
r n s i d e  its sparkling steel-and-granite Miami headquarters, ad agency Crispin 
qPor te r  + Bogusky was unveiling pieces of the campaign for then-new client 

&virgin Atlantic Airways. At presentations like this, agency executives typically 
hold up TV commercial storyboards and explain why everyone is going to love this 
particular dancing cat or flatulent horse. This morning, however, the presenters from 
Cr~spin-led by a pregnant woman, a young dude with a flop of unruly blond curls, 
and a guy with Elvis sideburns-had no TV storyboards. But they certainly had a lot 
of other stuff, and it came flying from all sides at the three Virgin clients. 

There were ads designed to look like those flight safety cards found in airplane 
seat backs. There were samples of a newspaper comic strip called The Jet Set, as 
well as a mock-up for a lifestyle magazine titled Jetrosexual, a term Crispin created 
to describe Virgin's target audience. Both played off the Virgin campaign's theme, 
"Go Jet Set, Go!" There was something titled Night-Night Jet Set, Night-Night that 
resembled an illustrated children's book, although it actually contained bedtime dit- 
ties for adult business flyers-something that flight attendants would leave on pil- 
lows in Virgin's sleeping cabins. 

And speaking of those flight attendants? Crispin wouldn't mind hiring a high- 
fashion designer to spruce up the uniforms. And how about staging "concert 
flights"? And wouldn't it be cool to hire celebrities to work as "guest flight atten- 
dants"? And by the way, could the pilots fly at a higher altitude so Virgin can claim it 
soars above the competition? And there's one more thing-well, no, actually there 
were 160 more, because that was how many far-flung ideas Crispin had come up 
with since starting work on the campaign. 

Welcome tu advertising as practiced by Crispin Porter + Bogusky, the agency of 

the moment. Crispin is as hot as South Beach on a Saturday night, and it's at the 
epicenter of all that's current in today's advertising world. The agency has snapped 
up every top advertising creative award lately while reeling in prime new accounts, 
including some big ones. 

Early on, working with modest ad budgets, Crispin riveted customers' attention 
with startlrng guerrilla tactics, unconventional uses of media, and holistic marketing 
strategies that tied together everything from product design to packaging to event 
marketing to stuff that can't even be categorized. "Anything and everything is an 
ad," preaches Crispin's 40-something creative director, Alex Bogusky. What the 
agency used sparingly, however, at least until recently, is the traditional TV commer- 



cial. This was very close to heresy in a business that grew fat on 
those million-dollar 30-second spots. 

In its celebrated BMW MINI campaign, Crispin created a 
huge buzz for the quirky, anything-but-ordinary little British- 
made MINI car with an anything-but-ordinary Let's Motor cam- 
paign. The campaign employed a rich mix of unconventional 
media, carefully integrated to create personality for the car and 
a tremendous buzz of excitement among consumers. The Let's 
Motor campaign was a smashing success, creating an almost 
cult-like following for the personable little car. And suddenly 
everyone-from Virgin Atlantic to big old Burger King, Coca- 
Cola, Miller Lite, and even Volkswagen-wanted a piece of 
Crispin. 

How does Crispin do it? For starters, the agency swings for 
the fences on each new brand assignment, going beyond cute 
slogans to try to start a consumer movement behind the brand. 
"The jet set" was a mobilizing idea for Virgin, as was "motor- 
ing" in a MINI. Once a central theme is in place, the ad making 
begins-and this is where Crispin really turns the process 
upside down. Most copywriters and art directors instinctively 
start by sketching ideas for print ads and TV commercials. But 
Crispin begins with a blank slate. The goal is to figure out the 
best places to reach the target audience and the most interest- 
ing vehicles to carry the message, even if those vehicles have 
to be invented. 

This leads to another Crispin difference: The agency often sticks its nose into 
things unrelated to advertising. For example, the agency convinced Virgin Atlantic to 
brand its flights by giving them names, such as "The Fly Chi" for flight number 020, 
San Francisco to London. Similarly, it got the brewer Molson to spend $1 million 
retooling its bottling plant to put labels on the backs of bottles for Crispin to use as an 
ad canvas with funny pickup lines. And it persuaded MlNl to rewrite its lease agree- 
ment to match the tone of the overall MlNl campaign. What does Crispin know about 
car leases? "Nothing," Bogusky admits, but that doesn't stop him from trying to 
ensure that every consumer "touch pointJ1 conveys the same message as the ad 
campaign. Crispin turns away clients who don't give it access to every part of the 
company. 

Crispin is now at a turning point-rapidly evolving from a scrappy, nimble little 
creative shop to an industry giant. As it accepts larger, more conservative new 
accounts, such as Burger King, Miller Lite, and Volkswagen, many analysts wonder 
if Crispin will be able to retain the fast, edgy culture that has made it so successful. 
So far, so good. Rather than having its style crimped by these clients, Crispin seems 
to be infecting the clients with freewheeling cultures of their own. 
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Promotion mix (marketing 

,advertising, sales promotion, 
p u b f i ~ - r e ~ t i o n ~ , ~ p e r s o ~ ~ ~  

-?--LL=--T 

to persuasivelv communicate 
customer value and bu& - 
customer relationships. - 

For example, Crispin has breathed new purpose, personality, and profitability into an ailing 
Burger KingB. It focused on "Superfans"-young, mostly male, Whopper-wolfing consumers who 
eat fast food six to eight times per week and account for nearly half of all Burger King visits. It 
brought the old "Have It Your Way" theme back to life, but with a modern "personalization" twist 
relevant to the Superfans. In an un-Crispin-like move, the Burger King campaign began with big- 
budget television ads. But the commercials themselves were uniquely Crispin: "Whopperettes" 
commercials in which singing and dancing burger ingredients combined to make a Whopper your 
way; a "Manthem" ad in which young, brief-burning male Superfans spurned "chick food," 
chomped into man-size Texas Double Whoppers, and sang an all-male parody of the Helen Reddy 
song "I am Woman"; "Wake Up with the King" ads in which consumers met nose-to-nose with a 
freaky but likeable new ceramic-faced version of the Burger King, a character who rapidly became 
a pop culture icon. 

And in typical fashion, Crispin's Burger King campaign reached way beyond television advertising. 
It created a bawdy but wildly successful "Subservient Chicken" Internet site, in which a man in a dingy 
apartment wearing a chicken suit and garter belt hangs out in front of his Web cam and does almost 
anything you ask him to-have it your way, get it? The site has drawn a staggering 460 million hits in 
two years. Crispin has placed its creative stamp on everything from Burger King packaging, tray liners, 
and door pulls to a new version of the Burger King employee's manual. 

Also typical-Crispin's Burger King campaign is working: Sales grew 11 percent last year, firmly 
reestablishing Burger King as the nation's number two burger joint, behind McDonald's. And formerly 
disgruntled franchisees are now enthusiastic. "I think our competitors are scared of the King," says 
one franchisee. "They should be." 

Although unconventional, or perhaps because of it, Crispin Porter + Bogusky just keeps winning 
awards, including top honors at last year's 2004 International Advertising Festival and a remarkable 
2005 Grand Clio for its Subservient Chicken campaign. Last year, both Advertising Age and Creativity 
magazine named Crispin their agency of the year. Crispin "has been redefining what consumers even 
recognize as advertising," says the head of a rival agency. But to Alex Bogusky, it's all pretty simple. 
Advertising is "anything that makes our clients famous."l 

Building good customer relationships calls for more that just developing a good product, pric- 
ing it attractively, and making it available to target customers. Companies must also 
communicate their value propositions to customers, and what they communicate should not 
be left to chance. All of their communications must be planned and blended into carefully 
integrated marketing communications programs. Just as good communication is important in 
building and maintaining any kind of relationship, it is a crucial element in a company's 
efforts to build profitable customer relationships. 

A company's tot also called its marketing communications mix-consists 
of the specific b , sales p r o m o t i o ~ c ~ ~ e l l i n g ,  and 
direct-marketing tools that the company uses to persuasively communicate customer value 
and build customer relationships. Definitions of t b ~  fixre major ~romotion tools f o l l ~ w : ~  

Advertising: Any paid form of nonpersonal presentation and promotion of ideas, goods, 
or service: by an identified sponsor. 

Short-term incentives to encourage the purchase or sale of a product or 
servlce. 

Public relations: Building good relations w i t h  the company's various publics by obtaining 
icity, building up a good corporate image, and handling or heading off 

unfavorable rumors, stories, and events. 
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, A d v e r m  
Any paid form of nonpersonal 
presentation and p r h  

Y 

relationships. 
Y 

Personal selling: Personal presentation by the firm's sales force for the purpose of making 
sales and building customer relationships. 

g: Direct connections with carefully targeted individual consumers to 
both obtain an immediate response and cultivate lasting customer relationships-the 
use of direct mail, the telephone, direct-response television, e-mail, the Internet, and 
other tools to communicate directly with specific consumers. 

Each category involves specific promotional tools used to communicate with consumers. 
For example, advertising includes broadcast, print, Internet, outdoor, and other forms. Sales 
promotion includes discounts, coupons, displays, and demonstrations. Personal selling 
includes sales presentations, trade shows, and incentive programs. Public relations includes 
press releases, sponsorships, special events, and Web pages. And direct marketing includes 
catalogs, telephone marketing, kiosks, the Internet, and more. 

At the same time, marketing communication goes beyond these specific promotion tools. 
The product's design, its price, the shape and color of its package, and the stores that sell it- 
all communicate something to buyers. Thus, although the promotion mix is the company's 
primary communication activity, the entire marketing mix-promotion and product, price, 
and place-must be coordinated for greatest communication impact. 

In past decades, marketers have perfected the art of mass marketing-selling highly standard- 
ized products to masses of customers. In the process, they have developed effective mass- 
media communications techniques to support these mass-marketing strategies. Large compa- 
nies routinely invest millions or even billions of dollars in  television, magazine, or other 
mass-media advertising, reaching tens of millions of customers with a single ad. Today, how- 
ever, marketing managers face some new marketing communications realities. 

Two major factors are changing the face of today's marketing communications. First, as m a s  

closer track of customer needs. 
Improved information technology has also caused striking changes in the ways in which 

companies and customers communicate with each other. The digital age has spawned a host 
of new information and comnnuriicaEon t o o l ~ o m  c?ll phones, iPods, and the Internet to 
satellite and cable television systems and digital video reiorders (DVRs). The new technolo- 
gies give companies exciting new media toois for interacting with targeted consumers. They 
also give consumers more control over the nature and timing of messages they choose to send 
and receive. 

