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:In th1s and the next three chapters, we t{
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~ “tools—promation. - Eampames must -do *°
~more than just: create customer value.
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ing: agency—Cnspm Porter + Bogusky
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' markating communications.-As one adver- .
tising. insider. puts. it:. “Enspm is right ~
where it’s-af in- today 5 adverhsmg ” Let’s :

ake 2 closer luok
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}rnsme its sparkiing steei-and-granite Miami hezcdguarters, ad agency Crispin
Porter + Bogusky was unveiling pieces of the campaign for then-new client
wi_:w'srgm Atfantic Airways. Al presentations like this, agency executives typically
hold up TV cormmercial storyhoards and explain why everyone is going to love this
particular dancing cat or flatuient horse. This morning, however, the presenters from
Crispin—lad by a nregnant woman, a yvoung dude with a flop of unruly tond curls,
and a guy with Elvis sideburns—had nc 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 zafety cards found in airplane
seat backs. There were samples of 3 newspaper comic strip called The Jet Sof as
well as a mock-up tor a {ifestyle magazine kitled Jetrosesual, 2 term Crispin created
to describe Virgin's karget audience. Both played off the Virgin campaign's theme,
“Go Jet Set, Gol” There was something titled Night-Might Jet Sat, Night-Might that
resembled an ilustrated children’s book, afthough it actually contained bedtime dit-
ties for adult business flvers—something that flight attendants would leave on gil-
lowes in Virgin's sleeping cabins.

And speaking of thase flight attendanls? Crisgin wouldn't mind hiring a high-

fashion designer to spruce up the uniforms. And haw about staging “concert
flights"? And woulan't it be cool io hire celebrities to work as "guest flipht atten-
dants"? And by the way, could the pilots fly at a higher altitude so Virgin can claim i
soars above the competition? And there’s one mare thing--well, no, actually there
were 160 more, because that was how many far-flung ideas Crispin had come up
with since siariing work on the campaign.
" \Welcome to advertising as practiced by Crispin Porter + Bogusky, the agency of
the moment. Crispin is a5 hat 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 |ately while reeling in prime new accounis,
fncluding some big anes,

Early on, working with modest ad budgets, Crispin riveted customers' attention
with starlling guerrilla tactics, unconventional uses of media, and halistic marketing
stiategies that tied logether everything fraom product design fo packaging o event
marketing to stuff that cant evan be categorized. “Anything and everything is an
ad.” preaches Crispin's 40-something creative director, Alex Bogusky. Whal the
agency used sparingly, however, atf least until recently, is the traditional TV commes-




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

In its celebrated BMW MIN| campaign, Crispin created a
fuge buzz for the quirky, amthing-but-ordinary littie British-
mzde MENI car with an anything-but-ardinary Lef's Molorcam-
paign. The campaign emplayed a rich mix of unconventional
mecia, carefully integrated to creale personaldty for the carand |-
a tremendeous buzz of excitement ameng consumers. The Let's :
Motor campaign was a smashing sueccsess, creating an aimost
cult-like following for the personable little car. And suddenly
everyone—irom Virgin Atlantic fo big old Burger King, Ceca-
Cola, Miller Lite, and even Volkswagen—wanted a piece of
Crisgin.

How does Crispin do it? For starters, the agency swings for
the fances on each new brand assignment, gning heyond cute
slogans to try (o starl @ consumer movement behing the brand,
"The jet sel" was a mobilizing idea for Virgin, as was “motor-
ing" ina MINI. Once z 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 & blank slate. The goal is to ligure out the
best places to reach the targer aucience and the most interest-
ing vehicles io 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 adveriising. For example, the agency convinced Viegin Atlantic to
brand its flights by giving therm names, such as "The Fly Chi* for fight number 020,
San Francisca to London, Similarly, it got the brawer Molson to spend $1 million
retooling its bottling gtant to pul labels on the backs of hoftles for Crispin to use as an
ad canyas with funny pickug jines. And it persuaded MINI to rewrite its lease agree-
ment to match the tone of the overall MEN| campaign. What does Crispin know about
car laases? “Mothing,” Bogusky admits, but that doesn’t stop hirm from trying 1o
ensure that every consumer “touch point” conveys the same message as lhe ad
campaign. Crispin turns away clienis wiho don't give it access to every part of the
COIMpArty.

Crispin is now at a turning point—rzpidly evelving from a scrappy, nimble lidle
creatve shap to an industry giant. As it accepts farger, more conservalive new
zcoounts, such as Burger King, Milter 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 slyte crimped by ihese ciients, Crispin zeems
to be infecting the clients with freewheeling cultures of their awn,
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For example, Crispin has breathed new purpose, personality, and profitability into an ailing
Burger King®. It focused on “Superfans”—young, mostly male, Whonper-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
selevant 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: "Whopperattes”
cotmmercials 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,"
chomgped info man-size Texas Double Whoppers, and sang an all-male parody of the Helen Reddy
song "1 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 icor.

And in typical fashian, Crispin’s Burger King campaign reached way beyand television advertising.
t created a bawdy but wildly successful “Subservient Chicken” Internet site, in which a man in a dingy
apartment wearing a chicken sult 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 millian hits in
two years. Orispin has placed its creative stamp on everything from Burger King packaging, tray liners,
and door pulis to a new version of the Burger King employea’s manual.

Alsa 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 formarly
disgruntled franchisees are now enthusiastic. “F think our competitors are scared of the King," says
one franchisee. “They should be.”

Afthough unconventional, or perhaps because of it, Crispin Porter + Bogusky just keeps winning
awards, including top honars 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.
Adverlising is "anything that makes our clients famous. !

Promotion atix {marketing
“tommunicatisis mixy
“Trespecific blend of
advartising, sales promation,
public relafions, persoral
Zelling. and direct-marketing
tcols that the company uses
to pe-suasively communicats
customer valie and build
customer relationships.

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

-

“i& The Promotion BMix

A company's tota] prometion mix—also called its marketing communications mix—consists
of the specific blend of advertising, sales promotioff, public relations, personal selling, and
direct-marketing lools that the company uses to persuasively communicate customer value

and build customer relationships. Definitions of M&:ﬁml%ﬁmlwtﬂs follow:?

Advertising: Any paid form of nonpersonal presentation and premotion of ideas, goods,
or services by an ideatified sponsor.

Sajes promotion; Short-term incentives to encourage the purchase or sale of a product or
service.

Public relations: Building good relations with the company's various publics by obtaining
favorable publicity, building up a good corporate image, and handling or heading off
unfavorable rumeors, stories, and events.
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Personal selling: Personal presentation by the firm's sales force for the purpose of making
sales and building customer relationships.

Birect marketing: Direct connections with carefully targeted individual consumers to
both obtain an immediate response and cultivate lasting rustomer relationships—the
use of direct mail, the telephone, direct-response television, e-mail, the Inlernet, and
other lools tu communicate directly with specific consumers.

Each category involves specific promotional tools usged to corumunicate with consumers.
For example, advertising includes broadcast, print, Internet, ouidoor, and other forms. Sales
promotion includes discounts, coupons, displays, and demonstrations. Personal selling
includes sales presentations, trade shows, and incentive programs. Public relaticns includes
prass releases, sponsorships, special events, and Web pages. And direct marketing incindes
catalogs, telephone marketing, kiosks, the Internet, and mare.

At the same time, marketing communication goes heynnd these specific promation tools.
The product’s design, its price, the shape and color of its package, and the stores that sell it—
afl commaunicate something to buyers. Thus, although the promation mix is the company’s
primnary communication activity, the entire marketing mix—promotien and product, price,
and place—must be coardinated for greatest communication impact,

& Imtegrated Marketing Communications

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

The New Markesfing Uommunicarions Landscaps

Twn major factors are changing the face of today’s marketing communications. First, as mass
markets have frapmenled, marketers are shifting away from mass marketing. More and more,
they are developing focused marketing programs designed to i i L j

customers in move narrgwly delined ricromarkets. Second, vast improvements in informa-
e p——, .

ttonl technology are speeding the movement toward segmented marketing. With today's new
Tnlurmation techiclogies, marketers can amass delailed customer information and keep
closer track of customer needs.

Improved information technology has also caused siviking changes in the ways in which
companies and gustomers cammunicate with each other. The digitai age has spuwned a host
of new information and communicafion todls—irom cell phones, iPads, and the Internet fo
salellite and cable television systems and digital video recorders (DVEs). The new technolo-
gies give companies exciting new media tools for interacting with targeted censumers. They
also give consumers more control over the nature and timing of messages they chouse to send
and receive.

The Shifting Marketing Communications Model

The shift toward segmented marketing and the explusive developments in information and
communicationg technolagy have had a dramatic impact on marketing communications. Just
as mass markeling once gave rise to & new generation gf mass-media comrpupieations, the

shift toward tarpeted marketing and the changing communications environmernt are givieg
birth o a new marketing communications model. Although television, magazines, and ather
mass media remain very important, their dominance is now declining. Advertisers are now
adding a broad selection of more specialized and highly targeied media to reach smaller cus-
tomer segments with mare personalized messages. The new media range from specialty mag:-
azines, cable television channels, and video oo demand (VOD) ta product placements In tele-
vision programs and video games, Internet catalogs, a-mails, and podcasts, In all, companies
are doing less broadcasting and more narrowcasting,
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Some advertising indnstry experts even predict a doom-and-glocm “chavs scepario,” in .
which the old mags-media communicaiiopsmodel will collapse entirely, They believe that mar-
keters will increasingly abandon traditional mass medie in favor of “the glitzy prowise of new
digital technolopiss—from Web sites and e-mail to cell phone content and video on demand. . . .
Fragmentation, the bane of fe@ BTk TV aAd mass maFFaiers everywhere, will Decome the Holy
Grail, the opportunity to reach-—and have a conversation with--small rlusters of consumers
who are consuiming not what is force-fed them, but exactly what they want,

Just think about what's happening to television viewing these days. “Adjust your set,”
3ays one reporter, “television is changing as quickly as the channels. It's un cell phones. [t's on
digital music players. It's on almuost anything with a screen. Shows can be seen at their regu-
lar times or when yau want [with or without the rommercials]. Some “TV' programs aren't
even on cable or network or satellite; thev’re being created just for Inlernet viewing. ™t

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

As a result, marketers are Josing confidence in ielevision advertising. As mass-media
costs rise, audiences shxink, ad clutter increases, and more and more viewers use VOD and
TiVo-1{ke systems to skip past disruptive television commercials, many skeptics even predict
the demise of the old mass-media matastay—the 30-second television commercial. In a recent
survey, 70 percent of major brand advertisers said that they believe DVRs and VOD will
reduce ur destroy the effectiveness of traditional 30-second commeicials.®

