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- years 'ago, GEICO-was a Llittle-known

 nicher in the aitto insurance industry. But :
now, thanks’ in'large part to an 1ndu5try-_ ;
changing advernsmg campaign featuring .

a-likable:spokes-lizard and an enduring

taglme GEICQ has’ grown to become a'-g

-major mdustry player Here s the story

Advertising and
Public Relations

wmrmgounded in 1936, GEICO initally targeted a sedect customer group of govarn-

ﬁ"-idi ment employees and noncemmissioned miitary officers with excepticnal
_i driving records. Unlike its much larger competitors, GEICO has no agenis.
Instead, the aute insurer markets directly to customers. For nearly 60 vears, litle
GEICO relied almost entirely on direct-mail advertising and the telephone to markat
its services tu its select clientele.

In 1994, however, when the company decided to expand its customer base, it
know that it musi also expand its marketing. So it hired The Martin Agency, an
advertising firm located in Richmond, Yirginia. GEICKs adverlising adventure began
modestly. In 1993, the comipany speat a paltry 310 million to launch its first national
TV, radio, and print ads to suppart its direct-mait marketing. Then, in 1986, billkon-
aire investar Warren Buifet bought the company and told the marketing group to
“spaed things up.” Did it ever! Over the next 10 years, GEICO's ad spending jumperd
20-fold, to more than $300 million.

By now, you probably &now a fot about GEICO and its smooth-talking gecke. But
at the stari, The Martin Agency faced a tough task—introducing a little-known com-
nany with a funny name to a national audience. Like all good advertising, the GEICO
campaign began with a simple but enduring theme, one that highlights the comve-
nience and savings advantages of GEICO's direct-to-customers system. Every single
ane of the more than 130 commercials produced in the camgaign sc far drives
homz the naw-familiar tagline: “1% minutes could save you 1% percent or more an
car insurance.”

. But what really set GEICO's advertising apart was the inspirad way the company
chose to Dring fts value proposition to life. At the time, competitars were using sec-
ous and sentimental pitches—"You're in good hands with Allstate” or “Like & good
neightior, State Farm is there.” To help make its advertising stand out, GEICO
decided to deliver its punch line with humor, The creative approach worked and
sales began to climb.

As the brand grew, it hecame apparent that cusiomers had difficudty pronocuncing
the GEICD name (which once stood for Government Empoyess Insurance
Campany}. Tos often, GEICO became "gecko.” Enter the charismatic green lizard. In
1999, GEICO ran a 15-second spot in which the now-famous, British-accented
gecko calls & press conference and pleads: "1 am a gecko, not to be confused with a
GEICO, which could save you hundreds on car insurance. S0 stop calling me."” The
ad was suppossad to be a “throwaway.” "It was an odd spot that didn't fit,” says Ted
Ward, GEICO vice president of marketing, "but we thought it was funny.” Consumers

S



agreed. They quickly fiooded the company with cails and letters beg-
ging to se2 mare of the gecke. The rest, as they say, is history.

Mot anly has the pecks helpad people to pronounce and remem-
ter GEICO's name, it's become a pop cultura icon. The unlikely lizard
has become 5o weil known that it was voted one of America’s top two
favorite icons by zitendees of last year's Advertising Week in MNaw
York, one of the ad industry's [argest and most important gatherings.

Allhough the gecwo ads remazin A fixture, over the past seven years,
to keep its advertising fresh and entertaining, GEICO has added several
naw minicampaigns. Each new campaign emphasizes a different
dimension of the brand's positioning. For example, "Good News" spots
address the difficulties of getting drivers ta switch insurance corpanies.
The hurmarous spois appear to be about other products or 1V program-
ITINE, 53y & S0af Opera or & home improvement aragram, until one of
the characters unexpectedly announces, "l have good news. | just saved
a bunch of money on my car insurance by switching to GEICO.”

Analhier minicampaign, caded “Caveman,” is designiad (o bring
younger buyers to the GEICO Web site by showing tham how easy it
is to purchase insurance anline. In the first spot, a cavemnan is livid
when a pitchmman making a GEICC ad announces, “It's so easy to uze
GEICO.com, a caverman could do it.” in the second spot, two cave-
ren see the ad and are outraged. In the final spol, the spokesman
takes the cavemen to dinner to apologize forinsuiting them,
"Sarigusly, we 2pologize. We had no idea you guys wers still arourd,”
he says. “Next tirme, maybe do a little research,” responds ane of the cavemen.

In yet another subcampaign, designed to appeal to young drivers, GEICO
launched an Internet site, www goldengecko.com, at which it invites people to post
thetr own 15-second ads. The oniy restrictions: The ads must use the gecko and
they must be funay, So far, the site has preduced scme remarkably ciever ads.

Although different, all of these minicampaigns have a distincily GEICO flavar, And
each closes strongly with the crucial * 15 minukes couid save you 15 percent™ tagline.
Also, as we've come to expect, "the ads are fun,” says a branding expert. “What
makas GEICO s0 gond is that the ads enteriain, deliver a massage, and satisfy a need.”

Just how good 75 GEICO's advertising? In each of the past five years, GEICO has
experienced double-digit market share gains. Rising from: relative abscurity oniy a
dnzen years age, the upstart direct marketer now serves maore than seven millian
customers, mzking it the fourth largest insurance company, behind Stale Farm,
Allstate, and Progressive, all of which do mast of their business through agents.

Not only has the gecko hefped GEICO grow, it's charged the face of the auic insur-
ance indusiry, Marny analysts credit GEICO with changing the way insurance companies
market their products in $his fraditionaliy boring category. "GEICG is spicing it up, and
other cormpanies are having to respond,” says a communications consuftant. *GEICO is
exponentially ahead cof its competitors in this categony.” Says another industry observer,
"When your adverfising has become part of the [pop culture], you have hit 2 home run.”
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As we discussed in the previous chapter, companies must do more that simply create cus-
tomer value. They must also clearly and persuasively communicate that value to target con-
sumers. In this chapter, we'll take a closer look at two marketing communications tools,
advertising and public relations.

“& Advertising

Advertisin Advertising can be traced back ta the very heginnings of recorded history. Archasologists
Any paid farm of nanpersonai  working 10 the courtries around the Mediterranean Sea have dug up signs announcing vari-
preseniation and promation ous events and offers. The Romans painted walls to announce gladiator fights, and the
0fideas, goods, gr gervices by Phoenicians painted pictures promoting their wares on large rocks along parade routes.
an identifizd sponsor. During the Golden Age in Greece, town criers announced the sale of cattle, crafted items, and
T — even cosmetirs. An early “singing commercial” went as follows: “For eyes that are shining,
for chesks like the dawn / For beauty that lasts after girthood is gone / For prices in reason, .

the woman who kaows / Will buy her cosmetics from Aesclyptas.”

Modern advertising, however, is a far cry from thése early efforts. U.S. adveriisers now
run up an estimated anuual advertising bill of mors than $271 billion; worldwide ad spend-
ing exreeds an estimated $604 billion. Procter & Gamble, the world’s largest advertiser, last
year spent almost $4.6 billion on 1.5, advertising and mare than $7.9 hillion worldwide.?

Alihough advertising is used mostly by business firms, a wide ranes of not-for-profit
srganizations, professignals, and social agencies also use advertising to promote their
ranses to various target publics. In fact, the 27th largest advertising spender is a not-for-
profit organization—the 1.5, government. Advertising is a good way to.inis d persuade,
whether the purpose is to sell Coca-Cola worldwide or to get consumers in a developing
nation to use birth control.

Marketing management must make four impartant decisions when developing an advez-
tising program {see Figure 15.1): seifing edverlising objective 4g“_T“E“‘E”D'\J’_;;Mm g budget,
developing advertising strategy fessagedecisions andfmedia decisions), and evalugting

advertising compaigns. N~

Setting Advertising Objectives

The first step is to sel advertising ubjeciives. These objectives should he based on_past deci-
sions about the targel THarker, positioning, and the marketing mix, which define the job that
advertising musl do in the total marketing program. The overall advertising ehjeclive is to

Advertising vhjective help huild customer relationships by communicating customer value. Here, we discuss spe-
K Epemir rowrrmication cific advertising objectives.
fask G be accomplished with An adverfisine nhjective is a specific cormmunication fask to be accomplished with a spe-

a specinic farget audience cific target audience during a specific period of time. Advertising objectives can be classified

during a specific pericd of by primary purpose—whsther the aim is to inform. persuade, or remind. Tabls 15.1 lisis
e examples of each of these specific objectives.

FIGURE 15.1 Wajor advertising decisions
e ———

" Budget decisions

- Afft_):rdablg approach -
. ® Pércent of sales

a Competitive parity
¥ Objective and task )




TABLE 15.1
Possihle Advertising

Objectives infarmative Advertising
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Communicating customer value

Telling the market about a new product

* Explaining haw the product warks
i Suggesting new uses for a product
!

tnforming tie market of & price change :
Describing available services
Correcting false imprassions ;
Building a brand and company image :

| Persuasive Advertising
i
I

Building brand preferance
Encouraging switching to your brand

i' Changing customer's perception of produst

atfribuies

Remintler Advertising

¢ Maintaining customer relationships
! Reminding consumers that the product may

. be needed in the near fuiure

Persuading customers to purchase now
Persuading custorners to receive a sales call
Convincing custemers o tell others about the
trand

Remmdmg COnsSUMars where ta buy the product
Keeping the brand in customer’s minds during
off-seasons

Now that the kids are gone,
life just keeps getling beiter.

. This i iime dod dlseznmery. So maybe s me yedn diszowered 3 soup wilhea mare adull Laste. Onz thalwntes B
§ . temer uan the condensed you seived your bids. Progiesso® Clicien Nondle With tender chunis
L ot g vahile memt chickon, bipser veggics, and wire aly noodics. This Is yoar Une, Enfey 2 beher soup.

lt'’s time to go Progresso,

i
|
i
H
H

L= [

E Comparahve adverhsmg Prngresso makes side- by srde CompaTisons oF
its soup versus Campbell's, inviting consumers to “Enjoy a better soup .
with a more adult taste.”

[nformative advertising is used heavily when
introducing a new product cat . In this cass, the
ommﬁ Thus, early pra-
ducers of OVD playum@toinfuml COMSUITErS
of the image guality and convenience henefits of the
new preduct. Persnasive odyvertising becomes more
important as competition increases. Here, the com-
pany’s objectiVe is tob_m_i_d_sﬁggl&e__d_md For
example, once DVD players bécame established, Sony

bepan trying to persuade consumers that ifs brand
offered the best guality for their money. '

Some persuasive advertising has become com-
_paraiive aoveriising, in which a company directly or

indirect]y compares its rand with one or more other
brands. Comparative advertising has been used for
products ranging from soft drinks, beer, and pain
relinvers to computers, batteries, car rentals, and
credit cards. For example, tn its classic comparative
campaign, Avis positioned itself against market-
leading Hertz by claiming, “We try harder.”

More recently, Susve ran ads featuring a woman
with beautiful hair questioning, “Suave or Matrix?
Can You Tell?” The ad then explains that you can’t tell
because Suave hair products perform just as well as
Matrix praducts, "even though Matrix costs five times
as much.” Similarly, Procter & Gamble ran an ad com-
paring its Tide with Bleach to Oxy10. In lhe ad, con-
sumers spread iodine, tomatio sauce, mud, and grass
on a white T-shirt that was then cut in balf and treated
with the two detergents. All the while, “Anything You
Can Do I Can Do Better” played in the background. Of
coursge, Tide did a hetter job of removing the stains.
Advertisers should use comparative adverlising with
caution. Al too often, such ads invite competitor
responses, resulting in an advertising war that neither
competitor can win.

Remipder_advertising is important fez—wature
products—it helps o maintain cygtomer relationships
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and kesp consumers thinking about the produoct. Expensive Coca-Cola television ads primar-
ily build and maintain the Coca-Cola brand relationship rather than informing or persuading
customers to buy in the short run.