The shift toward segmented marketing and the explosive developments in information and 
communications technology have had a dramatic impact on marketing communications. Just 
as mass marketing once gave rise to a new generation 

and the changing com 
nications model. Although television, magazines, and other 

mass media remain very important, their dominance is now declining. Advertisers are now 
adding a broad selection of more specialized and highly targeted media to reach smaller Gus- 
tomer segments with more personalized messages. The new media range from specialty mag- 
azines, cable television channels, and video on demand (VOD) to product placements in tele- 
vision p gam e-mails, and podcasts. In all, companies 
are doin and 
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Some ," in  
which the mar- 
keters will new 
digital technologies-from Web sites and e-mail to d video on demand. . . . 
Fragmentation, the bane of ~ T V  re, m s m e  t h e - ~ o l ~  
Grail, the opportunity to reach-and have a conversation with-small clusters of consumers 
who are consuming not what is force-fed them, but exactly what they want."3 

Just think about what's happening to television viewing these days. "Adjust your set," 
says one reporter, "television is changing as quickly as the channels. It's on cell phones. It's on 
digital muiic players. It's on almost &&ng with a screen. Shows can be seen at their regu- 
lar times or when you want [with or without the commercials]. Some 'TV' programs aren't 
even on cable or network or satellite; they're being created just for Internet viewing."* 

Consumers, especially younger ones, appear to be turning away from the major television 
networks in favor of cable TV or altogether different media. According to a recent study: 

Only one in four 12- to 34-year-olds can name all four major broadcast networks: 
ABC, NBC, CBS, and Fox. Teens may not be able to name the big four, but they know 
MTV, Cartoon Network, and Comedy Central. The most popular activity? That would 
be surfing the Internet, which 84 percent said they did during their idle periods. 
Hanging out with friends came in second at 76 percent, watching movies'third at 
71 percent, and TV viewing fourth at 69 percente5 

s are losing confidence in television advertisiz. As mass-media 
costs rise, audiences shrink, ad clutter increases, and more and more viewers use VOD and 
TiVo-like systems to skip past disruptive television commercials, many skeptics even predict 
the demise of the old mass-media mainstay-the 30-second television commercial. In a recent 
survey, 70 percent of major brand advertisers said that they believe DVRs and VOD will 
reduce or destroy the effectiveness of traditional 30-second c~rnmercials.~ 

Thus, many large advertisers are shifting their advertising budgets away from network 
television in favor of more 
industry's plotline used to 
directions, watching TV sh 
ing to radio on the Internet 

"1  

ther industry insiders see a more gradual shift 

30-se&nd spot, it's still very much in use today. And although ad spending on the major TV 
networks decreased last year, cable ad spending increased 11 percent. Moreover, television 
offers many promotional opportunities beyond the 30-second commercial." One advertising 
expert advises: "Because TV is at the forefront of 30 technological advances [such as DVRs 
and VODI, its audience will continue to increase. So if you think that TV is an aging dinosaur, 
or you're a national advertiser who is thinking of moving ad dollars away from TV, maybe you 
should think again. 

Thus, it &ems likely that the new marketing communications model will consist of a 

or example, in its Let's Mot 
ut clever magazine ads coupled with novel displays, 

quirky promotions, and attention-grabbing Web pages. "We need to reinvent the way we mar- 
ket to consumers," says A.G. Lafley, chief executive of Procter & Gamble. "Mass marketing 
still has an important role, [but] we need new models to initially coexist with mass marketing, 

. and eventually to succeed i tH9 

The shift toward a richer mix of media and communication approaches poses a problem for 

the consumer's mind, messages from different media and promotional approaches all become 
about the company. Co om these different sources 
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E l  The shifting marketing 
communications model: MINI 
Let's Motor campaign 
uses a rich mix of media: 
conventional but clever 
magazine ads coupled with 
novel displays-here an actual 
MINI that looks like a 
children's ride ("Rides $16,850. 
Quarters only") and airport 
displays featuring oversize 
newspaper vending machines 
next to billboards proclaiming, 
"Makes everything else seem a 
little too big." 

n g 
communications (IMG) 

's 
many communications 

Fchannels to deliver a cleai, 

7 
. -s products. 

All too often, companies fail to integrate their various communications channels. The 
result is a hodgepodge of communications to consumers. Mass-media advertisements say one 
thing, while a price promotion sends a different signal, and a product label creates still 
another message. Company sales literature says something altogether different, and the com- 
pany's Web site seems out of sync with everything else. 

The problem is that these communications often come from different parts of the com- 

Internet marketing, and other forms of marketing communications. 
However, whereas these companies have separated their communications tools, cus- 

tomers won't. According to one marketing communications expert:l0 

The truth is, most [consumers] won't compartmentalize their use of the [different 
media]. They won't say, "Hey, I'm going off to do a bit of Web surfing. Burn my TV, 
throw out all my radios, cancel all my magazine subscriptions and, by the way, take 
out my telephone and don't deliver any mail anymore." It's not that kind of world for 
consumers, and it shouldn't be that kind of world for marketers either. 

Today, more companies are adopting the concept 
tions (IMC). Under this concept, as illustrated in Fig 
g r E a n y  communications channels to deliver a 
sage about the organization and its brands.ll 

IMC calls for recognizing all contact points where the customer may encounter the com- 
pany and its brands. whether good, bad, or indif- 
ferent. The compan with each contact. 
IMC leads to a tota ng strong customer 
relationships by showing how the company and its products can help customers ;olve,:heir 

The company's television 
as its e-mail and personal 

selling communications. And its public relation; materials project the same image as its Web 
site. For example, Ford recently created a nicely integrated promotion campaign for its 
Escape Hybrid model. 

It kicked off the Escape Hybrid campaign with a blockbuster Super Bowl ad, in 
which Kermit the Frog lamented "It's not easy being green" before discovering that it 
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FIIGUWE 14.1 
Integrated marketing 
communications - 

Carefully blended mix of promotion tools 

really is easy being green with the Escape Hybrid. Ford followed up with print ads in 
major magazines, featuring Kermit and reinforcing the "I guess it is easy being green" 
theme. The Super Bowl and print ads helped to build consumer awareness and pref- 
erence for the Escape Hybrid brand. But the ads also pointed viewers to a special 
Web site (www.fordvehicles.com/suvs/escapehybrid), which extended the Kermit 
theme with a number of relationship-building and sales-building features. Visitors to 
the site could view the Super Bowl commercial again and then watch a charming 
video on the making of the "Easy Being Green" commercial-narrated by Kermit, of 
course. The site also offered lots of help with very little hype to serious car buyers, 
letting them learn more about the benefits of the Escape Hybrid, build and price a 
model, and find a dealer online. Later, at the dealership, Ford salespeople communi- 
cated the "Easy Being Green" message in person while customers kicked the tires 
and tested the Escape Hybrid's ride before deciding to purchase. 

In the past, no one person or department was responsible for thinking through the com- 
munication roles of the various promotion tools and coordinating the promotion mix. To help 
implement integrated marketing communications, some companies appoint a marketing com- 
munications director who has overall responsibility for the company's communications 
efforts. This helps to produce better communications consistency and greater sales impact. It 
places the responsibility in someone's hands-where none existed before-to unify the com- 
pany's image as it is shaped by thousands of company activities. 

target market. But this approach to communication is too shortsighted. Today, marketers are 
moving toward viewing communications as gana~inn the customer relationship over time. 

Because customers differ, communications programs need to be developed for specific 
segments, niches, and even individuals. And, given the new interactive communications 
technologies, companies must ask not only, "How can we reach our customers?" but also, 
"How can we find ways to let our customers reach us?" 

Thus, the communications process should start with an audit of all the potential contacts 
may have with the company and its brands. For example, someone purchas- 

ing a new kitchen appliance may talk to others, see television ads, read articles and ads in 
newspapers and magazines, visit various Web sites, and check out appliances in one or more 
stores. The marketer needs to assess what influence each of these communications experi- 
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ences will have at different stages of the buying process. This understanding will help mar- 
keters allocate their communication dollars more efficiently and effectively. 

communication tools-the message and thz med& Four more are major communication 
s onse, and feedback. The last element is noise in the sys- 

s b a n d  ar-d to an ad for Hewlett-Packard (HP) 
A e r J e t  color copiers. 

_Sender: The party sending the message to another party-here, HP. 

: The process of putting thought into symbolic form-HP's advertising agency 
assembles words and illustrations into an advertisement that will convey the intended 
message. 

@>essage: The set of symbols that the sender transmits-the actual HP copier ad. 

Media: The communication channels through which the message moves from sender to - receiver-in this case, the specific magazines that HE' selects. 

=+lkm&w:,The process by which the receiver assigns meaning to the symbols encoded by 
the sender-a consumer reads the HP copier ad and interprets the words and illustrations 
it contains. 

5 Receiver( The party receiving the message sent by another party-the home office or busi- 
ness customer who reads the HP copier ad. 

: The reactions of the receiver after being exposed to the message-any of hun- 
ossible responses, such as the consumer is more aware of the attributes of HP 

copiers, visits the HP Web site for more information, actually buys an HP copier, or does 
nothing. 

ti% Feedback: The part of the receiver's response communicated back to the sender-HP 
' researccshows that consumers are struck by and remember the ad, or consumers write or 

call HP praising or criticizing the ad or HP's products. 

Noise: The unplanned static or distortion durigg the communication process, which 
-in G&"me~sig?than the one the send& sent l the  con- 
sumer is distracted while reading the magazine and misses the HP ad or its key points. 

For a message to be effective, the sender's encoding process must mesh with the 

from one socioeconomic stratum might create ads for consumers from another stratum-say, 

.2 Elements in the communication process 

Sender's field 
of experience 

Receiver's field 
of experience 
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wealthy business owners. However, to communicate effectively, the marketing communicator 

communication. Senders need to know 
what audiences-they wish to reach Hnd what responses they want. They must be good at 
encoding messages that take into account how the target audience decodes them. They must 
send messages through media that reach target audiences, and they must develop feedback 
channels so that they can assess the audience's response to the message. 

