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Foreword

The art of advertising is not the same as the
art of art.

Art artists constantly search for the new
and different. They want to do their own
thing. Art artists want to break out of con-
ventional ways of creating images. Their
success is measured by how well they
achieve this goal. (Sometimes their success
comes late in life, or even late in death. Vin-
cent van Gogh, for example, sold only a sin-
gle painting in his entire lifetime.)

The successful advertising artist is not
free to explore the new and different for
its own sake. The only function the success-
ful advertising copywriter or art director
must perform exceptionally well is the com-
munication function. The communication
problem is how to create advertising ideas
and concepts the reader can quickly absorb.
It’s not an easy job, especially when the con-
cept to be communicated is a corporation.

In advertising there are almost no suc-
cessful ideas that are totally new. As a mat-
ter of fact, a totally new advertising idea
would have difficulty penetrating the pros-
pect’s mind because the mind would have
nothing to relate to. Prospects are not look-
ing for the new and different; they are look-
ing for ways to increase their profits, reduce
their costs, and improve their productivity.

That's why every successful advertising
program literally and liberally borrows from
the past.

There’s no secret way of creating better
corporate advertising (unless hard work it-
self is the secret). You have to study what
works and what doesn’t work: which visual
and verbal techniques connect with pros-
pects and which don’t; what kind of adver-

tising appeals do prospects respond to and
what kind do they ignore. It’s not a search
for new and different art forms.

The problem is doubly difficult in corpo-
rate advertising. When you're selling a com-
pany instead of a product or a service, you
must search for ways to simplify, humanize,
and dramatize your message. What Fred
Poppe has done is to greatly simplify your
search. Some examples:

* What to do if you have a bad name. (See
Wausau Insurance ad.)

* How to make friends with the high and
mighty. (See The Wall Street Journal ad.)

* How to appeal to the financial community
in a powerful way. (See Georgia-Pacific ad.)

* How to get consumer media to run your
corporate ad for free. (See TRW ad.)

* How to “personify” a service business. (See
General Motors’ “Mr. Goodwrench” ad.)

Many novices make the mistake of study-
ing advertising generally. They look for ver-
bal and visual art forms that appeal to them
personally. These self-indulgent creative
geniuses then go out and write ads that ap-
peal to themselves. No wonder the advertis-
ing industry as a whole is in such serious
trouble.

Do yourself a favor. Before you write your
next corporate ad, sit down and study the
100 latest and greatest corporate advertise-
ments.

You'll be well on your way to writing the
101st.

AL RIES, CHAIRMAN

Trout & Ries
Greenwich, Connecticut



Preface

The history of this book starts in the sum-
mer of 1990. I was then attempting to sell
an autobiographical manuscript of a book
tentatively titled The Diary of a Mad Ave.
Man to, among other publishers, John Wiley
& Sons, Inc.

An editor very politely, albeit very flatly,
turned me down, but suggested instead that
I write a sequel to my first book, The 100
Greatest Corporate and Industrial Ads (Van
Nostrand Reinhold, 1983). A year passed be-
fore I signed a contract to take on what I
thought would be a relatively easy assign-
ment. After all, I already had written and
published one such tome. The second
should be as easy as shooting ducks in a
barrel.

No way!

I soon found out that things had changed
drastically since my first effort. A thing
called a recession had set in, and by the
time [ started soliciting nominations for cor-
porate print advertisements and television
commercials in September of 1991, people
were more interested in saving their jobs (if
indeed they had a job) than in helping their
old friend Fast Freddie Poppe secure nomi-
nations for inclusion in another one of his
stupid books.

The Business/Professional Advertising
Association, which at one time [ headed and
which was a tremendous help in finding ads
for my first book, was in the midst of chang-
ing managing directors and in a fiscal crisis.
It would be several months before the asso-
ciation could let out the word that I was
again looking for great corporate ad nomina-
tions. Even though I used the most up-
to-date copies of The Standard Directory of
Advertisers and The Standard Directory of
Advertising Agencies, most of the influen-
tials I phoned or wrote who were listed in
these “Red Books” were long gone or in
other jobs. A great many of the people I did
reach, though extremely cooperative, had
more important pigs to roast and it often
took dozens of calls and letters to obtain the
ads and videotapes I so greedily yearned for.

