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Confessions Of An Advertising Man
An intimate and profound reckoning with the changes buffeting the $2 trillion global advertising and marketing business
from the perspective of its most powerful players, by the bestselling author of Googled Advertising and marketing touches
on every corner of our lives, and the industry is the invisible fuel powering almost all media. Complain about it though we
might, without it the world would be a darker place. But of all the industries wracked by change in the digital age, few
have been turned on their heads as dramatically as this one. Mad Men are turning into Math Men (and women--though
too few), an instinctual art is transforming into a science, and we are a long way from the days of Don Draper. Frenemies
is Ken Auletta's reckoning with an industry under existential assault. He enters the rooms of the ad world's most
important players, meeting the old guard as well as new powers and power brokers, investigating their perspectives. It's
essential reading, not simply because of what it reveals about this world, but because of the potential consequences: the
survival of media as we know it depends on the money generated by advertising and marketing--revenue that is in peril in
the face of technological changes and the fraying trust between the industry's key players.
Kelso challenges readers to reflect on the social impact of advertising from multiple perspectives. Topics include but are
not limited to: a history of modern advertising in the US, how advertising can privilege or marginalize social constructions
of identity, the problematic targeting of children, and the masks behind corporate advertising.
This volume contains his two landmark books. Scientific Advertising--the classic primer still read by today's top
copywriters--was originally written in 1923. Four years later, he finished his autobiography, My Life in Advertising.
The inspiration for the major motion picture, THE IRISHMAN. Includes an Epilogue and a Conclusion that detail
substantial post-publication corroboration of Frank Sheeran's confessions to the killings of Jimmy Hoffa and Joey Gallo.
“Sheeran’s confession that he killed Hoffa in the manner described in the book is supported by the forensic evidence, is
entirely credible, and solves the Hoffa mystery.” — Michael Baden M.D., former Chief Medical Examiner of the City of
New York “Charles Brandt has solved the Hoffa mystery.” —Professor Arthur Sloane, author of Hoffa “It’s all true.” —
New York Police Department organized crime homicide detective Joe Coffey "I heard you paint houses" are the first
words Jimmy Hoffa ever spoke to Frank "the Irishman" Sheeran. To paint a house is to kill a man. The paint is the blood
that splatters on the walls and floors. In the course of nearly five years of recorded interviews, Frank Sheeran confessed
to Charles Brandt that he handled more than twenty-five hits for the mob, and for his friend Hoffa. He also provided
intriguing information about the Mafia's role in the murder of JFK. Sheeran learned to kill in the US Army, where he saw
an astonishing 411 days of active combat duty in Italy during World War II. After returning home he became a hustler and
hit man, working for legendary crime boss Russell Bufalino. Eventually Sheeran would rise to a position of such
prominence that in a RICO suit the US government would name him as one of only two non-Italians in conspiracy with
the Commission of La Cosa Nostra, alongside the likes of Anthony "Tony Pro" Provenzano and Anthony "Fat Tony"
Salerno. When Bufalino ordered Sheeran to kill Hoffa, the Irishman did the deed, knowing that if he had refused he would
have been killed himself. Charles Brandt's page-turner has become a true crime classic.
The brilliant, private insights of the bestselling "father of advertising," David Ogilvy.
Taking a cue from AMC's award-winning drama Mad Men, provides a visual history of the key major ad campaigns of the
1950s and 1960s and the people behind them who kicked off the Creative Revolution.
A comprehensive collection of lifestyle information, including tips on eating, exercising, and fashion.
A candid and indispensable primer on all aspects of advertising from the man Time has called "the most sought after
wizard in the business." Told with brutal candor and prodigal generosity, David Ogilvy reveals: • How to get a job in
advertising • How to choose an agency for your product • The secrets behind advertising that works • How to write
successful copy—and get people to read it • Eighteen miracles of research • What advertising can do for charities And
much, much more.
