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Introduction

Last vear, Campaign and Marketing set out to publish a series
of key picces about our industry that are worth preserving and
celebrating,

Here's our latest gem. [t's from the 705, an era when the heady
mixture of fresh advertising thinking that Colletts, BMP and
Saatchis contributed along with a new wave of agencies was - with
the help of the soon-to-expand media independents - to transform
the face of British advertising,

Dave Trolt's How o ger vour fivst jol in advertising is part of the
powerlul advertising record of that decade, When he wrote it, Tron
was a copywriter al BMP, though soon to immortalise his nume at
Crold Greenless Trotl

As well as a blindingly simple. logical and timeless guide o how to
bash a portfolio into shape, this is a definitive explanation of what
our industry is here to do: sell stuff, and build the value of brands
by proving the long-term efficacy of the produact,

This piece is topped by CST's managing director, Nick Simons,
Part of the Cagney Group. the agency is staying true to Troll’s
authenticity,

It is introduced by Peter Souter, the deputy chairman of Abbott
Mead Vickers BED O, who regards Trott as a “brilliant, altruistic,
munificent teacher™,

Caraline Marshall
Consnlrant editor
Havmmarket Brand Medin
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Foreword

Thirty years ago, Grange FIF made its fiest appearance on the BRC,
FThe Deer Hunier won Best Picture at the Oscars, Steve Ovell was
the sporting man of the moment and the biggest single on the “hi
parade” was The Bee Gees' Stavin” Alive,

And Dave Trott wrote How to ger vour first job in adveriising,

Given the mind-boggling scale of change over the past 30 years,
nobody would expect something writlen at the time o have
relevance today. And yet some of the best young creative dircetors
in e business ol their start by reading i1

That's because, although trends and styles change, great thinki
never goes out of fashion. Techniques come and go bul great
thinking is always great thinking. And, what [ natice is that Dave's
thinking always starts and linishes with selling

Owver the years that ['ve been in the business, ve worked with
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some creatives who only want to win awards. Some whe onoly
want to do funny commercials, some who only want to do classy
commercials. But ve never worked with a creative who anly wants
to do work that sells.

Selling is what we do. At least, itUs supposed to be, S0 everything
Dave docs, or his creative department does and evervthing he
teaches 15 based on logic, The logie of selling,

Mot that it has Lo be boring or repetitive. I'TY had a viewer’s poll
af the 100 greatest ads of all time recently, amd Towr of Dave’s ads
were in il Yiewers don'l vole for ads they're bored with, they vole
Ffor ads they love.

But for Dave it wouldn't be enough for the viewers just o love the
ads unless the ads worked 1owards selling. He constantly reminds
me and everyone we work with that selling is what we do And,
becavse it's selling based on logic. it can be guestioned, improved
and measured,

O course. nobody will buy anvthing if they zone out of the ads, So
the work necds Lo be intrusive, fun. engaging and memorable.

I°s mot just airy-lairy, arty-Tarty “creativity”. He doesn't expect
advertisers o be patrons of the ars and ren commercials purely
for the entertainment and amusement ol the viewing public, He
cxpects them o work,

Which is perhaps why D&AD recently presented Dave with its
President’s Award,

ITT wars & client putting a pitchiist together, 1'd alwiays make sure |
had at least one agency on it that [ knew for sure was more interested
in using my advertising budget 1o increase awareness and sales of
oy D, aocd ot juest their agency, And I'd be interested in working
with o man whose sole mission in life 15 to help my bosiness. Who
wrole down, for the benelit of others, the fundamental principles for
daoing this 30 vears ago. And whose thinking will be just as relevant
in another 30 vears' time.

Hopelully. alter reading this, you will too,

Mick Simons
Meanaging director
8T
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Me and Dave

The truth is, U'm seared of Dave Trott. Common or garden, hide
behind the sola, run o my momma scared,

[t's his eves, Eye donor technology was obviously in its inlancy in
1945 but I'm pretty sure that when they found Hitler in the bunker,
someone had already harvested him, Trott has these unblinking,
scary-nss, jet black, Magi eves. He looks like he can use them 1o sean
vou, see right through vour skin to what's inside your heart. Those
eyes just KNCW if you are o vacuous bull artist.

S0 1 never tried to work at any of his agencies, 1 admired Dave
Trott but [ made damned sure | never went anywhere near him. Just
in case he looked at me with those cyes and found me wanting.

Then a weird thing bappened. Over the vears | discovered that
Trott was not, in fact, o cold-hearted monster, He was, more than
anything else. a leacher, A brilliant, altruistic, munificent teacher,

His ability as a teacher is based on simple penerosity, This book is
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an acl of supreme generosity. 11s a completely philanthropic helping
hand that has been offered to thousands of British kids.

