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Copy, Design, and
Creativity1

No one can teach you to be creative. But you may be surprised how creative you
really are.You may not have been an A+ English student. But you may find
you’re an excellent copywriter. You may not be a great sketch artist. But you may
discover you have a talent for logo design or ad layouts. If you’re lucky, you’ll
take classes that allow you to discover a lot about creative strategy and tactics,
and probably a lot about yourself. At the very least you should learn:

• The correct format for writing copy for each medium.

• The basic rules of copywriting and when to break them.

• How to put more sell into your copy.

• Design basics that apply to all media.

• How to connect the reader or viewer with the advertiser.

• How to keep continuity throughout a campaign.

• The importance of presenting your work.

Who Wants to Be a Creative?

At the beginning of each semester we ask students, “Who wants to be a
copywriter?” We get a halfhearted response from about 1 in 6 at the beginning of
the class. “Who wants to be an art director or designer?” Usually we get a few
more people raising their hands, but not many. The truth is most students don’t
want to commit to any specific career path in the creative field. These are the
most common reasons:

• “I think I want to be an account exec.”

• “I might want to be an account planner.”

• “I want to be a media director.”

“Properly practiced
creativity can make one
ad do the work of ten.” 1

—Bill Bernbach

Words of
Wisdom
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• “Words are boring. I’m more of a picture person.”

• “I’m not sure I can write.”

• “I’m not sure I even want to be in advertising.”

Those are legitimate reasons, but we can make a case for learning about
creative strategy and tactics to answer every one of them. Account executives
need to know how to evaluate creative work. Does it meet the objectives? What’s
the strategy? Why is it great or not so great? When account executives and
account managers understand the creative process, they become more valuable
to the client and their agency. Account planners have to understand consumers,
their clients’ products, market conditions, and many other factors that influence a
brand preference or purchase. In essence they function as the voice of the
consumer in strategy sessions. The skills required to develop creative strategy
are key components in account planning.

Media folks need to recognize the creative possibilities of each medium. They
need to understand tone, positioning, resonance, and the other basics pounded
into copywriters. Their perspectives can also contribute to great strategies
and tactics.

Designers, art directors, producers, and graphic artists should know how to
write or at least how to defend their work. Why does it meet the strategies? Do
the words and visuals work together? Does the font match the tone of the ad? Is
the body copy too long? (It’s always too long for art directors.) As we’ll stress
repeatedly through this book, writers also need to understand the basics of
design. Design can’t be separated from the concept. There is English, and there
is advertising copy.You’re not writing the Great American Novel or even a term
paper. You are selling products and services with your ideas, which may or may
not include your deathless prose. What you say is more important than how you
write it. Ideas come first. Writing with style can follow.

Creativity is still useful outside of advertising.You can put the skills
learned through developing creative strategy and tactics to work in more
fields than advertising. The ability to gather information, process it, prioritize
the most important facts, and develop a persuasive message is useful in almost
every occupation.

Even if you don’t aspire to be the next David Ogilvy, you might learn
something about marketing, advertising, basic writing skills, and presenting your
work. Who knows? You might even like it.

The Golden Age of Creativity

Every generation seems to have a Golden Age of something. Many people who
are in their creative primes look back to the 1950s through the early 1970s as the
Golden Age of Advertising. This so-called Creative Revolution was one of many
uprisings during turbulent times. Unlike any other era before or since, the focus
was on youth, freedom, antiestablishment thinking, and—let’s face it—sex, drugs,



and rock ’n’ roll. So it’s not surprising that some of the world’s most
recognized ads (some of which are included in this book) were
created during this time.

What made these ads revolutionary?

• First, they began to shift focus to the brand, rather than the
product. They developed a look, introduced memorable
characters, and kept a consistent theme throughout years of
long-running campaigns. All of these factors built brand
awareness and acceptance.

• Second, they twisted conventional thinking. When most cars
touted tailfins and chrome, VW told us to “Think Small.” When
Hertz was bragging about being top dog, Avis said they tried
harder because they were number two. When Levy’s
advertised their Jewish rye bread, they used an Irish cop and
a Native American as models.