We now examine the steps in developing an effective integrated communications and promo- - - 

tion program. Marketers m 
communication objectives; 

m e s s a t e  

A marketing communicator starts with a clear target audience in mind. The audience may be 
potential buyers or current users, those who make the buying decision or those who influence 

. The target 
wit will be 

Beterminsling the Communication Objectives 
Once the target audience has been defined, the marketers must decide what response they 

2-eek. Of course, in many cases, they will seek a purchase r e s p - v f i s  
from a long consumer decision-making process. The marketing communicator needs to know 
where the target audience now stands and to what stage it needs to be moved. The target audi- 

es ence may be in any of six buyer-sadiness s t a m  the stages consumers normally pass through 
on their way to making a purchase. These stages include a - . . 

normally pass  through on - - ~ n v r r , f r o n . l l r c b L s _ ~  erence c Figure 14.3). 
-0 purchase,  - The marketing communicator's target market may be totally unaware of the product, 

know only its name, or know only a few things about it. The communicator must first build 
, awareness and knowledge. For example, when Daimler-Chrysler first introduced its Chrysler 

300 model, it used "teaser ads" to create initial awareness and curiosity. The ads showed the 
car but not its name. Later ads and the company's Web site created knowledge by informing 
potential buyers of the car's high quality and its many innovative features. Edy's ran similar 
teaser ads when it introduced Edy's Slow-Churned ice cream. Print ads show a blank package 
with the headline "You've been waiting for this." The ads directed consumers to the slow- 
churned.com Web site, where they could learn more about the new product and receive a 
chance to win a lifetime supply of Edy's ice cream. 

Assuming target consumers- 

Advertising built an emotional brand connection and extolled the 300's a&antages over com- 
peting brands-with this car, it tells them, "inspiration comes standard." Press releases and 
other public relations activities stressed the car's innovative features and performance. Dealer 
salespeople told buyers about options, value for the price, and after-sale service. 

E 14.3 Buyer-readiness stages 



Chapter 14 Communicating Customer Value: Integrated Marketing Communications Strategy 40 5 

H Moving customers through the buyer-readiness stages: Edy's teaser ads 
built initial awareness and curiosity for the company's new Slowed-Churned 
ice cream and directed consumers to a Web site where they could learn more 
about the new product. 

Finally, some members of the target market 
might be convinced about the product, but not quite 
get around to making the . potential 
Chrysler buyers might have decided to wait for more 
information or for the economy to improve. The com- 
municator must lead these consumers to take the 
final step. Actions might include offering special pro- 
motional prices, rebates, or premiums. Salespeople 
might call or write to selected customers, inviting 
them to visit the dealership for a special showing. 
The Chrysler 300 Web site explains various financing 
options and invites potential buyers to sign up for a 
test drive. 

Of course, marketing communications alone can- 
not create positive feelings and purchases for the 
Chrysler 300. The car itself must provide superior 
value for the customer. In fact, outstanding marketing 
communications can actually speed the demise of a 
poor product. 

Y 
g 

communication calls for "good deeds followed by 
good words." 

Having defined the desired audience response, the 
communicator turns to developing an effective mes- 

ness to purchase, but the AIDA framework suggests 
the desirable qualities of a good message. 

When putting the message together, the marketing 
communicator must decide w&t to sav (message con- 
z t )  and how to say it (message structure and - format). 

The marketer has to figure out 
There are three types of appeals: 
audience's self-interest. Thev 
Examples are messages showing a product's quality, economy, value, or performance. Thus, 
Tylenol runs a series of ads that inform customers about pain relievers and why Tylenol is the 
best choice. The ads say "Stop. Think. Tylenol." 

Emotional ap eals attempt to stir up eithe + vate purc ase. Communicators may use 
humccFor example, advocates for humorous messages claim that they attract more atten- 

tion and create more liking and belief in the sponsor. In a RoperASW survey, Americans 
picked humor as their favorite ad approach, with 85 percent saying they like ads with humor- 
ous themes. Other favorite emotional themes in the post-September 11, 2001, era include 
such reassuring ones as "safety and security" (77 percent), "family closeness" (76 percent), 
"giving to others" (74 percent), "patriotism" (74 percent), and "optimism" (64 percent).12 

These days, it seems as though every company is using humor in its advertising, from 
consumer product firms such as Anheuser-Busch to the scholarly American Heritage 
Dictionary. Advertising in recent Super Bowls appears to reflect consumers' preferences for 
humor. For example, 14 of the top 15 most popular ads in USA Today's ad meter consumer 
rankings of 2006 Super Bowl advertisements used humor. ~nheuser-Busch used humor to 
claim six of the top 10 ad spots. Its Bud Light ads featured everything from young men war- 
shiping a neighbor's rotating magic fridge stocked with Bud Light to an office manager who 
motivates employees by hiding bottles of Bud Light throughout the office.13 
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Humor in  advertising: These days, it seems as though almost every company is using humor in its 
advertising, even the scholarly American Heritage Dictionary. 

Properly used, humor can capture attention, make people feel good, and give a brand per- 
sonality. Anheuser-Busch has used humor effectively for years, helping consumers relate to 
its brands. However, advertisers must be careful when using humor. Used poorly, it can 
detract from comprehension, wear out its welcome fast, overshadow the product, or even irri- 
tate consumers. For example, many consumers and ad critics took exception to some of the 
humor used in the 2004 Super Bowl ads, including Anheuser-Busch ads, 

Advertising professionals agreed that the quality of Super Bowl ads [in 20041 had 
declined, mostly from the use of "toilet bowl" humor that insulted viewers' intelli- 
gence. They pointed to Budweiser ads featuring a crotch-biting dog, a male monkey 
wooing a human female, and a gas-passing horse that spoiled a sleigh-ride date. 
Many critics and consumers complained that such ads showed that Budweiser was 
"reaching for the lowest common denominator in commercials aimed at the most fre- 
quent beer drinkers-men from 21 to 25 years old-resulting in a race to the bottom 
to fill commercials with bathroom humor, double entendres, crude sight gags and 
vulgarisms." As a result of such criticism, Anheuser-Busch [rethought] the tone and 
content of its ads for future Super Bowls. "We are taking a more cautious approach to 
our creative," says Anheuser-Busch president August Busch W. "[Bud Light] is about 
fun, being with friends, and good times," says a senior Budweiser ad agency execu- 
tive, "and we can do that within the boundaries of good taste."14 

Communicators can also use n such as fear, guilt, and shame 
that get people to do things they should (brush their teeth, eat better, buy new tires) or to stop 
doing things they shouldn't [smoke, drink too much, eat unhealthy foods). For example, an ad 
for TLC's show Honey We're Killing the Kids (a reality show that tries to get families to eat 
healthier) teaches "Life Lesson #74: Sometimes being their best friend isn't being their best 
friend." And Etonic ads ask, "What would you do if you couldn't run?" They go on to note 
that Etonic athletic shoes are designed to avoid injuries-they're "built so you can last." 

Moral appeals are directed to-the audience's sense 
areken used taurge people to support social causes s 
race relations, equal rights for women, and aid to the disadvantaged. An example of a moral 
appeal is the Salvation Army headline, "While you're trying to figure out what to get the man 
who has everything, don't forget the man who has nothing." 



Chapter 14 Communicating Customer Value: Integrated Marketing Communications Strategy 407 

E! Message format: To attract attention, advertisers can use novelty 
and contrast, eye-catching pictures and headlines, and distinctive 
formats, as in  this Milkbone ad. 

Personal communication 
Ehannels 
m t h r o u g b h k h U r l -  
or more people communka& 
directly with each other, 
including face to face, on the 
- 
phone, through mail or e- 

-mail, 
Internet "chat." - 

claims, or when the communicator has a negative associa- 
d o n v e r c o m e .  In this spirit, Heinz ran the message 
"Heinz Ketchup is slow good" and Listerine ran the mes- 
sage "Listerine tastes bad twice a day." In such cases, two- 
sided messages can enhance the advertiser's credibility and 
make buyers more resistant to competitor attacks. 

C3ii=9 

communicator has to choose words, sounds, and voices. 
The "sound" of an ad promoting banking services should 
be different from one promoting an iPod. 

If the message is to be carried on television or in per- 
son, then all these elements plus must be 
planned. Presenters plan every detail-their facial 
~xpressions, gestures, dress, and hairstyles. If 
the message is carried on the product or its the 
communicator has to watch texture, scent, color, size, 
and shape. For example, age and other demographics 
affect the way in which consumers perceive and react to 
color. Here are examples: 

How do you sell margarine-stodgy, wholesome - - 
margarine-to today's kids? One answer: color. 
"We knew we wanted to introduce a color prod- . 

uct. It's been a big trend with kids since the blue 
M&M," says a Parkay spokesperson. So Parkay 
tried out margarine in blue, pink, green, and 

purple. "When we tested four different colors in  focus groups, kids had a blast." 
Electric blue and shocking pink margarine emerged as clear favorites. In contrast, 
as we get older, our eyes mature and our vision takes on a yellow cast. Color looks 
less bright to older people, so they gravitate to white and other bright tones. A 
recent survey found 10 percent of people 55 years and older want the brightness of 
a white car, compared with 4 percent of 21- to 34-year-olds and 2 percent of teens. 
Lexus, which skews toward older buyers, makes sure that 60 percent of its cars are 
light in  color.15 

Thus, in designing effective marketing communications, marketers must c o n s i d e r d x  and -- other zeemingly unimportant details carefully. - 
Choosing Media 
The communicator must now select channels of communication. There are two broad types 
of communication channels--- 

two or more people communicate directly with each 
face, on the phone, through mail or e-mail, or even 

through an Internet "chat." Personal communication channels are effective because- 

els are controlled directly by the company. For 
example, company salespeople contact target buyers. But other personal communications 
about the product may reach buyers through channels not directly controlled by the company. 
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These channels might include independent experts-consumer advocates, online buying 
guides, and others-making s t a t e m e ~ t h e y  might be neighbors, friends, family 

Word-of-mouth influence members, and associates talking to target buyers. This last channel, known as word-of-mouth 
\ 

has considerable effect in  many product areas. 
nal influence carries great weight for products that are expensive, risky, or highlyl 
onsider the power of simple customer reviews on ~rnaz-~ 

associates. It doesn't matter how loud or often you tell consumers your "truth," few today are - buying a big-ticket item before they know what existing users have to say about the 
product. This is a low-trust world. That's why "recommendation by a relative or 
friend" comes out on top in just about every survey of purchasing influences. A 
recent study found that more than 90 percent of customers trust "recommendations 
from consumers," whereas trust in ads runs from a high of about 40 percent to less 
than 10 percent. It's also a major reason for Amazon's success in growing sales per 
customer. Who hasn't made an Amazon purchase based on another customer's 
review or the "Customers who bought this also bought . . . " section? And it explains 
what a recent Shop.org survey found-that 96 percent of retailers find ratings and 
reviews to be an effective tactic in lifting online sales.16 

Companies can take steps to put personal communication channels to work for them. For 
example,-they can create-opinion-leaders for their brands-people whose opinions are sought 
by others-by supplying influencers with the product on attractive terms or by educating 

Buzz marketing that they can inform others. Buzz marketing involves cultivating opinion leaders and 
hem to spread information a6out a product or service to others in their communities. 