Another obstacle not prevalent in the
preparation of my first book was the need
for agencies to secure their client's approval

and their client’s need to secure their legal
department’s approval. I found working with
the bar more difficult than working at a bar!

On the bright side, I still had a great
many friends out there, people who went to
bat for me on 100 Greatest I, helping on
number II. Again, Bill Cowan, a well-known
copy consultant from Waban, Massachusetts
directed me to a bunch of helpful people as
well as sending in scads of corporate nomi-
nations himself. Most important, Bill
cheered me up and drove me on when I was
about to give up. He'’s a super person and
has a great mind.

Once the Business/Professional Advertis-
ing Association pitched in, 100 Greatest ad-
vertisement recommendations started to
arrive in quantum leaps. Some nice public-
ity appeared in B/PAA’s house organ, The
Communicator, and Advertising Age an-
nounced my quest for corporate ad submis-
sions and, all of a sudden, people were more
responsive to my frenetic phone calls and
letters. The tide had turned, and I was now
being aided by great numbers of helpful,
wonderful people, many of whose ad agen-
cies and advertiser companies are repre-
sented in this book.

I want to give special thanks to my son,
Steven Poppe, an account supervisor suit-
type at McCann-Erickson and his lovely wife
Laura, who provided me with endless ad-
vice, counsel, and infallible typing services.
My wife Inez’s fantastic sense of humor,
proofreading ability, and patience to leave
me alone also deserve several medals. And
my ultimate editor, Neal Maillet, who helped
me get started and finished also deserves a
big fat kudo as well.

It's all finally together. I've got my 100
greatest: some print, some television, and
one great radio commercial. There isn’t one
I'm not proud of. Congratulations to all of
the wonderful creative people out there who
are responsible. If I've left out any names of
those involved creatively, I apologize. It isn't
like I haven't tried.

I'm still trying to find a publisher for my

“Adthology,” The Diary of a Mad Ave. Man.
Any buyers?

FRED POPPE

West Islip, New York
December 1992
vii



Acknowledgments

Gordon Bowman
Jim Brady
Business/Professional Advertising
Association
Business Week
Kirk Carr
Laura Cleveland
Ron Coleman
Bob Donath
Tom Garbett
Gary Goldsmith
Katherine Gomez
Jim Gregory
Ed Hatcher
Jim Johnston
Richard Kerr
Steve Kopcha
Debbie Ludgate
Neal Maillet
Michael Marino
Sal Marino
Tim McGraw
Tom Messner
Ralph Nathan
Fergus O’Daly
Harry Pastor
Inez H. Poppe
Laura M. Poppe
Steven H. Poppe
Al Ries
Kathleen Ruane
Stacy Rubis
Cy Schneider
Jacqueline Urinyi
The Wall Street Journal
The West Islip (New York) Library

Especially thanks to:

William Cowan
Cleve Langton



Contents

Introduction/1
AAAA/4

ABB/6

Aetna/8

AIG/10

Alcoa/12

Allstate/14
American Express/16
Amoco Chemical/18
Amtrak/20
Andersen Consulting/22
Anheuser-Busch/24
Apple/26

AT&T/28
BellSouth/30
Boeing/32

BP America/34
Cadillac/36
Chemical Bank/38
Chrysler/40
CIGNA/42
Conoco/44
Contel/46

CSX/48

Data General/50
Digital/52

Dow/54

Drexel Burnham/56
Du Pont/58
Eastman Kodak/60
Eaton/62

Empire Blue Cross and Blue Shield/64

~ Exxon/66

Ford/68

Fortune/70

Gates/72

General Dynamics/74
General Electric/76
General Motors/78
Georgia-Pacific/80

B. F. Goodrich/82
Goodyear/84

W. R. Grace/86
Grumman/88

GTE/90

Hallmark/92

John Hancock/94
Hughes/96

IBM/98

INCO/100

Intel/102

International Paper/104
Lockheed/106
McDonnell Douglas/108
McGraw-Hill—Then/110
McGraw-Hill—Later/112
Martin Marietta/114
MCl/'116

MetLife/118

Mobil/120

Motorola/122

NCR/124

NEC/126

Nestlé/128

Nike/130

Norfolk Southern/132
Northwestern Mutual Life/134
Novell/136

NYNEX/138
Olympus/140
Partnership for a Drug-Free America/142
Penton Publications/144
Pepsi/146

