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Ogilvy On Advertising
Understand and use the concepts of successful advertising Whether you are
considering a career in advertising or trying to find the best way to market your product,
start with Hopkins and then move onto the rest. In this powerful book he explains the
process to get (and measure) results from your advertising. Claude Hopkins wrote
'Scientific Advertising' in 1923, but his insight into consumer behaviour still holds. The
aim was to explain the rules of advertising and what makes consumers buy, so that
advertising returns would become a certainty and not a guess. Learn how to use his
techniques to write adverts which sell with certainty. Hopkins clearly shows how to write
copy, provides methods for testing it and shows how evidence based advertising gets
results in a measurable and cost effective way. A must read if you are in business,
sales or advertising. Hopkins shows what makes us buy and how you can make it
happen. This edition also includes examples of adverts produced by Claude Hopkins
through his career. Nobody should be allowed to have anything to do with advertising
until he has read this book seven times. It changed the course of my life. David Ogilvy
Within this book Hopkins shows a variety of tested techniques which he had used
through his successful career in advertising, including: How advertising laws are
established - What the professionals in advertising already know and how we can use
this knowledge to develop better ads. Just salesmanship - What is advertising and how
is it best used? Offer service - The best ways to offer service to increase sales. Mail
order advertising - What it teaches us and how we can apply it to our own adverts.
Headlines -A lot of headlines get a poor response in email marketing, websites and
adverts. Learn how to increase your response rate. Psychology - Use Hopkins
experience to direct people to buy and use your product. Being specific - Are you being
specific enough in your advertising? Hopkins shows that by using specific facts you can
increase sales and out perform your competitors. Tell your full story - How telling your
story is important and why some advertisers make the mistake of missing out on this.
Art in advertising - Should we use bespoke artwork or tried and tested visuals? Things
too costly - What strategies are too costly to attempt in advertising. Information - How to
give the consumer the best information to help them buy. Strategy - Rules for directing
a campaign. Use of samples - How getting samples into peoples hands can increase
sales. Getting distribution - Hopkins lays out how to get national distribution by starting
small. Test campaigns - How to test different campaigns on the same audience.
Leaning on dealers - Ways to get dealers to help your campaign Individuality - Set
yourself apart from competitors and what your tone should be. Negative advertising Will it help your sales? Letter writing - Hopkins shows how to write a sales letter. A
name that helps - How does a product name impact sales? Good business - See how
good business impacts on consumer behaviour. Excerpts from the book The only
purpose of advertising is to make sales. It is profitable or unprofitable according to its
actual sales. I never ask people to buy. The ads all offer service, perhaps a free
sample. They sound altruistic. But they get a reading and action. No selfish appeal can
do that. I set down these findings solely for the purpose of aiding others to start far up
the heights I scaled.
David Ogilvy was an advertising genius. Confessions of an Advertising Man is the
distillation of all the successful Ogilvy concepts, tactics and techniques that made the
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book an international bestseller. If you aspire to be a good manager in any kind of
business, then this is a must read. His views are timeless and form a blueprint for good
practice in business. Book jacket.
Ogilvy on AdvertisingVintage
From Miles Young, worldwide non-executive chairman of Ogilvy & Mather, comes a
sequel to David Ogilvy's bestselling advertising handbook featuring essential strategies
for the digital age. In this must-have sequel to the bestselling Ogilvy On Advertising,
Ogilvy chairman Miles Young provides top insider secrets and strategies for successful
advertising in the Digital Revolution. As comprehensive as its predecessor was for print
and TV, this indispensable handbook dives deep into the digital ecosystem, discusses
how to best collect and utilize data-the currency of the digital age-to convert sales
specifically on screen (phone, tablet, smart watch, computer, etc.), breaks down when
and how to market to millennials, highlights the top five current industry giants,
suggests best practices from brand response to social media, and offers 13 trend
predictions for the future. This essential guide is for any professional in advertising,
public relations, or marketing seeking to remain innovative and competitive in today's
ever-expanding technological marketplace.
An advertising authority updates his analysis of the elements of successful advertising
and assesses the advertising environment that has emerged during the past twenty
years
John Philip Jones, has compiled a comprehensive guide to the seventy-seven key
organizations and publications in the field of advertising and marketing
communications. Entries are arranged alphabetically and include a thorough description
of each organization?s purpose, activity and contact information. The book covers
industry trade organizations, research organizations, academic organizations and prosocial organizations. The collection is global in scope, with twenty seven enteries from
outside the United States. Key publications such as AdWeek, Advertising Age and
AdMap are icluded.
