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To Dennis Tobolski, Patrick Kung, and Vincent Wong



Practical experience in itself is of little use unless
it forms the basis of reflection and thought.

—Bernard Law Montgomery
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Preface

This book (like its first edition) is dedicated to three computer experts,
Dennis Tobolski, Patrick Kung, and Vincent Wong. These are the people
who made it possible for me to make sense of the rich and complex
information on consumer buying and television viewing that had been
collected for two years by A.C. Nielsen. They were therefore instru-
mental in giving me access to the data on which this book is based.
Before I began to work on the Nielsen figures in 1993, I had a fairly
clear idea of the type of analysis that was going to be needed, but I did
not have the faintest idea how to generate and cluster the information in
the way I wanted. The three people to whom the book is dedicated turned
my vision of how the figures should be related to one another into the
reality of robust statistical tables.

Four other people—all personal friends—also deserve mention be-
cause of their influence on this work. They are Timothy Joyce, Colin
McDonald, Simon Broadbent, and Erwin Ephron. Erwin Ephron is the
sole American in the company of three Britishers, in addition to myself
(and I have dual nationality).

Timothy Joyce (who died in 1997) was intellectually the most re-
markable market researcher I have ever known. He left Cambridge with
a PhD in philosophy and did not enter the world of survey research until
he was in his late twenties, when he joined the British Market Research
Bureau (BMRB), the research arm of the London branch of the leading
American advertising agency J. Walter Thompson (JWT). I had also



xvi     PREFACE

worked at BMRB, and I spent most of my advertising career with J.
Walter Thompson. At the beginning of his career, Timothy Joyce dem-
onstrated his originality by attacking the key problem faced by people
who want to find out how advertising works. He constructed a device
that later became known as the advertising planning index (API), which
collected aggregated data on the buying of brands and the amount of
advertising for those same brands.

The API led directly to the now well-established American research
systems run by the Simmons Market Research Bureau (SMRB) and
Mediamark Research Inc. (MRI), both of which were also started by
Timothy Joyce. These research services are today indispensable for all
advertising media planners in the United States.

However, these systems fall short of the method of pure single-source
research: the special and particularly expensive technique on which this
book is based. However, in the early 1960s, Timothy Joyce had begun to
think about how to apply this more rigorous and difficult method, and
he managed to find the funds (from JWT London) to launch an experi-
mental research program in 1966. (This test is described in Appendix
B.) Timothy Joyce joined A.C. Nielsen in the United States during the
early 1990s, and he called on me to develop the pure single-source tech-
nique on a broad scale, using A.C. Nielsen data. This was an enormous
professional opportunity for me, and from the beginning I was fasci-
nated by it.

The second person I must mention is Colin McDonald, who actually
carried out this first experiment in pure single-source research at BMRB.
This was a work of seminal importance that led to much debate and
action, although—astonishingly—it was not replicated until my own
much larger-scale work that was reported in the first edition of this book,
published in 1995. This shows a delay of almost thirty years! Colin
McDonald had studied “Greats” (i.e., the Greek and Roman classics and
philosophy) at Oxford: a fact that demonstrates yet again the value of an
education rooted in the humanities.

My third friend was Simon Broadbent, who was educated at both
Oxford and Cambridge. He built his career at the Leo Burnett advertis-
ing agency in London and Chicago, and his work was concentrated es-
sentially on advertising’s longer-term effects. Simon Broadbent was the
guru of advertising research in Britain. He was a widely published au-
thor and a very influential figure.

He and I disagreed about how we thought advertising works. I am
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totally convinced that advertising must generate an immediate jolt to
sales before it can be expected to produce any further effect, and all the
evidence in this book points to this fact. On the other hand, Simon
Broadbent believed that advertising’s effect is felt exclusively in the
long term, and he developed an independent variable, which he called
AdStock, to be used in econometric models. This is a figure that repre-
sents the lingering but decaying influence of each brand’s advertising
on its sales. He stimulated my own thinking about the long-term effects
of advertising, and in 2002 I published a book on the subject based on
broad-scale econometric data.1 Simon Broadbent had earlier published
a book titled When to Advertise,2 in which he devoted a chapter substan-
tially to my work. The first section of this chapter has the title “John
Philip Jones and ‘Once Is Enough.’” He reviewed my research fairly,
but he disagreed with much of it. He and I were personally very close
until his death in 2002.

My fourth friend and colleague, Erwin Ephron, will appear later in
this preface.

When my work on pure single-source research had been completed, I
made a number of presentations to audiences of research and advertis-
ing practitioners, and I began to publish papers in professional journals.
With the first appearance of this book, there was a torrent of interest.
Many respected figures in research and advertising in different coun-
tries made warm and occasionally flattering comments. I do not wish to
belabor the degree of support I received, but I was particularly gratified
to hear the following comment from Michael Naples, at the time presi-
dent of the Advertising Research Foundation, an independent body
funded by the largest organizations in the advertising industry. It is by
far the leading advertising research organization in the world, and it
publishes the Journal of Advertising Research, the preeminent publica-
tion in its field. This is what Naples said:

In this book, Jones continues the important work he began in 1986
with the publication of What’s in a Name? His new book remarkably
extends his data-intensive examination of advertising’s productivity, and
in the process turns what others have viewed as data overload into a Single-
Source data mother lode. Astonishingly, he succeeds in putting advertis-
ing exposure effects under a microscope every bit as powerful as that
which the original UPC Code Scanner Data did for short-term promotion
measurement. His accomplishment is one to which no one else has yet
been able to lay claim.3
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However, as a corrective, I am equally proud of a letter I received
from David Ogilvy, who during the latter part of the twentieth century
was the most respected advertising figure in the world. His brief and
charming letter to me made it perfectly clear that he was totally unable
to understand anything I had written in the book! This letter is repro-
duced in facsimile at the end of Chapter 6.

