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				‘A sober and hilarious indictment of the advertising and marketing world, where you will find your greatest frustrations and your own professional sins. Be ready to hold up a mirror.’

				Christina Garnett

				‘This remarkable book has already had a profound effect on my long career in advertising…I’M LEAVING!’

				Mark Denton

				‘Not only is How Brands Blow visually in your face, it’s also violently prodding your gooey brain and challenging conventional ‘yawn’ marketing tactics. Packed with short snappy snippets of goodness, delivered with wry humour and simple smarts – it’s a must read for all marketing humans.

				Trigger warning: Coulrophobic humans beware!’

				kate toon

				‘I don’t believe Edwards and Wallman wrote this book at all. It could only have been plucked from the tormented souls of everyone in the marketing world who’s ever slapped their brow in despair and/or disbelief. For them to turn our pain into something so enormously funny is a truly wicked thing to do.’

				andrew boulton

				‘I think Depends should sponsor this book as pant-wetting poses a serious risk to the unprepared in-public reader.’

				lisl macdonald

				‘I’d buy this book just for the brilliant art direction. The writing had me laughing and crying: laughing at how true it is and crying at how true it is.’

				DAVE TROTT
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				‘Hilarious, hard-hitting and a hell of a way to learn to do better in the mess we’ve made of branding, marketing and advertising. Read it and weep - you will weep because you’ll see yourself somewhere in all this and wish you hadn’t.’

				vikki ross

				‘There is no doubt that this is THE masterwork of recent times and a vital new addition to the laboratory of marketing science. ‘How Brands Blow’ disrupted me at a most fundamental level. Its advanced combination of purpose, agility and incredibly artificial intelligence makes this a book every marketer should buy, fail to understand and then quote endlessly in meetings and on the bus home to random commuters.’

				Mark Ritson

				‘The second album is always the trickiest. You have your whole life to write the first, then only a couple of years to write the follow up.

				Luckily, Ryan Wallman and Giles Edwards have made The Bends rather than Use Your Illusion. How Brands Blow is everything you want it to be, and much more. Building on Delusions of Brandeur, finding fresh ways to eviscerate the pomposity of adland, it will make you howl with laughter and pain - the truth cuts deep. So, put down that Metaverse strategy, How Brands Blow is everything every marketer needs to read right now.’

				nick ellis

				‘A funny, insightful and beautiful book that is worth buying just to keep your spirits up as you head to your next client meeting in Milton Keynes.’

				ROB MAYHEW
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				DO THE DATA CONFIRM WHAT YOU THINK?

			

		

		
			
				THE DATA ARE ACCURATE
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				A simple solution to a complicated problem 

				The way that some marketers talk about marketing, you’d think it was more complex than neurosurgery.
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				There is endless industry talk about automation, platforms, CRM, AI, AR, VR, ad tech, martech, machine learning, blockchain – the list goes on.

				But in my opinion, all this stuff is at best peripheral and at worst irrelevant to the core function of marketing. In many cases, these tactics and tech-tics serve to make marketing far more complicated than it need be.

				Much as it might threaten our collective ego to admit it, the truth is that marketing isn’t rocket science (and indeed some people argue that it isn’t a science at all). This is not to suggest that it’s easy – or that there’s no merit in newer technologies – but the fundamental principles of marketing are relatively simple.

				Mark Ritson captured this point beautifully in his series of Effies campaign case studies.

				According to Mark, the ‘perfectly effective’ marketing campaign is characterised by nine elements:
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				It’s as simple (albeit difficult to execute) as that. If you care about effectiveness, which admittedly doesn’t seem to be a given for some marketers, this list should be the reference point for all your marketing campaigns.

				The problem, of course, is that it’s not sexy (no offence, Mark). It doesn’t involve any tech wizardry and it won’t be talked about at all the cool conferences. It doesn’t even include an acronym, FFS.

				And that’s why it won’t appeal to everyone. As Dave Trott once said: ‘complicated seems clever to stupid people’. But smart marketers will embrace the simplicity of Mark’s approach, if they haven’t already.

				And that spells good news for those of us on the agency side, because ‘astonishing creativity’ is a crucial ingredient in the mix. Despite what some thought leaders and their thought disciples would have you believe, creativity can make a huge difference to the success of a campaign. It shouldn’t be some afterthought, slapped on to the tactics like cheap cologne.

				Rory Sutherland was recently asked what he considered to be the biggest challenge facing Ogilvy in the next 10 years. His typically frank response was:

				‘I think that the whole advertising industry has totally lost the plot. It has become obsessed with that part of advertising which is a media targeting and optimisation process.’

				The obvious solution is for agencies to focus on making great creative work. Simple, really.
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				1. Share your ‘insights’. For example, say that it’s important to do stuff that people will like, rather than stuff that people will hate.

				2. Blog about the value of blogging. And nothing else.

				3. Use forced colloquial expressions a lot. It makes you seem edgy yet approachable.

				4. Insist that traditional forms of marketing are dead. Do this in direct-mail pieces, long-copy whitepapers, 30-second videos – that sort of thing.

				5. Quantity over quality. In fact, everything over quality.

				6. Build a ‘tribe’ of like-minded, similarly deluded people. 

				7. Coin a catchy analogy about modern marketing. Something like: ‘content is the manure; social media is the laxative’. 

				8. Wear the same colour of shirt at every event. This is bona fide marketing genius, apparently.

				9. Understand that you are marketing one thing and one thing only. Yourself.
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				YOU NEED AN INFLUENCER CAMPAIGN.

			

		

		
			
				OF COURSE NOT. COGNITIVE DISSONANCE IS DEAD!

			

		

		
			[image: ]
		

		
			
				TO GIVE YOUR MARKETING AUTHENTICITY.
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				TO GIVE YOUR MARKETING AUTHENTICITY.
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				BUT ISN’T IT INHERENTLY INAUTHENTIC IF WE PAY THE INFLUENCER?
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				Why did Simon Sinekcross the road?
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* Astonishing creativity





OEBPS/image/shutterstock_57651082.jpg





OEBPS/image/shutterstock_1576094152-clown1.png





OEBPS/image/31.png





OEBPS/image/shutterstock_709009162-grey.png





OEBPS/image/shutterstock_1354061411-halftone4.png





OEBPS/image/shutterstock_55905451-2.png





OEBPS/image/iStock-1072541352.jpg





OEBPS/image/shutterstock_317369864-grey.png
(Ore
MGEN
IN
TENTS





OEBPS/image/shutterstock_1354061411-halftone.jpg





OEBPS/image/39.png
* Long, mass-marketing branding
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* Multiple integrated channels.
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