto those strandswithin each of us will be combined with more of what Hollywood produces. Were going to
seeincreased involvement between production companies and agencies, and in the future the brand will becomethe
show: starting with the profusion of product placement and the impact it shaving. Consider the new James Bond
picture, for example. It sextraordinary. And it sgrowing; advertising is going to become part of entertainment.
Another example is the more than 200 television channels we now have. In the old daysit was just three networks,
and now hdf of the cable channds (or more than haf) are run without advertisng, and they re commanding
extraordinary viewership. If you look at what sgoing on at HBO with The Sopranos or Sx Feet Under, people are
tuning in, and there s no advertising time. Brands are making their way into the fabric of these shows, primarily
through product placement, and this| believe will be the new paradigm in the advertising industry.

In terms of new technology, you can now create your own media center online; you can deliver great experiences,
wel come people and have amore intimate rel ationship with them. But we re only in the second inning with the
Internet. It isan immensely powerful tool, and when broadband becomes the way of lifeit sgoing to open up alot of
doors and give those who otherwise didn t have huge budgets the opportunity to tell people who they arein aquick,
compelling way. That won t happen for another few years, when people can gain access to high-speed data input
through broadband, but it will be extraordinary. It will change the way welive our lives.

Another interesting development is the group of people who have gone under the radar and done street advertising.
Using public relations, and for very little money, they have been able to get into the minds of the influencerswithin
various socia groups. Asamatter of fact, that sthe only way to actualy infiltrate some of these really cool groups
through their leaders, and the leaders aren t going to take something they fedl has any sort of mass gpped. They re
going to take something they ve discovered. They re going to actudly bring it in and adopt it early on, and then it gets
played out to therest of the consumers asit worksitsway to the multitude.
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Succeeding in Advertising

One of the main keysto successful advertisng isarealy sound understanding of theroleit playsin businessand the
relationship it hasto basic business principles. Advertisng isasmall part of avery large solution, of hel ping to add
vaue to an organi zation. Having the busi ness underpinnings and understanding the role advertising playsis criticd.
Other important skills are understanding the target audience and their needs, and how the products you re marketing
can help them, enrich their lives, or be the solution to a problem.

Mogt advertising is done in avacuum, often to support enormous egos, but it s more effective to take ego out of the
equation and just seethingsasthey are as opposed to how we want them to be or how the client thinks they should
be. So thereis an enormous amount of honesty that needsto be involved in any evauation or decision.

A lot of theart in advertising involvestaste and advertising is an art, because you re dedling with creative and being
ableto evauate things on an artistic/emotiona level aswell ason anintdlectud level. Y ou haveto be open and
cognizant of what makes something tasteful or not, or what s cool or not cool. Y ou can satisfy al the prerequisites of
any campaign once you sit down and decide what it needs to accomplish. But there are many different waysin which
that can be solved, and choosing the right oneisthe art of advertisng.

If you want to be successful, it simportant to be yourself. Dont try to be something you re not, because the
consumer can sniff out a phony. Another key isthat it sabout not being lite; it sabout embracing mass Americafor
the juggernaut it is. Never underestimate the consuming public.

We havealittle saying here: Do good work. God swatching. It means having a conscience about doing the right
thing and making sure the client understands we re doing the right thing: People in the organization know were
committed to doing the right thing. We dso have what we call forethoughts, which arefour keysto success: know
the consumer, know the client, think of things through the client s eyes, then anticipate problems and be prepared to
addressthem.

From a college football player to creative director behind one of this century s most successful branding
stories, Tommy Hilfiger, Mike Toth has led a diverse life. Raised in Texas, Toth graduated from the College
of the Holy Cross earning a B.A. in Fine Arts. A varsity football player, Toth was named an All East middle
linebacker in 1975.

After graduation Toth moved to Paristo pursue a career asan artist. In 1977 on a flight back to the United
Sates, a fellow passenger offered hima job in the ad department of a New Orleans-based apparel
manufacturer, Wembley Industries (now Wemco). He spent a year traveling the United States with the sales
team, building and breaking down presentations for road show demonstrations company salesmen presented
to store buyers. This experience amounted to what he describes as a master s degree in branding and the
elements that create commerce.

In five years |later Toth amassed a collection of awards and in 1982 opened his design studio in New Orleans.
One of hisfirst clients, named J. Crew at Toth s suggestion, earned national acclaim by presenting the first
lifestyle catalogue a groundbreaking concept that defined the J. Crew brand, restructured the catalogue
business and established Toth s reputation as one of the most creative, image-oriented design agenciesin the
country that specializesin defining American lifestyles.

Toth supports the Fresh Air Fund, offering the organization pro-bono creative services, and advocates for
the Special Olympics. In 1984, Toth moved his headquarters to Concord, Massachusetts.



This document is created with the unregistered version of CHM2PDF Pilot

[« ereviovs [ nexr |



This document is created with the unregistered version of CHM2PDF Pilot

How Advertisng Works
Common Sense & Clarity

Ron Berger
EuroRSCG MVBMS Partners
CEO

Art or Science?