• Third, they created new looks, using white space,
asymmetrical layouts, minimal copy, and unique typography—
all design elements that we take for granted in today’s ads.

The driving forces of this revolution included such giants as Leo
Burnett, David Ogilvy, Mary Wells Lawrence, Howard Gossage, and
Bill Bernbach, all of whom are quoted heavily in this text. First and
foremost, they were copywriters. But they were also creative
partners with some of the most influential designers of their era,
such as George Lois, Helmut Krone, and Paul Rand. Even though
these top creative talents went on to lead mega-agencies, their first
love was writing and design.

In this brave new world where the “Third Screen” will become our
primary news and entertainment vehicle, we may be entering a new Golden Age.
Who knows? Maybe you could become a leader in the next creative revolution.

The Creative Team

Most copywriters do a lot more than just write ads. In fact, writing may only be a
small part of their jobs. Although this section focuses on the copywriter, many of
these functions are also handled by designers or art directors.

Co-captain of the creative team

Traditionally a creative team includes a copywriter and an art director, with
participation by Web developers and broadcast producers. This team usually
answers to a coach: the creative director.

Every player has his or her role, but in many cases, the copywriter drives
the creative process. However, once the art director understands the creative
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Dentyne’s “Make Face Time” campaign puts the
human back in communication. It’s not only visually
attractive; it also shows the benefit of using the
product.
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problem, he or she may be the idea leader. No matter who drives
the process, the creative team needs to know the product
frontward and backward, inside out. They have to understand
who uses the product, how it compares to the competition, what’s
important to the consumer, and a million other facts. No one does
it all. Sometimes art directors write the best headlines. Or writers
come up with a killer visual. While someone on the team should
drive the creative effort, he or she does not have to dominate it.

So, what else does a writer do?

In small shops, the writers wear so many hats, it’s no wonder
they develop big heads. Some of the responsibilities besides writing
copy include:

• Research: Primary and secondary.

• Client contact: Getting the facts direct from the source rather
than filtered through an account executive, presenting those
ideas, and defending the work.

• Broadcast producer: Finding the right director, talent, music,
and postproduction house to make your vision come to life.

• New business: Gathering data, organizing the creative,
working on the pitch, and presenting the work.

• Public relations: Some copywriters also write the news
releases, plan promotional events, and even contact editors.

• Internet/interactive content: The Internet has become an
integral part of a total marketing communication effort. A lot of
“traditional” media writers are now writing Web sites and
interactive media.

• Creative management: Much has been written about whether
copywriters or art directors make the best creative directors.
The answer: yes.

Controlling the Creative Process

Step 1: Get the facts. If you have a research department and/or
account planners, take advantage of their knowledge. But don’t settle
for someone else’s opinion. Talk to people who use the product, as
well as those who don’t or won’t even consider it. Talk to retailers who
sell the product. Look at competitive advertising:What’s good, and
where is it vulnerable? In short, know as much as you can about the
product, the competition, the market, and the people who buy it. Try to
make the product part of your life.

This rough layout clearly shows the idea behind
this ad, which conformed beautifully to the brand
image of USA Today. The idea should always
come first. Design and copy come later.

Image 1.3

When other automakers were crowing about
being bigger, faster, and more luxurious, VW took
the opposite position. VW’s innovative campaigns
not only established a very successful brand;
they also ushered in a new age in creative
advertising.

Image 1.2



Step 2: Brainstorming with a purpose. If you’ve done your homework, you
should know the wants and needs of the target audience and how your product
meets those needs. From that base, you can direct the free flow of creative ideas.
Thanks to your knowledge, you can concentrate on finding a killer creative idea
rather than floundering in a sea of pointless questions. But you must also be open
to new ideas and independent thinking from your creative team members.

Step 3: Pick up a pencil before you reach for the mouse. This is
critical, because it’s all about the creative concept. Even if you can only
draw stick people, that’s OK. Where does the headline go? How much copy do
you think you’ll need? What’s the main visual? How should the elements be
arranged? Even though artists may ridicule your design, they will appreciate
having the raw elements they can massage into a great-looking ad.