In 1970 Jerry Della Femina wrote this gossip-filled, insider's account of working on Madison Avenue during the golden
age of advertising. It caused a sensation, became a bestseller and established itself as a cult classic. Years later it
inspired the multi-award-winning drama 'Mad Men'.
The bestselling author of No Logo shows how the global "free market" has exploited crises and shock for three decades,
from Chile to Iraq In her groundbreaking reporting, Naomi Klein introduced the term "disaster capitalism." Whether
covering Baghdad after the U.S. occupation, Sri Lanka in the wake of the tsunami, or New Orleans post-Katrina, she
witnessed something remarkably similar. People still reeling from catastrophe were being hit again, this time with
economic "shock treatment," losing their land and homes to rapid-fire corporate makeovers. The Shock Doctrine retells
the story of the most dominant ideology of our time, Milton Friedman's free market economic revolution. In contrast to the
popular myth of this movement's peaceful global victory, Klein shows how it has exploited moments of shock and
extreme violence in order to implement its economic policies in so many parts of the world from Latin America and
Eastern Europe to South Africa, Russia, and Iraq. At the core of disaster capitalism is the use of cataclysmic events to
advance radical privatization combined with the privatization of the disaster response itself. Klein argues that by
capitalizing on crises, created by nature or war, the disaster capitalism complex now exists as a booming new economy,
and is the violent culmination of a radical economic project that has been incubating for fifty years.
A powerful depiction of racial tensions arising over the death of a Cajun farmer at the hands of a black man--set on a
Louisiana sugarcane plantation in the 1970s. The Village Voice called A Gathering of Old Men “the best-written novel on
Southern race relations in over a decade.”
Scientific Advertising in a Digital World, is based on the popular marketing book "Scientific Advertising" by Claude
Hopkins (1928). Hopkins version was written in language of the period, using words which may be unfamiliar or have
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slightly different meaning than commonly used today. Hopkins is a recommend read by many advertising geniuses than
any other advertisement book.
Distilling the wisdom of the world’s greatest advertisers, direct marketing expert Craig Simpson delivers an education on
direct marketing and advertising copy that creates brand awareness, sells products, and keeps customers engaged.
Walks readers through time-tested methods of creating effective ad copy that increases profits. Dissects the principles of
legendary marketers like Robert Collier, Claude Hopkins, John Caples, and David Ogilvy.
Confessions of an Advertising Man is a 1963 book by David Ogilvy. It is considered required reading in many advertising
classes in the United States. Ogilvy was partly an advertising copywriter, and the book is written as though the entire
book was advertising copy. It contains eleven sections: How to Manage an Advertising Agency How to Get Clients How
to Keep Clients How to be a Good Client How to Build Great Campaigns How to Write Potent Copy How to Illustrate
Advertisements and Posters How to Make Good Television Commercials How to Make Good Campaigns for Food
Products, Tourist Destinations and Proprietary Medicines How to Rise to the Top of the Tree Should Advertising Be
Abolished? In August 1963, 5000 copies of the book were printed. By 2008, more than 1,000,000 copies had been
printed.
INSTANT NEW YORK TIMES BESTSELLER An urgent primer on race and racism, from the host of the viral hit video
series “Uncomfortable Conversations with a Black Man” “You cannot fix a problem you do not know you have.” So
begins Emmanuel Acho in his essential guide to the truths Americans need to know to address the systemic racism that
has recently electrified protests in all fifty states. “There is a fix,” Acho says. “But in order to access it, we’re going to
have to have some uncomfortable conversations.” In Uncomfortable Conversations With a Black Man, Acho takes on all
the questions, large and small, insensitive and taboo, many white Americans are afraid to ask—yet which all Americans
need the answers to, now more than ever. With the same open-hearted generosity that has made his video series a
phenomenon, Acho explains the vital core of such fraught concepts as white privilege, cultural appropriation, and
“reverse racism.” In his own words, he provides a space of compassion and understanding in a discussion that can lack
both. He asks only for the reader’s curiosity—but along the way, he will galvanize all of us to join the antiracist fight.
