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Foreword by Jon Hamm


			Josh Weltman is the unsung hero of Mad Men. Beyond the clothes, the women, the booze and cigarettes, Josh provides our world with a credible foundation in an industry that exists, almost by definition, in an incredible, or at least hyperbolic, state.


			Don Draper is actually good at his job because Josh is actually good at his. Josh’s former career and wealth of experience as an actual creative director making actual campaigns to sell actual things has brought authenticity, depth, and resonance to this character who thinks and creates for a living. This contribution has been invaluable to the whole of the character and to the story. 


			People often ask me questions or ask my opinions on or about the world of advertising. My stock response is “You know I play a fictional advertising executive, right?” That’s usually used to cover the ignorance or stupidity of whatever I am about to say next. In the future, I will simply refer them to Josh.


	

			
Introduction


			
The Job That Was Once Called Advertising


			The job was using words, pictures, stories, and music to make someone somewhere do something. In the industrial, mass-media, consumer economy of the past, the job was called advertising, and “Mad men” did it. In our modern, service-based, social-media-centric information economy, the job is called life, and everybody does it.


			Once it was the job of these advertising executives on Madison Avenue—“Mad men”—to be the public champions of products and services, making businesses successful and customers happy. Don Draper always seemed to know exactly how to do it. He knew what the business goal of the advertising was. He knew how to create an insightful, persuasive message. And he had teams of experts to help him decide which media would help him do the job best.


			In today’s information economy, the power to persuade remains the coin of the realm. But persuasion is no longer the job of just a creative director and a host of media buyers. Today it’s everyone’s job. People working in today’s information economy spend all or most of their time and effort trying to get someone somewhere to do something. From the CEO of a multinational company trying to establish a presence on Facebook to a teenager tweeting about a pair of awesome-looking jeans, everyone needs to be able to effectively persuade someone, whether it’s a boss or a boyfriend, a customer or a committee.


			The problem is that most people today don’t feel equipped to craft messages or take action with the same confidence and certainty as Mad Men’s Don Draper. Two things confound them. First, most are a lot less familiar with the principles of persuasion than they are with the means. They’re not quite sure what makes a message persuasive, but they know how to use a smartphone to tweet 140 characters to millions of people in a second. Second, recent and rapid changes in new digital media technology make doing the job hard—even for experts who do understand the principles of persuasion. Why? Because today there are more ways to go about it than ever. Changes in media affect how we figure out the “somewhere” part of the job. And with all the hype, hysteria, big money, high-tech IPOs, consolidation, disruption, and destruction that is the digital media revolution, people who are trying to get someone somewhere to do something can lose sight of the “get someone” and the “do something” part of the job.


			Lee Clow is president and chief creative officer of TBWA/ Media Arts Lab. The man behind acclaimed multimedia ad campaigns for Apple, Nissan, Energizer Battery, and Pedigree Petfoods, among others, Clow is arguably the most famous and acclaimed creative director ever. This is what he said recently when asked about the current state of advertising: 


			“We haven’t come close to figuring out how to use all these new-media opportunities, and most clients are very conflicted about what media they should use, why, and how. They keep thinking there’s some new silver bullet in the new-media world that will allow them to save money or find a new way to twist consumers’ arms.”


			This book establishes some new communications principles to help you come up with more effective, persuasive ideas and understand where to place them in a world of changing technology and changing consumer expectations.


			I never would have written this book if I had not been hired to be an advertising consultant on Mad Men. My job was to see that the show accurately depicted the process of creating ads and servicing clients. I didn’t know what I knew about advertising or how I did it until I needed to explain it to Mad Men creator Matt Weiner and the show’s writing and production staff.


			In the writers’ room, Matt would constantly ask me and Bob Levinson, the show’s other advertising consultant, “What would they do in this situation?” Weiner and the other writers were trying to make drama, not advertising. He wasn’t interested in what was going through Don’s head when Don stared out the window. He was interested only in what could be seen, said, and dramatized and how it made the story better, more intriguing or surprising.


			Seven years spent thinking about how to depict the process of persuasion made me think deeply about what I do to create and sell ideas that connect with and motivate other people. It made me think a lot about what is principle and what is fashion. What was it about getting someone somewhere to do something that would have been as true in the midcentury Mad Men world of Madison Avenue as it is today? And what ideas about advertising were just 1960s style?


			Today every Starbucks I walk into looks like every creative department I’ve ever been in. People are writing, creating presentations, blogging, and trying to think of ideas to tweet, email, or post in order to persuade someone somewhere to do something. My aim here is to offer some proven techniques that have helped me do the same things—faster, better, and more confidently.


			The goal of this book is to explain how messages that make people do things work. And it’s written for anyone expected to make something happen by using words, pictures, stories, or music.


			To help me understand a client’s goals, I often ask, “It’s a year from now, and we’ve all come back into this conference room to celebrate the success of this ad campaign we’ve created. Tell me, what are we celebrating? What did we do? What happened? How did we know when it was time to stop working and open a bottle of Champagne?”


