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THE AIM OF THIS PERSONAL ACCOUNT is to share a

career path in social marketing and highlight the
power of advertising to bring about positive so-

cial change. Half rny working life has been spent
in traditional marketing and advertising and the
other half in nonprofit management, albeit still as

a communications professional. Today, as presi-

dent of Public Agenda, the nonpartisan public

opinion organization started in 1975 by Dan Yankel-

ovich and Cyrus Vance, I am utilizing everything
1 learned as an advertising professional in advis-

ing policy leaders what it will take to advance

significant new policy ideas. Public Agenda is
best known for our work on public school reform

issues, including a great deal of analysis of teacher

attitudes, training, and experience in the class-

room. (I've come to wonder how it is that anyone
becomes a teacher today. The work is that diffi-

cult.) We are also highly regarded for work on

foreign policy and the nation's long-term fiscal

challenges. So how did 1 end up here and what

does rny advertising background have to do with

any of these matters?

My working life has come full circle, back to the
business of researching people's attitudes and dis-

covering the unique insights that can change the
world as we know it. My career, like so many

things, started with a fluke. During my junior

year at the University of Minnesota, I was recom-
mended by my statistics professor for a part-time

job, working in the market research department at

the Pillsbury Company.

This was my first experience with market re-
search, but 1 discovered an instinct for knowing a

good question from a bad one—or at least which
questions would truly reveal the respondent's hon-

est opinion. I asked my boss if I could try my

hand at writing questionnaires, and that was the

Start of my consumer marketing career.

After that first experience, I worked for a mar-
ket research company in St. Louis, had a stint as a
brand manager at Ralston Purina (on dog and cat

food products no less), and worked as an account

person at NW Ayer in New York, mostly on cor-
porate assignments such as Avon, ATT, and

DeBeers.
The introduction to nonprofit communications

came in 1986, when I volunteered on an Adver-

tising Council campaign for teen alcohol preven-

tion and fell in love with using advertising to

promote "good for you" behavior and ideas.

The following year marked the beginning of my

social marketing career, when I was named pres-

ident of the Advertising Council. The appoint-

ment was in no small part due to a strong
recommendation from Lou Hagopian, then CEO

of Ayer, and a search committee ready to entrust

the Council to a relatively unknown, youngish,

female advertising professional.
During nearly 12 years at the Advertising Coun-

cil, I came to really understand the power of
advertising to persuade people to think differ-

ently about how to take care of themselves, make

change in their community, and create whole new

social norms of behavior. The combination of dis-

cipline in the development of the creative strategy

brief, and the talent of creative professionals, cre-

ated powerful and compelling campaigns that lit-
erally changed social behavior.

I learned many things about how the advertis-

ing phenomenon worked in this arena, but two
things stand out in particular. First, the discipline

of what I now refer to as the "Seven Questions"
emerged. This was a variation on the strategy

brief development process that I had learned at

Ayer. What was second nature to those of us at

Ayer was absolutely foreign to most of the Adver-
tising Council "clients," leaders from various gov-

ernment departments or nonprofit organizations

that worked with advertising professionals at the

Council and at advertising agencies. Most of these

people were policy wonks or social change advo-

cates, and they were long on data and informa-
tion and generally short on creativity. Don't get
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me wrong, 1 greatly admired these peo-

ple, and T wanted more than anything to

help them achieve their important mis-

sions. But they were swimming in facts,

numbers, and policy speak and needed

help getting to the real heart of the matter.
So, asking the Seven Questions re-

vealed that most public sector clients had

not given much thought to critical areas
of advertising strategy development. The

questions were:

1. Who do you really want to talk to?

2. What do you know about your audi-

ence in terms of demographics and

psychographics?

3. What do they know or think now about

the attitude or behavior you want to
change?

4. What exactly do you want them to

change about the way they think or

act?

5. What is the single most important fact
or insight that can change their behav-

ior or attitude?

6. What is the most important barrier to
overcome or what is getting in the way

of changing their behavior or attitude?

7. What is the "net impression" (in the

vernacular) that you want to create by

the campaign?

All of these questions were ultimately de-

signed to simplify the clients' thinking

and get rid of a lot of generic or fuzzy
ideas about what they thought would

work. As it turned out, these were diffi-

cult questions to answer. Most of our cli-
ents thought they wanted to talk to the

"general public," or the "informed pub-

lic," and they believed that if this public

"only knew ABC, they would do XYZ." Tt

was often just a matter of "they don't

know" or "they need this information." I

came to hate the terms "public informa-
tion campaign" and "public education

campaign" (favorite expressions of gov-

ernment clients) as they symbolized the

notion that the problem or barrier to over-

come was a "simple lack of information."