Step 4: Finding the reference/visuals.You may have a clear vision of the
creative concept. Can you communicate that to your art director, creative director,
account exec, or client? You can help your art director by finding photos, artwork,
or design elements, not to rip off others’ ideas but to make your point. The finished
piece may not look anything like your original vision, but at least you can start with
a point of reference. Browse the Web, stock photo books, and
awards annuals.We can’t emphasize this enough, especially for
beginning writers: If you can’t find what you want, browsing might
trigger a new idea. The visual selection is a starting point, not the
end game.

Step 5:Working with the rest of the team. For most creatives,
the happiest and most productive years of their career are spent
collaborating with others.When two creative minds click, the whole
really is greater than the sum of the parts. A great creative
partnership, like any relationship, needs to be nurtured and will
have its ups and downs.While one person may want to drive the
whole process, it’s best not to run over other teammates. They may
come up with some ideas that will make you look like a genius.

Step 6: Preselling the creative director and account executive.
Chances are you will not be working directly with the client, and
even if you are, you probably won’t be the sole contact. That’s why
you need the people who interface with the client to buy into your
ideas. Maintaining a good relationship with the creative director not
only protects your job; it also gives you an ally when you pitch your
ideas to the account executive and client. In many cases, the
account executive represents the client in these discussions. He or
she may try to poke holes in your logic or question your creative
choices. That’s why every creative choice must be backed with
sound reasons. In the end, if the account executive is sold, you
have a much better chance of convincing the client.
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“Creative directors really
are like the editor or the
editor-in-chief of a
newspaper—the person
who sets the tone and
helps define the voice of
that place.” 2

—Janet Kestin

Words of
Wisdom

Image 1.4

The creative team helps develop the brand story and
then must carry it through the campaign, which may
last for years. The challenge is to stay true to the
brand, which this ad does beautifully.



Step 7: Selling the client. As the person who developed the idea, you have to
be prepared to defend your work, using logic rather than emotion. Many times
your brilliant reasoning will fail since clients usually think with their wallets. Over
time you’ll know how far you can push a client. The trick is to know when to
retreat so you can fight another day. Most clients don’t mind being challenged
creatively, as long as there are sound reasons for taking chances.

The three things you never want to hear from a client:

• “That looks just like the competitor’s ads. I want our ads to stand out.”

• “I was looking for something a lot more creative. Take some risks.”

• “You obviously don’t understand our product or our market.”

You won’t hear those things if you take care of Steps 1–6.

Step 8: Getting it right. OK, you’ve sold the client, so now what? You have to
hand your creation to the production team, but your responsibilities don’t end.
Does the copy fit the way it should? If not, can you cut it? Can you change a
word here and there to make it even better? Are the graphics what you
envisioned? Your involvement is even more critical for broadcast. Did you
have a specific talent in mind for voice or on-camera roles? Does the director
understand and share your vision? Does the music fit?

If you remember nothing else, keep the following thought from the great Leo
Burnett in mind and follow it through Step 10: Nothing takes the guts out of a
great idea like bad execution.

Step 9: Maintaining continuity. Almost everyone can come up with a great
idea. Once. The hard part is extending that great idea in other media and
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The creative team is responsible for maintaining continuity through a campaign. For
Absolut vodka, the product has always been the star.

Image 1.5
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repeating it, only differently, in a campaign. Over time, elements of a
campaign tend to drift away from the original idea. Clients usually get tired of
a look before the consumer. Art directors may want to “enhance” the
campaign with new elements. Someone on the creative team needs to
continually monitor the elements of an ongoing campaign to make sure they
are true to the original idea.

Step 10: Discover what worked and why. If the ad or series of ads in a
campaign achieve their objectives, great! If they win awards but the client
loses market share, look out. Keep monitoring the efficacy of the campaign.
What are the readership scores? What do the client’s salespeople and retailers
think? How are sales? If you had to make any midcourse corrections, what
would you do? If you never stop learning, you’ll never miss an opportunity to
make the next project or campaign even better.