The question of whether advertising isan art or ascience is often debated. The answer isthat it sacombination of
both. The art liesin the ability to create abeautiful picture or photograph that has asdlling propositioninit. The art
aso liesinthe ahility to take a strategy and frame it in a photograph or televison commercid.

The science, or business, involves dl the methodol ogies marketers use to measure the effectiveness of
communications, including saes, of course.

The most basic skill needed to create an advertising campaign isto write copy, design thelook of an ad, and get it
executed in amagazine, in newspapers, or on televison. The essentidsin advertising are a combination of common
sense and clarity. As someone once said, common senseisn t common enough in advertising: Y ou dways must
remember that the people your ads are talking to are your wife, your kids, and your mother-in-law. So it scritica to
keep the message smple and clear. Too much advertising sounds like marketingese. There are dso afew pitfalsto
watch out for. Stupidity would be one: stupid ideas, overcomplicated strategies, or salf-indulgent executions of
advertising that don t show understanding of what abrand isall about are an enormous waste of time and money.

The difference between advertisng and other types of marketing isthat advertising alows you to reach many people
quickly and to get your message out in the specific way you want. Thisis different, for example, from public relations
where the mediamessages are unpaid and therefore can be changed or diluted by the reporter writing the story. If
you run one commercia on the Super Bowl, alot of people will know who you are. If it stheright message, if it s
interesting and relevant, you || communicate effectively with your target audience. If it isnt, you |l waste an enormous
amount of money. Advertisng isvery efficient. It can sdl everything from carsto hamburgersto Presidents of the
United States. If you want to run for palitical office and have alot of money, by the end of next week many people
will know who you are. And by the end of the first Tuesday in November, you will know how many people have
liked what you have had to say and bought your product.

Success can be measured in many ways, but it scritica that the role of advertising be understood before you can
decide on how success will be measured. The bottom line has to be the amount of products you sdll. Y ou want the
advertisng campaign to drive businessin ameasurable and hopefully profitable way. In some corporate advertising,
therole of advertising isto drive the image ratings of acompany or its brand, but even that isusualy quantifiable.
There should be absol ute accountability for the money being spent.
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To succeed in advertising, you need to have asmart, smple strategy and a clear understanding of your audience. You
need to articulate clearly and create and execute an idea that motivates people in ways they never would have
imagined being motivated. And then you need to pray that you reright.
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Building a Brand

To build abrand from scratch, you need a degp understanding of its core values. What does the brand stand for?
What doesit believe? Doesit have acompellingidea areason for being? Hopefully, that reason for being is different
from that of its competition. Y ou aso need smart people to take the values and attributes of the brand and articulate
theminaway that clearly differentiates them in the marketplace. And you need to do that in interesting, fresh ways
over anumber of years. Volvo s core value, for example, has aways been about putting people before cars. That is
why Volvo focuses so deeply on safety leadership in building its cars; it aso shows concern for the environment and
theworld asawhole. Volvo stag line, For life, capturesthe company s core values perfectly.

Going from nothing to an established brand doesn t happen quickly, and many lessons can be learned from dot-com
companies: It snearly impossible to build abrand in just afew months. In trying to do so, many dot-comsfailed
miserably, and many advertising agencies should have known better. They took the money these companies dangled,
but branding just doesn t happen that smply. Even the companies with high-vigbility commercidsfailed. You dont
gtart with a Super Bowl commercid: Y ou start with abusinessideaand aset of values. Those values and attributes
have to have relevance to the audience with which you want to communicate.

Successful brands all have a clear business and marketing strategy. A brand s tone of voice comes out of that
srategy and alows the brand to communicate consistently: 1t looks and feels constant over severd yearseven asit
continuesto grow. For example, Nike has had a clear tone of voice for anumber of years even asit evolves.
Consumers recognize that and know Nike stands for adifferent set of vaues, human achievement, and not smply for
ahletic shoes or gppard. Thisisvery different from brandsthat try to hit homeruns and breakthrough al thetime.
The mentdity of breaking through has people trying to do things that might be one-shot wonders, like afirework that
goes up and crashes down again. Thereis no shortcut for building abrand that will endure.
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The Need to Change

People slivestoday are changing in rapid, dramatic ways that we could only dream of afew yearsago. Therole
brands play hasto change along with that. To take abrand to the next level, you need to deepen your understanding
of thetarget audience: how their lives and needs are changing. Y ou must continue to develop the product and
enhanceitsattributes so it remainsin line with consumers lives. Smart marketers recognize how people slifestyles
are changing and are constantly looking for ways to make sure their products and communications continue to be
relevant. Strong brands can survive forever if they continue to understand and adapt. But to do that, severa things
must happen. Y ou can never take for granted that what made you successful will continue to make you successful,
but you should aways know why it made you successful. Y ou need to understand how the marketplace has changed
and continue to develop products that deliver on that understanding. Thisisnot to say you should totally reinvent the
brand, because that causes confusion. People don t care enough to stay with weak brands or inferior products. They
dont have thetimeto follow brands that keep changing what they are.

