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The Fundamentals of Creative Advertising is an introduction
te]

to the important elements of the advertising process. It aims to

give students a basic understanding of how advertising

agencies create and produce advertising campaigns.

This book starts by introducing the modern advertising agency

structure and the various media options available, outlining
t e m ost o ut the pros and cons of each. The book then takes you through

the process of planning, developing and executing an

f tl = I I advertising campaign.

Finally, we assess the future direction of the advertising
industry and list sources of further information to help you

plan your career in advertising,

Explanatory text is backed up with numerous
illustrations and photographs to represent
examples of work from some of advertising’s best
practitioners. Related images that demonstrate the

same point are captioned together.

L >

Pierced (this page) ForeheADS (opposite)
Amblent advertising is often opportunistc, Tis campaign for the Oslo Cunning Stunts has developed a network of students to dispiay brand logos
Plercing Ciinic used protruding fixtures on urban buldings and walls near orstraplines on their foreheads. Ads are placed using a temporary transfer
the clinic, as part of the poster itself.

‘Agency: Cunning Stunts
Client: Oslo Piercing Studio / Agency: Leo Burnett Oslo / Executive Creative
Director: Erik Heisholt / Art Director: Erik Heisholt / Copywriter: Erik Heisholt,
Marianne Heckmann, Per Erk Jar
34 The of Creative The media options Ambient media 38
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Key information is featured
in box outs or diagrams, for
clarity.

The client brief Where are we now?
Onee the relationship between the client and agency is Firstly the client brief should detail the eurrent position of the hrand, pro ¢ in termy of fpies, market share, distribution
established, work on a an can begin, Every project starts and consumer atutudes. The client must be completely honest about the b servce and 1t its weaknesses as well a

The client ks “‘ ‘ o el ot S

werey, The elient b 1 clearly state th o

the campaign, based o h anakvsis of A SWOT (Strengths, Weaknesses. Opportunitics anel Threats) analysis is a useful tool that allows the fient 10 display the brand in
status of the brand and ite marketplace. The elient hrief the context ol the marketplace which it operates in — see the example shown helow

houldn't ¥ how to do their job, hut 1t should giv

them as much guidance and information as possible 10 hely

Strengths Weaknesses

[
Structuring the client brief

I'he Britsh Insuture of Practitoners m Adver

recently Examples of the brand’s ‘ Any problems {hat the brand

v g e strong points in the marketplace. These is facing. Might incllide issues such as
dustry bodies ( The Client Bref, 2003, IPA, London. Copies
are-available from wwwipasorgukl, The guide indudes.a are often compared to competitors, consumers no longér finding the brand
omprrchensive  whia e inncluded ina client brief e.g. market leader. relevant or the fac that the product
A A COMITUANEIA: 15 un KD doesn't offer the sgme benefits as its
Most advertising campaigns are created by an agency. working
compggitors.
on behalf of an organisation. corporation, manufacturer or :
wdividual, ity wl cases the “client”. Few clients choose to hand DV
their advertising internally, or ‘in-house”, as most appreciate
commissioning an ageney can bring fresh ideas and
tn many ways the relationship between the client and the « Where are we fow?
sgency is mutually beneficial, hut ltmately it is the client that T WHE B e ant 1o Be?
the budget and can clect w move their account at any R A e o oty Py
e T Fe s 4 i R B OB Ptint e e g 19 gt theee Opportunities Threats
" D + Who do we need to talk to?
e g ety o How:will e know: when we've asrived? y
. i At . St " o IeabHEb These might include the opportunity The threat may come from a
wlationship between both parties can be wreparably damaged +  Approvals to market the brand to a new new competitor entering the
““ ¥ blame cach other for the fulue " e target audience or a change in marketplace or a change in legisiation
relationship benween e e "\\ i ‘”“\:\‘:“r‘h‘\'.\“-‘m bl legislation such as the inclusion of that may limit the marketing
i greater sense of partnership, Most major chents have new member states into the EU. opportunities of the brand, e.g
; 1 ; il el dgenite “I“ ABece potential restrictions on advertising
ave learied e the clientin key stages of the process
to children and health issues such
as Bird Flu.
70 The of Creative g Campaign planning and strategy The client 71
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Introduction

We set out to write a book that explains the fundamentals

of creative advertising and follows one of the great adages of
adverusing; ‘keep it simple’. Written in plain English and as
jargon free as possible, this book contains visual examples of
some of the best ‘creative advertising” around, from recent
times and past years. These examples play an important part
in illustrating the concepts and approaches covered within this
book, and will hopefully inspire your own creativity.

The main purpose of this book is to give you a basic
understanding of how creative advertising campaigns are
planned and created. This is achieved by focusing on the
advertising techniques and approaches practised by modern
advertising agencies. A special emphasis is placed on exploring
the role of creative teams employed by these agencies to
conceive ideas, and their involvement in the evolution of
advertising campaigns. Relevant examples, together with

comments from advertising practitioners, supplement the text.

We have also included practical student exercises at the end
of some sections. These are designed to apply information
from the various sections and help you to build a strong and

professional portfolio of creative work.

