
INDEX

A
Adjective, brand equals,

26–29, 33
Ad schools, 271–272
Anvils, Acme® brand,

259
Apple computer, 23, 98, 100,

119, 134, 189

B
Barrie, Bob, 14, 202,

233–234
Bernbach, Bill, 140

on being provocative,
57–58

on execution, 9, 200
on formula, 14

on founding an agency, 5
on primary purpose, 67
on principles, 292
on the product, 30, 68
on research, 249
on truth, 6, 23

Body copy:
in ads, 98–106
avoiding long introductions

in, 101
basic structure of, 101
conversational style,

99–100
details in, 103
long-copy, 216–217,

281–282
Brands, 20–21, 134, 176

equals adjective, 26–29, 33
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Budgets, for television
commercials, 118, 123

Bullies, 223–224

C
Casting, in radio, 167–169
Charmin, 1, 2, 3, 8, 26
Chiat/Day, 118
Clichés, 153, 241
Clown suit, washing blood

out of, 233
Clutter, simplicity as the cure

for, 72–73
Communication Arts

magazine, 12, 89, 109,
114, 119, 151, 280,
300

Commercials:
radio, 149–172
TV, 127–129

Copy-testing. See Reading of
sheep entrails

Creative leverage, 189
Creative process, 21–24,

37–79, 82, 200
Crispin, Porter + Bogusky, 40,

56–57, 142, 182, 183, 185,
188

Cubicle plankton, 213

D
D&AD, 34, 114
Day in the life, 176–177
Design, 95
Details (in body copy), 103

sweating the, 105
Direct-response television,

131–147
“Doing a 360˚”, 212

E
Economist, The, 61–62, 93–94,

95, 96, 180, 184
Emotion, 43, 46, 143, 145, 151,

202, 203, 243–244, 260
Equity, 20
Exaggeration chip, 59–60

F
Fascism Lite, 264
Fenske, Mark, 266

on advertising, 302
on big ideas, 196
on defending work, 231
on DRTV, 144
on logic, 203
on open-mindedness, 30
on producing dead ads, 267

Foam Core Furnace, 209
Focus groups, 34, 217–222,

247–253
Fowler, David, 45, 107, 125,

245
Froggy Lady, 220–221

G
Gossage, Howard, 67, 78, 189
GSD&M, 40, 47, 187–188
Guerrilla advertising, 181,

189–190

H
Hacks, 224–227

on crack from Hackensack,
107

Hallway Beasts, 224–234
Hayden, Steve, 22
Headline, 84–95
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clichés, 92, 94
completing the visual,

88, 92
doing methodically,

84–89
negative, 254–255
puns in, avoid like 

plague, 84
Hogshead, Sally, 89, 107
Home for Tired Old 

Visuals, 55
Hour Gobbler, 232–234
Hughes, Mike, 114, 136, 293

I
Idea:

coming up with, 37–79
generation, 21–24,

112
getting from the

marketplace, 107–109
Linus Pauling on, 82
over the wall, 81

Index, that would be, um, this
page

Infomercials, 133, 142–147
Interning, 293
Interviewing, 286–295

K
Kestin, Janet, 107, 146–147,

194
Koncept Krusher 2000®,

217–222
Krone, Helmut, 7, 14

on design, 96–97
on how to do an 

ad, 37
on “new,” 199–200

L
Lamott, Anne, 43, 223
Lear, Mike, 187, 273
Literally, taking an idea,

258–262
Logic, 134–136, 141, 142, 145,

203, 244, 259–260
Logo, 57

ads without logos, 264
can you make it bigger?,

262–265

M
Martin Agency, 98, 114, 122,

136, 293
Martini, Yesman &

Longlunch, 214
McCabe, Ed, 15, 102, 150,

226, 274, 290
McElligott, Tom, 12, 74, 242,

285, 292
Meat Puppets, 209–214
Meetings, run from, 232–234
Metaphor:

ad examples, 62–64
description, 61
stop sign as, 69

MINI, 57, 174, 185–186,
274

Monahan, Tom, 39, 89, 169,
247, 255

Money, 227–228, 294

N
Naughty, on the value of

being, 183–188
New media, 175–196, 281
Nike, 61–62, 68, 200–201, 274,

302
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Norwegian Cruise Line,
189–190

O
One Show, 12, 24, 34, 72,

78–79, 89, 96, 109, 110,
114, 120, 175

Outdoor advertising, 74–78

P
Pablum Park, 214–217
People People®, 214–215
Planning, account, 31
Portfolio, 271–285
Positioning, description,

9, 29
Presentation, 239–247
Production, radio, 169–172
Protecting work, 253–266
Public Relations (PR),

191–192

R
Radio, 149–172

dialogue in, 157–160, 168
humor in, 151–155
jingles in (see poisonous

toads)
writing for, 150–163

Rectal itch, 451
Reductionism, 73–74
Research, 29, 217–222, 238,

247–253
arguments against

pretesting concepts,
248–250

creating “art,” 251–253
huge mistakes in, 250

S
Simplicity, 68–74

in billboards, 74–76
Cezanne on, 70
Henry David Thoreau 

on, 68
Maurice Saatchi on, 68
Michelangelo on, 69
in television, 118, 123

Sisyphus, 208–209
Slash Weasels, 230–232
Sound effects, in radio,

163–167
Story, 121, 125, 136, 144
Strategy, 21, 31–34, 37–38,

42–43, 181, 243
Stuck, what to do when

you’re, 106–111

T
Tag lines. See Schmag lines
Television commercials,

116–129
15-second, 127
visual solutions in,

120–121
Testing. See Research
Tommyrot, flimflam and,

141
Twitchell, James B., 143, 302

U
Unique selling proposition, 5

V
Viral, ad, 192–195
Visual:

clichés, 35, 55
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solutions in print, 46–47,
52–57

solutions in television, 120,
125

Voice:
in radio, 151–155
in writing, 100–102, 139

Voice-over, 167–171
Volkswagen, 6, 7, 8, 39, 50,

65–66, 101, 182, 250
Vonk, Nancy, 107, 146–147,

194

W
Wack Jobs, 230–232
Wasserman, Dick, 211, 243,

260
Whiners, 229–230
Whipple, 1–5, 8, 26, 112, 226,

257, 303
White, E.B., 102
Wieden & Kennedy, 123,

200
Writing, 43–44, 82–106, 118,

251

Index 329

15934_Sullivan_bindex_3p.r.qxp  1/2/08  10:13 AM  Page 329

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



15934_Sullivan_bindex_3p.r.qxp  1/2/08  10:13 AM  Page 330

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



15934_Sullivan_bindex_3p.r.qxp  1/2/08  10:13 AM  Page 331

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



15934_Sullivan_bindex_3p.r.qxp  1/2/08  10:13 AM  Page 332

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



15934_Sullivan_bindex_3p.r.qxp  1/2/08  10:13 AM  Page 333

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



15934_Sullivan_bindex_3p.r.qxp  1/2/08  10:13 AM  Page 334

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



15934_Sullivan_bindex_3p.r.qxp  1/2/08  10:13 AM  Page 335

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



15934_Sullivan_bindex_3p.r.qxp  1/2/08  10:13 AM  Page 336

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om