Advertising’s goal is ko move consemers through the buyer-readiness stages discussed in
the previous chapter. Some edvertising is designed to move people to immediale action. Fur
example, a direct-response television ad by Sharper image for its Bionic Breeze air purifier
urges congurers to pick up the phone and order right away, and a Sears newspaper ad for a
weekend sale encourages store visits. However, many of the other ads focus on building or
strengthening long-term customer relationships. For example, a Nike television ad in which
well-known athietes “just do it” never directly asks for a sale. lustead, the goal is to somehow
change the way the customers think or fesl about the hrand.

Setting the Advertising Budget

Advertising hudget After determining its advertising objectives, the company next sets its adverfising hudget for
The dollars ang other each product. Four commonly used methods for setting promotion budgets are discussed in
Tesources allooaled o @ Chapter 14, Here we discuss some specific factors that should be considered when setting tho
roduct o gogige advertising budget.
advertising program. A brand’'s advertising budget often depends on its stage in the produci fife cycle. For

example, new products typically need large advertising budgets To bulld awareress and to
gain consumer trial. In contrast, mature brands ugually reguire lower budgsts as a ratio to
sales Morkef share also impacts the amount of advertising needed: Becanse building the mar-
ket or taking market share from ¢ompelitors requires larger advertising spepding than does
simply maintaining eurrent share, low-share brands usually need more advertising spending
as a percentage of sales, Also, brands in a market with many competitors and high advertising
clutter must be advertised more heavily to be noticed above the noise in the market.
Undifferentiated brands—those that closely resemble other brands in their product class {soft
drinks, laundry detergents)—may require heavy advertising to set them apart. When the prod-
uct differs greatly from cor petitors, advertising can be used fo point out the differsnces to
COTISUTNErs.

No matter what method is used, setting the advertising budget iy no casy task. How
does a company know if it is spending the right amount? Some critigs charge that large
consumer packaged-goods firms tend to spend too much on advertising and business-to-
business marketers generally underspend on advertising. They claim that, on the one
hand, the large consumer conpanies use lots of imape advertising wilhout reaily knowing
its effects. They overspend as a farm of “insurance” against not spending enough. On the
other hand, business advertisers tenid to rely too heavily on their sales forces to bring in
orders. They underestimate the power of company and produgt image in preselling to
industrial custemers. Thus, they do not spend enough on advertising to build customer
awareness and knowledge.

Companies such as Coca-Cola and Kraft have built sophisticated statistical models to
determine the relationship between promotinnal spending and brand sales and to help
determine the “optimal investment” across varions madia. Still, because so many factors,
some controllable and others not, affect advertising effectiveness, measuring the results of
advertising spending remains an inexact science. In most cases, managers must rely on
large doses of judgrnent along with more quantitative analysis when setting advertising
budgets.?

Developing Advertising Strategy

Advertising strategy Advertising strategy consists of two major alements: (reating sdvertising messages and

The strategy by which the f}ﬂm medig. In the pas(, companies often viewed media planning as sec-

company accamplishes is ondary to the message-creation process. The oreative department first created good advartise-
“2dvertising cbiectives. 1T ments, and then the media department selected and purchased the best media for carrying

CONSists o these advertisements to desired target audisnces. This often caused friction between creatives

elements: creating advertisi and media planners.

mmﬂg— Toduy, however, media fragmentation, soaring media costs, and more-focused target mar-
e rHEREReIT keting strategies have promoted the importance of the media-planning function. More and

more, advertisers are orchestrating a closer harmony between their messages and the media
that deliver thent, .
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A long-simmering Madison Avenue debate is hoiling anew: Should the pecple who
create clever conunercials work more closely with the people who decide where
those same commercials appear? I used to be that creative executives who crafted
commercials were the top dogs of Madison Avenue. Media buvers and planmers
played a much less glamorous role, figuring out which TV netwark or magazine an
advertiser should use and then buying the time or space needed. Many large agency
holding companies have widened the creative-media gap by splitting off their media
planning and buying functions into separate divisions. More recently, however,
what was a bumdrum media job has become vustly more imporlant. The Fragmenta-
tion of audiences among a growing array of new-media technoelogies is forcing mar-
keters to put less emphasis on traditional outlets, such as television, and more on
narrowly targeted medis. As a result, the decision about which medium to use for
an ad campaign—iPod, Weh site, video on demand, broadcast or cable television, or
e-mail—is now sometimes more critical than the creative elements of the Lampa,lgn

Now, marketers are asking ad agencies f agies that integrate
with media placement. An exampls is atellite-TV operzloT DirecTV, which targets
same of s marcketing so narrawly that it afms at individual zip codes. The geographic
area heips determine the types of ads used. People in a city dependent on cars are
more likely o see a DirectV billboard than are targel customers in 2 mass-transit
hotspot such as New York. In such cases, the creative content of the commercials is
somelimes determined only after deciding on the types of media. DirecTV recently
moved its advertising and media accounts, previously handled separately, to a single
ggency. “T's Just easier and more coordinated and better executed” when creative and
media planning are "all under one roof,” says DirecTV's chief marketing officer. An
axecutive of a large ad agency agrees: “The stupidest thing that ever happened in our
industry is when media planners left the building."*

Some compantes have long recognized the Importance of tight media-creative partner-

ships. For example, for more than 25 ysars, Absolut created & wonderful assortment of
-

" e ot
I T

B Media-creative partnerships: In its now classic campaign, &bsolut vodka developed a wonderful assortment
of creative ads that were tightly targeted to the audiences of the media in which they appearad.
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creative ads that were tightly targeted to the audiences of the media in which they
appeared, In New York-area magazines, “Absolut Manhattan” ads featured a salellits photo
of Manhattan, with Central Park assuming the distinctive outline of an Absolut bottle. In
London, ads showed the famous entry to the Prime Minister’s residence at No. 10 Downing
Street wilh the door in the shape of an Absolut bottle. An “Absolut Brave” ad in playbills
had roses adorning a clear bottle, and an “Absolute Pritnary” ad run during the political
season featured the well-knowan bottle spattered with mud, And in “Absolut Love,” run in
February ta celebrate Valenting's Day, two Absolut hottles embrace, silhouetted by a shin-
ing heart in the background. This pioneering campaign helped make Absolut the nation's
number-cne imported vodka and the number-three liquor brand overall.®

Creating the Advertising Message

Na matter how big the budget, advertising can succeed only ifadvertisements gain ajtention
Apd-tomenaaisreesll, Guod advertising messages are especially important in today's costly
and cluttered advertising environment. In 1950, the average U.S. household received just

three network television channels and a handful of major national magazines. Today, there
are seven networks and 263 subscription channels, and consumers have more than 22,000
magazines from which to choose.® Add the countless radio stations and a continuous barrage
of catalogs, direct mail, Internet e-mail and online ads, and qut-of-home media, and con-
sumers are being bombarded with ads at bome, al work, and at all points in between. One
expert estimates that the average person is exposed to some 3,000 ad messages a day. Another
puts the number at an eye-popping 5,000 ads a day.”
}E@er &, q?n 1éLe s
ST D Hal th:m advertising clutier bothers some consumers, it
alqo CAUSES blg problems o1 aclvertlserg, Take 'rJ:Le sncanon 1acing network television adver-
tisers. They pay an average ol $338,000 to make
a single thirty-second commercial. Then, each
time they show it, they regularly pay $300,000
or more for thirty secunds of advertising tima
during a popular prime-time program. They
pay even mare if it's an especially pepular pro-
gram such as American Idol {as much as
$703,000), Desperate Housewives ($360,000),
C5I (8478,000), ar a mepaevent such as the
American Idol season finale ($1.3 million) or
the Super Bowl {$2.5 million per 3@ seconds!).¢
Then, their ads are sandwiched in with a
clutter of other commercials, aunouncements,
and network promotions, tetaling more than 15
minutes of nonprogram material per prime-
time hour, more than 21 minutes per daytime
heur. Such chatter in television and other ad
media has created an increasingly hostile
advertising envircument. According to one
recent study, 65 percent of Americans say they

are ‘mmmmm@% "
advertising and abaut two-thirds say that their

view of advertising is “much mere negative
than just a few yaars ago.”™

Until recently, television viewesrs were
pretty much a captive audience for advertisers.
But today’s digital wizardry has givea con-
sumers a xich new set of information and
entertainment chojces. With the growth in cable and satellite TV, the Internet, videg on
demand (VOD]. and DVD rentals, today’s viewers have many more options. Digital technol-
ogy has also armed consurmers with an arsenal of weapans for choosing what Lhey watch or
don’t watch. Increasingly, consumers are choosing not tv watch ads. They = Za])" CUDLMET-
cials by fast-forwarding through recorded programs. With the remote contro‘f‘EH‘? mute the

# Advertising clutter; If advertising clutter bothers some consumers, it also
causes big problems for advertisers, They might pay $1 million or mere for

30 seconds of advertising time 2 popular prime-time TV program like the final
episode of American Idol, then have their ads sandwiched in with a glut of other
commereials, announcements, and network promotions,




Madison & Vine

A term that has come to
repragent the merging of
advartising and entertainmen:
in an eifort to break through

the cluber and create new
gvenues for reaching
consumers with more
ENEZAEING Messages.

Creative cnnce
e

g duor ||ng
ﬂ==ﬂ
TESSage st; ategy to life in a
distinctive and memarable

WAY.
e S—

Chapter 15 Advertising and Public Relations 431

sound during a commercial or “zip™” arcund the channels to see what else is on. A recent
study found that 40 percent of all television viewers now switch channels when ihe com-
mercial break starts,!?

Adding to the problem is the rapid growth of TiVo-style DVR (digital video recorder) sys-
temns. Almost 20 pezcent of American homes now have DVR technology, and it is expected
that 39 percent of households will have it by 2010. And TiVo reports that when its customers
watch recorded programs, they skip 70 percent of the commercials, One ad apency executive
calls DVR systems “electronic weed whackers.” “In time, the number of people using them to
obliterate commercials will totally erode faith in the 30-second commercial,” he dsclares.
Similarly, the number of VOD viewers is expected to quadruple during the next five years.
These viewers will be able to watch programming on their own time terms, with or without
commercials.!

Thus, advertisers can no longer force-feed the same old cookie-cutter ad messages ta
captive consumers through traditional media. Just o gain and hold attention, today's
advertising messages wnust be belter planned, more imaqinative, mare entertaining, and

mare rewarding tg cgnsumers. “Interruption or disruplion as ¢ ndanefdial p f
—

marketing™ fo longer works, says one advertising executive, “You have to create contenl
that is interesting, vseful, or entertaining enough to invite [ronsumers].” According to
another, advertisers musl now “draw people in. Tell a story. Encourage them to engage in
it, and reward them when they do. If you do it right, they'll want to see your ads again
and again.™'?

In fact, many marketers are now subscribing to a new merging of advertising and entex-
tainment, dubbed “Madison & Vine.” You've probably heard of Madison Avenue. [t's the New
York City street that houses the headguarters of many of the nation’s largest advertising agen-
ciss. You may also have heard of Hollywood & Vine, the intersection of Hollywaod Avenue and
Vine Street in Hollywoed, California, long the symbolic heart of the U.S. entertainment indus-
try. Now, Madison Avenue and Hollywood & Vine are coming together to form a new intersoc-
tinn—Madison & Vine—that represents the merging of advertising and enterfaimment in an
affort to break through the clutter and create now avenuss for reaching consemers with mors
engaging messages (see Real Marketing 15.1).

The first step in creating effective advertising messages is lo plan a

=‘—_—_‘——|—|_,_-,_,-|--'
message sitrategy—to decide whal general message will be communicated lo consumers.

The purpose of advertising is to fet consumers 1o think about or Teant T4 (he product or
company in a certain way. People will react only if lney Gelieve that they will Dersht
rom doing so. Thus, developing an affective message strategy begins with identifying
customer benefits that can be used as advertising appeals. Ideally, advertising message

Steategy will follow directly from the cempany's broader positioning and customer value

strategies.