The enormous turnover in management is one of the big problemsin businesstoday. A new CEO or marketing
director comesin, begins questioning what has been done, and changes the marketing focus of the company. That
lack of congistency can be very dangerous and damaging to strong brands.

Hereisan amazing dtatistic: Something like 53 percent of the Fortune 500 companiesthat existed in 1983 aren t
around anymore. That sright, more than half of the biggest, most powerful companiesin the world just 20 years ago
arent around today. But they have been replaced. Look at how we dl live out livestoday. We buy our coffee at
Starbuck s, our clothes at Banana Republic, our books at Amazon. Home Depot, Staples, Circuit City: Name a
category and it slikely that abrand that didn t exist 15 or 20 years ago is dominating our everyday lives. Why? The
people who created these brands understood how our lives are changing and developed products, marketing and
advertising that made them an essentid part of peopleslives.
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Just Around the Corner

Technology has brought significant change to the advertising industry. The Internet enables usto do something
dramaticaly different and tremendoudly important that we otherwise wouldn t have been ableto do: to havea
two-way conversation with consumers. A televison commercia isaone-way conversation; it sthe brand talking to
the consumer. The Internet allows us to engage in adia ogue with people who are interested in having that
conversation. We can ask if you reinterested in more information on product A, and by telling usyou are, you re
inviting aconversation. That satremendoudy important and valuable tool that wasn t available afew years ago. But it
needs to be understood as just a part of the marketing plan. It doesn t replace traditiona media, but it is a powerful
tool that smart marketers are using more and more.

Therole technology playswill continue to drive changesin our industry, because it s going to continueto drive
changesin people slives. What will be developed in terms of mobility and technology will bring to lifeaway of living
and working that, until now, we ve only heard and read about. Intel, for example, isintroducing anew generation of
wirelesstechnology that will alow usto do virtudly anything, anywhere: in effect, to unwire our lives. It snot science
fiction. Thiswill happen. It will affect dl industries. As aresult, the way we communicate with people and what we
communicate about hasto change aswell.

In addition to the technol ogy-related changes, the advertising industry has changed its focus. It has become more
about the business of advertisng than the advertisng business. As more agencies have been consolidated into publicly
held companies, too much of the discussion has been about a holding company sforecasts, earnings, and profits. Itis
understandable but has changed the focus from the quality of the work we do to the quality of the earnings we report.
It saggnificant shift that began afew years ago. The impact has been that people withintheindustry certainly
cregtive people havelost alittle of the magic and also their passion for what advertising can be. It s now about the
bottom-line profit more than the craft of what we create. It hasn t affected clients as much: They work for businesses
and are accustomed to having to report earnings. Within agencies, it samore recent phenomenon. Most of the
consolidation has happened, so chances are that trend won t accelerate any more than it hasin the last few years.
Hopefully in the next few yearswe will find a hgppier ba ance between the quality of the product that agencies ddiver
to clients and the ability to deliver what shareholders need.

Even with thisfocus on the bottom line, | think we are living in atremendoudy exciting time where, more than ever,
clients need what great advertisng people have aways delivered: big powerful businessideas that can drive
businesses in dramatic, profitable ways.

Ron Berger has been in the advertising business since age 18 when he took the summer job of mail boy and
center fielder for the old Carl Ally agency.

In the 13 years Berger worked there, he won hundreds of awards. His most widely acclaimed work, the " Time
To Make The Donuts' campaign for Dunkin' Donuts, was honored by the Television Bureau of Advertising as
one of the five best commercials of the 1980s.

In 1986, Berger co-founded the agency that became Messner Vetere Berger McNamee Schmetterer Euro
RSCG. The agency was the fastest growing major agency in the advertising industry, boasting a client roster
of the world s most forward-thinking companies. As founding partner and chief creative officer, Berger was
involved in some of the most memorable campaigns of the past decade. His commercial for Volvo, entitled
"Survivors' was selected "Best Commercial of 1993" by Advertising Age.
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In recognition of his work, Berger was featured in the Wall Street Journd s Creative Leader campaign.

Named chief executive officer of MVBMS Euro RSCG in 1999, Berger continued to lead the agency s
innovative approach to advertising. Overseeing a $1.3 billion dollar agency, he also was named chair of the
Creative Committee for the American Association of Advertising Agencies. He sits on the advisory board of
the Children's Health Fund and the Creative Review Committee for the Partnership for a Drug Free
America.

Berger recently completed co-directing and co-producing a feature-length documentary entitled The Boys of
2nd Street Park, shown at the 2002 Sundance Film Festival and slated to air on Showtime.

