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ABSTRACT

E

A, study explored _attitudes of professors of
advert1s1ng toward well-known adver 1S1ng practitioners, and the
effect these famous practitioners have had on the teaching of
advertising. Four influential and famous advert1s1ng practitioners.

- were selected from a pre11m1nary list of 10. Six statements
reflect1ng each practitioner's advertising ‘philosophy were then
refined. The 24 statements were randomly ordered and placed on a
questionnaire mailed to all members of the advertising division of
.the Association for Education in Journalism and Mass Communication.
The 75 respondents indicated on a four-point scale the extent to
which they agreed or disagreed with each statement. The results
indicated that the philosophies of William Bernbach and Leo Burnett
.were the most widely accepted, that of Rosser Reeves was somewhat
less popular, and that of David Ogilvy was not well received. The
. rank order of these famous pract1t1oners did not change when
correlated “with the subject's number of years of teaching experience,
although those with more experience exh1b1ted more favorable
attitudes toward Reeves -and Og11vy. ‘By inference, these attitudes
reveal what professors are saying to their students about advertising
matters. (The scale used in tﬁb study is. 1nc1uded in the paper )
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.. THE ATTIDUES OF ADVERTISING -EDUCATORS CONCERNING THE -
o, : : N . o
PHILOSOPHIES OF LEGENDARY ADVERTISING .PRACTITIONERS

( and their implication for advertising education ).
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Advertisiﬁg'educatoré occupy a middle ground between ‘teaching’

the subject maﬁ;er as an academic discipline and.pﬁbparing students-o
. . [N ) . ) ) N v

- 2

for professional ‘work in the field. It is not surprising that the
literature to which 'students are exposed runs the gamut from
: : : )

ki

.(/_'4
. s

highly theoretical (such as consymner behavior modelé) through.thef

eminently practical fsuchvas studying successfﬁl ¢ase.historie$)u

. ’ . .. . R

, Most courses. in adveffising-reveal a mixture of these two distiﬁét,
. bué felatea, types_éfflitéfatpre. This is prpbablyimost true Of‘

) the adyertisinglpyihéiples course bﬁt; to a iessér extént, is frué'f

of most courses in the.advertising curricula:. In courses that

deal with the sdcialteffgcts of advertising;»the.nonétheoreticél”,'
- component is often coﬁposed of books Bylpfesént and f%Fmer ad- ,-
‘vértiqing~pract1tioners that are critiégl of boﬁh’fhé iﬁstitution-
and the ::rade.1 However,. in most of/fbe courses in:qhe curriculd,.

N
4

the non-theoretical comporieng i@ often comprised of»_rea:']'ings from /

some of the most successful ‘and articulate practitioners. .The

.

opinions of these professionals as to howfadvertising works” and
. L\“ . - . K . N -
. how to create-effective advertising often find their .way into the

o™
‘ B

-
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advertising "greats'" in advertising education. Nor h

‘established the attituées professors have'regarding

il
.

|- Research has seldom ‘focused on the contribution

tioners.,

the attitudes professors of advertiSing have concerning these?v__l

well- known pra*t1tioners and, indirectly, to»ascertain what

effects these famous practitioners have had on the teaching of .

“ .

advertising (especially in the principles.course and, to a lesser
- ‘ . R : N

) o 0 [ . ¢
extent, othér courses such as creative).

N .

Literature Review

_advertiSLng educators have regardJng the ph]losophies of fanous‘

have on what'theylteach.

A computer-aided 1iteratqre review from 1973 to the present. .

. reveals a large“number of afticles that deal with-ddvertising

education. The largest cluster of these involves. the opini.ons

SE——

and suggestions of prpfessors\concernihg'the efifective teaching !

L 2 . . ~
The next largest group of articles. is written

of advertising.

by professionals who assess the state of advertising education
. - . 2 L - L T -
‘ ~ SR .

