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Responding to a Dynamic World

The field of marketing communications is ever-changing. Brand managers contin-
ually attempt to gain advantage over competitors and endeavor to achieve larger
market shares and profits for the brands they manage. Marketing communica-
tions, or marcom, is just one element of the marketing mix, but advertising, promo-
tions, marketing-oriented public relations, and other marcom tools perform
increasingly important roles in firms’ quests to achieve financial and nonfinancial
goals. Marcom practitioners are confronted with the rising costs of placing ads in
traditional advertising media (television, magazines, and so on) and are aggra-
vated by the ever-growing clutter when advertising in these media. For these rea-
sons, advertising and promotion budgets are beginning to shift away from
traditional media and toward the Internet, which in recent years has become an
important advertising medium both as a means of accessing difficult-to-reach
groups (such as college-age consumers) and in providing numerous options for
presenting advertising messages and promotional offers to these groups.

Marketing communicators realize now more than ever that their advertising,
promotion, and other marcom investments must be held financially accountable.
Companies continually seek more effective ways of communicating effectively
and efficiently with their targeted audiences. Marketing communicators are chal-
lenged to use communication methods that will break through the clutter, reach
audiences with interesting and persuasive messages that enhance brand equity
and drive sales, and assure that marcom investments yield an adequate return on
investment. In meeting these challenges, companies increasingly embrace a strat-
egy of integrated marketing communications whereby all marcom elements must
be held accountable for delivering consistent messages and influencing action.

Focus of the Text

Whether a student is taking this course to learn more about the dynamic nature of
this field or to make a career in advertising, promotions, or some other aspect
of marketing, Advertising, Promotion, and Other Aspects of Integrated Marketing Com-
munications will provide him or her with a contemporary view of the role and
importance of marketing communications. The text emphasizes the role of inte-
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grated marketing communications (IMC) in enhancing the equity of brands and
provides thorough coverage of all aspects of an IMC program: advertising, promo-
tions, packaging and branding strategies, point-of-purchase communications, mar-
keting-oriented public relations, word-of-mouth buzz creation, and event- and
cause-oriented sponsorships. These topics are made even more accessible in this
edition through expanded use of examples and applications. Appropriate academic
theories and concepts are covered in the text to provide formal structure to the illus-
trations and examples.

Advertising, Promotion, and Other Aspects of Integrated Marketing Communications
is intended for use in undergraduate or graduate courses in marketing communi-
cations, advertising, promotion strategy, promotion management, or other
courses with similar concentrations. Professors and students should find this book
substantive but highly readable, eminently current but also appreciative of the
evolution of the field. Above all, marketing communications practice in its varied
forms is blended with research and theory. Throughout its previous six editions,
this book has always attempted to balance its coverage by examining marketing
communications from both the consumer’s and marketer’s vantage points. This
edition, however, represents a slight shift of emphasis to focus more than ever on
managerial aspects of marketing communications. Business-to-business (B2B) ori-
ented marketing communications also receives greater attention in this edition
than before.

Changes and Improvements 
in the Seventh Edition

The seventh edition of Advertising, Promotion, and Other Aspects of Integrated
Marketing Communications reflects many changes beyond those described so far.
The entire textbook has been thoroughly updated and reflects the following
emphasis:

• The text provides state-of-the-art coverage of major academic literature and
practitioner writings on all aspects of marketing communications. These writ-
ings are presented at an accessible level to students and illustrated with copi-
ous examples and special inserts—Marcom Challenge vignettes, IMC Focus
boxes, and Global Focus inserts.
• Marcom Challenge—Each chapter opens with a factual anecdote that corre-

sponds with the thematic coverage of the chapter and serves to pique stu-
dents’ interest and illustrate the type of material to follow.

• IMC Focus—These features have been updated to further illustrate key
IMC concepts within each chapter by using real-company situations that
showcase how various aspects of marketing communications are put into
practice.

• Global Focus—These updated boxed features enhance the text’s global per-
spective and spotlight the international application of marcom principles.

• The text retains the same number of chapters (20) as in the sixth edition, but
some chapters have been substantially rewritten or rearranged to reflect a
more logical progression of material covered. The following updates and
improvements are reflected in this new edition:

• Chapter 1 expands its coverage of IMC fundamentals and also provides a
model of the marcom process that makes a useful framework for comprehend-
ing the strategic and tactical aspects of marketing communications.

• Marcom’s role in enhancing brand equity and influencing behavior receives
expanded coverage in Chapter 2. The most important addition to this chapter
is increased emphasis on achieving marcom accountability, including discus-
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sion of return on marketing investment and efforts to measure marcom effec-
tiveness.

• In view of the growing importance of ethical issues, Chapter 3 provides in-
depth coverage of ethical issues in marketing communications along with
marcom-related regulatory and environmental issues. This chapter is moved
front and center in this edition to better stress its importance.

• Chapters 4 through 6 focus on the fundamental marcom decisions that are
based on the marcom-process model introduced in Chapter 1. These chapters
include detailed coverage of marcom targeting (Chapter 4), positioning
(Chapter 5), and objective setting and budgeting (Chapter 6). Chapter 4
includes a thorough update of demographic facts and figures, Chapter 5 inte-
grates the coverage of positioning with fundamentals of consumer behavior
and the concept of meaning creation, and Chapter 6 augments discussion of
marcom budgeting.

• Chapter 7 combines material previously covered in two chapters that discusses
marcom’s role in facilitating product adoption and the importance of brand
naming and packaging.

• Chapter 8 is a new and unique chapter that explores the role of on- and off-
premises signage, out-of-home advertising, and point-of-purchase communi-
cations—all of which generally are neglected or receive minimal coverage in
most advertising and marcom texts.

• In its overview of advertising management, Chapter 9 examines the role of
messages, media, and measurement. Added coverage is given to the relation
between share of voice and share of market and the role of advertising elas-
ticity.

• Chapter 10 lays out the fundamentals and importance of advertising creativity,
and Chapter 11 then deals with the message and endorser factors that influ-
ence message processors’ motivation, opportunity, and ability to process ad
messages.

• Expanded and improved coverage of measures of advertising effectiveness is
the focus of Chapter 12.

• Chapter 13 provides detailed treatment of media planning and analysis.
Importantly, this chapter is presented before coverage of specific advertising
media, whereas in previous editions it was presented after that coverage. By
presenting the media planning and analysis material first, it is possible to
employ a common set of concepts, terms, and metrics in describing the specific
media covered in the chapters that follow.

• Chapters 14 (traditional ad media), 15 (Internet advertising), and 16 (other ad
media) offer in-depth coverage of all forms of advertising media. The material
is thoroughly updated with numerous applications and illustrations.

• Coverage of Internet advertising (Chapter 15) is greatly expanded and
updated in view of the profound changes that have transpired since the previ-
ous edition. This new chapter is especially current in its treatment of search
engine advertising, wireless forms of Internet advertising, and the role of
blogs and podcasts.

• Chapter 16 expands its coverage of other forms of ad media, including mate-
rial related to direct mail and database marketing, videogame advertising
(adver-gaming), brand placements in movies and TV programs, and cinema
advertising.

• Chapter 17 introduces sales promotions and covers trade-oriented promotions
in detail. However, the treatment of trade promotions is scaled back in com-
parison to the previous edition as it looks primarily at the most important and
troubling form of trade promotion: trade allowances.

• Chapters 18 and 19 deal with consumer-oriented forms of sales promotions.
Whereas all forms of consumer-oriented promotions were covered in a single
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chapter in the previous edition, these topics are included as two separate chap-
ters in the seventh edition. Chapter 18 covers only sampling and couponing,
and Chapter 19 examines all remaining forms of consumer promotions.

• Chapter 20 provides updated coverage of marketing-oriented public relations
along with event- and cause-oriented sponsorships.

A Premier Instructional Resource
Package

The resource package provided with Advertising, Promotion, and Other Aspects of
Integrated Marketing Communications, seventh edition, is specifically designed to
meet the needs of instructors facing a variety of teaching conditions and to
enhance students’ experience with the subject. We have addressed both the tradi-
tional and the innovative classroom environments by providing an array of high-
quality and technologically advanced items to bring a contemporary, real-world
feel to the study of advertising, promotion, and integrated marketing communica-
tions.

• Instructor’s Manual. This comprehensive and valuable teaching aid includes
the Resource Integration Guide, a list of chapter objectives, chapter sum-
maries, detailed chapter outlines, teaching tips, and answers to discussion
questions. The Instructor’s Manual for this edition is revised by Laurie A. Babin
of the University of Southern Mississippi.

• Test Bank. The Test Bank, also revised by Laurie A. Babin, provides testing
items for instructors’ reference and use. It has been thoroughly revised and
contains over 1,500 multiple-choice, true/false, and essay questions in varying
levels of difficulty.

• ExamView™ Testing Software. ExamView is a computerized testing program
that contains all of the questions in the printed test bank. ExamView™ Testing
Software is an easy-to-use test creation software compatible with Microsoft
Windows. Instructors can add or edit questions, instructions, and answers,
and select questions by previewing them onscreen; select them randomly, or
select them by number. Instructors can also create and administer quizzes
online, whether over the Internet, a local area network (LAN), or a wide area
network (WAN).

• PowerPoint Presentation CD. This edition includes an updated and improved
PowerPoint presentation. The presentation contains award-winning Clio
video clips, numerous still pictures, and animations. This powerful software is
easily adaptable for instructors who wish to introduce additional material. The
presentation covers all of the material found in the textbook in addition to out-
side supplemental examples and materials from various media.

• Video Package. The video package provides a relevant and interesting visual
teaching tool for the classroom. Each video segment gives students the oppor-
tunity to apply what they are learning to real-world situations and enables
instructors to better illustrate concepts. Companies such as Timberland, Tower
Records, Pfizer, and Radio Shack are featured.

• Clio Awards Videos. These award-winning video clips on DVDs are designed
to show students how advertising works in the real world, and shows creative
examples of advertising worldwide.

• JoinIn™ on TurningPoint. JoinIn on TurningPoint is the only classroom
response software tool that gives you true PointPoint integration. With JoinIn,
you are no longer tied to your computer . . . you can walk about your class-
room as you lecture, showing slides and collecting and displaying responses
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with ease. There is simply no easier or more effective way to turn your lecture
hall into a personal, fully interactive experience for your students. If you can
use PowerPoint, you can use JoinIn on TurningPoint!

Comprehensive Web Site

Visit the text Web site at http://shimp.swlearning.com to find instructor’s support
materials and study resources to help students practice and apply the concepts
they learned in class.

Instructor Resources
• Downloadable Instructor’s Manual files available in Microsoft Word and

Adobe Acrobat format.
• Downloadable PowerPoint Presentations prepared by Elizabeth Hurley of

Editors, Inc. (Available for download without embedded videos only.)
• A Resource Integration Guide helps instructors coordinate all of the print and

online resources available for each chapter to help in their teaching and to
facilitate their students’ coursework.

• The Business & Company Resource Center provides online access to a wide
variety of global business information including current articles and business
journals, detailed company and industry information, investment reports,
stock quotes, and much more. Unlike other online resources, this comprehen-
sive database offers ever-changing research results, providing accurate and
up-to-date company and industry intelligence for thousands of companies.
View a guided tour of the Business & Company Resource Center at http://
bcrc.swlearning.com. For college and university adopters only.

Student Resources
Product Support Site (http://shimp.swlearning.com)
• Online Interactive quizzes for each chapter are available to those students

who would like extra study material.  After each quiz is submitted, automatic
feedback tells the students how they scored and what the correct answers are
to the questions they missed. Students are then able to email their results
directly to their instructor.

• Flashcards pulled from the key terms in the text help students study the
vocabulary covered in the text.

1pass™
Simplify your lives with 1pass, a single point of access to all the text’s media
resources. 1pass provides students with the ability to access a wide range of media
using a single, personalized username and password—no more multiple URLs
and login information to remember! Shimp 1pass at http://1pass.thomson.com
includes access to Shimp Xtra! and Business & Company Resource Center (BCRC).

• Shimp Xtra! (http://shimpxtra.swlearning.com)
This interactive product provides additional support for students and special
insights into the field of advertising that are not offered in the main text.
Components include: Xtra! Quizzing designed to prepare students for exams;
award-winning Clio video clips designed to show students how advertising
works in the real world with the creative examples of advertising worldwide;
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PowerPoint slides; and other materials.  Shimp Xtra! is provided at no charge
with the purchase of a new textbook.  Used book buyers can purchase access
by visiting http://shimpxtra.swlearning.com.

• Business & Company Resource Center (http//bcrc.swlearning.com)
The Business & Company Resource Center provides online access to a wide
variety of global business information including current articles and business
journals, detailed company and industry information, investment reports,
stock quotes, and much more. Unlike other online resources, this comprehen-
sive database offers ever-changing research results, providing accurate and
up-to-date company and industry intelligence for thousands of companies.
View a guided tour of the Business & Company Resource Center at http://
bcrc.swlearning.com.

Get Started Today at http://1pass.thomson.com! 
If an access card came with this book, you can start using many of these resources
right away by following the directions on the card.

http://shimpxtra.swlearning.com
http://bcrc.swlearning.com
http://bcrc.swlearning.com
http://1pass.thomson.com!
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CHAPTER 1

Overview of Integrated
Marketing Communications and

the Marcom Process

CHAPTER 2

Marcom’s Challenges:
Enhancing Brand Equity,

Influencing Behavior, and Being
Accountable

CHAPTER 3

Ethical, Regulatory, and
Environmental Issues in

Marketing Communications

Part One introduces students to the fundamentals of inte-
grated marketing communications (IMC). Chapter 1 overviews
IMC and discusses the importance of marketing communi-
cations (marcom). The chapter emphasizes the need for inte-
grating the various marketing communication elements (adver-
tising, sales promotions, event marketing, etc.) rather than
treating them as separate and independent tools. The payoff
from an IMC approach is synergy—multiple tools working
together achieve more positive communication results than do
the tools used individually. The chapter describes five key IMC
features: (1) the customer is the starting point for all marcom
decisions; (2) brand managers and their agencies should be
amenable to using various marcom tools; (3) multiple mes-
sages delivered by different marcom tools must be unified; (4)
the objective is to build relationships with customers; and (5)
marcom’s ultimate objective is to affect customer behavior.

A model of the marcom decision-making process also is
introduced in Chapter 1. This integrative framework postulates
the marcom program as consisting of a set of fundamental
decisions (about targeting, positioning, etc.) and a series of
implementation decisions that determine program outcomes
with regard to enhancing brand equity and affecting behavior.
The final model component is program evaluation, which
entails measuring the results of communications activities,
providing feedback, and taking corrective action.

Chapter 2 explains how IMC enhances brand equity, influ-
ences behavior, and achieves accountability. A brand equity
model conceptualizes brand equity from the customer’s per-
spective and shows how equity is enhanced by elevating brand
awareness and creating brand associations. It is explained that
marcom’s eventual challenge is to influence customer behavior
and to ultimately affect a brand’s sales volume and revenue,
and the return on marketing investment, or ROMI is discussed.

Chapter 3 provides a critical transition between the first two
chapters and subsequent chapters. It is important that ethical,
regulatory, and environmental issues be examined so as to fully
appreciate that marketing communicators operate under con-
straints that limit certain actions yet ultimately benefit free
markets and the businesses and customers who participate in
them. The ethical issues discussed included targeting vulnerable
groups, deceptive advertising, and other types of unethical
marcom practices. Also covered are governmental regulations,
industry self-regulation of marcom practices and environmental
issues relevant to marcom decisions are explored.

PART 1

Integrated Marketing 
Communications: Processes, 
Brand Equity, and the 
Marcom Environment



the Buick line of vehicles. A series of five-minute films

featuring this famous golfer were available at Buick’s

Web site (http://www.buick.com). With a 30-second

commercial that was widely aired on network and cable

stations, Buick encouraged consumers to visit its Web

site. Visitors to the site were able to enter a contest

that provided winners an opportunity

to play a round of golf

with Tiger Woods

and a chance to

win a Rainier vehicle.

Only two months after

initiating this program, two million

unique visitors were drawn to Buick’s Web site, aware-

ness of the Rainer SUV increased by 70 percent, and

positive perceptions of Buick rose by 122 percent.1

Marcom in a B2B Environment. According to a

recent study, four out of five B2B marketers use some

form of integrated marketing communications. In fact,

over three-fourths of those firms using integrated cam-

paigns employ three or more different communication

elements, such as, for example, using a magazine

advertising campaign along with TV advertising, an

online presence, and a direct mail program.2

An integrated communications program under-

taken by General Electric (GE) illustrates a successful

B2B application of integrated marketing communi-

cations.3 To raise awareness of GE’s products beyond

its well-known lighting and appliance offerings, GE

CHAPTER 1

Overview of Integrated
Marketing Communications
and the Marcom
Process

All firms employ marketing communications to one

degree or another, and it doesn’t matter whether their

efforts are directed at people like you and me in our

day-to-day consumption activities or focused on other

businesses. In short, marketing communications play

an important role for all companies. This vignette pro-

vides examples of two integrated

marketing communications

programs, the first in a

business-to-consumer

(B2C) context and the

second in a business-to-

business (B2B) environment. Though

most readers of this text are thoroughly acquainted

with B2C applications by virtue of frequent exposure to

advertisements and other forms of marketing communi-

cations, relatively few have acquired experience in B2B

situations. Hence, it is important to appreciate at the out-

set that marcom concepts and practices are applicable

universally, regardless of the type of organization

involved.

Marcom in a B2C Context. When Buick introduced

its Rainier sports utility vehicle (SUV), it needed a mar-

keting communications program that would create

awareness for the Rainier and enhance the image of

the Buick name. These tasks were accomplished with an

integrated program combining online and TV adver-

tising along with appealing sales promotions. The job

was made easier by hiring Tiger Woods as endorser of

Marcom Challenge: 
B2C and B2B Applications 

of IMC

http://www.buick.com


initiated an integrated campaign titled “Imagination at

Work” to establish that it also is successful in producing

wind power, security systems, and jet engines, among

other products. Working with its advertising agency

(BBDO New York), GE’s objective was to increase aware-

ness that GE is a company that does more than manu-

facture lightbulbs and appliances. Using a combination

of TV, print (magazine ads in business publications such

as BusinessWeek, Forbes, and Fortune), and online

advertising, GE and its ad agency undertook an inten-

sive campaign to improve businesspeople’s understanding

of GE’s diverse product offerings. For example, a clever

TV advertisement dramatically illustrated that GE produces

jet engines by showing a vintage Wright Brothers-era

airplane equipped with a modern GE jet engine.

C H A P T E R  O B J E C T I V E S
After reading this chapter you should be able to:

1
Introduce the topic of marketing communications

(marcom) and identify the tools 
used by practitioners.

2
Describe the philosophy and practice 

of integrated marketing communications (IMC).

3
Present the five key features of IMC.

4
Identify obstacles to implementing IMC.

5
Introduce a framework that illustrates 
the activities involved in developing 

an integrated communications program.

6
Distinguish some of the important trade associations

in the marcom field.
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4 Part 1: Integrated Marketing Communications and Its Role in Brand-Equity Enhancement

JOB OUTLOOK

A National Association of

Colleges and Employers survey

found that starting salaries for

marketing majors graduating

in 2003 averaged $34,038;

starting salaries for advertising

majors averaged $29,495, but

salaries for experienced analysts

and managers range from

$65,000 into the six figures.

(Occupational Outlook Hand-

book, 2004–05 Edition, U.S.

DOL, http://www.bls.gov/

oco/home.htm)

The integrated campaign, which was conducted in Europe as well as in the
United States, was fabulously successful in changing perceptions about GE. Post-
campaign research revealed that perceptions of GE as an innovative company
increased by 35 percent, opinions of GE as offering high-tech solutions increased
by 40 percent, and perceptions of GE as being dynamic increased by 50 percent. By
any standard, this was a successful integrated campaign that combined multiple
communication elements to positively alter perceptions of GE.

The Nature of Marketing
Communications

Marketing communications is a critical aspect of companies’ overall marketing
missions and a major determinant of their successes or failures. The importance of
the marketing communications component of the marketing mix has increased
dramatically in recent decades. Indeed, it has been claimed that marketing and
communications are virtually inseparable.4 All organizations—whether firms
involved in B2B exchanges, companies engaged in B2C marketing, or organiza-
tions delivering not-for-profit services (museums, symphony orchestras, charitable
organizations, etc.)—use various forms of marketing communications to promote
their offerings and achieve financial and nonfinancial goals.

The primary forms of marketing communications include traditional mass
media advertising (TV, magazines, etc.); online advertising (Web sites, opt-in
e-mail messages, text messaging, and so on); sales promotions (such as samples,
coupons, rebates, and premium items); store signage and point-of-purchase
communications; direct-mail literature; marketing-oriented public relations and
publicity releases; sponsorships of events and causes; presentations by salespeo-
ple; and various collateral forms of communication devices. (See Table 1.1 for a
listing of various marketing communication elements.) Collectively, these com-
munication tools and media constitute what traditionally has been termed the pro-
motion component of the marketing mix. (You will recall from your introductory
marketing course that the so-called marketing mix includes four sets of interre-
lated decision areas: product, price, place, and promotion.) Although the “4P” charac-
terization has led to widespread use of the term promotion for describing commu-
nications with prospects and customers, the term marketing communications is
preferred by most marketing practitioners as well as by many educators. In this
text we use marketing communications to refer to the collection of advertising, sales
promotions, public relations, event marketing, and other communication devices;
comparatively, we reserve promotions as a shorthand reference to sales promo-
tions. The text devotes coverage to all of these topics except personal selling,
which is a subject that is better treated in a stand-alone course devoted exclusively
to that topic.

Marketing Communications at the Brand Level
Marketing communicators in their various capacities (as advertisers, sales promo-
tion specialists, salespeople, public relations professionals, etc.) develop and
deliver messages regarding different types of marketing topics: products, services,
stores, events, and even people. Although these terms capture different forms of
marketing foci, one term will suffice as a summary means for describing all forms
of marketing focus. That term is brand. The Buick Rainier is a brand. So are Red
Bull, Evian, Guinness, McDonald’s, Levi’s, Motorola, Sony, Intel, Microsoft,
MasterCard, Amazon.com, Kodak, IBM, Dell, Honda, Mercedes-Benz, and the list
goes on. The point that deserves particular emphasis is that most marketing com-
munications occurs at the brand level.
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SOURCE: Adapted from Figure 1 in Kevin Lane Keller, “Mastering the Marketing Communications Mix: Micro and Macro
Perspectives on Integrated Marketing Communication Programs,” Journal of Marketing Management, 2001, 17, 823–851.

Table 1.1

The Tools of Marketing
Communications

1. Media Advertising
• TV
• Radio
• Magazines
• Newspapers

2. Direct Response and
Interactive Advertising
• Direct mail
• Telephone solicitation
• Online advertising

3. Place Advertising
• Billboards and bulletins
• Posters
• Transit ads
• Cinema ads

4. Store Signage and Point-
of-Purchase Advertising
• External store signs
• In-store shelf signs
• Shopping cart ads
• In-store radio and TV

5. Trade- and Consumer-
Oriented Promotions
• Trade deals and buying

allowances
• Display and advertising

allowances
• Trade shows
• Cooperative

advertising
• Samples
• Coupons
• Premiums
• Refunds/rebates
• Contests/sweepstakes
• Promotional games
• Bonus packs
• Price-off deals

6. Event Marketing and
Sponsorships
• Sponsorship of 

sporting events
• Sponsorship of arts,

fairs, and festivals
• Sponsorship of causes

7. Marketing-Oriented
Public Relations and
Publicity

8. Personal Selling

Discussion throughout this text focuses on brand-level marketing communica-
tions. It is critical for students to fully appreciate that the term brand is a conve-
nient (and appropriate) label for describing any object of concerted marketing
efforts. It could be a product, a service, a retail outlet, a media company, or even a
person.

A well-known and respected brand is an invaluable asset. Brands perform a
critical strategic role by providing a key means for differentiating one company’s
offering from those of competitive brands. From the consumer’s perspective,
respected brands offer an assurance of consistent performance and provide a sig-
nal of whatever benefits consumers seek when making purchase decisions in par-
ticular product categories. More than this, a brand is a covenant with the con-
sumer whereby the mere mention of the name triggers expectations about what
the brand will deliver in terms of quality, convenience, status, and other critical
buying considerations.5 Consider what a senior marketing executive at Procter &
Gamble (P&G)—historically one of the world’s best marketing organizations—
has to say about the roles performed by several of P&G’s respected brands:

When you [the consumer] have a brand like Tide [detergent], you don’t have to think a lot
about it. You know that it’s going to give you the best performance, the best value and get
the job done without question. Great brands bring an element of simplicity to what is a
very complex world. I believe as strongly as I possibly could that we’re [i.e., P&G] going to
be selling Tide and Crest and Pampers and Folgers and Downy 50 years from now, and
they’re going to be bigger and better than they are today.6

The Integration of Marketing
Communications

Mountain Dew is a well-known brand that is consumed by millions of predomi-
nately young consumers. On the market for more than 30 years, Mountain Dew
is positioned as a brand that stands for fun, exhilaration, and energy—FEE for
short. Brand managers have been consistent over time and across communication



media in maintaining the FEE theme that represents the brand’s core meaning—
its positioning. Various advertising media, event sponsorships, and consumer
promotions have been employed over the years to trumpet the brand’s core mean-
ing. Advertisements placed during the Super Bowl, which reaches in excess of 90
million people, as well as local TV and radio spots, are used to appeal to the
brand’s primary and secondary targets. Event sponsorships provide a major com-
munication medium for Mountain Dew, which has sponsored leading alternative
sports competitions such as ESPN’s X Games and NBC’s Gravity Games. In addi-
tion to these prominent sponsorships, Mountain Dew also hosts a variety of
smaller events that draw audiences as small as 5,000 people. Appealing giveaway
items (T-shirts, videos, branded snowboards and mountain bikes, etc.) are distrib-
uted at these events to generate excitement and foster positive connections
between the Mountain Dew brand and its loyal consumers.

Much of Mountain Dew’s success over the years is attributable to its brand
managers having dedicated themselves to presenting consistent messages about
the brand, both over time and across communication media. By contrast, many
companies treat the various communication elements—advertising, sales promo-
tions, public relations, and so on—as virtually separate activities rather than as
integrated tools that work together to achieve a common goal. Personnel respon-
sible for advertising sometimes fail to adequately coordinate their efforts with
individuals in charge of sales promotions or publicity. The lack of integration was
more prevalent in the past than currently, but many brands still suffer from poorly
integrated marketing communications programs.

Current marketing philosophy holds that integration is absolutely imperative
for success. Integrated marketing communications, or simply IMC, is the philosophy
and practice of carefully coordinating a brand’s sundry marketing communica-
tions elements. The logic underlying integration seems so crystal clear and com-
pelling that the student may be wondering: Why is this such a big deal? Why
haven’t firms practiced IMC all along? Why is there reluctance to integrate? Good
questions, all, but what sounds reasonable in theory is not always easy to put into
practice.7 Organizations traditionally have handled advertising, sales promotions,
point-of-purchase displays, and other communication tools as virtually separate
practices because different units within organizations have specialized in separate
aspects of marketing communications—advertising, or sales promotions, or public
relations, and so on—rather than having generalized knowledge and experience
with all communication tools. Furthermore, outside suppliers (such as advertising
agencies, public relations agencies, and sales promotion agencies) also have
tended to specialize in single facets of marketing communications rather than to
possess expertise across the board.