_Message siralegy statements tend o be plain, siraightiorward outlines of benefits and
p_lllUIlIIlg points that the adverliser wants to stress. The advertiser must next develop a
“compelling creafive concept—or “big ideg "—that will bring the message strategy to life in a
distinctive and Momorable way. At this stage, simple message ideas becone great ad cam-
paigns. Usually, a copywriter and art director will team up to generate many creaiive con-
cepis, hoping that one of these concepts will turn out to be the big idea, The creative concept
may emerge as a visualization, a phrase, or a combination of the two. -

The creative concept will guide the choice of specific appeals Lo be used in an adv Eel;;is%g
cam paigr. Advertising appegals should have three characteristics: First, they should be mect-
@} pointing out benefitetimreake the pmduct more des:l_rable or interesting to cuusu‘mer&

However, the most meanin ad believable benefils may not be the best ones to fea-
ture, Appeals should also beyG they should tell how the praduct is better than
the competing brands. For example, thé most meaningtul benefit of owning a wristwatch is

that it keeps accurate time, vet few watch ads feature this benefit. Instead, based on the
distinctive benefits they offer, watch advertisers might select any of a number of advertis-
ing themes. For years, Timex has beon the affordable watch that “Takes a lickin’ and keeps
on Hekin'.” In contrast, Fossil has featured style and fashion, whereus Rolex stresses lux-
wey and status,
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Welcome to the ever-busier infersection of Madison &
. Vinz, where the advertising industry meets the enter-
tdlnment industey. In todey's clutterad advertising snvirgnment,
Madison Avenue knows that it must find new ways 10 engage ad-
weaty consumers with more compelling messages. The answer?
Entertainment! And who knows maore about ectertainment than the
Tolks at Hallywood & Wing? The term “Madison & Vine” has come to
reprasent the merging of advedising anc entertainment. It takes ane
of two primary farms: adverainment or branded entertainsmient.

The aim of advertainmertis to make ads themselves so entertain-
ing, or 50 usaful, that people want to watch them. I's advertising by
invitation rather than by intrusion. There's no ehance that you'd
watch ads on purpose, you say? Think again, For example, the Super
Bowl has become an asnuat advertainmeni showease. Tens of mil-
lions of people tune in ta the Super Bowl each year, as much towatch
the entertaining ads as 1o see the game.

And rather than bemeaning TiVo and other DVR systemms, many
advertisers are now using them as a new medium for showing useful
or antertaining ads that consumers agstually volzntesr to watch, For
axample, TiVo recently lzaunched Product Walch, & service offering
special on-demand ads to subscribers from companies such as Kraft
Focds, Fard, Lending Tres, and Pioneer Electronics. Longer than tra-
ditionzl 30-second spots, these ads allow consumers to research
praduets hefore buying them or simpiy to learn something new. Kraft,
for instance, uffersd 20 different cooking videos creating meals Lsing
its products, And Pioneer sponsored a feur-minute vioes ad on the
i6s and guts of buying a plasma-screan high-definition television, .

Iterestingly, a recent study found thar CVR users aren't necessar-
ity skipping all the ads. According to ihe study, 55 percent of DVR
Lsers take their finger off the fast-forward button o watch a commer-
cial that is entertaining oy reievant, sometimes even watching it more
than snce. “if advertising is really ectertaining, you don't zap it notes
an irdustry abservar, “You might aven go aut of your way to see it

Beyond making their regular ads meore entertaining, advertisers
zre also creating new advertising forms that look less like ads and
mere like short fifms or shows. For example, as part of a 3100 milion
campazign to intreduce s Sunsilk line of hair care products in the
United States, Unitever is producing a series aof two-minute short pro-
grams that resemble siicom episodes mare than ads.

The series, titled "Sunsilk Prasents Max and Katie," wili run on
the TBS cable network. The miniepisades present a humarous
look at the hectic life of a 20-sormething woman—not coinci-
dertally, the Sunsilk target audience. In all, Uniever will pro-
duce 85 miniepisodes of "Max and Katie,” wiii 65 infended
for TBS and the rest fo be available online, on cell phones,
through e-matl, and at disghays in stares, The wouman at whom
Sunsiik will be aimed “has grown up being marketed 3 her

Expcution style
The approach, style, tane,
wards, and format usea for

gxpruting 30 adverisiag

~Lessage.

Welenme fo Madison & Vine. As this book cover suggests, in today's
cluttered advertising enviranment, Madison Avenue must find new ways
to engage ad-weary consumers with more compelling messages. The
answer? Entertainment!

whofe life,” says a Unidever marketing manager. “She's open to
advertising, if it's enterfaining to her”

Simtilarly, Procter & Gamblz produced a series of 90-zecond adverts-
ing sitcorns'cailed “At the Poocherellas,” shown on Mick at Night,
featuring a family of degs and promoting its Febreze brand. Each
minigpisade includes the expected commercial break, which lasts

The advertiser now must turn the big idea into an actual ad execution
that will capture ihe target market’s attention and interest. The creative team must find the
best approach, style, tone, words, and format for executing the message. Any message can be
presented in different execution styles, such as the fallowing:

d  Slice of life: This style shows one o1 wmore "lypical” people using the praduct in a nommal set-
Tifg, For oXample, two mothers at 2 picnic diseuss the nutritional benefits of Tif peanut butter.
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fust long encugh 10 say, "Febreze, it's fresh.” “We don't reslly think of
this as advetising,” says a media executive. "We create an environ-
menl where a brand's craracter and equity bve in 8 shaw,”

Branded entertainment {or drand integrations) invelves making the
branc &n nseparable par of some ather form of entertainment. The
most common farm of branded enteriainment is preduct placemenks—
imoeddirg brands as props within other programming. In aYl, advertis-
ers paid an astimated $1.2 billion on product placemenis last year, up
30 percent from the previcus year. The nature of the placement can
wvary widely. [t migiht be & brief gimpse of a Starbucks coffee cup silting
on a tabie on KBO's Entourage or the judges on American ldo drinking
aut of Coca-Cola cups. Or it might invelve seripiing products inio the
theme of the orogram. For example, the boss of Fhe Office frequents
Chili's restaurant and crders fis "awesome blossom, extra awesome"—
in ore episode, Se even broke into the restaurant’s catchy “haby back
fibs" finge while enteriaining a clent there.

Cuosts of product placements range widely. A car manufacturer
might be willing to pay $100,000 to $150.000 to show the mizror
turns vpsids down,” says one expert, “Going in and completely craft-
ing a whole segment #om scraich whare the brand is a key player
could be a millien bicks,” For example, blug-chip companies such
as Procter & Gamble, Genaral Motors, Staples, Unilever, and Burger
King paidd $1 ko 34 million per zpiscce to integrate their brands intg
the reality show, The Aporentice.

Parhaps no company has gotten maore mileage out of such orand
irtegralions than GM's Pontiac divisicn. It all started with an extraos-
dinary givesway on a popuiar talk show:

When The Jprah Winfrey Show opened its 15th seasun with a
“\Wildest Dreanw” theme, Oprah eleckrified the studio audicnce
ty giving evary cre of the 276 people in attendance a rew, fully
loaded Pontiae G6 sedan worth $28,400, The Oprah giveaway
set 8 new benchmark in the field of tranded entertainment. |
cost Pontiac about $8 million bu? gererated an estimated $20
rrillion in unpad meadia coverage and favoratle PR.

Pontiac followed cuickly wilh another stunningly success-
#ul placement, this time on The Apprentice. Generally viewed
a5 the most success(ul Apprentice trand integration ever,
Pontizc used the show to announce a national early-order pro-
gram jor iks then-new Soistice two-seat roadster. In a show that
included photo shocts of the sfeek naw car and discussions of
Solstice benefits, Apprentice teams pulied all-nighters to cre-
ate Bolstice promotion broghures. The result: Pontiac’s 'Web
site traffic skyrocketed 1,400 percent the night the episcde
aired, and =ome 41,000 people registered online for & chance
to place an early order, Expecting fo sabl 1,000 cars within 10
days, Postiac blew by that goal in just 41 minuies after the
cars went on sale the next day. In all, Pontiac chaiked up

7,116 orders during the promation, more Solsticas thar it
ptanned to build for the entire year.

QOriginaily created with TV in mind, branded entertainment has
spread quickly inta ciher sectors of the entertainment industry. Its wiceiy
used in movias—ikink about Ray Ban suniglasses in Men i Black, ar
the Land Raver LR3 in Mission: Impossibie #ff. And whan DreamiVorks
Built the terming! for its movie The Termina, along with United Airlines,
racre than 35 companies chipped in millions to build reel stores—
Brookstone, Discovery Store, Borders Books, Paul Michell—as well as a
working food court with a Starbucks, Baskin-Robbins, Burger king, and
Baia Fresh. I you look carefully, you' also 2ee subtle and rot-so-subie
product placements in onling video games, magazines, Inlermnet sites,
and just about anything &lse—from comic bouks to Broadway musicals.
Far example, the script for Sweet Charly was revised to it Jose Cuera's
Grar: Centenaric teguita into a scene.

30, Madison & Ving is the new meeting place for the advertising
and enlertzinment industies, When done right, advertainment and
hranded entetainment can pay big dividends. However, experts cau-
tion that Madisen & Vine can also be a dangerous crossing. They
worry that making ads toc entertzining might detract from the seller's
brand rmessage—corsumers will remember the clever ad but forget
the brand or agvertiser, And they nole thal the intersection is getting
pratty congested. With all these new ad formats and product place-
merls, Madisen & Vine threatens ta create even more of the very
clutter Brat it's desigrned to break through.

Trey also worry about poiential custornar resentment and back-
lzsh, Some TV shows outright bristle with product placemenis. A
heavily branded shaw like American dod contains, on average, more
than 36 product placement shots per hour. During the fail season last
vear, the 10 prime-fima 7Y shows with tha maost placements include:
9,019 “brand shout-outs,” up from 5,821 the year before. A what
point will consumers decide thai zhe inersacticn of Madison & Vine is
just too congested and take yat a different rcute?

Sourcas: Quotas and information from Michael Applebzum, "Early Bird
Apprentice Draws Spistice Buyars,” Srandweat, March 13, 2006,

pp. R4-R5; Gaii Sehillar, "Win, Draw for Burrett Branding,” The Holwood
Reporter, dune 1, 2009, accessed at www hollywoodreporter.cons; “Study
Spats Ac-Skipping Trends,” Augast 19, 2005, accessed af www.
heltywoodreponer.cem; lirm Edwards, “There's Less Than Meets the Eve
in TV Placement Economy,” Brangweek, December 19-26G, 2005, p. 12
tynn Smith, “Televisian: When the Plot Pushes Product,” Lus Angeles
Times, February 12, 2006, p E5; Stuart £ilct, “Pay Attention o the
Stary, bul Please Alsa Notice the Goods.” Mew York Timees, March 13,
2006, p. C8; Stuart Ellic:, "A Sponssr and i Show, Inlertwined,” New
York Tirngs, April 17, 2006, p. T8; and Brian Steinberg, "Tivo Latest
Viewirng Opsion: Commercials,” Wadl Streel Journal, May 8, 2006, p. B3.

Or a Silk soymilk "Rise and Shine” ad shows a young professional starting the day with a
healthier breakfast and high hapes.

s Lifestyle; This style shows how a produgt fits in with a parlicular Kfestyle. For cxample, an
ad for Liguidiogic Kayaks shows kayakers challenging some serious white water and
states, "“2/3 of the earth is covered in playprownd—Ilive wet.”
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8 Lifestyle execution style: This LiguidLogic Kayaks ad shows kayakers
chaltenging some serious white water and stales, “2/3 of the earth is

covered in playground—live wet.”

8 Fopiggy: This style creates a fantasy arouad the
product or its use. For instance, many ads are built
around dream themes. Ong commercial for the
Adidas1 shoes features a guy dreaming he can out-
run everything wearing his Adidas. It closes with
the staternent “Impossibie is nothing.”

# Mopd or image: This style builds 2 mood or

image around the product or service, such as
beauty, love, ur serenity. Few claims are made
about the product except through suggestion.
For example, ads for Singapore Airlines feature
soft lighting and refined flight attendants pam-
pering relaxed and happy customers.