In this comprehensive handbook of theory and practice of international advertising, the
subjects are not treated in isolation, but rather linked to overall trends in business
globalization. The contributors, representing academics and professionals from ten
different countries, examine all aspects of international advertisng, from broad concepts
and issues, developments in specific countries, and cutting-edge techniques developed
outside of the United States. The result is a single `knowledge-bank' of theory and
practice for advertising students and professionals.
????????????1931?8 ?,????“???”????50????????876 ?????,??????????????????,??????????
???????????,??????????????????????,???????????????????????????????????????????????
??????,???????????????????????????????????????,???????????????????????????????????
?“???”??????????(??)??,???????????
So, you need to create an advertising campaign that brings in more customers, adds more
dollars to your bottom line, and validates all the reasons you went into business in the first
place. But how can you make your ad look and sound like champagne if your budget can only
afford beer? Are you wasting your time trying to sell ice to an Eskimo? The world of advertising
can seem like a daunting place—but it doesn’t have to be. Advertising for Dummies coaches
you through the process and shows you how to: Identify and reach your target audience Define
and position your message Get the most bang for your buck Produce great ads for every
medium Buy the different media Create buzz and use publicity Research and evaluate your
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competition Advertising for Dummies offers newbies a real-world look at the ins and outs of
advertising—from online and print to TV, radio, and outdoor formats—to show you how you can
easily develop and execute a successful campaign on any budget. Plus, you’ll find a glossary
of common buzzwords you may encounter along the way so you can talk the talk like the
advertising guru you (almost) are! With simple tips on how to write memorable ads and
timeless lessons from the legends, this book is packed with everything you need to have
people from New York to Los Angeles whistling your jingle.
????????????,?????,??????,??????????????????;?????????????????????,??????......
Distilling the wisdom of the world’s greatest advertisers, direct marketing expert Craig
Simpson delivers an education on direct marketing and advertising copy that creates brand
awareness, sells products, and keeps customers engaged. Walks readers through time-tested
methods of creating effective ad copy that increases profits. Dissects the principles of
legendary marketers like Robert Collier, Claude Hopkins, John Caples, and David Ogilvy.
????????????, ??, ???????, ???????????????, ????????, ????????????, ???????;????????,
??????????, ???????, ???????.
How does advertising work? Does it have to attract conscious attention in order to transmit a
‘Unique Selling Proposition’? Or does it insinuate emotional associations into the
subconscious mind? Or is it just about being famous... or maybe something else? In Paul
Feldwick’s radical new view, all theories of how advertising works have their uses – and all are
dangerous if they are taken too literally as the truth. The Anatomy of Humbug deftly and
entertainingly picks apart the historical roots of our common – and often contradictory – beliefs
about advertising, in order to create space for a more flexible, creative and effective approach
to this fascinating and complex field of human communication. Drawing on insights ranging
from the nineteenth-century showman P.T. Barnum to the twentieth-century communications
theorist Paul Watzlawick, as well as influential admen such as Bernbach, Reeves and Ogilvy,
Feldwick argues that the advertising industry will only be able to deal with increasingly rapid
change in the media landscape if it both understands its past and is able to criticise its most
entrenched habits of thought. The Anatomy of Humbug is an accessible business book that will
help advertising and marketing professionals create better campaigns.
David Ogilvy is remembered as one of the most influential admen of all time. His bestselling
book Ogilvy on Advertising gave no-nonsense, essential advice to those in marketing, PR,
advertising and other related industries wanting to improve their success rate. It has become
the industry handbook. Ogilvy wrote his book before the Digital Revolution, and in this sequel,
Miles Young brings the same erudite scrutiny to advertising in the digital age as he examines
the challenges that agencies and their clients have faced with the arrival of "digital". He
demonstrates how to respond astutely and successfully to the myriad possibilities the digital
world has to offer. The book is comprehensive in its reach, touching on all areas, from brand
response to social media, pervasive creativity, smart content and good storytelling, to cautions
about the power of big data, and what we can learn from the latest neuroscience findings and
emerging markets. Backed up by sound research and an illustrious career working out of
offices in the UK, US and Hong Kong, Young cuts through the "noise" surrounding digital to
outline some essential truths and offer sound practical advice.
Publisher Description
??????????????????????????????????,???????????????????????????????