There has been a reluctance to change from this single-function, specialist model
due to managerial parochialism (e.g., advertising people sometimes view the world
exclusively from an advertising perspective and are blind to other communication
traditions) and for fear that change might lead to budget cutbacks in their areas of
control (such as advertising) and reductions in their authority and power.
Advertising, public relations, and promotion agencies also have resisted change due
to reluctance to broaden their function beyond the one aspect of marketing commu-
nications in which they have developed expertise and built their reputations.

However, in recent years a number of advertising agencies have expanded
their roles by merging with other companies or creating new departments that
specialize in the growth areas of sales promotions, marketing-oriented public rela-
tions, event sponsorship, and direct marketing. Many firms, including suppliers
of marketing communication services, along with their brand-manager clients,
have increasingly adopted an integrated approach to their communication activi-
ties.8 Although IMC received its primary initial acceptance by manufacturers of
consumer packaged goods, the practice has also been adopted by numerous retail
and service marketers.9
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Skeptics have suggested that IMC is little more than a management fashion
that is short lived,10 but evidence to the contrary suggests that IMC is not fleeting
but rather has become a permanent feature of the marketing communications
landscape around the world and in many different types of marketing organiza-
tions.11 As an IMC pioneer describes it, “Integration just plain makes sense for
those planning to succeed in the 21st century marketplace. Marketers, communica-
tors, and brand organizations simply have no choice.”12 In the final analysis, the
key to successfully implementing IMC is that brand managers, who represent the
client side, must closely link their efforts with outside suppliers of marketing com-
munications services (such as ad agencies), and both parties must be committed to
assuring that all communication tools are carefully and finely integrated.13

Although there is movement toward increased implementation of IMC, not all
brand managers or their firms are equally likely to have adopted IMC. In fact,
experienced managers are more likely than novice managers to practice IMC.
Firms involved in marketing services (rather than products) and B2C (versus B2B)
companies are more likely to practice IMC. More sophisticated companies also are
likely adherents to IMC.14 All said, though achieving integration is easier said than
done, it is a goal worth pursuing.15

What Exactly Is IMC?
Proponents of IMC have provided slightly different perspectives on this man-
agement practice. Not all educators or practitioners are in perfect agreement
regarding the precise meaning of IMC. Notwithstanding these differences, a work-
ing definition is in order. The following definition reflects this text’s position on the
topic.

IMC is a communications process that entails the planning, creation, integration, and
implementation of diverse forms of marcom (advertisements, sales promotions, publicity
releases, events, etc.) that are delivered over time to a brand’s targeted customers and
prospects. The goal of IMC is ultimately to influence or directly affect the behavior of the
targeted audience. IMC considers all touch points, or sources of contact, that a cus-
tomer/prospect has with the brand as potential delivery channels for messages and makes
use of all communications methods that are relevant to customers/prospects. IMC requires
that all of a brand’s communication media deliver a consistent message. The IMC process
further necessitates that the customer/prospect is the starting point for determining the
types of messages and media that will serve best to inform, persuade, and induce action.16

The Payoff from IMC: The Value of Synergy
We will shortly identify the key aspects of IMC that are contained in the foregoing
definition. First, however, it will be useful to examine the “bottom line” of IMC.
What is the payoff from using multiple communication tools and developing con-
sistent, integrated messages? The payoff is that by closely integrating multiple
communication tools and media, brand managers achieve synergy—that is, mul-
tiple methods in combination with one another yield more positive communication
results than do the tools used individually. This value of synergy was illustrated in
a study of Levi Strauss’ Dockers brand of khaki pants.17 Using sophisticated analyt-
ical techniques, researchers determined that the use of both TV and print adver-
tisements produced a synergistic effect on sales of pants that was significantly
additional to the individual effects of each advertising medium. Another study
demonstrated that TV and online advertising used in conjunction produced posi-
tive synergistic effects that were additional to each medium’s individual effects. TV
and online advertising used together produced more attention, more positive
thoughts, and higher message credibility than did either medium alone.18
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Key IMC Features
Though the preceding definition of IMC is long-winded and certainly not worth
committing to memory, inherent in the definition are several essential features that
provide the philosophical foundation for this practice. These features are listed in
Table 1.2 and require detailed discussion hereafter. It is important to note before
proceeding that these elements are interdependent and that there is no particular
order of importance suggested by the listing in Table 1.2. It also is essential that
students recognize that all five features are critical to both understanding the
philosophy of IMC and appreciating what must be accomplished to implement
this philosophy into practice. These five features do merit commitment to memory.

1. The Customer Represents the Starting Point for All Marketing
Communications Activities. An initial key feature of IMC is that the process
should start with the customer or prospect and then work back to the brand commu-
nicator in determining the most appropriate messages and media for informing,
persuading, and inducing customers and prospects to act favorably toward the
communicator’s brand. The IMC approach avoids an “inside-out” approach (from
company to customer) in identifying communication vehicles and instead starts
with the customer (“outside-in”) to determine those communication methods that
will best serve the customers’ information needs and motivate them to purchase
the brand.

The point of this feature is that brand managers and their agencies should not
restrict themselves to only one or a select number of communication media.
Rather, the IMC mind-set calls for considering any of numerous options that
might be appropriate for reaching and influencing any particular target audience.
Moreover, the communication media that are best for any one brand and its target
audience are not necessarily best for another brand/target audience combination.
Additionally, the best communication media at the present time in light of the
competitive environment will not necessarily be the best media in subsequent
periods. In short, brand managers and agencies that practice IMC must be nimble
and avoid a one-size-fits-all solution to marketing communications problems.
This can be accomplished by using the customer’s information needs as the touch-
stone for all marketing communication decisions rather than using past practice
or management preference as the default option when selecting communications
methods and media. The most important question to pose is this: “what is the
communications supposed to do or accomplish?”19 The choice of appropriate mar-
keting communications tools and media naturally flows from the answer to this
key question.

2. Brand Managers and Their Agencies Should Be Amenable to
Using Various Marketing Communication Tools. This second element nat-
urally extends from the first and its emphasis on starting with the customer. To
fully appreciate this second key feature of IMC, it will be useful to draw an anal-
ogy between the tools available to marketing communicators (advertising, sales
promotions, sponsorships, etc.) and those used by people in craft industries
such as carpentry, plumbing, and automobile repair. Each of these craftsmen pos-
sesses a toolbox that is filled with a variety of tools. Consider, for example, a car-

Table 1.2

Five Key Features 
of IMC

1. Start with the customer or prospect.

2. Use any form of relevant contact or touch point.

3. Speak with a single voice.

4. Build relationships.

5. Affect behavior.
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penter’s toolbox, which contains items such as hammers, pliers, screwdrivers,
drills, sanding equipment, and so on. When given a new construction or repair
job, carpenters turn to those tools that are most appropriate for the task at hand. In
other words, some tools are more appropriate for particular purposes than are
others. A carpenter can pound a nail with the blunt end of a screwdriver, but
a hammer can do the job more efficiently. Such is the case with marketing commu-
nications: not all tools (again, advertising, sales promotions, sponsorships, etc.)
are equally effective for all jobs. Rather, a truly professional marketing communi-
cator selects those tools that are best for the job. The toolbox metaphor is a good
way of thinking about what a professional marketing communicator must do—
namely, carefully select those tools that are most appropriate for the communications
objective at hand.

Stated in somewhat different terms, practitioners of IMC need to be receptive
to using all forms of touch points, or contacts, as potential message delivery chan-
nels. Touch point and contact are used here as interchangeable terms to mean
any message medium capable of reaching target customers and presenting the
brand in a favorable light. The key feature of this IMC element is that it reflects
a willingness on the part of brand communicators to use any communication out-
lets (i.e., touch points or contacts) that are appropriate for reaching the target
audience. Marketing communicators who practice this principle are not pre-
committed to any single medium or subset of media. Rather, the challenge and
related opportunity are to select those communication tools that are best at
accomplishing the specific objective that has been established for the brand at
a particular point in time. In many respects this amounts to surrounding present
or prospective customers with the brand message at every possible opportunity
and allowing them to use whatever information about the brand they deem most
useful.20 An established advertising practitioner has referred to this as “360-degree
branding,” a phrase suggesting that brand messages should be everywhere the
target audience is.21

Brand message touch points include a virtually endless list of possibilities.
Consider the following illustrations:

• Brand managers at Procter & Gamble placed the Tide detergent logo on napkin
dispensers in pizza shops and cheesesteak shops in Boston and Philadelphia.
These napkin dispensers held napkins imprinted with the Tide logo and the
message “Because napkins are never in the right place at the right time.”

• Jell-O pudding was promoted by affixing stickers with the Jell-O name to
bananas—one product (bananas) was used as a contact channel for reaching
consumers about another (Jell-O).

• In New York City, ads are placed on large vinyl sheets that cover scaffolding at
construction sites. These ads sometimes extend for an entire city block and
serve to convey the advertiser’s message in prominent and dramatic fashion.

• To promote its television miniseries Traffic, USA Network distributed to
patrons in select bars located in major U.S. cities dollar bills affixed with the
miniseries name. (See Figure 1.1.)

• Germany’s Puma brand of ath-
letic footwear promoted itself
during soccer’s World Cup hosted
in Japan by spotlighting its new
brand of Shudoh soccer cleats at
sushi restaurants in major cities
around Asia and Europe. The
shoes were encased in stylish dis-
plays made of bamboo and glass
and placed on tables at sushi
restaurants.22
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A Unique Contact Method
for USA Network



• Hershey Foods Corp., makers of Hershey’s Kisses among many
other items, has designed a huge display rising 15 stories high in
New York City’s Times Square district. The huge structure features
thousands of chasing lights, multiple steam engines, 380 feet of neon
lighting, and a moving message board. This huge exposure in a
highly trafficked area has been described as a “massive advertise-
ment that is difficult to miss and impossible to zap.”23

• BriteVision Media has designed a unique touch point in the form of
advertisements on coffee sleeve insulators that are used to protect
coffee drinkers from burning their hands. (See Figure 1.2.)

• Mountain Dew, in a particularly clever effort to reach teenagers, who
are difficult to contact via traditional mass media, used beepers to
transmit messages every week for a six-month period to over 250,000
teenagers. As reward for giving their attention to Mountain Dew’s
messages, teens had an opportunity to win desirable products such
as Burton snowboards, Killer Loop sunglasses, and other items.24

• The power and scope of the Internet is an especially appealing
venue for touching both customers (in B2B marketing) and con-
sumers (in B2C marketing). Coca-Cola, for example, has success-
fully used the Internet to reach youthful consumers. When youth in
England, Austria, and other European countries want to legally
download music, they can turn to mycokemusic.com (http://
mycokemusic.com) and select from up to 250,000 available tracks.

Individuals can mix their own tracks and pay about 99 pence (equal to about
$1.84 at the time of this writing) per track or as little as 69 pence ($1.28) when
buying songs in bundles. A senior analyst at Forrester Research, a research
firm that studies the Internet, expressed the view that “this is a way of making
brands like Coca-Cola more hip and a way of connecting with younger con-
sumers . . . It might not make Coca-Cola lots of money, but it’s a way of getting
the Coke name out there.”25

• Marketers of Hollywood movies have experienced a dramatic increase in the
cost of promoting new flicks. Though TV represents a major medium for intro-
ducing consumers to new movies and exciting them about going to the theater,
movie marketers have sought cheaper touch points to augment television
advertising. Twentieth Century Fox devised a creative solution to movie mar-
keting by partnering with the owner of 125 shopping malls. Under an exclu-
sive deal, new movies from Twentieth Century Fox are advertised on huge
banners in mall garages, on tray liners in restaurants, and elsewhere in malls.
Mall marketing of new movies provides a means of reaching teens and young
adults who are difficult to reach by traditional advertising media.26

The foregoing illustrations have made it clear that adherents to IMC are not
tied to any single communication method (such as mass media advertising) but
instead use whatever touch points and contact methods best enable the communi-
cator to deliver brand messages to targeted audiences. The IMC objective is to
reach the target audience efficiently and effectively using whatever touch points
are most appropriate. Television advertising, for example, may be the best
medium for contacting the audience for some brands in some situations, while
less traditional (and even unconventional) contact methods may best serve other
brands’ communication and financial needs. The chairman and chief executive
officer of Young & Rubicam, a major Madison Avenue ad agency, succinctly yet
eloquently captured the essence of the foregoing discussion when stating, “At the
end of the day, we [i.e., marcom agencies] don’t deliver ads, or direct mail pieces,
or PR and corporate identity programs. We deliver results.”27

Many brand managers have concluded that traditional mass media advertising
often is too costly and ineffective. In fact, the advertising industry is experiencing
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fierce criticism and is in the throes of major change due to the fact that many mar-
keters consider traditional advertising, especially network television, too frag-
mented and excessively expensive—not to mention the threat of personal video
recorders of the TiVo variety, which have reduced consumers’ exposure to adver-
tisements inasmuch as skipping commercials is possible with this technology.28

Hence, professional communicators must be receptive to using whatever touch
points are most efficient and effective for accomplishing the job. For a final example
of an alternative type of touch point, see the Global Focus.

3. Multiple Messages Must Speak with a Single Voice. Inherent in the
philosophy and practice of IMC is the demand that a brand’s assorted communi-
cation elements (advertisements, point-of-purchase signage, sales promotions,
event sponsorships, etc.) must all strive to present the same message and convey
that message consistently across diverse message channels, or points of contact.
Marketing communications must, in other words, speak with a single voice.
Coordination of messages and media is absolutely critical to achieving a strong
and unified brand image and moving consumers to action.29

The failure to closely coordinate all communication elements can result in dupli-
cated efforts or—worse yet—contradictory brand messages. A vice president of
marketing at Nabisco fully recognized the value of speaking with a single voice
when describing her intention to integrate all the marketing communication con-
tacts for Nabisco’s Oreo brand of cookies. This executive captured the essential
quality of “single voicing” when stating that, under her leadership, “whenever con-
sumers see Oreo, they’ll be seeing the same message.”30 A general manager at Mars,
Inc., maker of candy products, expressed a similar sentiment when stating, “We
used to look at advertising, PR, promotion plans, each piece as separate. Now every
piece of communication from package to Internet has to reflect the same message.”31

In general, the single-voice principle involves selecting a specific positioning
statement for a brand. A positioning statement is the key idea that encapsulates
what a brand is intended to stand for in its target market’s mind and then consis-
tently delivers the same idea across all media channels. IMC practitioners, such as
Oreo’s vice president of marketing and Mars, Inc.’s general manager, know it is
critical that they continually convey the same message on every occasion where
the brand comes into contact with the target audience. A framework presented
later in the chapter will further discuss the important role of positioning, and
Chapter 5 will cover the topic of positioning in detail as it applies in an adver-
tising context. It is important to note that some marketers rail against the idea
that a brand should have a single positioning. Indeed, the IMC Focus presents an
alternate view, termed “brand journalism,” that was propounded by food giant
McDonald’s global chief marketing officer.

Baby Carriages as Touch Points

An outdoor media company in Denmark devised a creative way to
reach consumers with advertising messages. The company gives
parents of newborn babies free use of high-quality baby carriages
(a.k.a. buggies). However, as always, there is no free 
lunch: parents receive free buggies only by 
agreeing to have a corporate sponsor’s 
name applied to the side of the car-
riage. Advertisers pay a one-time 
fee of $750 per baby carriage to 
have their corporate or brand names 
displayed. When accepting the free baby 
carriage deal, parents also agree to have their names 

and addresses 
released to companies 
that market baby products and  

services. From the advertiser’s perspective, there 
would seem to be little downside to this 

form of advertising unless carriages 
displaying their logos are wheeled 

around by people whose character-
istics fail to match the sponsor’s 

desired image.

SOURCE: Adapted from Gerard O’Dwyer, Advertising Age, August 19, 2002, 27.
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4. Build Relationships Rather Than Engage in Flings. A fourth charac-
teristic of IMC is the belief that successful marketing communication requires
building relationships between brands and their consumers/customers. A rela-
tionship is an enduring link between a brand and its customers.32 It can be argued,
in fact, that relationship building is the key to modern marketing and that IMC is
one of the keys to relationship building.33 Successful relationships between cus-
tomers and brands lead to repeat purchasing and perhaps even to loyalty toward
a brand. The importance of relationship building has spawned the growth of an
entire industry of consultants and software suppliers who are involved in the
practice of customer relationship management, or CRM. Companies that hire
these consultants and use their software programs have learned that it is more
profitable to build and maintain relationships than it is to continuously search for
new customers. The value of customer retention has been compared to a “leaky
bucket,” the logic of which is nicely captured in the following quote:

As a company loses customers out of the leak in the bottom of the bucket, they have to con-
tinue to add new customers to the top of the bucket. If the company can even partially plug
the leak, the bucket stays fuller. It then takes fewer new customers added to the top of the
bucket to achieve the same level of profitability. It’s less expensive and more profitable to
keep those customers already in the bucket. Smart business people realize that it costs five
to 10 times more to land a new customer than to keep a customer they already have. They
also recognize that increasing the number of customers they keep by a small percentage can
double profits.34

There are myriad ways to build brand/customer relationships. One well-
known method is the use of frequent-flyer and other so-called frequency, loyalty,
or ambassador programs. All these programs are dedicated to creating customers
who are committed to a brand and encouraging them to satisfy most of their prod-
uct or service needs from offering organizations.35 Airlines, hotels, supermarkets,
and many other businesses provide customers with bonus points—or some other
form of accumulated reward—for their continued patronage.

Relationships between brand and customer also are nurtured by creating
brand experiences that make positive and lasting impressions. This is done by cre-
ating special events or developing exciting venues that attempt to build the sensa-
tion that a sponsoring brand is relevant to the consumer’s life and lifestyle. For
example, Toronto-based Molson beer conducted the Molson Outpost campaign
that took 400 sweepstakes winners on a weekend escapade of outdoor camping
and extreme activities such as mountain climbing. Lincoln automobiles, a sponsor
of the U.S. Open tennis tournament, converted an unused building at the USTA
National Tennis Center into a complex that immersed visitors into the history of
tennis. The building featured soundstages, faux docks with real water, and images
of the evolution of tennis around the world. Some 30,000 leads were obtained
from people interested in Lincoln automobiles, prompting Lincoln’s marketing
communications coordinator to comment that “experiential marketing is permeat-
ing our entire marketing mix.”36

5. Don’t Lose Focus of the Ultimate Objective: Affect Behavior. A
final IMC feature is the goal to affect the behavior of the target audience. This means
that marketing communications must do more than just influence brand aware-
ness or enhance consumer attitudes toward the brand. Instead, successful IMC
requires that communication efforts be directed at encouraging some form of
behavioral response. The objective, in other words, is to move people to action. We
must be careful not to misconstrue this point. An IMC program must be judged,
ultimately, in terms of whether it influences behavior; but it would be simplistic
and unrealistic to expect an action to result from every communication effort.
Prior to purchasing a new brand, consumers generally must be made aware of the
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brand and its benefits and be influenced to have a favorable attitude toward
it. Communication efforts directed at accomplishing these intermediate, or pre-
behavioral, goals are fully justified. Yet eventually—and preferably sooner
than later—a successful marketing communications program must accomplish
more than encouraging consumers to like a brand or, worse yet, merely familiar-
izing them with its existence. This partially explains why sales promotions and
direct-to-consumer advertising are used so extensively—both practices typically
yield quicker results than other forms of marketing communications such as
advertising.

To better understand IMC’s behavior-affecting objective, consider the situation
faced by producers of natural food products. Research conducted to gauge con-
sumers’ feelings about 10 natural products (free-range chickens, organic fruits,
and so on) revealed that natural products had a good image but not many people
were buying them. Only 6 percent of the sampled consumers had purchased free-
range chickens during the year preceding the survey, yet 43 percent thought that
free-range chickens were superior to conventional chickens.37 This is a classic illus-
tration of buyer behavior not following directly from attitudes. In a case such as
this, the goal of marketing communications would be to convert these good feel-
ings toward natural products into product consumption—it does little good to
have consumers like your product but not to buy it.

A similar challenge confronts antismoking proponents. Although most people
understand intellectually that smoking causes cancer, emphysema, and other ail-
ments, these same people often think that cancer and other problems will happen
to other smokers but not to them. Hence, antismoking ads may serve to make

An Authority Declares 
That Positioning Is

Out of Date
At important conferences among marketing and advertising
practitioners in 2004, Larry Light, McDonald’s global chief market-
ing officer, declared that “the days of mass marketing as we know
it are over.” Light challenged the prevailing view that brands must
have a single message appeal, or positioning. He declared that
it is passé and out of touch to employ a single brand positioning
in a world where audiences are fragmented and brands possess
multiple attributes and benefits. “A brand is multidimensional.
No one communication, no one message can tell a whole
brand story.”

This heretical viewpoint is not par-
ticularly surprising coming from an
executive of a company with a
global marketing budget exceeding
$1 billion and which has nearly 50 mil-
lion consumers spread over 119 countries
where its fast-food outlets are located. Obviously, the identi-
cal message likely would not be equally successful in different
countries with diverse cultures and varying attitudes regarding the
role of fast food.

Light has offered an alternative approach to brand marketing
that he refers to as “brand journalism.” Using journalism as a
metaphor for advertising, his point essentially is that brand mar-
keters can tell different stories about their brands, just like journalists
tell different stories about the same basic topic. For example, a
journalist might write a series of several articles about a politician,
with each article telling a different story about the politician’s back-
ground, philosophy, and likelihood of being elected. In a similar

vein, many 
stories about a com-
plex brand such as McDonald’s 
can be presented to the same audience, and different
stories told to different audiences.

Though portraying the concept of “brand journalism” as anti-
thetical to the well-established practice of positioning, it would
seem that McDonald’s global chief marketing officer really is not

claiming that developing a unified message is a bad idea.
Surely, a brand would suffer in the market-

place if it told multiple stories that
were inconsistent or conflicting.
Rather, as I interpret Light’s argu-
ment, a brand needs to come up

with a big creative idea and then
deliver the essence of that idea by presenting

different stories to the same or different audience—but all
stories should be based on conveying the “big idea.” Light calls
this “brand journalism” and distinguishes it from positioning, but
the difference between these concepts is nuanced at best. Both
are based on the philosophy that consistency is important. The tra-
ditional concept of brand positioning surely does not demand that
just a single story be told about a brand.

SOURCES: Mercedes M. Cardona, “Mass Marketing Meets Its Maker,” Advertising
Age, June 21, 2004, 1, 31; Hilary Chura, “McDonald’s Pulls Further Away from
Mass Marketing,” AdWatch: Outlook 2004, http://www.adage.com (accessed July
14, 2004); Danielle Veldre, “CMO Light Out to Tell the McDonald’s Story,”
http://www.bandt.com.au (accessed July 14, 2004).

i m c  f o c u s

http://www.adage.com
http://www.bandt.com.au


people aware of the problems associated with smoking, but such campaigns are
ineffective if people continue to smoke. The IMC goal in such a case is to develop
more compelling advertisements that influence smokers to discontinue this prac-
tice. A creative approach other than the standard smoking-is-bad-for-you message
is needed to redirect behavior. Appeals to normative influences (e.g., “smoking is
uncool” or “only losers smoke”) may represent a superior tack in the antismoking
initiative to reduce this unhealthy practice, particularly among teenagers.

Changes in Marketing Communication Practices
The adoption of an IMC mind-set necessitates some fundamental changes in the
way marketing communications have traditionally been practiced. The following
interrelated changes are particularly prominent.

Reduced Dependence on Mass Media Advertising
Many marketing communicators now realize that communication methods other
than media advertising often better serve the needs of their brands. As noted pre-
viously, the objective is to contact customers and prospects effectively; media
advertising is not always the most effective or cost-efficient medium for accom-
plishing this objective. But of course this does not mean that media advertising is
unimportant or in threat of extinction. The point instead is that other communica-
tion methods should receive careful consideration before mass media advertising is
automatically assumed to be the solution. In other words, it is easy to argue that
cheaper, alternative means of communication should be the default option rather
than defaulting to mass media advertising.

As alluded to previously, many brand managers and their agencies have
reduced the role of TV advertising, especially during network (versus cable) pro-
grams, in their marcom budgeting. Part of this is simply due to the fact that TV
advertising is not as effective or cost-efficient as it once was due to audience frag-
mentation and the availability of many alternative entertainment options.
Moreover, other advertising and non-advertising communication tools often are
superior to TV in achieving brand managers’ objectives. Consider, for example,
Unilever’s brand of Wisk detergent. This brand was historically advertised heav-
ily on TV. Recently, however, Wisk’s brand managers devised a media plan that
reaches people at “the point of dirt.” This approach calls for using billboard adver-
tising directing consumers to a Wisk Web site and placing messages near ball-
parks, playgrounds, and other touch points where kids get dirty.38 TV advertising
is minimized with this approach, though only time will tell whether the point-of-
dirt approach is an effective alternative.

In the spirit of reducing dependence on TV advertising, McCann Worldgroup,
a highly respected advertising agency, has developed the concept of a media-
neutral approach when counseling its clients in selecting appropriate marcom tools.
This approach requires that the brand marketer first identify the goal(s) a marcom
program is designed to accomplish (building brand awareness, creating buzz,
influencing behavior, etc.) and then identify the best way to allocate the mar-
keter’s budget.39 This media-neutral approach is perfectly in accord with our
earlier discussion about selecting the most appropriate communication tool given
the task at hand. Analogously, a hammer may be the best tool for a carpenter
when driving nails but not for fastening screws.

Increased Reliance on Highly Targeted
Communication Methods
Direct mail, opt-in (permission) e-mailing, specialty interest magazines, cable TV,
and event sponsorships are just some of the contact methods that enable pinpointed
communications that often are less expensive and more effective than mass media
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advertising. Targeting messages is especially feasible today with the large, up-to-
date databases of customers that are maintained by many organizations.

Heightened Demands on Suppliers
Marketing communication suppliers such as advertising agencies, sales promo-
tion firms, and public relations agencies have historically offered a limited range
of services. Now it is increasingly important for suppliers to offer multiple serv-
ices—which explains why some major advertising agencies have expanded their
offerings beyond just advertising services to include sales promotion assistance,
public relations, direct marketing, and event marketing support. In fact, brand
managers can turn to “full-service” agencies that supply all forms of marcom and
not just advertising, sales promotion, or publicity per se.

Increased Efforts to Assess Communications’
Return on Investment
A final key feature of IMC is that it demands that systematic efforts be under-
taken to determine whether communication programs yield a reasonable return
on their investment. All managers—and marketing communicators are no
exception—must increasingly be held financially accountable for their actions.
The investment in marketing communications must be assessed in terms of
the profit-to-investment ratio to determine whether changes are needed or
whether other forms of investment might be more profitable.40 It is imperative in
a world where shareholder value is the touchstone for assessing the prudence of
investments that marketing communicators be ever mindful of whether their
investments are garnering an adequate return on investment, or ROI. The follow-
ing chapter discusses in some detail the importance of efforts to demonstrate
marcom’s ROI.

Obstacles to Implementing IMC
Brand managers typically use outside suppliers, or specialized services, to assist
them in managing various aspects of marketing communications. These include
advertising agencies, public relations firms, sales promotion agencies, direct-
advertising firms, and special-event marketers. Herein is a major reason why
marketing communication efforts often do not meet the ideals described in this
chapter. Integration requires tight coordination among all elements of a communi-
cations program. However, this becomes complicated when different specialized
services operate independently of one another.