Where Do I Go From Here?

A lot of entry-level copywriters and art directors set lofty career goals—most
often the coveted title of creative director. However, many junior writers or
designers don’t consider the other exciting possibilities. We’ve listed a few to
consider. You may actually take several of these paths in your career.

Copywriter/art director for life: It could happen. Many people are happy to
hone their creative talents throughout their whole career. You can do it if you
continue to improve and never stop growing.

Management/creative director: A great job with great responsibilities. It often
involves more personnel management than creative talent, requiring the skills of
a head coach, sales manager, and kindergarten teacher.

Account manager: Many writers are drawn to the “dark
side.” It makes sense, especially if you like working with
clients and thoroughly understand the product, market, and
consumers. In some small shops, the copy-contact system
gives account execs an opportunity to create and creative
types a reason to wear a suit. Art directors also work directly
with clients and, in many cases, are the primary agency
contact person.

Account planner: A natural for many writers who like
research and enjoy being the conduit between the account
manager, the creative team, and the consumer. It involves
thorough knowledge of research, marketing, creative, and
media and a lot of intuition. Most successful advertising
copywriters already possess those skills.

“In the ad game, the
days are tough, the
nights are long, and the
work is emotionally
demanding. But it’s
worth it, because the
rewards are shallow,
transparent and
meaningless.” 3

—Unknown copywriter

Words of
Wisdom

Image 1.6

Talking babies are not the most original idea. However,
when E*Trade combined a great adult male voice, realistic
dialogue, and seamless lip sync editing, viewers had to
take notice. The creative team develops the idea, but it
takes a whole crew of professionals to make it work.



Promotion director:Writers and art directors are idea people.
So it makes sense to use that creativity to develop sales
promotions, special events, sponsorships, specialty marketing
programs, displays, and all the other marketing communication
tools not included in “traditional advertising.” This is a rapidly
growing area with a lot of potential for creative people.

Public relations writer: Although most PR people won’t
admit it, it’s easier to write a news release than an ad.
Most advertising writers won’t admit that editorial writing is
usually more persuasive than advertising. PR writing
involves much more than news releases, though. You may
become an editor for a newsletter or an in-house
magazine. You may produce video news releases or
schedule events, press conferences, and any number of
creative public relations efforts.

Internal advertising department: So far, we’ve outlined
agency jobs, but other companies need talented creative

people. In small companies, you may handle brochure writing or design, PR,
trade shows, and media relations, in addition to advertising. In larger companies,
you may handle promotional activities not covered by your ad agency.You may
even write speeches for your CEO.

Web/interactive: The Web is so integrated into most marketing
communication programs, it seems ridiculous to consider it nontraditional
media. Any writer or designer today should be Web savvy. You should know
the terminology and capabilities of the Internet—just as well as you
understand magazines or television. You don’t have to be a whiz at HTML, but
having some technical expertise is a huge plus. As with any phase of
advertising, creativity, not technology, is the most precious commodity.

Freelance writer/designer: A lot of people like a flexible
schedule and a variety of clients. Being a successful freelancer
requires tremendous discipline and endless self-promotion,
plus the mental toughness to endure constant rejection, short
deadlines, and long stretches between assignments.

Producer/director: Like to write broadcast? Maybe you
have the knack for writing scripts, selecting talent, editing,
and other elements of audio and video production. As with
Web and interactive, creative talent and a logical mind are
the keys. Technological expertise can be learned on the job.

Consultant: Too often it’s another word for unemployed. A
select few actually make a living as creative consultants.
Sometimes they are no more than repackaged freelancers.
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The Barack Obama campaign was named “Marketer of the
Year” by Advertising Age. Although not officially commissioned
by the Obama team, Will.i.am’s “Yes We Can” music video
was a media and viral sensation. Adweek named it the Best
Ad of 2008, commenting, “Nothing else really came close.” 4

Image 1.7

Copywriters and designers today need to think beyond
traditional media to develop new ways to involve consumers
with their brands. For example, this extension of Dove’s
campaign invites women in the United Kingdom to be part
of Britain’s biggest photo album.