Confessions of an Advertising Man is the distillation of all the successful Ogilvy concepts, tactics and techniques that
made this book an international bestseller. Regarded as the father of modern advertising, David Ogilvy created some of
the most memorable advertising campaigns that set the standard for others to follow. Anyone aspiring to be a good
manager in any kind of business should read this.
The world’s foremost expert on pricing strategy shows how this mysterious process works and how to maximize value through
pricing to company and customer. In all walks of life, we constantly make decisions about whether something is worth our money
or our time, or try to convince others to part with their money or their time. Price is the place where value and money meet. From
the global release of the latest electronic gadget to the bewildering gyrations of oil futures to markdowns at the bargain store, price
is the most powerful and pervasive economic force in our day-to-day lives and one of the least understood. The recipe for
successful pricing often sounds like an exotic cocktail, with equal parts psychology, economics, strategy, tools and incentives
stirred up together, usually with just enough math to sour the taste. That leads managers to water down the drink with hunches
and rules of thumb, or leave out the parts with which they don’t feel comfortable. While this makes for a sweeter drink, it often
lacks the punch to have an impact on the customer or on the business. It doesn’t have to be that way, though, as Hermann Simon
illustrates through dozens of stories collected over four decades in the trenches and behind the scenes. A world-renowned
speaker on pricing and a trusted advisor to Fortune 500 executives, Simon’s lifelong journey has taken him from rural farmers’
markets, to a distinguished academic career, to a long second career as an entrepreneur and management consultant to
companies large and small throughout the world. Along the way, he has learned from Nobel Prize winners and leading
management gurus, and helped countless managers and executives use pricing as a way to create new markets, grow their
businesses and gain a sustained competitive advantage. He also learned some tough personal lessons about value, how people
perceive it, and how people profit from it. In this engaging and practical narrative, Simon leaves nothing out of the pricing cocktail,
but still makes it go down smoothly and leaves you wanting to learn more and do more—as a consumer or as a business person.
You will never look at pricing the same way again.
Confessions of an Advertising ManSouthbank Pub
Perkins, a former chief economist at a Boston strategic-consulting firm, confesses he was an "economic hit man" for 10 years,
helping U.S. intelligence agencies and multinationals cajole and blackmail foreign leaders into serving U.S. foreign policy and
awarding lucrative contracts to American business.
It shook up the world of marketing with all the force of a 20-megaton bomb, and now, two decades later, Positioning is still as fresh
and, perhaps, even more relevant, for advertisers in the New Economy. To commemorate the 20th anniversary of the classic book
that changed an industry, McGraw-Hill has reunited mavens of marketing Al Ries and Jack Trout to make available to another
generation of advertisers the book that forever changed the way advertising is done.The 20th Anniversary Edition features
commentary from the authors that offers fresh insight into why positioning a product in a prospective customer's mind is still the
most important strategy in business. Ries and Trout look back over two decades of campaigns, offering penetrating analyses of
some of the most phenomenal successes and unbelievable failures in advertising history.The first book to deal with the problems
of communicating to a skeptical, over-communicated public, Positioning describes a revolutionary approach to creating a position
in a prospective customer's mind that reflects a company's own strengths and weaknesses as well as those of its competitors.
Writing in their trademark witty, fast-paced style, Ries and Trout explain how to position an industry leader so that it gets into
people's minds and stays there, how to position a follower so that it can occupy a space not claimed by the leader, and how to
avoid letting a second product ride on the coattails of an established one.