Perhaps the greatest obstacle to integration is that few providers of marketing
communication services have the far-ranging skills to plan and execute programs
that cut across all major forms of marketing communications. Advertising agen-
cies, which traditionally have offered a greater breadth of services than do other
specialists, are well qualified to develop mass media advertising campaigns;
most, however, do not also have the ability to conduct direct-to-customer adver-
tising, and even fewer have departments for sales promotions, special events, and
publicity campaigns. Although many advertising agencies have expanded their
services and full-service agencies have emerged, IMC awaits major changes in
the culture of marketing departments and service providers before it becomes a
reality on a large scale. In the final analysis, although most marketers consider
themselves proponents of IMC, a major challenge facing brand marketers and
their agencies is assuring that all marcom tools used in a particular marketing exe-
cution are consistently executed.41
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To this point in the chapter we have discussed the importance of tightly integrating
all marcom such that a unified message is delivered wherever the customer or
prospect comes into contact with the brand. This section presents a framework that
will provide a useful conceptual and schematic structure for thinking about the
types of practical decisions that marketing communicators make. The framework
is presented in Figure 1.3 and described hereafter. It is very important at this time
that you scan and achieve a basic understanding of the model components in
preparation for the following discussion, which fleshes out the model’s skeleton.

Figure 1.3 conceptualizes the various types of brand-level marcom decisions
and the outcomes desired from those decisions. It will be noted that the model con-
sists of a set of fundamental decisions, a set of implementation decisions, and pro-
gram evaluation. The model in Figure 1.3 shows that fundamental decisions
(targeting, positioning, setting objectives, and budgeting) influence implementation
decisions regarding the mixture of communications elements and the determination
of messages, media, and momentum. The expected outcomes from these decisions
are enhancing brand equity and affecting behavior. Subsequent to the implementa-
tion of the marcom decisions, program evaluation—in the form of measuring the
results from marcom efforts, providing feedback (see dashed arrow in Figure 1.3),
and taking corrective action—is essential to determining whether outcomes match
objectives. Corrective action is required when performance falls below expectations.



The objective of marketing communications is to enhance brand equity as a
means of moving customers to favorable action toward the brand—that is, trying it,
repeat purchasing it, and, ideally, becoming loyal toward the brand. Enhancing
equity and affecting behavior depend, of course, on the suitability of all market-
ing-mix elements. Marcom efforts nonetheless play a pivotal role by informing
customers about new brands and their relative advantages and by elevating brand
images. As will be fully developed in the following chapter, brand equity is
enhanced when consumers become familiar with the brand and hold favorable,
strong, and perhaps unique associations in memory about the brand.42 A brand
has no equity if consumers are unfamiliar with it. Once consumers have become
aware of a brand, the amount of equity depends on how favorably they perceive
the brand’s features and benefits as compared to competitive brands and how
strongly these views are held in memory.

Fundamental Marcom Decisions
Targeting
Targeting allows marketing communicators to deliver messages more precisely
and to prevent wasted coverage to people falling outside the intended audience.
Hence, selection of target segments is a critical step toward effective and efficient
marketing communications.

Companies identify potential target markets in terms of demographics charac-
teristics, lifestyles, product usage patterns, and geographic considerations. It is
important to recognize, however, that most profitable segments are not based on a
single characteristic (such as gender, age, ethnicity, etc.). Rather, meaningful mar-
ket segments generally represent consumers who share a combination of characteris-
tics and demonstrate similar behavior.

Consider, for example, the segmentation implications of a new brand of
premium-priced low carbohydrate ice cream that has hitchhiked on the low-carb
diet craze based on the widely known Atkins and South Beach diet books. The
market segment for this new brand is not just women, not just men, not just
younger people or older people, and, in general, not any group of people sharing
any single characteristic. Rather, a meaningful segment would possess several or
more shared characteristics—for example, people who live in urban or suburban
areas, earn annual incomes in excess of $50,000, are older than 35, and are health
and weight conscious.

B2B marketing communicators also make targeting decisions. For example,
Gateway, a computer company best known as a consumer (B2C) brand, under-
took a campaign to reach the B2B market. The campaign, dubbed “Humanology,”
was targeted toward technologically sophisticated decision makers and designed
to broadcast the human touch behind the company’s hardware and software. This
human touch was graphically demonstrated by visual representations of products
and people morphing, such as an ear transforming into a server and an eye
becoming a computer monitor (see Figure 1.4).43

Another illustration of B2B targeting is an advertising effort by the National
Cattlemen’s Beef Association that was designed to increase sales of veal. Beef
ranchers faced rapidly declining sales of veal as a result of advertising by animal
rights activists that had convinced many consumers to bypass veal because,
according to the activists’ claims, calves are raised in cruel circumstances. The
activists’ argument is not without merit, but the cattle ranchers believe they have
a legitimate right to raise calves. The trade association’s challenge was to counter
anti-veal sentiment that had been created by the activist advertising effort. But the
association had a budget of only slightly more than $1 million. Surely such a small
budget could not reach many consumers nor allow sufficient momentum (as

18 Part 1: Integrated Marketing Communications: Processes, Brand Equity, and the Marcom Environment



discussed later in the chapter) to have much impact.
What to do? The decision: use the small ad budget by tar-
geting advertising efforts at chefs rather than toward con-
sumers. Attractive ads were placed in magazines read by
chefs, magazines such as Restaurant Business Magazine
and Bon Appétit. This campaign increased veal consump-
tion by 20 percent, which is a substantial increase under
the circumstances.44

Positioning
A brand’s position represents the key feature, benefit, or
image that it stands for in the target audience’s collective
mind. Brand communicators and the marketing team in
general must decide on a brand positioning statement,
which is the central idea that encapsulates a brand’s
meaning and distinctiveness vis-à-vis competitive brands
in the product category. It should be obvious that posi-
tioning and targeting decisions go hand in hand: posi-
tioning decisions are made with respect to intended tar-
gets, and targeting decisions are based on a clear idea of
how brands are to be positioned and distinguished from
competitive offerings. A separate chapter (Chapter 5)
covers the topic of positioning in considerable detail.

Setting Objectives
Marketing communicators’ decisions are grounded in the
underlying goals, or objectives, to be accomplished for a
brand. Of course, the content of these objectives varies
according to the form of marketing communications
used. For example, whereas mass media advertising is ideally suited for creating
consumer awareness of a new or improved brand, point-of-purchase communica-
tions are perfect for influencing in-store brand selection, and personal selling is
unparalleled when it comes to informing B2B customers and retailers about prod-
uct improvements. Specific chapters later in the text detail the objectives that each
component of the marcom mix is designed to accomplish.

Budgeting
Financial resources are budgeted to specific marcom elements to accomplish
desired objectives. Companies use different budgeting procedures in allocating
funds to marketing communications managers and other organizational units. At
one extreme is top-down budgeting (TD), in which senior management decides how
much each subunit receives. At the other extreme is bottom-up budgeting (BU), in
which managers of subunits (such as at the product category level) determine
how much is needed to achieve their objectives; these amounts are then combined
to establish the total marketing budget. Most budgeting practices involve a com-
bination of top-down and bottom-up budgeting. For example, in the bottom-
up/top-down process (BUTD), subunit managers submit budget requests to a chief
marketing officer (say, a vice president of marketing), who coordinates the various
requests and then submits an overall budget to top management for approval. The
top-down/bottom-up process (TDBU) reverses the flow of influence; top managers
first establish the total size of the budget and then divide it among the various
subunits. Research has shown that combination budgeting methods (BUTD and
TDBU) are used more often than the extreme methods (TD or BU). The BUTD
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process is by far the most frequently used, especially in firms where marketing
departments have greater influence than finance units.45

A Concluding Mantra
Mantra is a Hindu word meaning incantation or recitation (of a song, word, state-
ment, or passage). The following statement serves as a mantra to summarize the
preceding discussion of fundamental marcom decisions. This mantra should be
committed to memory and used as a hallmark when formulating marcom strate-
gies. For example, is your brand clearly positioned? Is your communication
directed at a specific target?

All marketing communications should be: (1) directed to a particular target market,
(2) clearly positioned, (3) created to achieve a specific objective, and (4) undertaken to
accomplish the objective within budget constraint.

Marcom Implementation Decisions
The fundamental decisions just described are conceptual and strategic. Com-
paratively, the implementation decisions are practical and tactical. Here is where
the proverbial rubber hits the road. Marcom managers must make a variety of
implementation decisions in the pursuit of accomplishing brand-level objectives
and achieving the brand’s positioning and targeting requirements. Initially they
must choose how best to integrate, or mix, the various communications elements
to achieve objectives toward the target market and within budget constraint. Then
they must decide what types of messages will accomplish the desired positioning,
which media are appropriate for delivering messages, and what degree of
momentum is needed to support the media effort. Please refer again to Figure 1.3
to obtain a view of the “forest” prior to examining specific “trees.”

Mixing Elements
A fundamental issue confronting all companies is deciding exactly how to allocate
resources among the various marketing communications tools. For B2B compa-
nies, the mixture typically emphasizes personal selling with supplementation
from trade advertising, technical literature, and trade shows.46 For consumer
goods manufacturers, mixture decisions are, in many respects, more complicated
because greater options are available. The issue boils down in large part to a
decision of how much to allocate to advertising and to sales promotions. (Note:
In keeping with practitioner convention, the word promotion hereafter will
be used interchangeably with sales promotion.) The trend during the past two
decades has been toward greater expenditures on promotions and fewer on
advertising.

Is there an optimum mixture of expenditures between advertising and promo-
tion? There is not, unfortunately, because the marketing communications-mix
decision constitutes an ill-structured problem.47 This means that for a given level of
expenditure, there is no way of determining the mathematical optimum allocation
between advertising and promotion that will maximize revenue or profit. Two
major factors account for this inability to determine a mathematically optimum
mix. First, advertising and promotions are somewhat interchangeable—both tools
can accomplish some of the same objectives. Hence, it is impossible to know
exactly which tool or combination of tools is better in every situation. Second,
advertising and promotions produce a synergistic effect—their combined results
are greater than what they would achieve individually. This makes it difficult
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to determine the exact effects that different combinations of advertising and sales
promotion might generate.

Although it is impossible to determine a mathematically optimum mixture of
advertising and promotion expenditures, a satisfactory mixture can be formulated
by considering the differing purposes of each of these marcom tools. A key strate-
gic consideration is whether short- or long-term schemes are more important
given a brand’s life-cycle stage. An appropriate mixture for mature brands is
likely to be different from the mixture for brands recently introduced. New brands
require larger investment in promotions such as couponing and sampling to gen-
erate trial purchases, whereas mature brands might need proportionately greater
advertising investment to maintain or enhance a brand’s image.

Brand equity considerations also play a role in evaluating a satisfactory com-
bination of advertising and promotions. Poorly planned or excessive promotions
can damage a brand’s equity by cheapening its image. If a brand is frequently
placed on sale or if some form of deal (price-offs, discounts) is regularly offered,
consumers will delay purchasing the brand until its price is reduced. This can
cause the brand to be purchased more for its price discount than for its nonprice
attributes and benefits.

The matter of properly mixing advertising and promotion is aptly summa-
rized in the following quote:

As one views the opportunities inherent in ascertaining the proper balance between adver-
tising and promotion, it should be quite clear that both should be used as one would play a
pipe organ, pulling out certain stops and pushing others, as situations and circumstances
change. Rigid rules, or continuing application of inflexible advertising-to-promotion per-
centages, serve no real purpose and can be quite counterproductive in today’s dynamic and
ever-changing marketing environment. A short-term solution that creates a long-term
problem is no solution at all.48

The “short-term solution” refers to spending excessive amounts on promo-
tion to create quick sales while failing to invest sufficiently in advertising to
build a brand’s long-term equity. That is, excessive promotions can rob a brand’s
future. An appropriate mixture involves spending enough on promotions to
ensure sufficient sales volume in the short term while simultaneously spending
enough on advertising to ensure the growth or preservation of a brand’s equity
position.

Creating Messages
A second implementation decision is the creation of messages in the form of
advertisements, publicity releases, promotions, package designs, and any other
form of marcom message. Subsequent chapters will address specific message
issues relating to each marcom tool. Suffice it to say at this point that systematic
(versus ad hoc) decision making requires that message content be dictated by the
brand’s positioning strategy and aligned with the communications objective for
the designated target audience.

Selecting Media
All marketing communications messages require an instrument, or medium, for
transmission. Though the term media is typically applied to advertising (televi-
sion, magazines, radio, Internet, etc.), the concept of media is relevant to all mar-
com tools. For example, personal sales messages can be delivered via face-to-face
communications or by telemarketing; these media alternatives have different costs
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and effectiveness. Point-of-purchase materials are delivered via in-store signs,
electronically, musically, and otherwise. Each represents a different medium.

Detailed discussions of media are reserved for specific chapters that follow.
Advertising media are discussed in particular detail, and considerable attention
also is devoted to the media of consumer promotions. At the risk of redundancy it
is important to again note that media decisions are determined in large measure
by the fundamental decisions previously made regarding choice of target audi-
ence, positioning strategy, type of objectives to be achieved, and how much is to
be budgeted to a brand during each budgeting period.

Establishing Momentum
The word momentum refers to an object’s force or speed of movement—its impe-
tus. A train has momentum as it races down the tracks, a spacecraft has momen-
tum as it is launched into orbit, a hockey player has momentum when skating past
the defensive opposition, a student has momentum when making good progress
on a term paper after delaying getting started. Marketing communications pro-
grams also have, or lack, momentum. Simply developing an advertising message,
personal sales presentation, or publicity release is insufficient. The effectiveness of
each of these message forms requires both a sufficient amount of effort and conti-
nuity of that effort. This is the meaning of momentum as it relates to marketing
communications. Insufficient momentum is ineffective at best and a waste of
money at worst.

Critical to the concept of momentum is the need to sustain an effort rather than
starting advertising for a while, discontinuing it for a period, reinstating the
advertising, stopping it again, and so on. In other words, some companies never
create nor sustain momentum because their marketplace presence is inadequate.
“Out of sight, out of mind” is probably more relevant to brands in the market-
place than to people. We generally do not forget our friends and family, but
today’s brand friend is tomorrow’s stranger unless it is kept before our conscious-
ness. Because consumers make hundreds of purchase decisions in many different
product categories, they require continual reminders of brand names and their
benefits if these brands are to stand a strong chance of becoming serious purchase
candidates.

A few years ago Toyota Motor Corporation had only a 16-day supply of the
fast-selling Camry. Yet it launched a major
advertising campaign aggressively encourag-
ing consumers to purchase Camrys. Some mar-
keting observers were critical of this campaign,
saying that it was unwise to advertise when
insufficient product was available to fulfill
orders. In response, the vice president of
Toyota Motor Sales, USA asserted that even
when demand is strong, it is important “to
keep your momentum in the marketplace
going.”49 This executive obviously appreciates
the value of achieving and maintaining a
brand’s momentum. Many marketing commu-
nicators and higher-level managers don’t. For
example, advertising is one of the first items
cut during economic downturns.
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Marcom Outcomes
Referring back to our conceptual framework for marketing communications deci-
sions, it can be seen that the outcomes from a marcom program are twofold:
enhancing brand equity and affecting behavior. Figure 1.3 displays a double-
headed arrow between these outcomes, which signifies that each outcome influ-
ences the other. If, say, an advertising campaign for a new brand generates brand
awareness and creates a positive brand image, consumers may be inclined to try
the new brand. In such a situation, the brand’s equity has been enhanced, and this
in turn has affected consumer behavior toward the brand. In similar fashion, a
promotion for the new brand, such as a free sample, may encourage consumers to
initially try and then subsequently purchase the brand. A positive experience in
using the brand may lead to positive brand perceptions. In this situation, a pro-
motion affected consumer behavior, which in turn enhanced the promoted
brand’s equity.

As established previously, a fundamental IMC principle is that marcom efforts
must ultimately be gauged by whether they affect behavior. Sales promotion is the
marcom tool most capable of directly affecting consumer behavior. However,
excessive reliance on promotions can injure a brand’s reputation by creating a
low-price and perhaps low-quality image. It is for this reason that marketing com-
municators often seek to first enhance a brand’s equity as a foundation to influ-
encing behavior. It indeed can be argued that much if not most marcom efforts are
designed to enhance brand equity. We thus need to fully explore the concept of
brand equity and understand what it is and how it can be influenced by marcom
efforts. We will examine this topic in detail in the following chapter.

Program Evaluation
After marketing communications objectives are set, elements selected and mixed,
messages and media chosen, and programs implemented and possibly sustained,
program evaluation must take place. This is accomplished by measuring the
results of marcom efforts against the objectives that were established at the outset.
For a local advertiser—say, a sporting goods store that is running an advertised
special on athletic shoes for a two-day period in May—the results are the number
of Nike, Reebok, Adidas, and other brands sold. If you tried to sell an old automo-
bile through the classified pages, the results would be the number of phone
inquiries you received and whether you ultimately sold the car. For a national
manufacturer of a branded product, results typically are not so quick to occur.
Rather, a company invests in point-of-purchase communications, promotions,
and advertising and then waits, often for weeks, to see whether these programs
deliver the desired sales volume.

Regardless of the situation, it is critical to evaluate the results of marcom
efforts. Throughout the business world there is increasing demand for accountabil-
ity, which requires that research be performed and data acquired to determine
whether implemented marcom decisions have accomplished the objectives they
were expected to achieve. Results can be measured in terms of behavioral impact
(such as increased sales) or based on communication outcomes.

Measures of communication outcomes include brand awareness, message com-
prehension, attitude toward the brand, and purchase intentions. All of these are
communication (rather than behavioral) objectives in the sense that an advertiser
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has attempted to communicate a certain message argument or create an overall
impression. Thus, the goal for an advertiser of a relatively unknown brand may be
to increase brand awareness in the target market by 30 percent within six months
of starting a new advertising campaign. This objective (a 30 percent increase in
awareness) would be based on knowledge of the awareness level prior to the cam-
paign’s debut. Post-campaign measurement would then reveal whether the target
level was achieved.

It is essential to measure the results of all marcom programs. Failure to achieve
targeted results prompts corrective action (see the dashed arrow in Figure 1.3).
Corrective action might call for greater investment, a different combination of
communications elements, revised creative strategy, different media allocations,
or a host of other possibilities. Only by systematically setting objectives and mea-
suring results is it possible to know whether marcom programs are working as
well as they should and how future efforts can improve on the past.50

Summary

This opening chapter has overviewed the fundamentals of IMC and provided a
framework for thinking about all aspects of marcom decision making. IMC is an
organization’s unified, coordinated effort to promote a consistent brand message
through the use of multiple communication tools that “speak with a single voice.”
One of several key features of IMC is the use of all sources of brand or company
contacts as potential message delivery channels. Another key feature is that the
IMC process starts with the customer or prospect rather than the brand communi-
cator to determine the most appropriate and effective methods for developing
persuasive communications programs. The use of database marketing and highly
pinpointed communication methods (such as direct mail and opt-in, or permis-
sion, e-mailing) to affect behavioral responses, along with attempts to measure the
impact of marketing communications, are significant developments associated
with the growing practice of IMC.

This chapter has provided a model of the marcom process to serve as a useful
integrative device for better structuring and understanding the topics covered
throughout the remainder of the text. The model (Figure 1.3) includes three com-
ponents: a marcom program consisting of fundamental and implementation deci-
sions, outcomes (enhancing brand equity and affecting behavior), and program
evaluation. Fundamental decisions include choosing target markets, establishing
a brand positioning, setting objectives, and determining a marcom budget.
Implementation decisions involve determining a mixture of marketing com-
munications tools (advertising, promotions, events, point-of-purchase efforts,
etc.) and establishing message, media, and momentum plans. These decisions are
evaluated by comparing measured results against brand-level communications
objectives.

As author of seven editions of this text for over two decades, it is my sincere
hope that this introductory chapter has piqued your interest and provided you
with a basic understanding of the many topics you will be studying through-
out the reading of this text and participating in classroom lectures and discus-
sions. Marketing communications truly is a fascinating and dynamic subject.
It combines art, science, and technology and allows the practitioner considerable
latitude in developing effective ways to skin the proverbial cat. It will serve
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you well throughout your studies and into your marketing career to remain ever
mindful of the key elements of IMC described in this chapter. Organizations
that truly succeed in their marcom pursuits must accept and practice these key
elements.

Because the field of marketing communications involves many forms of
practice, a number of specialty trade associations have evolved over time. The
following appendix overviews, in alphabetical order, a subset of some of the
more influential associations in the United States.51 Internet sites are provided to
facilitate your search for additional information about these organizations. (Many
countries other than the United States have similar associations. Interested stu-
dents might want to conduct an Internet search to identify similar associations in
a country of interest.)

Appendix

Some Important U.S. Trade Associations in the
Marketing Communications Field

Advertising Research Foundation (ARF, http://www.arfsite.org)—ARF is a non-
profit association dedicated to increasing advertising effectiveness by conducting
objective and impartial research. ARF’s members consist of advertisers, advertis-
ing agencies, research firms, and media companies.

American Association of Advertising Agencies (AAAA, http://www.aaaa.org)—
The Four As, as it is referred to in speaking, has the mission of improving the
advertising agency business in the United States by fostering professional devel-
opment, encouraging high creative and business standards, and attracting first-
rate employees to the advertising business.

Association of Coupon Professionals (ACP, http://www.couponpros.org)—This
coupon-redemption trade association strives to ensure coupons as a viable pro-
motional tool and to improve coupon industry business conditions.

Association of National Advertisers (ANA, http://www.ana.net)—Whereas the
AAAA serves primarily the interests of advertising agencies, ANA represents the
interests of business organizations that advertise regionally and nationally. ANA’s
members collectively represent over 80 percent of all advertising expenditures in
the United States.

The Marketing Agencies Association Worldwide (MAAW, http://www.maaw.
org)—This worldwide industry association represents full-service sales promo-
tion agencies and serves to educate members of the promotion agency’s strategic
role in distinction from that of advertising and direct marketing agencies.

Direct Marketing Association (DMA, http://www.the-dma.org)—DMA is dedi-
cated to encouraging and advancing the effective and ethical use of direct market-
ing. The association represents the interests of direct marketers to the government,
media, and general public.

Incentive Manufacturers and Representatives Alliance (IMRA, http://www.imra1.
org)—Members of IMRA are suppliers of premium merchandise. The association
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serves these members by promoting high professional standards in the pursuit of
excellence in the incentive industry.

Point-of-Purchase Advertising International (POPAI, http://www.popai.org)—
This trade association serves the interests of advertisers, retailers, and producers/
suppliers of point-of-purchase products and services.

Promotional Products Association International (PPAI, http://www.ppa.org)—
PPAI serves the interests of producers, suppliers, and users of promotional prod-
ucts. The businesses PPAI represents used to be referred to as the specialty adver-
tising industry, but promotional products is the term of current preference.

Promotion Marketing Association (PMA, http://www.pmalink.org)—PMA’s
mission is to foster the advancement of promotion marketing and facilitate
better understanding of promotion’s role and importance in the overall marketing
process.

Discussion Questions
1. Assume that your college or university is currently undertaking a huge mar-

keting communications campaign targeted to high school students. Explain
how your school might “partner” advertisements and sales promotions to
increase enrollment.

2. Offer your views on the following statement: “the basic reason for IMC is
that marcom is the only sustainable competitive advantage of marketing orga-
nizations.”

3. Given your understanding of IMC and its fundamental characteristics,
describe the probable outcome of practicing nonintegrated, rather than inte-
grated, marketing communications.

4. One key feature of IMC is the emphasis on affecting behavior and not just its
antecedents (such as brand awareness or favorable attitudes). For each of the
following situations, indicate the specific behavior(s) that marketing commu-
nications might attempt to affect: (a) your university’s advertising efforts, (b) a
professional baseball team’s promotion for a particular game, (c) a not-for-
profit organization’s efforts to recruit more volunteers, and (d) Gatorade’s
sponsorship of a volleyball tournament.

5. IMC also emphasizes using all economically effective contact methods as
potential message delivery channels. Assume you are advertising a product
that is marketed specifically to high school seniors. Identify seven contact
methods (include no more than two forms of mass media advertising) you
might use to reach this audience.

6. Early in the chapter it was claimed that the partnering of communication
tools—for example, advertising along with promotions—generally yields bet-
ter results than using the tools in isolation. Provide an explanation of what this
claim means to you, and support your explanation with an example of a spe-
cific brand of your choosing.

7. Objectives and budgets are necessarily interdependent. Explain this interde-
pendency and provide an example to support your point.

8. Brand positioning and targeting also are necessarily interdependent. Explain
this interdependency and provide an example to support your point.

9. When discussing changes in marketing communications that are occasioned
with the adoption of IMC, it was stated that marketing communicators might
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“iron horse.”) Potential purchasers of Harley motorcycles

probably as youngsters envisioned themselves riding

horses in America’s Old West.1

What makes Harley-Davidson motorcycles such a

unique and strong brand, indeed a brand of virtual

iconic status? Informed observers and students of brand

marketing would suggest that Harley, more so than most

brands, has a deep emotional connection with present

and prospective owners.2 As captured in the previous

description of a Harley advertisement, the brand has

been marketed as and has virtually

become synonymous

with American

culture and values

of personal free-

dom, rebelliousness, and

rugged individualism.3 This reputation

is not due to any single advertisement but rather has

been cultivated for decades by Harley’s marketing people

when using multiple touch points (recall discussion in

Chapter 1) and telling a consistent brand story. For

example, during World Wars I and II, much of Harley’s

production was dedicated to supplying U.S. and allied

troops with motorcycles. This served to establish the

company’s reputation for producing high-quality and

reliable products and situated the brand securely in

mainstream American culture when returning troops,

who had a strong affinity for this uniquely American

brand, passed along their feelings to fellow Americans.

CHAPTER 2

Marcom’s Challenges: Enhancing
Brand Equity, Influencing Behavior,
and Being Accountable

Brand managers at Harley-Davidson Motor Co. ran

a magazine ad several years ago that captured the

essence of this company’s famous motorcycles. The ad

depicted a driver-less Harley-Davidson motorcycle on an

open road in the American West in a fashion reminis-

cent of a wild mustang in a similar scene. The ad’s

headline declared, “Even Cows Kick Down the Fence

Once in a While,” and was supported with copy stating:

It’s right there in front of you, Road, wind, country.

A Harley-Davidson motorcycle. In other words,

freedom. A chance to live on

your own terms for a

while . . . Anyone

who’s been there

knows: Life is better on

the outside.

This ad did not tout product features for which the

Harley-Davidson is known or functional benefits such as

power and performance. It simply represented the sense

of freedom, independence, and even rebelliousness (“Life

is better on the outside”) that a prospective purchaser

might desire in owning this brand and driving the open

roads. The message was subtle but clear: if you cherish

freedom, independence, and perhaps a sense of being

a kindred spirit with others of like mind, then Harley-

Davidson is the motorcycle for you. The cowboy spirit was

encapsulated in this positioning, which tacitly equated

Harley motorcycles with horses. (Harley-Davidson equals

Marcom Challenge: 
Harley-Davidson—An Iron Horse 

for Rugged Individualists



Harley also has created a sense of brand community

among owners of its brand, who share strong comrade-

ship.4 Harley-Davidson has created this sense of commu-

nity through a variety of efforts that have touched its

customers in many ways: by conducting special events

and races, through offering tours of production facilities,

by holding bike rallies, through licensing its brand name

on various other products (e.g., a Barbie Biker doll), and,

perhaps most of all, by forming the Harley Owners Group

(H.O.G.) that counts among its membership 650,000

people worldwide. In fact, when Harley celebrated its

100th anniversary in 2003, over 250,000 individuals

from around the world came to Milwaukee, Wisconsin,

to participate in the big party. Needless to say, there are

few brands anywhere in the world that have such loyal

and devoted followers. This following translates into a

level of brand equity that places Harley-Davidson in the

top 25 of 1,000 brands rated by business leaders.5

C H A P T E R  O B J E C T I V E S
After reading this chapter you should be able to:

1
Explain the concept of brand equity from 
both the company’s and the customer’s 

perspectives.

