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The controversial marketing guru discusses the revolution in advertising strategy
"What can I say about Sergio Zyman? He's a genius; that's all."-Warren Bennis,
University Professor and DistinguishedProfessor of BusinessAdministration,
USC Marshall School of Business
In this follow-up to his bestselling book The End of Marketing As We Know It,
Sergio Zyman, Coca-Cola's renowned former chief marketing officer, argues that
the business of advertising as we know it is dead. He uses real-world examples to
illustrate how modern advertising overemphasizes art and entertainment and
neglects the most important rule of advertising-sell the product. With a keen eye
and a no-holds-barred approach, Zyman discusses how advertising died, what
killed it, and how to revive it. He addresses the most critical issues affecting any
organization's sales and marketing departments, using his time-tested,
unorthodox, and sometimes even counterintuitive principles in order to translate
key strategies into positive business results. For marketing managers, advertisers,
and CEOs, this book offers groundbreaking advice from one of the legends of
modern marketing, as well as the knowledge, insights, tools, and direction to
transform advertising strategies from hoping to planning, from art to science,
from guessing to knowing, and from random success to planned success.
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"What can I say about Sergio Zyman? He's a genius; that's all."-Warren Bennis, University Professor and
DistinguishedProfessor of BusinessAdministration, USC Marshall School of Business
In this follow-up to his bestselling book The End of Marketing As We Know It, Sergio Zyman, Coca-Cola's
renowned former chief marketing officer, argues that the business of advertising as we know it is dead. He
uses real-world examples to illustrate how modern advertising overemphasizes art and entertainment and
neglects the most important rule of advertising-sell the product. With a keen eye and a no-holds-barred
approach, Zyman discusses how advertising died, what killed it, and how to revive it. He addresses the most
critical issues affecting any organization's sales and marketing departments, using his time-tested,
unorthodox, and sometimes even counterintuitive principles in order to translate key strategies into positive
business results. For marketing managers, advertisers, and CEOs, this book offers groundbreaking advice
from one of the legends of modern marketing, as well as the knowledge, insights, tools, and direction to
transform advertising strategies from hoping to planning, from art to science, from guessing to knowing, and
from random success to planned success.
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Editorial Review

From Publishers Weekly
Zyman began his career in an advertising agency, worked his way up to become the chief marketing officer
of Coca-Cola and now runs his own marketing consulting firm. Readers might expect him to be a friend of
the advertising industry, having played on both sides. But he doesn't hold his punches, particularly when it
comes to the industry's recent emphasis on shock value, a trend that is also mocked by another new book,
The Fall of Advertising & the Rise of PR, reviewed below. The nearly simultaneous publication of both
books should concern ad execs who've based their campaigns on irony and nonsense. Their work might win
ad industry awards, but it does little to sell products, both of these books argue. Zyman also advises
marketing managers on such esoteric decisions as whether to tap a dead celebrity for a TV spot or to trust in
fads like "viral marketing." Frequent references to last year's terrorist attacks make the book feel up to date,
but sometimes result in jarring passages, such as, "Right after the September 11 attacks, Pepsi started having
a little trouble keeping consumers interested in the message." No kidding. Zyman addresses chief executives
and marketing managers directly, counseling them to get tough on their ad agencies and base their evaluation
of the agency's work on whether it sells products or services, not on whether it generates buzz. Seems like
obvious advice, but judging by recent commercials, Zyman's thorough, thoughtful words might be the kick-
in-the-pants the industry needs. Illus.
Copyright 2002 Cahners Business Information, Inc.

