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Preface

	Are you bored with your dull and monotonous job? Do you feel you are wasting your life away? Do you dream of becoming creative and making a terrific impact on everyone? Do you want to make millions of people run away from their living rooms every few minutes? Do you want to know the secret to infiltrating the subconscious mind of customers? Do you want to blatantly tell great lies and get away with it? Do you want to sell snow to Eskimos or sand to desert dwellers? Then look no further. Just become an advertising guru and switch on your full creative potential. 

	Enter the mysterious world of advertising and get a job so unique that it requires no age limitations, tough training, or mental and physical qualifications. Prove your relatives, teachers, and friends who would constantly accuse you of being brainless wrong. Sounds great, isn’t it? Everything you wanted to know about how to become a great advertising guru but didn’t know whom to ask is available right here in this book. It contains the most comprehensive specifications and do’s & don’ts for every aspiring advertiser. So, let us get started.
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Happy Advertising

	Long, long ago, getting into an advertising career was a scary thing. Why? That’s because it required you to have better brains than the rest of the crowd. And you needed some real skills, common sense, and knowledge of customer behaviors to create and display meaningful advertisements on TV, in newspapers, in magazines, etc. Plus, it was also necessary to get a degree in advertising and marketing. And getting hired as an advertisement guru was also difficult because of the strict hiring practices and thin budgets. But that was ages ago.

	Today, the advertising career is no longer a scary thing, and anyone can easily become a great advertising guru. How is that possible now? That’s because things have improved a lot in the last ten years, silly fellow! The educational and degree requirements are possibly still there, but the better brains and common sense requirements are now optional. Isn’t that great? It eliminates a huge load and mental stress from countless aspiring candidates. And another great thing is all those oldie slave masters who insisted on common sense and intelligence have also disappeared or retired, just like those good old comics creators. Those stupid oldies were stifling the explosion of creativity for decades by blocking the floodgates of aspiring people interested in pursuing an advertising career. Secondly, the marketing and advertisement budgets of most companies now run into millions of dollars, and billions of dollars if you add up all the advertising budgets of all the companies worldwide. Nowadays, even companies with no employees, products, or services are advertising heavily. What? Okay, okay! I was just kidding. So, today it is very easy for you to become an advertising guru at a very young age, as long as you are above the feeding bottle age. Who says the world is not getting better? We live in interesting times, isn’t it?

	Okay, okay, let’s get started. Don’t be impatient! Here are the tips to become a great advertising guru.

	The first rule - The first thing you must understand in creating an advertisement for TV, newspapers, magazines, websites, etc., is to ensure there is no relation between what the ad characters are doing and the product they are trying to sell. Didn’t understand what I am saying? Really? Haven’t you observed any TV ads closely? No? Okay, go switch on the TV and wait for an advertisement that will explode at a hundred decibels within the next thirty seconds and observe closely. For instance, if they are trying to sell apple juice you will notice that the ad character is jumping from a plane without a parachute. Or if they are selling undergarments then the ad character will be fighting with a bunch of thugs. Or if they are selling carrot juice then you will see a bank robbery. See, there was no link or relevance between the products being sold and the screenplay actions.

	This is how you should also design all of your ads if you want to become a great advertising guru. But I don’t understand, why shouldn’t there be links? Just switch off your common sense and think. When there are no links to products being sold the possibilities for creativity become infinite. Now you are free to design anything you want, mix and match any damn thing, and still call it an ad for a product. This way you will never run out of ideas. When all roads lead to success then there is no tension or stress. Simple, isn’t it? Now say Aha!

	The second rule - And the second rule is, never make the mistake of creating an advertisement that is simple or easy to understand. For heaven’s sake, don’t show a simple advertisement like a man brushing his teeth for a new toothpaste ad. It is too direct and too simple. The advertising world will think you are a novice and not take you seriously. Advertisements today must be complicated to understand with hidden messages in them. You should create atrocious and memorable ads that will make people stop and see your ad, but they shouldn’t remember what product or service the ad was selling. This is the key to great modern advertising.

	The third rule - Thirdly, no rule says customers must like your advertisement. Get over that false thinking. The only thing you need to ensure is the brand or product must be unconsciously implanted in their brain. So, make use of crazy things and antics to make customers remember your ad. It is not what they are looking for, but what they should actually see. Only very intelligent customers must be able to decipher the dozens of hidden messages like cloud patterns in your ad, which you won’t reveal to anyone. Anyway, I will give you a bunch of right and wrong ways to do an ad for various common products later.

