
Dear friend, 

The catastrophe in Haiti has marred the New Year 

celebrations of an year that began with positive 

signals of high expectations on all fronts.  The 

Copenhagen understanding, however minimal it 

may be, the signs of global recovery in trade and 

commerce, the diminishing frequency of major 

confrontations in the trouble spots like Sri Lanka, 

Iraq, Afghanistan, etc., the continuing march 

forward of the information and communication 

technologies making the human race a more close-

knit family…..were all interpreted as signs of a 

brighter year.  

JB Multimedia is spreading its wings for a fresh 

take-off with a new worldwide contacts that are 

expected to open up new business horizons.  Like 

the pupa in a famous haiku poem.  It is when the 

whole world seems to come to an end, that a set of 

colourful wings for a new and better phase of life lift 

us out of our dark and dreary existence.  So let us all 

look forward to a bright and rewarding year of peace 

and love and cheer. 

Welcome
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Friend,  

On Tuesday, a catastrophic earthquake struck near Port-au-Prince, Haiti. 

The full extent of the damage is still being assessed, but the death toll -- 

already in the thousands -- is climbing fast.

This is the worst earthquake to hit the area in more than 200 years. 

Entire communities have been ripped apart and as many as 3 million 

people have been directly affected, including tens of thousands of 

American citizens who are in Haiti.

Our neighbors in Haiti are racing to confront the enormous devastation -

- and the OFA community can help.

Footage is pouring in of homes collapsing, Haitians carrying injured 

family members, and hospitals being overrun in what was already the 

poorest nation in the Western Hemisphere.

I have directed my administration to respond with a swift, coordinated, 

and aggressive effort to save lives. Personnel from the United States and 

our partners in the international community are on the ground in 

damaged areas right now, working side by side with the Haitian people. 
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Tricks of the Trade

Below, I suggest a structured procedure for evaluating an 

advertising proposal or “pitch.” If you would like to see an 

example of the use of this procedure, see Armstrong 

(1996). To apply this procedure, use the Proposal 

Evaluation Sheet, available on the Advertising Principles 

homepage. This application relates to a bidding of the 

Subaru account.

I suggest an examination of 11 criteria when selecting an 

agency. To determine whether my list is comprehensive, I 

reviewed it with five experts. In all, they represent over 120 

years of experience in advertising. One of these expert is 

currently a director of a large New York advertising 

agency, one had been the head of advertising research for a 

large consumer products company, one is the founder and 

head of a moderate-sized Philadelphia agency, and two are 

marketing professors who have worked for ad agencies. I 

asked them what is missing from the list and how would 

they weight these factors in the evaluation of an agency.

Interestingly, the experts did not think anything was 

missing from the list. Also interesting was that they 

thought that each of the elements was of some importance. 

The average weightings across the five experts are 

provided in parentheses.

Planning techniques: Do they know how to plan a 

campaign effectively? For example, do they provide an 

effective time-line for developing a campaign? Do they 

Ideal Selection Criteria:

What the Clients Should Get

1.

consider alternative strategies? Do they have 

contingency plans? Did they plan this meeting 

effectively? Much evidence exists that formal planning 

techniques will improve the performance of an 

organization. Are they aware of this research and of the 

recommended procedures? ( 9%)

Objectives: Do they focus on your primary 

objectives? Do they know how to assess the 

effectiveness of advertising so as to be able to 

determine whether the advertising is meeting these 

objectives? Can they tell whether the advertising is 

providing a good ROI? What are the measurable 

outcomes and what level of success might be expected 

on each? Will they provide any guarantees on the 

success of the campaign? Is their own compensation 

tied into your success? ( 11%)

Target market research: If it is necessary to obtain 

additional information about the target market, do 

they know how to design and evaluate such studies so 

that they will relate effectively to the advertising 

campaign? Do they know how to effectively use survey 

research methods? An examination of one of their 

prior reports might be useful here. Are they aware of 

the research in this area? [One way to assess this would 

be to compare one of their target market research 

reports with the research-based advice provided by 

Dillman, 1978]. ( 9%)

Creativity techniques: What techniques and 

procedures do they use to enhance creativity? For 

2.