With the creation of Euro RSCG MVBMS Partnersin 2002, Berger began the next evolution of his
leader ship, leading a dynamic new Agency that offers Creative Business Ideas across all marketing
disciplinesto a wide array of top brands.
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Assessing Good Creative $10 of
Valuefor Every Dollar Spent

Stan Richards
TheRichardsGroup
Principal

Successful Branding and Advertising

We defineabrand asapromise. It isa promise that there will be certain ddliverables that come from this product or
service or company, and those ddliverables must reach the ultimate consumer at every point of contact every time
otherwise abrand gets weak. The difference between weak and strong brandsis consistency. Delivering on a
promise at every point in time and opportunity makes astrong brand. To make aweak brand strong or astrong
brand stronger, we must understand what the essence of the brand is what that promiseis and deliver that
consstently and effectively. It does not just stop with advertising: It hasto find its way into every point of contact with
the consumer. An example would be our work for Mot 6. In all of our radio advertisng we use Tom Bodet asthe
lead character, and if you stayed at aMotel 6 and you requested awake-up call, your wake-up call would not be
what you would get at other hotel chains. Y our wake-up call would be Tom Bodet, who says something like, Good
morning! Y ou have just won thelottery! Just kidding but it istimeto get up and hit theroad. It isthat kind of
congstency aong every point of contact that makes strong brands stronger.

Itisimportant for clientsto understand that the grestest risk isbeing invisble. We have to find ways of making people
notice our work. We want to make the work likeable. We want the viewer or the reader to like the advertiser. It is
exactly thesameasif youwere sdlling in aretall environment inacar dedership, for instance. If you waked upto a
customer as he or she entered a show room, stuck out your hand and said, Hi. How can | help you? thevery first
thing you want to happen isto have that customer like you. | think advertisng worksin exactly the sameway. Wetry
to make our work as endearing as possible to find some basis on which the viewer or reader will like the work,
consequently like the advertiser and ultimately be easier to engage in business. That sometimesinvolves breaking
rules and taking risks, but most often it is smply amatter of putting good work on the table, explaining to the client
why it will be effective, and then jumping out and doing it.

Ultimately, what congtitutes a successful advertisng campaign is moving the needle. Whether thisis measured by
increasing awareness of the advertiser or enhancing the brand, or whether it is measured at the cash register  both

are valid measures of the campaign s success. Success has little or nothing to do with how the work doesin the
award shows. The ultimate measure is how it worksin the marketplace. Are we delivering $10 worth of valueto the
client for every dollar he spends? That is the difference between weak creative and good cregtive. Weak cregtive
givesyou adollar sworth of value for every dollar spent. Good creative gives you $10 of vaue for every dollar spent.
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Challenges of Advertising

We ded with an awful lot of information, and it isredlly important that we have that information in our heads when we
st down to solve aproblem. It isnt like being a painter where your only constraint isthe size of the canvas; in our
case the restrictions become much tighter. We may have an 82 by 11 page in a magazine we are working with, it
may be afull pagein anewspaper, or it may be a30-second TV spot. In any case, we begin with very tight
condraints that we have to deal with. We have 30 seconds to capture the viewer s attention and hold it. With print,
we have about three seconds. The number of people who will spend thetime it takesto read body copy in aprint ad
isnegligible: All readership studies say that, at best, three percent of the people who seethe ad will actudly read the
copy. Basicaly, what you are getting is the time people will spend to look at avisud and read a headline and then
they are on to the next page. The medium with the shortest attention span is outdoor advertisng. We are restricted to
no more than seven words on an outdoor board because people don t have time to read more than seven words
athough we occasiondly dretch it to eight or maybe nine. When you look at it in thisway, advertisng is very different
from art asatraditional means of expressing onesdlf, but it is so exciting and rewarding when you can come up with a
solution that does everything agood piece of advertisng can do and you ve done it within these enormous congtraints.

One of the thingsthat can get in the way of doing good work and thisisasgnificant problem consstently isdedling
with multi-layered clients and the necessity of going through a complicated approval process. Very often there can be
asmany asfive or sx gpprova levels before work actualy getson theair or into print. That isatedious, dangerous
process because the work is often tweaked at every level, and it usualy doesnt make it any better. It can be
frustrating for the cresative person and ultimately an unproductive process for the client. But as most agenciesdo, we
awaystry to streamline the process, often successtully.
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Oneof Many Tools

Advertising isjust one of many toolsin the marketing toolbox. It is very important and expensive and thereforeit s
critica that the marketer get the most out of it.

Advertising and public relations operate very differently because we control the messagein advertisng. A good
public relations person can cgjole ajourndist into doing astory but can't be certain the outcome will be exactly how
he or she wantsit to be. In advertisng we havetota control: It isaproduct we can craft and that gives usthe
opportunity to craft it the way we wish.

Public relations can be highly effective, however, because most people find a postive story about a product or
sarvicein the press much more believable because it is a third-party endorsement. Thereis much to be said for an
effective public relations campaign. Direct, interactive and guerillamarketing can aso be significant tools under the
right circumstance.
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Changesin Technology

Technology has changed many things about the way an advertising agency works. We used to do things called
paste-ups. When you put an ad together, it went through a paste-up stage, then it was engraved, then it was sent to a
publication. Thingsthat took days going back and forth from atypesetter to an ad agency are today done in minutes
on aMacintosh where we have achoice of athousand type faces dl available on amoment s notice.