In and around a distinguished media career, Hugh Salmon has faced unusual life experiences,
meeting new challenges and interesting people along the way. In the 1990s, his career was
interrupted by his discovery of financial irregularities at an advertising agency of which he was
managing director. When he reported this to his head office, an American company quoted on
the New York Stock Exchange, his chairman and the company not only dismissed him but told
lies about him to cover up the fraud. In a pioneering legal action, Hugh’s well-publicised, fivePage 3/7
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year battle to clear his name and recover his reputation led to a ‘spectacular victory’. In the
2000s, Hugh discovered he was suffering from a broken back caused by a long term rugby
injury and experienced at first hand the realities that disabled people are forced to endure. He
realised the understanding of human behaviour and creativity he had worked with in
advertising could be better applied to improving society as a whole. Hugh Salmon’s
challenging observations on life and human behaviour have featured in a blog on the
marketing website Brand Republic and on The Huffington Post. Thoughts on Life and
Advertising is a compilation of some of these blog posts and is accompanied by his ebook
Ideas for Britain. From stories about the young man who was the most useless person on the
planet to leadership lessons from the Queen; from government blunders to corporate
corruption; from office politics to sport and music; from kindness to selfishness; spiced with
creative insights, empathy and common sense, Thoughts on Life and Advertising exposes
characteristics of human behaviour that will inspire young people – and students of life at any
age.
First collected by his devoted family and colleagues as a 75th birthday present, The
Unpublished David Ogilvy collects a career's worth of public and private communications memos, letters, speeches, notes and interviews - from the 'Father of Advertising' and founder
of Ogilvy & Mather. Still fizzing with energy and freshness more than 25 years after it was first
published, its success outside the private circle of friends and colleagues it was created for
was, in the words of one of its editors: 'because so often he spoke out on important matters
long before the crowd caught up to him; because all of what he says, he says so well; because
so little of what he says in the book had ever before appeared in print'. It includes The Theory
and Practice of Selling the AGA Cooker, described by Fortune magazine as 'the finest sales
instruction manual ever written', and an interview in which he makes disclosures that even longstanding associates had never heard before. This is a business book unlike any other: a
straightforward and incisive look at subjects such as salesmanship, management and
creativity, presented in his trademark crisp prose. Whether carefully prepared for a lecture or
as a private joke to a friend, his writing always underlines the importance of the rule, 'it pays an
agency to be imaginative and unorthodox'.
A unique personality . . . "Ogilvy, the creative force of modern advertising." --The New
YorkTimes "Ogilvy's sharp, iconoclastic personality has illuminated theindustry like no other ad
man's." --Adweek. . an acclaimed author. Praise for Confessions of an Advertising Man by
David Ogilvy "A writing style that snaps, crackles, and pops on every page."--The Wall Street
Journal. "An entertaining and literate book that can serve as a valuableprimer on advertising
for any businessman or investor."--Forbes. "I remembered how my grandfather had failed as a
farmer and becomea successful businessman. Why not follow in his footsteps? Why notstart
an advertising agency? I was thirty-eight. . . .nocredentials, no clients, and only $6,000 in the
bank." Whatever David Ogilvy may have lacked in money and credentials, hemore than made
up for with intelligence, talent, and ingenuity. Hebecame the quintessential ad man, a
revolutionary whose impact onhis profession still reverberates today. His brilliant
campaignswent beyond successful advertising, giving rise to such pop cultureicons as the
famous Hathaway shirt man with his trademark blackeyepatch. His client list runs the gamut
from Rolls Royce to SearsRoebuck, Campbell's Soup to Merrill Lynch, IBM to the
governmentsof Britain, France, and the United States. How did a young man who had known
poverty as a child in England,worked as a cook in Paris, and once sold stoves to nuns in
Scotlandclimb to the pinnacle of the fast-paced, fiercely competitive worldof advertising? Long
before storming Madison Avenue, David Ogilvy'slife had already had its share of colorful
experiences andadventure. Now, this updated edition of David Ogilvy'sautobiography presents
his extraordinary life story and its manyfascinating twists and turns. Born in 1911, David Ogilvy
spent his first years in Surrey (BeatrixPotter's uncle lived next door, and his niece was a
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frequentvisitor). His father was a classical scholar who had played rugbyfor Cambridge. "My
father . . . did his best to make me as strongand brainy as himself. When I was six, he required
that I shoulddrink a tumbler of raw blood every day. When that brought noresult, he tried beer.