This book says: “You can do " More important, il says:
“Here’s how you get started.” Like all great leachers, Trott uses
his vast intellect to make things simple. Any fool can make things
complicated. Bur il takes real genius to say:* Look, this is just about
working out why someone should go buy the thing you are sclling.”

I suspect Dave has never called himsell a “creative”. He's just a
salesman, albeil one of the three sreatest salesmen Britain has ever
produced (the others being the posh Dave's, Abbott and Ogilvy).

Drave’s natural generosity made him want to help the underdog.
Unemployed people are ofien made 1o feel like scum by the
employed. 5o, in the 705, he st up the D&AD creative warkshops.
When it turned ool there were more people applyving than the classes
could accommodate. he took charge of the [ailures. Evervone who
failed 10 get on the night class got invited in to see Dave and he
helped them understand how 10 be better. But the sheer numbers
who erammed into his agency for these “rejects™ nights made him
realise there was o need for a basic instruction manual,

5o he sal down and wrote one with the simplicity and clarity thal
he brought to his timeless ad campaigns.

'mislightly embarrassed to have been asked (o whet your appetite
for this book. The danger as warm-up man, given there isn’t a spare
syllable in the booklet itsell is that vou overcook it. 've pot a feeling
that all I'm doing here is serving as an illustration ol how important
itis 1o sell like Dave Trot But I'd like Lo take one more leaf out of
the book and offer you prool of the efficacy of the product,

Twenty vears ago, read How To Ger Your Fiest Job In Advertising
as @ penniless student and came o regard it as my bible. Ten years
later, [ was the creative director of the biggest and most-awarded
agency in the country at the time. I firmly believe that without this
book 1'd siill be wriling photocopier brochures,

1 hope it works as effectively for you.,

Peter Sonrer
Brepaity chairiman
Abbott Mead Vickers BRED
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How to get your first job
in advertising

inely-nine per cent of people trying to get jobs in adver-
tising believe they are whize-Kids.
The one per cent who know they are not {and are des-
perately trving o learn) are the ones who actually pet
the jobs Linless you realise that you do not, at present, know any
more aboul advertising than your mother, you are no use to a good
UBLTICY,
In fact, your mother may be more useful because she at least buys
most of the products that agencies are trving to sell,

The most commen misconception is that good adverfising is clever puns.
Everyone trying 1o get a job in adverlising has a poriiolio full of puns about
products. & pun is only a figure of speech and should be avoided as a rule.

Your seintillating personality will not get you a job cither because
many creative directors will nol see vou, jusi ask vou 10 leave your
portiolio, which will then be one of up 1o 100 pun collections they
will be looking through 1o see who gets the job,

If vou believe that your puns are so amazingly original, then
there's no point in reading further.

As you are still reading, vou obviously appreciate that the portfo.
lio you have at present is not good enough to get you a joh,

This is every applicant’s [irst big lesson: start putting a new port-
folio together,

You will be asking professionals for a job, so the obvious thing
to do is o ask them what sort of portfolio they will be looking for,
Arrange 1o see lots of peaple in the business, learn from them, pick
their brains, use them.

Do nol try 1o con them into hiring vou, the way you would expect
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a used-car salesman to behave, because they will just smile nicely
and be palite.

Then the next time when you phone o make an appointment,
they'll be out.

Don’t try 1o tell them what you know: get them to tell you what
they know,

Forget everything your leachers lold vou, unless of course you
want o he a leacher.

The speed af vour progress in the business will be directly relaged
to your willingness Lo learn,

You are not doing everything right at present. Therefore, the
quicker you learn what you are doing wrong, the sooner you can
correct il

The second big lesson is: if you want to be patied on the back all of the fime
and told how clever you are, then adverlizsing Is the wrang business for you,

If vou think you are more intelligent than the people who are
criticising yvour work, if youo think “they just do not understand”,
then vou should become a poel or 2 painter,

Advertising is all aboul communication and il one person does
nol understand whal vou are saying, then you have failed.

[t is no good arguing them indo it, because if the ad went into the
papers you couldn’t run around 1o everyone who bought a copy and
argue them into it

Mow you have wiped the slate clean, there are just three things
to remember at all imes: abwavs well the truth, always ose Togic and
always be eager 1o learn.

There are cerlain products (colas, soap-powders, chocolate Dars
and so on) which are all more or less the same.

This makes them very difficull to advertise, so they are best lefl
alone until much later.

Al present you are trying to put a porifolio together that will
make you look good, so pick products that have something differ-
ent about them.
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The thing that makes one product dillerent from any other prod-
uct is called its LISE That's short for Unigue Selling Proposition.