Thus, many large advertisers are shifting their advertising budgets away fmm ustwork
television in favor of more igreated cost- ffetlve mteractlve e, and enpagi :
industry's plotline used o be a lot simpler: Audiences are splintering dnzenq of new
directions, watching TV shows on iPads, watching maovies an videogame players, and listen-
ing to radio on the Internef,” observes one analyst. So marketers must “start planning how to

gach consumers in new a.nd 1133 pectcd ways.”? '

Rather than & "Chaos scenario, fi
to the new marketing communications model. They note that ML]EWHGH acd other
mass media still capiure a lion’s share of the promotion budeels of most majgr marketing
fizmms, 2 Tact that 1t likely to change quickly. Althouph some mav question the future of the
30-sectnd spot, it's still very much in use today. And although ad spendiog on the major TV
networks decreased last vear, cable ad spending increased 11 percent. Moreover, television
offers many promational opportunities beyond the 30-second commercial.” One advertising
expert advises: “Because TV is at the forefront of 30 technological advances [such as DVRs
and VOD], its audignce 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, 1naybe you
should think again.™®

Thus, it seems likely that the new mdrketlng Gom_mumcatlous model will consist of a
gradually shifting mix of both traditiong ray of exciting pew, more
fargeted, more personalized med

L '.
Thedia. For example, in 1ts Lel s Mator campaign, MINT uses 4
TR T ST T eha v enhenaTbut 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 exccutive of Procter & Gamble. “Mass marketing
still has an important rols, [but] we need new models to initially coexist with mass marketing,
and eventually to succead it,”?

The Need for Integrated Marketing Communications

‘The shift toward a richer mix of media and communication approaches poses a problem for
marketers, Consumers today are bombarded by commercial messages from a broad range of
&purces. But consmers don T Uiiinguish between message sOUrces the way marketers do. 1n
the consumer's mind, messages from different media and prometional approaches all hecome

part of asipgle messa%e about the company. Conflicting messages from these chftel ent sources
can result in confused company images, brand pogitinns.an




B The shifting marketing
communications model: MINL
Let's Mator campaign

uses 3 rich mix of media;
comvantional but clever
magazine ads coupled with
novel displays—here an actoat
MENT that looks like a

children's ride {"Rides $16,8R0.

Quarters only™) and airpert
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tions (IMC). Under this concept, as illustrated in Figure 14.1, the company c:efully inte-
e ]
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All too often, companies fail to integrate their various communications channels. The
result is a hodgepodge of communications to conswmers. Mass-media advertisements say one
thing, while & price promotion sends a different signal, and a product label creates still
another message. Company sales literaturs says something altogather 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-
pany. Advertising messages are planned and implernented by the advertising department or
an ad VerlISing agenty. Personal selling communicaiions ate developed by sales MANAgeMEL,

Bt company specialists are responsible for public relations, sales promotion events,
Internet markeling, 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:'?

The truth is, most {consumers] won'’t compartmentalize their use of the [different
medial. They won't say, “Hey. I'm going off to do a bit of Web surfing. Bun 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 il shouldn’t be that kind of world for marketers either.

Today, muore companies are adopting the concept vl inteprated markelin

(T punica-
grates its many communications channels to deliver a clear, consistent, and compelling mes-
sage about the urganization and its brands,™

IMC calls for racognizing all cantact points where the customer may cncounter the com-
pany and its brands, Each brand contact will deliver u messape, whether good, bad, or indif-
ferent, The company wants to deliver a CONSIEWELT And pugiiive message with each contact.
IMC leads to a total marketing communication strategy aimed at puilding strong customer
relalionships by showing how the company and its products can help customers golve their

—problems.

IMC ties together all of the company's messages and images, The company’s television
and print aavertisements have iHe same message, 100K, and feel as its e-mail and personal
selling communications. And its public relations materials project the same image as its Web
site. For example, Ford recently created a nicely integrated promotion campaign for its
Escape Hybrid moedel.

Tt kicked off the Escape Hybrid campaign with a blockbuster Super Bowl ad, in
which Kermit the Frog lamented “IUs not wasy being green” hefore discovering that it
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FIGURE 14.1

Integrated marketing Carefully blended mix of promotion tools
communications

really is easy being green with the Escape Hybrid. Ford folfowed up with print ads in
major magazines, featoring Keemit and ezinforeing the “T guess it is easy being green”
theme. The Super Bowl and print ads helped to build consumer awarsness and pref-
erence for the Escape Hybrid brand. But the ads also pointed viewers i a special
Web site (www.fordvehicles.com/suvs/escapehyhrid), which extended the Kermit
theme with a number of relativnship-building and sales-building features. Visitors to
the site could view the Super Bowl commercial agein 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 tites
and tested the Escape Hybrid's ride before deciding to purchase.

In the past, no ope persen or departinent was responsible for thinking through the com-
mumnication roles of the various promotion tools and coardinating the promotion mix, To help
implement integrated marketing communications, some coiupalies appoint a markefing com-
munications director who has overall responsibility for the company’s commuunications
efforts, This helps lu produce better communications consistency and greater sales impact, Tt
places the responsihility in someone's hands—where none existed before—to unify the com-
pany's image as it is shaped by thousands of company activities.

: A View of the Communication Process

Iniegrated marketing communications involves i ifyi ¢ tarpet audience and shaping a

well-coordinated prometionsl program to obtain the desired audience vegnopse. Too often,
marketing communications focus on immediate awareness, image, or preferance goals in the
target market. But this approach to Lom_mumcatmu is too shortsighted. Tuday, ma_rl-;eterq are
moving toward viewing communicatians as man :
Because customers differ, communications pmgra.ms need to be devslnped for sper‘lflc
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
—~largel cnstgmers may have with the company and ite brands. For example, soméoné purchas-
ing a mew 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
stares. The marketer needs to assess what influence sach of these communications experi-
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ences will huve at different stages of the buying process. This understanding will help m-
keters allocate their communication dollars more efficiently and effectively.

To communijcate effectively. marketery need to understand how conmusnication works,
Communication involves the nine elements shown in Figure 14.2. Two of these elemenls are
the major payties in a communication—the sender and the recejver. Ansther two are the major
communication toels—the messege and the media, Four more are mrajor communication
functions—encoding, degoding, response, and feedback. The last element is pofsg in the sys-
tem. Deftnilions of These elements %’l'l’o’ﬁud aii?ﬁ‘ﬁiﬁd to an ad for Hewlett-Packard (HP)

—Vaserjei color copiers.

B Sender: The party sending the message to another party—here, HE.

B Excoding: The process of puiting thought into symbelic form—HP's advertising agency
assemblas words and illustrations into an advertisement that will convey the intended
message.

8 Measage: The set of symbols that the sender transmits—the actual HP copier ad.
e

B Media: The communication channels through which the megsage moves from sender to
~Teraiver—in this case, the specific magazines that HP selects.

w, Degoding: The process by which the receiver assigns meaning to the symbols encoded by
tha sender—a consumer reads the HF copier ad and interprets the words and illustrations
it conlains.

8 Receiver: The party recefving the message sent hy another party—the home affice or busi-
I gl . A
ness customer wheo reads the TP copier ad.

HAesponse: The reoctions of the receiver after heing cxposed to the message—any of hun-
dreds of possible responses, such as the consuwer 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.

a Feedback: The part of the receiver's response communicated back to the sender—HE
research shows that consumers are struck by and remember the ad, or consumers write of
call HP praising or criticizing the ad or HP's products.

B Noise: The unplanned staiic or disiortion clm'i&g__thg communication process, which

“feaults in the Teceiver’s geting a different message than the one ihe sender senf——the con-
sumer is distracted while reading the magazine and misses ths HI ad or its key points,

For a message to be effective, the sender’s encoding process must mesh with the
receiver's decoding process. The best messages consist of words and other symbols that are
faniliar to the receiver, The more the sender’s field of experience overlaps with that of the
Teceiver, the more eifective the message is likely to be. Marketing COMMTIITCATOIS THAT T0€
always share their consumer's Held of expericnce. For example, an advertising copywriter
from one sociveconomic stratum might create ads for consumers from another stratim-—say,

FIGURE 4.2 Elements in the communication process

e T o o o o o o b I

Sender's field Receiver's fiald
of experience of experience
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wealthy business owners. However, to communicate effectively, the marketing copununicator
must understand the consumer's field of experience. T

1s madel points out several key factors 1n good communication. Senders need to know
what audiences they wish to reach and what responses they wanl. They must be good at
encoding messages that take into account how the target andisnce decodes them. They must
send messages through media that reach target andiences, and they must develop feedback
chanrnels so that they can assess the audience's response to the message.

Steps in Developing Effective
Communication

We now examiine the steps in developing an effective integrated communications and promo-
tion program. Marketers must do the following: [dentify the tarest audience; determine the
communication obfectives; design a message; choose the media through Which Vo send (he
message; sclect the message source; and coiléet fee@back.

P

Identifying the Target Audience

A tnarketing commmnmicator starts with 2 clear target audience in mind. The audience may be
putential buyers or current users, those who make the buying decision or those who influence
it. The auclienm mavbp individu'ﬂs, groups, special publics, or the enrai P b]ll.. The largat

13 lec
said, when it will be S'nd where it will be eaid and who wr say it

Determining the Communication Objectives

Once the target audience has been defined, the marketers must decide what response they
~sgek, Of course, in many cases, they will seek a_purchase responge. Bat a purchase Testlts
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 ta be moved. The target audi-

Buyer-readiness stages ence may be in any of six buyver-readiness stages, the stages consumers normally pass through
The stages consumess on their way to making a purchase. These stages include awareness, knowledge, liking, pref-
rormally pass throlgh oo erence, conpiction, gnd_purchase [seg Figare 14.3), ——
their way to purchase, The marketing communicator's target market may be totally unaware of the product,
includirg awareness, know anly its name, or know only a few things about it. The communicator must first bhuild
~_¥nowledee, fking, preference,  wwareness and k;ww]edse For example, when Daimler-Clirysler first introduced its Chrysler
conviction, and puschase. 300 model, it used “teaser ads" to create initial awarenesss and curiasity. The ads showed the

car but not its name. Later ads and the company’s Web site created knowledge by informing
paotential buyars of the car's high quality and its many innovative features. Edy's tan similar
teaser ads when it inroduced Edy's Slow-Churned ice cream. Print ads show a blank package
with the headline “You've heen waiting for this.” The ads directed consuiners to the slow-
churned.com Web site, where they could laarn more about the new product and receive a
chance to win a lifetime supply ofEdy's ice crearm,

Assuming target consumers- ke duct, how do the

y Jee! about it? Once
potential buyers knew about the Chrysler 300, Chrysler’s marketers wanted to move them
through successively sironger stages of feelings toward the cor. These stages included Jiking,
(feeling favorable about the car), preference (preferring Chrysler 300 to ather car brands}, and
conviction (believing That Chryslel 300 is the best cat Tor fhemn). Cinysler marketers std a
combination of the promotion mix tools ta créate positive feelings and conviction.
Advertising built an emotional brand conneclion and extolled the 300°s advantapes over eoro-
peting brands—with this car, it {ells them, “inspiration comes siandard.” Press releases and
eother 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.

