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I f i t ’ s n o t b ro ke ...
Adverti s em ents with real selling power,

u n l i ke a car or tractor, almost never wear out .
In s te ad they are too of ten kill ed and rep l aced
by som ething new. The less a breeder knows
a bo ut the basics of adverti s i n g, the more
l i kely he or she is to commit this adverti s i n g
sin — rep l ace an ef fective ad or ad campaign
with a new, u n te s ted one that may or may
not provi de equal selling power.

It is vi rtu a lly a natu ral re acti on . We get
ti red of ads as we go thro u gh the process of
planning a progra m , c re a ting the ad s ,
proof i n g, making correcti on s , rere ading and
reproof i n g. O n ce we see the ads in print a
few times they begin to look like old stu f f .
The com m on assu m pti on is that everyon e
else is as familiar with the ads as we are , a n d
it is time for a ch a n ge .

Th ro u gh o ut the ye a rs wh en I managed
breed assoc i a ti on adverti s i n g, I occ a s i on a lly
h ad to fight with staff and boa rd mem bers
who wanted an ef fective campaign rep l aced .
One time I lost. The boa rd vo ted to kill the
most ef fective campaign I had ever been
a s s oc i a ted with while it was sti ll in its pri m e .
Th ey were ti red of s eeing it and ti red of
h e a ring complaints from the com peti ti on .

The fact is that by the time you are ti red of
your adverti s i n g, it is just get ting noti ced and
re ad by the people you want to influ en ce
m o s t . Let me give you an ex a m p l e . Na ti on a l
f a rm magazine publ i s h ers som etimes test a
s pecific issue to see how well su b s c ri bers re ad
and rem em ber the ed i torial and adverti s i n g
con ten t . In one maga z i n e , the be s t
adverti s em ent earn ed a “re ad most” s core of
3 0 . This means that 30% of the maga z i n e’s
re aders had re ad the ad ’s headline and most
of the copy. The avera ge score for adverti s i n g
in the issue was 16%. O ut of the 58 ad s
s tu d i ed , 13 had a “re ad most” s core of 10 or
l e s s . The worst was 2.9%. These scores are
a bo ut normal for most re adership re sults I
h ave stu d i ed .

The va lue of c re a ting outstanding ad s

ra t h er than avera ge or bel ow
avera ge ads is obvi o u s . We
can discuss this in a later
co lu m n . The point I want to
m a ke here is that even the
best ad in the magazine was
re ad by on ly 30% of t h e
su b s c ri bers . So, t h e
adverti s er would have to ru n
the ad three or four times to
get the message in front of a sizable majori ty
of the maga z i n e’s su b s c ri bers . An avera ge -
s coring ad must be run many more times in
order to ach i eve the same pen etra ti on . Th ere
is little hope for the ads that scored near the
bo t tom of the te s t .

But advertising is not even this simple. No t
everyone caref u lly re ads every publ i c a ti on , for
a va ri ety of re a s on s . Some people never re ad a
m a gazine thoro u gh ly; t h ey simply skim each
i s sue looking for the most intere s ting things .
As a re su l t , these people may noti ce on ly the
most intere s ti n g, a t tractive ad s .

Re aders who are in a hu rry may noti ce a
good ad , but not have time to re ad it. Th e s e
people wi ll likely re ad the ad the next ti m e
t h ey see it. Most of us get behind in our
re ading and may never get to a parti c u l a r
i s sue before the next one is del ivered to the
m a i l box . Because of these and many other
f actors , it is vital to produ ce powerf u l
advertising and then run it en o u gh times to
ach i eve maximum re su l t s . The bet ter the ad ,
the lon ger it should be used .

... don’t f ix i t !
An o t h er re a s on to keep running good ad s

time after time is that you don’t advertise to a
s t a tic audien ce . The re aders of almost any
m a gazine are som ewhat like a passing
p a rade . E ach month re aders drop out for a
va ri ety of re a s ons — de a t h , reti rem en t ,
ch a n ge in business plans, etc . New re aders
who have never had a ch a n ce to see any of
your adverti s i n g,l et alone get ti red of i t , t a ke
t h eir place s .

Some magazines have a tu rn over of 1 0 %
or so each ye a r. These new people have had
less time to form op i n i ons and are thus more
open to re s pond to good adverti s i n g.Th i n k
a bo ut it — if you ran the same great ad
forever, it would alw ays be new to a

s i gnificant nu m ber of
peop l e .

Look how pickup tru ck s
a re adverti s ed .Adverti s i n g
t h emes like Ford ’s “ Bu i l t
Ford To u gh” a n d
Ch evro l et’s “ L i ke A Rock”
h ave been used for ye a rs .
For the most part , on ly the
gra phics ch a n ge ; t h e
m e s s a ge is almost alw ays the
s a m e .

At the risk of bei n g
d a ted , wh en I was a kid a man named
Ch a rles Atlas con s t a n t ly adverti s ed his
Dynamic Ten s i on met h od of bodybu i l d i n g.
It was alw ays a cartoon strip ad that appe a red
in the Su n d ay funnies, comic boo k s , a n d
m en’s magazines like Argo s y and Popu l a r
S ci en ce . E ach on e , it seem ed , i nvo lved a
s k i n ny young man who took his gi rl to the
be ach wh ere a mu s cl e - bound bu lly kicked
sand in his face and em b a rra s s ed him in
f ront of his gi rl f ri en d . In re s pon s e , the skinny
kid sign ed up for a Dynamic Ten s i on co u rs e ,
built up his phys i qu e , t h en took his gi rl f ri en d
b ack to the be ach and used his new mu s cl e s
to te ach the bu lly a lesson in com m on
co u rte s y.

The ad s , with minor va ri a ti on s , ran for 40
ye a rs or more and made Atlas ri ch and a
h o u s ehold name. People sti ll use the term
“k i cking sand in his face” to de s c ri be the
acti ons of s om eone who is trying to provo ke
a n o t h er pers on , t h o u gh they prob a bly don’t
k n ow its ori gi n . Atlas may well have go t ten
ti red of s eeing these ads in pri n t , but he had
the good sense not to ask his adverti s i n g
m a n a ger to come up with som ething new.

The next time you are tem pted to toss out
an ef fective ad for an unte s ted one that is
“n ew and differen t ,” think of Atlas and
rem em ber, great ads never die, t h ey ’re ju s t
t h rown aw ay.

Merchandising
@by Keith Evans

D o n ’ t kill t ha t ad !
G rea t a d s neve r d ie, t h ey ’ re just t h rown aw ay !
With apol o g ies to the late Gene ral Douglas Mc A r t h u r, t h i s p a ra p h ra se of the fa m o u s

l i ne from his re t i re m e nt a d d ress m a kes a se r i o u s p o i nt f o r a d ve r t i sers, particularly
reg i ste red beef ca ttle adve r t i se r s .
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By the time you 
a re tired of yo u r
ad ve rt isi ng, it is

j ust ge t t i ng notice d
and read by t h e

p e o ple you wa n t to
i n f l u e n ce most.