A variety of other

- [y . -
and offer suggestions. for jimprovement,
articles_is-present.but'nohe deél directlyMWith.the attitudes

M

advertiSing practitioners an

*

the concommitant effect this may
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barren in direot bearlng on the‘toplc of Lnterest- it was .sug= 3
,\ ' : K . 'l - Ny
' gesglve and helpful 1n ascerta1n1ng wh1ch famous practltloners~

P :\ .

'should be the focus ‘of th1s study (as exolalned oelow)

-

I

| ..Meo-hodo.l ogy \ o ) i ; o : Lo . ._.‘ - -
. A oreliminary ljst of 10 ‘of the most: lnfluentlal and famous_
] ' . vf N < o
. ‘ ‘ - . (‘
4 : aivertlsjng Dractltloners -of thJs century was complled by the

"
RNt S v

research-tgam, The researchers also 1ndependentr placed,teLe-“

- . » “ . » . . . .‘I!'__ .. | R / - . “ . ) I
phone calls to 1@ proanent and,exoerlenced advertlsing.educators

K
Tre - . . . . +
¢ \

and asked their oolnlons as to Whlch prac tJtlo.
, ) - L.

L lnfluence'ln adveptlslng edueatlon., A conparl on of the twg

[ . g <

ers had the mOst

T A

¢

k. lists prov1ded a- means of dellmttlng the number of practJtloners

selected and also an init’

3 method of cross-validation'sinceithe,'

B

names chosen were only hose that appeared on -both 11sts. ‘Atf;‘
/ this pointhzsix practié&onets were included:‘ Dav1d Ogllvy, Leo ;
. " l ) .

K3

e
Burnett,’ Wllllan Bernoach Rd%ser Reeves, Claude Hopklns and

- “ =

o Jth daples.a, | "i _’-1  c B - "i'f, h_.:_ 1{1’,If

The 11terature ﬁeylew contalned books and artdcles’that en-
N abled the reséarchers to further dellmtt the lrst A recentjﬁ
- conventlon paper, ,@Eat Eve v Advert1s1ng Scho]ar Should Know{

» the Bas1c Books of ahe D1sc1p 1ne " 1nc1uded d1rect refereﬂces to

'

2 . e g . n o
five of the six. . Bernbachvlsilndlrectly mentioned }n a number of
the books but ‘not directly mentioned‘because he'never'authored~af’

. . ‘ - . » . ‘ . .
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R f-_book Four: of‘these practltloners (0011vy, Burnett, Bernbaeh<
é , 1’ . - .:7 . Lo - '
and Reeves) ‘were s1ngled out for extenslve d1scuss10n in Aaker
R and Myers'wfdelywused.text,.Advertising Management.3 IThese .
oo 'same four practitioners receiveﬂeXtensive treatment in Ray's

] @ '

Advertlslqg & Commuﬁlcatlons Managenent 4' These same four are
/ _ . T A

“also i tluded in ngglns The Art of ertlng,Advertlsr;g as:well

o
as numerous other places.5 The comblnatlon of thé 1n1t1a¥‘11s$

[
i

"the polllng of professors and the rev1ew of the 11terature cqﬁ-

K

.,b1ned to narrow the fl_ld to: four practltloners Dav1d lelvy,

" x"”Leo_Burnett,fWillian Bernf_ h anleosser‘Reeves.» o 'r.ﬂt'31 e
R Four separate researcEfteahsiwere estab}ished_to read'the,
) )' RS ; ‘ ) ‘ ) y '. /.’:“. L e,

"ifg_wrltlngs of each of the ”legends “and-to e‘:n_:trac':t-:Staterﬁents:’rep--"~

A L
[

S resentatlve of the ph1]oeophy of each fFor.each;praotitioner
.0 ] R

>
L3

an equal number of statements (s1x) was chosen so/pompar1s0ns Lo

- T
“ .

could be made\anong and- between the practltloners. The staté-

v

P

: B . ' : : ’ -. . .