FIGURE 14.3 Buyer-readiness stages

. Conviction ) I::> _Pu:rchaSS,-'
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Finally, some members of the target market
might be convinced about the product, but not quite
get around to making the purchase. Paotential
Chrysler buyers might have decided to wait for more
information ar {or the economy to improve. The com-
municator must lead these consumers to take the
final step. Aciions might include offering special pro-
motional prices, rebates, or premmiums. Salesprople
might call or write to selected custamers, inviting
them to visit the dealership for a special shuwing.
The Chrysler 200 Web site explains various financing
options and invites potential huyers to sign up for a
lest drive,

Of conrse, marketing communications alone can-
not create pugilive feslings and purchases for the
Chrysler 300. The car ftself must pravide superior

o o value for lhe ceslomer. Tn facl, outslanding marketing
4 el - gl s communications can actually speed the demise of a
@3& 3_3?3@3?5( pe&k o poor product. The more uicll:lv otcnti
sgﬂ%’@hﬂrﬂ&dﬂ@mv : ' ~ _learn about the poor product, the more quickly they
' © become aware of iis foulis. Thus, good markefing
communication calls for "good deeds followed by
good words.”

Diesigming o Message

Having defined the desired audicnee response, the
communicator tumms to developing an effzctive mes-

. sage. Ideally, the message should,ggt Attention. hold

Interest, arouse Desire, and abtain Action {a frame-

Enter o WiN a “lielime” supply!

ML e g St B mt e e i work known as the AIDA mode!]. In practice, tew
mr s ] messapes take the consummer all the way from aware-
: R o T e ness to purchase, but the AIDA framework suggests

B Moving customers through the buyer-readiness stages: Edy's feaser ads the desirable qualities of a good message. .
butlt initiatl awareness and curinsity for the company's rew Slowed-Churned When putting the message together, the marketing
ice cream and directed consumers to a Web site where they could learn more comnmunicator must decide whal o say [message con-
about the new product. tenf] end how to say it {messoge sfructore and format).

e - P RN IR
Wisszsags Dontent

The marketer has to figure out an_appsal or theme that will produce the desired response.
There are three types of appeals: rational, emolional, wndooral, Betione! appeals relate to th
audienee's self-intersst. They show that the product will produce the desired benefits.
Examples are messages showing a product’s quality, economy, valus, or performance. Thus,
Tylsnol runs a series of ads that inform customers about pain relievers and why Tylenol s the
hest cheice. The ads say “Stop. Think. Tylenol.” '

Emotional appeals atternpt to stiv up either gegative or positive emotions that can moti-

vate purchase. Communicators may use positivp ematinnal aQEca[s syehnslove, M.
and homoy, For 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 saving they like ads with humeor-
ous themes, Other favorite emotional themes in the post-September 11, 2001, era include
such reassuring ones as “safety and security” (77 percentl, “family closeness” (76 percent),
“giving to others” (74 percent), “paiziotism" (74 percent), and "optimism” (64 percent]-12

These days, it seems as lhough 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 I7SA Today's ad meter consumer
rankings of 2006 Super Bowl advertisements used humor. Anheuser-Busch used humor to
claim six of the top 10 ad spots. Tts Bud Light ads featured everything fom young men wor-
shiping & neighbor's rotating magic fridge stocked with Bud Light io ap office manager who
motivates employoes by hiding bottles of Bud Light throughout the office.??
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B Humor in advertising: These days, it seems as though almost every company is using humor in its
advertising, even the scholarly Amercan 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 imi-
tate consumers. For example, many consumers and ad critics took exception to some of the
humer used in the 2004 Super Bowl ads, including Anheuser-Busch ads,

Advertising professionals agreed that the quality of Super Bowl ads [in 2004] had
declined, mostly from the use of “ioilet bowl"” humor that insulted viewers' intelli-
gence. They pointed to Budweiser ady featuring a crotch-biling dog, a male monkey
wooing a human female, and a gas-passing horse that spoiled a sleigh-ride date.
Many crilics and consumers complained that such ads showed that Budweiser was
“reaching for the lowest common denominatar in commercials aimed at the most fre.
guent beer drinkers—ren from 21 to 25 years ald—resulting in a race to the bottom
to fill commercials with bathroom humar, 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 Bowly, “Ws are taking a more cautious approach to
our creative,” says Anheuser-Busch president Avgust Busch IV. “[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.”™

Communicators can also use nggative emotional appazls, such as fear, guilt, and shame
that yet peopls 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, sat 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 Ftonic ads ask, “What would you do if vou canldn't run?” They go au to note
that Etonic athletic shoes are designed to avoid injuries—they're “built so you can last.”

Moral appeals are directed to the andience’s sense of what is “right” and “proper.” They
are often used to uige peeple to suppert social causes suchl &5 a cleaner environment, better
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, dan’t forget the man who has nothing.”

kMessage Sirngiure

Marketers must also decide bow to hendle thisnmessage strugture issues. The fivst is whether

to draw a conclusion or leave it to the andience. Research suggests that in many cases, rather

than drawing a cenclusion, the advertiser is betler off asking questions and lefting buyers

come 1o their own conclusions, The second memﬁmie_nﬁhe
breigesr STipst or ia resgnting them first gets strong aitend i

aniiclimactic ending.
e third message soucture issue is whether to present a one-sided argument (rentivning

(=}
) T e . -
only the product’s strenpfhs) or & two-sided argament {foufing the product s strengths while also
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admitting its shortcomings). Usually, a one-sided arenment
mmsﬂ_;es;_esemamms—mcept when audJ-
Brices are hi educated or [ikely ta
claims, or when the communicator has a negative associa-
Hon to overcome. In this gpirit, Heinz ran the message
“Heinz Ketchup iz slow good” and Listerine ran the mes-
sage "Listerine tastes bad twice a day.” In such cases, iwo-
sided messages can enhance the advertiser’s credibility and
make buyers more resistant to competitor attacks.

Wessage Format

The marketing communicator alse needs a stroug formar
for the message. In a print ad, the communicator has to
decide on the headline. copy, illustration. and color. To
attract attention, advertisers can use novelty and conlfrast;
_rye-tatching pictures and headlines 5, dis S Tistimilive lormats;
Tessage size and position; and color, shape, and move-
_ment. Tf the message is to be carried over The ragtm; The=
“communicator has to choose wozds, sounds, and voices.
The “sound™ of an ad promoting banking services should
be diffarent from one promating an iPod.

If the message is to be carried on television or in per-
son, then all these elements plus hody language must be
planned. FPresenters plan avery detail—thsir facial
exXpressions, gestures, dress, posture, and hairstyles. If
the message is carried on the product or its package, the
communicator has to walch exture, scent, color, size,
and shape. For example, age and other demographics
affect the way in which consumers perceive and reacl Ly
eolar. Here are examples:

How do yru sell margarine—stodgy, wholesumes
margarine-—to today's kids? One answer: colar.

E&] Message format: To atiract attention, advertisers can use novelty “We knew we wanted to introduce & color prod-
and contrast, eye-catching pictures and headlines, and distinetive uet. It's been a big trend with kids since the blue

formats, as in this Milkbone ad.

Personal communication

chananels

ThRannels theot ich t
diracily with each other,
inciuding face to face,_on the
phese, throwgh mail or e-
_mail, or even througn an
Interrat "chai”

M&M,” says a Parkay spokesperson. So Parkay

tried oul margarine in blue, pink, green, and
purple. “When we tested four different celors in focus groups, kids had a blast.”
Electric blue and shocking pink margarine emerged as clear favorites, In contrast,
as we get older, our vyes mature and cur vision takes on a yellow cast. Color Tooks
less bright to older psople, so they gravitate to white and cther bright lones. &
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 loward older buyers, makes sure that 50 percent of iis cars are
light in eolor.13

Thus, in designing effective marketing communications, markelers mus! LUHbldEJT—EQlQI and

other seemingly unimportant details carefully.

Choosing Media

The communicator inust now select channels of communication. There are two broad types
of communication channels—persenaf and nonpersonai.

sreonal Commuvnication Channsls

In personal communication channels, two or more peopls communicate directly wilh each
oth%mﬁ face, on the phone, through mail or e-mail, or even
through an Internet “chat.” Personal communication channels are effective becausg they
allow for personal addressing and feedback.

oIne polsondl .o ; els are controlied directly by the company. For
example, company salespeople contact target buyers. But other personal communications

about the product may reach buyers through channels nat directly controlted by the company.
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Word-of-mouth infiuence
Personal communication

friends. family membhers sl
aszociates.

Buzz marketing

Clilfvatng opinjon leacess

and gatting hem 1o soread

information about a product

or service to others fn thaip

B Taking advantage of
personal communications
channels: BzzAnent’s army of
130,000 natural-bare buzzers
creates word-of-mauth ehatter
for many of the world’s hest-
known brands.

These channels might include independent experts—eonsumer advocates, online buying
guides, and others—making statements to buyers. Or they might be neighbors, fiiends, family
membors, and associates talking to target buyers. This last channel, known as_ word-of-meuth
infiuence, has considerable effect in many product areas. —_——

6i50nat influsnce carries great weight for products that are expensive, risky, or highly
visihle. Consider the power of simple customer reviews on Amazon.com:

It doasn’t matter how loud or often you tell consumers your “truth,” few today are
buving 2 big-ticket itern 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 survev of purchasing influences. A
recernt study found that more than 90 percent of customers trust “recommendations
feom ponsumers,” whereas trust in ads runs from a hiph of about 40 percent to less
than 10 percent. It's also a major reason for Amazon’s sucecess in growing sales per
custorner. 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 efective lactic in lifting online sales,®®

Companies can lake steps to put personal communication channels to work for them. For
example, they can create gpininn leaders for their brands—people whose opiniens are sought
by others—hy supplying influencers with the product on attvactive terms or by educating

_them so that they can inform others. Buzz marketing involves cultivating opinion leaders and
geltting themn to spread information about a product or service to others in their communities.
Consider BzzAgent, a Boston markeiing firm that creates word-of-mouth campaiens for many
of the country's best-known companies.