We have an extranet between our office and every client s office. One client, Pergo, alaminate flooring company,
cameto the United States seven or elght years ago and has been very successful. Pergo s offices and marketing
director arein Raleigh, North Carolinaand our offices arein Dalas. When we do ashoot and we do acouplea
year we usudly shoot in the Ddlas area. We are now at a point where Pergo s marketing director can stay at her
officein Raleigh while we set up the shot. When everything is ready, we put adigital cameraon the tripod, shoot
digitdly, send the information through the extranet, and she can say (watching the process on her computer screen),
Yes, | think it sgreat, or tell uswhatever she thinks would improve the shot. Then we take the digita off and replace
it with the film camera. We have saved her days of being out of the office. The next step isto do away with film
atogether and shoot everything digitaly, which iscoming very quickly.

As another example, we can edit a TV spot for Home Depot, located in Atlanta, then send that image through the
extranet to our client, who can O.K. arough cut while sitting in his office. Think about the time and costs saved in
travel expenses. Things like that happen every day and make usinfinitely faster and far better than we were before.
Back when we had to edit with film, we would put the film on aMoviolamachine, crank it through, and if we wanted
to edit we literdly took arazor blade and inserted a scene by taping it together. That process took about five
minutes. Now that same edit takes three seconds. It has revolutionized the way we edit. We can be much more
critica of editing and try thingsjust to seeiif they work, because there is no detrimenta consequencein trying it four,
five, or Sx different ways.
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Competition and Quality of Work

We happen to be in an industry where everyone swork ishighly visible. It is very easy to seewhat isgoing oninthe
industry. All of uson the creative sde spend time with our nosesin the annuasto see what iswinning awards. Itisa
constant effort to evaluate our work versus the work of other agencies, and there are anumber of opportunitiesto
see that work.

The only important thing, though, isthework. If thework isgood, it isgood. If you put up thework of half adozen
agencies, you can clearly seethe differences. Agencies are dways evaluated by their best work. | think it would be
better for them to be evaluated based on their worst work, because some agencies do their best work for threeto
four percent of their clientsand at the other end of the spectrum isavast body of stupid work.

To be successful, thework hasto beintdligent; thereisno reward for supidity. Second, the work hasto be
endearing: People must likeit for it to be successful; endearing work must be crafted with greeat care and attention to
detail. Thework sintelligence, endearing qudities, and craftsmanship are the most important.

If you are acrestive person, you need to focus 100 percent on the work. Don t let anything interfere with the work
itself and be pass onate about making that work as good asit can be. Bewilling to quit ajob or resgn aclient if the
work isnot up to your standards. Y ou need to devel op a sensitive stomach, so that when the work is not what it
should be you solve the problem rather than dedl with the ssomachache.

San Richards founded The Richards Group as a freelance practice after graduating from Pratt Institute in
New York. Over the next 26 years, it became one of the nation s premier creative resources. In 1976, it
became a full-service advertising agency.

Richards work has received awards in virtually every major competition in the world. In 1976, he was
chosen by the Dallas Society of Visual Communications as the single individual who, over his career, has
made the most significant contribution to the advancement of creative standards in the Southwestern United
Sates. 1n 1981, 1983, 1984 and 1985, Richards was named by ADWEEK as The Top Creative inthe
Southwest. In 1985, The Richards Group was named Agency of the Year. That same year, Richards was
honored by Pratt Institute as a Distinguished Alumnus. In 1986, he was honored with an Advertisng Age
cover story. In 1987, ADWEEK named him Executive of the Year, and hewasincluded in The Wall Stregt
Journd s Giants of Our Time. 1n 1988, 1990 and 1994, the firm was again named Agency of the Year. In
1995, Richards was named an Entrepreneur of the Year by Inc. magazine.

The University of Texas named Richards the 1996 recipient of the Reddick Award for leadershipin
communication. Previous honoreesinclude Walter Cronkite, Ted Turner and Bill Moyers. More recently,
SMIU announced the Stan Richards Creative Chair.

Also in 1996, Richards was the recipient of the AIGA Gold Medal, the award for career achievement in
design. In 1997, Graphis magazne named The Richards Group one of the 10 best agenciesin the world, and
the American Association of Advertising Agencies honored the firmwith its A+ Award, given annually to
America s best agency.

In 1999, Richards received the highest honor available to a creative with his election to the Art Directors
Hall of Fame, joining such luminaries as Walt Disney, Norman Rockwell and Andy Warhol.
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Apart from business, Richards interestsinclude skiing in Utah and fly-fishing the backwaters of Laguna
Madre. He is an avid runner, having logged 39,000 miles.