3.

4.

How to Select an Advertising Agency
A Structured Approach

J. Scott Armstrong

The Wharton School, University of Pennsylvania
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example, when they say that they used brainstorming, 

does this merely mean that a group of people sat 

around and tossed out ideas, or does it mean that they 

actually followed a highly structured brainstorming 

procedure? Whereas clients may not be able to judge 

the level of creativity of a proposal, they should be able 

to judge whether the procedures seem to be useful, so 

they should ask the agencies to explain these 

procedures. It is difficult to predict whether a group 

will come up with another creative idea just because 

they came up with a creative idea for the proposal. 

Worse yet, it is difficult to judge the creativity of a 

given idea. But much evidence exists to show that 

structured creativity techniques are superior to 

unstructured group processes.( 16%)

Persuasion research: Are they familiar with the 

extensive research findings on how to persuade 

people? If yes, how do they ensure that this research is 

brought to bear on the advertising campaign? Do they 

have good grounds for violating this research (for 

example, research on the specific product may show 

that it is an exception from the general 

principles.) ( 4%)

Copy alternatives: What copy alternatives would 

they consider and why? If they base this on the “big 

idea,” what alternative “big ideas” were considered. 

And why was this big idea selected? ( 9%)

Copy testing: What procedures would they 

recommend to test and select the most effective of their 

copy alternatives? ( 7%)

Media alternatives: What media alternatives would 

they consider and why? ( 9%)

Media testing: How would they determine the 

optimal amount to spend on an advertising campaign? 

What procedures would they recommend to select the 

most effective media? Do they focus on the objectives? 

For example, how would they calculate ROI 

by media? (7%)

Capabilities of the team: What are the capabilities 

of the people who will be working on the proposed 

account? Do they have any conflicts of interest? Do 

they have a complete list of clients served so that failed 

5.

6.

7.

8.

9.

10.

as well as successful relationships might 

be examined? ( 15%)

Taste/legal/ethical guidelines: What procedures 

does the agency take to protect your company from 

causing offense to interest groups, from boycotts, or 

from legal or ethical consequences? For example, do 

they have a formal review board that has legal 

expertise and that recognizes the interests of groups 

that might be affected? Do they have a written code of 

ethics that they formally apply to each 

campaign? ( 4%)

There are three themes underlying the above list. The first 

is that it is easier for an advertiser to evaluate the 

procedures that an agency uses than to judge the ads 

themselves. Along with this is the assumption that there 

are many proven procedures for developing an advertising 

campaign. Second, much research-based knowledge exists 

on how to effectively persuade people. And, third, it is 

important to do research for a proposed campaign. The 

latter would cover target market research, copy testing, 

media evaluation, and ways to monitor the success of the 

campaign.

Interestingly, the experts place much more importance on 

the creativity process (criteria 4 at 16%), than on the copy 

alternative (criteria 6 at 9%). This is consistent with the 

results of Henke's (1995) survey on why agencies switch. 

She concluded, “creative skill is by far the most important 

criterion used in evaluating an agency.” At the same time, 

she found that “winning numerous awards was not very 

important.

Note that the experts placed such little importance on 

persuasion research. They rated it as the least important 

item. This is consistent with Helgesen's (1994) interviews 

of 40 representatives of the ten largest advertising 

agencies in Norway: He concluded that “As to the potential 

support from academic research, in order to improve 

advertising effectiveness, the opinions and attitudes were 

utterly vague or nonexistent.” In contrast, I believe this to 

be the most important aspect of an advertising campaign. 

The research findings over the past half century tell what 

strategy is likely to persuade people to buy a product. It 

tells when it is important to use a two-sided appeal, when 

to use comparative ads, and when to use long copy. Some 

of these findings conflict with advertisers' beliefs. Of 

11.
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course, some of this evidence is consistent with what 

advertisers believe, such as research on when you do not 

want to provide a clear message (when to distract the 

consumer). You do this when you have a bad product. 

Rothenberg (1994) cites the old adage that “nothing will 

kill a bad product faster than good advertising.”