To strengthen my mental faculties, heordered that I should eat calves' brains three times a
week. Blood,brains, and beer: a noble experiment." Before marrying, his motherhad been a
medical student. When World War I brought economic disaster to the family, they wereforced
to move in with relatives in London. Scholarships toboarding school and Oxford followed, and
then, fleeing academia,Ogilvy set out on the at times surprising, at times rocky road
toworldwide recognition and success. His remarkable journey wouldlead the ambitious young
man to America where, with George Gallup,he ran a polling service for the likes of Darryl
Zanuck and DavidO. Selznick in Hollywood; to Pennsylvania, where he became enamoredwith
the Amish farming community; and back to England to work forBritish Intelligence with Sir
William Stephenson. Along the way,with the help of his brother, David Ogilvy secured a job
withMather and Crowther, a London advertising agency. The rest ishistory. An innovative
businessman, a great raconteur, a genuine legend inhis own lifetime, David Ogilvy is one of a
kind. So is hisautobiography.
This authoritative and comprehensive handbook of successful advertising practices addresses
such aspects of the business as: agency operation, creativity, media planning, operations and
speciality advertising. The distinguished contributors reflect a global mix of academic and
professional backgrounds, and most chapters - complemented by a few adaptations of classic
articles - have been specifically written for this volume. The result is a single `knowledge bank'
of theory and practice for advertising students and professionals.
"Nobody should be allowed to have anything to do with advertising until he has read this book
seven times. It changed the course of my life." — Advertising legend David Ogilvy Scientific
Advertising begins with a simple declarative statement: "The time has come when advertising
has in some hands reached the status of a science. It is based on fixed principles and is
reasonably exact. The causes and effects have been analyzed until they are well understood."
And in 21 concise chapters, Claude C. Hopkins covers the essence of good advertising.
Beyond the points to be made about telling a story using headlines and art, being specific and
providing vital information, and using samples and testing campaigns, this book clearly
demonstrates why Hopkins was an expert on the best marketing policies. Almost a century
after its initial publication, this little volume remains useful to those entering any area of the
business world. More than an account of Hopkins's thoughts about good salesmanship, it is a
window into a bygone era and the early decades of the American business of advertising.
Mr. Ogilvy reveals, among other professional secrets, how he gets clients, how to write potent
copy, and how to rise to the top of the advertising field.
Drayton Bird's Commonsense Direct and Digital Marketing needs no introduction to marketers
and direct marketers. It is not only seen as the authority on direct marketing execution, but is
also widely appreciated for its engaging, no-nonsense style. The latest edition takes the book
into new territory - the field of digital marketing. It gives the marketer the tools, techniques and
structure needed to produce effective and profitable marketing across the direct marketing
spectrum -from simple letter to focused web-based campaigns. For anyone involved in direct
marketing, from junior marketer to senior manager, this book provides not just the structure for
success but also an energising insight into the techniques behind some of the world's most
successful direct marketing campaigns.
??????????????????,??12?????4?????????????????????20?,????:???????????,????????,???
???????
??·????????????????????????????????????????????????.
Ogilvy on Advertising was written in 1983 by David Ogilvy. He was a prominent advertiser who
shared his knowledge about how to advertise, how to get a job in advertising, and described
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changes happening in the world of advertising at the time. One of the most important points of
this book is that originality and creativity should not be sought after for its own sake: if a
strategy works in advertising, then use it. Advertising is possibly one of the most stressful
occupations and does not pay well unless you absolutely love it. The author is forthcoming
about many mistakes he made in the advertising industry. Ogilvy opens by emphasizing that
good advertising does not just simply make people admire your message for its creativity; it
influences people to action. It's a simple adage, yet easy for many advertisers to forget.
Advertising is a fantastic industry, but actually getting a job (or even your foot in the door) can
seem next to impossible. Whether you're a student or a young professional loaded with
questions, this one-of-a-kind guide shows you how to land a job and how to thrive once you're
in and the pressure is on. Authors Nancy Vonk and Janet Kestin are seasoned creative
directors and longtime creative partners. In Pick Me, these industry leaders answer your
toughest ad career questions, like: Is advertising right for me? How do I build a killer portfolio?
How do I get an interview with the elusive creative director? Should I accept an unpaid
internship? How do I find the right partner? How do I beat creative block? How do I avoid
burnout? Plus, fourteen industry superstars share their insights and explain how they broke
into the business. You'll hear from Bob Barrie, Rick Boyko, David Droga, Mark Fenske, Neil
French, Sally Hogshead, Mike Hughes, Shane Hutton, Brian Millar, Tom Monahan, Chuck
Porter, Bob Scarpelli, Chris Staples, and Lorraine Tao. Forget the clichés this is advertising as
it really is. If you're hell-bent on making it, this informative guide will put you on track for a
career in one of the most exciting businesses on the planet.