Image 1.8



Sometimes they are “rainmakers” who help with a new business
pitch. Still, a number of downsized companies and agencies will
pay consultants for skills and contacts they don’t have in-house.
Keeping current and connected is the key to success.

Creativity and Online Media

While traditional media advertising usually rides up and down on
the waves of economic conditions, many advertisers are shifting
more money into social media, in good times and bad. According to
the Forrester Research report, “Word of mouth, blogging and social
networking will withstand tightened budgets . . . these findings
stand in contrast to previous economic downturns, when spending
on Internet advertising cratered as marketers turned to tried-and-
true media.”5

So what does this mean for the future of creative advertising?
Many marketers will shift their emphasis to “middle of the funnel”
social media applications such as discussion boards, in addition
to paid search and e-mail marketing. Creatives will have to
understand how to do business in the space and adapt at an
increasingly faster pace to changes in technology, pop culture,
and online viewing trends. That means you will have to know
more than how to create a banner ad. You may have to develop
entire online communities for very specific target audiences and
find ways to keep them engaged . . . and oh, by the way, you still
have to sell something.

What’s in It for Me?

You’ve probably already discussed the role of advertising in society
and explored ethical issues in other classes.You have reviewed
theories of communication and might have even read about the
great creative people of all time. That’s all good, but let’s be honest:
If you want a creative career, you’re only interested in three things:
Fame, Fortune, and Fun—not necessarily in that order. Let’s look at
each one in a little more detail.

Fame: Everyone wants recognition. Since advertising is unsigned,
there are only two ways—awards and having people say, “You’re
really the person who did that?” If they’re judged good enough,
writers and art directors are immortalized in Communication Arts
annuals. Last time we looked, there are no books showcasing
account execs or media buyers.

Fortune: Depending on experience, the economy, the results they
generate, and a million other factors, creative people can make as

Chapter 1 Copy, Design, and Creativity 9

Image 1.9

The synergy of words and pictures can be developed
by the copywriter, the art director, or even the account
executive. This student-designed billboard is a great
example of a simple idea where everything comes
together (except the tools).

Image 1.10

The message: With no limits you can put all of
Europe on your American Express card. How did
the creative team communicate that? The copy
starts (in Ireland) with “I want that . . . and that . . .”
and continues all over the continent until it ends in
the Greek isles with “. . . and two of those, please.”



much or more money than any other people in advertising.
Recent salary surveys show salaries for top creatives and
top account supervisors are pretty much the same. But as
a writer or an art director, you get to wear jeans, have a
tattoo, pierce your nose, and spike your hair. But only if you
want to.

Fun: You can be famous and rich and still be unhappy in
any business. Even if you’re not well known or a millionaire,
you can still get a kick out of solving problems for clients. It’s
still a treat to work with other creatives, interact with
musicians and actors, win presentations, and travel to exotic
locales. No matter how much you’re earning, when it stops
being fun or if you lose your edge, you should probably
consider getting out.

Knowing the rules and when to break them

We will not dwell on too many of the rules of advertising
writing and design, but we will look at some accepted
practices. These are the tips and techniques that have
proven successful over time.

One “rule” will always be true. Advertising is a
business—a business populated by a lot of crazy people,
but still a business. Although the slogan “It’s not creative
unless it sells” has lost its impact, we still have to persuade
someone to buy something. This reality leads to something
we call “creative schizophrenia”—the internal conflict
between the stuff you want to do and the stuff clients make
you do. For example, if you want to get a job, you need
really cool, cutting-edge stuff in your portfolio, which is
usually not usable in the real world. When you land that job,
you’ll probably be forced to do a lot of boring stuff that sells
products but looks terrible in your book. That’s the nature of
this business, and unless you can live with a split
personality, it’s hard to survive.