In addition, Richards serves, or has served, as a director of The Salvation Army, Episcopal School of Dallas,

YMCA, Cooper Aerobics Enterprises, Dallas Symphony Association, United Way, and the Creative
Committee of the AAAA.
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Active Branding Combining
Branding & Direct Marketing

Christopher Santry
Kupper Parker
Presdent & CEO

The Art of Advertising: Right Brain Thinking?

Many of uswho make aliving on the creative Sde of advertisng would seem to be right-brain dominant: Werely on
ingtinct, intuition and emotion to amuch greater extent than our co-workersin other departments. That is because we
areartists. Unfortunately, an advertisng campaign isnot merdly fine art, it sa highly specidized form of
communication. If the creative execution has not communicated the client s essential message to itstarget market, that
campaign hasfailed, no matter how compelling the imagery or how poetic the copy.

The campaign that introduced Infiniti automobilesto the world isacasein point. The campaign was beautifully
produced. Each television spot was executed flawlesdy to evoke Zen-like fedings of peace and contemplation. But
the campaign never communicated the essence of the car itsalf. Asaresult, Infiniti sintroduction was afinancid flop,
and to thisday Infiniti has been playing catch-up with Lexus (introduced the same year).

The chdlengefacing dl cregtivesisto harnessthe emotiona power of acampaign as esoteric as Infiniti sintroduction
and to usether intdlectua skillsto transform that piece of fine art into a highly focused communication. To exceed
the client s needs and expectations of success, creatives must take that extra step.
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Two Halves Are Better Than One

If theright brain isthe creative center for concepts that will stop consumersin ther tracks, theleft side of the brainis
theintellectuad center that can help shape the raw concept into something that demands more of its audience than
merely being spectators. Until just afew years ago, it possible to build abrand using only humor, shock or any other
cregtive device that might increase unaided recdll. In today sworld of ingtant gratification (on the consumer sde and
the client Sde) the old rulesfor branding no longer apply.

Today, aconcept must be crafted in such away that the consumer fees amore immediate need to interact in some
way: whether viathe Internet, phone or (injust afew years) thelowly TV remote. And it s not enough merely to tack
onaquick graphic at theend of aTV spot. That swherethe left brain comesin: to take the raw emotion, humor
and/or shock value of aconcept and focusit into amessage that |eads the viewer to inevitably act in away that will
satisfy the client sactive gods.

Thismore wholebrained approach iswhat it redly takesto produce highly cresative, yet successful advertisng for
today s more demanding marketing environment. | even coined anamefor it few yearsago: Active Branding, which
Is described more completely under the heading The New Math.
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Clients Need a L ittle Respect

Too often, those of us on the agency side seem to brush aside the client swishesin our quest for breakthrough
credtive. That old joke advertising would be agreat businessif it werent for the clients belies an underlying ditism
that alows usto be less receptive to valuable client input. That s certainly putting the worst spin onit, but even the
dightest bit of agency attitude isatremendous mistake. A better aternative isto assume that a client who has been
successful in business has some vauable insights on marketing his or her product. The cregtive team that goesinto a
project prepared to listen closdly to the fedings and desires of the client and his customerswill actualy produce a
better creative product.

Only when the crestive team understands a client s desires can they begin to deal with the client s needs. Otherwise
the result may be jaw-dropping but irrdlevant. Worse, the resulting campaign will be scorned by the client sown
employees.

Therewas arecent campaign for anationa oil heat association whose purpose was to keep oil heat customersfrom
converting to gas heat. The client wanted creetive that would make a big impression. What they needed was a
campaign based on some solid grass-roots knowledge of how homeowners choose to heet their homes and their
relaionships with their local oil dedlers. The agency produced a spot that depicted afamily dressed in clear
protective plastic garments, Sitting on furniture wrapped in clear protective plastic. Thiswasintended to show that ol
hest is clean enough for even the most compulsive homeowners. It was quirky and funny, but it left viewerswith the
impression that having oil hest means homeowners should wear protective garb in their own homes. The oil heat
deders hated it. More importantly, the message was so poorly conceived that homeownersdidnt get it. Needlessto
say, the account went into review immediately.
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Creative vs. Conservative

Based on the above anecdote, one might say that creativity can be very risky, but remember that any process
completed without careful study of dl the factswill dmost dwaysfail.

The question hereisif clients are better served by edgier advertisng. My answer would be an emphatic yes, but
with discipline. If we had more cregtive ads executed with more discipline, agencies and clients would both be better
off. Thiswould betrue even if the sociologica and technologica landscape of advertising had not changed so
dramatically inthe 90s. It sdl the more important if we are to stay ahead of the curve for the next wave of changes,
which arejust around the corner.

Thefact that ad agencies and clients can seldom agree on what condtitutes creetiverisk makesthismore
complicated. The definition of highrisk by the respective partiesis often reversed by 180 degrees. Agency cregtives
would say that atoo conservative campaign would submerge in the svamp of other mediocre advertising. Clients
might say acampaign that istoo outrageous will make them look foolish or flighty.