Consider BzzAgent, a Boston marketing firm that creates word-of-mouth campaigns for many 
of the country's best-known companies. 

. . BzzAgent has assembled a nationwide volunteer army of 130,000 natural-born 
--rs. buzzers, and they will channel their chatter toward products and services they deem 

authentically worth talking about. "Our goal is to find a way to capture honest word 
of mouth," says David Baiter, BzzAgent's founder, "and to build a network that will 
turn passionate customers into brand evangelists." Once a client signs on, BzzAgent 
searches its database for "agents" matching the demographic and psychographic pro- 
file of target customers of the product or service. Selected volunteers receive a sam- 
ple product and a training manual for buzz-creating strategies. These volunteers 
aren't just mall rats on cell phones. Some 65 percent are over 25, 60 percent are 
women, and two are Fortune 500 CEOs. They've buzzed products as diverse as Estee 
Lauder facial masks, Lee Jeans, Rock Bottom Restaurants, and The March of D e e s .  
In Alabama, Bzzagent ArnoldGingerl23 buttonholed her probation officer to chat up 
a tush-flattering new brand of jeans. In Illinois, BzzAgent GeminiDreams spent a 
family Christmas party extolling the features of Monster.com's new networking site. 

EB Taking advantage of 
personal communications 
channels: BzzAgent's army of 
130,000 natural-born buzzers 
creates word-of-mouth chatter 
for many of the worldk best- 
known brands. 
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Nonpersonal 
a i c a t i o n  channels 
M e d l a d g e b  

media, atmospheres, and 
events. -riB 

And, in an especially moving final tribute in New Jersey, BzzAgent Karnj buzzed her 
grandpa into the great beyond with a round of Anheuser World Select beer at the old 
gent's wake. The service's appeal is its authenticity. "What I like is that BzzAgents 
aren't scripted," says Steve Cook, vice president of worldwide strategic marketing at 
Coca-Cola. "[The company tells its agents,] 'Here's the information; if you believe in 
it, say whatever you think.' It's . . . genuine."17 

ds, signs, posters), and oJllure m e d a  (e-mail, Web site 
d environments that create o 

target audiences. For example, 
openings, shows and exhibits, 

Nonpersonal communicat addition, using mass media often 
affects buyers indirect1 b causing more personal communication. Communications first EY 
flow from televmon, magazines, and other mass media to opinion leaders and then from 
these opinion leaders to others. Thus, opinion leaders step between the mass media and their 
audiences and carry messages to people who are less exposed to media. This suggests that 

keters often use nonpersonal communications channels to replace or 
stimulate personal communications by embedding consumer endorsements or word-of- 
mouth testimonials in their ads and other promotions. JetBlue's recent "Sincerely, JetBlue" 
promotion campaign does this (see Real Marketing 14.1). 

In either personal or nonpersonal communication, the message's impact on the target audi- 
Messages delivered by 
ies promote to doctors, 

dentists, and other health care providers to motivate these professionals to recommend their 
products to patients. And marketers hire celebrity endorsers-well-known athletes, actors, 

Marketers hire celebrities to deliver their messages: NASCAR superstar Jeff Gordon pitches everything from 
DuPont to Pepsi and Edy's ice cream, basketball pro LeBron James vouches for Coca-Cola's Powerade and Sprite 
brands, and young golfer Michelle Wie Lends her image to Nike. 
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Trying to choose the right airline? There's rio need to 
ask your friends, relatives, or neighbors about their 

nces, or about which airline provides the best service. 
JetBlue has already done that for you. And it's sharing their stories 
with you and other travelers in a promotional campaign called 
"Sincerely, JetBlue." The campaign features a series of offbeat com- 
mercials in which actual customers share their JetBlue experiences. 

The goal of the campaign is to retain JetBlue's upstart, small- 
airline personality in the face of ambitious expansion plans. JetBlue is 
now the nation's number two discount airline, behind Southwest, and 
it's adding planes and routes at a rapid pace. As it grows, it wants to 
hang onto the underdog, grassroots appeal that's made it successful 
in the dog-eat-dog airline industry. 

Some airlines have built their images through lush, big-budget ad 
campaigns. Not so for JetBlue. "This brand was created almost 
entirely on an experience, then on word of mouth about that experi- 
ence," says the chief creative director at JWT, the New York ad 
agency that created the "Sincerely, JetBlue" campaign. "When 
[JetBlue founder and CEO] David Neeleman came to us," recounts 
another JWT executive, "he said the thing that keeps him up at night 
is how he can grow the airline and keep the JetBlue experience." The 
answer: Let the JetBlue faithful themselves give voice to that experi- 
ence. "Allowing our customers to tell our story [will help the airline] 
keep a local, small feel as JetBlue becomes more national in scope," 
says JetBlue's chief marketing executive. 

JetBlue has built a huge infrastructure for breeding and collect- 
ing customer stories to use in the "Sincerely" ads. It has erected 
futuristic JetBlue "story booths" in eighteen cities, where passers- 
by can recount and record their experiences flying on JetBlue. 
According to one observer, the booths are "less like circus tents and 
more like futuristic spaceships. [They're] made of high-tech honey- 
comb mesh and have LED screens underneath the shell, pressure- 
sensitive floors, and voice-activated walls." Inside the booths, a vir- 
tual crew member guides customer-storytellers through their 
experiences. JetBlue also invites customers to submit stories at its 

Web site, and it places postcards in seatback pockets, which pas- 
sengers can use to keep and submit minijournals on their JetBlue 
journeys. 

Once collected, the stories are incorporated into simple but color- 
ful, cleverly animated commercials in which customers themselves 
share their JetBlue experiences. "You take this little story and you 
give it to an animator and they turn. it into something marvelous," 
says a JWT creative director. In one ad, customer Melissa confides, 
"Let me tell you, I wanted to not like you, if only because everyone 
seems to love you. I got on a flight with a pen and paper, waiting to 
take down every irritating detail." But, she continues, "two flights 
later, I was staring at the same blank piece of paper. You've done 
nothing wrong and everything more than right, if that's possible." 
After detailing all the right things the airline does, she mock-laments, 
"JetBlue, I wanted to not like you, but it can't be done-at all. 
Sincerely, Melissa McCall, Portland, Oregon." 

In a similar fashion, in other ads: Brian relates how a JetBlue flight 
attendant dashed from the plane just before takeoff to retrieve a 
brand-new iPod he'd left in a rental car. Ann recounts how, when her 
JetBiue flight was delayed by a snowstorm, the airline eased the long 
wait by providing pizza and even a live band. "My [three-year-old1 
son was dancing. I was dancing," she remembers. "It was a great 
time! It made a horrible experience really nice." And the Steins tell 
about the time they arrived late at night for a family vacation in 
Florida with their three very tired small children only to learn that their 
hotel wouldn't take them in. Jason Stein recalls, "Out of nowhere we 
heard a voice from behind us, go ahead, take my room." His wife 
Nancy continues: "A superhero in a JetBlue pilot's uniform, who sac- 
rificed his room graciously, saved our night. And we slept like babies. 
Thank you, JetBlue. Sincerely, Nancy and Jason Stein, Darien, 
Connecticut." 

The tone and crafting of the ads makes them appealing and 
believable. It's almost like talking to your next-door neighbor, but with 
colorful, intriguing animations that help to bring their stories to life. 
(Check out all of these stories and others at the JetBlue Web site at 

and even cartoon characters-to deliver their  messages. Golfer Tiger Woods speaks for 
N ike ,  Bu ick ,  Accenture, and a dozen other brands. Basketball p r o  LeBron James 
vouches for N i ke  and Coca-Cola's Powerade and Sprite brands. NASCAR superstar Jeff 
Gordon pitches everything f rom Ray-Ban sunglasses to  Pepsi and Edy's ice cream. A n d  
young golfer Michel le Wie lends her image to brands such as N i ke  and Sony. 

B u t  companies must  b e  careful when  selecting celebrities t o  represent their brands. 
Picking the wrong spokesperson can result in embarrassment and a tarnished image. 
McDonald's, Sprite, and Nutel la found this out when  superspokesperson Kobe Bryant 
was charged w i t h  sexual assault. H&M, Chanel, and Burberry had  to pub l ic ly  dismiss 
supermodel Kate Moss after she was reportedly photographed us ing cocaine. And 
Pepsi, McDonald's, Roots, and  F o r d  faced embarrassment w h e n  gambl ing scandals 
threatened to  d i r ty  the squeaky-clean image o f  their  spokesperson, hockey great Wayne 
Gretzky. "Arranged marriages between brands and  celebrities are inherent ly risky," 
notes an expert. "Today it's standard practice t o  s ign a celeb on l y  after an extensive 
background check. Bu t  accidents s t i l l  happen."18 
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. . .  
JetBLue flight attendant 
dashed from the plane just 
before takeoff to retrieve a 
brand-new iPod he'd left i n  a 

. . 

http://jetblue.com/experience/index.html?intcmp=jlOOl). "The 
various illustrations-including animation, paper cutouts, and minia- 
ture doll pieces-have a wonderful rhythm and flow," comments an 
advertising analyst, "and the stories have an on-the-fly populist qual- 
ity, which fits the brand." 

In all, the campaign just seems to work. It's the ultimate word of 

haven't tried the airline to try it is for them to hear from people they 
know and trust." 

Sources: Quotes and other information from Stuart Elliot, "JetBlue May 
Be Big, but It Wants Fliers to Think Small," New York Times, March 30, 
2006, p. C3: and Barbara Lippert, "Voices Carry," Adweek, April 17, . .  . 

mouth. Says the JWT executive, "The best way to get people who 2006, p. 32; and www.jetblue.com, December 2006. 