You don’t have to be crazy, but it helps

Psychologists have spent years studying creativity. We know that creativity is not
an isolated right-brained activity. Rather, it “reflects originality and
appropriateness, intuition and logic. It requires both hemispheres.”6 The left side
likes words, logic, and reasons. The right side likes pictures, emotions, and
feelings. Bringing both hemispheres together in a mediated form is what Mihaly
Csikszentmihaly calls “flow . . . a phenomenon constructed through an
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Creative people tend to care about much more than
promoting products. Whether they are projects for paying
clients or pro bono projects, many important causes benefit
from the talents of concerned professionals.

Image 1.11



Freelancing:Working for Multiple
Bosses in Your PJs
“Freelancing is not just about ‘being
your own boss.’ Sure, there are those
undeniable perks: choosing your own
hours, working in your pajamas and
showering as a ‘personal choice.’ But
an often overlooked reality of
freelancing is that you don’t have a
single boss, you have many: your
prospective clients, your established
clients, and your clients’ clients. That
means you have to bring more to the
table than just creativity.You also
need professionalism, reliability,
flexibility, patience and diplomacy.You
have to negotiate the demands of

parties who, all too often, have
varying and sometimes competing
visions for the final product.

“In working with a new client, I
found myself in the middle of a classic
freelancing ‘sticky situation.’ My client
was a small but well regarded local
design firm who was working with a
private all-girls’ school. I was brought
in to write the school’s view book with
the aim of boosting recruitment by
creating a younger, hipper, more
appealing image of the school.
Through their research, the design
firm had determined that the students
made their own decisions about which
school to attend. So I was directed to
come up with concepts and copy that
would speak to the average 14-year-
old girl. So they had to be current, fun,
and irreverent.

“I came up with some sample
copy and ideas, which were run by the
school administrators in a phone call.
The design firm believed they were
totally on board but I wasn’t so
convinced. So I was not surprised the
first draft came back with deep edits
and requests for rewrites on many of

the sections. The tone was all wrong.
The copy emphasized the wrong
aspects of the school. Thankfully, I was
granted a one-on-one phone
conversation with an administrator at
the school—my first. I was finally able
to get an unscreened view of the
image they wanted to project: that the
school was academically rigorous and
a life-changing experience. Then I
created a new draft, one that hit the
points that she emphasized, while also
trying to contemporize the school’s
image. The final product was an in-
between—not as bold as the design
firm wanted, but much more inviting
than what the school had been able to
achieve. In the final equation, it was a
beautiful piece of work.

“So life as a freelancer means
being a juggler, a negotiator,
sometimes a mind-reader, and a
servant to many masters. Even if you
are your own boss you seldom call
the shots. But that ‘working in your
pajamas’ thing? That’s totally true.
And it’s pretty sweet.”7

—Mia
Freelance copywriter, Chicago

Ad Story

interaction between producers and audience.”8 Flow requires flexibility and “the
capacity to adapt to the advances, opportunities, technologies, and changes that
are a part of day-to-day living.”9 Advertising creativity is the end product of
balancing logic with irrationality, artistic freedom with the constraints of the
creative problem, and divergent thinking with convergent thinking.10 It’s about
making strategy come to life. What does that mean for you?

Daniel Pink, in his groundbreaking book, A Whole New Mind: Why Right-
Brainers Will Rule the Future, argues that we are moving away from left-brain
leadership toward the attributes associated with the right brain. Pink
describes right-brain thinking as holistic, big picture, intuitive, and nonlinear.
He states, “The Information Age we all prepared for is ending. Rising in its
place is what I call the Conceptual Age, an era in which mastery of abilities
that we’ve often overlooked and undervalued marks the fault line between
who gets ahead and who falls behind.”11 So we are moving from high tech to
high concept and high touch. The Information Age was about knowledge
workers. The Conceptual Age is about creators and empathizers—in other
words, right-brain thinking.
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“The creative person
wants to be a know-it-all
. . . because he never
knows when these ideas
might come together to
form a new idea. It may
happen six minutes later,
or six months, or six
years down the road.” 12

—Carl Ally

Words of
Wisdom
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In this and future chapters, you’ll see someWords of
Wisdom floating around.Who are these wise guys
and gals? At the end of most chapters we’ll provide
a very brief bio of some of the best known voices in
advertising, as well as other innovators whom we
have cited in Words of Wisdom and Ad Stories.