This is the true story, as told to the doctor who looked after him just before he died, of the life of one of the last traditional yakuza in
Japan. It wasn’t a "good" life, in either sense of the word, but it was an adventurous one; and the tale he has to tell presents an
honest and oddly attractive picture of an insider in that separate, unofficial world. In his low, hoarse voice, he describes the
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random events that led the son of a prosperous country shopkeeper to become a member, and ultimately the leader, of a gang
organizing illegal dice games in Tokyo's liveliest entertainment area. He talks about his first police raid, and the brutal interrogation
and imprisonment that followed it. He remembers his first love affair, and the girl he ran away with, and the weeks they spent
wandering about the countryside together. Briefly, and matter-of-factly, he describes how he cut off the little finger of his left hand
as a ritual gesture of apology. He explains how the games were run and the profits spent; why the ties between members of "the
brotherhood" were so important; and how he came to kill a man who worked for him. What emerges is a contradictory personality:
tough but not unsentimental; stubborn yet willing to take life more or less as it comes; impulsive but careful to observe the rules of
the business he had joined. And in the end, when his tale is finished, you feel you would probably have liked him if you'd met him
in person. Fortunately, Dr. Saga's record of his long conversations with him provides a wonderful substitute for that meeting.
The priceless ingredient; His master's voice; 9944/100% pure; over 100 others. How they were written, their impact, and much
more. Remarkable record. 130 illustratrions.
What makes Piyush Pandey an extraordinary advertising man, friend, partner and leader of men? How does he manage to exude
childlike enthusiasm, and bring such deep commitment to his work? You’ve seen most of the things that Piyush Pandey has seen
in his life. You’ve seen cobblers, carpenters, cricketers, trains, villages, towns and cities. What makes Piyush different is the
perspective from which he views the same things you’ve seen, his ability to store all that he sees into some recesses of his brain
and then retrieve them at short notice when he needs to. That ability combined with his love, passion and understanding of
advertising and of consumers make him the master storyteller that he is. In Pandeymonium, Piyush talks about his influences, right
from his childhood in Jaipur and being a Ranji cricketer, to his philosophy, failures and lessons in advertising in particular and life
in general. Lucid, inspiring and unputdownable, this memoir gives you an inside peek into the mind and creative genius of the man
who defines advertising in India.
A look into what lies behind creativity from one of the advertising industry's leading players Creativity isn’t an occupation; it’s a
preoccupation. It is challenge for everyone in the modern world—from business and advertising to education and beyond. Here, the
world-famous advertising creative John Hegarty offers a pocket bible of creative thinking, aimed at provoking, challenging, and
inspiring greater heights of innovation. From Renaissance art to rock ‘n’ roll, Hegarty takes a wide-angle view of creativity as he
sets out to demystify the many ups-and-downs that can arise during the creative process. Paralyzed by the blank page? Daunted
by cynics in the workplace? Money leading you astray? Hegarty combines personal experience and anecdotes along with clear,
pragmatic, and good-humored insight into tackling all creative challenges head on. Over fifty entries, including “Good is the Enemy
of Great,” “Respect Don’t Revere,” “Get Angry,” and “Bad Weather” relay useful and generous advice on how best to improve,
sustain, and nurture creativity in any profession. Accompanied by copious irreverent line drawings from Hegarty’s own sketchpad,
Hegarty on Creativity is concise, accessible, and richly rewarding.

