1. Doesit communicate,
quickly, the “basics” of your
business? '

When you spend every hour of
every working day thinking about
your corporation, it’s easy to assume
other people know all about your
company. The products it makes.
The industries it serves. The scope

- of its operation.

Corporate advertising often
starts from a point far beyond the
reader’s knowledge. Important leg-
islators in your audience may not
know you. Important investors may
be only vaguely aware of your name.

You don’t have to put the
“basics” of your business in the
opening paragraph, but put them
somewhere — prominently. We have
found, at Foote, Cone & Belding,
that the main reason print advertis-
ing fails is that it simply isn 't clear.

2. Does it have an objective
that is measurable in specific terms?
Corporate advertising with

fuzzy objectives will get fuzzy re-
sults. Unless there is a way of mea-
suring a campaign’s effectiveness
in specific terms, you'll never know
whether you spent your money
wisely or not. -
¢k Example: “Improve our cor-
porate image in the business com-
‘munity.” Too vague. Unmeasurable
'in precise terms. _
. Compare it with this: “Increase
awareness of our international capa-
bilities among major exporters by at
least 20% during the first year of
the campaign.” By doing pre- and
post-research, you'll know if your
corporate campaign is working.
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‘This long-copy campaign for First Chicago is helping
the bank build a unique imuge for itseif in Corporate
Banking Services. Every advertisement presents the bank’s
services in termis of improving productivity.

3. Doesit deliver a clear, sharp
picture of the company’s position
in its chosen field?

“Positioning™ is one of the most
mangled words in American busi-
ness. Despite all the mumbo-jumbo
that surrounds it, positioning is
really quite simple. 1t means: /10w
do you want your company to be
perceived? And whom do you want
to respond to that perception?

Corporate advertising can posi-
tion your company in unmistakable
terms. It will take at least two years
for a new positioning to “sink in,”
but it could be the most valuable
nvestment your company will ever
male, :

4. Does it talk to the reader’s
self-interest or does it simply mas-
sage the advertiser’s ego?

Too many corporate campaigns
give the advertiser “a nice, warm
feeling” but make little or no effort
to address the readers needs. “How
to keep your building from being-
branded a firetrap” (see advertise-
ment below) is a headline that
commands attention because of its
inherent interest to the reader. If the -
copywriter had written, “Presenting
the most advanced building con-
trols system in Johnson Controls
history,” it would have attracted
fewer readers. -

How to Keep Your Building
from Being Branded a Firetrap.

A Report from Johnson Controls.
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Johnson Controls has been running full-page ads in
The Wall Street Journal to increase awareness and develop
leads. The list of companies responding to the ads reuds
like the Whos Whoof American business,

5. Does it offer substance
rather than platitudes and puifery?

Business executives thrive on
facts. A corporate advertisement
without specifics is like a building
without girders. .

I tell my writers they should
never start writing until they have
seven times as many facts as they
will actually use in an ad. This re-
quires digging. But it's worth it. The
ad will have authority. Too many
corporate ads look spectacular but
lack substance.

6. Docs it have the unmis-
takable ring of truth?

Recent figures show that Amer-
ican business has a serious credi-
bility problem. In 1966, according to
one survey, 53 percent of Americans
had a high level of confidence in
business leadership. Today, only 16
percent do.

I have often wondered why cor-

-porate ads always strive to make’ .

the reader believe that the company
is infallible. Admit one negative
and the rest of your advertisement
will gain believability.

Ron Hoff is Executive Creative Director of Foote,
Cone & Belding/Chicago, the seventh largest adver-
tising agency in the U.S. During his 22 years in adver-
tising, he has been responsible for 14 major corporate
campaigns. He recently completed an 8-month study of
¢ corporate advertising, and has presented his findings
to important business audiences. Here, at the invita-
tion of The Wall Street Journal, he offers his own
checklist for evaluating corporate advertising.

