
- When Aeschines spoke, they said, ‘How well he speaks.’ But when Demosthenes spoke, they 

said, ‘Let us march against Philip.’ 

- Consumers still buy products whose advertising promises them value for money, beauty, 

nutrition, relief from suffering, social status and so on. All over the world. 

- First, study the product you are going to advertise. The more you know about it, the more 

likely you are to come up with a big idea for selling it. When I got the Rolls-Royce account, I 

spent three weeks reading about the car and came across a statement that ‘at sixty miles an 

hour, the loudest noise comes from the electric clock.’ This became the headline, and it was 

followed by 607 words of factual copy. 

- If you are too lazy to do this kind of homework, you may occasionally luck into a successful 

campaign, but you will run the risk of skidding about on what my brother Francis called ‘the 

slippery surface of irrelevant brilliance.’ 

- Now comes research among consumers. Find out how they think about your kind of product, 

what language they use when they discuss the subject, what attributes are important to them, 

and what promise would be most likely to make them buy your brand. 

- Now consider how you want to ‘position’ your product. This curious verb is in great favor 

among marketing experts, but no two of them agree what it means. My own definition is ‘what 

the product does, and who it is for.’ I could have positioned Dove as a detergent bar for men 

with dirty hands, but chose instead to position it as a toilet bar for women with dry skin. This 

is still working 25 years later. 

- ‘When you’re only Number 2, you try harder. Or else.’ This diabolical positioning made life 

miserable for Hertz, who was Number 1. 

- Take whiskey. Why do some people chose Jack Daniel’s, while others choose Grand Dad or 

Taylor? Have they tried all three and compared the taste? Don’t make me laugh. The reality is 

that these three brands have different images which appeal to different kinds of people. It 

isn’t the whiskey they choose, it’s the image. The brand image is 90 per cent of what the 

distiller has to sell. 

- You can do homework from now until doomsday, but you will never win fame and fortune 

unless you also invent big ideas. It takes a big idea to attract the attention of consumers and 

get them to buy your product. Unless your advertising contains a big idea, it will pass like a 

ship in the night. 

- in my long career as a copywriter I have not had more than 20, if that. Big ideas come from 

the unconscious. This is true in art, in science and in advertising. But your unconscious has to 

be well informed, or your idea will be irrelevant. Stuff your conscious mind with information, 

then unhook your rational thought process. You can help this process by going for a long walk, 

or taking a hot bath, or drinking half a pint of claret. Suddenly, if the telephone line from your 

unconscious is open, a big idea wells up within you. 



- It is horribly difficult to recognize a good idea. I shudder to think how many I have rejected. 

Research can’t help you much, because it cannot predict the cumulative value of an idea, and 

no idea is big unless it will work for thirty years. 

- It will help you recognize a big idea if you ask yourself five questions: 1 Did it make me gasp 

when I first saw it? 2 Do I wish I had thought of it myself? 3 Is it unique? 4 Does it fit the 

strategy to perfection? 5 Could it be used for 30 years? 

- Whenever you can, make the product itself the hero of your advertising. If you think the 

product too dull, I have news for you: there are no dull products, only dull writers. I never 

assign a product to a writer unless I know that he is personally interested in it. Every time I 

have written a bad campaign, it has been because the product did not interest 

- It may be sufficient to convince consumers that your product is positively good. If the 

consumer feels certain that your product is good and feels uncertain about your competitor’s, 

he will buy yours. 

- You aren’t advertising to a standing army; you are advertising to a moving parade. The 

advertisement which sold a refrigerator to couples who got married last year will probably be 

just as successful with couples who get married this year. A good advertisement can be 

thought of as a radar sweep, constantly hunting new prospects as they come into the market. 

Get a good radar, and keep it sweeping. 