#1 NEW YORK TIMES BESTSELLER • John Grisham’s first work of nonfiction: a true crime story that will terrify anyone
who believes in the presumption of innocence. NOW A NETFLIX ORIGINAL DOCUMENTARY SERIES “Both an
American tragedy and [Grisham’s] strongest legal thriller yet, all the more gripping because it happens to be
true.”—Entertainment Weekly In the town of Ada, Oklahoma, Ron Williamson was going to be the next Mickey Mantle. But
on his way to the Big Leagues, Ron stumbled, his dreams broken by drinking, drugs, and women. Then, on a winter night
in 1982, not far from Ron’s home, a young cocktail waitress named Debra Sue Carter was savagely murdered. The
investigation led nowhere. Until, on the flimsiest evidence, it led to Ron Williamson. The washed-up small-town hero was
charged, tried, and sentenced to death—in a trial littered with lying witnesses and tainted evidence that would shatter a
man’s already broken life, and let a true killer go free. Impeccably researched, grippingly told, filled with eleventh-hour
drama, The Innocent Man reads like a page-turning legal thriller. It is a book no American can afford to miss. Praise for
The Innocent Man “Grisham has crafted a legal thriller every bit as suspenseful and fast-paced as his bestselling
fiction.”—The Boston Globe “A gritty, harrowing true-crime story.”—Time “A triumph.”—The Seattle Times BONUS: This
edition includes an excerpt from John Grisham’s The Litigators.
Part tell-all, part cautionary tale, this emotionally charged memoir from a former video vixen nicknamed 'Superhead' goes
beyond the glamour of celebrity to reveal the inner workings of the hip-hop dancer industry—from the physical and
emotional abuse that's rampant in the industry, and which marked her own life—to the excessive use of drugs, sex and
bling. Once the sought-after video girl, this sexy siren has helped multi-platinum artists, such as Jay-Z, R. Kelly and LL
Cool J, sell millions of albums with her sensual dancing. In a word, Karrine was H-O-T. So hot that she made as much as
$2500 a day in videos and was selected by well-known film director F. Gary Gray to co-star in his film, A Man Apart,
starring Vin Diesel. But the film and music video sets, swanky Hollywood and New York restaurants and trysts with the
celebrities featured in the pages of People and In Touch magazines only touches the surface of Karrine Steffans' life. Her
journey is filled with physical abuse, rape, drug and alcohol abuse, homelessness and single motherhood—all by the age
of 26. By sharing her story, Steffans hopes to shed light on an otherwise romanticised industry and help young women
avoid the same pitfalls she encountered. If they're already in danger, she hopes to inspire them to find a way to dig
themselves out of what she knows first-hand to be a cycle of hopelessness and despair.
Avi's treasured Newbery Honor Book now in expanded After Words edition!Thirteen-year-old Charlotte Doyle is excited to
return home from her school in England to her family in Rhode Island in the summer of 1832. But when the two families
she was supposed to travel with mysteriously cancel their trips, Charlotte finds herself the lone passenger on a long sea
voyage with a cruel captain and a mutinous crew. Worse yet, soon after stepping aboard the ship, she becomes
enmeshed in a conflict between them! What begins as an eagerly anticipated ocean crossing turns into a harrowing
journey, where Charlotte gains a villainous enemy . . . and is put on trial for murder!After Words material includes author
Q & A, journal writing tips, and other activities that bring Charlotte's world to life!
American advertising pioneer CLAUDE C. HOPKINS (1866-1932) is still renowned today for developing such marketing
innovations as coded coupons that could be used to track the success of varying offers. His methods are still prized for
their efficacy today. In this groundbreaking 1923 work, written after he retired as president and chairman of one of the
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world's biggest ad agencies, Hopkins shares the secrets of successful marketing that are just as relevant today as they
were almost a century ago. Learn: . how advertising laws are established . the importance of just salesmanship . why
businesses must offer service . mail order advertising: what it teaches . what makes headlines effective . understanding
customer psychology . how to use art in advertising . how to use samples . the best way to test campaigns . the impact of
negative advertising . and much more.
Featuring 15 explosive new chapters, this new edition of the New York Times bestseller brings the story of Economic Hit
Men up-to-date and, chillingly, home to the U.S.?but it also gives us hope and the tools to fight back. Former economic
hit man John Perkins shares new details about the ways he and others cheated countries around the globe out of trillions
of dollars. Then he reveals how the deadly EHM cancer he helped create has spread far more widely and deeply than
ever in the US and everywhere else—to become the dominant system of business, government, and society today.