When you pick a product o advertise look at its competition,
then find whal makes vours dilferent,

It does ot matter if iUs small. or even a6 seems like o negative,
just as long as it has something different. Something vou can turn
into an advantage,

The first thing to find out is the price of your product compared
to the competition.

Is it bigger, or smaller?

Can it save your ke, is i safer than its competitors?

Do you get more of it Does it last longer?

If it does pot have any of these {or similar) advanlages, then Tor
sel it and find a product that has

You are going to have enough difficulty making up a good portfo-
lio from products with advantages.

T product does not have at least one advantage, leave it alone.

MNow comes the moment of truth,

When a lawver takes a case he may be tryving to make a man ap-
pear innocent (if he appears for the defence) or guilty (il he appears
for the prosecution). Either way he will only mention ihe facts tha
say what he wanls to prove,

For example, if you are selling a cheap, inferior product, you say: ‘Why pay
more?" Whereas, il you are selling an over-priced, expensive product, you
say: ‘Buy the best.

This s just rhetoric. Similarly, if vou are selling a glass of water
that is hall-empty, vou say it is half-full,

A product which is "common™ becomes “popular”.

As with all rales there are times to break them, but not un
have learnt o use them properly first.

For example. Volkswagen had nothing to make it different excepl
that it was & small ugly car.

The acds then focused on how much petrol and money you saved
{because it was small), and about how all the company’s effort went

Vil
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into making it better not prettier (because it was ugly).

Like any good argument it anly works because vou can belicve it
You can only believe it because it makes sense.

Yol can work your way up to this sort of stuff but untl vou know
what you are doing keep it simple.

Do not pick anything as difficull as Volkswagen vet.

The best and simplest way of selling a product is 1o say: ‘It is betler than
what you are ahout to buy.'

So you are not actually talking people into buying something they
do not want, you are lalking to someone aboul 1o buy one thing
and converting them into spending their money on your product
inslead.

The most obvious {and obvious is usually also the best) way to do
this is 1o compare both products in the ad on the page.

Il you are selling cheap shirts at, say. £1 cach, then you ind a simi-
lar shirt for about £35,

Put them side-by-side and write the price under each,

This is the simplest way of selling,

People looking at this do net ihink, “what a clever advert”, they
think, “what a great product™,

A this is why the man who makes the shivts is payving vou (o do
his advertising.

Now take that a step further.

Put five of those £1 shirts (in dilferent patterns) on the left and
the single L5 shirt on the right.

The headline then reads:

*The shiris on the left cost the same as the shirt on the right.”

O place a £1 shirt on the left, along with a £1 tie, £1 culfllinks, £1
belt and £1 aftershave. And place the £3 shirt on the right.

The headline then reads:

“The outfit on the left costs the same as ithe shirl on the right.”

O put the £1 shirt on the right {with the price tag still on) and the

£5 shirt on the left {with the price 1ag still on),
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The headline then reads:
“We give you something they don’t: £4 chang

[T vou are advertising the expensive shirt, pul the two side by side
with the price tag still on and use the headline:

“If you can’t find the difference, buy the cheap shirt (and that's
Just what you get).”

You will never sell a £1 shirt to someone who wants a £5 shirt,
and vice versa, so don’t worry about trying. Just get out of the way
of the product, Express the product’™s benelits as simply as possible
and Jet it sell wselt

D monl write “clever™ little puns like:

“We're nol asking for the shirt off your back™,

“You won't gel shirty about the price™ or

“CGreat patterns, off the calf”,

Yo can see they're not selling any shirts, they are certainly not
[unny, and they are not particularly clever either,

All they are 1s wasted effort on your part.

IT vou stop trving to be clever and just be logical, the product will
end up selling isell.

Mow let's turn Lo the mechanics of & campaign.

As well as a portiolio of puns, the other thing evervone else whao
applies for a job is going 1o have is lots and lots of unrelated ads.

They may have a doezen different ads on the same product but
that does not make it a campaign.

What does make a campaign is unity of thinking throughoat,

So, before you even think about writing any ads. think about what
you wanl Lo say.

As you have already seen, nearly every producl has some benefit. Your first
job is to find this. See why people are buying it at present. When you have
found its benefit, this will become your campaign thought.

This thought when written into a catchy memorable phrase will
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become the strapline.

[tis called the strapline because it is always the last thought that
you Jeave vour awdicnce with,

Whether on TV or in the press

Let’s go hack to the shirts, and suppose we are selling the cheaper
one.

Owur benefit is our price, all our advertising 15 directed towards
telling people how much sense it makes 1o buy a cheaper shirt,

It is the thought we want 1o leave them with,

The strapline might become:

“An attractive shirt at an attractive price.”

Every headline we write musi then [il in wilh this thought, be-
canse a1l we are actually doing is expressing Lhe same thooght in
lots of different ways.

