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Abstract

A Study on David Ogilvy's Brand Image

Enlarging Effectiveness of Advertising

[t was David Ogilvy who was the f[irst
deviser of brand image. TIME once spoke
highly of him referring to him as a
magician in the advertising arena’, and AD
AGE put a high value on him as a king of
creativity'. What reasons did he have for
his reputation? The reason for his [ame was
that he was the first contriver of brand
image enhancing effectiveness of
advertising. Ogilvy established Ogilvy.
Benson & Mather Advertising Agency in
1949 and turned out numerous and various
advertising, and became the author
demonstrating that advertising enabled the
United States of America to enjoy liberty
and wealth. Here we can find the reason
why advertising is represented to be the
flower of capitalism’. He. as a copywriter
as well as the owner of an advertising
agency and an advertising creative director
enlarged effectiveness of advertising, to
begin with, by the advertisement of Rolls-
Royce, "At 60 miles an hour the loudest
noise in this new Rolls-Royce comes [rom

the electric clock.” and by taking pleasure

in the use of the technique called Story
Appeal' : visuals are to implicate some sort
of story, and consumers read copies in
order to grasp the meaning.” To cite an
example, there used to be the advertisement
of Hathaway Shirt in which Ogilvy
distinguished himself.

The objects advertising aims at and
persuades are consumers in the end. In
other to be one of the first-rate countries in
the world, before anything else, our own
enterprises must be made to count among
the first-class ones in the global village.
First-rate enterprises and products are to
appear on the world markets equipped with
advertising strategies corresponding with
their ranking.

Ogilvy's brand image is surnamed an
advertising theory centering around
consumers, At that time, brand image was
‘the New Continent of Advertising . What a
surprising fact it is that consumers can
have the other reason to get a can of coke,
not to speak of one reason to quench their
thirsts! A marvelous contrivance of a tie-in
sale of image along with a pack of
cigarettes was made use of by Ogilvy,
merely for which Ogilvy's brand image is
looked upon as being worth while to be
investigated over a long period, not as a

classic of advertising.



In consequence, centering around Ogilvy's
brand image that has enlarged advertising
effectiveness by means of an advertising
theory which can equip designers with
unique creativity in the field of visual
design - mainly advertising design, the
purpose of this study is to thoroughly
analyze and investigate 1) Brand
Positioning. 2) Brand Identity Program
:Consistency and 3) Personalities for Brand

Image.
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"Every advertisement should be thought of as a
contribution to the complex symbol which is the
brand image. II' you take that long view, a great
many day-to-day problems solve themselves. How do
vou decide what kind ol image to build? There is no
short answer. Research cannot help vou much here.
You have actually got to use judgment. (I notice
increasing reluctance on the part of marketing
execulives to use judgment: they are coming to rely
too much on research, and they use it as a
drunkard uses a lamp post. lor support rather than
for illumination.)

Most manufacturers are reluctant to accept any
limitation on the image of their brand. They want it
‘to be all things to all people. They want their brand
to be a male brand and a lemale brand. An upper-
crust brand and a plebeian brand. They generally
end up with a brand which has no personality of
any kind, a wishy-washy neuter. No capon ever

rules the roost.
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"Ninety-five per cent ol all the campaigns now in
circulation are being created without any reference
lo such long-term considerations. They are being
created ad hoc. Hence the lack of any consistent
image from one vear to another. What a miracle it
is when a manufacturer manages lo sustain a
coherent style in his advertising over a period of
vears! Think of all the forces that work to change
it. The advertising managers come and go. The
copvwriters come and go. Even the agencies come
and go.

It takes uncommon guts to stick to one style in the
face of all the pressures to “come up with something
new” every six months. It is tragically easy to be
stampeded into change. But golden rewards await
the advertiser who has the brains to create a
coherent image, and the stability to stick with it
over a long period. As examples, | cite Campbell
Soup. Ivory Soap. Esso, Betty Crocker, and
Guinness Stout{in England). The men who have
been reponsible for the advertising of these hardy
perennials have understood that every
advertisement, every radio program, every TV
commercial is not a one-time shot, but a longterm
investment in the total personality ol their brands.
They have presented a consistent image to the
world. and grown rich in the process. During the

last few years the researchers have been able to tell



us what image old brands have acquired in the
public mind. Some manufacturers have been
sobered to learn that their image has serious [laws.
which have been hurting their sales. They then ask
their advertising agency to set about changing the
image. This is one of the mostl difficult operations
we are ever called upon to perform, because the
faulty image has been built up over a period ol
many years. It is the result ol many different
factors-advertising, pricing the name ol the
product, its packaging. the kind ol television shows

it has sponsored. the length of time it has been on

the market, and so on.y
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"The greater the similarity between brands. the
less part reason plays in brand selection. There isn’
t any signilicant difference between the various
brands of whiskey. or cigarettes, or beer. They are
all about the same. And so are the cake mixes and
the detergents, and the margarines. The
manufacturer who dedicates his advertising to
building the most sharply defined personality for
his brand will get the largest share ol the market at
the highest profit. By the same token, the
manulacturers who will lind themselves up the
creek are those shortsighied opporiunists who
siphon off their advertising [unds for promotions,
Year alter year | lind mysell warning my clients
about what will happen to their brands if they
spend so much on promotions that there is no
money lelt for advertising.

Price-olf deals and other such hypodermics find
lavor with sales managers. bul their effect is
ephemeral, and they can be habit-Torming. Says
Bey Murphy. who invented Art Nielsen's technique
for measuring consumer purchases and went on to

become President of Campbell Soup Company :

"Sales are a function of product-value and
advertising. Promotions cannot produce more than a
temporary kink in the sales curve.” Jerry Lambert
never used promotions for Listerine: he knew that
kinks in a sales curve make it impossible to read
oul the results of advertising. A sleady diet of
price-oll promotions lowers the esteem in which the
consumer holds the product: can anything which is
always sold at a discount be desirable?

Plan your campaign lor vears ahead, on the
assumption that vour clients intend to stay in
business [orever. Build sharply defined personalities
lor thier brands, and stick to those personalities,
year after year. It is the total personality of a brand
rather than any trivial product difference which

decides its ultimate position in the market.,
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