2
Describe the positive outcomes that 

result from enhancing 
brand equity.

3
Present a model of brand equity from 

the customer’s perspective.

4
Examine how marcom efforts must 

influence behavior and achieve 
financial accountability.
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Desired Outcomes of 
Marcom Efforts

The previous chapter introduced the philosophy and practice of integrated mar-
keting communications (IMC) and then presented a framework for thinking about
all aspects of the marcom process. You will recall that this framework included
four components: (1) a set of fundamental decisions (targeting, positioning, etc.),
(2) a group of implementation decisions (mixing elements, creating messages,
etc.), (3) two types of outcomes resulting from these decisions (enhancing brand
equity and affecting behavior), and (4) a regimen for evaluating marcom results
and taking corrective action. This chapter focuses on the third component in this
framework, namely, the desired outcomes of marcom efforts.

The basic issues addressed in this chapter are these: What can marketing com-
municators do to enhance the equity of their brands and, beyond this, affect the
behavior of their present and prospective customers? Also, how can marketing
communicators justify their investments in advertising, promotions, and other
marcom elements and demonstrate financial accountability? As described in the
Marcom Challenge, Harley-Davidson has created tremendous equity for it motorcy-
cles. But having people think favorable thoughts about this brand and harbor
warm feelings is not enough. The marketing people at Harley-Davidson must
encourage non-owners to purchase Harley cycles rather than other brands. And, it
is critical that first-time purchasers of Harley motorcycles later become repeat pur-
chasers when again in the market for a newer, perhaps bigger, more expensive
“hog.” The present chapter first discusses the concept of brand equity and explores
this topic from both company and customer perspectives. A following section then
devotes treatment to the importance of affecting behavior. As part of this latter
topic, discussion is devoted to the concept of accountability introduced in the pre-
vious chapter and to measures, or metrics, to assess marcom performance.

The Concept of 
Brand Equity

The term “brand” is at the root of brand equity. A brand represents a “name, term,
sign, symbol, or design, or a combination of them intended to identify the goods
and services of one seller or group of sellers and to differentiate them from those
of competition.”6 A brand thus exists when a product, retail outlet, or service
receives its own name, term, sign, symbol, design, or any particular combination
of these elements. Without a recognizable brand, a product is but a mere com-
modity. Many marcom experts are of the mind-set that all products and services
can be branded. One observer has even claimed that the word “commodity” is an
open admission of marketing bankruptcy.7

But a brand is more than just a name, term, symbol, and so on. A brand is
everything that one company’s particular offering stands for in comparison to
other brands in a category of competitive products. A brand represents a set of val-
ues that its marketers, senior company officials, and other employees consistently
embrace and communicate for an extended period.8 For example, Volvo is virtu-
ally synonymous with safety; Crayola crayons stand for fun; Absolut vodka
encapsulates hipness; Harley-Davidson embodies freedom and rugged individu-
alism; Sony represents high quality and dependability; Chanel No. 5 means
eloquence; and Rolex watches represent master craftsmanship and sophistication.
Each of these brands has embraced and communicated a particular set of
values for many years. All of these brands possess high equity because con-
sumers believe these brands have the ability and willingness to deliver on their
brand promises.9



Brand equity has been defined in different ways, and various
approaches have been developed to measure it.10 The concept of brand
equity can be considered either from the perspective of the organiza-
tion that owns a brand or from the vantage point of the customer. We
will devote more discussion to brand equity from the customer per-
spective, but it will be useful to first examine the concept from the
point of view of the marketing organization that owns a brand.
Although many organizations own and market brands, including not-
for-profit organizations as well as business firms, for convenience we
will refer hereafter to firms rather than organizations in toto.

A Firm-Based Perspective on Brand Equity
The firm-based viewpoint of brand equity focuses on outcomes extend-
ing from efforts to enhance a brand’s value to its various stakeholders.
As the value, or equity of a brand increase, various positive outcomes
result. These include (1) achieving a higher market share, (2) increasing
brand loyalty, (3) being able to charge premium prices, and (4) earning
a revenue premium.11 The first two outcomes are straightforward and
require no further discussion. Simply put, higher equity brands earn
greater levels of customer loyalty and achieve higher market shares.
The third outcome, being able to charge premium prices, means that a
brand’s elasticity of demand becomes less elastic as its equity increases. Phrased
differently, brands with more equity can charge higher prices than brands with less
equity. Consider household brands of paint, such as Sears brand versus Martha
Stewart or Ralph Lauren brands. The quality differential between the Sears brand
and the “designer” brands likely is considerably less than is the premium-price dif-
ferential that the designer brands command. This is brand equity in action.

The fourth outcome, namely, earning a revenue premium, is an especially
interesting result of achieving higher levels of brand equity. Revenue premium is
defined as the revenue differential between a branded item and a corresponding
private labeled item. With revenue equaling the product of brand’s net price × vol-
ume, a branded good enjoys a revenue premium over a corresponding private
labeled item to the degree it can charge a higher price and/or generate greater
sales volume. In equation form, the revenue premium for brand b compared to a
corresponding private labeled item, pl, is as follows:

(2.1) Revenue premiumb = (volumeb)(priceb) – (volumepl)(pricepl)

It has been demonstrated that grocery brands possessing higher equity gener-
ate higher revenue premiums. In turn, there is a strong positive correlation
between the revenue premiums brands enjoy and the market shares they realize.12

The ability to charge higher prices and generate greater sales volume is due in
large part to marcom efforts that build favorable images for well-known brands.
In other words, many private-label products—which are items that carry the
names of retail outlets—possess levels of quality that are equivalent to manufac-
turers’ national brands; nevertheless, many consumers prefer the more expensive
national brands and buy them regularly rather than switching to private brands.
These national brands thus enjoy a revenue premium because they possess higher
equity, which is a tribute to effective marcom efforts.

A Customer-Based Perspective on Brand Equity
From the perspective of the customer—whether a B2B customer or a B2C con-
sumer—a brand possesses equity to the extent that customers/consumers are
familiar with the brand and have stored in their memory warehouses favorable,

Chapter 2: Marcom’s Challenges: Enhancing Brand Equity, Influencing Behavior, and Being Accountable 33

© Susan Van Etten



strong, and unique brand associations.13 That is, brand equity from the customer’s
perspective consists of two forms of brand-related knowledge: brand awareness
and brand image. For example, Adidas, the German brand of athletic shoes and
apparel, substantially increased its advertising budget one year by a whopping 25
percent over the previous year’s budget. Adidas’ director of sales and marketing
explained that this increase was designed to raise consumer awareness of the
Adidas name and pound home the message that Adidas is an authentic and high-
performance athletic shoe.14 You will note that he does not refer to brand equity
per se, but this is precisely what he’s talking about in reference to raising aware-
ness and conveying a desired performance image for the Adidas brand.

Figure 2.1 graphically portrays the two dimensions of brand knowledge—
awareness and image—and then delineates each dimension into its specific com-
ponents. The subsequent discussion describes each dimension in detail. It will be
useful before reading on to thoroughly examine this figure.

Brand Awareness
Brand awareness is an issue of whether a brand name comes to mind when con-
sumers think about a particular product category and the ease with which the
name is evoked. Stop reading for a moment and consider all the brands of tooth-
paste that come immediately to your mind. (Now stop reading.) Probably Crest
and Colgate came to mind, because these brands are the market share leaders
among American brands of toothpaste. Perhaps you also thought of Aquafresh,
Mentadent, and Arm & Hammer insofar as these brands also obtain a large share
of toothpaste purchases. But did you consider Close-Up, Pepsodent, or Aim?
Maybe so; probably not. These brands are not nearly as widely known or fre-
quently purchased as are their more successful counterparts. As such, they have
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less brand equity than, say, Colgate and Crest. Now repeat the same exercise for
brands of athletic footwear. Your short list probably contains Nike, Reebok,
Adidas, and maybe New Balance. What about K-Swiss, Vans, Converse, and
Asics? Again, these latter brands possess lower levels of awareness for most
people and, as such, have less equity vis-à-vis a brand such as Nike.

Brand awareness is the basic dimension of brand equity. From the vantage point
of an individual consumer, a brand has no equity unless the consumer is at least
aware of the brand. Achieving brand awareness is the initial challenge for new
brands. Maintaining high levels of brand awareness is the task faced by all estab-
lished brands.

Figure 2.1 shows two levels of awareness: brand recognition and recall. Brand
recognition reflects a relatively superficial level of awareness, whereas brand recall
indicates a deeper form of awareness. Consumers may be able to identify a brand if
it is presented to them on a list or if hints/cues are provided. However, fewer con-
sumers are able to retrieve a brand name from memory without any reminders. It
is this deeper level of brand awareness—recall—to which marketers aspire.
Through effective and consistent marcom efforts, some brands are so well known
that virtually every living person of normal intelligence can recall the brand. For
example, if asked to mention names of luxury automobiles, most people would
include Mercedes-Benz on the list. Asked to name brands of athletic footwear, most
people would mention Nike, Reebok, and perhaps Adidas. The marcom impera-
tive is thus to move brands from a state of unawareness, to recognition, on to recall,
and ultimately to top-of-mind awareness (TOMA). This pinnacle of brand-name
awareness (i.e., TOMA status) exists when your company’s brand is the first brand
that consumers recall when thinking about brands in a particular product category.
Figure 2.2 illustrates this brand-awareness progression.

It is important to note that it is not just consumer-oriented (B2C) firms that
must be concerned with building brand awareness. A survey of B2B marketing
personnel determined that the vast majority of these practitioners consider the
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major goal of B2B advertising is to create awareness of a new product or brand.
These same practitioners also believe that building brand image is another goal of
B2B marcom efforts.15

Although building brand awareness is a necessary step toward brand equity
enhancement, it is insufficient. There is no better testament to this claim than a
short history lesson relating to the dot-com craze that started in the late 1990s and
basically came to a crash by the early 2000s. Who could forget the go-go days of
the Internet “land rush” that extended from about 1998 until early 2000.16 During
the Internet’s heyday, it seemed that every Tom, Dick, and Harry came up with an
idea for a new form of e-tailing. Coming into existence was one dot-com company
after another, most of which eventually went belly up.

What was the model for forming these dot-com businesses? At the risk of over-
simplification, it was something like the following. A businessperson—or, as
likely, a businessperson wanna-be who had little experience in “old-economy”
business—came up with the idea of marketing on the Internet a product or service
that heretofore was available only from a brick-and-mortar retailer. This individ-
ual then sought capitalization from a venture capitalist. Gobs of money in hand,
the new e-tailer realized that success required primarily two achievements:
being the first (or second) to market with the new e-tailing idea and spending a
lot on advertising to create brand awareness. We thus observed huge advertising
expenditures from these dot-com start-ups, often involving advertising on expen-
sive programs such as the Super Bowl. (A large percentage of all commercials
placed on the 2000 Super Bowl were for dot-com companies. But by 2001 only a

When Brand Marketers Must Deal with
Unfavorable Country Images

Brands are marketed by companies that typically are identified
with the identities and images of the countries in which they
originate. For example, Volkswagen markets an automobile under
the brand name Passat. Consumers’ images of the Passat are
affected by Passat’s own product features and 
also by Volkswagen’s reputation and of 
Germany’s. Because Volkswagen 
mostly has a positive image, stem-
ming in large part from the historical 
success of the Beetle, and Germany is known 
as a country of fine craftsmen and sophisticated industry, 
Passat benefits from these positive associations. But what about
a brand that is associated with a country that does not possess a
favorable image for manufacturing and marketing products in
general or those in a specific category?

Consider the case of China. Though China is well known and
much admired for making low-cost and good-quality products
that are outsourced by companies in other countries, China is
not known for its domestic companies that produce and market
branded products of their own. Think for a moment: can you
identify a single brand that you purchase which carries a Chinese
brand name? I suspect you’re having difficulty naming a single
brand. Comparatively, if you were asked to name well-known
brands marketed by Japanese companies, you could easily bring
to mind the names of quite a few brands.

Many Chinese companies are in process of dealing with their
country’s image problem and attempting to market products
globally under their own brand names. Consider the case of
TCL Corp., which is a large electronics firm that manufactures
TV sets marketed under the names of many well-known
companies. TCL is in process of beginning to manufacture and
market products under its own brand name. It desires to turn

itself into 
a household name 
first in Indonesia, where entry barriers
for new products are relatively minimal, and then elsewhere in 

Asia and around the world. Successful 
TV brands in Indonesia include 

Japan’s Sony and Sharp brands 
and Korea’s Samsung. Though 

all of these brands are respected, 
price-conscious Indonesian consumers are 

receptive to alternative brands offering good value for the money.
This represents the opportunity for TCL. Rather than spending

heavily on advertising, officials at TCL decided they could be most
successful in Indonesia by bypassing retailers and selling directly to
consumers. The company offers a three-year warranty, which is the
longest on the market, and provides excellent customer service.
For example, repairmen are at customers’ homes within 24 hours
of being contacted and, if necessary, provide a loaner TV until the
damaged model can be repaired. These strategies seem to be
working, and TCL is making inroads on its Japanese and Korean
competitors. However, it may be many years before a Chinese
company can successfully market its brands in countries such as
Japan, France, Canada, and the United States. Yet, older readers of
this book (translation: professors) can recall with great surprise the
ascendancy of Japanese brands. It has only been 40 years or so
since Japan was known for little else than producing trinkets and
low-quality products. Now, numerous Japanese brands are world
renowned, and the one brand with the greatest equity in the
world may be Japan’s own Sony.

SOURCE: Adapted from Chris Prystay, “Can China Sell the World On Its Own
Brands?” The Wall Street Journal Online, December 18, 2003, http://online.wsj.com
(accessed December 18, 2003).

lLglobal focus

http://online.wsj.com


few dot-com companies advertised on this hugely expensive extravaganza.) You
might be thinking, what’s wrong with this approach?

The problem, in short, is that most of the dot-com companies spent large sums
of money on advertising (not a problem per se), but they didn’t invest adequately
in building a brand (this is a problem). Investing in and building a brand is a mat-
ter of identifying a reason for the brand’s being—its underlying positioning state-
ment and point of distinction from competitive offerings—and then promoting
that point of distinction on a consistent basis. In other words, many of the dot-com
companies spent heavily on advertising to create awareness, but they failed to
build strong and favorable brand images. A spokesman from Briefing.com, an
investment site, characterized a fatal flaw that he observed with most dot-coms’
approach to business:

Because the marketing budget is only driving short-term name recognition and site traffic
rather than building an established brand, sales growth is highly correlated with growth
in the marketing budget. But a marketing budget cannot remain at a dollar of ads for
each dollar of sales indefinitely. The business model assumes that the initial marketing drive
builds self-sustaining growth in sales, which eventually overtake the marketing budget.17

The failed brand-building efforts by dot-com companies is stated even more
compellingly by marketing consultant Kevin Clancy in the following passage:

For a long time, etailers believed that marketing and brand building were relatively easy.
Go “first to market” with a rave new Internet concept and “grab land.” Create a site so
cool that the viral marketing—efforts that spread information about a company like a
virus—goes wild. Then mix it up with requisite brand juice—edgy brand names, beautiful
logos, clever tag lines, big-ticket promotions to lure people to Web sites, rave launch par-
ties, non-stop publicity, and lots and lots of advertising. But drinking brand juice gets you
about as close to building a brand as reading bumper stickers gets you to spiritual enlight-
enment. Style over substance cannot build a brand. Simply put, a brand is ultimately
based on more than marketing communications alone. Product quality, customer service,
employee communications, management vision and leadership, and social responsibility
all influence a brand’s reputation.18

Brand Image
The second dimension of consumer-based brand knowledge is a brand’s image.
Brand image can be thought of in terms of the types of associations that come to the
customer’s or consumer’s mind (for reading ease, just consumer hereafter) when
contemplating a particular brand. An association is simply the particular thoughts
and feelings that a consumer has about a brand, much in the same fashion that we
have thoughts and feelings about other people. For example, what thoughts/feel-
ings come immediately to mind when you think of your best friend? You
undoubtedly associate your friend with certain features, strengths, and perhaps
frailties. Likewise, brands are linked in our memories with specific thought-and-
feeling associations. As shown in Figure 2.1, these associations can be conceptual-
ized in terms of type, favorability, strength, and uniqueness.

To illustrate these points, it will be helpful to consider a specific brand and the
associations that a particular consumer has stored in memory for this brand. (It will
be instructive to refer back to Figure 2.1 before reading the following description.)
Consider the case of Henry and the McDonald’s fast-food chain. Now a 27-year-old
college graduate living in Chicago, Henry has been eating at McDonald’s since he
was only two years old. He can be described as a life-long lover of fast-food and
McDonald’s in particular. His mouth virtually salivates (à la Pavlov’s dog) when
the name McDonald’s is mentioned. He vividly remembers going to a McDonald’s
in his home town with his parents and siblings. Nothing was more enjoyable than
going to their local McDonald’s on a cool autumn day after raking leaves and
doing other chores. Ronald McDonald, the golden arches, and the pungent smell of
burgers and fries are some of the thoughts that immediately enter his mind. He
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especially loves McDonald’s fries and considers them superior to those available in
other chains. He also likes the simple décor that is common to McDonald’s. And he
can’t forget all of the good times that he and his high school friends had when
enjoying each other’s company after school or following football and basketball
games. To this day Henry loves McDonald’s. About the only thing he dislikes is the
fact that clerks sometimes are poorly trained, inefficient, and not particularly
friendly.

All of these thoughts and feelings represent types of associations in Henry’s
memory about McDonald’s. All of these associations, with the exception of occa-
sional mediocre service, represent favorable links with McDonald’s as far as Henry
is concerned. These associations are held strongly in Henry’s memory. Some of the
associations are unique in comparison to other fast-food chains. Only McDonald’s
has golden arches and Ronald McDonald. No other fast-food chain has, in Henry’s
mind, fries that taste nearly as good as McDonald’s.

We can see from this illustration that Henry associates McDonald’s with vari-
ous attributes (e.g., golden arches), benefits (e.g., great tasting fries), and that he
possesses an overall favorable evaluation, or attitude, toward this brand. These
associations for Henry are held strongly and are favorable and somewhat unique.
McDonald’s would love to have millions of Henrys in its market, which it
undoubtedly does. To the extent that Henry is prototypical of other consumers, it
can be said that McDonald’s has high brand equity. In contrast to McDonald’s,
many brands have relatively little equity. This is because consumers are (1) only
faintly aware of these brands or, worse yet, are completely unaware of them or
(2) even if aware, do not hold strong, favorable, and unique associations about
these brands.

Although a brand’s image is based on a variety of associations that consumers
have developed over time, brands—just like people—can be thought of as having

their own unique personalities. Research has identified
five personality dimensions that describe most brands:
sincerity, excitement, competence, sophistication, and
ruggedness.19 That is, brands can be described as possess-
ing some degree of each of these dimensions, ranging
from “the dimension doesn’t describe the brand at all” to
“the dimension captures the brand’s essence.” For
example, one brand may be regarded as high in sincerity
and competence but low in sophistication, excitement,
and ruggedness. Another brand may be considered to
epitomize sophistication and excitement but regarded as
lacking on all other dimensions. The five brand-related
personality dimensions are now described and illus-
trated. Bear in mind that each illustration attempts to
capture a single personality dimension when in fact
brands are multidimensional with respect to their per-
sonality characteristics—just like people.

1. Sincerity—This dimension includes brands that are
down-to-earth, honest, wholesome, and cheerful.
Sincerity is precisely the personality that General
Motors (GM) has attempted to create for its repair
services as personified by the hypothetical “Mr.
Goodwrench,” who represents the name and “face,”
the sincere persona of the trained technicians who
work in thousands of GM dealerships (Figure 2.3).

2. Excitement—Brands scoring high on the excitement
dimension are perceived as daring, spirited, imagina-
tive, and up-to-date. The Hummer (Figure 2.4) typifies
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an exciting brand. Of course, it also is a rugged brand, which
suggests that it, like most brands, has a multidimensional
personality.

3. Competence—Brands scoring high on this personality dimen-
sion are considered reliable, intelligent, and successful. In the
automobile category, there are few brands perceived as more
competent than Toyota (Figure 2.5). Toyotas are not particularly
exciting or rugged, but consumers regard them as sincere and
competent. J. D. Power, an organization that surveys automo-
bile owners to assess levels of satisfaction, annually reports that
Toyota is at or near the top of satisfaction ratings. This, of
course, is due to the brand’s overall success and reliability.

4. Sophistication—Brands that are considered upper class and
charming score high on the sophistication dimension. Rolex
watches (Figure 2.6) typify sophistication, which accounts for
why people who wish to convey a sophisticated image often
proudly wear Rolexes on their wrists.

5. Ruggedness—Rugged brands are thought of as tough and out-
doorsy. Timberland (Figure 2.7) represents such a brand.

How Can Brand Equity Be Enhanced?
In general, efforts to enhance a brand’s equity are accomplished
through the initial choice of positive brand identity (that is, via the
selection of a good brand name and logo) but mostly through mar-

keting and marcom programs that forge favorable, strong, and unique associations
with the brand in the consumer’s mind. It is impossible to overstate the importance
of efforts to enhance a brand’s equity. Brands that are high in quality and represent
good value potentially possess high equity, but effective and consistent marcom
efforts are needed to build on and maintain brand equity.

A favorable brand image does not happen automatically. Sustained marketing
communications are generally required to create favorable, strong,
and perhaps unique associations about the brand. For example, it
could be claimed that one of the world’s greatest brands, Coca-
Cola, is little more than colored sugar water. This brand, neverthe-
less, possesses immense brand equity because its managers are
ever mindful of the need for continual advertising executions that
sustain the Coca-Cola story and build the image around the world.
In the United States alone, the Coca-Cola Company in a recent year
commanded 44 percent of the carbonated soft-drink market, which
totals over $50 billion in revenue. Coke Classic (Coke) held an indi-
vidual brand share of nearly 19 percent, whereas its nearest com-
petitor, Pepsi, had about a 12 percent share.20 Consumers don’t buy
this “colored sugar water” merely for its taste; they instead pur-
chase a lifestyle and an image when selecting Coke over other
available brands. It is effective advertising, exciting sales promo-
tions, creative sponsorships, and other forms of marketing com-
munications that are responsible for Coca-Cola’s positive image
and massive market share. For a fascinating review of a new tech-
nology called neuromarketing and an application to Coke and its
major competitor, Pepsi, see the IMC Focus on page 42.

What actions can be taken to enhance a brand’s equity?
Because a brand’s equity is a function of the favorability, strength,
and uniqueness of associations held in consumers’ memories, the
simple answer is to forge stronger, more favorable, and unique
associations. But this begs the question of how this is to be accom-
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plished. In actuality, associations are created in a variety of
ways, some of which are initiated by marketers (e.g., via
advertising) and others that are not.21 The following discus-
sion identifies three ways by which brand equity is
enhanced and labels these the (1) speak-for-itself approach,
(2) message-driven approach, and (3) leveraging approach.

On the one hand, favorable (or perhaps unfavorable)
associations are built merely by allowing the brand to
“speak for itself.” That is, by trying and using brands con-
sumers learn how good (or bad) they are and what benefits
they are (in)capable of delivering. Secondly, marcom practi-
tioners in their various capacities can build (or attempt to
build) advantageous associations via the dint of repeated
claims about the features a brand possesses and/or the ben-
efits it delivers. Such a tact is effective if the marcom mes-
sage is creative, attention getting, and believable. This
second brand-equity-building strategy can be thought of as
the “message-driven approach.” Needless to say, the
“speak-for-itself” and “message-driven” approaches need
not be independent; that is, consumers’ associations related
to a particular brand result both from what they’ve learned
firsthand about a brand through usage and what they’ve
acquired through exposure to the brand’s marcom mes-
sages. There is a third equity-building strategy that is being
used in increasingly competitive marketplaces. This is the
“leveraging” strategy.22

Brand associations can be shaped and equity enhanced
by leveraging positive associations already contained in the world of people,
places, and “things” that are available to consumers. The culture and social sys-
tems in which marketing communications take place are loaded with meaning.
Through socialization, people learn cultural values, form beliefs, and become
familiar with the physical manifestations, or artifacts, of these values and beliefs.
The artifacts of culture are charged with meaning, which is transferred from gen-
eration to generation. For example, the Lincoln Monument and Ellis Island are
signs of freedom to Americans. To Germans and many other people throughout
the world, the now-crumbled Berlin wall signified oppression and hopelessness.
Comparatively, yellow ribbons signify crises and hopes for hostage release and
the safe return of military personnel. Pink ribbons signal support for breast cancer
victims. Red ribbons have grown into an international symbol of solidarity on
AIDS. The Black Liberation flag with its red, black, and green stripes—represent-
ing blood, achievement, and the fertility of Africa—symbolizes civil rights.

Marketing communicators draw meaning from the culturally constituted world
(i.e., the everyday world filled with artifacts such as the preceding examples) and
transfer that meaning to consumer goods. Advertising is an especially important
instrument of meaning transfer. The role of advertising in transferring meaning
has been described in this fashion:

Advertising works as a potential method of meaning transfer by bringing the consumer
good and a representation of the culturally constituted world together within the frame of
a particular advertisement. . . . The known properties of the culturally constituted world
thus come to reside in the unknown properties of the consumer good and the transfer of
meaning from world to [consumer] good is accomplished.23

Stated alternatively, this account says that advertisers (as well as practitioners
in other marcom capacities) can leverage meaning, or associations, for their brands
by connecting them with other objects that already possess well-known meaning.
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Figure 2.8 provides an account of how a brand can leverage associations by con-
necting itself with (1) other brands, (2) places, (3) things, and (4) people. For
example, a brand leverages positive associations when it is identified with a par-
ticular country that is known for, say, fine craftsmanship or when it employs an
endorser that has an image that the brand itself would like to be known for. There
are numerous ways for leveraging favorable brand associations, and Figure 2.8 is
a good starting point for appreciating these options.

Among other forms of leveraging, Figure 2.8 shows how a brand can leverage
associations from other brands. In recent years there have been a number of occur-
rences where two brands enter into an alliance that potentially serves to enhance
both brands’ equity and profitability. You need only look at your bank card
(e.g., Visa) to see that it likely carries the name of an organization such as your col-
lege or university. The two have entered into an alliance, or a co-branding relation,
for their mutual benefit. Rayovac (flashlights) is in partnership with Harley-
Davidson (motorcycles) with a line of flashlights carrying the Harley-Davidson
logo. Ocean Spray, the well-known marketer of cranberry products, has entered

Coca-Cola (Coke) and Pepsi are two well-known carbonated
beverages that have been marketed for over 100 years. These
brands for decades have been locked in fierce battle, described
sometimes as “the cola wars.” One sensational battle began in
1975 when Pepsi sponsored a national taste test to determine
which brand, Coke or Pepsi, is regarded as better tasting. Following
this testing, Pepsi undertook an advertising campaign (called the
“Pepsi Challenge”) that directly compared Pepsi with Coke and
claimed the research evidence (i.e., so-called “blind” taste tests)
revealed that consumers prefer Pepsi over Coke. If in fact Pepsi is
a better tasting beverage than Coke, why is Coca-Cola the higher
selling and more popular beverage? For an answer, let’s enter the
world of neuromarketing and the technology of brain imaging.