	Hide behind the technology - Make extensive use of technology, heavy graphics, etc. This is a good cover-up for your lack of common sense, simplicity, etc., just like the creators of those tasteless modern comics. Good graphics will help you get away with anything. Technology can sugarcoat any rubbish. Didn’t understand how? Well, haven’t you seen today how we have fantastic video equipment but lousy films? And we also have great audio equipment nowadays but heaps of rotten, unmelodious songs? In fact, the worst songs and movies of yesteryears will appear beautiful compared to the best movies and songs of today. Similarly, you can have plenty of lousy ads with an abundance of technology, graphics, and gimmicks and get away with it. Jazzy advertising graphics will make customers think the product is also great.

	Selling mirages - The key to all advertising is to sell mirages. Show customers that they can become very happy, successful, prosperous, trendy, adventurous, popular, and do impossible things like superheroes, etc., just by buying a particular product. For example, you can show how five-year-old kids can become highly intelligent overnight and start operating airplanes, repair spaceships, learn quantum mechanics, etc., just by changing the brand of milk they drink, or how a vagabond can become a great businessman just by wearing a new brand of shirt, or how entire families can discover extreme happiness just by purchasing that latest brand of soap powder or toothpaste.

	Self-doubts - You must have no self-doubts about your artistic abilities or the crazy ads you produce. You must take your work seriously. Very, very seriously! This means laughing, joking, or poking fun at your or others’ advertisements, however hideous they may be. And don’t have any self-doubts about how you will fare as an advertiser, whether you will be successful, the difficulties you may face, etc. You are a creative guru dictator and don’t have to meet anyone’s expectations other than yours. Besides, creativity cannot be defined anyway.

	The fine print - People with common sense may frequently accuse you of blatantly telling lies in your advertisements. But don’t worry. There is a great escape route. It is called the fine print. Just insert a star and write the truth there in small font. To understand what fine print is, first take a microscopic look at any print, online, or TV advertisement. If you observe closely, there will be a small text or a symbol somewhere at the bottom that says ‘conditions apply’ or a *.

	For example, an advertisement can look like this.

	BUY MERCEDES BENZ, BMW, ROLLS ROYCE, ETC, ETC.

	GREAT OFFER, 2022 PREMIUM MODELS AS LOW AS US$10,000/-.

	IMMEDIATE DELIVERY.

	BE A PROUD OWNER OF A WORLD-CLASS CAR.

	CALL NOW

	*** Conditions apply

	Next, if you scan the advertisement fully and read the complete details of that tiny ‘conditions apply’ it can make your hair stand up straight. For example, for the fictitious advertisement above the true details of the conditions apply can be like below.

	Delivery only in Tajikistan.

	Engine and painting not included.

	Assembly charges extra.

	Service station only in Alaska.

	Taxes, shipments, customs, and other levies are not included.

	All plastic, rubber, electrical, electronic, and glass parts are to be purchased separately.

	These terms are what are called the fine print, which are the real terms of the sale printed in a small, unreadable font. Ninety-nine percent of the customers buy goods and services by reading only the big glossy advertisements, false claims, marketing promises, etc., but fail to read or don’t bother to understand what is meant by a \*, ‘Conditions apply’, etc. See how easy it is to fool customers. And it is also a legal and official way to cheat customers of their money and get away with it. But you can’t be blamed if stupid, impatient customers are not willing to read the terms and conditions. It is entirely their fault if they do not use a magnifier or a microscope to read the entire advertisement.

	Shocking ads - Once in a while, create a shocking ad for some product. Or create surrogate or stealth ads for illegal products. Or have vulgarly dressed actors promote family products. People will be outraged. The media will go out of control. Bloggers will go berserk. The police may book cases. But you can still get away by calling it creative freedom. Or if you are a hard nut to crack then do a racist ad and get into more trouble for some time. Let some people sue for hurting sentiments. But don’t worry, it does not matter. Just make the product company act as if they are profusely apologizing for it. But the hidden advantage is your product or brand will get noticed countrywide or worldwide. Who cares if a bunch of sissies gets offended? People get offended no matter what you do or don’t do.

	Selling to youth - If you are selling products to the younger generation, exploit their youth fears fully. The ads you create must show they will become a loser, or all their friends will disappear, or bees will attack, or they will become bald and ugly, or they will lose their girlfriend or boyfriend, or they will become a social outcast, etc., if they don’t buy your products or services. This will ensure hordes of shrieking youngsters will rush to malls and supermarkets to buy your products.

	Marketing catfights - Once in a while, create an advertisement that
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