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CHAQUE CLIENT A
SON APPROCHE.
CHAQUE AGENCE,
SA PHILOSOPHIE.

IL N°Y A PAS UNE RECETTE MIRACLE,
SEULEMENT DIFFERENTES CROYANCES.







LA NAISSANCE DE LA
PUBLICITE AU QUEBEC

BCP est la premieéere agence francophone
au Canada.

Créée en 1963, a une époque ou la
plupart des agences au Québec ne sont
que des succursales d'agences
anglophones, BCP est cofondeée par
Jacques Bouchard qui exerce sa
fameuse theorie des lits jumeaux selon
laquelle les annonceurs ne doivent pas
s'adresser de la méme fagcon aux
anglophones et aux francophones.




LA NAISSANCE DE LA
PUBLICITE AU QUEBEC

A la téte de BCP et appliquant sa
théorie, Jacques Bouchard lance les
premieres grandes campagnes
québécoises et s’engage a toujours
mieux connaitre ses concitoyens. En
1978, il publie : Les 36 cordes sensibles
des Québécois, qui brosse un portrait
presque anthropologique de la socieéte.




L’APPROCHE
JACQUES BOUCHARD

Son livre, qui décrit la
culture unique d’ici, était
considéeré comme la bible
de la publicité au Québec
(pour clients & agences
basés a Toronto ou aux
Etats-Unis).

Concept du « twin bed »
marketing.

JACQUES BOUCHARD




L’APPROCHE
JACQUES BOUCHARD

Qu’est-ce que j’ai a dire ?
A qui dois-je le dire ?
J’ai combien d’argent pour le lui dire ?

On lui doit des slogans comme:

“Mon bikini, ma brosse a dents”,

"On est six millions, faut se parler”,
"Qu'est-ce qui fait donc chanter les petits
Simard?”,
“Pop-sac-a-vie-sau-sec-fi-co-pin” et

"On est 12 012 pour assurer votre confort".







BCP







Ogilvy & Mather
Advertising




L’APPROCHE OGILVY

Connaitre le produit

Promesse orientée sur la qualité du produit
Identifier le produit a un personnage
Démontrer Pefficacité

Son mantra suivait 4 principes : At Ogilvy, we take
a holistic look at
La recherche communications and
- - - - - - - h t i
Discipline Professionnelle = la discipline des from each discpline
connaissances to build a brand.

The BIG IDEA
Résultats pour des clients




DAVID OGILVY

Livre publié en 1963
David Ogilvy, un des plus grands
publicitaires de tous les temps,
vous livre ici ses secrets.
Christian Godefroy fait une
lecture de quelques extraits...
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 How to create advertising
that sells

by David Ogilvy

Ogilvy & Mather has created over
$1,480,000,000 worth of advertising,
and spent $4,900,000 tracking the
results.

Here, with all the dogmatism of
brevity, are 38 of the things we have
learned.

1. The most important decision. We have
learned that the effect of your advertising on your
sales depends more on this dedsion than on any
other: How should sou position your product?

Should you position SCHWEPPES as a soft
drink—or as a mixer?

Should you positionDOVE asa productfordry
skin or as a product which gets hands really clean?

- ‘The results of your campaign depend less on
how we write your advertising than on how your
product is positioned. It follows that positioning
should be decided before theadvertisingiscreated.

Research can help. Look before you leap.

2.Large promise. The second mostimportant
dedision is this: what should you promise the cus-
tomer? A promise is not a daim, or a theme, or a
slogan. Itis a benefit for the consumer: )

It pays to promise a benefit which is unique
and competitive. And the product must defiver the
benefit you promise.

Most advertising promises nothing. It is
doomed to fail in the marketplace.

“Promise, Jarge promise, is the soul of an ad-
vertisement”—said Samuel Johnson.

3. Brand image, Every advertisement should
contribute to the complex symbol which is the
brand image. Ninety-five percent of all advertising
is ereated ad hoc. Most products lack any consistent

‘We have been unable to establish any correla-
tion whatever between awards and sales.