Neuromarketing is a specific application of
the field of brain research called neuro-
science. Neuroscientists study activa-
tion of the brain to outside stimuli
with the use of brain scanning
machines that take functional mag-
netic resonance images (fMRIs) when indi-
viduals visually or otherwise employ their various
senses (sight, taste, touch, etc.) upon exposure to stimuli. Brain
scans with fMRI machines reveal which areas of the brain are most
activated in response to external stimuli. With this brief description
in mind, we can describe research conducted by a neuroscientist at
the Baylor College of Medicine in Texas that might be described
as the “21st Century Pepsi Challenge.”

The scientist, Read Montague, performed this new-fangled
Pepsi Challenge by scanning the brains of 40 study participants
after they tasted intermittent squirts of Pepsi and Coke. When
“blind” as to which brand they were tasting, Pepsi came out the
clear winner. That is, the reward center of the brain, the ventral
putamen, revealed a much stronger preference for Pepsi versus
Coke when study participants were unaware of which brand
they had tasted. However, this result flip flopped when Montague
altered the testing procedure by informing participants the name
of the brand they were about to taste. Now a different region of
the brain was more activated and Coca-Cola was the winner in
this non-blind taste test. In particular, activation in the medial

prefrontal
cortex—an area of the
brain associated with cognitive functions such
as thinking, judging, preference, and self-image—revealed
that participants now preferred Coke. In short, with blind taste
tests, Pepsi was the winner. With non-blind tests, Coke prevailed.
What’s going on?

The apparent answer is a difference in brand images, with
Coke possessing the more attractive image earned through years
of effective marketing and advertising effort. When participants
knew they were tasting Coke, their preference for that brand was
mediated by past experiences and positive associations of the
brand matching their self-images—as reflected in the activation

of the medial prefrontal cortex. When clueless of brand
identity, the “raw” reward center of the

brain, the ventral putamen, revealed
Pepsi to be the winner, presumably
because it is a somewhat better

tasting soft drink. Most interesting
is the fact that Coca-Cola’s marcom

efforts have enabled that brand to rise to the
top. Past ad campaigns such as “It’s the Real Thing,” “I’d Like

to Buy the World a Coke,” and “Have a Coke and a Smile” have
possibly resonated more positively with consumers than has Pepsi’s
marketing, which has concentrated more on aligning that brand
with celebrities such as Michael Jackson and Britney Spears. In
sum, this “21st century Pepsi Challenge” further demonstrates
the importance of effective marcom efforts and the role that a
positive brand image plays in determining brand equity and
influencing consumer choices.

SOURCES: Edwin Colyer, “The Science of Branding,” Brandchannel, March 15,
2004, http://brandchannel.com (accessed March 22, 2004); Clive Thompson,
“There’s a Sucker Born in Every Medial Prefrontal Cortex,” The New York Times,
October 26, 2003, http://rickross.com (accessed July 20, 2004); David Wahlberg,
“Advertisers Probe Brains, Raise Fears,” The Atlanta Journal-Constitution,
February 1, 2004, http://cognitiveliberty.org (accessed July 20, 2004); Melani
Wells, “In Search of the Buy Button,” Forbes.com, September 1, 2003,
http://forbes.com (accessed July 20, 2004); “The Cola Wars: Over a Century of
Cola Slogans, Commercials, Blunders, and Coups,” http://geocities.com/colacentury
(accessed July 21, 2004).
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into branding alliances with a number of other famous branded products, includ-
ing Post’s Cranberry Almond Crunch cereal, Nabisco’s Cranberry Newtons (cook-
ies), and Kraft’s Stove Top Stuffing with Cranberries.

The examples are virtually endless, but the common theme is that brands that
enter into alliances do so on grounds that their images are similar, that they appeal
to the same market segment, and that the co-branding initiative is mutually
beneficial. The most important requirement for successful co-branding is that
brands possess a common fit and that the combined marcom efforts maximize the
advantages of the individual brands while minimizing the disadvantages.24

Ingredient branding is a special type of alliance between branding partners. For
example, Lycra, a brand of spandex from DuPont, initiated a $10 million to $12
million global advertising effort to increase consumer ownership of jeans made
with Lycra. Along the lines of the “Intel Inside” campaign, Lycra’s advertising fea-
tured Lycra jeans by Levi Strauss, Diesel, DKNY, and other jean manufacturers.
DuPont began this campaign in an effort to differentiate itself from cheaper un-
branded spandex from Asia.25 Other well-known instances of ingredient branding
include various ski-wear brands that prominently identify the Gore-Tex fabric
from which they are made and cookware makers that tout the fact that their skil-
lets and other cookware items are made with DuPont’s Teflon nonstick coating.
Although ingredient branding is in many instances beneficial for both the ingredi-
ent and “host” brands, a potential downside for the host brand is that the equity of
the ingredient brand might be so great that it overshadows the host brand. This
situation would arise, for example, if skiers knew that their ski jacket was made of
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Gore-Tex fabric but they had no awareness of the
company that actually manufactured their jacket.

What Benefits Result from
Enhancing Brand Equity?
One major by-product of efforts to increase a brand’s
equity is that consumer brand loyalty might also
increase.26 Indeed, long-term growth and profitabil-
ity are largely dependent on creating and reinforcing
brand loyalty. The following quote from two
respected marketing practitioners sums up the
nature and importance of brand loyalty:

While marketers have long viewed brands as assets, the
real asset is brand loyalty. A brand is not an asset. Brand

loyalty is the asset. Without the loyalty of its customers, a brand is merely a trademark, an
ownable, identifiable symbol with little value. With the loyalty of its customers, a brand is
more than a trademark. A trademark identifies a product, a service, a corporation. A brand
identifies a promise. A strong brand is a trustworthy, relevant, distinctive promise. It is
more than a trademark. It is a trustmark of enormous value. Creating and increasing
brand loyalty results in a corresponding increase in the value of the trustmark.27

Research has shown that when firms communicate unique and positive mes-
sages via advertising, personal selling, promotions, events, and other means, they
are able to differentiate their brands effectively from competitive offerings and
insulate themselves from future price competition.28

Marketing communications plays an essential role in creating positive brand
equity and building strong brand loyalty. However, this is not always accom-
plished with traditional advertising or other conventional forms of marketing
communications. For example, Starbucks, the virtual icon for upscale coffee, does
very little advertising, yet this brand has a near cult-like following. To a lesser
degree, the same can be said for Red Bull energy drink. With worldwide sales
exceeding $1 billion, the marketers of Red Bull rely more on word-of-mouth buzz
and events than advertising for brand-building purposes.29

Roger Enrico, ex-CEO and chairman of PepsiCo, provides us with a fitting sec-
tion conclusion in the following implicit description of the importance of that
company’s efforts to build the equity of its brands:

In my mind the best thing a person can say about a brand is that it’s their favorite. That
implies something more than simply they like the package, or the taste. It means they like
the whole thing—the company, the image, the value, the quality, and on and on. So as we
think about the measurements of our business, if we’re only looking at this year’s bottom
line and profits, we’re missing the picture. We should be looking at market share, but also
at where we stand vis-à-vis our competitors in terms of consumer awareness and regard
for our brands. You always know where you stand in the [profit and loss statement]
because you see it every month. But what you need to know, with almost the same sense of
immediacy, is where you stand with consumers and your customers.30

Characteristics of World-Class Brands
Some brands have such exceptional brand equity that they deserve the label
“world class.” The well-known EquiTrend survey by market research firm Harris
Interactive is conducted biannually and includes responses from consumers who
collectively, not individually, rate over 1,000 brands.31 This survey asks respon-
dents to rate a number of brands in terms of two dimensions: quality and salience.
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Respondents rate a brand’s quality by selecting a score ranging from 0 to 10, where
0 equals unacceptable/poor quality and 10 equals outstanding/extraordinary qual-
ity. Salience, which is a measure of brand awareness, represents the percentage of
people who feel sufficiently well informed about a brand to rate it. A brand’s
salience score thus ranges between 0 percent to 100 percent. An equity score is
determined by multiplying the quality and salience scores and dividing the prod-
uct by 10 so that equity scores range between 0 and 100. Brands receiving high
equity scores are both well known and perceived as high quality, whereas those
receiving lower scores are either less known or are well known but have received
low quality scores.

The most recent EquiTrend survey (at the time of this writing), reveals the 10
brands in Table 2.1 as the overall highest equity brands. Note carefully in Table 2.1
that the rankings are based on “quality” scores and not overall “equity” scores.
Hence, Smithsonian Institution is ranked number 1 in terms of quality, but
Hershey’s Kisses have the top equity score at 79.6. Many of these brands (e.g.,
Craftsman tools, Discovery Channel, M&M’s candies, Crayola crayons and mark-
ers, Bose stereo and speaker systems, and WD-40 spray lubricant) regularly
appear in EquiTrend’s top-10 rankings. Brands that receive high equity scores
based on EquiTrend’s measure tend to make straightforward promises to con-
sumers and deliver on these promises over extended periods.32 In other words,
these brands are well known, possess strong and favorable associations in con-
sumers’ memories, and thus possess high brand equity.

Beyond these particular survey results, a thought leader in the area of branding
and brand equity has identified 10 traits shared by the world’s strongest brands:33

1. The brand excels at delivering the benefits customers truly desire.
Consumers buying stereo equipment and speakers want a brand they can
depend on for delivering impeccably clear music. Bose stereo and speaker sys-
tems unsurprisingly rates extremely high in quality (8.12), though its overall
equity score suffers from a relatively low salience score (only 72 percent). It is
little wonder that Bose regularly appears on EquiTrend’s top-10 list.

2. The brand stays relevant. “Relevant” brands stay in touch with consumers’
changing tastes, desire for change and excitement, and need for product
improvements. For example, M&M’s candies and Crayola crayons are contin-
ually introducing new colors, and the Discovery Channel regularly produces
creative and exciting programs.

3. The pricing system is based on consumers’ perceptions of value. Craftsman
tools are not inexpensive compared to cheaper brands that can be purchased at
many stores other than Sears, but the product price is justified in light of the
high quality and dependability.

4. The brand is properly positioned. M&M’s candies are positioned well against
other candies. Only M&M’s come in a variety of colors and have the unique

Table 2.1

Top Ten World-Class Brands
Overall (Among 1,152 total
brands included in the
Spring 2003 survey)

Brand Rank Quality Salience Equity

Smithsonian Institution 1 8.23 79 64.9
Craftsman Tools 2 8.17 88 71.6
Crayola Crayons & Markers 3 8.12 94 76.2
Bose Stereo & Speaker Systems 4 8.12 72 58.7
Hershey’s Kisses 5 8.08 99 79.6
Reynolds Wrap Aluminum Foil 6 8.08 97 78.6
M&M’s Chocolate Candies 7 8.05 98 79.3
Discovery Channel 8 8.02 93 74.9
WD-40 Spray Lubricant 9 8.01 90 72.4
Ziploc Food Bags 10 7.98 98 77.9

SOURCE: Spring 2003 EquiTrend® brand study by Harris Interactive.®



shape. M&M’s virtually stands for fun, and it is for this reason that children of
all ages (from 3 to 83) love this simple little product.

5. The brand is consistent. A consistent brand is one that is not continually
changing its positioning and always reinventing itself. Consumers learn to
depend on the brand because it remains unchanged—a dependable old friend.
All 10 brands in the EquiTrend survey personify consistency.

6. The brand portfolio and hierarchy make sense. Most brands are part of a
company’s brand portfolio. For example, automobile manufacturers market
multiple models of BMWs, Toyotas, Fords, and so on. Successful brands are
well coordinated such that the various offerings under the brand umbrella are
not inconsistent with one another or in conflict.

7. The brand makes use of and coordinates a full repertoire of marketing activ-
ities to build equity. The essential point in this regard is that successful brands
employ whatever marcom tools are needed in order to satisfy the brand’s posi-
tioning strategy. This characteristic is very much in harmony with the IMC
principles established in Chapter 1.

8. The brand’s managers understand what the brand means to consumers. “If
it’s clear what customers like and don’t like about a brand, and what core asso-
ciations are linked to the brand, then it should also be clear whether any given
action will dovetail nicely with the brand or create friction.”34 In other words,
knowing the customer is essential to knowing your brand and determining
which marcom efforts are needed to best position the brand. The managers of
WD-40 spray lubricant know what consumers like about this brand and what
they expect from it; thus, they are able to maximize sales volume primarily by
simply advertising the brand as having innumerable household uses.

9. The brand is given proper support, and that support is sustained over the
long run. In a word, world-class brands maintain their momentum. (Recall the dis-
cussion in Chapter 1 of momentum in context of the various implementation
decisions.)

10. The company monitors sources of brand equity. Ongoing studies (brand
audits, tracking studies) are essential for monitoring a brand’s health. The
need for such studies can be likened to the importance of middle-aged and
older individuals having annual medical examinations. Annual exams deter-
mine whether changes have occurred in, say, one’s heart condition compared
to baseline measures from prior exams. An attending physician can thus deter-
mine whether a problem exists and whether corrective action is needed. Brand
managers must in similar fashion expose their brands to annual (or more fre-
quent) exams to detect potential problems and identify needed changes.

Affecting Behavior and
Achieving Marcom Accountability

When discussing in Chapter 1 the principles underlying IMC, one major point of
emphasis was that marcom efforts should be directed, ultimately, at affecting
behavior rather than stopping with enhancing equity. Creating brand awareness
and boosting brand image serve little positive effect unless individuals ultimately
make purchases or engage in some other form of desired behavior—by “behavior”
we mean that the customer takes some action such as contributing to a charitable
organization, discontinuing smoking, voting for a political candidate, staying on a
diet plan, attending a concert, and so on. All of these behaviors, or acts, contrast
with pre-behavioral cognitions or emotions whereby one merely thinks that doing
something is a good idea or feels good about the prospect of doing something. The
proof of the behavioral pudding is in the action.

Marcom’s eventual challenge is to influence behavior, whatever the nature of
that behavior might be. To simplify the following discussion we will hereafter
refer to behavior only in context of business organizations rather than talking
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about many different forms of behavior. From this perspective, behavior essen-
tially equates to purchase behavior. Purchase behavior is, of course, a customer-
based concept (i.e., customers buy, or purchase products and services). From the
marketer’s standpoint, desired behavior from customers corresponds to sales vol-
ume and revenue, with revenue representing the monetized equivalent of sales
volume (i.e., volume × net price = revenue). Looked at in this manner, marcom’s
objective is to ultimately affect sales volume and revenue.

The effect of marcom, or of its specific elements such as advertising, can thus
be gauged in terms of whether it generates a reasonable revenue return on the
marcom investment. This idea of return on investment, which is well known to
anyone who has taken a basic course in accounting, finance, or managerial eco-
nomics, is referred to in marketing circles as ROMI, or return on marketing invest-
ment. In a world of increased accountability, as discussed in Chapter 1, it is
imperative that marketing people in all capacities, including marcom practition-
ers, demonstrate that additional investments in, say, advertising yield returns that
meet or exceed alternative applications of corporate funds. Chief executive offi-
cers (CEOs) as well as chief marketing officers (CMOs) and chief financial officers
(CFOs) are increasingly asking, “What’s my ROMI?”35 The vast majority of mar-
keting executives consider the measurement of marketing performance an impor-
tant priority, and marketing academics along with practitioners are actively
involved in devising ways to measure marketing performance so as to achieve
financial accountability for marketing actions.36 Two primary motivations underlie
this increased focus on measuring marketing performance, as explained in the
following quote:

First, greater demands for accountability on the marketing function from the CEO, the
Board, and other executives mandate a greater focus on measurement. For a CMO to truly
command an equal seat at the executive table, a CMO must define and deliver quantitative
measurements for the corporation. And these metrics must be clearly and convincingly
communicated to the appropriate audiences. A second, perhaps equally important driver is
the imperative for a CMO to get better at what they do. As the budget battles become more
frequent and uncomfortable, a CMO can make marketing a more effective organization
only by measuring and understanding what is working and what isn’t.37

Difficulty of Measuring Marcom Effectiveness
Though most marketing executives agree that measuring marketing perfor-
mance is critically important, at the present time relatively few organizations
are doing a sophisticated job. This is not because marketing executives are
uninterested in determining what aspects of their marcom efforts are or are not
working most effectively; rather, the problem resides with the difficulty of
measuring marcom effectiveness. Several reasons account for this complexity:
(1) obstacles in identifying an appropriate measure, or metric, of effective-
ness; (2) complications with getting people throughout the organization to agree
that a particular measure is the most appropriate; (3) snags with gathering accu-
rate data to assess effectiveness; and (4) problems with determining the exact
effect that specific marcom elements have on the measure that has been selected to
indicate effectiveness.

Choosing a Metric
An initial problem is one of determining which specific measures (also called met-
rics) should be used to judge marcom effectiveness. Consider, for example, the case
of an automobile company that has increased its annual marcom budget for a par-
ticular model by 25 percent over last year’s budget. The company will advertise this
particular model using a combination of TV, magazine, and online advertising. It
also will sponsor a professional golf tournament and have a presence at several
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other sporting and entertainment events. It, moreover, will use an attractive rebate
program to encourage consumers to buy sooner rather than postponing purchases.
What metric(s) should the company use to gauge the effectiveness of its marcom
efforts? Possible options include changes in brand awareness before and after the
aggressive marcom program is undertaken, improved attitudes toward the automo-
bile model, increased purchase intentions, and larger sales volume compared to last
year’s performance. None of these options is without problems. For example,
awareness is a good measure of marcom effectiveness only if increases in awareness
translate in some known proportion to sales increases; likewise, improved attitudes
and purchase intentions are suitable measures only if they predictably turn into
increased sales in this or subsequent accounting periods. And sales itself is an
imperfect measure insofar as marcom efforts in the current accounting period may
not improve sales volume measurably until a later period. In short, there typically is
no magic bullet by which marcom effectiveness can be judged unambiguously and
perfectly. All measures/metrics are flawed in some way.

The difficulty of determining how best to measure marketing’s return on
investment is illustrated by a recent study conducted of its membership by the
Association of National Advertisers (ANA).38 In response to a key question asking
respondents to identify which metric is closest to their company’s definition of
marketing ROI, more than 15 versions of ROMI were revealed. It is evident from
this study that companies differ widely in their concept of how to measure ROMI.
The five metrics in most frequent usage are these: (1) incremental sales revenue
generated by marketing activities (66 percent of respondents identified this met-
ric), (2) changes in brand awareness (57 percent), (3) total sales revenue generated
by marketing activities (55 percent), (4) changes in purchase intention (55 percent),
and (5) changes in attitudes toward the brand (51 percent).39 You will note that
these percentages sum to greater than 100 because some companies use multiple
metrics. It also is noteworthy that three of the leading metrics do not even involve
sales revenue but instead are based on pre-sales diagnostics: changes in brand
awareness, attitudes, and purchase intentions.

Gaining Agreement
As generally is the case when intelligent people representing different organiza-
tional interests are asked to settle in on a particular solution to a problem, there
generally is no consensus. This is not because people are necessarily uncoopera-
tive; rather, individuals from different backgrounds and with varied organiza-
tional interests often see the “world” differently or operate with varying ideas of
what best indicates suitable performance. Whereas finance people are inclined to
view things in terms of discounted cash flows and net present values of investment
decisions, marketing executives have historically tended to use measures of brand
awareness, image, and equity to indicate success.40 Hence, arriving at a suitable
system for measuring marcom performance requires agreement as to how perfor-
mance is to be assessed.

Collecting Accurate Data
Whatever the measure chosen, any effort to meaningfully assess marcom per-
formance necessitates having data that are reliable and valid. Returning to the
automobile illustration, suppose that sales volume is the metric used to judge the
effectiveness of this year’s marcom efforts. It would seem a simple matter to accu-
rately assess how many units of the automobile model have been sold during the
present fiscal period. However, some of the units sold this year are residual orders
from last. Also, a number of the units sold are fleet sales to companies that are
entirely independent of the marcom efforts directed to consumers. It also is prob-
lematic as to how sales should be calculated, whether in terms of units sold in to
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dealers or units moved through to end-user consumers. All in all, collecting accu-
rate data is no slam dunk.

Calibrating Specific Effects
Our hypothetical automobile company will employ several marcom tools (various
advertising media, several events, and periodic rebates) to “move” automobiles to
consumers. Ultimately, brand managers and other marketing executives are inter-
ested in knowing more than just how effective the overall marcom program was.
They also need to identify the relative effectiveness of individual program ele-
ments so that even better decisions can be made in the future as to how best to
allocate resources. This is, perhaps, the most complicated problem of all. How
much relative effect does each program element have on, say, sales volume com-
pared to the effects of other elements? A technique called marketing-mix modeling is
increasingly being used for this purpose.

Assessing Effects with Marketing-Mix Modeling
To understand and appreciate the nature and role of marketing-mix modeling,
let’s return to our example of the automobile marketer that increased its marcom
budget for a particular model by 25 percent over last year’s budget. To advertise
and promote the brand, the following individual activities, or elements, will be
used: (1) advertising via TV, magazine, and online media; (2) sponsorship of a pro-
fessional golf tournament along with several other sporting and entertainment
events; and (3) use of an attractive rebate program to encourage consumers to buy
now rather than later.

Each of these activities can be thought of as individual elements constituting
the brand’s marketing mix. The issue that marketing-mix modeling addresses is
this: what effect does each element have in affecting this automobile model’s sales
volume? Marketing-mix modeling employs well known statistical techniques
(e.g., multivariate regression analysis) to estimate the effects that the various
advertising and promotion elements have in driving sales volume. Though it is
beyond the scope of this text to offer a technical explanation of regression analysis
or of other more sophisticated analytic techniques used in marketing-mix model-
ing, the conceptual underpinnings are straightforward. Let us demonstrate this
approach using the following multivariate regression equation:

(2.2) Y = �0 + �1X1 + �2X2 + �3X3 + �4X4 + �5X5 + �6X6

where:

Y = Estimated sales of the particular automobile model in a specific period.
X1 = TV advertising
X2 = Magazine advertising
X3 = Online advertising
X4 = Sponsorship of golf tourney
X5 = Sponsorship of other, minor events
X6 = Rebate program

–0 = Baseline sales without any advertising or promotions

–1, –2, –3, –4, –5, –6 = Parameter estimates of the individual effects the various
advertising and promotion elements have on sales

In order to employ marketing-mix modeling, a relatively long series of longi-
tudinal data—say, for a two-year period—is required. The data for each period
would include the level of sales during that period (Y) along with corresponding
advertising and promotion expenditures for each program element (X1 through
X6). Imagine, for example, that our hypothetical automobile company records
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weekly sales and has meticulous records of precisely how much is spent weekly
on each advertising and promotion element. Records of this sort would produce a
set of 104 observations (52 weeks × 2 years), which would provide a sufficient
number of observations to produce reliable parameter estimates for the various
program elements.

Resulting from the analytic aspect of marketing-mix modeling is statistical evi-
dence regarding the relative effects that each program element has had in driving
automobile sales. Managers learn from such analysis which elements are outper-
forming others and can use this statistical information to shift budgets from pro-
gram element to element. Obviously, more effective elements (as revealed by
larger parameter estimates) would in the future receive relatively larger budgets
vis-à-vis the less effective elements.

Marketing-mix modeling has been used off and on for nearly a quarter cen-
tury, but current use is at a high point with leading marketers such as Procter &
Gamble (P&G) and the Clorox Company benefiting greatly from the use of this
analytic approach. In one recent year, for example, P&G’s application of market-
ing-mix modeling resulted in that firm’s changing how it spent more than $400
million of its advertising and promotion budget.41 Based on its modeling, P&G
substantially increased its advertising budget. Comparatively, Clorox’s use of
marketing-mix modeling led it to shift some money away from advertising into
promotions. The important point is that each application of marketing-mix mod-
eling is based on a unique set of marketing circumstances. What’s good for the
goose (say, P&G) is not necessarily good for the gander (say, Clorox). One solution
does not, in other words, fit all.

Marketing-mix modeling is widely used by consumer package good compa-
nies (CPGs) such as P&G and Clorox, but it also is being used increasingly by non-
CPG companies in the B2C environment and also by B2B companies. Any
company can employ the techniques of marketing-mix modeling provided it
maintains (or can purchase from syndicated sources) sales data on a period-by-
period basis and also has meticulous records of its expenditures on a period-by-
period basis for all of its advertising and promotion elements. The example we’ve
been working with for the automobile model is actually simplistic in that a full
marketing-mix analysis would consider not just expenditures on, say, a particular
advertising medium such as television but would disaggregate the data for spe-
cific types of TV expenditures (e.g., network TV versus cable) and even different
day parts (daytime, prime time, etc.). The finer, or more disaggregated, the data,
the better the analysis can be in determining which specific marketing-mix ele-
ments are most and least effective in driving sales.

Summary

This chapter discussed the nature and importance of brand equity. The concept of
brand equity is described as the value in a brand resulting from high brand-name
awareness and strong, favorable, and perhaps unique associations that consumers
have in memory about a particular brand. Marcom efforts play an important role
in enhancing brand equity. Enhanced equity, in turn, bolsters consumer brand loy-
alty, increases market share, differentiates a brand from competitive offerings, and
permits charging relatively higher prices. The chapter also discussed the impor-
tance of not restricting the assessment of marcom performance to brand equity
measures only, but should also consider whether marcom efforts have influenced
behavior. By examining the effect that marcom has on behavior, it is possible to
gauge financial accountability and thus better equip marketing communicators
when they request increased budgets from CFOs. The technique of marketing-mix
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modeling provides an analytic method for assessing the effectiveness of individ-
ual marcom elements and for determining how budgets should be shifted among
program elements.

Discussion Questions
1. Tom Peters, author and management consultant, describes a brand as “passion

made palpable.”42 What do you think he means by this expression. Provide a
couple of personal examples that support Peters’s characterization of brands.

2. Using the framework in Figure 2.1, describe all personal associations that the
following brands hold for you: (a) Harley-Davidson motorcycles, (b) Hummer
vehicles, (c) Red Bull energy drink, (d) The Wall Street Journal, and (e) movie
star Nicole Kidman.

3. Roger Enrico, CEO of PepsiCo, was quoted in the text as saying, “In my mind
the best thing a person can say about a brand is that it’s their favorite.”
Identify two brands that you regard as your favorites. Describe the specific
associations that each of these brands holds for you and thus why they are two
of your favorites.

4. Provide examples of brands that in your opinion are positioned in such a way
as to reflect the five personality dimensions: sincerity, excitement, competence,
sophistication, and ruggedness.

5. Provide several examples of co-branding or ingredient branding other than
those presented in the chapter.

6. When discussing brand equity from the firm’s perspective, it was explained
that as the equity of a brand increases, various positive outcomes result: (1) a
higher market share, (2) increased brand loyalty, (3) ability to charge premium
prices, and (4) capacity to earn a revenue premium. Select a brand you are par-
ticularly fond of and explain how its relatively greater equity compared to a
lesser brand in the same product category is manifest in terms of each of these
four outcomes.