LX- T ments then werelpre-tested to sharpen werdlng and remove ambiguity.,
It'is.admitted'thét,’tofhoﬁeiextent; the selection of six

I . ¢ | . . 1 .

" . 2 : . ! L .
] . : . R . - BN = .

o Statgments to‘reflect a‘bhilosophy”for each practition@r involves.

V.reductlonlsm and overslmpllflcatlon of the respectlxe phllosophles.

L2l rs

;aHowever th1s was neoessary to obtain an emplrlcal evaluation and
* T‘fatt;tudesutoward these.advertising "legends. NIn essence;lthe

dgfx;statenentstecaﬁe'thé'operational definition of-the hcore SR

;?_:phflosoph§f of each-of.the;oraotitionersithat could be'assessed'

s
’ -




without'revealing the names of the respective pracﬁftioners,

Thesew24‘statements werehrandomly orderedtand'placed oh a

Do . S . - ; ! - n . e PR
S questlonnalre mailed to.all members of the advertising d1VLs1on
i . . o - \ . , ~

;l of the Assoc1atlon for Educatlon lnsJournallsm and Wass Communl-

v
A

catlon (AEJW') ‘This purposive and nonrandom group was Chosen
4 ‘*'
because prevlous stud1es have ihovn that although advert1s1ng
. s (’. o’
Ycourses are taught in a wide variety of academic settings the

. ~
. . . <

‘nbst extensive curricula.-for the preparation for :professional work

*
»

<.~ in the ﬁielh are~found<in journalism’andJcommunication departments.-
. 3

o Respondents were asked to 1nd1cate to what extent they agr?ed-

)
N . 1

e with each statement on ‘a four pownt leert-type scale raqglng from_
”1"'(strongly agree) through ”4" (strongly disagree)o‘?Much

thought was glven to a five point seale with a neutra] response
J N . .

Al

N category. After welghlngvthe advantages and d1sadvantages “this

.

Was discardéd to‘orevent subjects from taking the "easy afswer"

e P

'aﬂd to prevent m1dd11ng of responses. One'controquuestiOn was

ncluded to help gauge the re11ab111ty and validity of the 1nstru-

, , . >
ment. It wds a.statemént with which few or no advertising educa-\

' . . -
. . K * . :, "
. - , . N .

e, ' ~€ors should aoree,("You-don't have to know the-product to write

good advert1s1ng for lt";\ it drew the expected overwhelmlngly
)} o

level of d1sagreement ( X = 3 62 ). rRespondents were a}so asked

their 1eve1 of educatlon and'number of years teaching experience.

-

: : ] R , S . . .
| } . 4 . . ‘. -)’ v v, a A >
. , . - . : oo - : ‘ . s S .
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Tﬁefquestionnaires.were mailed to 135 advertising educators
- ’ ‘v '

ﬁnd 75 usable quespioﬁhaires'werq returned by the deadline re- ~
quested in the cover lettér, producing’an approximate 56 per cent

 response rate. No fo%lowiup‘mailings-wére made due- to the high

\\\ .~ initial response rate and consideration of funding ‘and time, .
O ’ L o ' : L

. ‘Q ; . q LI . N
Yy A - ) - ) . i coL ) : M
. Results . : T o '

‘Résulfsvfprgeach\qJeétioh'dreigivém belowbwith’ébmeaﬁ.score
”icbmpaééd from all thoseqresbéﬁding'to the bafticui;r quesfidn;v‘
" Attribution of the'statgment?ﬁo thé"philosbphy oﬂithe'"legend"

it réprese;ts ié also given (although ﬁQt given on thé:original
qgestionnaife Lo subjects). o ?