Finally, he gives an insider view of what we each can do to change it. Economic hit men are the shock troops of what
Perkins calls the corporatocracy, a vast network of corporations, banks, colluding governments, and the rich and powerful
people tied to them. If the EHMs can't maintain the corrupt status quo through nonviolent coercion, the jackal assassins
swoop in. The heart of this book is a completely new section, over 100 pages long, that exposes the fact that all the EHM
and jackal tools—false economics, false promises, threats, bribes, extortion, debt, deception, coups, assassinations,
unbridled military power—are used around the world today exponentially more than during the era Perkins exposed over a
decade ago. As dark as the story gets, this reformed EHM also provides hope. Perkins offers specific actions each of us
can take to transform what he calls a failing Death Economy into a Life Economy that provides sustainable abundance for
all.
Mad Men's Don Draper has nothing on Fred Goldberg, and this memoir is the real story of mad men in a very mad world
This celebrated ad man cut his teeth in the late 1960s with the legendary agency Young & Rubicam, took over operations
at Chiat/Day as COO for almost 7 years, and then founded his own firm, Goldberg Moser O'Neill. His client list reads like
a who's who of 20th-century innovators: Steve Jobs (Apple), Andy Grove (Intel), John Chambers (Cisco), Larry Ellison
(Oracle), and Michael Dell (Dell) are just a few of the movers and shakers who turned to him when they needed ads that
would make their products household names.The Insanity of Advertising presents an unforgettable glimpse into the
chaos, drama, and outright wackiness that fuels one of the most of loved and hated industries in the world. Goldberg
reveals behind-the-scenes dirt on what it was like to craft ad campaigns for some corporate titans, and also shares
stories of the mad men who worked alongside him.
Anyone interested in learning about advertising throughout the world will enjoy reading this book. —Choice What makes a
great idea? How do you make the best pitch to a prospective client? What effect will new technology have on
advertising? Written by one of the world’s leading advertising creatives, Hegarty on Advertising contains over four
decades of wisdom and insight from the man behind hugely effective and influential campaigns for brands such as Levi
Strauss, Audi, and Unilever. The book is both an advertising credo and a brilliantly entertaining memoir, divided into two
parts. The first offers John Hegarty’s personal insights and advice on the advertising business: Ideas, Brands, The
Agency, Briefs, Pitching, Storytelling, and Technology. In the second, Hegarty talks about his own career and
experiences, from his early days working with Charles Saatchi to the founding of Bartle Bogle Hegarty (BBH) in 1982 and
its rise to global renown with offices in London, New York, Singapore, Shanghai, Mumbai, and Sao Paulo. This essential
addition to any advertising executive’s shelf is now fully revised and ready to inspire a new generation of marketers.
The digital era’s new consumer demands a new approach to PR Inbound PR is the handbook that can transform your
agency’s business. Today’s customer is fundamentally different, and traditional PR strategies are falling by the wayside.
Nobody wants to feel “marketed to;” we want to make our own choices based on our own research and experiences
online. When problems arise, we demand answers on social media, directly engaging the company in front of a global
audience. We are the most empowered, sophisticated customer base in the history of PR, and PR professionals must
draw upon an enormous breadth of skills and techniques to serve their clients’ interests. Unfortunately, those efforts are
becoming increasingly ephemeral and difficult to track using traditional metrics. This book merges content and
measurement to give today’s PR agencies a new way to build brands, evaluate performance and track ROI. The ability
to reach the new consumer, build the relationship, and quantify the ROI of PR services allows you to develop an inbound
business and the internal capabilities to meet and exceed the needs of the most demanding client. In this digital age of
constant contact and worldwide platforms, it’s the only way to sustainably grow your business and expand your reach
while bolstering your effectiveness on any platform. This book shows you what you need to know, and gives you a clear
framework for putting numbers to reputation. Build brand awareness without “marketing to” the audience Generate
more, higher-quality customer or media leads Close the deal and nurture the customer or media relationship Track the
ROI of each stage in the process Content is the name of the game now, and PR agencies must be able to prove their
worth or risk being swept under with obsolete methods. Inbound PR provides critical guidance for PR growth in the digital
era, complete with a practical framework for stimulating that growth.