7. Brand awareness is a necessary but insufficient condition toward building
positive brand equity. Explain what this statement means to you and provide
a couple of examples of brands that you are aware of but that, for you, do not
possess positive brand equity.

8. Select a brand of vehicle (automobile, truck, motorcycle, SUV, etc.) and with
this brand illustrate the meaning to you personally of type, favorability,
strength, and uniqueness of brand associations.

9. What are your reactions to the application of neuroscience to marketing (neu-
romarketing) that was described in the IMC Focus? Do you consider this tech-
nique ethical? Do you fear that with the knowledge obtained from its
application marketers will be able to manipulate consumers?

10. Describe the leveraging strategy for enhancing brand equity. Take a brand of
your choice and, with application to Figure 2.8, explain how that brand could
build positive associations, thereby enhancing its equity, by linking itself to (a)
places, (b) things, (c) people, and (d) other brands. Be specific.

11. A certain brand, Brand X, receives an average quality score of 8.3 and a
salience score of 68 percent. What is this brand’s equity score based on the
EquiTrend procedure?

12. Why is demonstrating financial accountability an imperative for marcom prac-
tioners?

13. Assume that your college or university has had difficulty getting nonstudent
residents in the local community to attend football games. Your school’s athletic
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director requests that an organization you belong to (say, a local chapter of
the American Marketing Association) develop an advertising program that is
to be targeted to local residents to encourage them to attend football games.
What measures/metrics could you use to assess whether the advertising pro-
gram you developed has been effective? How might you assess the ad cam-
paign’s ROMI?
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listing for trans fat. In late 2004, food manufacturers

were not required to list the amount of trans fat

contained in their products. The maker of Soy-

Crisps (Snyder’s of Hanover) was willing to do

this for obvious reasons—that brand contains zero

trans fats.

It was not until January 1, 2006 that food manu-

facturers were required by

the U.S. Food and

Drug Adminis-

tration (FDA) to

indicate the number

of grams of trans fats con-

tained in a serving size. What are trans fats? Trans fats

are fats that increase levels of bad cholesterol and

reduce the amount of good cholesterol; in short, trans

fats, if consumed excessively, can lead to clogged

arteries.

Trans fats occur naturally in meat and some

dairy items, but the real culprits are many dessert and

snack products. These products typically are fried in

hydrogenated cooking oil, which is vegetable oil that

has been infused with hydrogen so that the oil remains

more stable and longer lasting under intense cooking

temperatures. Hydrogenated cooking oil makes food

products more appealing (e.g., makes pastries flakier)

and better tasting, which explains why food makers

turned en masse to this cooking method. The result:

people are consuming increasingly higher levels of

CHAPTER 3

Ethical, Regulatory, and
Environmental Issues in Marketing
Communications

If you’re like many consumers, at least occasionally

you examine the Nutrition Facts information that is

printed on packages of food products. By federal

requirement in the United States, this information is

mandatory. Food manufacturers must report infor-

mation on the number of grams per serving (and

the amount these grams represent as a percentage

of recommended daily values)

for total fat, cholesterol,

sodium, total carbo-

hydrates, and protein.

Figure 3.1 presents

a Nutrition Facts label for a brand

of soy-based chips named EatSmart Soy-Crisps. You

will see on the label that, among other ingredients,

a single serving size of this brand (about 20 chips)

contains 9 grams of “total fat,” which

includes 1 gram of saturated fat and

0grams of trans fats. Both saturated

and trans fats are considered unhealthy,

or “bad” forms of fat, which means that

most of the fat (8 grams) contained in

Soy-Crisps is “good” fat. A particularly

interesting aspect of the Nutrition Facts

label for Soy-Crisps is that it includes a

Marcom Challenge: 
Trans Fat Labeling
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trans fats than ever, but until January 1, 2006, consumers

had no idea how many trans fat grams were contained in

a single serving of their favorite products.

The FDA issued a requirement in 2003 that trans fat

information would be required reporting on Nutrition Facts

labels by 2006. This is a problem for some companies

who either are not able to produce foods that taste as

good when cooked without hydrogenated oil, or will

continue making products loaded with trans fats and be

required to report this information on nutrition labels.

On the other hand, consumers are better informed

when they pick up, say, a box of cookies and learn pre-

cisely how many trans fat grams they will be consuming

per serving. The FDA’s trans-fat regulation influenced

companies’ behaviors even prior to its implementation. 

C H A P T E R  O B J E C T I V E S
After reading this chapter you should be able to:

1
Appreciate the ethical issues in 

marketing communications.

2
Understand why the targeting of products 

and marketing communications is a 
heatedly debated practice.

3
Explore the ethical issues associated 

with advertising, sales promotions, and 
other marcom practices.

4
Explain the role and importance of 
governmental efforts to regulate 

marketing communications.

5
Understand deceptive advertising and 

the elements that guide the determination of 
whether a particular advertisement 

is potentially deceptive.

6
Explain the regulation of unfair business practices 
and the major areas where the unfairness doctrine 

is applied.

7
Recognize the role of the states in regulating 

unfair or deceptive marketing 
communications practices.

8
Know the process of advertising 

self-regulation.

9
Appreciate the role of marketing communications 

in environmental (green) marketing.

10
Recognize the principles that apply to 

all green marketing efforts.

©
 Susan Van Etten
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For example, Frito-Lay eliminated trans fats from six of its major snack brands—
Cheetos, Doritos, Fritos, Lays, Rold Gold pretzels, Ruffles, and Tostitos. The net
result of trans fat labeling is that consumers are able to make wiser choices, which
should lead to reduced levels of trans-fat consumption.1

Overview

This chapter represents an appropriate point in the text to investigate ethical
issues and governmental regulations that have considerable relevance to market-
ing communicators, consumers, and society at large. It is important that we exam-
ine these topics now so as to fully appreciate that marketing communicators, as
well as all marketing actors, operate under constraints—governmental, competi-
tive, and moral—that limit certain actions but which ultimately benefit free mar-
kets and the competitors and consumers who participate in them.

To appreciate the importance of these topics and their interrelatedness, con-
sider the following scenario. Though this set of circumstances pales in comparison
to the bevy of major accounting and financial scandals that occurred in recent
years (e.g., Enron, Arthur Andersen, Adelphia Communications, and Tyco), it
nonetheless reflects a situation that is similar to the decisions many business-
people make on a regular basis.

Imagine you are the vice president of marketing and sales for the consumer
products division of a large chemical company. One of your products, plastic trash
bags, is likely to experience lost sales because your competitors are promoting
their brands as degradable. To nontechnical consumers, the word degradable
implies that these trash bags literally disintegrate within a relatively short period
after they leave the consumer’s curbside and are buried in a landfill. Although
these bags are photo-degradable (i.e., they will degrade if left out in the sun and
rain for an extended period), you know they will not disintegrate when placed in
landfills; rather, like most everything else that is buried in landfills, these “degrad-
able” bags will remain intact for decades.

You know your own yet-to-be introduced brand is not truly degradable.
However, your regular brand of nondegradable trash bags is likely to lose sales
because environmentally conscious consumers think they are serving the environ-
ment better by using your competitors’ “degradable” bags. You could introduce a
photodegradable bag, but you know that it, like the competitors’ bags, is not truly
degradable and will not solve the solid waste problem. If you introduce a new bag
labeled “degradable,” you can prevent potential lost sales to competitors.
However, you will be misleading consumers into thinking they are purchasing
truly degradable bags.

The situation just described is not hypothetical. Something very similar to this
confronted the Mobil Chemical Company at a time when American consumers’
concerns about environmental protection were at their peak. Concurrently, many
marketers were beginning to respond to consumers’ concerns, sometimes in
exploitative ways. Mobil’s brand of regular Hefty trash bags was, in fact, losing
supermarket shelf space and sales to brands such as First Brands’ “degradable”
Glad bags. Nonetheless, Mobil fully recognized that photo-degradable bags were
no panacea to solving the landfill problem.

Bowing to the pressure of potential lost sales, Mobil nevertheless introduced its
own line of “degradable” trash bags. No media advertising was undertaken; rather,
the communications burden fell entirely on the Hefty package itself. The package
was labeled Hefty Degradable*, with the asterisk qualifying the degradable property
as photodegradable (“*Activated by Exposure to the Elements”). The package front
included a scene of a pine tree with bright sunlight shining through and an osprey



preparing to land on the tree—all presumably chosen as emblematic of the implied
claim that Hefty bags are themselves compatible with the environment. The back of
the package made additional claims about the degradability of Hefty trash bags.

Shortly after Mobil introduced Hefty Degradable, the Federal Trade Commis-
sion (FTC) requested both Mobil and First Brands (Glad bags) to provide substan-
tiation for the degradability claims. Within a year Mobil voluntarily discontinued
using degradability claims on its trash bag packages. Nonetheless, several months
later the attorneys general of seven states (California, Massachusetts, Minnesota,
New York, Texas, Washington, and Wisconsin) brought suits against Mobil on
grounds that it had engaged in deceptive communications and consumer fraud by
falsely claiming that trash bags degrade in landfills. Although refusing to admit
wrongdoing, Mobil settled the suits out of court and arranged to pay the states an
agreed-on sum to fund environmental educational programs.2

The preceding scenario encapsulates much of the material covered in this chap-
ter. In particular, the chapter addresses three major topics: (1) ethical issues in mar-
keting communications, (2) the regulation of marcom practices, and (3) environmental
matters and their implications for marketing communications. All three topics are
interrelated: ethical issues confronting contemporary marketing communicators
sometimes occur over environmental marketing efforts (as with Mobil’s trash bags),
and regulation (from federal and state governments and by industry self-regulators)
is needed due in large part to some unethical marketing communications practices.3

Ethical Issues In 
Marketing Communications

Marketing communicators in their various capacities—as advertisers, sales pro-
moters, package designers, public relations representatives, point-of-purchase
designers, and so on—regularly make decisions that have ethical ramifications.
Ethical lapses and moral indiscretions sometimes occur under pressures of trying
to meet business goals and attempting to satisfy the demands of the financial com-
munity. Although the behavior of executives at Enron was repugnant—and dev-
astating to the thousands of employees and stockholders who thought they were
dealing with an honest business—it probably is safe to say that the moral training
of Enron executives was about the same as that of any of their employees, or ours.

With an understanding of how marketing communications is ripe for asser-
tions of unethical actions—because marcom practitioners sometimes do engage in
unacceptable behaviors, though probably not more so than practitioners engaged
in other noble pursuits—you will be better prepared to assess your own planned
actions by taking a moral check and resisting the temptation to do something that
may be expedient and rewarding in the short run, but inappropriate and poten-
tially costly in the long run. Carolyn Yoo, a respected educator, has framed the
importance of examining ethical issues in the following terms:

I think most people—and [college] students are no different—know right from wrong. I
believe they care about doing right. But even those of us with a rudimentary moral sensi-
bility aren’t always able to evoke those basic principles when dealing with fairly routine
business decisions. For instance, we may do an enthusiastic sales pitch and promise things
our company isn’t quite ready to deliver, or we might highlight the positive aspects of our
products and downplay the negative ones. We might formulate financial projections to
favor the outcome we advocate. We might overstep the boundaries when advertising to
children or go overboard when we use personal data to target customers . . . Ethical dilem-
mas do not arrive bathed in red lights. There is no sign that says, ‘You’re about to enter an
ethical zone.’ Therefore, ethics education is not about defining for students what is right
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and what is wrong. Ethics education should aim to raise our students’ antennae for recog-
nizing ethical implications, conflicts of interest, and exercises of asymmetric power when
such dilemmas pop up without warning.4

Ethics in our context involves matters of right and wrong, or moral, conduct
pertaining to any aspect of marketing communications. For our purposes, the
terms ethics and morality will be used interchangeably and considered synony-
mous with societal notions of honesty, honor, virtue, and integrity. Though it is rela-
tively easy to define ethics, there is a lack of consensus throughout the field of
marketing—as well as elsewhere in society—about what ethical conduct actually
entails.5 We nonetheless can identify marketing communications practices that are
especially susceptible to ethical challenges. The following sections examine,
in order, ethical issues in (1) targeting marketing communications, (2) advertis-
ing, (3) public relations, (4) packaging communications, (5) sales promotions, and
(6) Internet marketing.

The Ethics of Targeting
According to widely accepted dictates of sound marketing strategy, firms should
direct their offerings at specific segments of customers rather than use a scatter or
shotgun approach. Nevertheless, ethical dilemmas are sometimes involved when
special products and corresponding marketing communications efforts are
directed at particular segments. Especially open to ethical debate is the practice of
targeting products and communications efforts to segments that, for various psy-
chosocial and economic reasons, are vulnerable to marketing communications—
such as children and economically disadvantaged groups.6

Targeting to Children and Teens
In-school marketing programs, advertisements in traditional media, and messages
on the Internet continually urge children to desire various products and brands. In
fact, one study has estimated that U.S. businesses spent $15 billion in a recent year
advertising and marketing their brands to children ages 12 and under.7 Critics

contend that many of the products targeted to children are unnecessary
and that the communications are exploitative. Because it would
involve debating personal values to discuss what children do or do not
need, the following examples present the critics’ position and allow
you to draw your own conclusions.

Consider a past advertising campaign that targeted Gatorade to
children. Advertisements claimed that Gatorade is the “healthy alterna-
tive for thirsty kids.” Nutritionists and other critics charged that
Gatorade is unnecessary for children and no better than water—no
harm or benefit arises from its consumption.8 If indeed Gatorade does
not benefit kids, is it ethical to urge them to encourage a parent to pur-
chase this product?

The issue of childhood obesity and the marketing of food products
to children is an especially hotly debated topic. Obesity is a major prob-
lem with America’s children. According to the Centers for Disease
Control and Prevention, nearly 1 in 6 children is considered obese, a
rate that compares to only 1 in 16 cases of childhood obesity only about
25 years ago.9 Many critics consider it unethical to market food prod-
ucts to children, perhaps especially through practices using cartoon
characters to sell sugared cereals and non-nutritious snacks.10

Now consider targeting efforts by the famous food company,
Campbell Soup. Campbell historically marketed its soup and pasta
brands primarily to mothers with the expectation that they would make
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appropriate choices for their children. But the company has learned that direct
appeals to children can effectively increase sales volume. In efforts to reach older
children, Campbell has used well-known rapper Bow Wow and soccer phenom
Freddy Adu as product spokespersons. To reach younger children, Campbell
advertises its products during TV programs such as Dora the Explorer and Jimmy
Neutron.11 Soup and pasta are pretty good products in the nutritional scheme of
things, so is targeting these products to children unethical?

Now let’s examine an advertising effort by the Subway sandwich chain,
which, as you may recall, achieved much success along with considerable public-
ity when using spokesman Jared Fogle, a once morbidly obese man who suppos-
edly lost nearly 250 pounds by dieting on Subway sandwiches. Subway more
recently extended the campaign in an effort directed at children. In one commer-
cial a preteen boy is overheard in the background saying, “When my brother had
friends over, I would, like, stay up in my room because I was afraid they’d call me
fat, or something. Now I’m not afraid of that at all. I started running and eating
better stuff. I’m Cody. I’m twelve years old.” After the child bares his soul, Jared
Fogle comes before the camera and declares, “More than anything, we [Subway]
want your children to lead long and healthy lives.” By implication, eating at
Subway rather than at nutritionally challenged fast-food outlets is one means for
children to reduce weight and increase the quality of their lives. Critics have sug-
gested this campaign is exploitive.12 Defenders of Subway’s advertising could
readily counter that this type of advertising serves to raise children’s awareness of
the importance of eating more nutritious foods and undertaking exercise regi-
mens. Has Subway crossed the exploitation line?

Another criticized aspect of children-directed marketing communications is
the practice of using posters, book covers, free magazines, advertising, and other
so-called learning tools. Disguised as educational materials, these communica-
tions often are little more than attempts to persuade schoolchildren to want the
promoted products and brands. Critics contend these methods are unethical
because they use children’s trust in educational materials as a deceptive means of
hawking merchandise.

In addition to classroom tactics, critics also question the ethics of practices
such as product placements in movies and TV programs. Longstanding consumer
activist Ralph Nader has proposed listing companies on the Internet that go over-
board in targeting children and encouraging consumers to boycott their brands.13

Marketers also have been criticized for targeting adult products to teens and
college students. The Miller Brewing Company, for example, was criticized for
running a television commercial for its Molson Ice brand that focused on a label
displaying 5.6 percent alcoholic content at the same time that an off-camera
announcer uttered that Molson Ice is a “bolder” drink. A spokesperson for the
Center for Science in the Public Interest asserted that the Molson Ice commercial
appealed to children because they “drink to get drunk” and higher alcohol con-
tent is “what they want in a beer.”14 The beer industry itself would be expected to
be opposed to such advertising inasmuch as one of the brewing industry’s adver-
tising guidelines explicitly states that beer advertisements “should neither state
nor carry any implication of alcohol strength.”15

In general, there is considerable concern regarding the marketing of beer and
other alcoholic beverages to teens and young adults. A study by a watchdog group
at Georgetown University reported that one-quarter of alcohol advertising was
more likely seen by youths than adults.16 Lawsuits have been filed against major
brewers and other companies that market alcohol products on the basis that their
advertising and marketing practices increase underage drinking.17 A consumer
advocacy group, the Center for Science in the Public Interest, has initiated an effort
to reduce the amount of alcohol advertising on televised sports. Coaching legends
Dean Smith (ex-basketball coach at the University of North Carolina) and Tom
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Osborne (ex-football coach at the University of Nebraska and now a U.S.
Congressman) participated in the program, and Ohio State University (OSU) was
the first major school to get involved when it curbed its local media partners from
airing any alcohol ads during the broadcast of OSU sporting events.18

By far the greatest controversy to erupt in many years involves claims of unfair
targeting of cigarettes to children via advertisements and product placements in
movies. This issue is of considerable concern to many parents, consumer advo-
cates, and academic researchers who have suggested that exposure to cigarette
advertising leads youth to view cigarettes as a positive consumption symbol and
to be more likely to smoke.19 (Other researchers have challenged whether the sci-
entific evidence does in fact permit the conclusion that advertising increases
teenage smoking.)20 Investigators also have studied whether antismoking cam-
paigns are effective in lowering teenagers’ attitudes toward smoking and their
likelihood of beginning to smoke or discontinuing once the habit is started.21

Alarm regarding the impact of cigarette advertising directed to youth is best
reflected by an advertising campaign for Camel cigarettes that used a man-like
camel popularly known as “Joe Camel.” The campaign—which consistently por-
trayed Joe as a swank character in various social settings always with a cigarette
hanging from his lips or dangling from his fingertips—was widely criticized as
responsible for increased smoking among teenagers.22 With cigarette smoking
among teenagers on the rise, many parties urged a ban on Joe Camel advertise-
ments, and research was performed to determine whether the Joe Camel advertis-
ing campaign was indeed responsible for more positive smoking attitudes and
increased smoking among youth.23 Under pressure from antismoking activists, the
U.S. Congress, and the FTC, R. J. Reynolds ultimately discontinued its use of the
Joe Camel advertising campaign, although the character still appears in advertis-
ing outside the United States.

Has the Joe Camel campaign targeted nonadults? Is it partially responsible for
increased rates of smoking? Is it unethical? These are complicated questions and
simple answers are not possible. The issues need to be debated both in and out-
side the classroom. The IMC Focus includes a provocative position on the topic. It
is presented here not as the final statement on the issue but rather as an intelligent
and sobering statement that should serve to spark further discussion regarding
the inevitable clash between advertisers’ free-speech rights and their societal obli-
gation to be moral citizens. Though billboards advertising cigarettes are a thing of
the past in the United States, the commentary in the IMC Focus is as compelling
today as when in the 1990s it was composed with considerable apprehension over
the power of cigarette advertising on America’s youth.

Critics also are up in arms over the marketing of adult-oriented entertainment
products to children and teens. The FTC has issued a regular series of reports,
titled Marketing Violent Entertainment to Children, that criticize the entertainment
industry for targeting children with advertisements for violent films, video
games, and music. However, the FTC believes that its authority in regulating such
advertising is limited in that it would have difficulty proving that such ads are
deceptive or unfair, which, as we will cover in a subsequent section, are the two
doctrines under which the FTC regulates advertising. The FTC has called on the
entertainment industry to self-regulate and rigorously apply its own codes of con-
duct, though there are serious concerns that the industry is not much motivated or
even capable of cleaning its own house.24 An editor of Advertising Age, a publica-
tion widely read by advertising practitioners and a voice of reason in the ad indus-
try, offers the following appropriate conclusion to this discussion:

This publication’s editors—myself included—almost always side with the advertising indus-
try in preferring self-regulation to government intervention. But self-regulation is a privi-
lege earned with responsible behavior and voluntary restraint. In the marketing of
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entertainment products to children, marketers have shown little restraint. If they continue to
act irresponsibly, they will have invited the regulation they so desperately want to avoid.25

Targeting Economically Disadvantaged Consumers
Makers of alcohol and tobacco products frequently employ billboards and other
advertising media in targeting brands to economically disadvantaged consumers.
Although billboard advertising of tobacco products is restricted under the Master
Settlement Agreement between the federal government and firms in the tobacco
industry, in the past billboards advertising tobacco and alcohol were dispropor-
tionately more likely to appear in inner-city areas.26

Two celebrated cases illustrate the concerns.27 A national uproar ensued when
R. J. Reynolds (RJR) was preparing to introduce Uptown, a brand of menthol
cigarette aimed at African-Americans and planned for test marketing in
Philadelphia, where African-Americans make up 40 percent of the population.
Because African-Americans have more than a 50 percent higher rate of lung cancer
than whites, many critics, including the U.S. government’s secretary for Health and
Human Services, were incensed by the product launch. In response to the public
outcry, RJR canceled test marketing, and the brand died.28

Following in the wake of Uptown’s demise, critics challenged another firm, the
Heileman Brewing Company, for introducing its PowerMaster brand of high-alcohol

An Adman’s Struggle with Joe Camel
and Free Speech

Last week, just
over the Howard Street 

Bridge, I crossed a camel’s path. Stopped
at a traffic light on my way to a business meeting, I glanced up
and saw the camel rising above the brick building tops in vibrant,
unnatural hues, stretching, it seemed, far into the sky.

I thought he saw me, too; he winked at me with a grin. And
there was an understanding between us—camel and man, man
and camel.

But his wink and grin were not meant for me alone.
I am a local advertising professional, and the

camel is the symbol for Camel cigarettes.
He speaks to the city from high atop
Howard Street and North Avenue
on his billboard perch. As an
“adman,” I am impressed by the
camel. The cartoonish, humanistic depic-
tion of the desert beast in a jazz jam session with his
camel buddies is intriguing. It doesn’t ask for your attention, it
grabs it. And once you are hooked, as it were, on the visual, the
message is clear: camels are cool; they’re fun; they make you part
of the desirable crowd. All of this, conveyed in just a glance.

More than that, the cartoons speak most persuasively to the
“target market” the company wishes to reach. All in all, it is an
expert use of the medium and an excellent piece of advertising.

As a man, as a father, I am appalled by the camel. To me, he
is perverse, a distortion. Strip away his sleek, tan exterior and what
is left? Not a camel, but a purplish, black-plumed raven forlornly
whispering to the children of the streets when their parents and
teachers are not looking. He beckons the poor, preying upon their
weaknesses and panhandling their few coins.

The spectacle leaves me between a rock and a camel’s hump—
and not only for selfish reasons. Of course, being a glad participant

in the free-enterprise system, I am all for the aggressive manufac-
turing and marketing of any legal product. Beyond that, I believe
that free speech, even for ignoble, detestable causes, should be
protected without reservation.

But is it free speech to lure children with images they’ve been
taught to trust, cartoon images, to a product the surgeon general
has called an addiction that can lead to death? In fact, The New
York Times Magazine recently reported that “the product kills
more than 420,000 Americans a year—surpassing the combined
deaths from homicide, suicide, AIDS, automobile accidents,
alcohol and drug abuse.”

I came to the conclusion that, yes, it is free speech.
People are, and should be, allowed to

convey whatever message they
choose. That is the American way.

But freedom of expression also
includes the freedom not to express

one’s self. No one forces an advertising
agency to devise strategies and create images for a

tobacco company targeting an inappropriate market. No one
forces the media outlets to provide them a forum. And finally, no
one should overlook them when it comes time to pass out blame.

But it is not enough, either, to merely ignore the camel. Those
of us in the marketing business know exactly what he’s up to; we
should be the first to denounce him. Even in public and professional
life, there is a place for personal morality and common decency.

These meager thoughts passed through my head as I sat at that
light just over the Howard Street Bridge. When the signal turned
green, I waited for a group of school kids to cross the street, then
I gently pulled away. A couple of blocks later, I was stopped again
at a light. This time, under a billboard for malt liquor.

SOURCE: George Des Roches, “An Adman’s Struggle with Joe Camel and Free
Speech,” Advertising Age, September 26, 1994, v65 23n40 p/(1). © 1994 by
Crain Communications, Inc. Reprinted by permission.
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malt liquor targeted to inner-city residents—a brand containing 5.9 percent alcohol
compared with the 4.5 percent content of other malt liquors.29 Brewing-industry sup-
porters claimed that rather than being exploitive, PowerMaster and other malt
liquors merely meet the demand among African-Americans and Hispanics, who buy
the vast majority of malt liquor.30 Nonetheless, the U.S. Treasury Department’s
Bureau of Alcohol, Tobacco, and Firearms (ATF), which regulates the brewing and
liquor industries, would not permit the Heileman Brewing Company to market malt
liquor under the name PowerMaster. The ATF arrived at this decision because it con-
sidered the name PowerMaster as promoting the brand’s alcoholic content in viola-
tion of federal regulations.

The R. J. Reynolds tobacco company was again widely criticized when prepar-
ing to introduce its Dakota brand of cigarettes to young, economically downscale
women. RJR’s plans to test market Dakota in Houston were squashed when critics
created an outcry in response to what was considered to be exploitive marketing.31

Is Targeting Unethical or Just Good Marketing?
The foregoing discussion points out instances where advertising and other forms
of marketing communications are criticized because they are directed at specific
target markets. Proponents of targeting respond to such criticisms by arguing that
targeting benefits rather than harms consumers. Targeting, according to the pro-
ponents, provides consumers with products best suited to their particular needs
and wants. Not to be targeted, according to the advocates’ position, is to have to
choose a product that better accommodates someone else’s needs.32

The issue is, of course, more complicated than whether targeting is good or
bad. Sophisticated marketing practitioners and students fully accept the strategic
justification for target marketing. There is the possibility, however, that some
instances of targeting are concerned not with fulfilling consumers’ needs and
wants but rather with exploiting consumer vulnerabilities—so that the marketer
gains while society loses. Herein rests the ethical issue that cannot be dismissed
with a mere claim that targeting is sound marketing.33

Ethical Issues in Advertising
The role of advertising in society has been debated for centuries. Advertising
ethics is a topic that has commanded the attention of philosophers, practitioners,
scholars, and theologians. Even advertising practitioners are mixed in terms of
their awareness of and concern for ethical issues in the day-to-day conduct of
advertising.34 The following is a succinct yet eloquent account of why advertising
is so fiercely criticized:

As the voice of technology, [advertising] is associated with many dissatisfactions of
the industrial state. As the voice of mass culture it invites intellectuals’ attack. And as
the most visible form of capitalism it has served as nothing less than a lightning-rod for
social criticism.35

A variety of ethical criticisms have been leveled against advertising. Because
the issues are complex, it is impossible to treat each criticism in great detail. Thus,
the following discussion introduces some illustrative issues with the expectation
that each will prompt more in-depth thought and perhaps class discussion.36

Advertising Is Untruthful and Deceptive
Roughly two-thirds of Americans think that advertising often is untruthful.37 As
will be discussed in a subsequent section on advertising regulation, deception
occurs when an advertisement falsely represents a product and consumers believe
the false representation. By this definition it is undeniable that some advertising is
deceptive—the existence of governmental regulation and industry self-regulation
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attests to this fact. It would be naïve, however, to assume that most advertising is
deceptive. The advertising industry is not much different than other institutions
in a pluralistic society. Lying, cheating, and outright fraud are universal, occurring
at the highest levels of government and in the most basic human relationships.
Advertising is not without sin, but neither does it hold a monopoly on it.