Infact, thereistruth in both viewpoints. The only way to execute effective advertisng isto develop adia ogue where
the agency and client actually listen to each other. Thereisno smple solution to this Republican versus Democrat
dichatomy, but alittle mutud listening (and discipline by both parties) may actudly produce some surprisesfor getting
on the same page. Any campaign that gets approved as aresult of creative capitulation over the issue of risk by either
the agency or client isdoomed to failure.
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Creating a Successful Ad Campaign

It isnot necessary that an ad campaign be unified across al media. Certainly, many agencies and advertisers have
had grest success with the philosophy that each medium is so unique it requires the best possible cregtive, evenif it
departs from the overall campaign.

It must be acknowledged, however, that acampaign managing to unify the creative for al its media outlets under one
cohesive message will possess unbelievably powerful synergies. Accordingly, it seemsincumbent on creativesto
work harder at that unified message before succumbing to amore media-specific approach.
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M easuring Effectiveness. The New Math

Traditiondly, a campaign was supposed to build awareness by a certain percentage within a certain time period.
Benchmarks for sales and unaided recall were established. Goaswere set for measurable increasesin those aress
over asix-month to one-year period. Today, the rules have changed. A campaign is expected to produce abump in
awarenessimmediately and also abump in sales, but not just abump in retail sdes. These daysit must be viamultiple
sdes channds retail, Internet, direct by phone and other emerging means of communication.

We are now forced to show areturn on investment much sooner than we were aslittle as five years ago, and no two
clients have the same absol ute measurement for success. Lagt year, one of our clients wanted to show anincreasein
existing sdes equa to what was to be spent on mediawithin sx months. Another expected a certain number of web

vigits after one month and a conversion rate of 20 percent immediately after that.

There may be no one measurement for success, but the demands for return on an investment are consstently far
greater than they ever were before. Interactivity has made instant gratification seem more attainable. As aresullt,
everything iscompressing on itsalf. Internet use will become a greater medium for commerce than it ever has been.
The dot-com nightmare of the 90swill become adream come true, and ad agencies will have to show returns that
are amogt instantaneous. It won t be too long before the success of alaundry detergent spot will be measured by its
successin creating online issuance of promotiona coupons (or even online sales) after just afew days.

Anyone who doubts this only hasto look at catalog marketers. Leads are anayzed on a day-by-day basis, asarethe
percentages of resulting saes. Adjustments and cancellations of media are made weekly. This method of advertising
and marketing is being adopted by more major advertisers as consumer Internet use increases on adaily basis.

The demands these clients are making are not unattainable, but it takes an gpproach that combines branding with
direct response advertising. Ad agencies used to keep these two disciplines as far from each other as possible, so
there might be two very different campaignsfor the same client. The problem with that dualized effort isthat itis
inherently too inefficient to achieve the results now expected.

Inthe early 90s, we started work on acampaign for aNew England HMO that did combine the branding effort and
direct marketing into one integrated campaign. All televison mediaran as 60-second spots. The branding message
was woven into the direct message in away that worked well for both. The website was integrated into this campaign
aswasal print and collateral materid. This campaign was so successful and so cost effective, we began to apply this
methodology to al our clients campaigns. After afew years of doing this successfully, we redlized thistechnique was
good enough to deserve its own name, so we finally trademarked the term Active Branding.

Active Branding isasmple methodology. In essence, the concept isto utilize the techniques from branding and direct
response respectively that will work for both. It can be limiting, because creatives do not have the luxury of
developing astory for 25 seconds then revedling the client sname or product in the last five seconds.

Conversdly, the message can t contain the kind of cregtive el ements one might see in an overnight spot for exercise
videos. However, we have had results that have justified working with those limitations.
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The point iswe can accomplish what seemed just alittle while ago like the impossible. Interestingly, it was the change

in technology and the resulting change in consumer expectations that created the chalengein thefirst place, and it is
the use of the same technology that has provided the solution.
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Public Relations: Free Advertising?

Thereisnothing more powerful or influentia than asuccessful public rdations effort. Of course, the thing most likely
to result in successful public relationsisthat the product or serviceis so new or unique the mediawill readily publish
and/or air the desired message. In such acase, it could be said that the client blessed with such a unique product
should rely entirdly on public relaions.

However, the advantage of advertisng istheat it isamessage controlled and focused by the advertiser, not the media
outlet. The importance of this cannot be overemphasized in light of the fickle nature of today smedia Intruth, the
ideal marketing campaign would consigt of an integrated and coordinated effort in both aress.

The mgor film companies seem to do the best job of integrating advertisng and public reations. Their ad campaigns
are dways accompanied by well-coordinated PR efforts with appearances by the stars and director on national and
local programs, promotionsinvolving other companies and background stories published by the print media



This document is created with the unregistered version of CHM2PDF Pilot

IsTherea Timeto Rainvent a Brand?

The most successful brands in the world are those whose messages have stayed in touch with the needs and desires
of their target markets. | think there has been too much emphasis on reinventing brands. There have been timeswhen
brandstried to invent themsdves as a solution to sagging sales when the solution was really to be found elsawhere.