At Ogilvy & Mather we now give an annual
award for the campaign which contributesthe most
to sales. .

Successful advertising sells the product with-
out drawing attention to itself. It rivets the
consumer’s attention on the product.

Makethe productthe hero of your advertising.

9. Psychological segmentation. Any good
agency knows how to position products for demo-
graphic segments of the market—for men, for
young children, for farmers in the South, etc.

But Ogilvy & Mather has learned that it often
pays to position products for psychological segments
of the market.

Our Mercedes-Benz advertising is positioned
to fit nonconformists who scoff at“status symbols”
and reject flimflam appeals to snobbery.

10. Don’t bury news. Itis easier to interest the
consumer in a product when it is new than at any
other pointin its life. Many copywriters have a fatal
instinct for burying news. This is why most adver-
tising for new products fzils to exploit the oppor-
tunity that genuine news provides.

Itpaystolaunch yournew productwithaloud
BOOM-BOOM.

11. Go the whole hog. Most advertising cam-
paigns are too complicated. They reflect a Jong list
of marketing objectives. They embrace the diver-
gent views of too many executives. By attempting
too many things, they achieve nothing.

Itpaystoboil downyourstrategy toonesimple
promise—and go the whole hog in delivering that
promise.

What works best in television
12, Testimonials: Avoidirrelevantcelebrities.

Py S,

But we never heard of an agency using musical
background under a new business presentation.

19.Stand-ups. Thestand-up pitchcan be effec-
tive, if itis delivered with straightforward honesty.

20.Burrof singalarity. Theaverage consumer
now sees 20,000 commerdals a year; poor dear.

Most of them slide off her memory like water
off a duck’s back.

Give your commerdals a flourish of singu-
larity, a burr that will stick in the consumer’s mind.
One such burr is the MNEMONIC DEVICE, or rele-
vant symbol ~like the crowns in our commercials
for Imperial Margarine.

21 Animation & cart Less than five per-
cent of television commerdials use cartoons or
animation. They are less persuasive than live com-
merdials.

The consumer cannot identify herself with
the character in the cartoon. And cartoons do not
invite belief.

However, Carson/Roberts, our partners in Los
Angeles, tell us that animation can be helpful when
you are talking to children.

They should know—they have addressed wiore than
six hundred commercials to children.

22. Salvage commercials. Many commercials
which test poorly can be salvaged.

The fauitsrevealed by thetestcanbecorrected.
We have doubled the effectiveness of a2 commercial
simply by re-editing it.

23. Factual vs. emotional. Factual commer-
cials tend to be more effective than emotional com-

‘merdals.

However, Ogilvy & Mather has made some
emotional commercials which havebeen successful
in the marketplace. Among these are our cam-
paigns for Maxwell House Coffee and Hershey's
Milk Chocolate,
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“At 60 miles an hour, the loudest noise in this new
Rolls-Royce comes from the electric clock”

30. Localize headlines. In local advertising it
paystoinclude the nameofthedtyinyourheadline.

31. Select your prospects. When you adver-
tise a product which is consumed only by a special
group, it pays to “flag” that group in your headline
—MOTHERS, BED-WETTERS, GOING TO EUROPE?

32. Yes, people read long copy. Readership
falls off rapidly up to fifty words, but drops very
little between fifty and five hundred words. (This
page contains 1909 words, and you are reading it.)

Ogilvy & Mather has used long copy—with
notable success — for Mercedes-Benz, Cessna Cita-
tion, Merrill Lynch and Shell gasoline.

“The more you tell, the more you sell”

33. Story appeal in picture. Ogilvy & Mather
has gotten notable results with photographs which
suggest a story. The reader glances at the photo-
graphand asks himself,"Whatgoeson here?" Then
he reads the copy to find out. .

Harold Rudolph called this magic element
“story appeal.” The more of it you inject into your
photograph, the more people look at your adver-
tisement.