. . N
q N

' . TABLE ONE
Pl

'SCALE;;

S&rongly,@gree

=
]

-

N
]

Agree

‘w
]

‘Pisagree

~
]

Strongly Disagree

Mean Score

2,07 +1. The neéessary ingredients of"éopy are warmth,
: . sincerity and insight. (Bernbach) -




3.14 2. The most effectlve advertlang enploys the "hard
: sell." (Reeves) o

i

‘1.95 . 3. Good advert1SJng capitalizes upon the inherent
' drama -that exists in almost every product and
' . service. (Burnett)
\o
3.39 . 4.0 Good covywrlters have always resisted the temp-.
' tation to entertain. (0zilvy)

2.42 5. In writing ad copy, it's & good idea to capture
the actual words used by good salesmen and execu-
tives -- words they use naturally and instinctivély
\ to sell their product. (Burnett)
. + .

2.06 6. Trying to measure everything precisely causes
' advertising 'people to be too concerned about *
the facts and not concerned enough with making

R . the facts provocatJve (Bernbach)
2.85 7. Photographs'are almost always preferable to artél
work in the illustration portlon of the ad.
(OOL]vy) '
) L.SOr: S.. The package of a product is itself a great adver-

tisingz medium, (Burnett)

2.73 9. Entertainment value and sex appeal take away from
the focus. of a product message. (Reeves)

3.34 10, Always Jnc]ude testlmonlals in your copy ,(Ogilby)

-

3.18 11. Long headlines sell bétter. (O lvy)

3.62 12. You don't have to know the protht to wrlte .good
5 ) advertising for it. (Control)‘ |
- 1.93 13. 1If the product does not meet some existing-desire
r need of the consumer, the advertising will
ultimately fail. (Reeves) - (-

2.68 | 14, Advertising full of facts anay%nformation‘leads
to. hlgher product s#les. (0gilvy) o




2.65 1§§‘ The consumer remembers only ofe thing aboutfan . (/
ad. (Reeves) : _ S
#+ 2.15 ~ 16. Each advertising campaign must have a unique

' selling proposition. (Reeves)

L)

1.86 . 17. "The best advertising comes from the teamwork
L ~and collaboration of an artist and copywriter
{ , v (Bernoach) : .

-~

2.12 18.  Although the basic appeal of good advertising

L . must be based in emotional motives, the adver-

S . tisement must enable the customer to ”sationalize”
’ his.purchase CBurnett) e

2.37 19, Too frequent change of an advertisin7 canpaign ‘
: destroys penetrat1on, a great canpaign will never
' . wear itself out, (Reeves) - -
1.97 20. .Be fresh and original in advertising As soon as

you become a slave to the rules you're doing what-
everybody else does and you don't stand out, '

(Bernbach)
2.18 21, All greatladvertising writing is always deceptively
and disarminOIy Simple. (Burnett)
R * .
2.19 22, Tell as much ?f the story as possible in pictures.
N . . (Burnett) A : :

’ '1.52 . 23, 1In an adﬁ%rtisement - every word, every graphic
s . synbol every shadow, should further the message
\~[~ . . you 're trying to convey. (Bernbach)

2.93 24, What you say is ‘more . important than how you say.
~it, (Ogilvy) _ . .
1.93 25. 'Humor is often a useful element of an ad. ' (Bernmbach

[ 4

The next phase of analys1s involved ascertainin7 which practi-

4

tLoner philosophies as ' a whole advertis1ng educato*s were nost in

A

w0,




agreement. This involved clustering the six statements for each’
. 'y . § Y l-.- ) R .'-b | "-‘
practitioner and oBtaining a composite mean which indicates,the
over-all level of agreement with each "legend's" philosophy.

