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The ad business is in the dumps these days, and advertisers are putting more and more pressure on agencies to come up with creative ads that will stand out amid the clutter. A better solution to declining ad effectiveness, say these two consultants, is to rethink ideas on brand building altogether. Consumers are learning about new products increasingly from articles and other media sources, while advertising, though pervasive, has decreasing influence and credibility. As a result, the authors provocatively argue, the only reliable way to build a brand now is to have publicists get “objective” media to cover it. To do that, companies should promote their products as defining whole new categories – however narrow – because reporters are eager to talk about what’s new. The Rieses don’t expect brand advertising to go away, but they argue that it should be reserved for promoting mature brands that are no longer newsworthy. And they say it works best when it closely follows, rather than creatively renews, images driven by publicity. The argument isn’t perfect – the authors concede exceptions such as Absolut Vodka – but on the whole the books makes a plausible case in an engaging, example-rich style. 