THE END OF THE QUESTION MALK it usy question 1o 85308 und huwe 1be waswer withis “u-@

Firstly, it is important to set the scene by understanding some
basic background information about how advertising agencies
are structured and how they function. This book concentrates
on the working practices of full-service agencies, where all the

client’s communication requirements are met under one roof.

For many clients it makes sense to have continuity across an
advertising campaign and to use a single agency for the whole
of that campaign. This means that communication lines are
straightforward and any potential misunderstandings can be
avoided. However, some clients prefer the idea of hiring
specialists in various fields from different agencies. This can
often give the client greater flexibility and freedom to choose
specialists on the basis of their creative strengths, experience
and suitability for the task. Some advertising agencies specialise
in direct marketing, sales promotion and sponsorship and some
specialise in business areas such as business-to-business,

corporate, pharmaceutical and recruitment.

One arca of advertising specialisation is the task of concept
generation itself. This has been reflected by an increase in
creative boutiques or ‘hot shops’, whose strength is to turn out
highly creative work quickly — without being hindered by the
complex infrastructure or burcaucracy of larger agencies.

These small agencies are run by advertising creatives, normally

8 The Fundamentals of Creative Advertising Introduction



creative directors, who have often broken away from more

established agencies to concentrate purely on the creative
product. They are sometimes used to add a fresh and different
approach to projects and have the advantage of dealing direct
with the client rather than communicating via account
handlers.

New wave advertising agencies, such as Mother and St. Lukes,
have evolved over the past ten years into egalitarian
organisations. The St. Lukes agency, where none of the staff
have an office and everyone is a co-owner, was voted agency
of the year in the UK in its second year. The agency’s website

gives an insight into their ‘different’ company philosophy:

‘Our people work in cross-disciplined teams rather than in
departments. Our systems, our processes and our environment
have been configured to place creativity and our clients’

business at the heart of our business.’

This focus on the client is taken a stage further at St. Lukes
with the creation of brand rooms, where the furnishing, fittings
and decoration are designed around the client’s business. This
client-centred approach creates agency headquarters for all

activities on the account.

With its emphasis on the creative aspects of advertising, this
book provides an overview of current practices, organisational
models and media options, together with references to both

traditional and contemporary views and approaches.

lllustrations (opposite and ahove)

A huge number of ads and creative concepts are reproduced in this book to
illustrate the text, represent the variety of creative advertising and hopefully
inspire you.

Full details and credits for these images are on pages 125 and 139
respectively.

Introduction 9



The agency
structure

Although new wave agencies have prospered, the traditional
full-service agencies are still responsible for producing some
of the best creative advertising. They are normally structured

around five key departments or sections.

Account management

The account executive and manager/supervisor liaise on a
regular basis between the agency and the client. Once the
strategic plan and campaign guidelines have been agreed with
the client, the account team is there to supervise and
administer them. They then project manage the various
advertising campaigns, liaising with individuals and teams in
other agency departments. The account team is also
responsible for pursuing and securing new business and the

organisation of any ‘pitches’ (new business presentations).

Account planning

Planning involves having a clear understanding and profile of
the consumer or customer and their potential relationship with
the brand. Understanding their perspective, habits, needs and
buying behaviour is important to the development of a strong
strategic plan. This involves using various forms of qualitative
market research, including focus groups and interviews. The
planner and the creative team tend to work closely on the

development of the creative brief.

Media planning and buying

Here, media specialists plan the most efficient (and cost
effective) way of delivering the advertising concept to the target
audience. In their own way they can be extremely creative

they find new and exciting media opportunities to expose

advertising messages. It is also important that they negotiate

the best spots (time slots), spaces and prices for advertisements
in various media. They deal with newspapers, magazines and

['V companies on a daily basis to achieve the best deals.

The creative department

Creative teams usually work in pairs under the guidance of the
creative director, the person with overall responsibility for an
agency’s creative output. Creative teams are responsible for the
origination of advertising ideas and concepts from a creative
brief supplied by the account team. Traditionally the team was
made up of an art director and copywriter, however in reality
the division of labour is blurred — the art director is just as
likely to think up a headline as the copywriter will the visual!
Once the client has approved the campaign idea, the creative

team follows the idea through to the final execution.

The production department

Once a creative concept has been approved, it’s up to the
production department to turn the idea into reality in whatever
format is required. They will work closely with the art director
to make sure that their interpretation is right and that the
campaign looks exactly as it was meant to. The production
manager will often use outside companies such as TV
production companies and poster print specialists — one of
their key roles is finding the right company to do the job at
the right price. This can mean working with purchasing teams
from the client, as they may have a list of approved suppliers
that they want to work with. Working in the production
department is very high pressure, as you are always working to
close deadlines and if someone doesn’t deliver on time it’s the

production department who will be blamed for the delay.

In an industry where rapid advances in technology are driving
change at an equally rapid pace, it is perhaps the need for
creativity, and individuals who can think creatively, that
remains the only constant in all of this. The capacity to have
original ideas, and apply those ideas to woo audiences in a
persuasive and compelling way, will remain at the hub of

every great advertising campaign.

10 The Fundamentals of Creative Advertising The agency structure



The client

Account team
Account director
Account manager
Account executive

Account planning

Creative ‘ Media buying Production
department and planning department
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