- Bernbach and Burnett's philosophies are most accepted,

. . Reeve's philosophy is somewhat less popular, while Ogilyy's is.

t
W)

L not as well received ) ,
. N ' I
Bernbach ( x = 1,99 ) and Burnett s ( x = ? 06 ) clustered
, A
mean scores are almost 1dent1ca1.~ Of all 25 qJestlons asked
.- | .
agreement was thhest for their stateneﬂts conceLang the unlty -
. - ] . ] " . 9 -
-0f purpoge'" of an advertlsement (Bernoach Q23 x_1.52) and
‘\ the iTportap&e of packaii?g as an adyertising medium‘(Bdrnett,
Q8, %=1.50). !
’ % b _ L N : g
- . . . . o -) . . . \
' . ~ .2 TABLE TWO ) '
o 5 : 4 ' - S .
. T o RANK ORDER'QF LEGENDS BY CLUSTERED MEAN‘SCORES
. ' . ‘ )‘“;' = \)4« ‘ . .
Legend = = uestions _ . Mean Scores - R
. . ) ) - - . . . . N . ‘ Q B .
Bernbdach 1,6,17,20,23,25 1,99
. Burnett %,5,8,18,21,22 ©o2:06 - T
Reeves 2,9,13,15,16,19 2,50
- . L] x
Ogilvy . 4,7,10,11,14,24 . 3,04
- ‘ ‘ - . \ ’ 1 . vo' .. . . . . (
o , Overtall agreement with Reeves' philosophy borders on neutra-. -
/}{ty. However, this ebscures great dispersion ahong mean scores . .
S o F
o . N V \.\ : o~ | 11 Lo }5\*’:‘

£8 C
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. . (5 ’
LA . 23 - w ot

(from x=1.93 to x= 3 ]40 to. l?ﬁlVlddal qJestlons Stnong agreement

’

~ exists wzth hls statements coﬁaernln? prodJcts fllllng exrstlng B

N v ' M ". EERC ¢
"I

needs (Q13- 1 93),- advert1s1ng hav1ng anlque sell ng pr;josltlons
ﬁ.‘ _(Q16,§&>“.15) aadi%nfrequent Ehanges in ad campalgns (Q] ; —2 37).

5 ’

g;“;__vAColleOevprofessors are An leSs agreement'w1th h1s statements~con-

< - N \

v

gcernlng consuner recall (Q]S X 65) usefulness of enterta1nnent

-

“nd sex appeal in advertlsrng (Q19. x=2, 73) and h1s aos1tlon on

the effectlveness of the'“hard selL" (QZ\\x.3 14) | - o

.l'_ '{* : it -

N l” L Flnally, oa,lvy E 1ndlvldual statements were . the least W1de1y :

o S M . ey <
'<aCCepted;”hence the over{ ; atlng of h1s phllosophy was rated
v ) /

. .
. f‘,t N . ‘ / r -

{fleast favorable. of the foat ”leaends.' \A11 statements had means

,fhlgher than 2, 50 w1th~the greatest anount of d1sagreement occar-
.erng over: long headllnes (Q]l x= 3 lﬁ), good copywrlt ng and _'1 .

‘fentertalnment (Qq, X= 3 30) and the usghoé testlmonlals (Plo ‘}~

. : \.._ . » ._‘,' . . K . ; .

SR SN . Y o ' - . S : . o :

LT =S, 34% T
L . h =~ * ' U

';-Iheithirdfphase of.analysis fnvolvedVascertaining whether

. bl -

B . Y - . - \

- ‘there were slganlcant dlfferences in the ranklng of "legends

'y.when educat:on and/or experlence of the professors was taken ‘into -

'”account. Flrst, can deferences in aoreement_be attributed-to a

- ! ot . N : L
. . . H \ . . . a

college prd@essor S number of years of teachlng.experlence7 Pro-
. y, \ .

% . fessors were grouped in clusters ran%;::bfrom "1 - 5 years of

T exoerlence through "over 20~ years of exveriefice." The.rank .
‘ PE . g ey Jexpers . . <she.t .

. . . . .
ta e L. . . . . v . , x .

order of the legends did not change_when anaiyaed by_pfofessors~




-

. 11
experfence. .An analysis of variance revealed oVer?aI} Significant”'
differences among edugationa} groups concerning the philosophies: -
of Reeves (F=3.218, ?)(.O].)Jand Ogilvy (F=2.42, p<.05)." In.