			A year from now, I want to walk into a Starbucks and see someone sitting at a table with a computer and a couple of books. One is a Moleskine notebook. It’s filled with ideas, sketches, headlines, scraps of paper, bits and pieces. The other is a copy of this book. It’s dog-eared and worn. The spine is cracked. Passages are underlined, and bookmarks are sticking out all over it. And the person sitting at that table with his laptop and books has that “Please don’t talk to me. I need to get this idea down before I lose it” look.


			When I see that, I’ll know I’ve done my job, and I’ll open a bottle of Champagne.


					This book is for anyone expected to make something happen by using words, pictures, stories, or music.




	

			
Part One


			
The Secret Purpose of Advertising


			“When I get asked . . .‘What’s the secret to success?’ I just say: ‘Early to bed, early to rise, work like hell, and advertise.’”


			—Ted Turner at Montana State University–Northern, 2011


			

			
The Job of Advertising Is to Make People Happy 


			Happiness occurs when expectations are met or exceeded by reality. 


			Unfortunately, people, companies, and organizations are not always good at setting expectations for their own products, services, or offerings. That’s why they need the likes of us. Talented artists, sensitive writers, agents, designers, barkers, promoters, performers, bloggers, pitchmen, and adwomen to help individuals and companies make people happy by setting customers’ expectations at a level their products and services can meet or exceed.


			The job of a persuader is to make promises that motivate, sell, and seduce. These promises are kept by the actions, products, or services of others. It’s a tango for two.


			Persuading is about getting someone to do your will. Selling is about making your proposition, goods, or services attractive, visible, and well priced. Yet there’s no way around it: To achieve certain business goals, companies and organizations—and the people who do the manufacturing, measuring, and managing—need to get emotional. That’s where seduction comes in. Seduction takes both sensitivity and insight. Seduction is about listening to customers and understanding their feelings, wants, needs, and motives. It’s understanding what people desperately want to hear about themselves and telling them just that.


			To successfully do the job of persuading, selling to, and seducing strangers, talented folks use insight, words, pictures, stories, and music to evoke emotions that motivate people they don’t know for the benefit of people, companies, and organizations that don’t know how.


			

			
Does Advertising Work?


			People ask me all the time, “Does advertising work?” These are smart people, people who would never dream of asking an engineer, “Does engineering work?” or asking a doctor, “Does medicine work?” This year, in the United States alone, companies will spend $140 billion on advertising. I believe the people spending those dollars get something for their money. But before you can say whether or not advertising works, you need to know what its job is. What’s the goal of advertising? What is it supposed to do? How can you say whether it works or doesn’t if you don’t know what it’s supposed to achieve?


			I’ve worked with people who think the purpose of advertising is to build businesses. Others expect it to build brands. No matter the philosophy, effective advertising is made up of communications, messages, videos, stories, posts, blog entries, or tweets that get the intended audience to do what the people sending the message want them to do. Different people come to the endeavor with all kinds of different expectations. They do different jobs and have different motives, personality types, processes, beliefs, business goals, ideas, and expectations. A good place to start getting someone somewhere to do something is by zeroing in on exactly what the people doing the getting want to get. 


			Just about everyone has heard of a miserable rich person. Likewise, many of us know a happy poor person. In fact, happiness isn’t really about what people do or don’t have. It’s about what they expect to have and how well those expectations match up with reality.


			Advertising is one of the most effective ways for businesses to establish customer expectations. And when a company sets a level of anticipation that its products or services meet or exceed, it creates happy customers.


			No advertising equals no expectations. No expectations equals no exceeded expectations. No exceeded expectations equals no happy customers.


			Take Google Glass, those eyeglasses with the little device on the side. Now, I spend a good part of my income on high-tech products and consider myself an early adopter. Yet I have no idea why I need Google Glass to improve my life. Can I see what time a movie starts by using Google Glass to look at a theater? Can I see if the person I’m talking to has ever been arrested? Can I look at the street and find the quickest path to an ATM or a bathroom? I can’t imagine what Google Glass is all about. And I shouldn’t have to. Google may have invented something really great but has failed to make me curious enough about the product to check it out. This is a perfect example of an “over the wall” mentality. 


					No advertising equals no expectations. No expectations equals no exceeded expectations. No exceeded expectations equals no happy customers.


			Although Google gets it right most of the time, some companies, like some people, are just not that great at connecting with others. High-tech companies are notorious for spending large amounts of money to develop and create wonderful products, then “throwing them over the wall”—that is, neglecting to support them with enough advertising and marketing dollars to create buyer expectations before bringing them to market.


