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BY DAVID OGILVY

David Ogilvy is the founder of the fourth largest advertising

agency in the world. In his books, he defends advertising as a
business and tells readers how to succeed in the industry. In the
following excerpts from Ogilvy on Advertising, he gives his for-
mula for successful advertising. Despite the passage of time since
Ogilvy wrote this formula, his observations remain current and

useful.

You don’t stand a tinker’s chance of
producing successful advertising unless
you start by doing your homework.
I have always found this extremely
tedious, but there is no substitute
for it.

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

Your next chore is to find out what
kind of advertising your competitors
have been doing for similar products,

and with what success. This will give
you your bearings.

Now comes research among con-
sumers. Find out how they think about
your kind of product, what language
they use when they discuss the subject,
what attributes are important to them,
and what promise would be most likely
to make them buy your brand.

Positioning

Now consider how you want to “position”
your product. This curious verb is in
great favor among marketing experts,
but no two of them agree on-what it
means. My own definition i§_“what the
product does, and who it is for.” [ could”
have positioned Dove as a detergent bar
for men with dirty hands, but chose
instead to position it as a toilet bar for
women with dry skin. This is still work-
ing 25 years later.

In Norway, the SAAB car had no mea-
surable profile. We positioned it as a car
for winter. Three years later it was voted
the best car for Norwegian winters.

marketing: the process of promoting
and selling a product or service based
on decisions about what the product
image should be and who is most

likely to buy the product or service

_Brand Image

You now have to decide what “image”
you want for your brand. Image means
personality. Products, like people, have
personalities, and they can make or
break them in the market place. The
personality of a product is an amalgam
of many things—its name, its packaging,
its price, the style of its advertising, and,
above all, the nature of the product
itself.

It pays to give most products an
image of quality—a First Class ticket.
This is particularly true of products
whose brand-name is visible to your
friends, like beer, cigarettes and auto-
mobiles: products you “wear.” If your
advertising looks cheap or shoddy, it
will rub off on your product. Who
wants to be seen using shoddy
products?

Take whiskey. Why do some people
choose Jack Daniel’s, while others
choose Grand Dad or Taylor? Have
they tried all three and compared the
taste? Don’t make me laugh. The reality
is that these three brands have differ-
ent images which appeal to different .
kinds of people. It isn’t the whiskey




[image: image2.png]they choose, it's the image. The brand
image is 90 percent of what the distiller
has to sell.

Writing advertising for any kind
of liquor is an extremely subtle art. [
once tried using rational facts to argue
the consumer into choosing a brand
of whiskey. It didn’'t work. You don’t
catch Coca-Cola advertising that Coke
contains 30 percent more cola berries.

Next time an apostle of hard-sell |
questions the importance of brand
images, ask him how Marlboro climbed
from obscurity to become the biggest-
selling cigarette in the world. Leo
Burnett's cowboy campaign, started 25
years ago and continued to this day,
has given the brand-an image which
appeals to smokers all over the world.

What’s the big idea?
You can do homework from now until
doomsday, but you will never win fame
and fortune unless you also invent big
_ideas. It takes a big idea to attract the
attention of consumers and get them to
buy your product. Unless your advertis-
ing contains a big idea, it will pass like
a ship in the night.

My partner Esty Stowell complained
that the first commercial I wrote for
Pepperidge Farm bread was sound
enough, but lacking in imagery. That
night I dreamed of two white horses
pulling a baker's delivery van along a
country lane at a smart trot. Today,

27 years later, that horse-drawn van is
still driving up that lane in Pepperidge
commercials.

When asked what was the best asset
a person could have, Albert Lasker—the
most astute of all advertising people—
replied, “Humility in the presence of a

good idea.” It is horribly difficult to
recognize a good idea. I shudder to
think how many I have rejected. Research
can't help you much because it cannot
predict the cumulative value of an idea,
and no idea is big unless it will work

~for 30 years.

It will help you recognize a big idea
if you ask yourself five questions:
1. Did it make me gasp when I first
saw it?
Do [ wish [ had thought of it myself?
Is it unique?
Does it fit the strategy to perfection?
Could it be used for 30 years?
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“The positively good”

A problem which confronts agencies is
that so many products are no different
from their competitors. Manufacturers
have access to the same technology:
marketing people use the same research
procedures to determine consumer
preferences for color, size, design, taste
and so on. When faced with selling “par-
ity” [similar] products, all you can hope
to do is explain their virtues more per-
Suasively than your competitors, and to

Define “Marketing”.
What is “Brand Image”?
How important is Image in marketing?
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Define the concept of “positively good”.

differentiate them by the style of your
advertising. This is the “added value”
which advertising contributes, and I am
not sufficiently puritanical to hate
myself for it.

My partner Joel Raphaelson has artic-
ulated a feeling which has been growing
in my mind for some time:

“In the past, just about every adver-
tiser has assumed that in order to sell
his goods he has to convince con-
sumers that his product is superior to
his competitor’s.

“This may not be necessary. It may
be sufficient to convince consumers that
your product is positively good. If the
consumer feels certain that your prod-
uct is good and feels uncertain about
your competitor’s, he will buy yours.

This approach to advertising parity
products does not insult the intelligence
of consumers.

Who can blame
you for putting
your best foot
forward?
—Ogilvy on
Advertising, 1983

What are three things advertisers have to do to produce a successful ad?
Define “Positioning” in relation to advertising.

What is a “big idea” and give an example of one.
What are the five things needed to help you recognize a big idea?