BzzAgent has assembled a nationwide volunteer army of 130,000 natural-born
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 moulh,” says David Baiter, BzzAgent's founder, “and to build a network that will
urn passionate customers into brand evangelists.” Once a client signs on, BzzAgent
searches its database for “agents” matching the demogpraphic 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 rals on cell phones. Sume 65 percent are over 25, B0 percent are
women, and two are Forbane 300 CEOs, They've huzzed products as diverse as listee
Lauder facial masks, Lee Jeans, Rock Bottomn Restaurants, and The March of Dimes.
In Alabama, Bzzagent ArnoldGingerl 23 buttonholed her probation officer to chat up
a tush-flattering new brand of jeans. In [lingis, BzzAgent GeminiDreams spent a
family Christmas party extolling the features of Monstor.com's new netwarking site.




Nonpersonal
commiiication channels
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And, in an especially moving final tribute in New jersey, BzzAgent Karnj buzzed her
grandpa into the great heyond with a raund of Anheuser World Select beer at the old
genl'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 whalever you think.’ it's .. . genuine.”1”

Wonperscnsl Communication Chaansls

Nunpersonal cormmunication channels are media that carry messages without personal con-

tact or feedback. They include major media, atmospheres, and events _Aajor medig include

mmﬁsw print media (newspapers, magazines, direct maill, broadeast media (radio, television), displa

SRIAOLE Persona! cormeEctor—

“Teedback, inCIUAME mzmr
medid, atmospheses, an
@vENS.

media {billboards, signs, posters}, and opling media (s-mail, Web sites). Aimospheres are
designed enviranments that create or reinforce the buyer’s leanings toward b t.
Thus, lawyers’ offices and banks are designed to communicate confidence and other qualitiss
that might be valusd by clients. Events ate staged occurrences that communicate messages to
target audiences. For example, public relations departments arrange press conferences, grand
openings, shows and exhibits, public tours, and other svents.

Nonpersonal communicalion alfects buvers directly. In addilion, using mass media often
affacts huvers indirectly by causing more porsonal communication. Communications first
flow [rom Le}svision, magazines, and other mass media to opinion leaders and ther from
these opinion leaders to others. Thus, opinion leaders step between the mass media and their
audiences and carry messages fo people who are less exposed to media. This suggests that
mass communicators should aim their messages direclly at opinion leaders, letting them carry

the miessage to Othcr:s.

Iaterestingly, marketers often use nonpersonal communications channels to replace ar

stirmulate personal communications by embedding consumer sndorsements or word-of-
mouth testimonials in their ads and other promotions. JetBlue’s recent "Sincercly, JetBlue”
promotion campaign does this {see Real Marketing 14.1).

Selecting ths Message Source

In sither personal or nonpersonal communication, the messaga’s impact on the target aundi-
ence is also affected by how lhe audience views (be communicator. Messages delivered by

highly credible sources atE Ti(UTe persuasive, Thus, many food companies promote to doctors,

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

1 4 A

Marketers hire celebrities to delfver their messages: NASCAR superstar Jeff Govden pitches everything from

DuPont to Pepsi and Edy's ice cream, haskethall pro LeBron James vouches for Coca-Cola's Powerade and Sprite
brands, and young golfer Michelle Wie lends her image to Nike.



410 Part 3

Designing a Customer-Driven Marketing Strategy and Integrated Marketing Mix

Trying to chopse the right airline? There's fio need to
ask your friends, relatives, ar neighbors about their
airline experiences, or about which aifine provides the best service,
JetBiue has alrezdy done that for you. And it's sharing their stories
with you and other {rsvelers in a promationai campaign called
“Sincerely, JetBlue.” The campaign features a series of offbeat com-
marcials in which actual custerners share their JetBiue experiences,

The goal of the campaigr is to retain JetBlue's upstart, small-
airline personafity in the face of ambitious expansion plans. JetBlue is
neow Bhe naticn's nurmber two discount airline, bekind Southwest, and
it's arding pianes and roctes at 3 rapid pace. As i grows, it wants fo
hang onto the underdog, grassroots apeeal that's made it successiul
in the dog-eat-dog airfine industry.

Some airlines have built their images through lush, Big-budget ad
rarmpaignz. Mat so for JetBlue, “This brand was created atmost
entirely on an experience, then or word of mouth about that experi-
ence,” says the chief crestive director at JWT, the New York ad
agency that created the “Sincerely, JetBlue” campaign. “When
[JetBlue founder and CEQ] David Meeleman came te us,” recounts
another JWT executive, "he said the thing that keeps him up at night
is how he can prow the alvling and keep the JatBlue experience.” The
answer: Lat the JetBlue faithful thermselves give voice to that expert-
ence. "Aliowing our customers to tell our story [will help the airline]
keep a [ocal, smal! feel as leiBlues becomes more national in scope,”
szys JetBlue's cnief marketing executivs.

JetBlue has built 2 hugs infrastructure for bieeding and collect-
ing customer storizs to use in the "Sincergly™ ads. It has erected
futuristic JetBlue “story booths” in eighteen cities, where passers-
by can recount and record their experiences flying an JetBlue.
According to one ahiserver, the booths are “less {ike circus tents and
mare like futuristic spaceships. [They're] made of high-tech honey-
comb mash and have LED sereens underneath the sheidl, pressure-
senzitive floors, and yoice-acfivated walls,” Inside the Booths, a wir-
tual crew member guides customer-storytelless through their
experiences. teiBlug also invites customears to submit stories at its

Web site, and it places postcards in seatback pockats, which pas-
sengers can wse fo keep and submit minijournals on their JetBlue
joumeays.

Once collected, the stories are incorporated into simple but cofor-
fud, clevarly animated commercials in which customers themselves
shara their JeiBiue experiences. “You take this littte story and you
give it o an animator and they turn it into something marvelous,”
says a JWT creative diractor. In one ad, customer Melissa confides,
“Let me tell vou, | wanted to not like you, if only Decavuse everyone
seems {0 love yau. | got on s flight with a pen and paper, waiting ic
take down every irritating detail.” But, she continues, “two flighis
later, | was staring at the same blank pisce of paper You've done
nothing wrong ang everything more than right, if that's possibie.”
Afler detaiting all the right things the ainine does, she mack-laments,
"JetBlug, | wanted to not ke you, but it can't be done—at all.
Sincerely, Mefissa McCall, Portland, Oregon.”

Inv a similar fasrion, in other ads: Brian relates how a JetBlue flight
attendant dashed from the plane just before takeoff to retrieve a
brand-rew 1Pod he'd left in 2 rental car, Ann recounts how, when her
ietBlue flight was delayed by a snowstorm, the airling zased the long
wait by providing pizza and even a live hand. "My [three-year-old]
son was dancing. | was dancing,” she remembers. "It was a great
time! it made a horrible experience really nice.” And the Steins telf
abcut the time they arrived late at night for @ family vacation in
Florida with their three very tired small children only to learp that their
hotel wouldn't take them in. Jason Stein recafls, "Out of nowhera we
heard & voice from behind us, go ahead, take my room.” His wife
Nancy continues: "A superhera in a JetBlua pifst's uniform, who sac-
rificed his room graciously, saved our night. And we slept like babies.
Thank you, letBlee. Sincerely, Mancy and fason Siein, Darien,
Connecticut.”

The tone znd crafting of (he ads makes them appealing and
believatie. 's almost like taiking 16 your next-door neighbor, but with
calorful, intriguing animations that help to bring their stories to fire.
(Check aut alil of these stories amg athers at the J=tBlue Web =i at

and even cartoon characters—to deliver thejr messuges. Golfer Tiger Woaods speaks for
Nike, Buick, Accenture, and a dozen other brands. Basketball pro LeBron jamss
vouches for Nike and Coca-Cola's Powerade and Sprite hrands. NASCAR superstar Jeff
Gordon pitches everything from Ray-Ban sunglasses to Pepsi and Edy's ice cream. And
young golfer Michelle Wie lends her image to brands such as Nike and Sany.

But campanies must be careful when selecting celebrities to represent their brands.
Picking the wrong spokespersun can result in embarrassment and 4 tarnished image.
McDanald's, Sprite, and Nutella found this out when superspokesperson Kobe Bryant
was charged with sexual assault. H&M, Chanel, and Burberry had te publicly dismiss
supermodr] Kate Moss after she was reportedly photographed using cocaine. And
Pepsi, McDonald's, Roots, and Ford faced embarrassment when gambling scandals
threatened to dirty the squesky-clean image of their spokesperson, hockey great Wayne
Gretzky. “Arranged marriages between brands and celebrities are inherently risky,”
notes an sxpert, "Today it's standard practice to sign a celeb only afier an extensive
background check. But aceidents still happen.”'8



Chapter 14 Communicating Customer Value: Integrated Markating Communications Strategy

411

http:ijetblue.com/experiencelindex. hlmi%intemp=jwit_1001). “The
various illustraticns—including animation, paper cutouts, and rinia-
ture doll pieces—have a wonderitl rhythm and flow,” comments an
advertising analyst, "and the stories have an on-the-fly poputist qual-
ity, which firs the brand.” ]

In ail, the campaign just seems to waork, it's the wlitimate word of
mouth. Says the JWT executive, “The best way o get people who

Collecling Feedback

JetBlue's recent “Sincerely,
JetBlue” campaign uses
nonpersanal Communications
channels to replace or
stimulate personal
communications by embedding
consumer testimonials in ads,
In one ad, Brian relates how a
JetBlue flight attendant
dashed from the plane just
hefore takeoff to retrieve a
brand-new iPod he'd left ina
rental car.

haven': tried the airline to try it is for thern to hear frorm people J‘ey
know and trust.”

Saurces: Quotes and other infarmation from Stuart Ekict, *JetBiue May
Be Big, but It Wants Fliers to Think Small,” Mew York Times, March 30,
2006, p. £3; and Barbara Lippert, “Vaices Carry,” Adwesk, Azrit 17,
2006, p. 32; and weew.jetslue.cam, Decearrber 2006,

Adfter sending the message, the communicator must research its effect on the target audience.
This involves asking the target andience members whether thev remember the message, ow
many times they saw it, what points they recall, how Lhey fult about the messags, and their

past ana present gftfides toward the produoct and company. fhe communicator wowld also

like to measure hehavior resulting from the message—how many people bought a product,

talked 1o others about it, pr ms;tegi the store.