Itis easier said than done.

34. Before & after. Before and After adver-
tisements are somewhatabove average in attention
value.

Any form of “visualized contrast” seems to
work well.

35. Photographs vs. artwork. Ogilvy & Mather
has found that photographs work better than draw-
ings—almost invariably.

They attract more readers, generate moreap-
petite appeal, are more believable, are better re-
membered, pull more coupons, and sell more
merchandise.




“At 60 miles an hour the loudest noise
in this new Rolls-Royce comes from
the electric clock”

What makes Rolls-Royce the best car in the world? “There is really no magic about it—

it is merely patient attention to detail,” says an eminent Rolls-Royce engineer
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Jet Engines and the Future

| Certain sirkines have chosen Ralls
Royce turbo-jess for thedr Boeing
07 and Dowglss DOF's. Rolls
Royce prop
Viscount, the Fairchild F.27 and

jots aze in the Vickens

the Grumman Gulfstream.
Redls-Royce
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Rolls Royce now employ 42,000

people and the compeny’s engi

meering experience does not seop
t motor <ars and jet engines
Ibere are Rolls Royce diesel and
pascline engines for many other

licagions.

The huge research and develop-

ment resources of the company
now at work on many projects for
the future, incloding muclear and

rocket propulsion.
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ROLISROYCE AND BENTLEY
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The man

A,\n RICAN MEN are beginning to re-
alize that it is ridiculous to buy good
suits and then spoil the effect by wearing

an ordinary, mass-produced shirt. Hence
the growing popularity of HATHAWAY

shirts, which are in a class by themselves.

HATHAWAY shirts wear infinitely long-
er—a matter of years. They make you
look younger and more distinguished, be-
cause of the subtle way HATHAWAY cut
collars. The whole shirt is tailored more
generausly, and is therefore more comfort-
able. 'The tails are longer, and stay in your

in the Hathaway shirt

maother-of-

trousers. The buttons are
pearl. Even the stitching has an ante-bel-
lum elegance about it.

Above all, HATHAWAY make
shirts of remarkable fabries, collected from
the four corners of the carth—Viyella and
Aertex from England, woolen taffita
from Scotland, Sea Island cotton from the
West Indies, hand-woven madras from
India, broadcloth from Manchester, linen
batiste from Paris, hand-blocked silks
from England, exclusive cottons from the
best weavers in America. You will geta

their

great deal of quiet satisfaction out of
wearing shirts which are in such impec-
cable taste.

HATHAWAY shirts are made by a small
company of dedicated craftsmen in the
little town of Waterville, Maine. They
have been at it, man and boy, for on¢ hun-
dred and fifteen years.

At better stor rwhere, or write
C. F. HATHAwWAY, Waterville, Maine,
for the name of your nearest store. In
New York, telephone MU 9-4157. Prices
from $5.50 to $25.00.
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L’APPROCHE SAATCHI
& SAATCHI

lovémarks

Pour survivre, les grandes marques doivent
susciter une fidélité allant au-dela de Ia raison.
C’est pour elles le seul moyen de ne pas se
fondre dans la masse informe des millions de
marques sans avenir. Le secret pour y arriver ?
S'entourer de mystere, de sensualité et
d'intimité. C'est un engagement passionné dans
ces trois concepts forts qui crée les Lovemarks
et dessine I'avenir de la marque.




L’APPROCHE SAATCHI
& SAATCHI

Jovémark

Creating Lovemarks is all about the
ability to understand consumers’
dreams, to know what they want and
when they want it and to create
great experiences that make your
brand a part of their lives.

— Kevin Retrerls —

AZ QUOTES




L’APPROCHE SAATCHI
& SAATCHI

lovémarks

" Kevin Roberts est convaincu que I'amour sera
un élément clé du succes des entreprises.
C’est une approche originale du monde des
affaires. Il relate le grand bouleversement qui a
conduit des produits aux marques en passant
par les trademarks, pour nous presser d'évoluer
vers lI'étape suivante : les Lovemarks.




