-

. 805ac Ad .

‘E E"i?

to Buy.

Does everybody like Muggs Lima Peeans? -
No, even though the ad on the cover says so...’
But if you were trying to sell Muggs, you might
make this kind of piteh. It's one way to gat
people to buy your product.

Most ‘businesses spend a big part of tha,;‘f
money to advertise the productz or servic Se4
they sell. Tokaces companies havs been speﬂd«
ing 240 million dollars a yesr to advertiss cxg-‘;p;
arettes and eigars on radio snd TV. Tha U,S .
Congress {slt these ads worked very whll. That
why you haven't seen any cigaretie uommemxais
since January 2.

Ads appear in many places. You ses them on -
billboards, in buses and subwsys. Tou hear them

,?&’

on radio and TV. They appoar in magazines, - ®

nawspapers — even in your mailbox. Angd they
use different appreaches to try to get you to
buy.

Now, suppoese you are an ad writer. Wa ve
raade up a preduct for you to goll — Muggs .
Lima Beans. (It doesn't sound exactly mouth-.
watering, does it?} How can you get peo;ue
to buy Muggs Lima Beans? What kmd‘s of e.d
-mnght you write?
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O THE BABICAD

This is tha simplest adver-
tising messages. You just tell
“people to buy Muggs Lima
Beans. You show them what
the can luoks like. When they
go to the store, they’ll zee
several brands of lima beans
on the shelves, If they have
sesn and heard the name
Muggs often enough, they may
put & can of Muggs in their
ghopping caris. '

. VEYE APPEAL
Suppose your, lima beans

taste good — resaliy good.
You figure that if people would,

‘taste them, they would buy
. cnly Muggs. But pecple can't
“tagte commercials on TV or
-ads in magazines. So you
might suggest how good your
beans taste by showing how
" good they look. Or you might
suggost goosd {lavor by
.showing .. people eating the
“product - and  enjoying  it.

_Some ads have begun to
.show how good =z product
>smells. The smell is actually
“added to the paper on which

ithe ad is printed. When you

saratch the paper, the smell
“eurcgs out. This is a good
‘way to advertise perfumes
cand scses, Would it be wise
‘to sdvertisc focd this way —
by nose appeai?
+ HAPPY FAMILY APPEAL

. This. appeal is often used
-to sell cleaning products and
‘feod. The message goes some-
thing like this: “Tour family
will tn as hannv and bealthy
a8 this one, if you buy our
“product. If you want to show
how much you love your hus-

band "and kids, shine your’

floors with our wax. Or give
them. the vitamins in our
bread. Or bake = cake with
one of aur mixes.”

Look at the last five lines
of the “happy family” ad on
the right. Do you think they
would work on most nicthove?

danary 18, 1971

Eye Appe

S

... Shey faste as goed as they lock.

LR

Happy Family Appe

“hiothing is too good for my fumily...

s
Floogs.”’

Wise mothers inow thay
~their {omtiles need tatry, novrishing
food, Sven fussy eutars say,
“HiAcre Muggs Limo Beans, ommy.'t
v o a wise mothor, Buy Ruggs.

.




. “An Expert Says. .. . : /“AN EXPERT SAYS...
Ik s, Musgs!”? o s Rincida, chaf of {f somoons wentad o buy
: a fishing reel and didn't know
much abkout the . different
brands, he might ssk an
expert. He could find some-
one who has done a lot of
fishing, and sashk him which
reel is best. o

People - usually 'trust
experta. To adve ‘. ¢ w figh-
ing reel, you could ask =
famous fisherman to sped.
. L for your brand in an sd.

A good chef is an sxpery
on food. That's why you mighs
ask one tc say that your e
beans are good. ‘

It may be that the sxper’
likes the money he.geis foy
appearing in the af - mors
than the produst he ﬂgasa.m
for. That is for the perso:
who szes the ad to dscide.

. e To have exparts speak for
Talee it € FOIT '?‘@;’f‘i% 4:%%% ke Ringldo. & product ‘can be' very. good

for sales. When the Amarican

E&%%%?’ @"”%If 35‘53“»3”@‘ g E‘ A5, o Déhtai Assosiation =ald’ that

~ : 4 } . - Crest Toothpeais huips. pre-

YFarous People Say.. " .vent  tooth “decayililrost
2y . 4 - _ bacame the best-seiling metm
- L e LA pa%fa in the couu ry S

./'m.. OB PEQF‘MM sm..,

When a famcus porson
says he:likes a product, peo-
ple may want. to follow his
example. This is nct the

. same as whon an ez pem
edvertises a product,

A pro golfer knows morg
_about . golf balls than most
people. But dees he lkmow
more ahout breakiast {oods
or wrist watches? Prebably
not. But some  psopls wilt
want fo be like, or aczt like,
the farwous persen in the ad,

“If pe eats Muggs,” they
may think, “T want to, too.
Then well have smomathing
in common.” o 4

Does a baseball player,
like Tom Ssesaver, know more

_ L ’vmﬂmﬂg about razor blades than you
g : ‘ do? Does a rock group know
hey keep ws fumping,”” Trench soys. | more than you sbout lime

beans? . : fu

Sy

3 | , Scholcetia SCOFE



;

v "‘E.«VhRYL()D" LIKES...