Feedback on marketing cornmunications may suggest changes in the promotion program
or in the product offer itself. For example, JetBine Alrways uscs television and newspaper
advertising to inform arsa consumers about the airline, its Toutes, and its fares. Suppose feed-
back research shows that 80 percent of all fliars in an area Tecall seeing Lhe airline’s ads and
are aware of its flights and prices. Sixty percent of these aware fiers have flown JetBlue, but
only 20 percent of thnse who tried it were satisfied. These results suggest that alfhough pre-

molion s crealing owerenese, the airline isn't giving consumers the satisfugtion they et
. |




412 Part 3 Decigning a Customer-Driven Marketing Strategy and Integrated Marketing Mix

Affordable method
SEHTETRE promotion busdget

T the level management
thinks The comaany can
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as & perzentage of e unit
soite LTCE.
A

GCampetitive-pari rad
Seltng the promotion budget

0 match compemors etlays.

Thernfore, JetBlue needs to improve its service while staying with the successfnl communiea-
tion program. In contrast, suppose the research shows that only 40 percent of area consuniers
are aware of the airline, only 30 percent of those aware have tried it, but 80 percent of those
whao have lried it return. In this case, JetBlue needs to strengthen its promotion program to

take advantage of its power e customer satisfaction,

“%5 Setting the Total Promotion Budget and Mix

We have looked at the steps in planning and sending communications to a target audience.
But ho'w does the company decide on the total promotion budget and its divisiop gmong the

major promotional tools to creste the promofion mix? By what process does it blend the tools

to creale integrated marketing communieations? We now look at these questions.

Setting the Total Promotion Budget

Oune of the hardest marketing decisions facing a company is p motion.
John Wanamaker, the departmenl store magnate, once said, “I know Lhat h-ﬂf ofmy qdwmqm
is wasted, but T dan’t knaw which half T spent $2 million for advertising, and I don't know if
that is half enough or twice toa much.” Thus, it is not surprising that industries and companies
vary widely in how much they spend on promation. Promotion spending may be 16 to 12 per-
cent of sales for consumer packaped goods and less than 1 percent for industrial machinery
produrts. Within a given industry, both low and high spenders can be found.*¥

How does a company decide on its promotion budget? We look at four common methods
used to set the total budpet for advertising: the gffordeble method, the percentage-of-sales
methad, the competitive-parity method, and the objective-and-task met}_l_q'd.ﬁhw_-_'

Affopdahls Method

Sume companies use the affordable metkod: 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 revenunes, deduct
aperating expenses and capital outlays, and then devole some portion of the remaining funds
to advertising,

Unfortunately, this metiod of setting budgets completely iguores the effects of promotion
on sales. It tends to plare promotion last among spending priorities, even in situations in
which advertising is critical {o the Brm's success. 1t lsads to an uncertain annuval promolios
hudget, which makes long-range market planning difficult. Althcrugh the affordable methad

can res‘ult in overspending on achrerﬁ sing. it more often 1 1un ending.

—r

Parcsutags-of-Bales Method

Other companies use the percentage-of-sales method, setting their promotion budget at a certain
percentage of current or Torecasted sales. Or they budget a percentage of the unit sales price. The
percentage-of-sales method has advantapes. It is 51mEle to use a.nd helps management think about
the l"iEltICIDSh_'{ s between prclmutmn spending G fit per .

Despite these claitned avantages, NOWever, the perceutage of-sales method has little to
justify it. It wrongly views sales as the cause of promotion rather than as the result. Although
studies have found a pasitive correlation betwesn promotional spending and brand strength,
this relationship often turns out to be effect and cause, not cause and effect. Stranger brands
with higher sales can afford the bigpest ad budgets.

Thus, the percentage-of-sales budget is based on availability of funds rather than on
opportunities. It may prevent the increased spendinFsometimes needed 0 turn around

falling sales. Because the budget varies with year-to-year sales, long-range planning is diffi-

cult. Finally, the method does not provide any hasis for choosing a spw
what has been dese in lhe past or what compstitors are dolng.

Competitive-Parity Methad

Still other companies use the compatitive-parity method, setting their promation budgets to
match competitors’ outlays. They manitor campetitors’ advertising or get industry promotion
spending estimates from publications or trade associations, and then they set their budgsts
based on the industry average.
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Two arguments support this methed. First, competitors” budgets represent the colleg
tive wisdom of the industry. Second, spending what competitors spend holps prevent pro-
motion wars. Unfortunately, neither argument is valid. There are ne grounds for Believing
that the competition has a hetler 1dea of what a contpany should be spending on promotion
than does the company ilself. 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,

Uhjective-and-Task Method
Ohiective-and-task method  The most logical budget-setting method is the vbjective-and-task method, whereby the com-

Devgloping the promation pany seis s promotion budget based on what it wants fo accomplish with promotion. This
budget by {17 defining budgeting method entails (1) defining specific promotion objectives, {2} delermining the tasks
specific chjectives; (2} needed to achieve these objectives, and (3] estimating the costs of performing these tasks. The
determining the tasks that sum of these costs is the proposed promotion budget.

must be periormed to achieve The advantage of the objective-and-task method is that it forces management to spell out
these objectives; anc [3r ——  its assumptions ahout the relationship hefween dollars spent.and peesmotien-esulie. But it is
estimating the costs of also the most difficult method {o use. Offen, it is hard to figure out which specific tasks will
performing (hese tasks. The achid¥E ETaTed objectives. For example, suppase Sony wants 95 percent awarenass for its lat-
sy of fhese costs is the ast camcorder madel during the six-month infroductory period. What specific advertising
groposed promotion budget. messages and media schedules should Sony use to attain this objective? How much would

these messages and media scheduies cost? Sony management must consider such guestions,
even though they are hard 10 answer,

ghaping the Overall Promotion Mix

The cuncept of integrated marketing communications suggesls that the company mugl blend
the promotion tools carefully into & coordinated pramotion mix. But haw does the company
determine what anix of promolion tools it will use? Companies within the same industry dif-
fer greatly in the design of theiv pramotion mixes, For example, Mary Kay spends most of its
promotion funds on personal selling and direct marketing, whereas Cover(Girl spends heavily
on consumer advertising. HP relies on advertising and promation to retailers, whereas Dell
uses more direct marketing. We now look at factors that influence the marketer’s choice of
promotion toaols.

H Promotion Mix: Compamies
within the same industry may
usa different mixes, Mary ¥ay
relies heavily an personal
selling and direct marketing;
CowerGirl devotes significant
resources to advertising.
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The Naturs of Each Promotion Tool
Each promotion tool has unique characteristics and costs. Marketers must understand these
characteristics in shaping the promotion mix.

. ... Advertising can reach masses of gepgraphically dispezsed buyers at a low cost
~per exposwre, and it enables the seller to repeat a message many times. For example, 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 tumed in to waich 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.2! i
Beyond its reach, large-scale advertising says something positive about the seller’s size,

opularity, and suge Because of advertising’s public nature, consumaers tend to view
advertised products as more legitimate. Advertising is alsu very expressive—it allows the
company to dramatize its FOducts wrongh the artful use of viduals, print, sound, and color.
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 krigger quick sales tas when Kohl's adver-
tises weekend specials).

Advertising alse has some shertcomings. Although it reaches many people quickly,
advertising is impersanal and cannot be as directly porsuasive as can company salespanpie.
For the most part, advertising call GaITy o0 only a one-way commm%iﬂ:::?'
and the audience does not feel that it has to pay attention or respond. In addition, advertising
ostly. Although some advertising forms, such as newspaper and radio advertis-
ing, can be done on smaller budgets, other forms, such as network TV advertising, requirs
very large budgsts.

. .~ Personal selling is the most effective tool at certain stages of the buying
Wﬂy in building up buvers’_preferencesJ_cmlnie&m:Hnd_ﬂ&t_‘m_ng. it
involves personal interaction between two or
more people, so each persom can observe the
other's needs and characteristics and make
quick adjustments. Personal selling also
allows all kinds of customer relationships to
spring up, ranging from matter-of-fact selling
relationships to personal friendships. An
effective salesperson keeps the customer's
interests at heart in order to build a lopg-term
relationship by solving customer problems.
Finally, with personal selling, the buyer usu-
ally feels a preater need to listen and respond,
even if the response is a polite “No thank
vou."

These unique qualities come at a cost,
however. A sales force requires a langer-term
commitment than does advertisifg—advertis-
ing can be turned on and off, but sales force
size 15 harder t0 change. Personal selling is
also the corapany’s most S¥PEREVe promotion
oal, Coshg companies $329 on average per
sales call. Tn some industries, the average cost
of a sales call reaches $452.22 U.S. firms spend
up fo three times as much on personal selling

s they do on advertising.

L Sales promation includes
a wide assortment of tools—g ORs, COn-
tesis, centg-off deals, preminms, and others—
_ all of which have Thany TRIGUE qualiigs. They
- B B p——— attract consumer attention, offer sirong incen-
B With personal sefling, the customer feels a greater need to listen and respond, tives to porchase, and can be used to drama-
even if the response is a polite “No thank you.” tize product offers and to boost sagging sales.
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Sales promoticns invile and reward quick response—whereas advertising says, “Buy our
product,” @%@Mﬁm&%" Sales promotion effects are often short-tved,
however, and often are not as effective as advertising ar persanal selling in building long-run
brand preference and customer relationships.

L Public relations is very believahle—news stories, faatures, sponscrships,
a.na gvents seem more real and believable 5 téaders than ads do. Public relations can also
reach many prospects who avold salespeople and advertisements—the message gets to the
buyers as “news” rather than as a sales-directed communication. And, as with advertising,
public refations can dramalize a company or product. Marketers tend te underuse public rela-
tions or to usc it as an afterthought. Yel a well-thought-out public relations campaign used
with other promotion mix elements can he very effective and ecanomical.

LT e . Althcugh there are many forms of ditect marketing—direct niail and cat-
ammalketmg vnline marketing, and others—they all share four distinctive
characteristics. Direct marketing is_nonpublic: The messags is normally directed to a specific
person. Direct marketing is immediate a0d custonuzed: Messages can be prepared very
quickly and can be tailored to appeal to specific consumers. Finally, direct marketing is
interactive: b allows a dialogue between the marketing team and the consumer, and messages
can be altered depending an the consnmer's response. Thus, direct marketing is well suited ta

highlv targeted marketing cffact: naidding one-in-opeciSomErrelatignships.