Q_Muy_c_gf_ This style shows people or cartoon
characters singing about the product. For
example, one of the most famous ads {n history
was a Coca-Cola ad built around the seng “I'd
Like to Teach the World to Sing.” Similarly.
Oscar Mayer has long run ads showing chil-
dren singing its now-classic "I wish T were an
Oscar Maver wicner .. ." jingle. And is there
anyone who doesn't know the Chili’s advertis-
ing song, “I love my baby-back, hahy-back,
baby-back, . . . haby-back ribs"?

8 Personality symbol: This style creates a character
that represents the product. E{le_;];_a_l‘a;;:#z_rﬁ;ﬂ_i&

=heanimated (Mr. Clean, Tony the Tiger, the GEICO
gecko) or real (e Marlboro man, O Lonely the
Maytag repairman, or the AFLAC duck).

8 Technical expsrtise: This style shows the com-
pany s expertise in making the producl, Thus,
Maxwell House shows one of its buyers carefully
selecting coffes beans, and jim Koch of the
Boston Beer Company tells about his many vears
of experience jo brewing Samuel Adams beer.

@ Scientific evidence: This style presenis survey or scieniific evidence that the brend is belter or
etter liked than one or more other brands. For years, Crest toothpaste has used scientific evi-
dence to convince buyers that Crest is better than other brands at fighting cavitiss.

» Testimoniol evidence or gndorsement: This style features a highly believable or likable

sonrce endorsing the product. Tt could be ordinary people saying how much they like a2
given product—as in the JetBlue ads discussed in the previous chapter. Or it right be a
celebrity presenting the product. ¥or exampls, Gatorade ran an ad showing how Gatorade
helped triathlete Chris Legh win an Ironman triathlon victory following a near-fatal col-
lapse a few years edrlier dua to dehydration.

The advertiser also must choose a tone for the ad. Procter & Gamble always uses a positive
tene: Its ads say something very posilive about its products. P&G usually avoids humor that
might take attention away from the message. In contrast, many advertisers now use edgy
humar to break through the commercial clutter.

The advertiser must use memovable and attention-getting words in the ad. For exam-
ple, rather than claiming sifaply that *a BMW 15 a well-enginsered automobile,” BMW
uses more creative and higher-impact phrasing: “The ultiinate driving machine.” Instead
of stating that “K9 Advantix is a topical serum that keeps ticks, fleas, and mosquitoes off
vour dog,” Bayer states it more colorfully—with K9 Advantix, “There ain't no bugs on
me!” The World Wildlife Fund doesn’t say, “We need your money to help save naturs.”
Instead, it says, “We share the sky. We share the future. Together, we can be a force of
nature.”

Finally, format elements make a difference in an ad’s impact as well as in its cost. A smal]
change in ad design can make a big difference in its effect, In a print ad, the {lustratiofT5 the

irst thing the reader notices—it must be strafig ehdugh to draw attention. deﬁge
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must effectively entice the right people to read the copy. Finally, the copy--the main block of
text in the ad—must be simple but sirong and convincing. Moreover, these three elements
must effectively work together to persuasively present customer value.

Beleciing Advertizsing Meadia

The major steps in advertising media selection are (1) deciding on reach, frequency, and

impact; (2)_cheosing=emong Tajor wedia types; (3) selecting specific media vehiclgs; a__&
{4Ld

eciding v media Liming.

ST TR i g o chim el To selest media, the advertizer must decide
on the reach a.ud Ereq_uency needed to achieve advertising objectives, Heach is a measure of
the perceninge of people in the target marke! who are exposed to the ad campaign during a
iven peri fime.For sxample, the advertiser might try to reach 70 percent of the target
market during the firsl three mponths of the campaigp. Frequency is a measure of how many
imes the average person in the target markst is exfn?smgaegﬁge, For example, the
adverliser might want an average exposure frequency of three.

But advertisors want to do more than just reach a given number of consumers a spocific
number of times. The sdvertiser also must decide on lhe desired_medio impeci~—=the

—trualitative value of a message exposure through a given medivi. For example, the same mes-
sage in one magazine {say, Newsweek) may be more believable than in another (say, tha
Neotional Enguirer). For products that need to be demonstrated, messages on television may
have more impact than messages on radio because television uses sight and sound. Products
for which consumers provide input on destgn ar features might be better promoted at 8 Web
site thau in a direct mwailing.

More generally, the advertiser wants to chonss media that will_engnge consumers rather
than simuply reach thew. Far example, for television adverlising, “how relevant g program is
for its audience and where the ads are inserted are likely to be much maore important than
whether the program was a Nielsen winner” numbers-wise, says ons expert. “This is sbout
‘lean to' TV rather than ‘lean back.™ Although Nislsen is beginning to measure levels of tele-
vision media engagement, such measures are hard to come by for most media. “All the mes-
suremenls we have now are medis melrics: ralings, readership, listensrship, click-through
rates,” says an executive of the Advertising Research Foundation, hut engagement “happens
inside the consumer, not inside the niedium. What we need is a way to determine how the tar-
geted prospect connected with, got engaged with, the brand idea. With engagement, you're on
vour way to a relationship. .. .13

: The media planner must know the reach, frequency,
and 1mpdct of edL11 thhe major media lypes, As summarized in Table 15.2, the major media
types are television, newspapers, direcl mail, magazines, radia, outdoor, and the Internst
Each medium has advantages and [imitations. Media planners consider many factors when
making their media choices. They want to choose media that will effectively and sfficiently
present the advertising massage to target customers. Thus, they must consider cach medium's
impact, message effectiveness, and cost.

The mix of media must be_ygexamined regularly. Far a Jong time, telsvision and mags-
zines dominated in the media mixes of national advertisers, with other media often neglected.
Howaever. as discussed in the previous chapter, the media mix appears to be shifting. As mass-
media costs rise, audiences shrink, and exciting new digital media emerge, many advertisers
are finding new ways to reach consumers. Thay are supplementing the traditional mass media
with more specialized and highly targeted media thal cost less, target mare effectively, and
engage consumers more fully,

For example, cable television and sateilite television systems are booming. Such systems
allow natrow programming formats such as all sporis, all news, nulrition, arts, home
improvemenl and gacdening, cooking, travel, history, finance, and others that target select
groups. Timae Warner, Comeast, and other cable operators are even testing systems that will Let
them target specific types of ads to specific neighborhoods or (o specific types of customers.
Far example, ads for a Spanish-language newspaper would run oaly in Hispanic neighbar-
hoods, or only pet owners would see ads from pet food cnmpames 14

Advertisers can lake advantage of such “nacrowcasting” to “rifle in” on special market
segrne-nts rather than use the “shotgun" approach offered by network hroadeasting. Cable amd
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TABLE 15.2
Profites of Major Media
Types

mieractive capabilitias

relativaly low impact; audience

V' Medivm Advaniages Limitations
. Television Good mass-marketing cauerage. Icw cost ngh absoiute costs; high clutter; .
per exposure; comtines sight, sound, fleeting exposure; less sudience :
i and mation; appealing to the senses selectivity
: Newspapers Flexibifity; timefiness; gond |ocal market  Shori life; poor reproduction quality; l
![ coverage; broad acceptability: high small pass-along audience ;
! believahility !
| Direct mail High audience selectivity; flexibility; no Relatively high cost per exposure, }
ad campelition within the same medium; “junk mail” image
i allows personalization [
! Magazines High geographic and demographic Lang ad purchase lead time; high i
i selactivity; credibility and prestige; sost; no guarantee of position '
high-guality reproduction; tong life and

: good pass-along readarship

| Radia Gond local acceptance; high geographic Audia only, fleeting expasure; low

and demaographic selectivity; low cost attention ("the half-heard" meadium);

' fragmented audiences

. Qutdeor Flexitility; high repeat exposure; low Little audience selectivity; creative
wost; low message competition; ghod Hmitations

: poationzl selectivity

" Internet High selectivity: low cast; immediacy; Bemographically skewad audience;

controls exposure

satellite television media scem to make good sense. But, increasingly, ads are popping wp in
far less likely places. In their efforts to find less costly and more highly largeted ways to reach
consumets, advertisers have discovered a dazzling collection of “alternative media” {see Real
Marketing 15.2).

Another important trend affecting media selection is the rapid growth in the nuraber of
“media multitaskers,” people who absorb more than one medium at & time:

It bocks like people whe aren’t sutisfied with “just watching TV ure in good com-
pany. Acecording to a recent survey, three-fourths of U.S. TV viewers read the
newspaper while they watch TV, and two-thirds of them go online during their TV
time. According to the study, 70 percent of media users say they at one time or
another try to absorb two or more forms of media at once. What’s more, if today’s
kids are any indication, media multitasking is on the rise. Americans aged 8 to 18
are managing to cram an average 8.5 hours of media copsumption inta 6.5 hours.
It's not uncommon to find a teenage boy chasing down photos of Keira Knightly on
Google, IMing several frisnds at once, listening to & mix of music on iTunes, and
tatking on the cell phone to-a friend all the while, in the midst of the multimedia
thaos, trying Lo complete an essay he’s got open in a Word file a fow layers down
on his desktap.13

Media planners need to take such media interaciions inte account when selecting the types of
media they will use,

‘The media planner now must choose the best medja

Vefucfes—speuflt. m_cha w1th1n each general media type. For example, television vehicies

CInclude Scrubs and ABC World News Tonight. Magazine vehicles include Newsweek, People,

and ESPN The Magazine.

Media planners must compute the cost per thousand persons reached by a vehicle. For
examyls, if a full-page, four-color adveriisement in the U.S5. national edition of Newsweek costs
$220,500 and Newsweek’s readership is 3.1 million people, the cost of reaching each group of
1,000 persons ig about $71. The sams ad vertisement in Business Week may cost only $39,500 but
reach only 971,000 persons—al a cost per thousand of about $102. The media planner ranks each



Az consumers, we'rs used to
ads on television, in maga-
zines and newspapers, at Web sites, on the
radic, and along the roadways. But these
days, no matter where you go or what vou
do, you will probatly run into some new
form of advertising.

Tiny billboards attached to shopping
carts, ads on shopping bags, and even
advertising decels on supermarket floors
urge you to buy Jeil-0 Fudding Pops or
Pampers, Signs atop parking metars hawk
everything from leeps to Mincita cameras to
Recipe dog focd. A city bus ralls by, fuily
wrapped for Trix cereal, or a school bus dis-
nlays ads for a incal toy store or realion You
escape to the ballpark, only to find billboard-
size video screens running Budweiser ads
while a blimp with an glectronic message
hoard circles lazity averhead. How ahout a
guict trip to the country? Sorry—yci: find an
erterprising farmer using his milk cows as fourlegoed billboards
mici:nted with ads far Ben & Jerry's ice cream.

Yau pay to see a movie at your local theater, only o learn that
the mavie is full of not-so-subiile promotional plugs for Pepst,
Domino's Pizza, MasierCard, Mercedes, Ray Ban sunglasses. or
any of a dozen other products. You head home for a little TV to
find your favorite sidcom full of "virtual placemern:s” of Coca-Cola,
Sony, or Miller Lite products digitally inserted into the program.
You pop in the latest video game and find your action character
jumping into a Jeep cn the way to the skateboarding park.

AL the local raii station, #'s the Cormmuter Channel; at the airport,
you're treated to the CHN Sirpor Metwork. Shortly after vour plane lifts
off the runway, you look aut e window and spat 8 500-foo-diameter
crop circle carved into a farmer's field depicting Monster.com™s mascol
and corporate dogo. As you wail o pick un your luggage, ads for
Kenreth Cole fuggage roll by on ine baggsege carousel conveyar belt.

These days, you're lizely to find ads—well, anywhere. Boats
cruise along public beaches flashing adveriising massages for
Sundown Sunscreen as sunbathers spread their towels over ads for
Snapple pressed into the sand. Taxi cabs sport electronic messaging
signs tied to GPS focation sensors that czn pitch local sieres and
restaurants wherever they roam. Ad space is being sold on DVD
cases, varking-lof tickets, golf scorecerds, delivery trucks, pizza
hoxes, gas pumps, ATMs, municipal garbage cans, palice cars, and
caurch bulletins. Ong agency even |gases space on the foreheads of
college students for temporary advertising tattocs. And the group
meefing at the office watar cooler has a new member—a “conleris-
ing" &d sitling o top of the water cooler jug trying to start up a con-
versaiion about the kaiest episode of American fdol.