The message of this kind.

of ad is: “Get on the band-
wagon! Our product is 30
popular, you should like it,
too. Don't be left out.”

Look again at this week’s
cover — and at the ad on the
right. You can see a life-
guard, a bailet dancer, some-
one whe may lcok like a
neighbor of yours — even an
ancient Roman soldier and a
gorilla. Mugps Lima Beans

must really taste good, if

creatures as different as
these like thew!

When you se2 an ad that
shows & lot of peopls enjoy-
ing & product, this is the
approach being used. The
song about Bara Lee Cakes

uses this approach -— with

a slight ¢wist: “Everybody
doasn’t iike something, but
nobedy doesn't like Sara
Lee.”

S8NOB APPEAL

Sometlimss people wani to
be part of the crowd, Some-
times they want to bhe dif-
ferent. It's natural for a per-
gon to wish that others could
soo that he is better in some
way than they are.

"Even children's toys are
sold with this in mind. Ads
for Dune Buggy Wheelies
(toy racing cars) say: “Get
your friends uptight.”

“Snob appeal” ads usually

appeal to the wish to be, or
feel, rich. Ths message is:
“Bo like rich people. Sarve
Muggs Lims Beans.” -

Many ads of this kind do
aot hide their appeal. They
some right out and say:
c“This produet is expensive.
Buy it — if you can afford to.”

larsunw 18, 18471

“Everybody likes. .

o foves N

@@n i” your gu ests deserve %fhcee bestd

They muy cost a1 {itHie mare, bu? tha bost of anything i wordh avery evat.

Snoty App-—a«:ﬁ}




Youtn Appeal

Got it ol togethsy
with Mugos Lima Bognst

“”&
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PE MG DS COAMANEY
LiAAA | BRIC

~at young peopic. Whyt

compeanies used’

gimed
Toon-
ggers and chiidven buy o ot
of things. They aixo tell their
parenis to buy certain brands.
Besides, some ad writers
believe that many - adulls
wish they were younger thsan
they ara. They want (o look
young, feal young — some-
times act voung. So thoy winy
buy products that vouny
people use. Remember the
sde that said Pespsi-Cole was
“for those who think young”?
When writers tr:,. o give
their ads a “young"” sound,
thay may pul rock mupie in
the background., They may
use exprossions iilke “wheis
it's at” or “it’s what's ;.3;'.1}3'3?‘.\*
ing, baby.” This wm.

YOUTH APFLIAL
Many ads today ars

togethar” in tbcxr a
the eaxpressicen no lam.«*f;.»r
sounds fresh and 1**?&1&? e

&

O‘/&a"’i‘ﬁ}ﬁ 03 FC IR AR
& symhol ig 8 auick way @
give & message. Ads uae svm-
bols as & kind of short-hand:
e The "“White Torado
suggesta how fast and power-

%% fully - Ajax ,.swnmvf : ‘11 Guid

works,
& The “Jolly G"mn Gi .t“
stands for ithe heaith and
strengih his vegetables are
supposad to give yvoiun
e The little hammer taside
a person’s head suggests the
pain of a headache, The ham-
mer fades away, suggesting
the relief that Anncin gives.
“Bertie Bean” iz a symbol.
Ho suggesis that a lima boun
is more than just something
that grows in a pod. He's ¢
character — almost o person!
And the “bolts of flavor” suyg
gest tne {lavor is pawarfui.

ﬁc%golasﬁ&a Piied4] 2
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Your ads might get atien-
tion if you show that your
lima beans have something
cspecial, You might put them
in an easy-to-open package.
You might add spices to the
heans to change their taste.
Or you might find something
elready in the product, und
meke it sound better,

“Flavor Hooster MJQ”
could be a common chemical.
Other brands of lima beans
may use it, too. But you might
sell more cass of beans
by giving it a fancy name,
like “Flavor Booster MJQ."

The Federal Trade Commis-
sion and the ¥ood and Drug
Administration watch {o see
that ads do not make false
statements. The Food and
- Drug Administration stopped
the ads for Celgate Dental
Cresm with Gardol which said

that Gardol protected teeth

iike “an invisible shield.”

But there is no law against
making ordinary iagredients
gound interesting. Should
there he?