. . - s - ) . -

other words, althouzh proféssors with more experience rank'ordered
éhe'fdur pfaétitioners identiéally, those professo:s exhibited

. & .

—morelfavorable'attitudes toward Reeue; and Ogilvy to a significané_
'exfept: There were no significant d;ffergnces regarding Bernbach
5r-Buréett by years of teachiﬁg experience, |

5

TABLE THREE

L ¢

AQREEMENT WITH LEGENDS' PHILOSOPHIES BY
YEARS OF TEACHING EXPERIENCE -

Legend . Bernbach Burnett Reeves = Ogilvy
F ratio -  .8] .9 3.21%  2,42%
Prob. .38 4 .01 .05 :

* Statistically significant.

» Analysis of results by.?ducation of professors revéaled no
statistically significént results. This'méy; in_part or in whole,’
be due to the fact that most professérs clustered at the upper end
0of the educational continuum and.this lack of variance precluded -

any successful analysis by educatiom.
. f

)

13
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‘Concluss.ons. and Suzzestions for Further Research ™ ("

4

- A number of copclusiohs can 5e drawn frOm'fEis research,
Fiﬁst; the attituQeS‘of different professors to the individuai
statements is intggesting in its own right and; by inference,
explains what professors afé saying'to their students about
these particular matters. When the statements are collapsedv

: ¥ :
“into a mean score that reflects the over-all philosophy of
\
each advertising "legend," it reveals that Bernbach and Burnett's
philbsophies ére,most.favored; attitudes towards Reeyes are
neutral, though there is wide disagreement concerning different

, v Y
elements of his philosophy. Professoxs hold decidedly unfavor-

-

able attitudes towards Ogilvy's philosophy, perhabs’bartiall;
due to the dogmatism with which he sta%es it, Although there

-

is no‘difference in the rank order of the praétitioners by pro-
ﬁfssofs' years of te;ching expe;iedce, those with mor¢ experi-
ence did hgld more favorable attitudesgtoward Reeves and Ogilvy
‘ than their younger counterbarts. Thé;e were no differénces by
education level of professors.'
Since advertising educators in-jqurnalism and com@unications
settings are teaghing-future professionals; these findings have

relevance for advertising practice as well, :

Follow-up research should involve administration of the




- to ascertain what their attftudes are regarding these state-

- | - | 13

-

same questionnaire to a wide range of advertising practitioner&\

]

A\ \

ments and their rankings of the "legends." These resdlts could

be compared with't@gse included in this studyito reveal simila-

rities and differences. :The research team has collected this

. ‘ ,‘.v;"i\' .
data and results will be forthcoming in future research.

©




;(Englewood Cliffs:‘Prentice-Hall, 1982)..
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FOOTNOTES

Typical of these are Edward Buxton's Promise Them Anythigg

(New York: Stein & Day,'l972),_Ffederic Wakeman's The

Hucksters (New York: Rinehart & Co., 1946) and Nicholas.

Samstagz's Bamboozled (New York: James Heineman, 1966).

Leonarngeid, Dean Krugman and J. Thomaé'RuSsell,'ﬁWhat

Every Advertising Scholar Should Know: ' the Basic Books
v > .

of the Discipline," a paper presented at the Annual

Meeting of the American Academy of Advertising, Denver,

- .

Colo., March, 1984,

David Aaker and_John Myers, Advertising Management
(Englewood Cliffs: Prentice-Hall, 1982). -

Michael Ray, Advertising & Communication Management

¢ a

Examples of other notation of these individuals are_in
. e L .

basic advertising pfinc1p1es texts, For one, S.W, Duan

and Arnold Barban cite these four jindividuals a total of

17 times in Advertising: Its Rble in Modern Marketing

\\\(Chicago: ﬁryden Press, 5th ed., 1982).




