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David Ogilvy is the King of Copywriting.

And in 1982 he writes a 38 lesson manifesto titled

"How to create advertising that sells"

Here are the top 7 tips that you can use today:

We Make the Wrong Promise
A promise is not a random claim or stupid slogan.
It is a benefit for the consumer.

And the product delivers that benefit.

Awards are Dumb

"Pursuing creative awards seduces creative people from pursuing sales.”
Translation:

If your job is to sell, focus 100% of your energy on selling the product.

Not selling yourself to voters to win an award.

"Nobody was ever bored into buying a product.”
Give it some magic and charm.
The iPhone vs. Blackberry is a modern example:

https://t.co/VN8KIJ5T6g
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Steve Jobs killed BlackBerry.

By creating a cult and inventing new rules

Here's the breakdown and why it matters\U0001f447

— Chris Hladczuk (@chrishlad) December 7, 2021

Hit the Headline

"On average, 5 times as many people read the headline vs. the body."

People are scared of writing clickbait titles.

But the truth is that clickbait exists only when you fail to keep your promise to the reader.

h/t @nicolascole77

Long Writing Works

"The more you tell, the more you sell."

Readership falls off at 50 words.

But barely drops between 50 and 500 words.

Just like you will binge 20 hours of a great Netflix show, we read long writing as long as it delivers.

The Brand Image

95% of all advertising has no consistent theme year over year.

People are the same way.

We jump from thing to thing endlessly in search of our "passion".

What if you just focused 100% of your energy on ONE thing this year?

Double Down on Winners

"The best ads get discarded right when they start to pay off."

The best investments get sold too early.

If it works, make sure there is a clear reason to stop.

Don't let our never ending search for novelty win.


https://twitter.com/chrishlad/status/1468208867951607814?ref_src=twsrc%5Etfw
https://twitter.com/nicolascole77

If you picked up a new insight, retweet the first tweet to teach a friend:
https://t.co/ObrTLOcelx

David Ogilvy is the King of Copywriting.

And in 1982 he writes a 38 lesson manifesto titled

"How to create advertising that sells"

Here are the top 7 tips that you can use today:

— Chris Hladczuk (@chrishlad) January 15, 2022

For more free frameworks, systems and business stories, join 6,288 others and sign up for my weekly newsletter here:

https://t.co/Zr6gAK30P0

You can also check out all 38 lessons here!
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How to create advertising

that sells

by David Ogilvy

vy & Mather has created over
$1,480,000,000 worth of advertising,
and spent $4,900,000 tracking the

Here,mtha]lthedogmaﬂmof
brevity, are 38 of the things we have
learned.

1. The most imporfant decision. We have
hﬂwdﬂu:the&un&'wur:d\lmngm)wr
sales depends more on this than on any
other: How should sou position your produc?

Should you position SCHWEPPES a3 a soft

drink-orasa mixer? R
Should: itonDOVEasa uct
ﬂhwuawﬁmmuhmﬂgdwﬂ

* The results of your cam depend less on
how we write your advertising on how your
product is posltoned. It follows that ET

should bededded before theadvertising lscreated.
Rmmhmhdp l.nokheﬁnre y\:u leap.

2.L ‘Th
de:iﬂnkm what should prmmmeau-
pmmbchnﬂta:'hlm.urlﬂ:mz,wa

slogml Ttis a bengfit for the conswmer.
ItmswmmJ:nMuﬁtwhthsunqu
and eopnpetitive. And the product meust defiver the
benefit you

Most advertising promises nothing. 1t is
doomed 1o fail in the marketplace.

“Promise, large promise, ks the soul of an ad-
vestisement”—sajd Samuel Johnson.

3. Brand image. Every advertisement should
contribute to the complex symbol which isthe
brand image. Ninety-five percent of all advertising:

‘We have been unable 1o establish any correla-
von whitever between awards and sales.

At Ogilvy & Mnt.'htr WE oW an annual
award for th ich s

7 ,HII'W

o sales. .
Swocessful advertising sells the product with-
out drawing atention to itzell, It rivets the

consumer’s atlention on the produer.

Make the product the hero of your advertising.

9. Psychological segmentation. Any geod
agency knows how to position producs for deme-
graphiz segments of the market—for men, for
young children, for farmers in the South, eic.