Advertising Is Manipulative
The criticism of manipulation asserts that advertising has the power to influence
people to do things they would not do if they were not exposed to advertising.
Taken to the extreme, this suggests that advertising is capable of moving people
against their free wills. The fact is that people, when consciously aware that
attempts are being made to persuade or influence them, have the cognitive capac-
ity to resist efforts to motivate them in a direction they wish not to be moved. That
is, consumers have insight about how marketing communicators attempt to per-
suade them and possess cognitive defenses for protecting themselves from being
coerced into doing something against their free wills.38 This is not to say that as
consumers we never make bad decisions or are not sometimes led into buying
things later regretted; however, being susceptible to persuasive influences and
making bad decisions is not tantamount to being manipulated. We can thus con-
clude that individuals who are cognitively aware that an attempt is being made to
persuade them are pretty good at protecting themselves from doing things that
are counter to their best interests.

However (and it’s a big however) there is growing evidence that much human
behavior is not under conscious control. Many of our actions occur virtually automat-
ically (without cognitive intervention) as if we were on autopilot. Communicators
can, for example, activate—or prime—subconscious thoughts in people using
subtle techniques and subliminal messages. For example, people can be primed
with the thought of “being cooperative,” and without conscious awareness,
people so primed are inclined to act more cooperatively, at least temporarily, in
comparison to an equivalent group of people who have not been primed with the
cooperation thought. For subconscious priming to be effective, the primed topic
must be compatible with the individual’s current need states. In other words, one
cannot be subliminally induced to act more cooperatively unless she or he has a
need to cooperate.39

It is important to qualify the preceding comments on two counts. First, prim-
ing, or activating a certain thought in individuals, is possible only if that thought
represents a present need state. For example, if being considered attractive is
salient to an individual, then one’s attractiveness need can be activated with
subtle commands or subliminal primes suggesting that a certain product will
enhance attractiveness. Second, a primed goal state does not remain an active
driver of judgments and behavior over the long run, but is limited in its length of
influence. Hence, an advertiser may activate a certain thought but the consumer
would not act on that thought if she or he is not presently in the market to pur-
chase a product that relates to that thought. It would be expected that mass-media
advertising would have little effectiveness in this regard given that exposure to
ads and purchase decisions typically are separated in time. Perhaps, however,
point-of-purchase advertising (e.g., in-store radio programming) would provide
an opportune (albeit unethical) medium for subliminally priming consumers into
purchasing products and brands.

In sum, advertising practitioners (along with communicators in all other
aspects of life) do have the ability to influence consumers in very subtle ways. It is
unknown whether advertisers are indeed employing the subtle priming techniques
that are known to modern psychologists, but techniques exist to influence con-
sumers in ways unbeknownst to them. In short, advertising practitioners have the
wherewithal to manipulate if they so choose. Although marketing communicators
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theoretically can use subliminal cues and primes to influence consumer behavior in
a subtle way, it is important to recognize that priming is not like brainwashing or
the embedding of electronic computer chips in brains and controlling people’s
behavior as if they were automatons. The Manchurian Candidate, in the event you
saw that movie or read the book, is not the type of power that marketing commu-
nicators have at their command (thankfully).

Advertising Is Offensive and in Bad Taste
Advertising critics contend that advertisements sometimes are insulting to human
intelligence, vulgar, and generally offensive to the tastes of many consumers. The
critics have in mind such practices as sexual explicitness or innuendo, outlandish
humor, and excessive repetition of the same advertisements.

Undeniably, quite a lot of advertising is disgusting and offensive.40 Yet the same
can be said for all forms of mass media presentations. For example, many network
television programs verge on the idiotic, and movies are often filled with inordi-
nate amounts of sex and violence. This certainly is not to excuse advertising for its
excesses, but a balanced view demands that critical evaluations of advertising be
conducted in a broader context of popular culture and other forms of mass media
presentations. Interestingly, the widespread backlash resulting from singer Janet
Jackson’s baring her breast (with the “help” of Justin Timberlake) during halftime
of the 2004 Super Bowl led some advertisers to take a more cautious approach in
using sex appeal and off-color humor for fear of public condemnation.41

Advertising Creates and Perpetuates Stereotypes
At the root of this criticism is the contention that advertising tends to portray cer-
tain groups in a very narrow and predictable fashion. For example, minorities
have historically been portrayed disproportionately in working-class roles rather
than in the full range of positions they actually occupy; women have been stereo-
typed as sex objects; and senior citizens sometimes are characterized as feeble and
forgetful people. Though advertising has been guilty of perpetuating stereotypes,
it would be unfair to blame advertising for creating these stereotypes, which, in
fact, are perpetuated by all elements of society. Spreading the blame does not
make advertising any better, but it does show that advertising is probably not any
worse than the rest of society.

People Buy Things They Do Not Really Need
A frequently cited criticism suggests that advertising causes people to buy items
or services they do not need. This criticism is a value-laden judgment. Do you
need another pair of shoes? Do you need a college education? Who is to say what
you or anyone else needs? Advertising most assuredly influences consumer tastes
and encourages people to undertake purchases they may not otherwise make, but
is this unethical?

Advertising Plays on People’s Fears and Insecurities
Some advertisements appeal to the negative consequences of not buying and
using certain products—rejection by others, bad breath, failure to have provided
for the family if one should die without proper insurance coverage, not saving
starving children in third world countries, and so on. Some advertisers must plead
guilty to this charge when attempting to influence consumer behavior by appeal-
ing to negative emotions such as fear, guilt, and humiliation. However, once
again, advertising possesses no monopoly on this transgression.

In sum, the institution of advertising is certainly not free of criticism. What
should be clear, however, is that advertising reflects the rest of society, and any
indictment of advertising probably applies to society at large. It is doubtful that
advertisers and other marketing practitioners are any less ethical in their practices
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than are other elements of society.42 Responsible advertising practitioners, know-
ing that their practice is particularly susceptible to criticism, have a vested interest
in producing legitimate advertisements. The advertising industry has an impor-
tant stake in its members acting ethically so as to ward off public criticism and
governmental regulation. Accordingly, advertising practitioners typically operate
under ethical codes of conduct.

Presented in this section is the American Association of Advertising Agencies
(AAAA) standard on ethics in advertising. The AAAA is the national trade asso-
ciation that represents advertising agencies in the United States. Its members are
responsible for creating approximately three-quarters of the total advertising
volume placed nationwide by ad agencies. The mission of the AAAA organization
is to improve and strengthen the ad agency business, to advocate advertising,
to influence public policy, to resist advertising-related legislation that it regards
as unwise or unfair, and to work with government regulators to achieve desirable
social and civic goals. The AAAA promulgated a code of high ethical standards
in 1924 and updated the code in 1990. It is presented here in verbatim form
because it represents, on the one hand, a set of lofty goals for the advertising
industry and, on the other, a framework for evaluating whether television com-
mercials and other forms of advertisements produced by these agencies meet
these high standards.

We, the members of the American Association of Advertising Agencies, in addition to sup-
porting and obeying the laws and legal regulations pertaining to advertising, undertake to
extend and broaden the application of high ethical standards. Specifically, we will not
knowingly create advertising that contains:

a. False, or misleading statements or exaggerations, visual or verbal
b. Testimonials that do not reflect the real opinion of the individual(s) involved
c. Price claims that are misleading
d. Claims insufficiently supported or that distort the true meaning or practicable

application of statements made by professional or scientific authority
e. Statements, suggestions, or pictures offensive to public decency or minority seg-

ments of the population.

We recognize that there are areas that are subject to honestly different interpretations
and judgment. Nevertheless, we agree not to recommend to an advertiser, and to discour-
age the use of, advertising that is in poor or questionable taste or that is deliberately irri-
tating through aural or visual content or presentation.

Comparative advertising shall be governed by the same standards of truthfulness,
claim substantiation, tastefulness, etc., as apply to other types of advertising.

These Standards of Practice of the American Association of Advertising Agencies
come from the belief that sound and ethical practice is good business. Confidence and
respect are indispensable to success in a business embracing the many intangibles of
agency service and involving relationships so dependent upon good faith.

Clear and willful violations of these Standards of Practice may be referred to the Board
of Directors of the American Association of Advertising Agencies for appropriate action,
including possible annulment of membership as provided by Article IV, Section 5, of the
Constitution and By-Laws.43

Ethical Issues in Public Relations
Publicity, the aspect of public relations that relates primarily to marketing commu-
nications, involves disseminating positive information about a company and its
products and handling negative publicity when things go wrong. Because public-
ity is like advertising in that both are forms of mass communications, many of
the same ethical issues apply and need not be repeated. The one distinct aspect
worthy of separate discussion is the matter of negative publicity.
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A number of celebrated cases have surfaced in recent years in which compa-
nies have been widely criticized for marketing unsafe products. One example is
the case of Firestone tires that were claimed responsible for a raft of Ford Explorer
rollover accidents. The way firms confront negative publicity has important
strategic as well as ethical ramifications. The primary ethical issue concerns
whether firms confess to product shortcomings and acknowledge problems or,
instead, attempt to cover up the problems.

Consider, for example, the case of Tylenol capsules. Seven people in the
Chicago area died after purchasing and ingesting Tylenol capsules that had been
spiked with cyanide at a time (back in the early 1980s) prior to the implementation
of government regulations that thereafter required tamper-proof packages for
over-the-counter drug items. The publicity people at Johnson & Johnson (J&J), the
makers of Tylenol, could have claimed that the problem was not of their making
but rather was the fault of an isolated lunatic in Chicago. Such a position would
have led J&J to continue selling Tylenol in all markets except Chicago. However,
because it was unknown at the time whether the capsules had been poisoned at
the factory or by a deranged person in retail outlets, the cautionary and ethical
response was to remove Tylenol from store shelves throughout the country. This is
precisely what J&J chose to do in taking the moral high road. It turned out the
problem was restricted to Chicago, but the ethics of the situation required caution
to prevent the possibility of widespread deaths around the country. Not only was
J&J’s action ethically correct, but Tylenol quickly regained its market share upon
return to store shelves, which shocked observers who predicted the cyanide inci-
dent would mortally wound the brand.

Ethical Issues in Packaging and Branding
Four aspects of packaging involve ethical issues: (1) label information, (2) packag-
ing graphics, (3) packaging safety, and (4) environmental implications of packag-
ing.44 Label information on packages can mislead consumers by providing
exaggerated information or by unethically suggesting that a product contains
more of desired attributes (for instance, nutrition) or less of undesired attributes
(such as trans fat) than is actually the case. Packaging graphics are unethical when
the picture on a package is not a true representation of product contents (as when
a children’s toy is made to appear much bigger on the package than it actually is).
Another case of unethical packaging is when a store brand is packaged so that it
looks virtually identical to a well-known national brand. Unsafe packaging prob-
lems are particularly acute when packaging is not tamper-proof and contain dan-
gerous products that are unsafe for children. Environmental issues in packaging are
typified by the discussion of Hefty trash bags earlier in the chapter. Packaging
information is misleading and unethical when it suggests environmental benefits
that cannot be delivered.45

Related to packaging ethics is that of brand naming. A marketer’s choice of
brand name engages ethical considerations when the chosen name suggests the
brand possesses product features that it doesn’t, or will deliver benefits that it can-
not. In other words, the brand is incapable of living up to the expectations sig-
naled by the name and thus is potentially misleading. Consider, for example, a
hypothetical children’s toy carrying the name “PowerGlider.” Because this name
suggests that the toy (a plastic airplane) has an actual power source such as an
engine, consumers would be deceived when purchasing the brand if in fact the
only source of power is the person who has to throw it.

Another ethical violation occurs when a company borrows (or steals) a brand
name from a better known and established brand. In effect, by using another com-
pany’s well-known brand for its own product, the violator is capitalizing on the
power of leveraging as described in the previous chapter. Stealing another com-
pany’s established brand name is not only unethical but also illegal. However,
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brand name piracy takes place when marketers in one country use brand names
for their products that are virtually the same as the names of established brands
from another country. The Global Focus describes one such situation in China.

Ethical Issues in Sales Promotions
Ethical considerations are involved with all facets of sales promotions, including
manufacturer promotions directed at wholesalers and retailers and to consumers.
As will be detailed in a later chapter, retailers have gained considerable bargain-
ing power vis-à-vis manufacturers. One outcome of this power shift has been
retailers’ increased demands for deals. Slotting allowances illustrate the power
shift. This practice (thoroughly discussed in Chapter 17) requires manufacturers
to pay retailers a per-store fee for their willingness to handle a new stock unit from
the manufacturer. Critics of slotting allowances contend this practice represents a
form of bribery and is therefore unethical.

Consumer-oriented sales promotions (including practices such as coupons,
premium offers, rebates, sweepstakes, and contests) are unethical when the sales
promoter offers consumers a reward for their behavior that is never delivered—
for example, failing to mail a free premium object or to provide a rebate check.
Sweepstakes and contests are potentially unethical when consumers think their
odds of winning are much greater than they actually are.46

As a matter of balance, it is important to note that marketers are not the only
ones guilty of unethical behavior in the area of sales promotions. Consumers also
engage in untoward activities such as submitting coupons at the point of checkout
for items not purchased or tendering phony rebate claims. For example, one indi-
vidual obtained in excess of $700,000 from manufacturers by submitting thou-
sands of rebate claims using fictitious names and addresses. She paid people to
steal proofs-of-purchase from products in stores or from discarded packages in
trash receptacles and then mailed these in for rebates.47 The woman eventually
was sentenced to 20 years in prison and levied $1 million in fines.

Ethical Issues in Online Marketing
Ethical issues abound in the use of the Internet as a marcom medium, many of
which overlap with the prior, general discussions involving the ethics of adver-
tising and promotions. Aside from the general ethical issues already discussed,

Honda, a well-
known Japanese company, 

produces automobiles, motorcycles, motor scooters,
and other vehicles. It began making motor scooters in China in
1982 and commands a substantial share of the large Chinese
market. Honda markets its scooters using the “SCR” logo, which
it places on each side of the motor at the
back. As with all brands that possess
positive equity, it is important to
prevent other companies from
pirating a well-known logo. This,
however, is precisely what Honda has
accused a Chinese company of doing. The
Chinese company in question is Chongqing Lifan
Industry Group Co., or Lifan for short. Lifan is China’s biggest
private maker of motorcycles and scooters.

What’s the complaint? Honda alleges that its “SCR” logo has
been pirated by Lifan, which is using the highly similar “SOR” logo
on its own motor scooters. Not only do the letters look alike, but
Lifan places the logo at exactly the same locations on the motor
where Honda places its logo. Lifan denies that it copied Honda’s logo.

In another case between these same two companies, Honda
alleges that Lifan’s use of the name “Hongda” on its products is

too similar to the Honda name. Both cases
were under review in Chinese courts

in early 2005.

SOURCES: “Honda, Lifan Locked in Trademark
Disagreement,” China Daily, June 3, 2004,

http://www.chinadaily.com (accessed August 5,
2004); Elaine Kurtenbach, “Honda Sues Chinese

Motorcycle Maker for Logo Piracy,” The Detroit News Autos Insider,
June 5, 2004, http://www.detnews.com/autoinsider (accessed August 5, 2004);
“Chinese Motorcycle Maker Is Sued by Honda Over Logo,” The Wall Street Journal
Online, June 7, 2004, http://online.wsj.com (accessed June 7, 2004).
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privacy is probably the most important ethical issue that
is unique to the online medium.

Because online marketers are able to collect volumi-
nous information about people’s personal character-
istics, online shopping behavior, and use of information,
it is easy to invade individuals’ privacy rights by selling
information to other sources and divulging informa-
tion that should be confidential. It would take us too
far afield to get into a detailed discussion of all the
issues surrounding privacy invasion, but there will be
more coverage of Internet advertising in Chapter 15;
in the meantime, interested readers are directed to the
articles listed in the endnote.48 Also worth reviewing
are the self-regulatory principles espoused by the Net-

work Advertising Initiative (http://www.networkadvertising.org), a trade associ-
ation of online media companies.

Fostering Ethical Marketing Communications
Primary responsibility for ethical behavior resides within each of us when we are
placed in any of the various marketing communicator roles. We can take the easy
route and do what is expedient, or we can pursue the moral high road and treat
customers in the same honest fashion we expect to be treated. In large part it is a
matter of our own personal integrity. Integrity is perhaps the pivotal concept of
human nature. Although difficult to precisely define, integrity generally means
being honest and not acting in a deceptive or purely expedient manner.49 Hence,
marketing communications itself is not ethical or unethical—it is the degree of
integrity exhibited by communications practitioners that determines whether
their behavior is ethical or unethical. As a case in point, see the IMC Focus dealing
with a rigged promotion for Frozen Coke.

Placing the entire burden on individuals is perhaps unfair, because how we
behave as individuals is largely a function of the organizational culture in which
we operate. Businesses can foster ethical or unethical cultures by establishing ethi-
cal core values to guide marketing communications behavior. Two core values that
would go a long way toward enhancing ethical behavior are (1) treating customers
with respect, concern, and honesty—the way you would want to be treated or the
way you would want your family treated—and (2) acting toward the environment
as though it were your own property.50

Firms can foster ethical marcom behavior by encouraging their employees to
apply each of the following tests when faced with an ethical predicament:51

(1) Act in a way that you would want others to act toward you (the Golden
Rule test);

(2) take only actions that would be viewed as proper by an objective panel of
your professional colleagues (the professional ethic test); and

(3) always ask, “Would I feel comfortable explaining this action on television
to the general public?” (the TV test).

It is important to commit these three tests to memory. During your business
career (and otherwise in life), you undoubtedly will be confronted with times of
moral/ethical predicament calling for one decision versus another. Thoughts such
as these will enter your mind: “My supervisor wants me to do such and such (fill
in the blanks), but I’m not sure it is the right thing to do.” “I could increase my
brand’s sales and profits if I were to (fill in the blanks), but though doing that
would be expedient, I’m concerned that it is not the right thing to do.” When con-
fronted with such dilemmas, stop before you act. Apply the three tests. Imagine
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yourself standing before a television camera and justifying your behavior. Ask
if this is how you would want someone to treat you. Ponder whether other pro-
fessionals would endorse your behavior. In short, think before you act. Business
can be tough. Living with your own bad decisions (those reflecting anything other
than high integrity) can be miserable. There is absolutely no substitute for
integrity.

A Rigged Promotion for 
Frozen Coke

Imagineyour-
self in the follow-

ing situation: your firm is
trying to increase its business with a major

customer. To expand the business you have to convince the cus-
tomer that it should run a nationwide contest featuring one of
your products. This contest, if successful, will increase sales of your
product and boost your customer’s profits. However, the customer
isn’t convinced the promotion will be effective and wants to con-
duct a trial run prior to undertaking the promotion nationally. The
test will be conducted by comparing sales in a city where the pro-
motion is run (the “test” city) against sales in another city that isn’t
offering the promotion (the “control” city). Initial test results reveal
your customer’s business does not much increase in the test versus
control city. The nationwide promotion is in jeopardy. Your job
status is threatened. What to do?

This hypothetical situation actually occurred several years ago.
The protagonists were Coke and its customer, Burger
King. Mid-level executives at Coca-Cola Co.
pitched the idea to Burger King to run
a promotion offering a free Frozen
Coke (a product consisting of
crushed ice blended with Coke)
when customers bought a “value meal”
at a Burger King outlet. The argument pre-
sented to Burger King was that by offering free Frozen Cokes it
could significantly increase customer traffic and thus the sales of
value meals. Burger King’s executives were unwilling to commit to
an expensive, nationwide promotion until they had some evidence
that it would significantly increase sales. They decided to run a test
in Richmond, VA (the test city), where free Frozen Cokes would be
offered when a value meal was purchased at Burger King, and
compare the number of value meal purchases in Richmond during
the test period against value meal volume in Tampa, FL (the control
city) where free Frozen Cokes would not be provided when con-
sumers purchased value meals. This test involved, in other words, a
simple field experiment where the presence (Richmond) or absence
(Tampa) of free Frozen Cokes was the experimental treatment.

Unfortunately, initial sales results at the start of the Richmond
promotion were disappointing, as value meal volume in Richmond
was not much different than in Tampa. Under pressure that Burger
King might reject the concept of a nationwide promotion, which
would have adverse effects for sales of Frozen Coke, a couple of
mid-level Coca-Cola executives hatched a scheme to boost sales
of value meals in Richmond during the remainder of the test. They
hired a free-lance consultant and gave him $9,000 to distribute
to Boys & Girls Clubs in the Richmond area. The free lancer distrib-
uted cash to leaders of these clubs, who were instructed to treat
children to value meals at Burger King.

Although this $9,000 in cash contributed less than 1 percent
of the total number of value meals purchased in Richmond during
the test period, it played a role in demonstrating that sales of value
meals in Richmond increased by 6 percent during the test period
in comparison to a Tampa sales increase of only 2 percent. On the
basis of this differential, Burger King decided to take the promo-
tion nationwide.

Needless to say, the rigged promotion eventually came to
Burger King’s attention, but only after the fast-food chain had
invested in the nationwide Frozen Coke promotion. Coca-Cola’s
corporate office acknowledged that its employees improperly
influenced the test results in Richmond, but the company denied
any corporate wrongdoing and laid the blame on the mid-level
employees who devised the rigged sales results. Coca-Cola agreed
to pay Burger King up to $21 million to compensate it and its
franchises for any financial losses.

In explaining his behavior to a supervisor, one of the mid-level
executives rationalized that the monetary giveaway was

necessary in Richmond to “deseasonalize
the data in order to have an accurate

measure [of sales response].” His
justification, in other words, was
that the weather was warmer in

Tampa compared to Richmond at the
time of the test, which would, according to

his logic, have biased business in favor of greater value meal
sales in Tampa than Richmond. In short, this executive rationalized
what appears to be unethical behavior, but his argument is self-
serving and disingenuous. If he truly thought that seasonal
differences would have biased test results, then he should have
convinced Burger King’s executives to pick a control city where
the weather would have been comparable to Richmond’s rather
than selecting Tampa.

In sum, the mid-level executives at Coca-Cola got caught with
their proverbial pants down. They engaged in what appears to
be unethical behavior and were exposed. The corporation claims
no wrongdoing, but the executives apparently felt pressure to do
whatever was necessary to produce results. This case is minor in
comparison to the financial scandals at Enron and elsewhere, but
it demonstrates yet again that businesspeople eventually pay for
their (unethical) mistakes.

SOURCES: Christina Cheddar Berk, “Executive at Coke Gives Up His Post in Scandal’s
Wake,” The Wall Street Journal Online, August 26, 2003, http://online.wsj.com
(accessed August 26, 2003); Chad Terhune and Richard Gibson, “Coke Agrees
to Pay Burger King $10 Million to Resolve Dispute,” The Wall Street Journal
Online, August 4, 2003, http://online.wsj.com (accessed August 4, 2003);
Chad Terhune, “How Coke Officials Beefed Up Results of a Marketing Test,” The
Wall Street Journal Online, August 20, 2004, http://online.wsj.com (accessed
August 20, 2004).
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We conclude this section by presenting the thoughts of a marketing practi-
tioner who has urged his fellow practitioners to conduct their marcom activities in
a manner that lifts the human spirit rather than appeals to human nature’s most
base instincts. Toward achieving this goal, he urges marcom practitioners to con-
template four questions before creating and transmitting messages.52 These ques-
tions deserve our careful consideration.

• What lasting impact will this message have on our brand if we continue to communi-
cate it over the long run?

• What lasting impact, if any, will my message have on society at large?
• Does my message appeal to the best in people and attempt to life the human spirit?
• What response am I trying to elicit and what macro message does that send about our

society?

Regulation of 
Marketing Communications

Advertisers, sales promotion managers, and other marcom practitioners are faced
with a variety of regulations and restrictions that influence their decision-making
latitude. The history of the past century has shown that regulation is necessary to
protect consumers and competitors from unethical, fraudulent, deceptive, and
unfair practices that some businesses choose to perpetrate. In market economies
there is an inevitable tension between the interests of business organizations and
the rights of consumers. Regulators attempt to balance the interests of both parties
while ensuring that an adequate level of competition is maintained.

When Is Regulation Justified?
Strict adherents to the ideals of free enterprise would argue that government
should rarely if ever intervene in the activities of business. More moderate
observers believe that regulation is justified in certain circumstances, especially
when consumer decisions are based on false or limited information.53 Under such cir-
cumstances, consumers are likely to make decisions they would not otherwise
make and, as a result, incur economic, physical, or psychological injury. For
example, it can be expected that consumers’ choice of which foods to purchase is
altered as of 2006 when nutritional labeling of trans fat content was required.
Competitors also are harmed because they lose business they might have other-
wise enjoyed when companies against whom they compete present false or mis-
leading information. In theory, regulation is justified if the benefits realized exceed
the costs. What are the benefits and costs of regulation?54

Benefits
Regulation offers three major benefits. First, consumer choice among alternatives is
improved when consumers are better informed in the marketplace. For example,
consider the Alcoholic Beverage Labeling Act, which requires manufacturers to
place the following warning on all containers of alcoholic beverages:

GOVERNMENT WARNING: (1) According to the Surgeon General, women should not
drink alcoholic beverages during pregnancy, due to the risk of birth defects. (2) Con-
sumption of alcoholic beverages impairs your ability to drive a car or operate machinery,
and may cause health problems.55

This regulation serves to inform consumers that drinking has negative conse-
quences. Pregnant women can help themselves and especially their unborn chil-
dren by heeding this warning to refrain from drinking alcoholic beverages,
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though it is unlikely that warning labels alone have a major impact in curbing
drinking among pregnant women.56

A second benefit of regulation is that when consumers become better
informed, product quality tends to improve in response to consumers’ changing
needs and preferences. For example, when consumers began learning about the
dangers of fat and cholesterol, manufacturers started marketing healthier food
products that now are widely available in grocery stores. The same can be
expected to occur in restaurants with pending legislation in some states that will
require restaurants to make available nutritional information for the levels of calo-
ries, fat, and sodium contained in menu items.57

A third regulatory benefit is reduced prices resulting from a reduction in a
seller’s “informational market power.” For example, prices of used cars undoubt-
edly would fall if dealers were required to inform prospective purchasers about
a car’s defects, because consumers would not be willing to pay as much for
automobiles with known problems.

Costs
Regulation is not costless. Companies often incur the cost of complying with a regu-
latory remedy. For example, U.S. cigarette manufacturers are required to rotate
over the course of a year four different warning messages for three months each.
This obviously is somewhat more costly than the previously required single warn-
ing message. Enforcement costs incurred by regulatory agencies and paid for by
taxpayers represent a second cost category.