			I imagine the practice of throwing things over the wall is rooted in the idea that if you build a better mousetrap, the world will beat a path to your door. But better is subjective. What constitutes a person’s expectations for a better mousetrap? A quieter one? A bigger one? A less painful one? Any one of these promises could be compelling to someone in the market for a mousetrap. “Better” is in the mind of the person who’s buying the mousetrap, not the person building it. If you come up with an innovative idea for a new mousetrap but fail to advertise or communicate why it will forever change what people expect from a mousetrap, you’re going to miss out on a lot of customers—not to mention end up with a warehouse full of mousetraps.


			Build a better mousetrap and advertise the hell out of it. Then the world will beat a path to your door. And go away happy.


					“Better” is in the mind of the person who’s buying the mousetrap, not the person building it.




			
The Truth About Liars


			Everyone thinks ads and advertisers lie. Successful ones don’t. There are three reasons why. 


			1. 	Lying is bad for business. The great and oft-quoted Bill Bernbach, founder and creative director of Doyle Dane Bernbach, once said, “Nothing kills a bad product faster than good advertising.” He meant that if you get out there with a compelling promise and the product fails to live up to expectations, it’s doomed. Fifty years later, with Yelp, Facebook, and other social media in the world, communicators would be crazy to knowingly lie. Make a good promise for a bad product and customer disappointment will get around fast. Make a good promise for a bad product to people connected by social media and watch business implode at the speed of light.


			2.	The truth is far more compelling than a good lie. Before the first season of Mad Men began, I was talking with showrunner Matt Weiner about what it’s like to work in an advertising agency. The movies and TV shows I’d seen about advertising didn’t exactly lie about what it’s like to create ads, but they didn’t tell the truth either. I explained the difference between a TV creative department and a real one by telling Matt that on TV it always looked like the ad folks actually created solutions to clients’ problems. Ideas would just pop into their heads. They looked brilliant. In twenty-five years of working in creative departments, I never once felt I was creating the answer to a problem. For me, the solution always felt like a process of discovery, not invention. Like the answer was out there, waiting to be found. It always came down to understanding what consumers really wanted. What was going to make them happy?


			I would be lying if I said I thought of myself—or any of the really good ad people I’ve worked with—as particularly creative. The truth is, I think good ad people are very curious. They’re fascinated by what motivates people—and they’re much more insightful than creative. 


			Discovering the one thing that makes customers tick that no one else has ever figured out is what ad agencies refer to as the consumer insight, and it’s the single most important element in the development of effective communication. 


					Consumer insight is the single most important element of effective communication.


			The discovery of a consumer insight was illustrated nicely on the episode of Mad Men in which the agency is working on a lipstick assignment. The company wanted to promote the large selection of colors it offered. But the young secretary, Peggy Olson, pointed out something far more compelling and true: No woman wants to be just another color in a box. A woman wants her lipstick to be her color. 


			Another example of the real truth being more powerful than a good lie was illustrated in a schematic I brought with me the first day I was invited into the Mad Men writers’ room. In the corner of one chart, titled Agency Point of View, I wrote a little note that spoke to the customer’s opinion about truth and advertising. It read:


			Frightening: There are big multinational corporations out there spending billions of dollars to get me to buy crap that leaves me broke and feeling empty.


			More frightening: There is something inside me that I can’t control that compels me to buy crap that leaves me broke and feeling empty.


			The second insight is more frightening because it’s truer. People are driven to act by their own impulses far more often than by outside forces. Advertising is not about changing their beliefs or the things that drive them. It’s about confirming them.


			Take the example of L’Oréal hair color and its slogan: “Because you’re worth it.” What woman hasn’t felt the need for a little reward after a tough day at work, an afternoon with a screaming child, or a dispute with a problem partner? The itch for gratification is already there. L’Oréal or Godiva chocolates or Kate Spade is just helping her scratch it. Nobody needs to lie about how rewarding a product is or isn’t. You just need to remind people who feel they deserve a reward that they are absolutely right to feel that way.


					People are driven to act by their own impulses far more often than by outside forces.


			The job of any good persuader is figuring out what people want and what motivates them to make the choices they make—in other words, finding the urge that lies within and poking it to wake it up. Effective persuasion leverages people’s inherent beliefs. It doesn’t change or control them.


			Advertising is not mind control. It’s not about making people want stuff they don’t want, or do things they don’t want to do. It’s mostly about persuading people to do a little more of what they’re already doing.


			What’s more, so much time and effort is spent by communicators doing research and looking for that compulsive thing inside people that motivates them to buy one thing over another, that if and when it’s found, the last thing an advertiser would ever need or want to do is lie about it.


			3. 	Self-interest tends to keep advertising people from lying. If they are dishonest about what really motivates a person to buy things, the ads simply won’t work. And that’s bad for their careers.


			The advertising industry talks a lot about imagination and constantly celebrates creativity. But along with creativity, the successful ad people I’ve met and worked with share four essential traits: they are all keen observers, good listeners, endlessly curious—and they all have an almost pathological inability to lie about human nature. These are smart and calculating businessmen and businesswomen. They are the ones who call bullshit when something doesn’t ring true. And the reason they call bullshit is to protect their livelihoods.
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