Souif the headline is:

01" hard to decide which looks better. The shirt or the price™,
this will be the strupline on the botton:

“Amn attractive shirt at an attractive price.”

O if the headline becomes:

“AlES it looks good. At £1 it looks beautiful™_ then the stri
il the bottom will still be:

“Amn attractive shirt al an attractive pri

However, if we changed the strategy and decided to talk about
hovw well our shirt fits, with a headline that sqid;

“Not everyone with a 15.5-inch neck has the same length arms™
ishowing that we come in different arm lengths ), then the strapline:

““an attractive shirt at an attractive price” would not be appropriate.

If we decide 1o say you ore dillerent in some way. then that is vour
campaign “thought",

Each headline is then an expression of the dilferent benelits of
this campaign thought (strapling),

I you are selling a Mini and you decide ihe benefil of a Mini is the size, then
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the stralegy becomes: ‘We're beller because we're smaller,

Then g series of different ads with different headlines:
“Smaller cars nse less petral.”
“Smaller cars are casier (o park™, or
“A single person doesn’t need a six-seater car™
could all use the same strapline:
*Mini: we're bhetier becanse we're smaller™

Getting back to portfolios, this is what it should consist of: four Lo
five campaigns, allowing about three to five press ads each,

Farget TV at this point. it is a completely different discipline, and
vou should not necd it eet your fitst joh.

The best products to choose for your ads are those with consumer
literature available.

IF there s something you already know a great deal about, this is
an ideal product Lo choose, The reason for this is that you need all
the information you cian pel.

Before you even think about writing ads, you should find out everyihing you
can about the product. Then the benefit will make itsell known to you and
save you having 1o invenl something that no-one will believe anyway.

Motorears are always pood subjects because you can go to the
showrooms and get pamphlets or read the road-tests in the motor-
ing magazines,

Wallpapers and paints are also g good choice as vou can gel leaf-
lets [rom o decoralor’s shop,

Make-up, skincare and shampoos also usually have a product
benefit {ask someone vou know who uses them).

And medicines usually have leaflets included in the package tell-
ing you why they are betler,

If you are a writer vou might wanl to put in a bit of body copy, so
it is a good idea to learn the best way of writing cither from copics
ol the New York Art Dircecors Anmual or the New York One Show
Al
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The Design and Arr Direcior’s Ammeal 15 also good and has a
copy section. And you can probably order all of these books at any
library.

However, you must remember (o write the way people talk. nol
the way vou think advertising people write - it is greasy, slick and
old-Tashioned,

If vou are an art director, your porifolio will look similar but you
will need roughs.

Roughs are a good idea for an arl director and writers wherever
possible. Pictures always make things casier to loak at

But remember roughs should be just that, quick and simple.

Yo are not being hired lfor an ability to draw (the ageney hires
artists for that), vou are hired for an ability 1o think — beautiful
drawings are no evidence of that.

Feople who draw carn a 1ot less money than people who think.

The best kind of portfolio to use i about two feel by three
feet in black zip-up plastic with a spiral binder for acetate pages,
which costs about £10.

That way your work is kept clean, it can™t fall out. it always
neat and simple and not messy,

oks

Fut campaign ads together.

The rule for positioning work in a portfolio is he same as for body copy; the
best work goes at the fronf and the bach. That way, you get people inferested
as soon as they slart and leave them on a high note af the end.

When yvou have learned all this, it is as much as anyone can teach
you and il you have done it all properly you should have a good job
in a good agency.

Adter that vou have to learn yoursell, by watching other people.

Keep questioning what they are doing. why does it work, why
doesn’tin?

When you go to an interview ask them what is wrong with your
portfolio.Use every interview to improve your portfolio,
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Mot only will il give vou a better portfolio but you will find that
people want Lo hire a junior who is willing to learn, not someone
whi thinks he already knows it all.

Acperson like that is anly going 1o cause o lob of problems later,

The only way to learn how o do good work is to continually ex-
pose vourself to it - read the annuals and go to the awards.

There is another very good book 1o read called From thove won-
derful people wie gave vou Pearl Harbouwr by Jerry Della Femi

When peaple tell you what their lvourite ad is, ask them if they
can remember the name of the product,

No-one is going to pay vou to do an ad that just enter

Your work should also shock people where possible,

Walch people reading a paper or magazine, just Mpping pages.

Yo have Lo stop them turning the page, then make them read it.

O course, unless vour shock is relevant o the product it s
pointless.

Finally. il vou do not want to go 1o the effort of putting a new
portiolio together now, then you may still be able to peta job ina
“big, bad” agency on your present porifalio,

However, you will find it a lot harder to get into g good agency
Later than it is now.