From Library Journal
As chief marketing officer at the Coca-Cola Company, Zyman (The End of Marketing As We Know It)
speaks from practical experience, but he also holds an MBA from Harvard. At Coca-Cola, Zyman both
increased sales dramatically and oversaw the introduction of New Coke one of the most visible missteps in
the annals of marketing. Advertising now is not effective, claims Zyman, because it is dominated by overly
creative television ads that entertain and win awards but don't generate sales. Expanding the definition of
advertising to include everything from packaging to employee behavior, he argues that advertising must
show a clear measurable return. One of his best arguments is that sponsorships should be reconsidered to
make sure that every dollar spent drives increased sales. Zyman does not introduce many new ideas, but he
does advocate that CEOs and marketing managers take a more active role to reinforce the brand and value
proposition. While walking readers through a series of real-world examples of what worked and what didn't,
he downplays his own mistakes and shows little sympathy for the mistakes of others. Ultimately, though, the
book reaffirms the classic notion that a company must think through its strategies up front while also
welcoming change. The writing style is refreshingly simple and easy to understand. Appropriate for any
library that has a business section. Stephen Turner, Turner & Assoc., Inc., San Francisco
Copyright 2002 Cahners Business Information, Inc.

From Booklist
Zyman was nicknamed the "Aya Cola" for his brutally honest approach as chief marketing officer of Coca-
Cola, where he spearheaded the launches of Diet Coke, New Coke, Classic Coke, Fruitopia, and Sprite. He
refused to rerun the much-loved "I'd like to teach the world to sing" Coke commercial because he believed
that "feel good" marketing is pointless unless it leads to higher sales. His book The End of Marketing as We
Know It was a slap in the face of TV commercial producers who think they're creating high art but have
forgotten the purpose of ads: to sell the product. Here he gets down to the nitty-gritty about why advertising
is failing and gives firsthand advice on how to make it work again. The 30-second TV commercial is not the
end-all medium for reaching your audience, he says, because advertising includes so many overlooked

http://localhost/gp/feature.html/?docId=1000027801


aspects of your product such as branding, packaging, and how to treat employees. His straightforward
approach will hit home with advertising directors willing to drop the nonsense and get back to basics. David
Siegfried
Copyright © American Library Association. All rights reserved

Users Review

From reader reviews:

Kermit Diaz:

The book The End of Advertising as We Know It can give more knowledge and also the precise product
information about everything you want. So why must we leave a good thing like a book The End of
Advertising as We Know It? Some of you have a different opinion about publication. But one aim which
book can give many info for us. It is absolutely proper. Right now, try to closer using your book. Knowledge
or details that you take for that, you could give for each other; you are able to share all of these. Book The
End of Advertising as We Know It has simple shape however, you know: it has great and big function for
you. You can seem the enormous world by wide open and read a book. So it is very wonderful.

Theodore Stewart:

Information is provisions for those to get better life, information these days can get by anyone at everywhere.
The information can be a knowledge or any news even a huge concern. What people must be consider any
time those information which is from the former life are difficult to be find than now could be taking
seriously which one is appropriate to believe or which one the actual resource are convinced. If you get the
unstable resource then you understand it as your main information you will see huge disadvantage for you.
All of those possibilities will not happen throughout you if you take The End of Advertising as We Know It
as your daily resource information.

Leonard Bartow:

Many people spending their time frame by playing outside having friends, fun activity with family or just
watching TV the whole day. You can have new activity to spend your whole day by looking at a book. Ugh,
think reading a book can definitely hard because you have to use the book everywhere? It alright you can
have the e-book, having everywhere you want in your Cell phone. Like The End of Advertising as We Know
It which is getting the e-book version. So , try out this book? Let's observe.

Maureen Smiley:

You may get this The End of Advertising as We Know It by look at the bookstore or Mall. Just simply
viewing or reviewing it can to be your solve problem if you get difficulties for the knowledge. Kinds of this
reserve are various. Not only through written or printed but also can you enjoy this book by e-book. In the
modern era including now, you just looking by your mobile phone and searching what your problem. Right
now, choose your own ways to get more information about your reserve. It is most important to arrange you
to ultimately make your knowledge are still upgrade. Let's try to choose proper ways for you.
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