The following account takss a humaoraus ook ahead at what might
b in store for the future:

Tomaorrow your alarm clock will buzz at & 2.m., as usuat. Then
tne digitai readout will morph inta an ad for Burger King's
breakfast special, Hungry for an Enormous Cmelsl Sandwich,
you settle for & bagel that you plop into the fsaster. The coils
burn a Tozstnaster brand onto the sides. Biting inlo your
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Marketers have discovered a dazzling array of “alternative media.”

embossaed bread, you pour a cup of coffee as the familiar
gre=n-and-white Starbucks logo forms on the side. Sipping the
fseew, you stide on your Mikes to go grab the newspaper. The
prassure sensitive shoes leave a4 temnporary trail of swoasles
behing them wherever you step, Walking outside, you pick up
the fimes and gaze at your lawn, where ihe fertilizer you put
dowen ast manth time-reieasas ads for Scotts Turd Builder, Toro
lawn mowers, Weber prils. . . .

Even some of the Cuirent alternative media seem a bit far-fetched. and
ihey someatimes irritate consumers who resent it all as “ad nausesm.”
But for many marketers, these media can save mangy and provide 2
waly 1 hit selected consumers where thay live, shap, wark, and play.
"W like to call it the captive pause,” says an executive of an alternatve-
rmedia firm, where consurnzs "really have nothing elsa to do but either
lock at ine persaa in frant of thern or fock at some engaging conterit a3
weli as 15-second commercials"—the average person waits in ding
about 30 minutes a day. Many spend even more time on rnass fransit.
So, companies such as Target, Snapple, Calvin Klein, and American
Express are testing new technologies to reach captive consumers.
Riders on Manhatian's subway system now see a series of light boxes
speed by that creale @ moving commercial in the subway car's windows.

¥ course, this may leave you wondering if there are any Commercial-
frae havens remaining for ad-weary consumers. Pubiic elevators, pear-
Maps, of stalls in a pubiic restrocm? Forget # Each has already been
invaded by inncvalive marketers,

Sourcas: See Tara Beardi, “From Elevatars o Gas Stations, Ads
Multiplying,” Advertising Age, Novarnper 12, 2000, pp. 40-42; Charles
Pappas, “Ad Mauseam," Advertising Age, July 10, 2000, pp. 16-18;
Sam laffe, "Easy Riders," Amarican Demagraghics, March 2004,

pE. 20-23; David H. Freeaman, “The Fuluze of Advertising |s Here”
Inc., August 2005 pp. 70-78; Emily Bazar, "Acveriisers Catch tha
Schoaol Bus,” USA Today, December 26, 2005, p. 3A; David Kiley,
“Ratea M for Mad Ave," BusinessWeek, February 26, 2006,

pp. 76-77; and “Globat Trands Watch—Innovative Advertising,”

Brand Stralegy, Aprit 10, 2006, p. 14.
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magazine by cost per thousand and favers those magazines with the lower cost per thousand for
reaching target consumers. '

The media planner must also consider { i s for diffarent media.
Whereas newspaper ads may cost very little to produce, flashy television ads ¢an be very
costly. For example, the set of extravagant Burger King Whopperettes commercials discussed
in the chapter-opening story of Chapter 14 cost millions of dollars to produce. Aad a few
years ago, a two-minute Chanel No, 5 cornmercial featuring Nicole Kidman and filmed by the
director of Moulin Rouge, Baz Lulirmann, cost an almost unimaginable $14 millien to
create.?

In Selet.tmg specific media vehicles, the media planner must halance ggedia costs
againstseverabamediy effectiveness factors. First, the planner should evaluate the media

vehicle's audience quality. For a Huggies disposable diapers advertisement, for exarnple,
— Parenting magazine would have a high exposure
value; Gentlemen’s Quarterly would have a low expo-
sure value. Second, the media planner should con-
sider gqudience sngagement. Readers of Vogue, for
example, typically pay more atiention to ads than do
Newsweek readers. Third, the planner should assess
the vehicle's editorial quality—Time and the Walil
Street fournGTare wmore believable and prestigious
than the Notienal Enquirsr.

The advertiser must
alsc demde how tf) qchcdule the advertising over the
course af a year. Suppose sales of a product peak in
December and drop in March. The firm can vary its
advertising to follow the seasonal patterr, to oppase
the seasonal pattern, or to be the same all year, Most
firms do some seasonal advertising. For example,
The Picture People, the national chain of portrails
sturlios, advertises more heavily before major holi-
days such as Christmas, Easter, and Valentines Day.
Some marketers do only seasonal advertising: For
instance, Hallmark advertises its greeting cards only
befars major holidays.

Finally, the advertiser must choose thg pattern of
the ads, Coptinpity means scheduling ads evenly
within a given period. Pulsing means scheduling ads
unevenly over a given lime period, Thus, 52 ads
could either be scheduled at one per week during the
vear or pulsed in several bursts. The idea behind
pulsing is to advertise heavily for a short periad to
build awareness that carries over to the next adver-
tising period. Those who favor pulsing feel that it
can be used to achieve the same impact as a steady
“schedule but at a much lower cost. However, some
media planners believe that alihough pulsing

Media Timing: The Picture People, the mational chain of family portrait achieves maximal awareness, it sacrifices depth of

studios, atlvertises more heavily before special holidays. advertising communications.

Return_on advertising
ivestment

Tre net return on advertising.

invagtment divided by the__

co5ts of he aoverising

inveEsirnent.

Evaluating Advertising Effectiveness and Return
on Advertising Investment

Advertising accou.ntabﬁ_lty and return on gdvertlsmg investment have become hot issues

for most companies. Increasingly, top management is asking: "How do we know that we're
spending the right amount on adverlising?” and “What return are we getting on our adver-
tising investment?” According to a recent survey by the Asscociation of Natignal
Advertisers (ANA), measuring advertising's efficiency and sffectiveness is the number-one
issue in the minds of today’s advertisers. In the survey, 61.5 percent of respondents said
that it is important that they define, measure, and taks action in the area of advertising
accountability. 18
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Adwortisers should regularly evaluate two types of advertising resultsithe communica-
tion effects and the sales and profit effects. Measuring the communication effects of an ad of
ad campaign tells whether the ads and media are communigating message well.
Individual ads can be tested before or after they are run, Before an ad is placed, the advertiser
van show it to consuniers, ask haw they like it, and measure message recall or attitude
changes resulting from it. After #n ad is run, the advertiser can measure how Lhe ad affected
comsumer recall or product awareness, knowledge, and preferenc - and post-evaluations

of comnioiicaton eiects can be made for entirs advertising campaigns as well

Advertisers have gotten prelty good at measuring the communication effects of their ads
and ad campaigns. However, snles and profits effects of advertising are often much harder to
measure, For example, what sales and profits are produced by an ad campaign thaf increases
brand awareness by 20 percent and brand preference by 10 percent? Sales and profits are
affected by many factors besides advertising—such as product features, price, and availability.

One way to measure the sales and profit effects of advertising is to compare past sales and
profits with past advertising expenditures. Another way is {hppugh experiments, For exam-
ple. to test the effects of different advertising spending levels, Coca-Cola counld vary the
amount it spends on advertising in different market areas and measure the differences in the
resulting sales and profit levels. More complex experiments ¢ould be designed to include
other vapiables, such as differences in the ads ar media usad.

However, because so many [actors, some controllable and others not, affect advertising
effectiveness, measuring the results of advertising spending remains an inexact science. For
example, despite the growing Importance of advertising accountability, only 19 percent of
ANA study respondents were satisfied with their ability to measure return on advertising
investments. When usked if they wonld be able to “forecast the impact on sales” of a 10 pez-
cenl cut in advertising spending, 63 percent said no.

“Marketers are tracking all kinds of data and they still can't answer basic questions”
about advertising accountability, says a marketing analyst, “because they don’t have real mod-
els and metrics by which to make sense of it."*¥ Thus, although the situation is improving as
marketers seek more answers, marnagers often must rely on large doses of judgment along with
quantitative analysis when assessing adverlising performance.

Uther Advertising Considsrations

In developing advertising strategies and programs, the company must address twa additional
questions. First, how will the compeny organize its advertising function—whe will perform

yﬁ]_‘gﬂ:h—advemmng iasks? second, how wiil (HE company adapt iis adyerlising stipiegles anfl -

programs tu the complexities of interpat] arkets?

Crganizging for Adverilsing

Different companies organize in different ways to handle advertising. In small companies,
advertising might be handled by someone in the sales department Large companies set up
advortising departments whose job it is to set the advertising budget, work with the ad agency,
and handle other advertising not done by the agency. Most large companies use outside adver-
tising agencies because they otfer several advantages.

How does an advertising agency work? Advertising agencies were started in the mid-to-
late 1800s by salespeaple and brokers who worked for the media and received a commission
for selling advertising space to companies. As time passed, the salespeople began to help cus-
tomers prepars their ads. Eventually, they formed agencies and grew closer to the advertisers
than to the media.

Todsy’s agencies employ specialigts who can often perform advertising tasks better than the
COMpany’s OWIL Sial can. Agencies also bring an outside poini of view to solving the company’s
problems, along with lots of experience from working with different clients and situations. So,
taday, even companies with strong advertising departments of their own use advertising agencies,

Some ad agencies are huge—the largest U.S, ageucy, McCann Erickson Worldwide, has
worldwide annual gross revenue of more than $1.4 billion. In recent ysars, many agencies
have grown by gobbling up other agenciss, thus creating huge agency halding companies. The
largest of these agency “megagroups,” Omnicom Group, includes several large advertising,
public relations, and promotion agencies with combined worldwide revenues of almost
£10.5 billion.2® Most large advertising agencies have the staff and resources to handle all
phases of an advertising campaign for their clients, from creating a marketing plan to devel-
oping ad campaigns and preparing, placing, and evaluating ads.
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International Advertising Decisions

International advertisers [ave many compiexities nol encountered by domestic advertisers.
The most basis issue concerns the degree to wRich global advertising.shou]d be adapted to the
unique characleristics of w Some la.lge advertisers have attemnpted to
“suppart their glahal brands with highly standardized worldwide advertising, with campaigns
that work as well in Bangkok as they do in Baltimore. For example, Jeep has created a world-
wide brand image of ruggedness and reliahility; Coca-Cola's Sprite brand uses standardized
appeuls o target the world’s youth. Ads for Gillette's Venus razors are almost identical world-
wide, with only minor adjustments to suit the local culture,
Sta !7at10rj roduces many benehts—lnwar EldVPI‘l'lSll'l 2,005t 1o

Lotlportant Y, it ignores the fact t that COURITY markeats xffer greatly in their cult}gm

demupgraphics, and sconamic conditions. Thus, Most inlernaticonasl advertisers_“think glob-

ally but act locally.” They develop global advertising strategiss that maka thcm
advertising eftorts more efficient.and gopsfstent. Then they adapt their_advertising
programs to make them more responsive to consumer needs and expectations within local
markets. For example, Coca-Cola has a pool of differsnt commercials that can be used in or
adapted Lo several different international markets. Some can be used with only minor
changes—such ag language—in several different countries. Local and regional managers
decide which commercials work best for which markets,

(:labal advertisers face several special problems. For instancs, advertising media costs
and availability differ vastly from country (o country, Counlries aleo differ in the extent to
which they regulate advertising practices. Many countries have extensive systems of laws
restricling how much a company can spend on advertising, the media used, the nature of
advertising claims, and ather aspects of the advertising program. Such restrictions often
require advertisers to adapt their campalms from country to country.

¥or example, alcobolie products cannot be advertised in India or in Muslim countries. In
many countries, Sweden and Norway, for example, food ads are banned from kids' TV. To
play it safe, McDonald's advertises itself as a family restaurant in Sweden. Comparative ads,
while acceptable and even commaon in the United States and Canada, are less commaonly nsecd
in the United Kingdoin, unacceptable in Japan, and illegal in India and Brazil. China bans
sending e-mrail for advertising purposes to people without thelr perinission, end all advertis-
ing e-mail that is sent must be titled “advertisement.”