New Coke isagood example. Here was a case of Coca-Cola (no pun intended) trying to compete with Peps by
emulating it. The result was afiasco. Instead of attracting Peps drinkersto anew Coke brand that tasted more like
Pepsi, Cokelost part of its own customer base.

Nike established the foremost advertisng campaign in our industry, Just doiit, then abruptly changed the campaign
to something € se when the existing campaign wasjudt hitting its stride.

| think individual egos get involved: Thisisagreat success story, but if | do something new and different | Il make an
even better successand it will have my name onit. Too often wetry to reinvent something instead of reinventing
ways to expound on abrand and develop afresher way to keep it going asit has been.

The Energizer Bunny isagreat example of how to maintain asolid campaign. That campaign has beenin forcefor 15
years. Instead of reinventing the brand, they reinvented the creative for the campaign and have remained the leader in
that category.
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Branding and the Internet

The Internet has been around since the 1970s, but it did not have a tremendous impact on the way we advertise and
respond to advertising until the end of the 20th century. Today, thereisnot a print ad, radio spot or television spot
without awebsite somewherein the message. However, that type of solution to making advertisng moreinteractiveis
amplitic at best.

Advertising is becoming much more apart of adirect response system. We demand interactivity in everything now,
and if you look ahead afew yearsto wherethe TV and computer will merge in terms of home use, our whole
concept of what condtitutes advertising may have to change.

Thefilm The Minority Report offered a peek at future possibilities for advertisng: Tom Cruisewalking by an
animated billboard that addresses him by name because the database knows he might be interested in that product; a
newspaper updated viathe Internet to show breaking news. Asfuturistic as these things seem now, within afew
yearswe may look back on them and think they were pretty tame. The technologies are dready there.

The Internet can dready reach us everywhere at every moment of our lives, so it shard to overestimate the impact it
will continue to have in the future. What does that mean for ad agencies? Wdll, if my survey of current ad agency
websitesisany indication, it meanswe are behind the eight-ball as anindustry. In my opinion, ad agency webstesare
generaly the least interactive and least interesting on the Internet. Thismay be a case of the shoemaker who doesn t
have time to mend hisown shoes. | think it sjust plain embarrassing.
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What s next?

There doesn t seem to be any end in sight to the changes happening in our industry, and we havent redly begun to
dedl with any of them.

Within afew years, anews story on tevison will beinstantly downloadable as adetailed article complete with
background story. What that meansfor print news media and its accompanying advertisng is hard to say.

Satellite radio will make that medium commercid-free and nationd. Will it take the place of loca radio? Or will it
become amedium that will customize its message for each individud listening (with apersond 1D chip imbedded in
the receiver)?

TiVoisatechnology that alows viewersto effectively zep advertisng. As of thiswriting, it isnot ahuge factor, but it
will beinjust afew years. Spotsthat are not viewed are not worth paying for, especidly if ther effectiveness will be
analyzed over avery short-term period. There has been talk of anetwork with no advertising, just product
placement. Personally, | m skeptical about the long-term success of such amethod, unless it makes use of the merger
of televison and computers. The technology would enable aview to point and click aremote at a sweater worn by
an actor. The show would automatically pause, and you would be shown a catal og page from which to choose
avallable colors and szes, then make an online purchase. Y ou would then return to your show. Thismay not bea
happy view of the future, but it isonethat seemslikely.

Theuseof TiVo or asmilar technology will enable viewersto design their own networks, with acustomized lineup of
al their favorite showsto be viewed on-demand. A Wish List smilar to TiVo swill locate dl the showsthey want to
see any time they want to see them.

Whatever happens, the advertisng industry must be more proactive. Solutions that we offer now will better help to
shape thefuture of advertising. Otherwise, it will shapeitsdf.

Christopher Santry founded Christopher Thomas Associates with Tom Petrocine in 1975. Their backgrounds
as creatives did not prepare them for the business side of running an ad agency, but CTA grew slowly over
the next 10 years, working on a mix of local, regional and small national accounts. By the mid- 80s, CTA had
about 30 employeesin its Garden City, N.Y. office and was doing a lot more broadcast advertising than most
agenciesthat size.

In 1993, CTA received an assignment from Fallon Healthcare, a New England HMO, to rebuild its brand and
generate leads for new members.

The company, which was experiencing attrition of 7 percent per year, experienced a 15-percent increase in
membership in the first year of the campaign. Fallon continued double-digit growth for another five years,
and also received the No. 1 ranking from both Newsweek and US News & World Report in their surveys of
HMOs.

After this success, Santry named his methodology Active Branding and the process became a staple of CTA
scredentials presentations. Black & Decker Housewares agreed to try Active Branding for a handheld
electric can opener called Gizmo, with results exceeding the previous company record for sales of a single
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product.

In 2001 Christopher Thomas Associates became a part of the Kupper Parker Communications group under
the name KPC Christopher Thomas. Santry continues to serve as senior partner of creative services.
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