But Ogilvy & Mather has learned thatit ofien
‘paytto pasition products for paychelogical segments
of the marker.

Our Mercedes-Benz advertising is positioned
to fit nonconformists who scoff ar“status symbols™
and reject Aimflam appeals to snobbery.

10. Don't bury news. Tt is easier 1o imerest the
consumet in a product when it s e than at any
other point in its fife. Many copywriters havea fatal
instinet fior burying news. This is why most adver.
tising for new products fails to exploit the oppor-
tunity that germine news provides.

Itpaystolaunch your new productwithaloud
BOOM-BOOM.

11. Go the whaole hog. Most advertising cun-
paigns are oo complicated, They reflecta long list
of marketing objectives. They embrace the diver-
gent views of too many executives. By attempting
too many things, they achieve nothing.

It parys o boil down your strategy inone simple
pmﬁg-:ﬁgo!hgwhﬂhhughd:ﬂuuingm
promise.

mmbmmm
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kﬂemd adhoc. Mutpmdl.mlxhny

mgwbdﬁmﬁ:mm:lmphdeﬁudmn&ﬁw
for his brand gets the largest shave of the market,
4 ideas. Unless your advertsing is built
ommmf%mnwﬂlpmaﬁkuuhuplntberﬂm
Ittakes a BIG IDEA to jolt the consumer cutof
his indifference — to make him mofies your advertis.
Ing, remember it and take action.
Blgﬂmmuunnrw&dm&uﬁnﬂu
Kettering, the great General Motors inventor:
*“This problem, when solved, will be simple!”
BIG SIMPLE IDEAS are not easy to come by.
‘They require genius—and midnightoil. A truly big
one can be continued for twenty years—like our

Eyepatch for Hathaway shirts.
5. A first-class ticket. It paystogive most prod-
ucts an image of quality—a first-class teker.

IE your advertising looks ugly,
mﬁuﬁﬂmrmﬁdmkﬂnﬂyuﬂ%ﬂ
“be less likely to buy it

Ebmelhn.ﬂohodywwwm
barying a uct. ¥et most advertising is imper-
sonal, detached, cold —and dull.

Tt pays to inoelve the castomer:

Talk w her like a human being. Charm her.

immovat b I i 1

' 8. Be suspicious of awards. The pursuit of

creative awards seduces creative people from the
+ + pursuit of sales.

“Testimonial commercials are almost ﬂ!np:uo-
cessful =if you make them credible.

Either cclebritics or real poople can be cffec-
tive. But avoid irelevant celebrities whose fame has

“13. Problem-solution (don’t cheat!) ¥ou set up
lem that the ani
‘Then you show how your product can solve
that problem.

And the sohation.

mmeTmWMMW
in sales results, and it still is. But don't use it unless
you can do 50 tithoul cheating: the consumerisn'ta
mmyoron, she is your wife.

M. Visual demonstrations. If they are honese,
visual demonstrations are generally effectivein the
markeiplace.

It pays to vimalize your fromite. It saves dme.

But we never heard of an agency using musical
background under a new business presentation.
19.Stand-ups. The stand-up pitchcan be effec-
tive, if it it delivered with straightforward honesty.
20.Burrolsi ity The memge consamer
now sees 20,000 commerncal a year; poor dear.

Maost of them slide off her memory like water
off a duck’s back.

Give your commerdals a Aourish of singu-
larity, a bure that will stick in the consumer’s mind.
Ome such burr is the MNEMOXIC DEVICE. or rele-
vant symbol —like the crowns in our commercials
fior Imperial Margarine.

Sl.-llmkml.mﬂ:m ﬁvep-cr\-
cent of televis
animation. They nlclmpus‘uasn‘nhnnivccml—
mercials,

the characer in the cartoon. And cartoons do not
innite belbef,

However, CarsonfRoberts, our partners in Los
Angales, tell us that auimation can be helpfil when
you are talking fo children,

They shoueld knone—they have addressed mare than

“At 80 miles an hour, the loudest noise in this new
Rolls-Royee comes from the eleotric dock”™

30, Localize headlines. In local advertising ic
payswoindudethe nameeliheciyinyour headline.

