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Основные понятия:

Краткое определение основных должностных позиций в рекламном агентстве (copywriter, art director, creative director, account manager, planner, media buyer) и используемой профессиональной терминологии (pitch, billing, brief, account, etc.).

THE LEXICON OF ADVERTISING 

Finally, before we begin, I thought it might be a good idea to put some of the terms I’ll be using into context. To an outsider, the language of advertising is baffling. You’ll have noticed for a start that adland is an impenetrable forest of initials. Perhaps in order to align themselves with lawyers and architects – or maybe to massage their egos – advertising people generally insist on putting their names on their doors. For an industry that specializes in creating memorable brands, this seems to be a spectacularly short-sighted policy. The result is that it’s hard to distinguish between a DDB, a BBDO, a BBH, a TBWA or a Euro RSCG. Part of my job will be to reveal the people behind the letters. 

On top of that, understanding the mechanics of an agency can present a challenge. Does a copywriter just write? What are the responsibilities of a planner? Who exactly does what at an advertising agency? It doesn’t help matters that, in an increasingly complex multimedia environment, many of the old job titles are beginning to lose their relevance or vanish completely. 

The notes that follow are by no means exhaustive, but they should help you to navigate the text more smoothly. If you already work in the industry, you now have the choice of either flipping the page, or reading on to see if I’ve made any glaring errors. 

Traditionally, then, the people with the most visible influence on the commercial landscape have been the creatives, or the creative department. Broadly speaking, these are the people who dream up the ads. The creative department is made up of a number of creative teams, each of which generally comprises a copywriter and an art director, with perhaps a support staff of junior copywriters and graphic designers. You might question the need for a copywriter in a world where most poster ads feature little more in the way of exposition than a logo, but this person does more than just write; and the art director Introduction 7 does more than merely illustrate. In fact, they work together to translate the client’s brief into an arresting piece of communication. Creative duos can work together for many years, moving from agency to agency together, and it’s not at all uncommon to hear them saying, ‘We’re like an old married couple.’ The creative teams usually report to a creative director. 

It is an advertising cliché that the scruffy creative department has an antagonistic relationship with the smooth-tongued account managers. In less enlightened times they were known as ‘account men’, whatever their gender. Occasionally disparaged as ‘suits’, they manage client relationships, are responsible for ensuring that the agency delivers on its promises, and ideally try to convince the marketing directors of instinctively conservative companies to run with risky creative ideas. (Timorousness among clients and an obsession with a quick return on investment are often blamed for declining creativity in the industry.) Account directors oversee a number of clients. 

Of underestimated importance is the planner, who represents the consumer in the creative process. Planners are skilled at observing consumer behaviour as well as analysing attitudes to a specific client’s type of product or service. With their ability to expose the tiniest niche into which a brand might squeeze, they often provide the insight that starts the creative team down a certain path. They combine the skills of trend-watchers, researchers and psychologists. More recently they have evolved into brand strategists who can provide the stimulus for an ambitious marketing campaign with long-term goals. 

When an agency is asked to tender for a piece of business, the process is known as a pitch. In advertising trade magazines, you’ll often read of agencies being on the pitch list for a client’s account. In order to help the agency prepare for the pitch – or devise a campaign – the client hands it a brief. The value of an account is usually expressed in billings: supposedly the total amount charged to the client, including production costs and fees. Although journalists often quote these figures, in reality only the agency and its client know how much an account is really worth. 

Meanwhile, media planners analyse when and where a client’s ad should be placed to ensure maximum impact among its target audience. Media buyers negotiate the purchase of advertising space. These tasks, which are often combined, used to be carried out within full-service agencies. As we’ll discover, by the late 1990s media strategy had 8 Adland become a metier in its own right, with large and profitable agencies dedicated to providing this service. The implications for the industry have been far-reaching. 

Back at the creative agency, production oversees the realization of the creative team’s vision. It is likely to liaise with an independent production company. Deadlines, invoices and numerous other administrative tasks that ensure the smooth running of the agency are handled by traffic. 

Naturally, the giant ad agencies that will dominate this story embrace many other functions and disciplines – but those I’ve mentioned should provide some bearings on our journey through adland. Now, in order to stretch that metaphor just a little bit further, let’s start at the most logical place. 