Would agencies be able to provide such ideal proposals? I 

am sure that agencies would learn quickly if their clients 

asked them to provide such information in a proposal.

Armstrong, J. Scott (1996), “How Should Firms Select 

Advertising Agencies” in the Journal of Marketing, July, 

pp.131-134
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This is  the first  issue of our Journal, named 

'Jottings', which will contain all the important 

events in the life of JB Multimedia which are too 

valuable to be left unrecorded in the race for 

existence and development.  It will also contain 

highly relevant and useful articles of general 

interest on communication and information 

industry and its supporting technologies.

With warm regards,

Biju Thomas

They're providing much-needed 

food, water, and sanitation 

supplies, saving lives and helping 

local communities start to 

rebuild. 

Despite the fact that we are experiencing tough times here 

at home, I encourage those who can to reach out and help. 

It's in times like these that we must show the kind of 

compassion and humanity that has defined the best of our 

national character for generations. 

Logon to http://my.barackobama.com/Haiti

As this story continues to unfold, I hope you will continue 

to keep the people of Haiti in your thoughts and prayers, 

as well as the many Haitian-Americans who have done so 

much to enrich our country and who are worried about 

friends and loved ones in this time of need.

Thank you,

President Barack Obama

HAITI : Sorrow of 2010

Continued from page 1 Continued from page 1

Welcome

Remember: Place decisions should aim at:

> Making the product readily available where it is 

needed when it is needed, or

> Getting the product to the right place at the 

right time, which means getting your distribution 

channels right. 
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Annular Solar Eclipse
The longest annular eclipse of the millennium which will 

hold its record well into the fourth millennium, to be exact, 

until 23rd December, 3043, was viewed by millions of 

wonderstruck people from Africa to China.   It is called 

annular as an annulus or ring is formed around the moon 

by the rays of the sun. The maximum duration of 

annularity was 11 minutes and 8 seconds.  The magnitude 

of the eclipse was 0.9190 according to NASA.  The eclipse 

started in Chad, Africa, traveled over the Indian Ocean, 

and ended up over India and China.  

The people of Tamil Nadu, in India, stood gazing at the 

sun through x-ray films, smoked glasses, welding filters, 

floppy disks and specially marketed viewing spectacles as 

the sun and moon were unified in a seemingly tight 

embrace of spectacular brilliance.  The proprietor and staff 

of JB Multimedia, with their families, were out in the open 

from 11 am to 3 pm watching and photographing the 

unique celestial phenomenon.

Though the eclipse was not total here it almost reached 

totality as can be seen from the photos given along this 

article, taken by Mr. K.V. Vincent of JB Multimedia who 

covered the spectacular event with a DSLR, Canon 50 D 

with a 500 mm lens.  The eclipse formed new moon shapes 

on the ground through the pinholes of the leafy umbrellas 

of every tree and Mr. Y.P. Ansar has taken some 

interesting photos with his digital compact.  
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JB Multimedia has entered into an year-long 

agreement with Gurukripa Pharmaceuticals of 

Kerala, which is making great strides in the 

production and marketing of Ayurvedic Medicines.  

Their piles remedy, Swasthi, has taken the market by 

storm as a permanent cure for advanced piles, with 

no side effects. Other products are on the anvil.  

JB Multimedia has designed and hosted the website 

of Gurukripa Pharmaceuticals and has taken over 

the advertisement of all their products for the next 

twelve months, with consultation services including 

the conceptualisation of TV and FM advertisements 

and extending to their areas of operations other than 

advertisements.  

JB Multimedia is to launch shortly aryanlife.com, the 

trustworthy source on the web to understand and 

experience the beauty of spirituality based on 

universal brotherhood, Vedic wisdom that holds the 

keys to a better tomorrow for the entire human race, 

Yoga and meditation that are fool-proof methods for 

achieving spiritual, mental and physical wellness, 

Ayurveda which is the most ancient medical science 

of complete and permanent cure without side effects, 

Vegetarianism which can ensure a disease-free life 

and can even reduce green house gas emissions 

caused by meat-based diets.

News 
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