Collecting Feedback 
After sending the message, the 
This involves asking the target 

s may suggest changes in the promotion program 
or in the product offer itself. For example, JetBlue Airways uses television and newspaper 
advertising to inform area consumers about the airline, its routes, and its fares. Suppose feed- 
back research shows that 80 percent of all fliers in  an area recall seeing the airline's ads and 
are aware of its flights and prices. Sixty percent of these aware fliers have flo 
only 20 percent of those who tried it were satisfied. These results suggest that 
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Affordable method 

w n t a g e - o f - s a l e s  
method . 

t 

current or forecasted sal6s or 

w 

Therefore, JetBlue needs to improve its service while staying with the successful communica- 
tion program. In contrast, suppose the research shows that only 40 percent of area consumers 
are aware of the airline, only 30 percent of those aware have tried it, but 80 percent of those 
who have tried it return. In this case, JetBlue needs to strengthen its promotion program to 
take advantage of 

We have looked at the steps in planning and sending communications to a target audience. 
But how does the company decide on the total promotion budget and i&divisimmmong the 

a c r e a t e ~ r o m o t i o F r n i x ?  By what process does it blend the tools 
eting communications? We now look at these questions. 

One of the hardest marketing decisions facing a company is 
John Wanamaker, the department store magnate, once said, 
is wasted, but I don't know which half. I spent $2 million for advertising, and I don't know if 
that is half enough or twice too much." Thus, it is not surprising that industries and companies 
vary widely in how much they spend on promotion. Promotion spending may be 10 to 12 per- 
cent of sales for consumer packaged goods and less than 1 percent for industrial machinery 
products. Within a given industry, both low and high spenders can be found.lg 

How does a company decide on its promotio 
used to set the total budget for advertising: the 
m n d ,  the competitive-parity method, and the 

0 

Some companies use th : They set the promotion budget at the level they 
think the company can afford. Small businesses often use this method, reasoning that the 
company cannot spend more on advertising than it has. They start with total revenues, deduct 
operating expenses and capital outlays, and then devote some portion of the remaining funds 
to advertising. 

Unfortunately, this method of setting budgets completely ignores the effects of promotion 
on sales. It tends to place promotion last among spending priorities, even in situations in 
which advertising is critical to the firm's success. It leads to an uncertain annual promotion 
budget, which makes long-range market planning difficult. Although the affordable method 
can result in overspending on adverti-ts in undersr, 

justify it. It wrongly views sales as the cause of promotion rather than as t b ~ t .  Although 
studies have found a positive correlation between promotional spending and 

se, not cause and effect. S 

on availability of funds rather than on 
opportunities. It may prevent the increased spendin&%oem-to turn around 
falling sales. Because the budget varies with year-to-year sales, long-range planning is diffi- 
cult. Finally, the method d 

Still other companies use the competitive-parity method, setting their promotion budgets to 
match competitors' outlays. -advertising or get industry promotion 
spending estimates from publications or trade associations, and then they set their budgets 
based on the industry average. 
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Obiective-and-t_askd 
Develo~ina the promotion 

+ 
budget bv (1) defining 

must be performed to achieve 

Promotion Mix: Companies 
within the same industry may 
use different mixes. Mary Kay 
relies heavily on personal 
selling and  direct marketing; 
CoverGirl devotes significant 
resources to advertising. 

Two arguments support this method. First, competitors' budgets represent the ~011%- 
itors spend helps prevent pro- 
e are no g r o u n G T Z d n g  
uld be spending on promotion 

than does the company itself. Companies differ greatly, and each has its own special pro- 
motion needs. Finally, there is no evidence that budgets based on competitive parity pre- 
vent promotion wars. 

, whereby the com- 
wlth promotion. This 

budgeting meihod entails (1)befining specific promotion objectives, (2) d e t e r k i n g  the tasks 
needed to achieve these objectives, and (3) estimating the costs of performing these tasks. The 
sum of these costs is the proposed promotion budget 

The advantage of the objective-and-task method is that it forces management to spell out 
its assumptions about the . But it is 
also the most difficult method to use. Often, it is hard to figure out which specific tasks will 
achi6ve stated o-le, suppose Sony wants 95 percent awareness for its lat- 
est camcorder model during the six-month introductory period. What specific advertising 
messages and media schedules should Sony use to attain this objective? How much would 
these messages and media schedules cost? sony management must consider such questions, 
even though they are hard to answer. 

The concept of integrated marketing communications suggests that the company mu&&&& 
. But how does the company 

determine what mix of promotion tools it will use? Companies within the same industry dif- 
fer greatly in the design of their promotion mixes. For example, Mary Kay spends most of its 
promotion funds on personal selling and direct marketing, whereas CoverGirl spends heavily 
on consumer advertising. HI? relies on advertising and promotion to retailers, whereas Dell 
uses more direct marketing. We now look at factors that influence the marketer's choice of 
promotion tools. 
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Each promotion tool has unique characteristics and costs. Marketers must understand these 
characteristics in shaping the promotion mix. 

Advertising can reach masses of buyers at a low cost 
-exposure, and it enables the seller to repeat a message many times. For examge, televi- 
sion advertising can reach huge audiences. An estimated 141 million Americans tuned in to 
at least part of the most recent Super Bowl; about 38 million people watched at least part of 
the last Academy Awards broadcast; and 33.6 million fans tuned in to watch the debut 
episode of the fourth season of American Idol. For companies that want to reach a mass audi- 
ence, TV is the place to be.21 

Beyond its reach, large-scale advertisin 
Because of adver 

-it allows the 

On the one hand, advertising can be used to build up a long-term image for a product (such as 
Coca-Cola ads). On the other hand, advertising can trigger quick sales (as when Kohl's adver- 
tises weekend specials). 

Advertising also has some shortcomings. Although it reaches many people quickly, 
advertising is imuersonal and cannot be as direc* persuasive as can company salesp- 
For the most part, advertising can-carry on only a o n e m r n u n i c a t i o n  with the audience, 
and the audience does not feel that it has to pay attention or respond. In addition, advertising 

lthough some ad~er t i sh~forms,  such as newspaper and radio advertis- 
smaller budgets, other forms, such as network TV advertising, require 

very large budgets. 

Personal selling is thz 
rly in building up bu 

BI With personal selling, the customer feels a greater need to listen and respond, 
even if the response is a polite "No thank you." 

most effective tool at certain stages of the buying 
- It 

involves personal interaction between two or 
more people, so each person can observe the 
other's needs and characteristics and make 
quick adjustments. Personal selling also 
~&ows a l l  kinds of customer relationsfTips to 
spring up, ranging from matter-of-fact selling 
relationships to personal friendships. An 
effective salesperion keeps the cusiomer's 
interests at heart in order to build a long-term 
relationship by solving customer problems. 
Finally, with personal selling, the buyer usu- 
ally feels a greater need to listen and respond, 
even if  the response is a polite "No thank 
you." 

These unique qualities come at a cost, 
however. A sales force requires a longer-term 
commitment than does advertising-advert& 
ing can be turned on and off, but sales force 
size is harder to change. Personal selling is 

sales call. In some industries, the average iost 
of a sales call reaches $452.'' U.S. firms spend 
up to three times as much on personal selling 
as they do on advertising. 

* Sales promotion includes 
a wide assortment of tools-couuons, con- 

- 

attract consumer attention, offer strong i n . -  
tives to purchase, and can be used to drama- 
tize product offers and to boost sagging sales. 



Chapter 14 Communicating Customer Value: Integrated Marketing Communications Strategy 415 

Sales promotions invite and reward quick response-whereas advertising says, "Buy our 
product," Sales promotion effects are often short-lived, 
however, rtising or personal selling in building long-run 
brand preference and customer relationships. 

Public relations is -news stories, features, sponsorships, 
Ols 

and events seem-more real and than ads do. Public relations can also 
reach many prospects who avoid salespeople and advertisements-the message gets to the 
buyers as "news" rather than as a sales-directed communication. And, as with advertising, 
public relations can dramatize a company or product. Marketers tend to underuse public rela- 
tions or to use it as an afterthought. Yet a well-thought-out public relations campaign used 
with other promotion mix elements can be very effective and economical. 

Although there are many forms of direct marketing-direct 1xi1 and cat- 
arketing, online marketing, and others-they all share four distinctive 

characteristics. Direct marketing is nonpublic: The message is normally directed to a specific 
person. Direct marketing is i m m a d  customized: Messages can be prepared very 
quickly and can be tailorerto appeal to specific con&mers. Finally, direct marketing is 

It allows a dialogue between the marketing team and the consumer, and messages 
ed depending on the consumer's response. Thus, direct marketing is well suited to 

h&hlv targeted m a r k s  eff ;b one- - s o nships. 

-promotion .to ni E& the 
product through cAan~&. 

d l h P e  
-product to channelmew$ 

-to 
final consumers. - 
&liLstrategy* 
A promot~on srrategy that calls 

consumers will then demand 
the ~roduct from channel 

Marketers can choose from two basic promotion mix strategies or pull pro- 
motion. Figure 14.4 contrasts the two strategies. The relative e c i f i cFm5-  

m o o l s  differs for push and pull strategies. A p ~ s h  strateg involves "pushing" the product 
through marketing channels to final consumers. The producer directs its marketing activities 

selling and trade promotion) toward channel members to induce them to 
c a r a n s u m e r s .  

Using a pull strategy, the producer directs its marketing activities (primarily advertising 
and consumer promotion) toward final consumers to induce them to buy the product. If the 
pull strategy is effective, consumers will then demand the product from channel members, 
who will in turn demand it from producers. Thus, under a pull strategy, consumer demand 
"pulls" the product through the channels. 

Some industrial goods c o m e  push strategies; some direct-marketing com- 
aa-~~ly. pull strategies. However, most large c o m p a n i e w t i o n  of 
both. For example, &aft uses mass-media advertising and consumer promotions to pull its 
products and a i a r p  sales force and trade promotions-to push its through thk chan- 
nels. In recent years, consumer goods companies have been decreasing the pull portions of 
their mixes in favor of more push. This has caused concern that they may be driving short-run 
sales at the expense of long-term brand equity (see Real Marketing 14.2). 

% 4.4 Push versus pull promotion strategy 

Producer marketing activities Reseller marketing activities 
(personal selling, trade (personal selling, advertising, 

promotion, other) 
L 3 sales promotion, other) 

I 

Push strategy 

C Demand Demand 
2 I 

1 Producer marketing activities (consumer advertising, sales promotion, other) 
I '  i 

Pull strategy 
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-- Consumer packaged-goods 
companies such as Procter 

& Gamble, Kraft Foods, Kellogg, and General 
Mills grew into giants by using mostly pull 
promotion strategies. They used massive 
doses of national advertising to differentiate 
their products, gain market share, and build 
brand equity and customer loyalty. But dur- 
ing the past few decades, such companies 
have gotten more "pushy," deemphasizing 
national advertising and putting more of their 
marketing budgets into trade and consumer 
sales promotions. 