Pfizer/148

Phillips Petroleum/150
Pitney Bowes/152
Polaroid/154

The Prudential/156
Raytheon/158

Reader’s Digest/160
Rockwell/162
Samsung/164

xi



Shell/166

Siemens/168
Southwestern Bell/170
Stanley/172

State Farm/174
Stauffer Chemicals/176
Texas Instruments/178
J. Walter Thompson/180
Timken/182
Torrington/184
Toyota/186

TRW/188

xii

Unisys/190

United Technologies—Then/192
United Technologies—Later/194
US WEST/196

The Wall Street Journal/198
Wausau/200

Westinghouse/202
Woolworth/204

Xerox/206

Bibliography/208
Index/209



Introduction

Corporate advertising has been called many
things by many people. One thing is for
sure, it’'s been around a long time. Chuck
Peebler, the affable CEO of Bozell, Jacobs,
Kenyon, & Eckhardt, Inc., said, “Corporate
advertising is as old as artists’ signatures
on paintings in caves or petroglyphs.” Other
professionals are not so primeval. John
O'Toole, the chairman of the American Asso-
ciation of Advertising Agencies, in his book
The Trouble with Advertising, pointed out a
paragraph in a 1911 booklet produced by
the old Lord & Thomas ad agency: “Another
problem in modern (sic) advertising is mold-
ing of public opinion. It may be for the pur-
pose of securing a franchise. It may be to
win an election. Or its purpose may be to re-
new the goodwill of an enterprise that has
been attacked.” Neal O’Connor of N. W. Ayer
fame, in a speech made before the 4As
many years ago, described corporate adver-
tising as “any form of institutional message
which sells no product or service but which
attempts to communicate a point of view on
behalf of the company which makes the
product or provides the service.”

The prestigious Public Relations Journal
has been tracking corporate advertising and
corporate advertising spending in special is-
sues annually since 1971. For purposes of
its survey, the Journal broadly defines cor-
porate advertising as “any advertising pro-
moting the corporation, rather than a
specific product.” It also includes issues ad-
vertising. These are the kinds of corporate
advertisements run by companies and asso-
ciations that espouse subjects including en-
vironmental, political, racial, health-care,
and other issues of national and interna-
tional importance.

As chimerical and difficult as it is to de-
fine and check its origin, corporate advertis-
ing is today an extremely important tool in
the communications bag. Corporate adver-
tising started to come into big-time, big-
budget prominence in the early 1950s. In
those days it was called “corporate con-

science” or “umbrella advertising” because
most of the corporate advertisements that
were run in those days were “we're-a-great-
corporation-because-we-make-all-these-
super-products-and-offer-great-service” ads.
In the early 1950s, corporate ads were
mostly all-print ads that ran primarily in
publications like The Saturday Evening
Post, Fortune, Business Week, Forbes, The
Wall Street Journal, and the newsweeklies
Time, Newsweelk, and U.S. News & World
Report.

While the 1989 figures trom Leading
National Advertisers/Arbitron Multi-Media
Service showed a rise of overall corporate ad
spending of 11.5 percent to nearly $1.4 bil-
lion, a corporate advertising practices survey
of members of the Association of National
Advertisers found that budgets in 1991 were
expected to drop 11.6 percent from 1990.
Thomas F. Garbett a former DDB Needham
Worldwide staffer and a leading consultant
in the corporate advertising field, who con-
ducted the ANA study, claimed in a quote
from a New York Times article, that “in
these days corporate advertising is almost
an afterthought.” In the article, Mr. Gar-
bett’'s ANA survey defined corporate advertis-
ing as any messages designed “not to result
in an immediate sale, but to position a com-
pany for better sales.” This included image
advertising as well as issue or advocacy ad-
vertising and financial and investor adver-
tising.

One important aspect to come out of the
1991 ANA survey was the fact that foreign
companies were increasing their corporate
ad budgets to enhance their images in the
United States. In a speech before the Busi-
ness/Professional Advertising Association in
New York, James H. Foster, president of
Brouillard Communications, a leading cor-
porate advertising agency, claimed that
among the 100 largest corporate advertisers,
foreign-owned companies increased their
budgets 30 percent in 1990 while domes-
tically owned companies increased theirs
only 2.6 percent—well below the media infla-
tion rate. He mentioned that in 1983, 6 per-
cent of big corporate advertisers were



foreign owned and 1n 1991 that figure went
up to 28 percent. He also pointed out that
Daimler-Benz’s corporate ad budget in-
creased 274 percent in 1990 over 1989;
Toyota’s corporate budget went up 52 per-
cent (see page 186); BP America’s, 23 per-
cent (see page 34); Hitachi’s, 32 percent;
Siemens, 187 percent (see page 168); NEC's,
23 percent (see page 126); and Daewoo’s, 60
percent.

