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Ad copy hag got to carey a %eassge. It is a eommuniaationu
éome photograﬁhers never f;nd aut that a photogr&ph is c

communicatxon., Some avtists never £ind out .that art is a eom-
munication. And that is also true of some copywriters. :

qpx,x:c s.;:co*m 'wgye

An ad is not textual 1nformat1on. It it a communication.
But it has to be a very fast communication because people won't
look at it very long. Tt has ta-be able to deliver 418 message
in about a quarter of a second. That's how long it takes sqmcn
body to go through the reflex of throwing the piece away., = = .~

You could actuelly go around with a stopwatch and time
how long it takes for a perscon to see if he is going to throw:
somethxng away or not. It is that span of tlﬂe that you have
in Qrﬂer to absord the mess age. : .

The ‘sctual test of a piece of adqabpy ie:  WILL 7 REGQ-‘»
ISTER IN THE INSTANT IT TAKES THE INDIVIDUAL TO PICK IT Up
AND DECIDE HE 1S ”OIMG 0 mHRQW IT AWAY?

If it communicates in that spl:t instant of time he won't
throw it awav. That i "the- ?estwof an ad or flier., -

At each point a person would throw a promo piece away,v-:-
he rust be stopped. You have to figure out the cycle by which
he would throw something away and then you-can write the ad
copy. - You have to figure out the points of stop when-a person:
1; going to discard this thing and cateh hzm on each one oi
t e’.'o P . g LT

ADS”& D THE. COHM &YCLE
DIRE TI&G THE_ PUBLIC

- You must recognize that the publmc has:to be able: to: send
for something or he able to communicate easily or they don't
buy the item. You have to direct the public. An ad or flier -
must have something for them to do. It must give them some-
where to go, or someona to write. to, or someone to-oall or .
contact.  You first direct them,  Then make it easy- for then- -
to respond. That's part of the comm cycle. : : :
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'LOOKING AT MADISON AVENUE -

The beautiful artwerk and gorgeous stuff you see in maga-
zines is Madison Avenue's effort to keep people from throwing

the plece away because it is sesthetic. But it doesn't commu-
nicate. o ' '

I've looked through & few magazines trying in vain to
find out what to order and where to order it from. I had the
wildest time and finally found in one magazine they had en-
closed a card, But it wasn’t actually a card, it was a plece
of a card that had to be cut off another card. It wasn't recog-
nizable as a card go I didn't recdgnize it as something you
could use to send away for something. It just didn't register
is’a card, so there was no simple way to send away for the
tem, ' o

Here's an example of an ad that doesn't communicate. It's
an isolated object, beauvtifully photographed, sitting out in
the middle of space. Then underneath it all they say thay've
just won an award for something or other. But what's the ad
about? It doesn't say. The mesgage isn't there. It doesn't

communicate, :

, Here's another: It's actually supposed to be & cigarette
ad but it shows somebody getting dragged on a sled through the
snow; It's obvious what they're selling ~- they're selling
snow! ' o e o o

Most of the ads in the better magnziﬁca aren't ads at all,
they're just asgertions about a product. You will find that
hardly any of them are ads that Yring about exchange.

~ If this is the bast of Madison Avenue, they don't know the
bagice of advertising. - 4

If our promo people are ieoking at or studying that kind

of ad all the time they won't be able to write good adg them~
selves., Because these aren't good ade., They don't communicate.

SURYZEYS AND COMMUNICATION

In magazines you have something on the order of helf a
million dollars worth of advertising or more. It has pretty
pooy impact. ‘ . o

It is very ocutpointy for grown men to be spending this
much trying to trickily capture somebody's attention. They get
a0 involved in the trickery of it that they .don't communicate
what they want, which is: "We want you to buy this product,™

Advertising must represent something that psople want
which they are willing to exchange something for. The ad has
to tell them what it is. '

~ If you have u surveyed message, it has got to offer some-
thing. Advertising pecple, with all their flossiness, all of
the color and everything elee, aren't chmuniggtingJ

Some ads use mainly only a symbol or 2 hallmark and
attempt to make that into 2 communication. But you can't
take a symbol or a hallmark and make it into & commurication.
They are just decorations. That doesn’t make an ad,
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You have got to get the communication that matches the
survey. But promo people have found a new way of aveiding
a survey. They just put it all down in the text, so th
comrunication doesn't match the survey. ‘

I realize that in school they teach you that you must be
original. But communication is duplication. You do a survey,
the public feeds you a button, so you just Yeed it back to
the public. That's duplication. And 1t works. Don't make
the mistake, in writing ads or copy or promotion, of thinking
that you have to do something else begides feed the surveyed
button back to the pubdblic. '

CONCLUSINK

. Actually, in advertising you haven't got any competition
at all.

So why is it that some prono people don't write good ads?
Because the ads they see all *the time aren't good ads. That's
the why! '

The handling is to write good ads!

With the survey and promotion tech we have, and the tech
we have on communicaticon, there's absolutely no excuse whatso-
ever not to produce a good ad -~ one that communicates!
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