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There's a new protocol for success in marketing, and it's been staring us in the face since at least 1964. That's when Ford Motor introduced the Mustang. 

The Mustang was a prime example of creative marketing -- positioning it as the first sports car for people who didn't want to drive sports cars. 

Here's the story, as told in The Fall of Advertising & the Rise of PR. 

News of the Mustang was leaked to the media almost a year before the car was formally introduced. Six months before the car was launched, Lee Iacocca, head of the Ford division, sent press kits to newspapers and magazines and asked journalists to preview the car. Soon after, 200 disc jockeys test drove the car and had white Mustangs at their disposal for a week. On April 13, 1964, the Mustang was publicly introduced in New York in conjunction with the opening of the Ford pavilion at the World's Fair. 

It wasn't long before Iacocca and the Mustang appeared on the covers of Time and Newsweek -- during the same week. In four months, 100,000 Mustangs were sold. In the first year, 400,000 were sold. In two years, the millionth Mustang was produced. 

What made the Mustang such a success? The answer, according to the authors, the father-daughter marketing consultant team of Al Ries and Laura Ries, was creative use of public relations, not advertising. 

To build a brand, the authors say, marketers first need public relations. They should follow these steps: create a category for the product. Find a celebrity spokesperson to testify for the product. Allow for a slow buildup of news concerning that product. If possible, set a launch date tied to an international event. 

After that, advertise to maintain the brand. So, despite the shocker of a title, this book is not about the demise of advertising and the birth of public relations. Rather, it's about the recognition of importance of public relations as a marketing tool in conjunction with, but not replacing, advertising. 

Misleading title aside, the authors argue convincingly, if somewhat repetitively, for public relations as the vanguard of a marketing campaign. They know how to write for an audience not just of marketers but also for anyone who has ever wondered at the strategy behind an advertising campaign. 

In a sense, this book began 30-some years ago with stories that Al Ries and Jack Trout wrote for Advertising Age. That series launched the concept of positioning -- getting a strategy, a spot fixed in people's minds about the product -- and evolved into the groundbreaking classic Positioning: The Battle for Your Mind. 

The big idea in the new book "is the reversal of roles. The idea is that public relations should come first and advertising second." They explain this idea with case histories covering all kinds of products, such as Budweiser, the Body Shop and Starbucks. 

The authors believe some advertising agencies get too caught up in their own creativity and lose their credibility. Unfortunately, these are often award-winning agencies with highly talented creative departments. Winning advertising award after advertising award, these departments sometimes lose sight of the forest for the trees. The Nissan toy commercial is a good example. 

Trying to sell cars by using Barbie, Ken and G.I. Joe lookalikes in toy cars, the commercial won all sorts of creative awards. The Nissan spot was the most-talked-about ad in 1996. But did the commercial win sales? No. Market share for Nissan went down 3% that year, the authors say. 

The authors, though, are not against creativity. They're against the way it's misused and overused. 

Creativity, they believe, should be used in the product's positioning -- in its public relations, where you establish a brand by creating a category. Starbucks, the first European-style coffee bar, is a good example. So is Mustang. 

With its provocative message, the book is witty, fast-paced and easy to read, as was Positioning: The Battle for Your Mind. 

But is this book as important as the earlier one? Probably not. Despite the title, the message isn't as groundbreaking. 

Will the new book be as successful? According to the authors' thinking, it should be. All that's needed is creative public relations, followed by credible advertising. The Fall of Advertising & the Rise of PR by Al Ries and Laura Ries 