General trade promotions (trade 
allowances, displays, cooperative advertis- 
ing, and slotting fees aimed at retailers) now 
account for 58 percent of total marketing 
spending by consumer product companies. 
That represents a six-percentage-point 
increase in trade spending in just the past 
eight years. Consumer promotions (coupons, 
discounts, premiums) account for another 
16 percent of the typical marketing budget. 
That leaves less than 26 percent of total mar- 
keting spending for mass-media advertising, 
twenty years ago. 

Too pushy? Some categories tend to self-destruct by always being on sale. For example, when 
automakers get promotion happy, the market just s i t s  back and waits for a deal while the car 
companies lose money on profit-eating incentives. 

down from 42 percent finding meaningful product differences to feature in advertising. So 
they have differentiated their products through price reductions, pre- 

Why have these companies shifted so heavily toward push strate- 
gies? One reason is that mass-media campaigns have become more 
expensive and less effective in recent years. Network television costs 
have risen sharply, while audiences have fallen off, making national 
advertising less cost effective. Companies are also tailoring their mar- 
keting programs more narrowly, making national advertising less suit- 
able than localized retailer promotions. And in these days of brand 
extensions and me-too products, companies sometimes have trouble 

mium offers, coupons, and other push techniques. 
Another factor speeding the shift from pull to push has been the 

growing strength of retailers. Retail giants such as Wal-Mart, Target, 
Kroger, and Safeway now have the power to demand and get what 
they want-and what they want is more push. Whereas national 
advertising bypasses them on its way to the masses, push promotion 
benefits them directly. Thus, producers must often use push just to 
obtain good shelf space and other support from important retailers. 

Companies consider m a n y  factors w h e n  designing the i r  p r o m o t i o n  m i x  strategies, 
e of product/markeaid_tb_e nroduct life-cycle stage. For  example, the impor-  

tance o f  d i f ferent p romo t i on  tools varies between consumer a n d  business markets. 
companies usual ly "& more, put t ing  more o f  their  funds 
sales promot ion, personal selling, and  then pub l i c  relations. 

relations. In general, i s  used more heavi ly w i t h  s 
and in markets w i t h  sellers, 

The effects o f  different promot ion tools also vary w i t h  stages o f  the product l i fe  cycle. In 

, pub l i c  relations i s  
r ~ m ~ i h o w e v e " r ,  

might continue to be strong. 
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However, many marketers are concerned that the reckless use of 
push will lead to fierce price competition and a never-ending spiral of 
price slashing and deal making. If used improperly, push promotion 
can mortgage a brand's future for short-term gains. Sales promotion 
buys short-run reseller support and consumer sales, but advertising 
builds long-run brand equity and consumer preference. By robbing 
the media advertising budget to pay for more sales promotion, com- 
panies might win the battle for short-run earnings but lose the war for 
long-run brand equity, consumer loyalty, and market share. In fact, 
some analysts blame the shift away from advertising dollars for a 
recent two-decade-long drop in the percentage of consumers who 
buy only well-known brands. 

Of special concern is the overuse of price promotions. The regular 
use of price as a selling tool can destroy brand equity by encouraging 
consumers to seek value though price rather than through the bene- 
fits of the brand. For example, one recent study showed that 
decreased TV spending and increased trade promotions for Diet 
Coke and Coca-Cola Classic over a five-year period eroded equity for 
both brands, while at the same time increasing consumer price and 
promotion sensitivity. 

In cases where price is a key part of the brand's positioning, fea- 
turing price makes sense. But for brands where price does not 
underlie value, "price promotions are really desperate acts by brands 
that have their backs against the wall," says one marketing executive. 
"Generally speaking, it is better to stick to your guns with price and 
invest in advertising to drive sales." 

Jack Trout, a well-known marketing consultant, cautions that 
some categories tend to self-destruct by always being on sale. 
Furniture, automobile tires, airline tickets, and many other categories 
of goods are rarely sold at anything near list price. And when 
automakers get rebate happy, the market just sits back and waits for 
a deal while the car companies lose money on profit-eating incen- 
tives. For example, in 2004, General Motors doled out billions of dol- 
lars in sales incentives-discounted prices, rebates, and low-cost 

financing-to move cars out of its showrooms. "While pinching pen- 
nies on jts $3.5 billion media-buying budget," says an industry 
expert, "it's giving away $17 billion in incentives-undermining its 
brand-building efforts." Such promotion tactics have done little to win 
profits or customer loyalty over the years. Last year, GM lost a stag- 
gering $10.5 billion, and its domestic market share has dwindled to 
less than 25 percent, down from 44.5 percent in 1980. 

Trout offers several "Commandments of Discounting," such as 
"Thou shalt not offer discounts because everyone else does," "Thou 
shalt be creative with your discounting," "Thou shalt put time limits 
on the deal," and "Thou shalt stop discounting as soon as you can." 

Thus, many consumer companies are now rethinking their pro- 
motion strategies and reversing the trend by shifting their promotion 
budgets back toward advertising. They realize that it's not a question 
of sales promotion versus advertising, or of push versus pull. 
Success lies in finding the best mix of the two: consistent advertising 
to build long-run brand value and consumer preference, and sales 
promotion to create short-run trade support and consumer excite- 
ment. The company needs to blend both push and pull elements 
into an integrated marketing communications program that meets 
immediate consumer and retailer needs as well as long-run strategic 
needs. 

Sources: Promotion spending statistics from 2005 Trade Promotion 
Spending & Merchandising Industry Study (Cannondale Associates, 
Wilton, CT, May 2006), p. 13. Other information from Jack Trout, 
"Prices: Simple Guidelines to Get Them Right," Journal of  Business 
Strategy, povember-December 1998, pp. 13-16; Alan Mitchell, "When 
Push Comes to Shove, It's All About Pull," Marketing Week, January 9, 
2003, pp. 26-27; E. Craig Stacey, "Abandon TV at Your Own Risk," 
AdverlisingAge, June 7, 2004, p. 32; Jean Halliday, "GM Bleeds as 
Incentives Undermine Brand Value," Advertising Age, March 21, 2005, 
pp. 1, 37; and "General Motors Corporation," Hoover's Company 
Records, May 15, 2006, p. 10640. 

Having set the promot ion budget and mix ,  the company must n o w  take steps to see that a l l  o f  
the promot ion m i x  elements are smoothly integrated. Here is  a checklist for integrating the 
firm's marketing communications.23 

a Analyze trends-internal and external-that can affect the company's ability to do busi- 
t a t i o n s  can he lp  the most. Determine the strengths - 

-weaknesses o f  each communications function.  evel lo^ a combination o f  promotional 
tactics based o n  these strengths and weaknesses. 

CJ E h e  o Itemize the 
communications budgets and  tasks ~ c o n s o l i a . ~ ~ e  i n z G i n g l e  budgeting process. 
Reassess a l l  communications expenditures b y  product, promotional tool, stage of the l i fe 
cycle, and observed effect. 

Identify all customer touch points for the company and its brands. Work to ensure that 
&poln-rall communications 
strategy and that communications efforts are occurring when, where, and h o w  customers 
want them. 
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a . Engage all communications functions in joint plan- 
d other stakeholders at every stage of communica- 

tions planning. 

oints. This con- 
sistency achieves greater impact and prevents the unnecessary duplication of work across 
functions. 

. Develop 

measures. 

In shaping its promotion mix, a company must be aware of the large body of legal and ethical 
issues surrounding marketing communications. Most marketers work h a r d ~ u n Z  - 
openly and honestly with consumers and resellers. Still, abuses may occur, and public policy 
makers have developed a substantial body of laws and regulations to govern advertising, sales 
promotion, personal selling, and direct-marketing activities. In this section, we discuss issues 
regarding advertising, sales promotion, and personal selling. We discuss issues regarding 
direct marketing in Chapter 17. 

By law, companies dvertisers must not make false 
claims, such as sug it does not. They must avoid 
ads that have the capacity to deceive, even though no one actually may be deceiied. An auto- 
mobile cannot be advertised as getting 32 miles per gallon unless it does so under typical con- 
ditions, and a diet bread cannot be advertised as having fewer calories simply because its 
slices are thinner. 

Sellers must avoid bait-and-switch advertisin 
For example, a 1 
tried to buy the advertised machine, the seller downplayed its features, placed faulty 
machines on showroom floors, understated the machine's performance, and took other 
actions in an attempt to switch buyers to a more expensive machine. Such actions are both 
unethical and illegal. 

A company's trade promotion activities also ar e ulated. For example, under 
the Robinson-Patman Act, sellers cannot favor certa-ugh their use of trade 
promotions. They must make promotional allowances and services available to all resellers 
on proportionately equal terms. . 

Beyond simplyaddbg&d pitfalls, such as deceptive or bait-and-switch advertising, 

save the great Amazon rain forest. Caterpillar promotes the cause through advertising and 
pages on its Web site. Similarly, Mont Blanc supports the National Arts Education Initiative in 
its efforts to raise awareness about the need for arts education in schools. Its ads state: "Time 
is precious. Use it wisely. To invest in our future, we must nurture our children's fantasies 
and inspire their creativity." And for more than a decade, Avon has sponsored the Avon 
Breast Cancer Crusade, dedicated to funding access to care and finding a cure for breast can- 
cer. Through advertising and a variety of promotions-such as the Avon Walk for Breast 
Cancer, charity cruises, and the sale of pink ribbon products-Avon's crusade has raised more 
the $400 million for this worthwhile cause.24 
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Personal SeUing 
A company's salespeople m u s t  f o l l o w  t h e  ru les  " M o s t  states h a v e  
enacted deceptive sales acts that  spe l l  o u t  w h a t  i s  n le, salespeople m a y  
n o t  l i e  t o  consumers o r  m is lead  t h e m  about the  advantages o f  b u y i n g  a product .  To a v o i d  bait- 
and-swi tch practices, salespeople's statements m u s t  m a t c h  advert ising claims. 

Di f ferent  ru les  a p p l y  t o  consumers w h o  are cal led o n  a t  h o m e  versus those w h o  go t o  a 
store in search o f  a product .  Because people cal led o n  a t  h o m e  m a y  b e  taken  by surprise a n d  
m a y  b e  especia l ly  vu lnerab le  techniques, t h e  Federa l  Trade 
Commission (FTC) has adopted t o  g ive specia l  p ro tec t ion  t o  cus- 
tomers w h o  are n o t  seeking products.  U n d e r  t h i s  ru le,  customers w h o  agree in t h e i r  o w n  
homes to  buy something costing m o r e  than $25 have  72 hours  in w h i c h  t o  cancel  a contract or  
r e t u r n  merchandise and get the i r  m o n e y  back, n o  questions asked. 