L’APPROCHE SAATCHI
& SAATCHI

lovémarks

BRANDS LOVEMARKS
Low Love High Love
High Respect High Respect

FADS
High Love
Low Respect

PRODUCTS
Low Love
Low Respect
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Most major brands are This is your goal. Deep

stuck here. Sure, tl/\ey OFFCV' emotional connections
FMV\Ct('OV\al bel’\eﬁts, but l't Wltl’\ gouy‘ target

stops there. Consumers customer. You create

need them, but do not real, impactful value

crave or love them. Think
Cascade detergent, Arm &

and they pay you back
with loyalty and love.

Hammer Baking Soda.
BRANDS LOVEMARK’S’/
Low Love High Love

High Respect High Respect

PRODUCTS

Low Love
r’ Low Respect

Commodities like

FADS

High Love
Low Respect

. v It can be fun to get
Public Utilities are heve, but you won't

in this quadrant. stick and you won't be
You do NOT want remembered next
to be here. month or next year,
like hairstyles & pop
stars.




L’APPROCHE SAATCHI
& SAATCHI

lovémarks

L'auteur porte un regard acereé et critique sur
les marques qui ne peut laisser indifférent. Son
constat est simple : les marques sont a bout de
souffle.

La solution ? Développer des produits et des
experiences qui créent des relations
émotionnelles a long terme avec les
consommateurs. L'idée que la marque
appartient aux consommateurs, et non aux
entreprises, est fondamentale.




L’APPROCHE SAATCHI &
SAATCHI

Peak Performance

It’s our belief that Peak Performance

calls for love and passion. Peak Performers love
what

they do. Love doing what they do better. And better
than anyone else. They live in the now.

They think in the next. Peak Performers dream it.
Then they do it. Then they aim higher. We practice
Peak Performance at Saatchi & Saatchi.

Another Big Ildea

We believe ideas have the power to change the
world.

Not just philosophically, but practically.




LOVEMARK - APPLE

Introducing Macintosh.
For the rest of us.
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LOVEMARK - APPLE
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Think different;




LOVEMARK - APPLE
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LOVEMARK - APPLE

And the award for
Best Home Movie goes to...







LOVEMARK - APPLE
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DE LA TALKVALUE A
LA SHAREVALUE

Bill Bernbach avait initié la premieére révolution créative en transformant
profondément les méthodes, Porganisation et le concept méme de création
publicitaire. Au coeur de son idée régnait la certitude que la créativité était la source
d’efficacité la plus puissante du business. Nous en sommes évidemment les héritiers.

SOCIAL

creativity to develop ideas
that people want to play with,
participate in, and pass on.

Une seconde révolution est aujourd’hui nécessaire. Transformer notre fagon de
concevoir le métier, d’envisager la création sont au coeur de la vie de DDB’° . Cette
nouvelle révolution porte un nom : Social Creativity.




BILL BERNBACH

This Volkswogen missed the boot.

The chrome sirip on the glove comportment
is blemished ond must be reploced. Chonces
are you wouldn't hove noficed it; Inspector
Kurt Kroner did.

There ore 3,389 men ot our Wolisburg foc-
tory with only one job: to inspect Volkswogens
ateachstoge of p ion. 13000

Lemon.

thon cors)

Every shock obsorber is tested (spot check-
ing won't do), every windshield is sconned.
VWs hove been rejected for surfoce scrotches
barely visible to the eye.

Finol inspection is reclly somethingl YW
inspectors run each cor off the line onto the

are produced doaily; there ore more inspectors

lcor tost stond), tote up 189
check points, gun chead to the cutomatic

© 1w v

broke stond, ond soy “no™ to one VW out of
fifty.

This preoccupofion with detoil meons the
VW losts longer ond requires loss mainte-
nence, by ond lorge, than other cors. (it olso

moons o used VW depreciotes
less thon any other cor)

We pluck the lemons; you get
the plums.