China also has restrictive censorship rales fur TV and radio advertising; for example, the
words the best ate banned, as are ads that “violate social customs” or pressnt women in
“improper ways." McDonald's once avoided government sanctions there by publicly apolo-
gizing for an ad that crossed cultural norms by showing a customer begging far a discount.
Similarly, Coca-Cola’s Indian subsidiary was forced to end a promotion that offered prizes,

B Standardized worldwide advertizing: Gillette’s ads for its Gillette for Wamen Yenus razers are almast
identical worldwide, with only minor adjustments to suit the local culture.
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such as a trip to Hollywend, because it violated India’s established trade practices by encour-
aging cuslomers to buy in order to “gamble.”?!

Thus, although advertisers may develop global strategies to guide their overall advestis-
ing efforts, specific advertising prugrams must usnally he adapted to meet local cultuees and
customs, media characteristies, and advertising regulations.

i Public Relations

Another major mass-promotion teel is public relations [PR)—building good relationships
with the company's various publics hy obtaining favorable publicity, buildisg a good corpo-
rate imags, and bandling or heading off unfaverable rumars, stories, and avents. Public rela-
lions departments may perform any or all of the following functions:?2

publicity, building a gaod
T Corporate thage, and

“handling of hezding cif
unfevorabie rumors, skories,

8 Press relations or press agency: Creating and placing newsworthy information in the news
media to attract attention to a persen, product, or service

8 Product publicity: Publicizing specific praducts

ang avants.

B Pubfic affeirs: Buildiug and maintaining nationsl or local community relations
Lobbying: Building and maintaining relations with legislators and government officials to
Influence legislation and regulation

@ Invesior relations: Maintainieg relationships with shareholders and others in the financial
community

& Development: Public relations with donaors or members of nonprafit organizations o gain

Timancial of volunteer support

Public relations is ysad to pramote products, people, places, ideps, activitiss, organizations,
and even nations. Companies use public relations ta haild good relattonships witA Ton-

sumers, investors, the media, and their communities. Trade associations have used public
relations to rebuild interest in declining commodities such as eggs, applss, milk, and pota-
toes, The state of New Yurk turned its image around when its “I @8 New York!" publicity and
advertising campaign took root, hringing in millions more tourists, Johnson & Johnson's mas-
terly use of public relations played a major role in saving Tylanol friom extinction after its
product-tampering scare. Nations have used public relations tw attract more tourists, foreign
investment, and international support.

The Rote and Immpact of Public Relations

Public relations can have a strong impact on public awareness at a much lower cost than
advertising can. The commpany does nel pay for the space or time in 1he media, Rather, 1t pays

for a_stali to dévelop and sireylate information and to manage events. If the company deval-

ops an inleresting story or event, it could be picked 1ip Dy several Uifferenl media, haviug the
same effect as advertising that would cost millions of dollars. And it would have more credi-
.. R
bility tising,
Public relations results can sometirnes be spectacular. Here's how publisher Scholdastic,
Tne., used public relations to tutn a simple new book introductian inte a major interaationat
event, all on a very small budgst:

Secret codes. A fiercely guarded text. Huddled masses lined up in furmy hats at the
witching hour, Welcome 1o one of the biggest literary events in history. As the clock
creeps past midnight, kids worldwide rush to buy the next installment of Harry Potter.
It’s the fastest-shrinking book pile in history, Harry Potter and the Half-Blood Prince,
the sixth book in the series, sold an astonishing 8.9 million copies in just the first 24
hours in the United States and Britain alone—somnie 370,000 per hour. How do you
whip up a consumer frenzy with a miserly $1.8 million promotion budget and only a
few well-placed ads? The spellbinding plots, written by Scottish welfare-momnt-turned-
millionaire J. K. Rowling, captivate kids everywhere. Bul the hidden hand of public
relations plays a large role, too. Publisher Scholastic works behind the scenes with
retailers Lo prepare contests, theme parties, and giveaways leading up to each new
release. It communicates through amateur fan sites such as The Leaky Cauldron and
MuggleNet.com to keep fans inforred about print runs and store events. It works with
the mainstream media to create a sense of celebration and excitement. NBC's Today
. Showran an entire week of “Countdown to Harry” events leading up to the publication
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of the Half-Blood Prince. Scholastic’s
Web site reaches out to obsessed fans
with essay contests and video clips.
Scholastic heightens the tension by
keeping each new hook's titte and bogk
jacket under wraps almost until the last
minute, even forcing hooksellers to sign
secrecy agreements. With all this PR
hype, by the time the book hits the
shelves, conditions ave hot for Harry.
And the hype made a lasting impact—
the book went on to become the nation's
best selling book of the year.?

Despite its potential strengths, public relations is
sometimes described as a marketing stepchild
hecanse of its offen limited and scattered use. The
public relations department is usually located at
corporate headquarters. Its staft is so busy dealing
tost sieepovers, games, and costume contests to whip up coasumer frenzy far the with various publics—stockholders, employ-
last installment of its Harry Potter serfes. aes, legislators, the press-—that public relations
programs to support product marketing objec-
tives may be ignored. Marketing managers and public felations practitioners do not always
speak the same language. Many public relations practitioners see their job as sinply commu-
nicating. In contrast, marketing managers tend to be much more interested in how advertising

and public relations affect brand building, sales and profits, and customer relationships.
This situation is changing, however. Although public relations still captures only a small
portion of the overall marksting budgets of most firms, PR is playing an increasingly impor-
tant brand-building role. Public relations can be a puwerful brand-building toel. Two well-
known marketing consultants even go so far as to conclude that advertising doesn’t build
hrands, PR does. In thair boak The Folt of Advertising & the fiise of PH, the consultants pro-
claim that the daminance of advertising is over and that public relations is quietly becoming

the most powerful marketing communications tool,

The birth of & brand is ususlly accomplished with {public relations], not advertising.
Our general mile is [PR] first, advertising second. [Public relativas) is the nail, adver-
tising the hammer. {PR] creatas the credentials that provide the credibility for adver-
tising. . . . Anita Roddick buiit the Body Shop into a major brand with no advertising
at all. Instead, she iraveled the world on a relentless quest for publicity. ... Until
recently Starbucks Coffee didn’t spend a hill of beans on advertising, either. In
10 years, the company spent less than 310 million or advertising, a trivial amount
for a brand that delivers annunal sales of [in the billions]. Wal-Mart Stores became the
woeld's largest vetatler ... with very little advertising....On the Internst,
Amagzon.com became a powerhouse brand with virtually no advertising.®?

Although the book.created much controversy, and mosl advertisers wouldn’t agree about the
“fall of advertising” part of the title, the point is a good ane. Advertising and public relations
should wurk hand in hand te build agd maintain brands.

Major Public Relations Tools

Public relations uses several tools. Oune of the major taols is pews, PR professionals find or
create favorable news about the compuny and its products or people, Sometimes news sto-
ries occur naturally, and sometimes the PR person can suggest events or activities that
would create news. Speeches can also create product and company publicity, Incressingly,
company executive? must field questions from the media or give talks at trade associations
or sales meetings, and these events can either build or hurt the company’s image. Another
common PR tool is specie! events, ranging from news vonferences, press tours, grand open-
ings, and fireworks displays to laser shows, hot air Gallaon releases, mMulTiAEdla presenta-
_tons, star-studded spectaculars, or educational progruns designed fo reach md T@Erest
taiget publics. e
Public relations peuple also prepare written maierials to reach and influence their targst
markets. These materials include annual reports, brochures, articles, and company newsletters
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and magazines. Audiovisual materiols, such as films, slide-and-sound prograsus, DVDs, and
online videos are being used increasingly as communication toolg. terials

can also help create a corporate identity that the pubiie immediately recognizes. Logns, sta-
tionery, brochuses, signs, business forms, business cards, buildings, uniforms, and company rars
and trucks—all become marketing tools when they are attractive, distinctive, and rmernorable,

Finally, companies can improve public goodwill by contubunng_m_ﬂng_yme

sarvice activities,

As we discussed in Chapter 5, many marketers are now also designing huzz markeImE
campaigns to generale excitement and favorable word-of-mouvth for their brands. Buzz mar-
keting takes advantage of social networking processes by gelting consumers themselves to
spivad inlormation about @ prodict of service to others in their communitdes. For example,
UPN used buzz marketing to rsach often tuned-out and cynical teen girls:

High schools are always abuzz with talk of vne kind or another: sports, music,
clothes, and whatever else teens consider indispensable at any given time. But last
year, one piece of chatter weaving its way through select high schools across
America was very specific. It was about the TV series America’s Next Top Model,
then entering its fourth season. While teens did the talking, UPN, the network that
airs the series, was listening very closely. It had to. UPN was essentially spansoring
the whole conversation.

The plan worked like this. With the help of Alloy.com, a shopping and
lifestyle site aimed at teen girls, UPN created a list of 500 “insiders” who could
generate buzz about Top Model, which needed a ratings hoost. Alloy monitored
chat within the site and compiled a lst of 7.000 girls who, in the course of their
banter, had expressed interast in the show. Tt cut that list o the 500 girls who
seemed the best-connected—ithose who had frequently shown up on instant-
messaging buddy lists. Alloy then provided these gossipy, in-crowd teens with
party kits and encouraged them to invite an average of four friends aver to their
homes for gatherings themed arcund—you guessed it—America’s Next Top
Model. The gitls knew that UFN's cash was behind the kits, and “it wasn't a tough
sell,” says an Alloy markefing executive. Tough sell or not, it seems to have
waorked. “The ratings have been very goud,” says the executive, “espscially
amoang that age group.” Whereas most reality shows don’t stick arcund that long,
America’s Next Top Model is now in its sixth season.?®

Anather recent public relations developmen is mahbile four markeﬂ%h—dvelmg promy-
tignal tours that bring the brand to consumers, Mobile tour marketing has emerged as'dh effective
way to build one-to-one leiduunshlps with targeted consumers. These days, it seems that almost
every company is puiting its show on the road. For example, Home Depot recently brought du-it-
yoursell home project workshops and demonstrations to 26 NASCAR racetracks. Microsoft
tearns with local partners to field Across America Mobile Solulions Centers, 27-foot techie drearn
vans that visit information technology workers in offices araund the country to demonstrate
Microsoft’s latest software products. And Charmin’s “Potty Palooza” serves as a yolling showcase
fur—vou guessed it—toilet paper [see Real Marketing 15.3).%8

/s Weh site can be a good public relations vehicle. Consumers and members of
other pubhcs can visit the site for information and entertainment. Such sites.can be extremely
popular. For example, Butterball's site {www.butterball.com), which features cooking and
carving tips, once received 550,000 visilors in one day during Thanksgiving week. The Web
site supplements the Bulterball Turkey Talk-Lirfe {1-800-BUTTERBALL}—called by some the
“yranddaddy of all help lines"—staffed by 50 home economists and nutritionists who
respond to more than 100,000 questions each November and December.?

Web sites can also be ideal for handling crisis situations. For example, when several hottles
of Odwalla apple juice suld oo the Wesi Coast were found fo contain E. coli bacteria, Odwalla ini-
tiated a massive product recall. Within only three hours, it set up a Web site laden with informa-
tion about the crisis and Odwalta’s response. Company staffers also combed the nternet looking
for newsgronps discussing Odwalla and posted links to the site. In all, in this age where “it’s eas-
ier to disserninate information through e-rnail marketing, biogs, and online chat,” notes an ana-
Iyst, “public relations is becoming a valuable part of doing business in a digital world."2®

As with the other promeotion tools, in considering when and how te use product public
elations, management should set PR objectives, choose the PR messages and venltle

S et » A e RS

meant the PR plan_and.evy g the resu . The firm's publiic relations should be D eride

smootj:ily with other pwmotlon activitiss within the company's overall integrated marketing
communications effort.
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The rezl highlignt of the annuai Coversd Bridge
Festival in Mansfield, Indiana, isn't a bridge at all. It's
Potty Palooza. “Peopie walk from half a mile awsay,” says lohn Baker, a
festival organizer. Mo wonder: Charmin's 27.rocm traveling bathroom
facility, painted sky biue with white clauds and latehed to the bed of an
18-wheeler, inspires aws wherever it goes. “It's like a ride at the stats
fair,” Baker marvals. “They wait ini line 10 to 15 minutes sometimes!”