Two important research-related developments took place following
the first edition of When Ads Work. The first was that the research was
replicated in Japan and at least five countries in Europe. This multina-
tional research confirmed my original findings to a most striking de-
gree. (See Chapter 3.) When Ads Work had high sales for such a specialist
work, and it sold in all English-speaking markets. Special editions were
also published, translated into Spanish, Portuguese, Japanese, Chinese,
Korean, Arabic, and Turkish.

The second thing that happened was the direct result of a key finding
of my research. This was that advertising, if it is creatively effective,
generates sales from a single exposure, and if the advertiser runs the
advertising more often than once during the few days before the brand is
bought, these incremental exposures work with sharply declining effi-
ciency. It follows from this important insight that it is uneconomic to
pile up advertising pressure in the few days before purchasing takes
place. This had been precisely the strategy of most advertisers before
the lessons of When Ads Work began to sink in. The research that is
directly relevant to media planning appears in Chapter 5.

This firm evidence was used by Erwin Ephron, the fourth of my friends,
when he developed and began to propagate the theory of continuity plan-
ning, a clearly articulated doctrine that recommends reducing the level
of media concentration below what used to be considered necessary,
and redeploying the money saved by stretching it over more weeks of
the year.

It is not an exaggeration to say that continuity planning has revolu-
tionized media strategy in the United States and in many other coun-
tries. It is a policy now applied by most major advertisers. And there is
good evidence from many case studies that it is more cost-efficient than
any strategy of concentrated media pressure. (Some of these cases are
described in Chapter 5.) Continuity planning has led to a change in the
pattern of media spending for advertisers whose combined budgets can
be measured in billions of dollars. This change was the direct result of
the vision and energy of Erwin Ephron and the way he managed to
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exploit the supporting evidence that I had supplied and that was first
published in When Ads Work.

In the first edition, I expressed thanks to a number of other friends for
their valuable contributions when they reviewed the text. I repeat their
names here: the late Leo Bogart, Richard Burton, Steve Coffey, Andrew
Ehrenburg, Kelly Forrest, Michael Naples, Andrew Tarshis, and the late
William Weilbacher.

Finally, I reserve my most profound thanks to my wife, Wendy. With
both editions of this book, she transformed my scrappy writing and con-
stant corrections into impeccable manuscripts with her usual skill, me-
ticulous care, and a most remarkable degree of patience.

This second edition of When Ads Work is structured in the same way
as the first edition, but there has been a good deal of change in the text.

Part I: Facts Replace Theory. This first part of the book has been
substantially rewritten in order to clarify my description of the data and
to incorporate the findings of the many pieces of research using the
same technique that have been published since the 1st Edition came out.
Part 1 in the second edition is longer than in the first edition.

Part II: Evidence for Part I: Seventy-Eight Brands Dissected. This
part of the book clusters the brands I researched into four groups, named
Alpha One, Alpha Two, Beta, and Gamma. The selection was based on
the relative effectiveness of each brand’s advertising. This part is sub-
stantially unchanged from the first edition, although it has been slightly
shortened.

Appendixes. One appendix has been omitted in the second edition.
But the remaining five appendixes are unchanged. These are an impor-
tant part of the book, and I advise readers to study them carefully.

Notes

1. John Philip Jones, The Ultimate Secrets of Advertising (Thousand Oaks, CA: Sage
Publications, 2002).

2. Simon Broadbent, When to Advertise (Henley-on-Thames, UK: Admap Publica-
tions, in association with the Incorporated Society of British Advertisers and the Insti-
tute of Practitioners in Advertising, 1999).

3. This quotation appears on the dust jacket of the first edition of When Ads Work.
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——— 1 ———

The Single-Source Breakthrough

This book is concerned exclusively with sales and how advertising in-
fluences them. To make this point more precisely, I believe that adver-
tising works only when it influences consumer purchasing behavior. This
does not mean only that nonbuyers must be persuaded to become first-
time buyers, nor that current buyers should be persuaded to buy more of
the brand than before. On the contrary, advertising can sometimes be
effective if it helps maintain a brand’s existing users and their buying
levels. This is known technically as protecting the brand’s franchise and
keeping up the current levels of purchase frequency. Advertising can
even work if sales are going down as a result of competitive pressure on
the brand in the market place, because effective advertising may be help-
ing to slow this process. Finally, a behavioral effect can be felt if buyers
are persuaded to pay a premium price for an advertised brand, even
though sales in units may not necessarily be increasing.

There is a large and well-established research industry engaged in
measuring the psychological impact of advertising campaigns: their ef-
fect on brand awareness, image attributes, and advertising recall—that
is, whether consumers can remember the brand name, what qualities
they associate with the brand, and what features of the brand’s advertis-
ing have remained in their minds. These measures are most commonly
used as substitutes for sales measures in the widespread belief that it is
too difficult to measure reliably advertising’s contribution to sales. I do

3