3L Select your When you adver-
tise a product which is consumed only by a special
group, it pays wo “Hag™ that group in your headline
=MOTHERS. BER-WETTERS, GOING IO EUROPE?

32. Yes, people read long copy. Readership
falls off rapidly up o fifiy words, but drops very
little between fifty and five hundred words. (This
page contains 1909 words, and you are reading i)

Ogilvy & Mather has used long copy—with
notable suceess — for Mercedes-Benz, Cessna Cha-
tion, Merrill Lynch and Shell gasoline.

“The more you tell, the more you sell”

33. Story appeal in picture. Ogilvy & Mather
has gonen notable results with photographs which
suggest a story. The reader glances at the photo-
graphand asks himsell.” What goeson here?™ Then
he reads the copy o find cut.

Harold Rudolph called this magic element
“story appeal” The more of it you inject into your

six hundred commercials to children. photograph, the more people look at your adver-
tisement.
22, Salvage commerciale. Many commercials Tt i easder said than done.
ﬂnd:mpwrkugb:n!:ﬂsad recred. - Before & after. Before and After adver-
um:mm;ﬁmﬂmom i

simply by re-editing it
2%, Factual vs. emotional. Factual commer-
cials tend to be more effective than emotional com-

‘merdials.

However, Ogilvy & Mather has made somc
emotional commerdalswiich have been successful
in the marketplace. Among these are our cam-
paigns for Maxwell House Coffee and Hershey's
Milk Chocolate.

umv&mmmmmmk
with an exciting opening hold their audience at a
!I.wbﬁ-lerd:!ﬂnmmmnﬁﬂkwhdlhgmquuh

‘What works best in print

25, Headlines. On the average, five dmes as
many people rexd the headline as read the body

Py

It fiodiows that, if you don't sell the product in
your headline, you have wasted 80 percent of your:
moncy. That i why most Ogilvy & Mather head-

26. Benefit in headlines. Headlines that
promise a benefit sefl more than those that don't.

27. News in headlines. Time afier time, we
have found thae it pays o inject genuine news ino
headhnes.

‘rhmnﬂmmhbnlmn for new

It drives the promise home. It is memorable. p ﬂrhu:-.nﬂ d Inanckd product,
15, Slice of iife. These playlets are corny, and n-_;!;im Russian cconomists — ap-

most detest them. But they havesold a mﬂmmdu'hm

lot of merchandise, and are still selling. [ ——
mnﬂwmmmu m_mmmhﬂmm

wmmmhm teirgred FOu Want 1o Sy pic language.
Fou say. ders do decipher the ing of
AMany commercials drown the viewer in a tor- h;::? = 5=

sent of words. We cal tht logorihea (rhiyraes with Lﬂn-ymh‘ahnh?hhnd-
Wek i Gl line tests condy ion of a big

cutwords. g o - hnhﬂmiwﬁnﬂthlmd

ten words or longer sold more goods than short
headlines.

mmdﬂmmmw
ten words are most effective.

In mail-order adwertising, headiines between
six and twelve words get the most coupon returns.

On the average, long heading scll more

Any form of “visualized conirast”™ seems o
work well.

35. Photographs vs. artwork. Ogilvy & Mather
has found that phatographs work better than dran-
ings—almost invariably.

They attract more readers, gencrate moreap-
petite appeal, are more believable, are better re-
membered, pull more coupons, and sell more
merchandise,

36. Use captions to sell. On theaverage, wwice
as many people read the captions under photo-
graphs as read the body copy.

It follows that you should never use a photo-

graph without puttinga caption under it; and each
c:ptm should be a miniature sdvertisement for
the preduct—complete with brand name and
promise,

37. Editorial layouts. Ogilvy & Mather has
had more success with editorial layouts than with

ddy™ layouts.

Editorial layouts get higher readership than
conventional advertisements.

38. Repeat your winners. Scores of greatad-
wertisements have been discarded before they have
beguniopayoff.

Readership can actually frerease with repeti-
o — up to five repetitions.

1s this all we know?

These findings apply to most categories of prod-
wcts, But not o all,
Opilvy & Mather has teand
body of knowledge on what makes for
success in advertising food groducts, tourist desting-
Hons, propriciary medicines, children’s froducti—and
odu:dw-&mm

information is revealed only to
vy & Mather.

Ogilyy
Msther
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