—Phsh strategy

A promction strategy that cafis
Aorustpinesdlesfrce and  promotion Mix Strategies

trade promotion o push the i ) )

praguct through EUQDEE'S Ma.r%(etersl can choose from two hasic promotion mix strategies-——gns}( promotion or pull pro-

moticn. Figure 14.4 conirasks the lwo slrategies. The relative erphasis on the specific promo-
arodL Jct ta channe h g uon tools differs for push and pull strategies. A push strategy invalves “pushing” the praduct
to induce them to carry the through marketing channels to final consumesrs, The producer directs its marketing activities
LAt ard 10 ornmoate it (primarily personal selling and trade promotion) toward channel members to induce them to

final consumers. carry the product and to promote &t t6 final consumers.
Using a pull stratesy, the producer direcis its marketing activitics (primarily advertising
ull strategy and eonsumer promotion) toward final consumers to indace them to buy the product. If the
A promotien strategy that calls  pull strategy is effective, consumers will then demand the product from channel members,
TOr ORI & ot who will in turp dernand it from producers. Thus, under a pull strategy, consumer demand
advertising and consumer "pulls” the product through the channels.
makion fg induee fingl Some industrial soods companies use only push strategies; some direct-marksting cova-
cansumers to buy te product.  jpanies uge only pull strategies. Howaver, most large companies use some combination of
I the null satsay s effective,  both. For example, Kraft uses mass-media advertising and consumer prometions to pull its
cansurers will then demand praducts and a large sales force and trade pramations te push its products through the chan-
the preduct frem channel nels. In recent years, consuwmer goads coinpanigs have been decreasing the pull portions of
)B:mhuf_a.\\rl'lu\wﬁllnwl; their mixes in favor of more push. This has caused concern that they may be driving short-run
Wﬁ. sales at the axpense of long-term brand equity (see Real Marketing 14.2).

FIGURE 14.4 Push versns pull promotion skrategy

Producer marketing activities Ressller marketing activities
{personal selling, trads {personal seliing, advertising,
promation, ather) §> sales promation, ather) :>

Consumers ..

Demand Dernand

H ﬁ'roducer market:‘ngl_activities {consurer advertising, sales promaotion, other) Q

Pull strategy
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Consumer packaged-goods
e vormpanies such as Procter
& Gamble, Kraft Foods, Kellogg, and Genersl
Wills grew infe giants by using mostly pull
prasotion strategies. They used massive
doses of national advertising to differartiate
their producis, gain market share, and build
brand equity and customer loyalty. But dur-
ing the past few decades, such comparies
have gotien more *gushy,” deesmphasizing
natioral advertising and putting more of their
markating budgets into lrade and cansumer
sales promations. :

General  trade  promctions  {trade
aflpwances, dispiays, cooperative advertis-
NE, ang siotting fees aimed at retaiters) now
zccousnt for A8 percent of total marketing
spending by cansumer product companies,
That represents a six-percentage-point
Increase in trade spending in just the past
eight vears. Consumer promoticns {Coupons,
discounts, premiurs) account for ancther
15 parcent of the wypicad marketing budget.
That lzaves less than 26 percent of total mar-
keling spending for mass-media advertising, down from 42 percent
bwenty years agao.

Why have these companies shifted so heavity toward push sizate-
gies? One réasan is thai mass-media campaigns have become more
expensive and less effective in recent years, Metwork television costs
have risen sharply, while audiences have fallen off, making national
advertising less cost effective, Comparies are alsc taiioring their mar-
kating programs more narrowly. making nattoral adveriising less suit-
sbfe than localized retailer promations. And in these days of brand
extensicns and me-ico products, companies somebmes have icuble

Too pushy? Some categories tend to self-destruct by always being on sale, for example, when
automakers get promotion happy, the market just sits back and waits for a deal while the car
companies lose meney ¢n profit-eating incentives,

finding meaaingful preduct differences to feaiure n adverising. So
they have differentiatea their preducts through price reductions, pre-
miur offers, ccupans, and other push technigues.

Ancther factar spesding the shift from pull to push has been the
growing strength of retailers. Retail giants such as Wal-Mart, Target,
Kroger, and Szfeway now have the power to demand and get what
thay want—and what thay want is more push. Whargas national
advertising Dypasses thern on Hs way {0 the masses, push promotion
henefits them directhy. Thus, producers must aften use push just 1o
Cbtain good shelf spece and other support, from important retaiiers.

Companies consider many factors when designing their promotion mix strategies,
including tvpe of product/marke; apd the product life-cycle stage. For example, the impor-

tance of different promotion toals varies betwesn consumer and business markets.

Busj fns
inte advertising, followe

er (B2C) companies usually “pull” more, putting more of their funds
v sales promotion, personal selling, and then public relations.

Tn comtrast, business-to-business {B2B) marketers tend to “push” more, putting mare of

their [unds into persoial selling, followed by sales prmadvertisillg, and public
relations. In general, personal sellins is used more heavily with expensive and risky goods
and in marksts with {&wer and larger sallers.

The effects of dillerent promotion tooks alsu vary with stages of the product life cycle. In
the_iptroduction stage, advertising and poblic relatiogs are good for producing high aware-

ness, and sales promotion is useful in prometing early trial. Personal selling roust betmed-to

gt the trade to carry the product. T.IHE GIOWN STage, advertising and public relations con-
tinue to be powerful influences, whereas salgs promotion can be reduced because fewer
incgntives are needed. In the mature stage, sales pramotion again becomes important relative
o adyertising. Buyers know the hrands, and advertising 15 reeded ony to remind them of the
product. Inthe decline stage, advertising is kept at a reminder lsvel, public relations is
~deappad, and gafespoople give the prodivt anly a 1iTHe attention. Sales promotinn, hawever,

might continue to be strong.
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Heoweaver, many markaters are concernzd that the reckiess use of
push will iead 1o fierce price competiticn and a never-ending spiral of
price slasking and dezl making. If uzed improperly, push promotion
can mortgage a brand's future for short=errn gains. Sales promotion
buys siert-run reselisr support and Cconsumer salkes, but advertising
buiids lang-run brand equity and consurmer preference. By robbing
the media advertising bucgat to pay for more saies promation, com-
panies might win the battle for short-run earnings but lose the war for
Imng-run brand equity, consumer loyalty, and market share. In fact,
some analysts blame the shifl away Trom advertising dollars for a
recent twa-decace-lang drop in the percentage of consumers who
buy only weil-known brands.

Cf special concern is the overuse of price promations. The regular
use of price as a selling ol can destray brard equity by encouraging
consumers to seek value thoush price rather than throuah the bene-
fits of the brand. Faor example, onc ecent study showed that
decraased TV spending and increased trade promotions for Diet
Come and Coca-Cola Classic over a five-year pericd eroded enuily for
both brands, while at the same tima increasing consumer orice and
promaotion sensithvity,

In cases where price is a key part of the brand's positioning, fea-
furing price makes sense. But for brands where price does not
undertie value, “price promations arm reaily desperate acts by brands
that have their backs against the wail.” says one marketing exacutive,
“Generally speaking, it is better to stick to your guns with price and
invest in advertisieg to driva sales.”

Jack Trout, a well-known marketing consultant, cautions that
some categories tend to self-destruct by always being on saie.
Furniluee, automotile lires, airlire bokels, and rmany other calegories
of gonds are rarcly sold at anything neas st price. Aad when
automakers get rebate happy, the markeat just sits back and waits for
a cleal while ihe car companies lese money on orofit-eating incen-
tives, For example, in 2004, General Motors doled aut bifions of dol-
igrs in saies incentives—discounted prices, rebates, and ow-cost

financing—io move cars aut of its showrocms, “Whie pinching pen-
nies on its $3.5 billion media-buying budget,” says an industry
expert, “it's giving away $17 billion in incentives—tndermining is
brand-building efforts,” Such promotion tactics have dane litlle to win
profits or customer |oyalty over the vears, bast vear, GM lost a stag-
gerivg $10.5 billiorn, and its domestic market share has dwindled to
less than 25 percent, down frarm 44.5 percent in 1880,

Trovst offers severzl “Commandmenis of Discaunting,” such as
“Thou shall nct offer discounts because everyone else dees,” “Thou
shalt be creative with your discounling,” “Thou shall put time limits
on the deal,” and "Thou shait stop discounting as soon as you can,”

Taus, many consumer companies are now rethinking their pro-
motion stretegies and reversing ihe irend tiy shifling their promation
burdgets back toward advertising, They realize that i's not a question
of sales promoficn versus advertising, or of push versus puil.
Sucsess lies in finding the best mix of the two: consistent advertising
to tuild long-run brand valve and cansumer preference, and saiey
prorcion to create short-run trade support and consumer axcite-
ment. The company needs to biend both push &nd pull elemenls
into an integrated markeiisg communications program that maets
imrmediate consurner and retailer needs as well as long-run strategic
needs.

Saurces: Promotion spending statistics fram 2005 Trade Fromiolion
Spending & Marchandising inoustry Study (Cannondale Associates,
Wilton, 0T, May 200603, p. 13, Jther informatizn from Jack Trout,
“Prices: Simple Guidelines to Gei Them Right,” Jourmal of Business
Stratezy, ’\IDVE'ﬂbGr—Dé\ ember 1993, pp. 13-16; Aign Mixchell, "When
Push Comes to Shove, Il's All Abqut Pull” Marketing Week, lanuary 9,
2003, pp. 26-27; E. Craig Stacey, "Atandon TV at Your Own Risk
Achvertising Age, Jungz 7, 2004, p. 3Z2; Jean Haliiday, "Gi¢ Sieeds 25
lncentives Underming Brand Value,” Agvertising Age, March 21, 200%,
po. 1, 37; and “General Motors Carparation,” Haover’s Company
Records, May 15, 2006, & 10640,

TInjegraling the Promotion Mix

Having set the promotion budpet and mix, the company must now take steps to see that all of
the pramation mix elements are smoothly integrated. Here is a checklist for integrating the
firm's marketing communications. >

& Analyze trends—internel and external—that can affect the company's ability to do busi-

st

a0k for areas where communicativns can help the most, Determine the strengths

he - . n . - 2
and weaknesses of each communications funetion. Develop a cembination of promational
tactics based on these strengths and weaknesses.

m Aundit the pockets of communications spending throughaout the organization. Itemize the

communications budgets and tasks and consolidars these into & single budgeting process.

Reassess all communications expenditures by praduct, promotional 1oal,

cycle, and observed effect.

stage of the lite

B [deatify all customer touch points for the company and jts brands. Wark to ensure that

e
COMIMUNLCATioNs 4l each (OUch DOITT ate comsistent with Uhe overall communicalions
strategy and thal conunusications efforls are occurring wheo, where, and how custamers

want them.
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®  Team up in communications planning. Engage 4ll communications functions in joint plan-
ning. mclude customers, supphecs, and other stakeholders at every stage of communica-
tions planning.