M u c h  personal  sel l ing invo lves  business-to-business trade. In sel l ing t o  businesses, sales- 
peop le  m a y  n o t  offer bribes t o  purchasing agents o r  t o  others w h o  can  inf luence a sale. T h e y  
m a y  n o t  ob ta in  o r  use technical  o r  trade secrets o f  competitors th rough b r ibery  o r  indus t r ia l  
espionage. F ina l l y ,  salespeople m u s t  n o t  disparage compet i tors o r  compet ing  p roduc ts  b y  
suggesting th ings tha t  are n o t  true.25 

eviawixng the Concepts 
In this chapter, you've learned how companies use integrated marketing 
communications (IMC) to communicate customer value. Modern market- 
ing calls for more than just creating customer value by developing a good 
product, pricing it attractively, and making it available to target customers. 
Companies also must clearly and persuasively communicate that value to 
current and prospective customers. To do this, they must blend five pro- 
motion mix tools, guided by a well-designed and implemented integrated 
marketing communications strategy. 

Discuss the process and advantages of integrated marketing communi- 
cations in communicating customer value. 
Recent shifts toward targeted or one-to-one marketing, coupled with 
advances in information and communication technology, have had a 
dramatic impact on marketing communications. As marketing com- 
municators adopt richer but more fragmented media and promotion 
mixes to reach their diverse markets, they risk creating a communica- 
tions hodgepodge for consumers. To prevent this, more companies 
are adopting the concept of integrated marketing communications 
NMCI. Guided by an overall IMC strategy, the company works out the 
roles that the various promotional tools will play and the extent to 
which each will be used. It carefully coordinates the promotional activ- 
ities and the timing of when major campaigns take place. Finally, to 
help implement its integrated marketing strategy, the company 
appoints a marketing communications director who has overall 
responsibility for the company's communications efforts. 

Define the five promotion tools and discuss factors that must be consid- 
ered in shaping the overall promotion mix. 
A company's total promotion mix-also called its marketing communi- 
cations mix-consists of the specific blend of advertising, personal 
selling, sales promotion, public relations, and direct-marketing tools 
that the company uses to persuasively communicate customer value 
and build customer relationships. Advertising includes any paid form 
of nonpersonal presentation and promotion of ideas, goods, or ser- 
vices by an identified sponsor. In contrast, public relations focuses on 
building good relations with the company's various publics by obtain- 
ing favorable unpaid publicity. Personal selling is any form of personal 

presentation by the firm's sales force for the purpose of making sales 
and building customer relationships. Firms use sales promotion to 
provide short-term incentives to encourage the purchase or sale of a 
product or service. Finally, firms seeking immediate response from 
targeted individual customers use nonpersonal direct-marketing tools 
to communicate with customers. 

3. Outline the steps in developing effective marketing communications. 
In preparing marketing communications, the communicator's first 
task is to identi@ the targetaudience and its characteristics. Next, the 
communicator must determine the communication objectives and 
define the response sought, whether it be awareness, knowledge, 
liking, preference, conviction, or purchase. Then a message should 
be constructed with an effective content and structure. Media must 
be selected, both for personal and nonpersonal communication. The 
communicator must find highly credible sources to deliver messages. 
Finally, the communicator must collect feedback by watching how 
much of the market becomes aware, tries the product, and is satisfied 
in the process. 

4. Explain the methods for setting the promotion budget and factors that 
affect the design of the promotion mix. 
The company must decide how much to spend'for promotion. The 
most popular approaches are to spend what the company can afford, 
to use a percentage of sales, to base promotion on competitors' 
spending, or to base it on an analysis and costing of the communica- 
tion objectives and tasks. 

The company divides the promotion budgetamong the major tools 
to create the promotion mix. Companies can pursue a push or a pull 
promotional strategy, or a combination of the two. The best specific 
blend of promotion tools depends on the type of productlmarket, the 
buyer's readiness stage, and the product life-cycle stage. 

People at all levels of the organization must be aware of the many 
legal and ethical issues surrounding marketing communications. 
Companies must communicate openly, honestly, and agreeably with 
their customers and resellers. 
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eviewing the Key s 

Advertising 399 Integrated marketing 
Affordable method 412 communications (IMC) 401 
Buyer-readiness stages 404 Nonpersonal communication 
Buzz marketing 408 channels 409 
Competitive-parity method 412 Objective-and-task method 413 
Direct marketing 399 Percentage-of-sales 

method 412 

Many companies are adopting the lntegrated Marketing 
Communication concept. Discuss two major problems that this mar- 
keting communications philosophy is designed to remedy. 

Outline the nine elements of the communications process. Why do 
marketers need to understand these elements? 

Why does the marketing communicator need to know the target mar- 
ket's readiness stage? Give an example of an ad targeting each stage. 

lying the Casnc 
1. Find and describe examples of advertisements or promotions that 

are examples of narrowcasting, nontraditional advertising, and inno- 
vative media technologies. 

2. In your judgment who would be the best and the worst celebrity 
endorsers for each of these products/services: MADD, Dell, 
Lamborghini. 

3. Assume that Energizer is introducing a new line of batteries that pro- 
vide a longer life than its existing Titanium models. The brand man- 

As network television viewership declines and fragments, many large 
advertisers are looking for alternative media. In fact, the 18- to 34-year- 
old male target market has reduced its hours watching television in favor 
of video gaming. According to Nielson Entertainment, consumers in this 
segment watch 9.8 hours of television a week versus 12.5 hours a week 
playing video games. Until recently, video game advertising posed many 
challenges for advertisers, including long lead times, technological 
issues, and the inability to change the advertising message packaged in 
the game. 

Today, with more video games played on the Internet, in-game advertis- 
ing has exploded. Companies such as Double Fusion (www.doublefusion. 
corn) now offer dynamic, real-time advertising for online gamers. They 
state that this ultimate "lean-forward" environment offers unique opportu- 
nities for marketers. Advertisers can now rotate their advertising during 

. Interference Inc. (www.interferenceinc.com) offers guerrilla marketing 
approaches that enable brands to communicate with target consumers 
through guerrilla intercept, street teams, stunt and publicity events, and 
other high-impact creative executions. The company's case studies 
include many promotions for the Discovery Channel, including a promo- 

Personal communication 
channels 407 

Personal selling 399 
Promotion mix (marketing 

communications mix) 398 

Public relations 399 
Pull strategy 415 
Push strategy 415 
Sales promotion 399 
Word-of-mouth influence 408 

Why might the Northwestern Mutual Life Insurance Company 
choose a rational appeal for its life insurance products targeted to 
28- to 38-year-old males? Why might it choose a humor appeal? 

Explain how a brand manager for Colgate toothpaste might use each 
of the common methods for setting total advertising budgets. 

Name at least five types of sales that are exempt from the FTC's 
three-day cooling-off rule. 

ager for the new line believes most of the promotion budget should 
be spent on consumer and trade promotions, but the assistant 
brand manager thinks that the promotion mix should emphasize 
television advertising. Partner with another student. Play the roles of 
the brand manager and assistant brand manager and debate their 
opposing views on advertising versus promotion. 

the gaming experience, and they can use online metrics to track the 
advertising impressions they generate. Software giant Microsoft recently 
purchased Massive lnc., a pioneer of in-game advertising and is expected 
to take a lead in this field. The question remains as to how receptive 
gamers will be to such advertising. Massive hopes to enhance game real- 
ism by integrating brands into game items such as soda cans, pizza 

_ boxes, billboards, and televisions. 
i - '  

How can marketers use in-game advertising to practice IMC? 

What might Double Fusion mean by a "lean-forward" environment? 
How might such an environment appeal to marketers when consid- 
ering buyer-readiness stages? 

What social responsibility concerns might in-game advertising raise? 

tion for Discovery's Nefertiti special. The Nefertiti promotion, which 
included 27 actors in three major cities dressed in historically accurate 
twelfth-century BC Egyptian costume, was credited with helping the show 
exceed its national ratings goal. But a recent promotion by Sony Ericsson 
caught the attention of marketing critics. In the promotion, Sony Ericsson 
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used actor couples pretending to be tourists visiting popular locations to 1. Why do you think guerrilla marketing is so effective? 

tures with the new cell phone's camera. Sony Ericsson also used actors 
3. Do you consider t 

posing as patrons to visit popular bars and strike up conversations that 
your opinion. introduced the new phone to unsuspecting other patrons. 

- 
he Sony Ericsson campaign to be ethical? Explain 

When you think of Motorola, what comes to mind? A sleek RAZR phone? 
Or maybe it's the impossibly thin SLVR, a cell phone, camera, and MP3 
player all in one. Not so long ago, the Motorola brand wasn't quite so cut- 
ting edge. Competitors, such as Nextel, offered products that were more 
advanced and better designed. So Motorola redesigned it's products and 
hired Ogilvy & Mather, a global communications firm, to redefine and 
reposition the Motorola brand. Centered on a core, universal idea- 
"intelligence everywhereH-the "Moto" campaign hopes to enliven 
Motorola's image. Rather than convincing consumers by making direct 
appeals to sign contracts and buy phones, the campaign relies on a sim- 
ple tagline-Moto-that Motorola hopes consumers will associate with 
edgy innovation. 

More than just ads, the campaign reaches out to consumers through 
a variety of media. Ogilvy calls it "360-degree brand stewardship." In 
addition to print, radio, and television ads, the agency crafted interactive 

e-mails and helped design Motorola's Web site to convey the same 
lifestyle and value messages that consumers found in print and television 
ads. The result? Motorola, once seen as stodgy and out of date, is now a 
hip company with high-tech, sexy phones and annual U.S. sales of more 
than $31.3 billion. 

After watching the video featuring Motorola, answer the following 
questions about integrated marketing communications. 

1. How did Ogilvy & Mather apply the concepts of integrated marketing 
communications to build Motorola's communications strategy? What 
was the goal of the campaign that resulted? 

2. What were Motorola's communication objectives? 

3. How did Motorola's budget for the Moto campaign influence its 
development and success? 

In early 2004, as Burger King's CEO Brad Blum reviewed the 
company's 2003 performance, he decided once again that he 
must do something to spice up BK's bland performance. 
Industry leader McDonald's had just reported a 9 percent 
sales jump in 2003 to a total of $22.1 billion, while number- 
two BK's U.S. sales had slipped about 5 percent to $7.9 bil- 
lion. Further, number-three Wendy's sales had spiked 11 per- 
cent to $7.4 billion, putting it in position to overtake BK. 

