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WHAT IS ADVERTISING?

As all bluffers know, everyone has something to sell.
Even if it is only a point of view.

Advertising is simply a way of selling something, any-
thing, in the most effective method possible. There is no
great mystery to it and not really all that much science -
despite the efforts of various people to tum it into one,
largely to justify their expense accounts.

A litde light-hearted fun can be had in pointing out
that the advertising business itself is often confused as to
what it actually does, viz:

“ Advertising is the origination and/or communication of

ideas about the products in order to motivate consumers
towards purchase. ”

David Bernstein

“Advertising presents the most persuasive possible selling

message to the right prospects for the product or service at

the lowest possible cost.”

Institute of Practitioners in Advertising

“Advertising isn’t a science. It's persuasion. And per-
suasion is an art.”

Bill Bernbach

In many countries, thought not the USA, selling is seen

as something that is not quite nice. Thus advertising often
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goes to extraordinary lengths to distance itself from the im-
age of the used-car and double-glazing salesmen. This ex-
plains, in part, why many television commercials are ex-
tremely witty and well made, but do not actually sell any-
thing. Except, of course, the skills of the people who
make them.

Advertising Theories

Since advertising is essentially to do with human be-
haviour, it can only be an inexact practice at best, and
usually something of a gamble. This has not stopped its
gurus from producing interminable theories as to what
makes good advertising. These come and go as fast as the
ads themselves leaving just the memory of their mnemon-
ics ~ for instance:
AIDA ; The advertisement must capture Attention, arouse
Interest and make consumers Desire the product, so stim-
ulating the Action of rushing out and buying it. (Or AID-
CA, which goes one better and requires that the ad has to
Convince consumers they need the product. )
VIPS: The ad has to be Visible; to Identify the product;
to Promise some benefit, and to do this with Simplicity.
However, nothing quite beats the maxim coined by
Samule Johnson:
“Promise, large promise, is the soul of an advertise-

”

ment.
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Attempts to apply some sort of scientific discipline to
the business mean that advertising is now an acceptable
business to be involved in. Academics have been present-
ed with a8 whole new subject to write about, which means
the industry is now full of people who should really be
analysing flow rates and sedimentation in municipal sewer-
age farms.

Nevertheless, theories have one major and vital func-
tion; they enable the agency to reassure the client that it
really does know what it’s doing.
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THE AGENCY

Agency Philosophy
It should be understood that the advertising agency's
intention is not, as might be first thought, to make as
much money as possible in as short a time as practical. In
fact, agency philosophy behind the intention describes:
a)what the agency believes good advertising is;
b)what the agency believes a good product is;
c)how the agency believes good advertising should be cre-
ated;

d)how the agency believes it should conduct its
business;

e)what the agency believes makes an agency so much bet-
ter than its rivals;

all of which is designed to help the agency make as much

money as possible in as short a time as practical.

Many agencies are very proud of their philosophies.
Much time is spent polishing them so that the client can
see a reflection of his own business beliefs. The very word
“philosophy” suggests that:

— many intelligent, altruistic people have spent long
hours thinking Big Thoughts;
- ad agencies are inherently noble, as is advertising it-
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self;

- a specific ad agency might just hold the secret of how to
sell widgets which are identical to all other widgets,
but cost twice as much.

Many successful agencies have been built around a
single “philosophical” belief. In this way they resemble
certain fundamentalist religions. You should be able to
defend at least one such belief, preferably with a straight
face.

For example, you might like to extol the virtues of the
USP or Unique Selling Proposition. This holds that to be
successful any product must be demonstrably different
from its competitors, and that the advertising should pre-
sent its unique attribute in such a way that the consumer
will choose it, rather than any other.

There are always flaws in building an agency around
any belief. In the USP one, for instance, the problem is
that:
it is often easier to invent an advertising USP than to

produce an actual product that possesses one

— consumers rarely behave rationally

- any product and its advertising that majors on a single
USP (classically, only one USP is allowed at a time )
becomes decidedly dreary.

Point out that the USP theory was around for a long time

before it appeared in any agency philosophy. Claude Hop-
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