
MICHELLE STANSBURY



from MAD MEN to MODERN MARKETING
How Marketing Leaders Can Dramatically Improve Results

© 2025 by Michelle Stansbury

All rights reserved.

Printed in the United States of America.

No part of this publication may be reproduced or distributed in any form or by any 
means, without the prior permission of the publisher. Requests for permission should 
be directed to permissions@indiebooksintl.com, or mailed to Permissions, Indie Books 
International, 2511 Woodlands Way, Oceanside, CA 92054.

e views and opinions in this book are those of the author at the time of writing this 
book, and do not reect the opinions of Indie Books International or its editors.

Neither the publisher nor the author is engaged in rendering legal or other professional 
services through this book. If expert assistance is required, the services of appropriate
professionals should be sought. e publisher and the author shall have neither liability 
nor responsibility to any person or entity with respect to any loss or damage caused 
directly or indirectly by the information in this publication.

MAD MEN®, ™, and © 2016 LIONS GATE ENTERTAINMENT INC. ALL 
RIGHTS RESERVED. e Mad Men show and its characters are mentioned in 
this book for educational and scholarship purposes only and do not represent an 
endorsement or sponsorship of this book by Matthew Weiner, AMC, or Lions Gate 
Entertainment.

Kodak® and Carousel® are registered trademarks of Eastman Kodak Company
Lucky Strike® is a registered trademark of Reynolds Brands, INC  
Google Analytics®, Google Alerts®, and Google Assistant® are registered trademarks of 
Google, LLC
UTZ® is a registered trademark of UTZ Quality Foods, LLC
Yelp® is a registered trademark of Yelp, INC
Johnson Glo-Coat was a registered trademark of S.C. Johnson and Son, INC
TEDx® is a registered trademark of TED Conferences, LLC
Alexa® is a registered trademark of Amazon Technologies, INC
Siri® and iPhone® are registered trademarks of Apple, INC

ISBN 13: 978-1-966168-06-5 
Library of Congress Control Number: 2025900905

Designed by Melissa Farr, Back Porch Creative, LLC

INDIE BOOKS INTERNATIONAL®, INC. 
2511 WOODLANDS WAY 
OCEANSIDE, CA 92054 
www.indiebooksintl.com



Table Of Contents

Prologue:  Why Old School Mad Men Ideas Still Work— 
and When ey Fall Short 1

1. Understand the ree Types of Marketing 5

2. Embrace Market Research 11

3. Find Your Brand Dierentiators 19

4. Test, Test, Test 25

5. Measure ROI Relentlessly  33

6. But Numbers Aren’t Everything  41

7. Dene Your Target Audience 45

8. Integrate and Align Across Marketing Channels 51

9. Manage Missteps with Crisis Communications 55

10. Building Your Own Personal Brand 61

11. Know When to Work for Free 65

12. Get Started with Modern Marketing 71

Epilogue 77

Appendix: e Intersection of PR and Marketing 85 
Acknowledgments 89
About e Author 91



1

 

Why Old School Mad Men Ideas  
Still Work— 

and When They Fall Short

“Mad Men” is a term coined in the 1950s 
to describe New York’s Madison Avenue 
advertising executives brought to life in the 

popular TV show of the same name.

In the compelling world of advertising depicted in 
Mad Men, we were captivated by the masterful art of 
persuasion and creativity. e show provided a fascinating 
glimpse into the world of marketing and the creation of 
iconic campaigns. e “Mad Men” era, roughly the 1950s 
and 1960s, is heavily romanticized as well as criticized. 

Prologue
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e ctional advertising agency, Sterling Cooper, 
and its enigmatic protagonist, Don Draper, possessed 
an innate understanding of the importance of creativity 
and emotional connection in marketing. Don Draper 
and the creative team would sit around, staring into 
space, trying to come up with the big idea to pitch to 
a client. Once they convinced the client that their idea 
was brilliant, Don’s job was done.

Now, the process for creating a marketing campaign 
is dierent from start to nish.

With modern marketing, instead of taking a nap 
or going to a movie, waiting for inspiration to strike, 
we look at research. We have insights into customer 
trends, buying patterns, sales cycles, and conversion 
goals. While creativity is still essential, marketing pros 
should direct their creativity with a strategic and results-
oriented approach.

