
Boy, things have gone pear-shaped for account people. We've become an amalgamation

of the Tin Man, the Straw Man and the Cowardly Lion. The planners do the thinking for us,

the creative people present the work, and our job is to carry the bags and buy the booze.

Well, I don't like this. Great account-handling is vital. It can stop the media department

planning the media before anyone's written a strategy. It can make the planners come up

with something special or agree that there isn't anything special to come up with.

And it can push the creative people to heights they never dreamt of. And, if they trust us

enough, we can even turn down the mediocrity of which everyone is capable. Maybe we

can even push the client into buying something that they are very nervous of, but which

in the end works wonderfully.

Since I started life as an account man, perhaps on this subject I can be excused for giving

a few very specific tips.

Many years ago a client, the top man at EMI Records, told me that you can almost always

tell the date a person got married by looking at their record collection, because the

collection usually stops at the same time as the marriage starts. So my first tip is to spend

as much time as you possibly can studying everything around you. Music. Film. Theatre.

Television. Architecture. Design. Fashion. Photography. And, of course other people's

commercials. If you do, you will frequently be one step ahead of your clients, who may

not have the time to do so. And you will be less likely to be surprised when you see an

advertising campaign based specifically on a modern trend or event.

My second tip is to be very careful about where you live. All too often, I have found that

people in our business, having reached a position of some importance, remove them-

selves to a large property in the country as far away as possible from the consumers they

are talking to. This is self-evidently foolish. How can you talk to people if you don't

know how they live?

Finally, and above all, let’s leave the characters from The Wizard of Oz behind. Let's stand

up and be counted again. After all, we should be able to think, we should know a good

ad from a bad ad, and we should be salesmen. Otherwise, we're in the wrong business.

“It’s better to die on your feet
than live on your knees”

Emiliano Zapata, 1936
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