Confessions of an Advertising Man is the distillation of all the successful Ogilvy concepts,
tactics and techniques that made this book an international bestseller. Regarded as the father
of modern advertising, David Ogilvy created some of the most memorable advertising
campaigns that set the standard for others to follow. Anyone aspiring to be a good manager in
any kind of business should read this.
An updated guide to advertising contains in the latest edition coverage of such topics as
marketing communications, generating creative ideas, advertising on the Internet, and
integrating communications. Reprint. 10,000 first printing.
This book demonstrates how the best companies use the creative application of research,
done up front, to produce the big ideas with significant impact on the market and on the
people, employees, partners, retailers and customers. Readers of this book will experience
how brand managers and their agencies use the right research to drive new brand insights, redefine problems or markets, support risk-taking ideas, and illuminate diverse audiences. This
book will be an invaluable resource for business executives looking for market strategy,
consumer psychologists, teachers, students, and practitioners looking for a trusted guide for
study in advertising, marketing and promotion.
Confessions of an Advertising Man is a 1963 book by David Ogilvy. It is considered required
reading in many advertising classes in the United States. Ogilvy was partly an advertising
copywriter, and the book is written as though the entire book was advertising copy. It contains
eleven sections: How to Manage an Advertising Agency How to Get Clients How to Keep
Clients How to be a Good Client How to Build Great Campaigns How to Write Potent Copy
How to Illustrate Advertisements and Posters How to Make Good Television Commercials How
to Make Good Campaigns for Food Products, Tourist Destinations and Proprietary Medicines
How to Rise to the Top of the Tree Should Advertising Be Abolished? In August 1963, 5000
copies of the book were printed. By 2008, more than 1,000,000 copies had been printed.
Vital to businesses of all types, the fields of advertising, marketing and branding are covered indepth in this important volume, from advertising on radio and television to direct mail, from
online advertising to branding and public relations to paid search inclusion. Analysis of trends,
globalization, technologies, finances and more. This carefully-researched book covers exciting
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trends in such areas as advertising agencies, marketing consultants, online advertising,
branding strategies, global markets and more. This reference tool includes thorough market
analysis as well as our highly respected trends analysis. You'll find a complete overview,
industry analysis and market research report in one superb, value-priced package. It contains
thousands of contacts for business and industry leaders, industry associations, Internet sites
and other resources.This book also includes statistical tables, an industry glossary and
thorough indexes. The corporate profiles section of the book includes our proprietary, in-depth
profiles of 334 leading companies in all facets of the advertising, branding and marketing
industry. Here you'll find complete profiles of the hot companies that are making news today,
the largest, most successful corporations in the business. Purchasers of either the book or
PDF version can receive a free copy of the company profiles database on CD-ROM, enabling
key word search and export of key information, addresses, phone numbers and executive
names with titles for every company profiled.
New York magazine was born in 1968 after a run as an insert of the New York Herald Tribune
and quickly made a place for itself as the trusted resource for readers across the country. With
award-winning writing and photography covering everything from politics and food to theater
and fashion, the magazine's consistent mission has been to reflect back to its audience the
energy and excitement of the city itself, while celebrating New York as both a place and an
idea.
Famous for his colorful personality and formidable intellect, David Ogilvy left an indelible mark
on the advertising world, transforming it from a disreputable business into a dynamic industry
full of passionate, creative individuals. This biography is based on a wealth of material from the
author's decades of working alongside the advertising giant, including a large collection of
photos, memos, recordings, notes, and extensive archives of Ogilvy's personal papers. This
biography is based on a wealth of material from decades of working alongside the advertising
giant, including a large collection of photos, memos, recordings, notes, and extensive archives
of Ogilvy's personal papers. The book describes the creation of some of history's most famous
advertising campaigns, such as: * "The man in the Hathaway shirt" with his aristocratic eye
patch * "The man from Schweppes is here" with Commander Whitehead, the elegant bearded
Brit, introducing tonic water (and "Schweppervesence") to the U.S. * Perhaps the most famous
automobile headline of all time--"At 60 miles an hour the loudest noise in this new Rolls-Royce
comes from the electric clock." * "Pablo Casals is coming home--to Puerto Rico." Ogilvy said
this campaign, which helped change the image of a country, was his proudest achievement. *
And his greatest (if less recognized) sales success--"DOVE creams your skin while you wash."
Fifty years later, still on his original proposition that it doesn't dry your skin, Dove has become
the largest selling cleansing brand in the world. Roman also carries Ogilvy's message into the
present day, showing the contemporary relevance of the bottom-line focus for which his
business ventures are remembered, and how this approach is still key for professionals in the
modern advertising world.
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