® _Create compatible themes, tones, gnd qualifr scrgss pll commupications media. Make sure
pach element carllgs (he Company’s unique primary messages and selling puints. This con-
sistency achieves greater impact and prevents the unnecsssary duplication of wark across

functions.

@_Cregte performance measures that are shored breadlcomppunications elements. Develop
systems to evaluate the combined impact of all communications aclivities.

s Appoint a director respoisible for the company’s persuasive gommuniggtions efforts. This
mové encourages elliciency by centralizing planning and creating shared performance
MEAsures.

! Bocially Responsible Marketing
Communication

In shaping its promotion mix, a company must be aware of the large body of legal and ethical
isstes surrounding marketing communications. Most marketers work hard to commi
openly and honestly with consumers and resellers. Still, abuses may occur, and public policy
makers bave developed a substantial body of laws and regulations to govern advertising, sules
pramotion, personal selling, and direct-marketing activities. In this secton, we discuss issuas
regarding advertising, sales promotion, and personal selling. We discuss issues regarding
direct marketing in Chapter 17,

Advertising and Sales Promotion

By law, companies must avoid false or deseptive advertising. Advertisers must not make false
clalems, such as sugpesting that a product cures somsthing When it does not. They must avoid
ads that have the capacity to deceive, even though no one actually may be decsived. An auto-
mobile cannot be advertised as getting 32 miles per gallon unless it does su under typical con-
ditions, and a diet bread cannot he adveriised as having fewer calaries simply because its
slices are thinner.

Sellers must gvoid bait-and-switch adverlising that nfim@%g&;m&gs.
For example, & large retailer advertised a sewing machine at $179. However, when consumers
tried to buy the advertised machine, the seller downplayed its features, placed faulty
machines on showroom floors, understated the machina's performance, and took ather
actions in an attempt to switch buyers to a more expensive maching. Such actons are bath
ungthical and iHlegal.

A company’'s trade promaetion activities also ar ulated. For example, under
the Robinsan-Patman Act, sellers cannot favor certain customers through their use of trade
promoticns. They must make promotional allowances and services available to all resellers
on proportionately equal terms. ~

Beyond simpiy&@@%% such as deceptive or bait-and-switch advertising,
companies can usg advertising and, other forms of promotion to encourage and promate
sociallv re spons)@%ﬁﬁcmmma-
nies and environmeantal groups forming the Tropical Forest Foundation, which is warking to
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 Iaitiative in
its efforts to raise awareness about the need for arts education in schools. Its ads stute: “Tims
is precious. Use il wisely, To invest in our fature, 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 cuze 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—Avan’s crusade has raised mare
the $400 million for this worthwhile cause.?%
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Personal Selling

A company’s salespeople must follow the rules ol “fair competition.” Most states have
enected deceptive sales acts that spell out what is not allowed. For example, salespeaple may
nat lie to consurners or mislead them ahout the advantages of buying a product. To avoid bait-
and-gwitch practices, salespeople’s statements must match advertising claims,

Different rules apply (o consumers who are called on at home versus those who so to a
store in search of a product. Because people called un at home may be taken by surprise and
may be especially vulnerable to high-pressurc selling techniques, the Federal Trade
Comrnission (FTC) has adopted a three-dqy cooling-off mie ta give special protection to cus-
tomers who are not seeking products, Under this rule, cusiomess who agree in their own
homes tu buy sumething costing more than $25 have 72 hours in which to cancel a contract or
refum merchandise and get their money back, no questions asked.

Much personal selling involves business-to-business trade. In selling to businesses, sales-
people may nat offer bribes to purchasing agents or to athers who can influence a sale. They
may not chiain or use tecknical or trade secrets of counpetitors through bribery or indusirial
espionage. Finally, salespecple must not disparage competitars or campeting praducts by
suggesting things that are not frue.®

Reviewing the Concspis

in tnis chapter, you've iearned how companies use integrated marketing
communicatians {IMC} to communicate custamar vafue. Modemn market-
irsg, catts for mare than just creating customar value by developing a gosd
product, pricing it attractively, and making it svailzblz to target customers,
Cosnpeznies also must clearly and persuasively communicais that valus to
currert and prospective customers, To 4o this, they must blend five pro-
motion mix toods, guided by a well-designed and implemented inleprated
markeling eamrunications strategy.

1.

Discuss the process and advantages of istegrated marieting caminuni-
cations in communicating customer valie.

Recent shifts towerd targeted or one-to-one marketing, coupled with
advances in mformation and cammunication technslogy, have had a
dramatic impact on marketing vommunications. As marketing com-
municators adapt richer but morg fragmented media snd promation
mixes to reach their diverse merkets, they risk creating a communica-
tians hodgepndge for consumers, To prevent this, more cornpanias
are adopting the cencept of infegraied marketing communications
(IMC). Guided by an overall IMC strategy, ihe company works out the
roles that the various promational teols will play and the extant te
which each will be used. It carefuily coerdinates the promationai activ-
ities and the timing of when major campaigns take place. Firlly, to
help implement its integrated marketing strategy, the company
appoints @ marketing commurications director wha has overalt
resporsibility for the company's communications efforts.

Define the five prometion tacls and discuss factors that must be consid-
ered in shaping the overall pramotion mix.

A company's total promaoffon mix--alsa called its marketing cammurni-
calions mix-—consisis of the specific blend of adveriising, perscnal
selfing, sales prormiation, public relations, and direct-marketing tools
that the company uses to gersuasively communicate customer valug
ang duild customer relationships. Adwvertising includes any paid form
af nonpersonal presentation and promction of ideas, gocds, or ser-
vices by an idantifiad sconsor. In conérast, public relations focuses on
building good relaticns with the company's various publcs by cbiain-
ing favarable unpaid publicity. Personal selling is any form of perscnal

presentation by the firn's sales fores for #ne purpose of maxing saies
and building custorrar seladionships, Firms use sales promotion to
provide shor-term incentives o encourage the purchase or sale of a
product ar service. Finally, firms sesking immediate response from
targeted individual customers use nonpersonal direct-marketing teais
0 communicate with custamars.

. Dotline the steps in developing effective marketing communications.

1a preparing marketing communications, the communicator's firs
task is Lo idendify the langet audience and its characteristics. Next, the
communicator must determine the communication objectives and
define the response sought, whether it he awsrgness, know.fedge_
thing, prefarence, conviction, of purchase Then a massage shoutd
ber constructed with an effechwve cantent and structure. Wedia must
he selecied, both for personal and nonpersonal communication. The
communicatar must find highly cradible sources to deliver messages.
Finaily, the cemmunicator must collect feedback by watching how
much of the market becomes aware, tries the preduct, and s satisfied
in the pracess.

. Explair the methods for setting the promotion budget and factors that

affect the design of the prometion mix.

The company must decide how much to spend far promotion. The
mast popular appreaches are to spend what the company can affard,
to use a percentage of sales, t7 base promation on competitors'
spending, of to base it on an analysis and costing of the communica-
ticn ohjectives and tasks.

The company divides the promotion budgef amaong the majar tooks
to create the promation mix. Companies car oursue a push or a pull
promotional sirategy, or a combination of the two. The best specific
blend of promgtion teols depends on the type of productmarket, the
buyer's readiness stage, and the praduct life-cycle stage.

Feople 4t all levels of fhe organization must be aware of the many
legal and ethical issues surrounding marksting comemunications.
Companies must cammunicate ageniy, horesty, and agreeably with
[hair custamers and resellars.
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== Beviewing the ey Terms

Integrated rmarketing
communications (IMC} 401
Monpersonal cornraunication
channels 409
Objective-and-task method 413
Parcentage.of-sales
method 412

Adveriising 39S

Asfordatle mathod 412
Buyer-reaciness siapes 404
Buzz marketng 408
Competitve- pasity method 412
Diract marketing 399

= Discussing the Concepis

1. Many companies are adosting the  Integratec  Marketing
Communication cencept. Discuss two majar proilems that this mar-
keting communications philssophy is designed to ramady.

2. Outline the nine elements of the communications process. Why do
marketers need to understanc thase elemenis?

3. Why dass the marketing communicator need o know the larpel mar-
ket's readiness stage? Give an example of an ad targeting each stage.

= Applying the Concepts

1. Find and describe examples of advertisemeants or promotions [hat
are examples of narrowcasting, nontraditicnal advertising, and inno-
vative mediz technalogias.

2. In your judgrmen: who would be the best ard the warst celebrity
endorsers for each of these productsfzervices: MADD, Geli,
Larnierzhini,

3, Assume that Energizar is introducing a new ling of batieries that pro-
vide a longer /ife than its existing Titanium madels. The brand man-

== Focus on Technology

As network television wiewership dechres and fragments, many large
advertisers are locking for alternstive mecia. in fact, the 18- to 34 yeer-
a:d male iarget market has reduced its hours watching telewsion in favor
of videg gaming. Accorging to Miglson Entertainment, consumers in this
segment watch 9.8 haurs of television 8 waek versus 12.5 nours 2 weak
playing video games. Lintil recently, video game advertising posed many
chailerges far adveriisers, including long lzad times, technotogical
issligs, and the inability to change the advertising message cackaged in
tha game.

Teday, with mera video garmes played on the internet, in-game advartis-
ing has exploded. Gumpanies such &s Double Fusior twew.doublefusicn.
coim) now offer dynamic, real-time advertising for online gamers. They
state that this ultimate “ean-forward” environment offers unique opportu-
nities far markeiers, Adveriisers can now rotate their advertising ducing

== Focug on Ethics

Anterfererce Inc. (www.interferenceinc.com) offers guerrills marketing
approaches thal enable brands to communicate with target consumers
thraugh guerrilla intercept, street teams, stunt and publicity events, and
other high-impaci creative execulions. The compamy's case studies
include many pramaticns for the Discavery Chanmel, including a promo-
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Puslic relations 399

Pull strategy 415

Push strategy 415

Sales pramotion 359
Ward-of-mauth sfluence 408

Personal comemunication
channels 407

Personal seiling 399

Promction mix (marketing
communications mix) 358

4. Why might the Mortmvestern utuat Life Insurance Company
choose a rational appeal for its life insurance products targeted to
28- to 38-year-0if males? Why might it choose a humor appeal?

5. Explain how a brand manager for Celgate foothpaste might use sach
of the comman metheds ior setting total advertising budgeis.