The bottom line of this U.S. versus for-
eign corporate advertising disparity is sim-
ple. The Japanese, Germans, and other
heavy corporate spenders are knocking the
socks off of Americans insofar as company
and brand familiarity are concerned. Foster,
citing The Wall Street Journal’s corporate
report card studies, claimed that of the rep-
utations of the largest publicly held com-
panies in the United States (about 800
corporations in 29 industry categories), the
average familiarity score dropped 47 percent
in the third quarter of 1985 to 38.9 percent
in 1990—a better than eight-point drop in
five years.

The battle lines are clear. If a president of
the United States takes a hand-picked group
of America’s top chief executives on an un-
precedented trip halfway around the world
to visit Pacific Rim countries, and Japan in
particular, to drum up foreign trade, we
know we've got a problem.

The cutback in corporate U.S. advertising
is eroding our brand awareness in geomet-
ric proportions. It isn’t just the MBAs who
are "murdering brand assets,” it’s the chief
executive officers and chief financial officers,
the people who control the purse strings
that curtail corporate ad budgets, who are
killing brand recognition. The only answer
is to spend more on promoting corporate
and brand reputations and to use that
money to buy the best darn advertising
available.

On the bright side, the one happy factor
in our favor is that U.S. corporate adver-
tisers, on the whole, are producing far bet-
ter, more creative advertising than our
foreign adversaries. In my 1983 book The
100 Greatest Corporate and Industrial Ads,

of the 100 greatest ads that were honored,
only two, Shell Oil and Volkswagen, were for-
eign owned and their ads were prepared by
U.S. advertising agencies. On the following
pages, you will see only 10 greatest corpo-
rate ads from companies that are foreign
owned. And of those, nine were produced
by U.S. advertising agencies.

Ads and commercials nominated to ap-
pear in both 100 Greatest books had to
meet the following criteria:

* They received large amounts of direct-re-
sponse inquiries.

¢ They directly resulted in significant in-
creases in sales.

* They received extremely high readership
scores (e.g., Starch INRA Hooper, Readex,
and so on).

* They significantly changed the perceived
attitude toward a corporation or a prod-
uct, as proved by benchmark research.

* They attained the accolades of professional
advertising critics, editors, and peer
groups.

And that was just to be considered for in-
clusion in both books!

The truth of the matter is that most of
the foreign ads and commercials sent to me
were so bad that I started an “awful ad file”
for use in writing future articles and mak-
ing speeches about what constitutes bad as
well as good advertising.

The caveat here is important. While U.S.
corporate ad quality is better than that of
our foreign competitors, we can't really sit
by and let them outspend us. We need re-
nascent ad budgets as well as top creative
output to compete in the United States as
well as in the global marketplace.

In my first book, I featured a great corpo-
rate advertisement that was the granddaddy
or grandmommy of them all. It is such a
treasure, I've taken the liberty of running it
here again in this, my corporate ad sequel.

All one has to do to learn what excellent
corporate advertising is and what it’s all



about is to read the brilliant copy in the all-
type Cadillac “Penalty of Leadership” ad (see
page 36) that first ran in the Saturday Eve-
ning Post in 1915. It tells the whole story.
The line, “When a man’s work becomes a
standard for the whole world, it also be-
comes a target for the shafts of the envious
few,” has a certain insightful meaning. We

taught the Japanese and other foreign sov-
ereignties about mass production and inno-
vative technologies, and we've invented a lot
of important products that have been copied
to a fare-thee-well.

If we don't watch out, pretty soon they're
going to start writing and art directing good
ads, and then we’ll be in really deep trouble!
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AAAA

John O'Toole, former chairman of Foote,
Cone & Belding and present president and
chief executive officer of the American Asso-
ciation of Advertising Agencies, is vitally in-
terested in getting advertisers to increase,
rather than decrease, advertising spending
during a recession. He is also interested in
proselytizing the ever-increasing number of
decriers of advertising.