7 Does it read as interestingly
as the first page of this publication?

I'm dedicated to improving the
quality of business advertisement
writing. Business advertising, to
warrant the time and concentration
of abusy executive, should be written
as well as the lead piece in The

Journal. That’s not the “mandatory

plug.” My admiration for The Wall
Street Journal goes back to my days
as a journalism student at the Uni-

“versity of Missouri. I didn’t have

alot of interest in business then,
but I read the articles because they
were so masterfully written. For the
first time in my life, I realized that
“big businessmen” were actually
human beings. -

8. Does it whet your interest
in buying the company’s products?

One of the great. myths about
corporate advertising is that it does
not sell the company’s products or
services.

This is crazy. Companies are
known by the products or services
they sell. To divorce corporate ad-
vertising from the marketplace is to
dilute its value and limit its use.
Some of the best corporate ads I've
ever seen, in The Wall Street Journal
and elsewhere, muade me want to
buy the company's products. This
can occur for two reasons. The ad-
vertisement presents the products in
unusually interesting and appealing
terms. Or I so admire the attitudes
and achievements of the company
that I want to know more about the
company'’s products. '

I'made a study of corporate
advertising recently and came to the
conclusion that there are no less
than fourteen different categories or
types of corporate advertisements.
One of the most effective: the cam-
paign that portrays the corporation
by the products or services it sells.

9. Does it show a genuine re-
spect for the reader’s intelligence?

At Foote, Cone & Belding—we
have Business Interlogues. These
are informal freewheeling conversa-
tions between three or four FCB
professionals and three or four busi-
nessmen representing a specific
audience our advertising will ad-
dress. During a recent Interlogue
with chief financial officers of major
companies, we learned that these
executives cherish their profession-
alisn. They don't like ads which
are superficial or frivolous. They ex-
pect the advertising aimed at them
to be just as professional as they
are. 1f the copy insults their intelli-
gence, they dismiss it and the com-
pany that wasted their time.

THE WALL STREET JOURNAL. IT WORKS.

10. 15 the company speaking
from a position of strength or is it
obviously under fire?

Recently, I saw a story on the
financial page of one of the country’s
leading newspapers. It revealed that
the earnings of a large transporta-
tion network were dismal. I turned
the page and there was a corporate
ad for the same organization. The
illustration showed an engineer
smiling broadly, signaling “thumb’s -
up.” The ad proceeded to tell me
how bright everything looked.

" No corporate advertising in the
world can make a reader believe
something that runs counter to
everything else he or she has seen.

11. Does it appear in an envi-
ronment of distinguished company?

Offshore exploration

Peoples Gas now
supplies 22% of customer needs
with offshore gas,
continues search in the Gulf.
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Since this campaign started in 1972 . Feoples Gas
has made significant gains in awareness —is now rated,
by financial experts. as one of the top three natural gas
systems in the U.S.

A company is known by the
company it keeps. If youre going to
run a corporate campaign, put it
where the environment encourages
belief in what you have to say. Put it
where the editorial is of the same
caliber as your company. If you've
got a superb company, put it in one
or more business publications that
executives read regularly and trust.
Lvery survey l've seen puts The Wall
Street Journal on that list.

12. When your first corporate
advertisement is produced, will you
show it to your toughest jury and
feel good about it?

Corporate advertising is prob-
ably the hardest of all advertising to
Initiate, research, write, get approved
—and run for a long period of time.

Emotions are involved. Egos,
too. Different people have differ-
ent ideas about the company’s char-
acter and “reason for being.” But
corporate advertising often forces a
company to make important deci-
sions about itself. And that is a
valuable contribution indeed. The
result can be a better corporation and
an advertisement you can be proud of,

When the first ad is set in type
and the engravings are in place,
you’ll face the moment of truth. Was
it all worth it? If you feel a sudden
urge to run home and show it to
vour wife, your kids, even your
father-in-law, you'll know you've
succeeded. You will have passed the
hardest check point of all.