B. Name al |least five types of saies that are exempt from the FTC's
three-day ceoling-off rule.

ager fur the new ling believes most of the promation budget should
he spent on consemer and trade pramations, but the assisiant
brand manager thinks that the promotion mix should emphasize
televisior advertising, Fartnar with znother stugent. Flay the roles of
the brand manager and assistant brand manager and debate their
apposing views o0 advertising versus promuotion.

tha garming experiance, ang they can use snling metrics to track the
advartising imprassiors they generate. Software giant Microscft racenty
purchased Massive inc., a pioneer of in-game advertising and is expected
to take a lead in this fieid. The question remaing as ta how receptive
gamers will be 1o such advertising. Massive nopes to enhance game real-
ism by intzgrating brands into game items such as soda cans, pizza

 hioxes, billboards, and televisions,

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

2. What might Bouble Fusion mean by a “lean-forward” environment?
How might such an enviranmeant appeal to marketers when consid-
aring buyer-readiness stages? '

3. What socizl responsibiity cancerms might in-game advertising raise?

ton for Discovery's Mefertiti special. The Nefertitl crametion, which
inciuded 27 actors in tree mzjor cities dressed in histarically accurate
twelfth-century BC Egyptian eostume, was credited with kelping tha show
excesd its national ealings goal. But a recent promotion by Sony Eresson
caughi the attention of marketing critics. in the promction, Sony Ericssor
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used actor cougles pretending to be tourisis visiting popular locations to
sromote a new cell phone, The couples asked passzershy o take their pic-
tures with the new cell phone's camera. Sony Ericsson also used actors
posing as patrons to visil popular bars and strike up canversations that
nroduced the acw phone to unsuspecting ather patrans.
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1. Why do you think guerrilfa marketing is so effective?
2. What do you think of the Nefertti guerrilla marketing tactics?

3. Do you considar the Sany Ericsson campaign to be ethical? Explzin
your apinian.

When vou think of Matarala, what comes to mind? A sieek RAZR phang?
Or mayoe it's the impossitly thin SiVR, a ced phone, camera, and MP3
player ak in ane. Mot s¢ lang aga, the Motorela brand wasn'$ quite so 2ut-
ting edge. Compstitors, such as Nexiel, offered products that were mare
advanced and better designed. So Moterola redesigned il's products and
hired Ogilvy & Mazher, a global communications firm, ta redefine and
reposition the Muturola brand. Cenfered on a core, universal idea—
“intelligence everywhers”—the "Moto" campaign hopes fo enliven
Maotcrole's inage. Rather than comvincing consumers by making direct
appeais t¢ sign cartracts and buy phones, the campzign rekes on a sim-
ple tagline—Moio—that Materola nopas consumers will associate with
edpy innavation.

IWore than just ads, the campaign reaches out o consumers through
a variety of media. Ogilvy calls it "360-degree brand stewardship.” in
additior to print, radio, and television ads, ths agency crafled interactive

e-mails and heiped design Motorola's Web site ta convey the same
tifestyle and vaive messages that consumers found in print and television
ads. The resuli? Motorola, once seen as stodgy and cut of date, is now a
nip company with high-tech, sexy phanes and annual U.S. seles of more
than $31.3 billion.

Afier waiching the widao featuring Metcroia, answer the following
guestions about integrated marketitg cormmunications.

1. How did Ogilvy & Mzther apply the concepts of inlegrated marketing
commanications to build Motorola's communications strategy? What
was the goa: of the campaign that resulted?

What were Matorola’s cormmunication objectives?

3. How cid Motorela's budget for the Moto campaign influence ds
developrment and success?

PASS THE MUSTARD
In early 2004, 85 Burger King's CED Brad Blum reviewed the
company's 2003 performance, he decided once again that he
must do something o spice up BK's biand 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-hased,
upstart firm 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,” whick focused on BK’s flame-broiled versus frying
cooking method. However, observers found the message to be
ftat and uninspiring, and the sales decline sealed Y&R's fate.
With the move to Crispin, (here 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.

CHALLENGING CONVENTIOMAL WISDOM

In announcing the Crispin selection, Blum indicated he had
challenged the firm to develop *groundbreaking, next-level,
results-oriented, and innovative advertising that sirongly
connects with ouwr core customers.” BK automatically
hecame the small firm's largest enstomer, but Crispin was
net without an impressive rack 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 & 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 lu a Nude Beach.” Because ils clients often had litde
money for advertising, Crispin found inexpensive ways to
gain attention. For a local hameless shelter, it placed ads on
shopping catts, trash dumpsters, and patk benches.

In 1997, with Bogusky serving as creative director,
Crispin finally got nationa)l attention with its unconven-
tional “Truth” campaign aimed at convincing Florida teens
ta stop smoking. The campaign was so suceessful, the
American Legacy Foundation picked it up and turned it

{case confinuas}



into & national promation, leading to a big-budget ad at the
Super Bowl—the “Shards O'Glass Freeze Pop.” Crispiz fol-
lowed with award-winning, low-budget campaigns for
BMW's MINI Cooper, IKEA furnitwe, and Virgin Atlantic
Alirways, forging Crispin’s reputation as an out-aj-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 preduct
characteristics and customer needs).

* Surprise = buzz = eXposure.

¢ Don't be timid.

¢ Think of advertising as a product rather than a service.

BACK TD THE FUTURE

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-
aped by BK's second advertising agency, BEDO, in 1974.
Crispin argued that it could take that old phrase and make it
relevant {o 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 “inade my way” BK burgers, reinforcing the
message that each custamer could have a custom-made
burger—no rnatler how unusual it might ba. Crispin
planned an entire package of promotions around the new-
old theme, including everything from in-store signage to
HIBSSQ6S 01 CUPS.

Although The Office 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 a2 Web
site, www.subservientchicken.com. When people visited
the site, they saw what appeared to be & Web camera
focused on a somewhat seedy living room. In the room was
2 man dressed like a chicken (except for one subtle acces-
sory, a lady’s garter belt). The site invited the vizitor to “Get
chicken just the way you like it. Type in vour command
here.” The visitor could type i a command, such ag “stand
on your head” ot “do jumping jacks™ and the chicken would
respond. If someone typed in a risqué request, the chicken
would wave a wing at the camera, as if to say “po-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-
sonted five “glamour” shots of the chicken. The "Chicken
Mask* icon produced & printable chicken mask that one
could print, cut out, and wear. The mask’s instructions were
lo “cut along dotted line, put on chicken face, be sub-
servient,” A fourth icon, “Tell a Friend,” pulled up an
Qutlook Express e-mail dacument that invited you to send
an e-mail to a friend with the text: “Finally, somebody in a
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chicken costume who will do whatever you want. Check it
out. www.sobservientchicken.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 1o avoid seem-
ing too commercial and “uncool.” Unless a visitar clicked
on that last icon, he or she would have no indication that
the site had agything to do with Burger King.

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

SUBSERVIENT CHICKEN—CHAPTER 2

In 2005, as a folow-up to the Subservient Chicken promeo-
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 Rog with lead singer, Fowl Mouth.
Crispin set up a Web site, www.coqrog.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 gven a video for the “hit song™ “Cross the Road,”
directed by ymnusiec video biggie Paul Hunter. Fans could pur-
chase T-shirts, CDs, cell-phone ring tones, and ather fowl
merchandise. There was even lalk of a tour and a DVD! Was
this & 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
baugan 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, wany others groups were not so entertained. The
campaign ruffled the feathers of real metal band Slipknoot. It
filed suit, claiming violation of publicity and trademark
rights. Other critics saw the cermpaign for what it was—a
crude attempt to generate buzz among teenagers through
childish genital huunor. Ine fact, with relations already rocky
between Burger King and its franchisees, the campaign only
threw more fuel on the fire. The [ranchisees hated it, as they

_did the eerie 2004 campaign that featured a bobblghead-

looking ceramic: King with a gargantuan head., But none of
this bothered Burger King's sales. The fast feader sold more
than 100 million orders of Chicken Fries in the first four
weeks of the new preduct launch.

A VIRAL TURNAROQUND

Crispin clearly demonstrated with both the Subserviant
Chicken and the Cog Roq campaigns that it was a master at
viral marketing—using unusual methods to get attention and
tu generate buzz and word of mouth. Despite the success of
these campaigns in producing lots of Web site hits, many
analysts wondared if they would lead to increased sales and
turn arcund BK's sliding market share, There was also spec-
ulation as to whether or not Crispin could continue to pro-
duce ideas that wounid keep BK strung 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.” CEQ 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 unapologeiically

embrace the young, male, fast-food “super fan.”
“Manthem's” lyrics spurned “chick food” and gleefully
exalted the meat, cheass, and more meat and cheese combos
that can turn “innies into guties,” all the while showing
guys burning their briefs and pushing a minivan off a
hridge.

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

Perhape it was because Burger King was on the verge ofa
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
Maliendra 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 Lhink we are believers, and hopefully the trend is
going to keep going.” Alex Salgueire, anather franchisee
wha was seeing results similar lo Nath's, said, “I think our
competitors are seaved of the King . . . they should be. They
say, “What's with the King? and my answer is, ‘It’'s belter
lhan clowns.'”

With BXCs fortunes apparently changing, franchisees are
much less likely to guestion the reverent Crispin promo-
tional tactics, whether they like them or not!

And why would Lhey? Wilh the young male demographic
praviding nearly half of all Burger King visits, Mr. Salguiero
said it best: “*All opinions boil down to traffic and sales.
Once that happens, evervbody has to shut up with theic
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opinion. We have g very old franchises base at this point,
and some of us den’t understand our customers. We have a
lot of gray hair.”

Questions for Discussion
1. What are Burger King's communication cbjectives for
its target audiznce?
2, With its forus om the “super fan,” does BK risk alienat-
ing other custorners? 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
wall 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?t

Sources: Kate MacArthur, “BK Rebels Fall in Love with King,”
Advertising Age. May 1, 2008, p. 1; Elaine Walker, "Tranchisess,
Burper King Waorks to Mend Rift.” Miom! Herald, Merch 27,
2006; Michael Paoletta and Susan Butler, “For BK and Slipknot,
a Gaine of Chicken," Billboard, September 3, 2005; Bab Garfield,
“Garfield’s Ad Review," Advertising Age, August 1, 2003, p. 25,
Bol Garfield, “Garfield's Ad Review," Advertising Age, April 26,
2004, p. 103; Catharine P. Taylor, “Playing Chicken," Adwesk,
April 19, 2004, p. 19; Brian Steinberg and Suzanne Vranica,
“Burger King Seeks Some Web Heat,” Woll Street fournal,

April 15, 2004, p. B3; Warren Berger. “Thare-Devils: The Ad
World’s Maost Buzzed- About Agency Is Miami's Crizpin Porter &
Bogusky," Business 2.0, April 2004, p. 110; Kate MacArthur,
“Baurger King's Big Idex: Flave It Your Way, Again.” Advertising
Age, February 16, 2004, p. t.

423



