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After the days of patent medicine, advertising agencies had trouble gaining 

legitimacy with their audiences. The public viewed advertising agencies as manipulative, 

suspicious, and untrustworthy. Advertisements contained dense language that described 

the products uses, prices, and benefits, but they were becoming unappealing to audiences. 

All advertisements were close to the same, using the same scientific approach, and ads 

became incredibly monotonous. During the 1950s, consumers became frustrated, feeling 

like they could not trust advertisers or their products. Beginning in the 1960s, one man 

named Bill Bernbach came along and changed the nature of advertising (Frank, 55). 

While advertising had previously relied on science, Bernbach thought that advertising 

should be based on art and creativity. His advertisements used minimalism and humor to 

attract an audience on a personal level, leading to immense success. Besides simply being 

successful, these advertisements also calmed fears of consumerism and agency mistrust. 

Bernbach’s ideas began to catch on with other advertising agencies, leading to what has 

become known as the “Creative Revolution”. In this paper, I will compare and contrast a 

1950s advertisement with a few examples of 1960s advertisements produced during the 

Creative Revolution. The advertisements produced during the Creative Revolution shifted 

the advertising industry from a science to an art, easing social anxieties and gaining 

legitimacy among the public.  

The advertising industry in the 1950s was dominated by science and rules. Two 

men dominated the advertising industry at this point: Rosser Reeves and David Ogilvy. 

Figure 1, an advertisement for B.F. Goodrich’s Tubeless Tires, is a great example of 

Rosser Reeve’s advertising approach. Rosser Reeve’s believed in the “hard-sell”. He 

believed that the most successful way to sell a product was to “hit people over the head 



with the product as bluntly as possible” (Frank, 43). The name and major benefit of the 

product is written so largely, it is almost as if the advertisement is shouting it to the 

reader. The image of multiple stop signs as well as the word “stop” under multiple 

images below cement the image that the tire prevents skidding. This advertisement 

assumes that the audience is completely ignorant, and they must repeat simple buzzwords 

to communicate their message to the audience. Not only does this ad assume that the 

audience is ignorant, but it is impersonal, speaking to the audience as a whole rather than 

an individual. As well as this, he liked to include a “unique selling proposition”, 

something that set the product apart from other similar products (Frank, 44). The unique 

selling proposition for this advertisement is the fact that this tire “defies skids, punctures 

and blowouts”, something that, apparently, no other tire company has accomplished 

before. The issue with advertisements in this age was the large amount of dense, factual 

text, impersonal nature, and similar themes across many advertisements. All 

advertisements looked very similar to Rosser Reeve’s, and advertisements became 

monotonous. This was one of the many characteristics leading to the mistrust of the 

advertising industry in the 1950s.  

 Nearly all advertisements in the 1950s seemed to have a similar style and claims 

due to the dominance of science and rules in the industry. Certain styles and approaches 

were “scientifically proven” to be more successful, so most advertising agencies used a 

similar model. Pleasing the client was the first priority, not the content of the ad (Frank, 

36).  Almost all advertisements contained some kind of drawing or photograph along 

with a large amount of densely packed factual text about the product. All advertisements 

were impersonal, appealing to a mass group rather than the individual. Advertising 



agencies’ main goal in this period was appealing to the client, who wanted consistent and 

reliable results, even if that meant producing an extremely similar advertisement, time 

after time.  

 In the 1960s, Bill Bernbach decided that advertising was an art to be explored, not 

a science. He began the Creative Revolution with a few drastically different 

advertisements, and their success caught the eye of others. Figure 2 is an example of an 

advertisement produced during the Creative Revolution. This advertisement uses humor 

and a more personal tone to appeal to the individual consumer, rather than the audience 

as a whole. The image of a small, meekly man physically coming out his shell conveys a 

simple, yet humorful message to the audience. It is easier for them to relate, because they 

feel as if their individual self is being targeted. On the reverse side, instead of viewing the 

advertisement as a fraudelent message from an advertising agency, it seems like a witty 

message from a friend. As well as this, there is significantly less text than was present in 

most 1950s advertisements, and the text that is present is not objective, factual 

information. The text at the bottom of this particular advertisement is describing the 

scene in an enticing way, attracting the reader to the experience instead of the product in 

itself. This advertisement is considerably simpler than other advertisements in the 1950s. 

This, combined with the humor, personal touch, and simplicity of the advertisement, is 

more appealing to the individual.   

 A little over a year later, another ad came out during the Creative Revolution, 

Figure 3. This advertisement is incredibly simple, containing only a few words and a 

single picture. This advertisement is a paradigm for the simplicity and elegance that was 

present in many ads at this time. It was visually pleasing, and the advertisers trusted the 



audience to pick up on the subtle messages they are implying about their product and 

brand. In a way, this advertisement is showing that they are against mass production and 

consumerism. The picture of the simple tomato makes one think of a quiet farm, with a 

small business making ketchup. Essentially, they are showing the individual that they 

want to go “back to the basics”. Like with the Smirnoff ad, this ad puts the corporation on 

the side of the consumer, acting in a more personal nature than previous ads in the 1950s. 

This image helps the consumer trust that specific company, as well as the advertising 

industry as a whole. Consumers feel that the company is being more honest than 

companies in the past. These two examples both show characteristics of the Creative 

Revolution, a time where advertisements became more creative and diverse, while 

consumers began to view advertising agencies as a legitimate insititution.  

 The advertising industry changed dramatically from the 1950s to the 1960s. 

Advertisements in the 1950s were science-oriented; they were filled with a large amount 

of dense text, an impersonal tone, and overexaggerated messages. All advertisements 

were similar looking at this period, and the public mistrusted the advertising industry 

after the age of patent medicine. The advertising industry was viewed in a negative light, 

and the tone of their advertisements strengthened that negativity. Rosser Reeves, one of 

the leading admen in the 1950s, believed that science and protocol was crucial to the 

success of advertising. At the beginning of the 1960s, Bill Bernbach introduced the 

concept of advertising as the “art of persuasion” (Frank, 56). These advertisements were 

simplistic, aesthetically pleasing, personal, and witty. Consumers gradually became more 

comfortable with the idea of advertising, and agencies became more legitimate. As a 

whole, advertisements in the 1960s were more diverse and treated the audience with more 



respect. Similar themes have been present since the 1960s, as advertisements often 

attempt to act as a friendly, entertainment source rather than a factual, selling point. 

Overall, Bill Bernbach and the Creative Revolution changed the nature of advertising 

from a dense, science-based medium to a minimalist, aesthetically-pleasing medium, 

legitimizing the advertising industry and easing social anxieties in the process.  
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