We don’t take one big idea and go all in. We test. 
Instead of taking a million-dollar gamble on a campaign 
we hope will work, we start small and make sure the 
idea is driving results. We split-test dierent messaging, 
graphics, and outlets to optimize the campaign before 
committing additional resources to an approach.
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Unlike Don, whose job was complete after he pitched 
a campaign, modern marketers are not only responsible 
for our ideas, we are also accountable for results. e 
measure of our success isn’t just how much a client likes 
the idea or how many martinis we can drink at lunch. We 
track results and nd ways to make marketing analytics 
both quantiable and meaningful. Digital marketing, 
with its laser-focused targeting and real-time analytics, 
has become the dominant force. Yet, amidst the glow 
of social media campaigns and SEO optimization, the 
enduring power of “Mad Men” era marketing tactics 
still remains valuable. Beyond the smoke-lled oces 
and sharp suits, there were fundamental marketing 
principles at play. 

e key to success in today’s marketing landscape lies 
in a strategic blend of some of the Mad Men principles 
combined with modern tools and know-how. Storytelling 
remains powerful, but the stories are told on social 
media platforms and video channels. Personalization is 
paramount, but it’s fueled by data and delivered through 
targeted messaging.

By understanding the power of branding, tailoring 
messages to the audience, dierentiating from the 
competition, adapting to change, and balancing creativity 
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with strategy, modern marketers can channel the brilliance 
exhibited in Mad Men to create impactful and enduring 
marketing campaigns.
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Understanding the  
Three Types of Marketing

Don once described creative brand campaigns as the 
“window dressing” to sell advertising with a 15 
percent markup. Modern marketing campaigns 

are much more than just advertising.

POEM: Paid, Owned, and Earned Marketing
ere are actually three types of marketing to consider, 
which have an easy-to-remember acronym, POEM: 
Paid, Owned, and Earned Marketing. An eective 
communication strategy will address all three types and 
integrate them into one cohesive strategy.



6   |   FROM MAD MEN TO MODERN MARKETING

Paid Marketing
Paid marketing, or advertising, was the foundation 
of Madison Avenue agencies. Advertising includes 
traditional print advertising and also digital advertising 
like search engine marketing. One signicant benet of 
paid marketing is that it usually comes with concrete 
data on audience numbers and demographics, which you 
can weigh against the cost of the advertisement. With 
paid marketing, businesses can control their messaging, 
targeting, and timing, making it a reliable strategy for 
achieving predictable results. e downside to paid 
marketing is that people have become accustomed to 
tuning out advertisements and often actively try to 
avoid them. And, while the audience numbers provided 
are based on data, some media platforms may overstate 
their paid marketing opportunities by presenting only 
the most appealing data. 

Owned Marketing
Owned marketing refers to the promotion of a brand 
through assets that a business directly controls, such as 
websites, blogs, social media proles, and email lists. It 
focuses on creating and distributing valuable content to 
engage and retain existing customers. Owned marketing 
allows businesses to establish their brand identity, build 
credibility, and nurture long-term relationships with 
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their audience. While owned marketing requires time 
and eort to produce compelling content, it is relatively 
cost-eective compared to paid marketing, making it 
accessible to businesses with limited budgets. Even so, the 
return on investment (ROI) of owned marketing can be 
tough to track, as it is often used as part of a multitouch 
campaign to help nurture ongoing relationships with an 
audience, fostering brand loyalty and customer retention.

Earned Marketing  
Earned marketing encompasses the exposure and 
recognition a brand receives through customer advocacy, 
reviews, and media coverage. In short, when someone 
outside your company promotes you, that is called earned 
marketing. ere are two important categories within 
earned marketing: word of mouth and press exposure. 
Word of mouth includes reviews from customers and 
recommendations from clients and partners. When 
customers share their positive experiences with a brand, 
it can lead to a ripple eect, generating organic exposure 
and expanding the brand’s reach to new audiences. Press 
exposure, also called PR, entails journalists creating 
media coverage about a company, organization, or issue. 

At its core, PR is the deliberate practice of managing 
the spread of information and building a positive public 
perception. It’s about strategically crafting messages and 
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MAD MEN on 
Simplicity

“Make it simple,  
but significant.”

Don Draper
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narratives that resonate with both your target audience 
and also the reporters or editors you want to cover your 
brand. PR typically requires cultivating relationships 
with journalists and media outlets, ensuring a brand’s 
stories are told in a positive light. rough strategic media 
placements, marketers can signicantly increase brand 
awareness, reaching new potential customers.

Earned media holds signicantly more weight with 
consumers because it’s perceived as unbiased and trustworthy. 
Earned marketing, in all its forms, is the most credible source 
of marketing and the most eective way to reach a new 
audience and establish expertise with your current network.

A Note on Social Media
Social media can be used as a tool within all three 
marketing categories. Within paid marketing, there is 
social media advertising. A company or organization’s 
own social media page is a form of owned marketing. 
Social media can become earned marketing when your 
content is shared by others.