THE HUMBLE APFRGACH

Many ads saythat a prod-
uct is the best, or is liked by
ail kinds of people. Another
woy to- sell your product is

to admit that it's not the most

popuiar. You'll surprise the
ad watcher if vou do this, and
you'll pot his attention.

Rut you don't want to let -

it go ati that. So you add that
your company is trying very
hord to get people to like
your product.

: Avm Rent-a-Car used this
uppreach. Their ads  said:
“We're No. 8. So we try
herder.” Many people started
ronting cars from Avis. Why?
The--ad was unusual. It also
upgasted you would get good
wivice, because Avis was try-
ng hard to win customers
rom the No. 1 company.

l&:mcm{ 18, 1971
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Statistics ‘ : A
| ‘/ STATISTION

Betual Taste Tests PFrove: Here's enother way to eoli
7 out of 10 prefer M G Lima Bauns. your product. You takea sur-

vey. You find out how many
people like your prodact,
compared %o other hrands.
1f the reosulls are good, thay
might convince people (o try
your produg

Statistics (numhers) often
impress people. The mossage
gees like this: “Four out of
five bousewives prefer our
product to any of tha ather
leading brands.”

A recent ad for Maxwsil
House Coffce uses statistios
in an unusual way. Ii says
that 45 per cent of ihose
tested lked Maxwell Fouse
better than the laading freczs-
dried brand. That means that
-more pecple — BS por cent —

KN

We hired un indopendant tnsting agoeney. They had pesgls off liked the other ;:m.:‘:duf??;‘ "4‘@“’9\3‘?
aver tha covntry fry Muggsr lme Seons and the ather oasding Some people wiil aotios pnd’
brond., Saven oul of avary ten peeopls sobid thet Meggs Liime Beons - remsmber the =adi bsonuse
tosta best, it's unusual. Some m g Y

brn's i time you frind tham, too?

o
lieve that these statisbics,
unlike mmf that.. e«wna' ix

ads, arel housst. 'They wmay
buy Maxwell Heuse Cfc;}ffe&
because of this “hogsst”™ our
“humble™ appeal. Othars may
buy Maxwzll Houss bisuause,
"as the ad points ouvs, it costs
legs than the other brand.

Concern for the Public Goodd

CONCERN FORTHE
- PUBLIC GOOD

You usge this appreach to
tell people that your.  com-
pany is a good one, Your mes-
sage might be: “We don't pol-
lute the air,” Or: “We give in-
formation about drugs snd:
drug abuse to high school stu-
dents.” Or: “We keep kids
from dropping out of school.”

Companies may ‘use these
ads to get people interested
in doing something ahout
social preobleins, At the same
time, if pecople think & com-
pany carss about society, thoy
may decide to do business with
it. They may like, or have faith
in, a company that cares alzout
the public good.

£
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vV ROMANTIC APPEAL
A romantic message is
often used in ads for cesmet-
“ies, mouthwashes, clothing,
and cigarcttes. The ads sug-
gest that you can be better
looking or more popular if
you just use the right product.
It's hard to get pecple’s
“attention simply by saying
that a brund of soap gebs your
face clean. So soap ads often
appeal to a woman’s desire
to be pretty. Adz for hair
creams often appeal (o a
man's. desire (o be handsome
and successfui with women.
There is even a toothpaste
. that is supposed to “give your
. mouth sex appeal.”
Tt may seem strange to use
7 “romantic appeal” in an ad for
lima beans. But this appeal
“has been made for almost
"every kind of prodluct. Pretiy
girls have even been used in
sds for car mufflers!

HUMOR

Some people watch TV for
the commercials, They think
;they're better written ond
acted than 1TV programs.

Some funny commercials
have become famous. In one
.for Alka-Seitzer, a . pewly
‘married husband takes care
"of his upset stomach., while
his wife plans new, horrible

meals, A line from another

Alka-Selizer commercial has
hacome part of everydsay
specch: “Mamma mia, that's
. 8, spicy meatbaill™

Most comic ads make fun of
.advertising appeals. What
appeals does the Muggs
humorous ad make fun of?

Look &t ads on TV and in
magazines. What approaches
do they use? _

Turn to “Word Power” on
page 20, and learn why the
names of produsts are impov-
tant. Then turn to “Open End”
on page 15, and try writing
your ewn agds.

Jarwmary 18, 1871

Romantic Appac

- Will thay muke you more posulor? i

o 2 e

..ol Muges Lima Beons

Will they give you o smoshing personelity?
Will they make that Specjal {ne swoon over you?

We cen't promise all that, but, .. L

they toste so goad.

Now thod §
buy him -
Musges

Lo Beons,
he doesn’d
have any
tiine for ma.

ft's ull he caras
abovt, Is it right for
¢ man o lova

Lima beans mare
thain he loves kls
gorgeous wife¥
Cithh, Muags Litan
Beons, | wish I'd
never hoard of youl
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