Uepending on your paint of view, Potty Palocza regresants either
ihe epitome or the pits of experiential, mobile marketing—a market-
ing approach that touches consurmears in places no advertising cam-
paign wolkd go. It's & shawroom on whegls, a rolting free trial for . .
toilet paper.

“The media is fracturing, costs are rising,” says Charmin's brand
manager at PFrocier & Gamble, “It's gifficuit fo reach consumess these
cays." idnless, that is, you've got & big semi and a railer fitted with
flushing porgelain toilets, hardwood floors, and air conditioning--—phis
aromatherapy, skylights, changing stations, a "Litle Squirs” stall for
kids, and an LCD video screen in every oo,

Since its debusi in 2002, the Potty Palcoza truck has baen on the
road 11 menths a year, visiting 25 to 30 events annuaily—from the
Super Howl to the Arizona Balloen Festival, All told, Charmin's 5 mil-
lion annual puests po through some 10,000 cushioned rolis. (A sup-
ply fruck :otns in the Poity Palooza caravan.)
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As puests wait, they take part in the full branding experience. The
Charmin Bear teaches the Charmin dance while smiling brand reps
guide visitars to and from stalls and spruce up rworms after every use,
At the Covered Bridge Festival, that can mean ¢laaning up after
5,000 guests a day. Says the director of the Palooza road team: “We
can't budge when that thing is full. We have to empty the black water
5 to 10 times a day."

Yuck. Is it worth it? P&G claims the truck is part of one of the
biggest consumer sampling programs anywhere, And, you must
admit, it's ane of the most unique. By creating & comfortable, if
not heavenly, public restroom experience at avents where the
gxperience is usually the cpposite, Charmin has turned a com-
modity inte & trusted brand with a dedicated following. After Polty
Falooza made its first appearance at the Covered Bridge Festival,
30,000 peopie signed & petition to keep # coming back. By engag-
ing families at the point of use, the tour has help lift sales of
Charmin by 14 percant.

Sourece: Adapted fram Lucas Conley, “On a Roil,* Fast Compary,
February 2008, p. 28. Additioral information from “How Does Charmin
Engage Cansumers at tha Point of Use and Take Commadity Out of the
Bath Tissue Equation?” Gigunda Group, Ine., accessed at '
weangipundagroup.cors, May 15, 2006,

Mabite marketing: Charmin’'s Potty Palooza sarves as a rolling shawcase for—you guessed it—toilet paper




= Reviewing the Concepts

Companies must do mare than make good praducis—ihey must inform
consumers abous product benefits and carefully position preducts in
consumers’ minds, To do Lhis, ey must mastar advertising and public
rEEtians.

1. Define the role of adverlising in the promotion mix.

Adgveriising—the use cf paid media oy a seller o inform, persuade,
and rermind buyers aboat its products or organtzation—is an important
prornation tool for carmmunicating the value that marketars create for
their customers. American marketers spend more than $264 Gitiion
each year on advertising, and worldwide ad spending excesds $8600
ballior, Advertising takes many forms and has many uses. Although
advertising is used mostly by business firms, a wide range ofnat-for-
profit organizations, prafessionals, erd sacial agencies also use adver-
tising to promote their causes to various target publics. Public
relations—gaining favorable publicity and creating & favorzble com-
pary image—is the least used of the major prometion togls, although it
has areat potential for building consumer awareness and peeference,

2. Describe the major degisians involved in devaloping an advestising
grogram,
Advertising decision making involves Sedisions about the advarlising
objectives, the budget, the message, the media, and, finally, the evalu-
ation of results. Advertisers should set clear targel, task, and timing
cijectives, whesner ine aim is to infarm, persuace, or remind Duyers.
Adveriising's gaal is to move consumers threugh the buyerreadiness
stapes discussed in the previous chapter. Some advertising is designed
ta move pacple b immediste scticn, However, marny of the ads you sae
teray focus on building ar strergthening long-term custorner relation-
ships. The advertising budget can be Sased on salas, on competitors”
spending, of on the objectives and tasks of the advertising program.
Tha size and allocation of the budged depends on many faciors,
Advertising strategy consists of twe major elements: creating
advartising messages and selacting advarlising rmedi3. The message
decision calls far planning a message strategy and executing 1t eifec-
fively. Good advertising messages zre especially important in taday's
casky and cluterec advertising environment. Just to gain and haid
aftentan, today's advertising messages must be better planned, mare
imzginative, mare ertertaining, and mare rewarding to cansumers, In
fact, many marketars are now subscribing to a new merging of adver-

=== Reviewing the Key Terms

Advertising 426
Anveriising agency 439
Adveriising budget 428

Advertising media 435
Acdvertising ohjective 426
Advertising strazegy 428

' Discussing the Concepts

1. ‘What factors make management's fask of seiting advertising wud-
gets difficult?

2. Why is it important that the advettising media and ¢reative depart-
ments wark closety together?
How do an advertkiserment's appeals differ from its execution style?

4. Evaluaie why haybeline New York might decide to remave all ks
advertising fraom MTV and instead place mora zdverising in
Severteen magazine.
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fising ard enferlainment, dubbed "Madison & Vire” The media
decision involvas defining reach, frequency, and impact goals; choos-
ing major media types: selzcting media vehicles; and deciding on
media timing. Message and media decisions must ke closely coordi-
nated for maximum campaign effectiveness.

F:nally, evafuation calls for evaluating the communication and
sales eflects of adverising before, during, and afier the adwvertising is
placed. Advertising accountability has become a hot issue for most
companies. Increasingly, fop management is asking: “What return are
we getiing on our advertising investrnant?” and "How do we know that
we're spending the right amount?" Other imparlanl adverssing issues
invoive orgamizing for advertising and dealing with the complexities af
international advestising.

3. Define the rale of poblic relations in the promotian mix.

Fubhic refations—gaining faverable publizity and creating a favarabie
company image—is the least used of the major prometion teals,
althaush it has great ootential far builéing consusmer awareness and
preference, Fublic relations is used to promote preducts, people,
places, ideas, activities, erganizations, and even nations. Companies
use public relations to build gocd relationsnips with consumers,
investors, the media, and their cemmunities. Public relations can
have a strang impact on puilic awsreness at a moch lower cost than
advertisirg can, and public relations results can serietimes De spec-
tacular. Although pobiic relations still captures only a small partian of
the overali marketing budgets o mast firms, PR s playing an increas-
ingly important brand-building role,

4. Explain hew companies use public relations to communicate with their

publics.

Companigs Lse pubiic relations to communicate with: their publcs by
satting PR oojectives, cheosing PR messages and vehicles, ‘mple-
menting the PA plan, and vaktating PR results. To accompiish these
goats, cublic relations professionals use severzl toois such as mews,
speechias, and special averts. Thay aiss propare written, audiovisual,
and corporate ideniity materiats and cantribute money and tirme ta
public sarvice activities. Buzs rmarketing is a farm of public relations
that gets consumers themselves to spread word-of-mauth infarmation
atrout the company and its trands. The Iniernet bas also become a
major puic relations toal.

Public relatians (PR] 441
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5. Discuss three potenial probisms facing a pharmaceutical manufac-
turer whe cecides to advertiss in Europe. Are these probiems Giffer-
art fram these the marufacturer wauld encournter when adventising
in Asia?

6. Why is public rafabicas sometimes referred 10 u8 8 markeling
stepchild T Wnat can be.done te correct this preblem?
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=T Applying the Concepts

t. Form a small group and choose thres advertising media for a cam-
pagn 1o introduce & new ding of men's personal care products under
a LeBron James label, :

2. Loucate a magazine advertisernent for @ househald cleaning product.
Describe how the apgeals in this ad display the three characteristics
of a good adverltising appeal.

=™ Foous on Technology

ALLERCA creatas truly unigue praducts—the world's first scientificatly
proven hypozllersenic cais (see them ot www.allerca com). Genetically
enginegred, the medium-sized ALLERCA GD cat weighs 10-15 pounds
and s fuily mature at age 3. Aceording to ALLERCA, the cats have long
life expectancies and possess sweet and affectionate dispositians. For a
price of about $3 000, you receve a 12-week-old kitten, complete with all
shots and waccinations, an embedded microchip identifier implant, and a
one-yedr guarantes. Custamers purchase kittens over the Internet and
must pay epproximately $1,00K3 for processing and transportation. The
high shipping cast occurs because comrmiercial air shipping is stressful to
the animal; thereiare, the Kitten travels in a specialized private jet courier.
Aceording B ALLERCA, tha current waiting time for the ALLERCA GD kit-
ten is appragmately two years. Potential buyees may reduce eeir wait

= Focus on Fthics

3plerda (sucralose) was introduced to the consumer market in 1999, 1t is
row a commen sweetener foung in more than 3,500 food products.
Splerda's advertising slogan is “made from sugar, so it tastes like sugas”
Manufactured and marketed by packaged-goods giant Johnson &
Joknson, Splenda now captures a subistantial percentage of the artificial
aweetener tarket and is beginning ta cul intc sugar's market share, But
Splerda's camgaign has attracted much attention from competitors,
social edvacacy groups, and nuirt:onzl experts. According to thess
grouss, Spfenda has clzarly viclated “truth in advertising” codes with its
“made from sugar” slogan. Although currently produced fram a sugar
melecule, they claim, Splenda is en arsficial swestener that can be pro-
duced without sugar. ln addition, the chemical name assigneg to
Splenda—sucraltse~-is misleading because it closely resembles the
chemical name of sugar-—sucrase,

The strongest opponent to the Splenda “made from sugar” campaign '

is Tha Sugdr Association, which has launched a iarge and expensive
campaige of is own to aducate the public and ta expese Splenda’s uneth-
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3. How might Campbell Soup Company go about evaluating ine effece
tivenass of an advertising campaign for 2 new “heat-and-drink”
soup product?

tiemes to just a few months by paying $2,000 for one of the fow kittens in
ther Premium Placarnent Program.

1, This product is sold gver the Internet. How can ALLERCA use
frternet advartising technologies to reaeh its target market? (Visit the
Internst Advertizing Bureau at www.iab.net to learn about recent
technologies.)

2, What might be the main abjectives of advertising and pubic relations
tar ALLERCA, and what fackors will affect ALLERCA's decisinn ahout
its acvertising and PH budgets?

3. In addition to Internet marketing, what other advertising media and
PR tools would you choose for promoting ALLERCA and its unique
products?

ical behaviar. The association's Web site (hitp:ffwwantruthaboutsplenda.
corml urges consymers [0 take action by contacting friends, sending let-
ters to the FTC and the FDA, and sending letters of complaint directly io
Jahnson & Johnson. Another area of the Web site, tabeled Fact vs.
Fiction, highlights sericus consumer misunderstandings that might result
from Splenda’s advertising, |t describes in detail how Splenda is not nat-
ural sugar and notes that there exist no conclusive iesis regarding the
long-termn safety of consuming Splenda.
1. What is the abjective of Splenda’s "made from sugar, so it tastes like
supar” message and campaign? Is this slegan an effective sppeal?
2. ‘What is the abjective of The Sugar Association’s communications
campaipn? is that campaign effective?
3. Check the "truth in adwertising™ guidelines at ihe FTC Web site

twww. fic gov/bepicontine/pubsibus pebsdad-fags.htrm), Has Splenda
-, foliowed these rules?

DDB Worldwide

o
;
|

DCB Werldwide, a global commiunications firm, kas crafed imaginative
comimercialz and staged successful marketing events tor megs markaters
such as Ameriguest, Yalkswagen, Budweiser, Pepsi, and Nike. Recently,
DDE staged a live raund of Monopoly on the strests of Eondon to promote
Kilton Bradley’s updated version of the classic game. Online players
“baught" properties throughout the city and selected one of eighteen
Landan cabs to use as a playing siece. The cabs, tracked by 575, falfed
rent payments and receipis for each player as they moved sbout the
streets, Mare than ane million pecple piayed and the campaign garnered

%3 millior: in free publicty. As a result, Monapoly: Here and Now was one
of the best-salling games of the year.