DDB’

Introducing
Social

Chez un individu, rien n’est plus fondamental
que sa relation aux autres. Aujourd’hui ce
besoin fondamental peut étre assouvi en temps
réel, tout le temps, partout et massivement.
Pour exister dans la vie des gens, les marques
doivent faire partie de cette vie sociale élargie
et intensifiée.




DDB’

Introducing
Social

Dans un monde hyper-connecté, ou chacun peut
créer, controler et distribuer ses propres
contenus, ou les réseaux sociaux influencent
les comportements individuels plus qu’on ne
Pimaginait auparavant, il n’est plus suffisant
d’élaborer un message a destination d’un
individu.




DDB’

Introducing
Social

Quel que soit les médias, y compris les médias
classiques, il faut desormais produire des idées
suffisamment intéressantes et marquantes pour
donner envie de parler, partager, recommander,
détourner, participer, jouer, supporter, changer,
apprendre, créetr...




DDB’

Introducing
Social

Ce que Pon doit produire aujourd’hui doit étre
intrinsequement « social ». Des idees qui
cherchent a déclencher une réaction et
posseéedent une réelle « interface » sociale. Du
contenu qui encourage la participation et le
partage. Du contenu qui construit des
communauteés autour des marques.




DDB’

Introducing
Social

Bref, Pobjectif est de faire en sorte que les gens
accordent de la valeur, de Pattention et du
temps a ce que PPon produit, sans uniquement le

subir.




DDB’

Introducing
Social

Une créativitée qui connecte non seulement les
gens aux marques et mais aussi les gens entre
eux, une créativité au service de la production
d’idées avec lesquelles les gens veulent jouer,
auxquelles ils veulent participer et qu’ils
veulent partager, c’est ce que DDB° appelle la
Social Creativity.




DDB’

Introducing
Social

De la TalkValue® a la ShareValue

On a toujours pensé que les meilleures
créations étaient celles dont les gens parlaient
le plus. Aujourd’hui, DDB° demande aussi a ses
équipes de produire des créations que les gens
ont envie de partager parce qu’elles sont
droles, interactives, intelligentes, innovantes,
émotionnelles ou simplement utiles. Et, dans un
monde qui change aussi vite, créer du contenu
avec de la ShareValue demande encore plus de
créativite.




DDB’

Introducing
Social

Il ne s’agit pas alors de developper des
créations et des stratégies digitales mais des
créations et des stratégies efficaces a Pere du
digital. Et plus fondamentalement, et quel que
soit le media, il s’agit de produire des idées qui
laissent de la place aux gens.




DDB’

Introducing
Social

« Creativity is the most powerful force in
business » - Bill Bernbach, 1955

« Social Creativity is the most powerful force in
business in the digital age » - DDB" , 2013.



















LA DISRUPTION PAR
TBWA \

La Convention.

C'est I'étape ou I'on détecte les conventions
d'une marque, les présupposeés du marche,
les habitudes, les facons de faire, le sens
commun, I'état des choses.




LA DISRUPTION PAR
TBWA \

La Disruption.

A cette étape on passe les conventions au
microscope et I'on se doit de les analyser :
lesquelles sont immuables, lesquelles
peuvent changer. Il faut alors chercher de
nouvelles hypothéses et donc des idées
pouvant réellement représenter une
disruption.




LA DISRUPTION PAR
TBWA \

La Vision.
Il s'agit ici de trouver le moyen de destabiliser

les conventions tout en demeurant en
adéquation avec l'essence de la marque. Il
faut alors formuler la vision pour qu'elle
représente un saut dans le futur.




La c’est deécider la
ou I'on veut aller demain

L’idée c’est
trouver l'idée créative
qui permet de passer
vite et efficacement d’hier
a ma vision de demain

La c’est
observer les préjugés et
idées recues qui forgent
la pensée.



TBWA