Founder of the agency that still bears his name,
Leo Burnett established a new creative style of
advertising, along with many memorable
characters that are still working today, including
Tony the Tiger, the Jolly Green Giant, the Keebler
Elves, the Marlboro Man, and the Pillsbury
Doughboy. Burnett believed that creativity made an
advertisement effective but, at the same time, that
creativity required believability.

Perhaps the most well-known scholar on creativity,
Mihaly Csikszentmihaly is a faculty member in the
Department of Psychology at the University of
Chicago. His work takes him far outside academics,

where he has actually studied advertising creativity.
His concept of “flow” is well known among those
who study creativity. If you want to learn more,
check out his book called Flow.

While CEO, chair, and president of the legendary
Wells Rich Greene agency, Mary Wells Lawrence
was the highest-paid, most well-known woman in
American business. She was also the first female
CEO of a Fortune 500 company. Her innovative
campaigns for Braniff, Alka-Seltzer, Benson &
Hedges, and American Motors brought a fresh new
look to established brands. At age 40, she became
the youngest person ever inducted into the
Copywriters Hall of Fame.

Born Peretz Rosenbaum, Paul Rand was a very
influential graphic designer best known for his
corporate logo work in the 1950s and ’60s, including
IBM, UPS, and ABC. He was inducted into the New
York Art Directors Club Hall of Fame in 1972.

Who’s Who?
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Exercises

1. No More Wonder® Bread

Wonder® Bread is bland, white bread. Sorry to insult any Wonder® Bread lovers, but in
advertising you can’t be bland.You must have flavor. Back in the 1940s Wonder® Bread
made the claim that it “built strong bodies in 12 ways.” That’s where we begin.

Below are 12 ways to build strong insights.

• Begin by keeping a journal, with an entry for each experience: who (alone or with friends),
what (brief note on what the experience is—for instance, the title of a foreign film or the name
of a club . . . ), where (a no-brainer), when (another no-brainer), and why (your reaction, how
it made you feel). Use your senses as you describe how each experience made you feel.
That’s where you’ll find insights.

1. Go to the local public market, where “slow” food is sold.

2. Watch a subtitled foreign film.

3. Hit the Latin dance floor.

4. Catch the week’s news on BBC online: http://www.bbc.co.uk/.

5. Check out live jazz or blues at a neighborhood club.

6. Attend an event sponsored a student organization for which you don’t fit the
demographic profile. Try the Gay-Straight Alliance, the Muslim Student Association, the
Black Student Council, or an international student organization.

7. Attend a local Rotary function.

8. Dine on tofu.

9. Settle in for an afternoon of NASCAR racing or World Wrestling Entertainment viewing.

10. Experience a meeting of the College Republican/Democratic Student Association—and
it has to be the opposite of your own political point of view.

11. Join in the fun at a bingo gathering.

12. Visit the local art museum and check out the current special exhibits.

2. Personal Branding Timeline

Now it’s time to track brand consumption and loyalty across a consumer’s lifespan—and
you’re the consumer.

• Create a map that moves across your life at 5-year increments, beginning with birth and
ending with one’s current age. The last increment might be less than a 5-year gap. For
each 5 stage generate a list of the brands you associated with that time of your life.

• After each brand write two statements: 1) what that brand meant to you then, and 2)
what it means to you now.

(Continued)
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(Continued)

• Now extend your map forward by 10-year increments, 30, 40, 50, 60, 70, and 80. List
brands five brands, which you think will be a part of your life, at each age. Now write a
single statement about why you believe that brand will be relevant to you then.

• Discuss factors influencing your choices: familiarity, aspiration, current usage, personal or
family associations, trends, and so forth.

• See if there are any brands that were constant over a long period of time. Discuss what
makes those brands have traction over time.What inherited qualities and brand messages
enable brand loyalty and why?
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