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demt of Ries Coppieilo Colweli, and Mr. Trout wes &
dicisionci od manaper for Uniroyel. Me now It vp and
director of marketing services for Riex Cappiallo.
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Ries Cappieito Calwell

Today it bas becomw cbvious that sdvertising & en-
toring & new era, An es where Creativity i no longer
the key to muccens.

The fun and games of the ‘S0s bave given way 0 the
harsh reslities of the "0s Today's marketplace s 5o
longer responsive 1o the Kind of advertising that worked
(n the past. Thery are just 0o msny products, Wo many
¢ompanies, (o0 musch marketing “Roise.”

To succesd i Gus Over-commanscwed .
counpany musl creals a “position” in the u-.--n
mind. A position thet takes inlo coasideration noy only
s own streng®h and weaknomes, but those of iis com-
petitors 2 well

Advertising is eniering e ere where srategy is king.
A Tale of Two Ads

It you Mad W pick an cfficial date 1o mark the end
of the Last adveriising era snd G start of the new one,
your chowe would have 1o be Wednesdsy, Apetl 7, 1971
In the New York Tumes that dsy was 3 full-page ad
et wemed lo pencrate very Httle excitement in the
advertising community.

But (hen, 48 wbrupt change (n the direction of s 13-
dustry lsal abways acvompenied by the bowing of
bugles. You sometimes need the vantege polut of histary
1© realize what has happened.

The ad that appeared that spring morning In 1971
was written by David Opilvy. And it's 8o coincidence
et the architect of one ers called the tune for the
nex

(nmnm-mu.-moolv:mn_umu
ponts for cresting “sdvertising that

In firet place om hus Jist was 3 point Mr. Ogitvy calied

wrie your sdvertiasing then on how your product
pouttioned.

® Blow the bugles, the positioning era has begun,
Five days later, in the New York Tvmes and in As-
another

2 listed the agency’s lasr Fuiding priacip!

In first place was, you fuessed f. Accorting 6o Koo
Romoleld. Len Sirowitz snd Tom Lawsos, "Accurste
Posttioning s the most important step 1A elfective sell-
tne "

&R G R
Fiaf & 1972 % 4 A 24

Suddenly the word and the Concept was in every-
body's ads and on everybody's lips Hardly an fasce of
Asvuatinin At pemes withnil some reference 10 “Po-
sitlaning "

You Con't Best ‘wm Head-On
In spite of Madmon Ave's curreat love sfalc with

posiioning. the concrpt had & Mmare Mumble Degining.

EHENBRE
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In 1969, one of us (Jack Treut) wrote an srtiche
entitied “Positoning 1s & game people play in todays
ime-tog “ which sppeared (n the June, 1963,
iamse of Industrial Mevketing. The article made predic-
o and Ramed names, ail based on the “ruler” of 4
fame calied positioning

Ove prediction, in partieular, Wurned ool o be strik-
(ngly accusate. As far 83 RCA and computers were con-

Tules of Dositioning say it can't be dooe “head-on.”

Thewe yoars aga this raised » few eyebrows, Who were
we 10 sy that powerful, multi-biflion-dollar compantes
covidn't find happiness (n the computer business i they
20 dextred?

Desirv, sias. wan not enoagh. Not only RCA, but slso
General Kiectric bit the [BM dust

WIth twe major compalrr manuiacuirers mamn«
Tight after snotber, the ure to sy, “[ toid you
irresistibly.

Last November, & lotio - “Positioning re-
visited: Why 4idn't GE and RCA Metenl" appeaced in
the same publication.

We're sn Over-Communiceted Secisty

consumer's mental sbility to
ek 1 all b

Each day, thowsands of messmges compess for & share
of the promects mind. And, meke no mistaive sbout i
the mind of the battleground. Retwess six inches ol grey
matier s where the advertising war lakes place And
e batile ' roagh, with no holds barred and no quarter
iven

The new ball ghma chn prove unseltling to compe-
nles al grew up I An era where any regular adver-

haven't noticed, Pact, Vow and Resoive are no longer
with @)

To understand why some compenies have trambie
PIRANE in today's positioning game, |t raight be help.
ful to take & look At recent communications kisiory
“50¢ Wars the Product Era

Back 10 the 301, idvertiaing was tn the “product” era
In 8 ot of ways, these were e good old days when the
“batior mousetrsp™ end some money to Promote i\ were

focused Dretr
customer benefiu
Reeves calied t, the “Unigue

Bt n the 1310 308, technology ST 10 reac I8 usly
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