Blum surprised the fast-food industry by abruptly firing 
the firm's advertising agency, Young & Rubicam (Y&R), and 
awarding its global creative account to a small, Miami-based, 
upstart •’irm Crispin Porter + Bogusky (Crispin). The switch 
marked the fifth time in four years that BK had moved its 
account! Ad agency Y&R had gotten the $350 million BK 
account only ten months earlier. To help revive BK's sales, it 
had developed a campaign with the theme "The Fire's 
Ready," which focused on BK's flame-broiled versus frying 
cooking method. However, observers found the message to be 
flat and uninspiring, and the sales decline sealed Y&R's fate. 

With the move to Crispin, there was no shortage of spec- 
ulation that the fickle Burger King would soon move again. 
Many saw BK as a bad client, impossible to work for. Others 
noted that the "win" of this account would ruin Crispin's 
culture. 

VE 
In announcing the Crispin selection, Blum indicated he had 
challenged the firm to develop "groundbreaking, next-level, 
results-oriented, and innovative advertising that strongly 
connects with our core customers." BK automatically 
became tbe small firm's largest customer, but Crispin was 
not without an impressive track record. 

Chuck Porter joined Crispin Advertising in 1988. A 
middle-aged windsurfer, he wanted to be near the water. 
Alex Bogusky joined the firm later as a 24-year-old art direc- 
tor who raced motorbikes. The Porter-Bogusky combination 
clicked, and Crispin Porter + Bogusky racked up local 
awards for its ad campaigns. A Sunglass Hut billboard fea- 
tured a huge pair of sunglasses with the headline "What to 
Wear to a Nude Beach." Because its clients often had little 
money for advertising, Crispin found inexpensive ways to 
gain attention. For a local homeless shelter, it placed ads on 
shopping carts, trash dumpsters, and park benches. 

In 1997, with Bogusky serving as creative director, 
Crispin finally got national attention with its unconven- 
tional "Trutht' campaign aimed at convincing Florida teens 
to stop smoking. The campaign was so successful, the 
American Legacy Foundation picked it up and turned it 

(case continues) 



into a national promotion, leading to a big-budget ad at the 
Super Bowl-the "Shards O'Glass Freeze Pop." Crispin fol- 
lowed with award-winning, low-budget campaigns for 
BMW's MINI Cooper, IKEA furniture, and Virgin Atlantic 
Airways, forging Crispin's reputation as an out-of-the-box, 
results-oriented agency. Along the way, Crispin developed 
some loose "rules." Among them were: 

Zero in on the product. 
Kick the TV commercial habit. 
Find the sweet spot (the overlap between product 
characteristics and customer needs). 

@ Surprise = buzz = exposure. 
Don't be timid. 
Think of advertising as a product rather than a service. 

Within a month of getting BK's account, rather than recom- 
mending some outrageous new idea, Crispin recommended 
going back to the firm's "Have It Your Way" tagline, devel- 
oped by BK's second advertising agency, BBDO, in 1974. 
Crispin argued that it could take that old phrase and make it 
relevant to today's customers. 

Although Crispin's pitch may have initially seemed 
"same-old," it was anything but. Uncharacteristically, 
Crispin kicked off the new campaign with TV commercials. 
In a series of off-beat ads that were a takeoff on a British 
comedy series, The Office, office workers competed and 
compared their "made my way" BK burgers, reinforcing the 
message that each customer could have a custom-made 
burger-no matter how unusual it might be. Crispin 
planned an entire package of promotions around the new- 
old theme, including everything from in-store signage to 
messages on cups. 

Although The OfjClce ads were unusual and catchy, they 
were also mainstream media. The TV campaign created an 
environment for the real Crispin approach to emerge. To 
promote BK's TenderCrisp chicken, Crispin launched a Web 
site, www.subservientchicken.com. When people visited 
the site, they saw what appeared to be a Web camera 
focused on a somewhat seedy living room. In the room was 
a man dressed like a chicken (except for one subtle acces- 
sory, a lady's garter belt). The site invited the visitor to "Get 
chicken just the way you like it. Type in your command 
here." The visitor could type in a command, such as "stand 
on your head" or "do jumping jacks" and the chicken would 
respond. If someone typed in a risque request, the chicken 
would wave a wing at the camera, as if to say "no-no." 

Below the chicken video area were five other icons. 
"Subservient TV" featured three video clips with various 
people "having their way" with the chicken. "Photos" pre- 
sented five "glamour" shots of the chicken. The "Chicken 
Mask" icon produced a printable chicken mask that one 
could print, cut out, and wear. The mask's instructions were 
to "cut along dotted line, put on chicken face, be sub- 
servient." A fourth icon, "Tell a Friend," pulled up an 
Outlook Express e-mail document that invited you to send 
an e-mail to a friend with the text: "Finally, somebody in a 

chicken costume who will do whatever you want. Check it 
out. www.subservientchicken.com." The last icon was 
marked "BK TenderCrisp" and was linked to the Burger 
King home page. This was the only indication of BK's spon- 
sorship on the site, reflecting Crispin's desire to avoid seem- 
ing too commercial and "uncool." Unless a visitor clicked 
on that last icon, he or she would have no indication that 
the site had anvtfLlng to do with Burger King. 

When Crispin launched the site, it told only 20 people- 
all of whom were friends of people who worked at the 
agency. Within the first ten days, 20 million people visited 
the site, with the average visitor spending more than seven 
minutes. Many visitors apparently selected the "tell a 
friend" icon, sending e-mails flying like feathers. 

In 2005, as a follow-up to the Subservient Chicken promo- 
tion, Crispin created a campaign to launch a new BK prod- 
uct, Chicken Fries. The promotion was based on a heavy 
metal band called Coq Roq with lead singer, Fowl Mouth. 
Crispin set up a Web site, www.coqroq.com, in world-class 
rock band fashion. It showcased the band's songs, including 
"Bob Your Head," "One-Armed Bandit," and "Nice Box." 
There was even a video for the "hit song" "Cross the Road," 
directed by music video biggie Paul Hunter. Fans could pur- 
chase T-shirts, CDs, cell-phone ring tones, and other fowl 
merchandise. There was even talk of a tour and a DVD! Was 
this a real band or just a promotion? Crispin's Coq Roq cam- 
paign was so well done, it was difficult to tell. Soon after 
the Web site launch, Hunter-directed music-video-style ads 
began airing on MTV and VH-1. 

Crispin targeted this campaign squarely at what it per- 
ceived to be the main BK target market-young men. 
Although the campaign was well received by this target seg- 
ment, many others groups were not so entertained. The 
campaign ruffled the feathers of real metal band Slipknot. It 
filed suit, claiming violation of publicity and trademark 
rights. Other critics saw the campaign for what it was-a 
crude attempt to generate buzz among teenagers through 
childish genital humor. In fact, with relations already rocky 
between Burger King and its franchisees, the campaign only 
threw more fuel on the fire. The franchisees hated it, as they 

-did the eerie 2004 campaign that featured a bobblehead- 
'looking ceramic King with a gargantuan head. But none of 
this bothered Burger King's sales. The fast feeder sold more 
than 100 million orders of Chicken Fries in the first four 
weeks of the new product launch. 

Crispin clearly demonstrated with both the Subservient 
Chicken and the Coq Roq campaigns that it was a master at 
viral marketing-using unusual methods to get attention and 
to generate buzz and word of mouth. Despite the success of 
these campaigns in producing lots of Web site hits, many 
analysts wondered if they would lead to increased sales and 
turn around BK's sliding market share. There was also spec- 
ulation as to whether or not Crispin could continue to pro- 
duce ideas that would keep BK strong in the fast-food fights. 
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But at Burger King's 2006 annual franchisee convention, 
the feeling in the air was "long live the king." CEO Blum 
debuted a new Crispin ad entitled "Manthem." A parody of 
the Helen Reddy song "I Am Woman," the spot was yet 
another example of BK's strategy to unapologetically 
embrace the young, male, fast-food "super fan." 
"Manthem's" lyrics spurned "chick food" and gleefully 
exalted the meat, cheese, and more meat and cheese combos 
that can turn "innies into outies," all the while showing 
guys burning their briefs and pushing a minivan off a 
bridge. 

After openly revolting at the convention the year before, 
BK's restaurant operators rose to their feet in a thunderous 
ovation, demanding an encore. They now embraced the 
kind of uncomfortably edgy advertising that they had 
rejected not so long before. Why this sudden change of 
heart? 

Perhaps it was because Burger King was on the verge of a 
public offering. Or maybe it was because sales and profits 
go a long way in healing wounds. "I feel much better this 
year than I have in the last three, four, or five years," said 
Mahendra Nath, owner-operator of 90 stores in the upper 
Midwest and Florida. "I've been up 7.8 percent in  2004, 
4.8 percent for 2005, and up 2.8 percent for this quarter so 
far. Now I think we are believers, and hopefully the trend is 
going to keep going.'' Alex Salgueiro, another franchisee 
who was seeing results similar to Nath's, said, "I think our 
competitors are scared of the King . . . they should be. They 
say, 'What's with the King?' and my answer is, 'It's better 
than clowns.' " 

With BK's fortunes apparently changing, franchisees are 
much less likely to question the irreverent Crispin promo- 
tional tactics, whether they like them or not. 

And why would they? With the young male demographic 
providing nearly half of all Burger King visits, Mr. Salguiero 
said it best: "All opinions boil down to traffic and sales. 
Once that happens, everybody has to shut up  with their 

opinion. We have a very old franchisee base at this point, 
and some of us don't understand our customers. We have a 
lot of gray hair." 

uestions far  Discussion 
1. What are Burger King's communication objectives for 

its target audience? 

2. With its focus on the "super fan," does BK risk alienat- 
ing other customers? What are the implications of this? 

3. Why is viral or buzz marketing effective? Analyze the 
design of the subservient chicken Web site's message, 
including content, structure, and format. What can you 
conclude from this analysis? 

4. Do the TV and viral elements of BK's campaigns work 
well together? What additional elements and media 
might Crispin add to the integrated marketing commu- 
nications campaign? 

5. What other recommendations would you make to BK 
and Crispin to help them improve the integration of 
BK's promotion mix? 

Sources: Kate MacArthur, "BK Rebels Fall in Love with King," 
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2004, p. 103; Catharine P. Taylor, "Playing Chicken," Adweek, 
April 19, 2004, p. 19; Brian Steinberg and Suzanne Vranica, 
"Burger King Seeks Some Web Heat," Wall Street Journal, 
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