If left to their own devices, most of these

well-meaning professionals would de-
velop social marketing campaigns that look

and sound like strategy briefs writ large.

And so the second most important ob-
servation I made during those years about

the power of advertising was to try to

debunk the notion that these kinds of

attitude and behavior changes involved
primarily rational behavior. Professionals

who work in traditional business environ-

ments and those who work in the non-

profit, government, and policy sectors have

very different mindsets. For people who

toil in the vineyards of charitable wrork,

social policy, and government affairs, their
daily business is charts, records, evalua-

tion, analysis, and frequent oral presenta-

tions to officials and board members who

seem to revel in excruciating detail. The

idea that attitude or behavior change can

emerge from an emotional response is

really almost anathema to them. That said,
when they do see the "difference" and

the powerful impact of emotional calls

to action, they are among the most ap-

preciative clients you will ever find in
advertising.

In the past 20 years, the Advertising

Council has provided many examples of

how the advertising discipline can inject
powerful new norms of behavior into so-

ciety. Here are just a few examples. A pair

of crashing glasses and the powerful line

"Friends don't let friends drive drunk"

led to numerous changes in behavior, state

laws, and the emergence of the "desig-
nated driver." Teens could be persuaded

not to srnoke when they believed that

they had been lied to and taken for
suckers—a much more compelling way

to rebel against adults than to take up
cigarettes. And advertising professionals

helped identify that organ donation was a

decision made by family members at one

of the worst times in their lives. A straight-

forward campaign to "tell your family
what your wishes are before that time"

was much more helpful to the hospital

personnel who have to make those re-

quests than more messages about how

many people need transplants.
It is equally likely that the advertising

approach of both keen strategy develop-

ment and creative genius can help de-

velop social values and norms that literally
invert the way we see the world. Re-

cently, I have been actively working on

changing the way people view retire-

ment. For a whole host of reasons, I be-

lieve that it is not healthy or economically

feasible for our society and for most indi-

viduals to waste the experience and tal-
ents gained from a lifetime of work. But a

powerful norm about retirement has de-

veloped over the past 50 years or so that

suggests that is exactly what people should

do when they reach "retirement age."
Interestingly, this norm was almost en-

tirely invented by marketing and adver-

tising. Remember Sun City, Del Webb's
unique contribution to real estate fanta-

sies? The imagery of fun in the sun, golf,

exotic travel, and perpetual leisure took
hold as American business sought ways

to incorporate returning GIs and later the

Baby Boomers into the work force by en-
couraging senior workers to leave the work
world behind. This became the aspira-

tional goal of working adults, and entire

industries, most notably the financial ser-
vices industry, rose up to help fulfill this
dream.

Today, we need a new image of retire-

ment, one that takes into account circum-

stances that have changed dramatically

since Del Webb built that first retirement
community in Arizona. Perpetual leisure

is one thing when we are talking about

financing 5 to 10 years of living in retire-
ment. It's another when we are looking at
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20 to 30 years of healthy living beyond

our so-called "working career." How many

of you have heard the refrain, "I'll die if I

don't find something to do?"

I'd like to see that "something to do"

become the equivalent of an "Encore

Career"—a new stage of work that com-

bines the experience and talent of the

upcoming Baby Boomer retirees, the so-

cial and civic needs of our communities,

and the personal passion to leave a legacy

bigger than one's bank account. Encore

Careers could be as intense as work be-

fore "retirement," or much more flexible.

Encore Careers do not have to be for pay,

but we all know that the level of commit-

ment is greater when a promise is made

to others. Most of all, Encore Careers rep-

resent a significant body of work—-maybe

involving new education and training—

that tells the world, "I'm not finished

until I leave my mark on something or

someone that needs my help, my experi-

ence, and my passion."

I have no doubt that the discipline of

advertising and the extraordinary talent

of marketers could help make the idea of

Encore Careers a stunning social achieve-

ment in the first half of the 21st century If

advertising professionals help this effort

by asking the right people the right ques-

tions, I believe that they will help find the

starting point that can change the hearts

and minds of both retirees and those who

can most benefit from the work of people

living out their Encore Career dreams. It

is after all an inspirational vision—a vi-

sion that turns prevailing views upside

down and turns the problems we face

today into the opportunities of tomorrow.

It's an idea just waiting for advertising to

work its rnagic.
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