Taking a leaf from his book, The Trouble
with Advertising, his 4As “Value of Adver-
tising” committee launched a three-pronged
public service campaign to kick some butt.
The first series of ads was of the long copy
variety and pointed to some pertinent statis-
tics that espoused the power of advertising.
The second phase pushed the importance of
advertising during a recession.

The third and most powerful effort is the
“top guns” campaign that features testi-
monials from CEOs of successful corpora-
tions who tell how advertising helped their
companies grow. Each ad is prepared pro
bono by the ad agency of the featured client
company. McCann-Erickson produced a
Coca-Cola ad for Coke’s president Ike Her-
bert. BBDO donated an Apple Computer ad
for CEO John Sculley, and Leo Burnett pre-
pared this great one for McDonald’s chair-
man, Mike Quinlan (left). The objective
behind this corporate series was to influ-
ence the product and brand managers, who
often control the advertising purse strings,
to sit up and take notice.

The campaign is obviously hitting its
mark, and the ordinarily penurious media is
eating it up. The ads are running free in
Newsweek, Business Week, Forbes, The
Wall Street Journal, Advertising Age, The
New York Times, and in most of the leading
daily newspapers in the country’s top 20
markets.

Convinced?



When the Platte Ri\fer Power When the Platte River Power
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ABB

When your name is Asea Brown Boveri, Inc.,
you're foreign owned, you're only three years
old, and as a result of a bunch of acquisi-
tions you've become the 56th largest (un-
known) corporation in the United States, it’s
best you change your name to ABB and
start running a corporate identity campaign.

In 1990, ABB turned to its agency,
Saatchi & Saatchi, and Bob Stein, the man-
agement supervisor, to identify ABB as an
American company-—to spell out what busi-
nesses it was engaged in and to inform peo-
ple how well it did business. In order to
incorporate a number of its U.S. companies
(a part of Westinghouse and Combustion
Engineering) under its corporate umbrella
and to help combat a certain xenophobia on
the part of its prospects in the United States,
Saatchi’s art director Paul Plastaras, with
copywriter Glen McColgan, following an in-
ternational ABB format, produced a media
spectacular. It consisted of four consecutive
single-page, four-color, right-hand-page ads
followed by a two-page, four-color spread
that ran in Business Week, Forbes, and
Fortune.

The Saatchi creatives wisely used home-
spun main illustrations of some very lovely
bucolic, Andrew Wyeth-type, postcard snap-
shots obviously taken in America. And to
back up this domestic theme, the copy
featured satisfied U.S. customer case histo-
ries. The headlines extolled things like
ABB's aid in keeping Colorado air mountain
fresh, while the copy boasted about ABB
systems meeting the requirements of the
new Clean Air Act. All this in a sort of good-
neighborly way.

What makes the ads stand out, besides
the multiple pages, is ABB's international
format: ragged left type columns, lots of
leading between lines, and a very light serif
typeface with considerable air between each
word. The partially silhouetted, cut-out,
color halftones also add distinctiveness.

When you run them all together, they ad-
here to the old C + D = [ formula, “Conti-
nuity plus Dominance equals Impact.”



If you find it difficult
to talk about, write:

Aetna

When you're lucky enough to have the two
top creative ad agency honchos working on
your account, you're bound to come up with
a corporate campaign that stands out
among the clutter. Aetna Life and Casualty
Company’s agency, Ammirati & Puris, Inc.,
Is run by Ralph Ammirati and Martin Puris.
Both get involved in Aetna’s creative output,
with Ralph Ammirati taking a special inter-
est in the print portion of the account.

Both the television and the print adver-

tisements are directed by Aetna’s participa-
8

tion in social and business issues. One ad
is devoted to substance abuse. Another to
care for the elderly. Others are on drunk
driving, AIDS education, and prenatal care.
These are social issues we're all interested
in, and that’s one of the reasons this cam-
paign is appealing to readers. By advertising
and communicating about and giving proms-
Inence to these health-care topics, Aetna
hopes it will hinder the spread of disease,
accidents, and problems that can cause cli-
ent companies to lose employees and pay ex-
tra claims and benefits. It's not only good
for Aetna’s single policy holders and corpo-