Farm animals have been disappearing from our fields as the production of food has become a global industry. We no longer know for certain
what is entering the food chain and what we are eating – as the UK horsemeat scandal demonstrated. We are reaching a tipping point as the
farming revolution threatens our countryside, health and the quality of our food wherever we live in the world. Farmageddon is a fascinating
and terrifying investigative journey behind the closed doors of a runaway industry across the world – from the UK, Europe and the USA, to
China, Argentina, Peru and Mexico. It is both a wake-up call to change our current food production and eating practices and an attempt to
find a way to a better farming future.
We live in an age of persuasion. Leaders and institutions of every kind--public and private, large and small--must compete in the marketplace
of images and messages. This has been true since the advent of mass media, from broad circulation magazines and radio through the age of
television and the internet. Yet there have been very few true geniuses at the art of mass persuasion in the last century. In public relations,
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Edward Bernays comes to mind. In advertising, most Hall-of-Famers--J. Walter Thomson, David Ogilvy, Bill Bernbach, Bruce Barton, Ray
Rubicam, and others--point to one individual as the "father" of modern advertising: Albert D. Lasker. And yet Lasker--unlike Bernays,
Thomson, Ogilvy, and the others--remains an enigma. Now, Jeffrey Cruikshank and Arthur Schultz, having uncovered a treasure trove of
Lasker's papers, have written a fascinating and revealing biography of one of the 20th century's most powerful, intriguing, and instructive
figures. It is no exaggeration to say that Lasker created modern advertising. He was the first influential proponent of "reason why" advertising,
a consumer-centered approach that skillfully melded form and content and a precursor to the "unique selling proposition" approach that today
dominates the industry. More than that, he was a prominent political figure, champion of civil rights, man of extreme wealth and hobnobber
with kings and maharajahs, as well as with the likes of Albert Einstein and Eleanor Roosevelt. He was also a deeply troubled man, who
suffered mental collapses throughout his adult life, though was able fight through and continue his amazing creative and productive activities
into later life. This is the story of a man who shaped an industry, and in many ways, shaped a century.
This book is not written as a personal history, but as a business story. I have tried to avoid trivialities and to confine myself to matters of
instructive interest. The chief object behind every episode is to offer helpful suggestions to those who will follow me. And to save them some
of the midnight groping which I did. One night in Los Angeles I told this story to Ben Hampton, writer, publisher, and advertising man. He
listened for hours without interruption, because he saw in this career so much of value to beginners. He never rested until he had my promise
to set down the story for publication. He was right. Any man who by a lifetime of excessive application learns more about anything than others
owes a statement to successors. The results of research should be recorded. Every pioneer should blaze his trail. That is all I have tried to
do. When this autobiography was announced as a serial many letters of protest came to me. Some of them came from the heads of big
businesses which I had served. Behind them appeared the fear that I would claim excessive credit to the hurt of others' pride. I rewrote some
of the chapters to eliminate every possible cause for such apprehensions.
Do you have a real relationship with God, or do you just have a religion? Do you know God, or do you just know about God? In How Big Is
Your God? Paul Coutinho, SJ, challenges us to grow stronger and deeper in our faith and in our relationship with God—a God whose love
knows no bounds. To help us on our way, Coutinho introduces us to people in various world religions—from Hindu friends to Buddhist
teachers to St. Ignatius of Loyola—who have shaped his spiritual life and made possible his deep, personal relationship with God.
This inside look at some of the most famous advertising campaigns in recent history created by Bill Bernbach, founder of Doyle Dave
Bernbach, includes details on each campaign's history and philosophy, as well as theories on advertising
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