I'he good, the bad
and the downright

by Darren Woolley

It could be called the Bold and the Beautiiul,
but that would imply | have too much fime to
watch daytime television. Everyone has an
apimen on advertising, after all, the whole
reason |t exists Is to genarate opinion.
But how many times has someone in the
office or socially staried talking about an
ad they saw only to have no idea who the
ad was for or worse, attributed the ad to
the wrong advertiser?

So |f we are discussing advertising, let's
start by agreeing on some definitions
here, because advertising can be such a
subjective subject:

Good advertising

Geod advertising achieves the objective and
kP set in the brief, This can be from driving
store traffic, to saling units in direct response
advertising to raising brand awareness and
propensity to purchase. It is also targeted
la the selected audience and therefore
works powerfully in communicating with that
audience in ganarating the desired response.
Mo malter what the objective, good advertising
gets the results. In fact, if the creative cuts
through then the media doas not have to
work nearly as hard.
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Bad advertising

It therafore follows that bad advertising does
not-achieve e objectives sat in the brief.
Much of the wallpaper that fils the media falls
Info this category. it goes langely unnoticed
and therefare has almost no chance of eliciting
a response from the target audience, or any
human being for that matter. Bad advertising is
basically awaste of the advartiser's investment
and & waste of time for all Invelved, Including
the customer,

Ugly advertising

The ugly is the advertising that annoys, balifties,
harasses, and imtates the customer, It demands
1he attantion of the cLstomer through being lowd,
crass, obnaxious, or shocking. It is a favourits
lechrique of price discounters, clearances
advertizars, and direct response adveartising. I
slands out from the wallpapar that surrounds il
like dog.poo on the shagplle campet,

“ugly-in-advertising

.

Beautiful advertising

The beautiful is the advertising that uses
charm, wvisual assthetics, and empathy to
capiure the attention ol the customer and
entice them Into the advertisemeant, Typically
ihese advertisemeants use humaour, appealing
vistals and personal relevance 1o engage the
customer ard stard out'from tha wallpaper.
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The good versus the bad

Evary advartiser and agency should aim {o
deliver good advertising. Uitimately advertising
15 & tool of business and therefore it is
accountable for the delivary of tha advertising
objectives, which are dafined. by, the marketing
otectives, which are driven by the business
objectives. Amyadvertising that achieves tha
stated- objectives is good advertising, ba il
ugly or beautiful, The key leatures of all good
advertising are;

 » i creatively cuts through the vast amournt
ol advertising wallpaper i
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The bad and the ugly

The worst type of advertising is the bad and
Lighy ads: Not only do they not work, they annoy
people and potentially put the customer off
your brand forever. The key feature of these
gds is the wusually crass way they. get your
gttention and then, having  demanded you
notice them, do nothing with it i you demand
the-customer's attention with your advertising
make  sire you then reward them with-a
message thal |5 relevant and compeling,

The bad and the beautiful

Qiten this |s createg. by agencigs thal are
more (nteresled 0 crealing ads. than in
making you successiul, They will argua black
and blue for the “integrity” of the creative
icea and (f you give nyal will end up with
an. execution all of their hlends. will love,
but that wil have no impact on dalivenng
your obiectives. One of the big criticisms of
creative awards 18 that they judge creative
cut through without the context of delivenng
results. One of the key things to look

aut for is whare humour |s bsed totaling
inappropriataly, or with some kind of |oke
that happens to have your message sSiuck
an the end, or, even worse, |ust before the
punch-lineg

The good and the ugly

Many people hate this type of adyeartising,
saying it is loud ard annoying, but if it works
than what is the problem? Thasa are typically
sprulkers shouting at you fram telavision
and radio or starbursts and gansh colours
in press and print, er-a jingle-or tagling
that gets annoylnaly stuck in your head

_ Many discounters and eveni-griven relail

advertisers successiul use this approach o
create a down and dirty discount perceplion
for thelr. brand. It you use this approach,
it 5 Important & remember, shout It it is
truly worth-shouting from  the custamer's
point of view, and be cargful of bumout
because eventually everyona gets tumed
oif a loud mouth,

The good and the beautiful

From an agency's point of view this is the onoly
advertising worth creating. Their first driving
objective 1s to deliver their Cliznt's alyective.
Secondly, i & cholce between ugliness and
beauty, & great agency will usually choose
beauty, What makes beautiful ads graat

iz not their appearance, but their ability to
engage the customer in the message, What
thay lack In volume they make up for in
being relevant, charming and entertaining
But the secrel is that the core message of
the advertisement Is care to the exscution.
Iy this way the customer remeambers the ad
but they-alse remember the messags and,
importantly, the brand.

What type of advertising
do you produce?

Take the time To' crbically” review your
advertising: Does it galiver the results you
nead or i3 It just more of the walipaper that
clutiers the media? If it is the latter, then work
with your agency 1o see whal you need 1o
do fo fix it iFitis delivering the results you
nead then the naxt stags 15 1o detarming
if viow want your advertising to be ugly or
beautiful, As long as It is good, the second
chaice & up tovou as the marketar. But in
the end your customear's perception of your
business i Influenced’ in not just whal you
say, but how you say it 6

Darren Woallsy is the foundar of P3 Py Ltd, & campany,
that hefps advartisers achhave masymum value fram
their advartising and marketing processes. Confagt
Darren through his website af www.o3.com.au,
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