With creativity and results ke these, it's easy to understand why DOB
is cne of the warld's most decorated agencies. DDB brought the same
craativity 10 the chailerge of reinventing ancther classic, JC Pennay.
Relying an exiensive gonsumer research, DOB crafted an ad campaign
that built the JC Pennay brand, connected with the retailers core con-
samers, and broeght custamears back in draves.



After viewing the vides featuring DDB Worldwide, answes the fallowing
questions aboui adviertising and public refations.

1. What were DOB's adverlising abjectives for the JC Penney campaign?

2. How did DDB's consumer research affect the message sirategy for
the campaign? Does the major advertising appeat have the three

WATER WARS

Everyone’s familiar with the cola wars—the epic batiles
between Pepsi Cola and Coca-Cola in the sofi-drink market.
The war has featured numerous taste tests and mostly
triendly, but soiretimes not-so-friendly, television ads fea-
turing Pepsi and Coke delivery-truck drivers, each trying to
out-do the other. But one of the major problems that Fepsi
and Coke face is to not just out-do each other, but to main-
tain growth, especially when the soda market gaes flat. For
this reason, both PepsiCa and Coca-Cola each have hun-
dreds if not thousands of brands in soft-drink and snaclk-
food categories. Bach is also coastantiy lecking fur pew
ideas to increase sales.

Due of those ideas is water. In the early 1990s, the
hottled-water markel was just a drop in the huge U.S. bev-
erage market bucket. The Evian and Perrier brands domi-
nated the tiny niche and helped establish bottled spring
water's clean, healthy image. Pepsi took an garly interest
in the water market. It tried several different ways to attack
this market, with both spring water and sparkling water,
but each failed. Then it hit on the idea of taking advantage
of 4 built-in resource—its existing bottlers.

Papsi’s battlers already had their own water treatment
facilities to pwify municipal tap water used in making soft
drinks. Municipal tap water was already pure and had to pass
constant monitoring and rigorous quarterty EPA-prescribed
tests. Still, cola bottlers filtered it again before using it in the
production process.

Pepsi decided that it would really filter the tap water, It
experimented with a reverse osmosls process, pushing
already-tiltered tap water at high pressure through fiber-
glass mermbranes to remove even the tiniest particles. Then,
carbon filters removed chlorine and any other particles that
might give tha water any taste or smell. However, all this £il-
tering removed even good particles that killed bacteria, so
Peps! had to add ozone to the water to keep bacteria from
growing. The resuli? Aquafina—a water with no taste or
odor—that Pepsi believed could compate with the spring

_waters already on the market, Further, Pepsi could license
its bottlers to use the Aquafina name and sell them the fil-
tration equipment. Because the process used tap water that
was relatively inexpensive, Pepsi’s Aquafina would also
compete well on price with the spring waters. :
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characteristics discussed in the text? How did identifying IC
Fenney's core consumers affact DOB's massage execution style?

3. Could JC Penney emplay the “Macison & Vine" concept discussed
in the chapter? How?

The marketing strategy was relilively simple. Whereas
Evian and the other .early entrants targeted women and
high-end consumers, Pepsl wapted copsumers fo see
Aquafina as a “unisex, mainstream” water with an everyday
price. When the company launched the product in 1994, it
was content just to build distribution using its estahlished
system and spent very little money on prometion. Pepsi
believed that soft-drink advertising should be for soft
drinks, not water.

COME ON IN—THE WATER'S FINE .

By 1999, what bad been a minor trickle in the bevelage mar-
ket had turned into a geyser—battled water had beeaine the
fastest-growing beverage category, and Pepsi had & big head
start. Coca-Cola decided it was lizne to take the plunge. Like
Pepsi, Coca-Cola tealized its bottlers wers already set up to
handle a filtered-water process, Unlike Pepsi, huweve;,
rather than taking everything out of the tap water, it wantod
ta put somsthing in.

Caca-Cola's researchers analyzed tap waters and hottled
waters and concocted a combination of minerals they
believed would give filtered tap water a frech, clean taste.
The formia inchuded magnesium sulfate, potassium chlo-
ride, and salt. Cuca-Cola guarded the new water formula just
as it had the original Coke recipe. Thus, it could sell the for-
mula to its bottiers, as it does Coke concentrate, and let them
make the water. Like Pepsi, Coca-Cola was content initially
just to get its water, which it called Dasani, into distibution.

HOW TC PROMOTE WATER

By 2001, however, the bottled-water category had over 800
competitors and had grown to $3.52 billion m UL.5. sales.
Bottled water's market share of the beverage industry had
grown from 7.4 percent in 1997 to 11 percent in 2002. At that
time, analysts were predicting that bottled water wonild
became the second-largest beverage category by 2064 (sur-
passing beer, coffee, and even milk!). There were also predic-
tions that bottled water would account for 15 percent of all
U.S. beverage sales by 2007. And while bottled-water sales
ware erupting, the market share of carbonated soft drinks had
lost its fizz, remaining steady at around 28 percent.

{rase continues)



Given the rapid market growth rate and all ihe competi-
tion. Pepsi and Coca-Cola decided they had better promote
their products, just as they did their soft drinks. In 2001,
Pepsi launched & $14 million campaign showing how water
was a part of real people’s lives. Coca-Cola countersd with a
$20 million campaign that targeted women and usad the
tagline: *Treat yourself well. Everyday.”

Not to be outdane, Pepsi responded by more than dau-
bling its promotion budget ta $40 million in 2002. Includaed
in the advertising was a spot featuring Friends star Lisa
Kudrow. Lisa described how refreshing and mouthwatering
Aquafina was—emphasizing that it made no promises it
couldn’t keep. She described Agquafina as "Pure nothing.”
The ads featured the tagline: “We promise nothing.”

By 2003, the U.S. wholesale boltled-water market had
surged Lo $8.3 billion, up 6.7 percent from 2002. During that
same periad, wholesale sales of carbonated beverages
inched up only 1.5 percent to $45.7 billion. During 2003,
Pepsi spent $24 million on Aquafina’s advertising, while
Coke spent $19 million on Dasani's. Although these two
brands were number one and numhber two, respectively,
with 17.7 and #3 percenl market shares, all private-lahel
hrands combined took third place with o 10.4 percont mar-
ket ghare,

One Aguafina 2003 ad featured black-and-white images
of an artist, skier, and guitar player drinking the water and
carried the tapline “Aquafina. Purity Guaranteed.” In mid-
2004, Papsi altered its purity campaign with a new tagline,
“Drink more water.” One ad showed people partying at an
English pub and a German beer garden. Instead of drinking
beer, however, they were chugging Aquafina. Coke also had
an ad showing young people sipping Dasani at a nightelub.

HAVE ANDTHER ROUND

Ey 2006, the beverage market trends had intensified. Soda
sales were [zzling und botlled-waler sales were gushing. [n
2005, U.5. carbonated-soda volume declined for the first
time aver by .2 percent, and the drop was expected to triple
in 2606. The carbonated-soda category still reigned as the
king of all beverages, hoasting the top-selling brands and a
two-to-one margin over bottled waler. But analysts pre-
dicted that if rends continued, bottled water cauld overtake
sodas as early as 2013. .

Accurding to a beverage industry analyst, “The fastest-
growing products are the ones people view as healthier ar
better for you.” Indeed, in addition to bottled water, the cat-
sgortes of energy drinks, sports drinks, juices, and teas were
also experiencing rapid growth.

With market conditions so favorable, and Aquafina now
the ninth-best-selling beverage brand in the United States
(Dasani was number-ten, but Goke still ruled at number one),
Pepsi knew that it could not rest on its laurels. But how does
a company expand on water? Well, with more water of
cowrse. Brands and varieties of bottled water were popping
up at a mind-boggling rate. Spring water, mineral water, puri-

" fied water, sparkling water, flavored water, vitamin-enhanced
water, lightly carbonatad water—the bottled-water market
was fragmenting fast.
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In 2003, Pepsi and Coga-Cola both introduced vitamin-
enhanced waters with Aquaflina Essentials and Dasani
NufriWater. Both were quickly discontinued, but Pepsi was
not about to give up. It knew that it had to stay ahead of the
market. 5o in 2005, Pepsi created two brand extensions,
Aquafina Sparkling and Aquafina FlavorSplash. Both
braads slayed true to the healthy traits that were propelling
water sales {no calorics, carbs, or sugar). But Pepsi designed
each to satisfy different reeds within the market. Aquafina
Sparkling was carbonated, unswestened, and came in unfla-
vored and lightly Mavored wvarieties. Uy conlrast,
FlavorSplash was noncarbonated, sweetened with Splenda,
and had heavier doses of flavor, with Raspberry, Citrus
Blend, and Wild Berry varigties.

With Coke hot on its tail with the rarhonated Dasani
Sensations as well as various flavored Dasanis, Pepsi con-
tinued lo promole its brands heavily. It fielded a variety of
promeotional tactics. Aquafina hit the Internet, with ads
showing up on the MySpace main page and on cominercial
and personal dostination pages. Pepsi also invested in event
sponsorship. Aquafina became a masjor sponsor of the
Olympus Fashion Week in New York and the Mercedss-
Benz Fashion Week in Los Angeles. Il even ran a sweep-
slakes-style promotion offering an all-expense-paid wip ta
these fashion events. Pepsi also had Aquefina doing double
duty at indie film festivals, with significant sponsorship
presence at both Sundance and South By Southwest,

But Pepsi was not about to give up on television. Two
years after the successful launch of its "Drink More Water™
campaign, Pensi continued the water-induced jollity of the
original ads. In a remake of a scene from the cull classic
Animel House, a spot entitled “The Toga” had a John
Belushi look-alike vonvulsing to the song “Shoul,” per-
formed by the real Otis Day and the Knights. But the big
difference between the original movie and this frat-house
orgy of excess was that the parliers slammed shots of
Aguafina.

ARE THE COLA WARS DVER?
IFor decades, Pepsi fought to seil more cola than Coke. It
now appears that Pepsi may have willingly conceded the
number one cola honor ta Gake, Although it hase'l given up.
on keeping the Pepsi brand al a strong number two, it has
“been quietly taking another route to kicking Coke's can. Tn
fact, in December of 2005, PepsiCo surpassed Coca-Cela in
market capitalization for the first lime in the 108-year
rivalry. In the five previous years, PepsiCo’s stock had risen
by more than a third while Ceke’s had dropped by the same
amount,

What drove this changing of the guard? Without ques-
tion, one of the most significant factors is Pepsi’s lead in
growth categories, such as bottled water, “They were the
first to recognize that the consumer was moving to noncar-
bonated products, and they innovated aggressively,”
observed the agalyst. That noncarbonated beverages are
growing so rapidly bodes very well for Pepsl. Some 35 to 40
percent of its beverage sales are in noncarbonated cate-
gorles, as opposed to only 15 percent for Coca-Cola.
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But while Coca-Cala seems to be putting plenty of effort
into bottled water, it also may be overly confident in the
number one brand. When asked about the trend of sales for
carbonated and noncarbonated beverages, a Coca-Cola
spokesrnan insisted that the beverage giant is bucking the
trend. “Wre believe we continue to grow carbonated soft
drinks,” he said, noting that Coke's soda volume was up 1
percent in the fourth guarter of 2005, But whereas a small
increass in a huge, flat market might be one thing, a large
increase in expanding markets is quite another. Losing the
cola wars may be the best thing that ever happened to Pepsi.

Questions for Discussion

1. What markets should Pepsi target for Aquafina?

2, What recommendations would you make for advertis-
ing objectives, message shrategy, and message execution
for Aquafina?

3. What adveriising media recommendations would you
make for Aquafing, and how would you evaluaie the
effectiveness of those media and your adverlising?

4. What sales promoticn and public relations recommen-
dationg would you make for Aquafina?

5. What recommendations would you make for promoting
Aquafina Sparkling and FlavorSplash?

6, To what exten! is Aquafina’s sales prowth attributable
to advertising and promotion versus the growing
dynamics of the market?
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