The unintended side effects that might result from regulations represent a third
cost to both buyers and sellers. There are a variety of potential side effects that are
unforeseen at the time legislation is written. For example, a regulation may un-
intentionally harm sellers if buyers switch to other products or reduce their level
of consumption after regulation is imposed. The cost to buyers may increase if
sellers pass along, in the form of higher prices, the costs of complying with a reg-
ulation. Both of these prospects are possible when food makers either choose to
switch from hydrogenated oil or continue to make their products with hydro-
genated oil, with the requirement that they must reveal the high levels of trans fat
in their labeling. In sum, regulation is theoretically justified only if the benefits
exceed the costs.

When regulation is justified, federal and state agencies, along with the indus-
try, work to oversee the integrity of marketing communications. The following
sections examine the two forms of regulation that affect many aspects of market-
ing communications: governmental regulation and industry self-regulation.

Regulation of Marketing Communications
by Federal Agencies
Governmental regulation takes place at both the federal and state levels. All facets
of marketing communications are subject to regulation, but advertising is the one
area in which regulators have been most active. This is because advertising is the
most conspicuous aspect of marketing communications. The discussion that fol-
lows examines federal governmental regulation of advertising in the United States
as performed by two agencies: the FTC and the FDA. Readers who wish to know
more about advertising regulation in European Union countries are directed to the
source cited in this endnote.58

The FTC is the U.S. government agency with primary responsibility for regu-
lating advertising at the federal level. The FTC’s regulatory authority cuts across
three broad areas that directly affect marketing communicators: deceptive adver-
tising, unfair practices, and information regulation.
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Deceptive Advertising
In a general sense, consumers are deceived by an advertising claim or campaign
when (1) the impression left by the claim or campaign is false—that is, there is a
claim-fact discrepancy; and (2) the false claim or campaign is believed by consumers.
The important point is that a false claim is not necessarily deceptive by itself.
Rather, consumers must believe a claim to be deceived by it: “a false claim does
not harm consumers unless it is believed, and a true claim can generate harm if it
generates a false belief.”59

Although the FTC makes deception rulings case by case, it does employ some
general guidelines in deciding whether deceptive advertising has occurred. Under
current deception policy, the FTC will find a business practice deceptive if, to the
consumer’s detriment, an advertised claim has been made or an important fact is
omitted, either of which is likely to mislead consumers who are acting reasonably
under the circumstances. Thus there are three elements that provide the essence of
the FTC’s deception policy:60

1. Misleading. There must be a representation, omission, or a practice that is
likely to mislead the consumer. A misrepresentation is defined by the FTC as an
express or implied statement contrary to fact. For example, if a pharmaceutical com-
pany claimed that one of its prescription drugs did not contain a substance that it
actually did, this would be considered a misrepresentation. A misleading omission is
said to occur when qualifying information necessary to prevent a practice, claim,
representation, or reasonable expectation or belief from being misleading is not dis-
closed. A misleading omission would exist, for example, if the same pharmaceutical
company failed to disclose an important side effect of using its prescription drug.

2. Reasonable consumer. The act or practice must be considered from the
perspective of the “reasonable consumer.” The FTC’s test of reasonableness is
based on the consumer’s interpretation or reaction to an advertisement—that is,
the commission determines the effect of the advertising practice on reasonable
members of the group to which the advertising is targeted. The following quote
indicates that the FTC evaluates advertising claims case by case in view of the tar-
get audience’s unique position—its education level, intellectual capacity, mental
frame, and so on.

For instance, if a company markets a cure to the terminally ill, the practice will be evalu-
ated from the perspective of how it affects the ordinary member of that group. Thus, termi-
nally ill consumers might be particularly susceptible to exaggerated cure claims. By the
same token, a practice or representation directed to a well-educated group, such as a pre-
scription drug advertisement to doctors, would be judged in light of the knowledge and
sophistication of that group.61

3. Material. To be considered deceptive, the representation, omission, or
practice must be “material.” A material representation involves information that is
important to consumers and that is likely to influence their choice or conduct
regarding a product. In general, the FTC considers information to be material
when it pertains to the central characteristics of a product or service (including
performance features, size, and price). Hence, if an athletic-shoe company falsely
claimed that its brand possesses the best shock absorption feature on the market,
this would be a material misrepresentation to the many runners who make pur-
chase choices based on this factor. On the other hand, if this same company were
to falsely claim it has been in business for 28 years—when in fact it has been in
business for only 25 years—this would not be regarded as material because most
consumers would not be swayed much differently whether the company had been
in business 25 or 28 years.
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An important case involving the issue of materiality was brought by the FTC
against Kraft Foods and its advertising of Kraft Single American cheese slices. The
FTC challenged Kraft on grounds that advertisements for Kraft Singles falsely
claimed that each slice contains the same amount of calcium as five ounces of milk.
In fact, each slice of Kraft Singles begins with five ounces of whole milk, but dur-
ing processing 30 percent, or 1.5 ounces of milk, is lost. In other words, each slice
contains only 70 percent of the amount of calcium claimed in Kraft’s adver-
tisements.62 Kraft responded that its $11 million advertising campaign did not
influence consumer purchases. Kraft’s legal counsel argued that the advertise-
ments (1) did not convey the misleading representation claimed by the FTC, but
(2) even if this representation had been conveyed, it would not have mattered
because calcium is a relatively unimportant factor in consumers’ decision to pur-
chase Kraft Singles. (Out of nine factors rated by consumers in a copy test, calcium
was rated no higher than seventh.)

Whereas the FTC’s position was that Kraft’s advertising was likely to mislead
consumers, Kraft’s defense was that its calcium claim, whether false or not, is non-
deceptive because the difference between 5 ounces of milk and 3.5 ounces is
an immaterial difference to consumers. Kraft’s defense, in other words, amounted to
the following: yes, we (Kraft) made claims about the calcium benefits of Kraft
Singles, but the issue of deceptiveness is moot because the difference in calcium con-
tent between what we claimed (a single slice contains the calcium equivalency of 5
ounces of milk) and what is reality (a single slice contains the calcium equivalency
of 3.5 ounces of milk) is immaterial to consumers and hence not deceptive.

After hearing detailed testimony on the matter and following an appeal
process, the commissioners of the FTC determined that Kraft’s advertising claim
was indeed material.63 Accordingly, the FTC ordered Kraft to cease and desist (lit-
erally, “stop and go no more,” or discontinue) further misrepresentations of Kraft
Singles’ calcium content. The Kraft case generated much discussion and contro-
versy. The articles cited in the endnote are worthwhile reading for this particular
case, as well as for their broader significance to advertising practice and public
policy involving deceptive advertising.64

Unfair Practices
The FTC has legal authority to regulate unfair as well as deceptive acts or prac-
tices in commerce. Unlike deception, a finding of unfairness to consumers may go
beyond questions of fact and relate merely to public values.65 The criteria used to
evaluate whether a business act is unfair involve such considerations as whether
the act (1) offends public policy as it has been established by statutes, (2) is
immoral, unethical, oppressive, or unscrupulous, and (3) causes substantial injury
to consumers, competitors, or other businesses.66

The FTC’s right to regulate unfair advertising was a matter of considerable
dispute for years, because the precise meaning of “unfair” was not clear.67 The dis-
pute ended when Congress devised a definition of unfairness that is satisfactory
to all parties. Unfair advertising is defined as “acts or practices that cause or are
likely to cause substantial injury to consumers, which is not reasonably avoidable
by consumers themselves and not outweighed by countervailing benefits to consumers
or competition” (emphasis added).68 The italicized features of the definition point
out Congress’s intention to balance the interests of advertisers with those of
consumers and to prevent capricious applications of the unfairness doctrine by
the FTC.

The FTC has applied the unfairness doctrine in instances where questionable
advertisements are aimed at children. Because children are more credulous and
less well-equipped than adults to protect themselves, public-policy officials are
especially concerned with protecting youngsters. The unfairness doctrine is espe-
cially useful in cases involving children because many advertising claims are not
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deceptive per se but are nonetheless potentially unethical, unscrupulous, or inher-
ently dangerous to children. For example, the FTC considered one company’s
use of Spider-Man vitamin advertising unfair because such advertising was
judged capable of inducing children to take excessive and dangerous amounts of
vitamins.69

In recent years, the FTC has most actively applied the unfairness doctrine
to numerous instances of telemarketing scams and Internet fraud.70 Both tech-
nologies are ripe for fraudulent behavior by unscrupulous marketers, and such
behavior can readily injure consumers (as well as competitors) because the tricks
and scams cannot reasonably be avoided by consumers themselves. E-mail fraud
is the most widely practiced abuse, and the FTC has brought over 200 enforcement
actions under its unfairness power against such fraudulent behavior.71

Information Regulation
Although the primary purpose of advertising regulation is the prohibition of
deceptive and unfair practices, regulation also is needed at times to provide con-
sumers with information they might not otherwise receive. The corrective advertis-
ing program is the most important of the FTC’s information provision programs.72

Corrective advertising is based on the premise that a firm that misleads con-
sumers should have to use future advertisements to rectify the deceptive impres-
sions it has created in consumers’ minds. Corrective advertising is designed to
prevent a firm from continuing to deceive consumers rather than to punish
the firm.

The most prominent corrective advertising order issued by the FTC to date
involved advertising over 30 years ago for Warner-Lambert’s Listerine mouth-
wash. According to the FTC, Warner-Lambert misled consumers for a number of
years; the FTC accordingly required Warner-Lambert to run this corrective state-
ment: “Listerine will not help prevent colds or sore throats or lessen their sever-
ity.” The corrective campaign ran for 16 months at a cost of $10.3 million to
Warner-Lambert, most of which was spent on television commercials. Several
studies evaluated the effectiveness of the Listerine corrective advertising order.
The FTC’s own study revealed only partial success for the Listerine corrective
campaign. On the positive side, there was a 40 percent drop in the amount of
mouthwash used for the misconceived purpose of preventing colds and sore
throats; on the negative side, 57 percent of Listerine users continued to rate
cold and sore throat prevention as a key factor in their purchasing decision (only
15 percent of Scope users reported a similar goal), and 39 percent of Listerine users
reported continued use of the mouthwash to relieve or prevent a cold or sore
throat.73

In one of the first major applications of corrective advertising since the
Listerine case, the FTC issued a corrective order against the Novartis Corporation
and its Doan’s Pills. Doan’s advertisements referred to the brand’s special or
unique ingredients, called itself the “back specialist,” and depicted the brand
against packages of competitors Advil, Bayer, and Tylenol. The FTC concluded
that the advertising campaign created the false impression that Doan’s was more
effective than other over-the-counter drugs for combating back pain. The FTC
ordered Novartis to undertake an $8 million advertising campaign to correct the
misimpression that Doan’s Pills outperform other over-the-counter analgesics in
treating back pain. This order required Doan’s packaging and advertising to carry
the message, “Although Doan’s is an effective pain reliever, there is no evidence
that Doan’s is more effective than other pain relievers for back pain.” Novartis’
legal counsel claimed the order was excessive, whereas others have appraised the
order as an inadequate remedy in the face of compelling evidence that Doan’s
advertising was deceptive.74
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The FTC walks a fine line when issuing a corrective advertising order and
specifying the remedial action a deceptive advertiser must take. The objective is to
restore the marketplace to its original position prior to the deceptive advertising
so that a firm does not continue to reap the rewards from its past deception.
However, there is always the possibility that the corrective advertising effort may
go too far and severely damage the firm and perhaps, unintentionally, hurt other
companies in the industry.75

Product Labeling
The FDA is the federal body responsible for regulating information on the pack-
ages of food and drug products. As described in the chapter opening feature, the
FDA has become very active in regulating the type of nutritional information that
must appear on food labels, as, for example, the requirement that labels must
include the amount of trans fats contained in a single serving.

Prescription Drug Advertising
Whereas the FTC is responsible for regulating deceptive and unfair advertising for
all products (including over-the-counter drugs), the FDA is charged with regu-
lating advertisements for prescription drugs. This has been a major challenge in
recent years with the onset of direct-to-consumer (DTC) advertising. As the name
suggests, this form of advertising involves messages for prescription drugs that
are directed toward consumers. Pharmaceutical companies expect DTC ads to
motivate consumers to urge their physicians to prescribe advertised drug brands.
The FDA’s role is, in this regard, to police the truthfulness of DTC ads and to
ensure that any claims made are supported by scientific evidence.

The FDA requires prescription drug advertisers to present a balanced perspec-
tive when advertising drugs. That is, in addition to touting product benefits, they
must also identify the side effects and risks of using particular drugs. You may
have noticed that TV commercials for DTC drugs show how wonderful a drug is
in treating arthritis, cholesterol levels, weight problems, or other health issues. It is
only at the end of the commercial that consumers are informed that in using the
drug one may experience nausea, diarrhea, reduced sexual functioning, or any of
a number of other undesirable consequences. Drug companies would prefer not to
mention these side effects, but doing so is required—for the protection of con-
sumers in the best spirit of regulation.

In magazine ads, pharmaceutical companies provide detailed information
about their products’ undesirable side effects, but this information typically is
placed on the back pages of ads and in very small print. Critics have questioned
the value of such information on grounds that it is too technical, too detailed, and
difficult to read because it typically is printed in very small print. Accordingly, the
FDA recently proposed that drug makers present less-detailed information about
side effects in print ads, but that they explain the most serious problems in lan-
guage accessible to typical consumers.76

State Agencies’ Regulation of
Marketing Communications
Individual states have their own statutes and regulatory agencies to police the
marketplace from fraudulent business practices. Most, if not all, states have
departments of consumer affairs or consumer protection. The National
Association of Attorneys General (NAAG), which includes attorneys general
from all 50 states, has played a particularly active role. In one instance, for
example, attorneys general from 22 states filed a complaint against Honda
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of America, alleging that Honda’s three-wheel, all-terrain vehicles were “rolling
death traps.”77

An especially interesting case involved a lawsuit filed by the Texas attorney
general against Volvo North America. Volvo had produced a television commercial
showing Bear Foot, a monster truck with huge wheels, running over a string of
automobiles. All the automobiles collapsed except the Volvo station wagon. An
investigation revealed, however, that the Volvo had been reinforced with steel and
wood, while the other cars had their roof supports severed.78

There is every indication that states will remain active in their efforts to regu-
late advertising deception and other business practices, which poses a potentially
significant problem for many national advertisers who might find themselves
subject to multiple, and perhaps inconsistent, state regulations.79 It is somewhat
ironic that many national companies would prefer to see a stronger FTC inasmuch
as these companies are better off with a single regulatory agency that institutes
uniform national guidelines and keeps the marketplace as free as possible from
the fly-by-night operators that tarnish the image of all businesses.

Advertising Self-Regulation
Self-regulation, as the name suggests, is undertaken by the advertising community
itself (i.e., advertisers, industry trade associations, and ad media) rather than by
governmental bodies. Self-regulation is a form of private government whereby peers
establish and enforce voluntary rules of behavior.80 Advertising self-regulation has
flourished in countries such as Canada, France, the United Kingdom, and the
United States.81

Media Self-Regulation
The advertising clearance process is a form of self-regulation undertaken by ad
media that takes place behind the scenes before a commercial or other advertise-
ment reaches consumers. A magazine advertisement or television commercial
undergoes a variety of clearance steps prior to its actual printing or airing, includ-
ing (1) advertising agency clearance, (2) approval from the advertiser’s legal
department and perhaps also from an independent law firm, and (3) media
approval (such as television networks’ guidelines regarding standards of taste).82

A finished ad that makes it through the clearance process and appears in advertis-
ing media is then subject to the possibility of post hoc regulation from federal (e.g.,
the FTC), state (e.g., NAAG), and self-regulators (e.g., the National Advertising
Review Council).

The National Advertising Review Council
Self-regulation by the National Advertising Review Council (NARC) has been the
most publicized and perhaps most effective form of self-regulation. NARC is an
organization formed via a partnership among the Association of National
Advertisers, the American Association of Advertising Agencies, the American
Advertising Federation, and the Council of Better Business Bureau’s National
Advertising Division (NAD).

NARC consists of three review units: the Children’s Advertising Review Unit
(CARU), NAD, and the National Advertising Review Board (NARB). CARU mon-
itors children’s television programming and commercials, whereas the NAD and
NARB were established to sustain standards of truth and accuracy in national
advertising to adults. NARB is the umbrella-like term applied to the combined
NAD/NARB self-regulatory mechanism; however, by strict definition, NARB is a
court consisting of 50 representatives who are formed into five-member panels to
hear appeals of NAD cases when an involved party is dissatisfied with the initial
verdict.83 NAD is the investigative arm of NARB and is responsible for evaluating,
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investigating, and holding initial negotiations with an advertiser on complaints
involving truth or accuracy of national advertising.

The number of cases investigated and resolved varies, but NAD often becomes
involved in as many as 150 cases a year. Cases are brought to the NAD by com-
petitors, initiated by the NAD staff itself, or originate from local Better Business
Bureaus, consumer groups, and individual consumers. For example, Bayer AG,
the German company that invented aspirin, took exception to an ad by competitor
St. Joseph, known for its baby aspirin formulated at 81 milligrams per tablet,
when a St. Joseph ad claimed that taking “too much aspirin just isn’t a good idea
for anybody.” Bayer brought the case to the NARB, which ruled in Bayer’s
favorite and requested that St. Joseph’s revise its commercial.84

Another NAD case involved an advertisement by Tropicana for its Light’n
Healthy brand that contains one-third less sugar and calories than orange juice.
The issue in dispute in this ad involved Tropicana’s use of the rhetorical question,
“Counting carbs?” An NAD investigation concluded that this query could reason-
ably be interpreted by consumers as suggesting that Light’n Healthy is a low
carbohydrate beverage. The NAD therefore recommended that Tropicana dis-
continue any advertisements that included the “counting carbs?” question or,
alternatively, disclose that a single serving of Light’n Healthy contains 17 carbo-
hydrate grams. In response, Tropicana respectfully disagreed with NAD that
the question suggests that its brand is low in carbs but it agreed to NAD’s recom-
mendation to incorporate a disclosure of the actual carb count. Had Tropicana
refused, there is nothing the NAD could have done other than perhaps refer the
case to the FTC.85

In conclusion, advertising self-regulation reduces the need for government
regulation and maintains the general integrity of advertising and, in so doing,
protects both consumers and competitors. A president of NARC has succinctly
captured self-regulation’s value:

Self-regulation is smart business. It provides a level playing field. Continuing NAD
improvements provide the quickest, least expensive and most effective way for advertisers
to challenge one another’s claims. A court case can take over a year (vs. NAD’s 60 business
days) and cost 10 times as much as a NAD case.86

Environmental, or “Green,” 
Marketing Communications

People around the world are concerned with the depletion of natural resources
and the degradation of the physical environment. Some companies have
responded to environmental concerns by introducing environmentally oriented
products and undertaking marcom programs to promote them. These actions are
referred to as green marketing.87 Unfortunately, there is relatively little evidence that
many consumers are much interested in paying more for environmentally
friendly products. In concept tests of new product ideas, American consumers
have rated environmental issues as no more important than about a 6 on a 10-
point scale; ratings as low as these simply do not motivate purchase decisions.88

Nonetheless, it is clear that the green movement is here to stay to one degree or
another.

Green Marketing Initiatives
Motivated for reasons such as achieving regulatory compliance, gaining competi-
tive advantage, being socially responsible, and following the commitment of top
management, some companies have made legitimate responses to environmental
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problems.89 These responses mostly have been in the form of new or
revised products. Illustrative green products include the following:

• Personal computers are now equipped with energy-efficient
features and are made with some recycled materials.

• Batteries used in laptops, cell phones, camcorders, PDAs, and
other products are increasingly being recycled, and consumers
are urged to take “dead” batteries to participating retailers for
recycling purposes (see Figure 3.2 on page 79).

• Furniture manufacturers make environmentally friendly furni-
ture from recycled wood, plastic, and even recycled newspaper
mixed with wood and wax.90

• Perhaps the major environmentally responsive product ini-
tiative has been the electric-gas hybrid automobile marketed
under brand names such as the Honda Civic (Figure 3.3)
and the Toyota Prius (Figure 3.4). These hybrids run on a
combination of gas and electric power, which delivers higher
MPG than conventional transport. The Prius has been in such
great demand, partially due to rising gas prices and the fact
that hybrid autos get much better mileage per gallon than con-
ventional autos, that Toyota has had difficulty filling orders. In
the summer of 2004, demand was so great that Toyota had
to more than double the number of vehicles allocated to the
United States.91

Although these product innovations are important, of more direct relevance to
this text are the marcom efforts that appeal to environmental sensitivities. The
major green communications efforts involve advertisements that promote green
products, environmentally friendly packaging, seal-of-approval programs that
promote green products, cause-oriented communication efforts that support
green products, and point-of-purchase display materials that are environmentally
efficient.

Green Advertising
Environmental appeals in advertising were commonplace in
American advertising for a short period in the early to mid-1990s,
but the initial fervor toward the deteriorating physical environ-
ment has waned. In fact, it is difficult to find many examples of
environmentally oriented advertising.

There are three types of green advertising appeals when this
form of advertising occasionally surfaces: (1) ads that address a
relationship between a product/service and the biophysical envi-
ronment (such as that for Shell in Figure 3.5 on page 80); (2) those
that promote a green lifestyle without highlighting a product or
service; and (3) ads that present a corporate image of environmen-
tal responsibility (see Figure 3.6 for BP on page 81).92

Packaging Responses
Various efforts have been initiated to improve the environmental
effectiveness of packaging materials. Illustrative programs
include packaging soft drinks and many other products in recy-
clable plastic bottles; switching from polystyrene clamshell con-
tainers to paperboard packages for burgers and other sandwiches;
and introducing concentrated laundry detergents as a way of
achieving smaller packages and thus less waste disposal to be
placed in already crowded landfills.

The powerof dreams™.

EarthDay, everyday.
From the cleanestcarcompany

on the planet.
We love clean air. Coming from a car company, that’s never really been an easy

claim to prove. Unless, of course, you’re Honda.

We’ve had a long history of environmental leadership, featuring an extensive line of

cars that have repeatedly set industry standards for cleaner technology. And,recently, the

Union of Concerned Scientists named Honda the cleanest car company in the world.*

Consider the Civic, the first mass-market vehicle to provide a hybrid powertrain

option in America.Wıth up to650miles to every tankof gas, it’s America’s fuel-economy

marvel.† There’s also the zero-emission, hydrogen-powered Honda FCX,the first fuel-

cell car to be government certified for use on public roads. All the way down the line,

every Honda car is a Low-EmissionVehicle or cleaner.

In many respects, it’s always been this way. Honda was the first automaker to

meet the emission standards of the 1970 Clean Air Act,without a catalytic converter.

Not to mention, wewere the first to meet the cleanest engine standard (SULEV), and

the very first to introduce hybrid technology to America.

Genuine environmental leadership built through decades of concern. It’s Honda’s

labor of love. Clean and simple.

*Based on a U.S. emissions study (2002) by the Union of Concerned Scientists. The Union of Concerned Scientists is an independent organization.

Results do not imply endorsement of Honda or its products.  †Based on EPA mileage estimates for Civic Hybrid with MT. CA model may get up to

550 miles per tank. Actual mileage may vary. ©2003American Honda Motor Co., Inc. honda.com

Now you can hug corners while you hug Mother Nature. 

Toyota’s revolutionary new Hybrid Synergy Drive® combines a gasoline engine with a powerful electric motor that never needs to be

plugged in. The result? Super-efficient, super-charged performance. This groundbreaking yet affordable technology has already hit the

roads in the all-new Prius. Prius achieves nearly 2.5 times the average fuel efficiency of conventional vehicles and close to 90% fewer

smog-forming emissions – all while accelerating from 0 to 60 mph in 20% less time than its competitor.*

Beyond Prius, Hybrid Synergy Drive will be available in more and more Toyota products – including SUVs. 

With Hybrid Synergy Drive, we’re helping save the planet. Faster.     

toyota.com/tomorrow

Based on 2004 EPA est. city & combined mpg. 0-60 mph for comparison only. Obtained with prototype vehicle by professional using special procedures. Do not attempt. ©2003*
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The Honda Civic Hybrid
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The Toyota Prius Hybrid
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It’s easy to be green.

RBRC Spokesperson Richard Karn, 
“Al” from TV’s Home Improvement

And it’s easy to recycle your rechargeable batteries once they’ve worn out.
You know – the ones in your laptop computer, cell phone, PDA, cordless
power tools, camcorder and remote control toys.  To find the nearest 
collection site, visit www.rbrc.org/bhg, call 1-800-8-BATTERY or simply
stop by one of the listed national retailers.  So do the green thing.  

RBRC was named “Environmental Partner of the Year” by The Home Depot in 2002.

Recycle your rechargeable batteries.

Drop off your
rechargeable 
batteries at the 
following 
national retailers:

In the US:
Best Buy
Cingular Wireless
Circuit City
The Home Depot
RadioShack
Sears
Staples
Target
Wal-Mart

In Canada:
Bell Mobility
Canadian Tire
Future Shop
The Home Depot
Motorola Cellular
Dealers
RadioShack 
Sears
The Sony Store
TELUS Mobility

Figure 3.2 Recyclable Batteries

C
ourtesy of the Rechargeable Battery Recycling C

orporation (RBRC
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www.rbrc.org/bhg


As counter to these positive packaging developments,
there is evidence that package materials often are wasted
due to a practice called short filling. For example, over 40
percent of juice containers, milk cartons, and other dairy
products contain a smaller amount of product—from 1 to 6
percent less—than the package labels promise.93 This
short-filling problem is partially due to profit skimming
and also results, more innocently, from poorly calibrated
packing machines. Whatever the reason, the fact remains
that short filling results annually in thousands of tons of
wasted packaging materials.

Seal-of-Approval Programs
Organizations around the world have designed programs
to assist consumers in identifying environmentally
friendly products and brands. In Germany, for example,
the Blue Angel seal represents a promise to consumers that
a product carrying an environmental claim is in fact legiti-
mate. Green Seal, a Washington, D.C., nonprofit organiza-
tion, has developed standards and awarded seals to
companies that meet environmental standards—which
fewer than 20 percent of all products in the category are
able to satisfy. General Electric, for example, received a seal
for developing compact fluorescent light bulbs. In addition
to Green Seal, there are various product-category-specific
seal programs. For example, the 100% Recycled Paper-
board Alliance—a group of North American recycled
paperboard manufacturers—allows participating members

to identify their products with a logo that consists of a semicircle of 10 small
arrows pointing to the words 100% Recycled Paperboard.94 Programs such as these
provide consumers with assurance that the products carrying these seals legiti-
mately are environmentally friendly.

Cause-Oriented Programs
Cause-oriented marketing is practiced when companies sponsor or support wor-
thy environmental or social programs. In doing so, the marketing communicator
anticipates that associating the company and its brands with a worthy cause will
generate goodwill. It is for this reason that companies sponsor various environ-
mental causes. At one time General Motors planted a tree for every Chevrolet Geo
car sold. Evian, a company that markets mineral water, had representatives visit
college campuses to raise environmental awareness and recruit new members for
the World Wildlife Fund. Cause-oriented programs can be effective if they are not
overused and if consumers perceive a company’s involvement in an environmen-
tal cause is sincere and not just naked commercialism.

Point-of-Purchase Programs
Billions of dollars are invested in plastic, wood, metal, paper, and other display
materials. Many of the displays sent by manufacturers to retailers are never used
and simply end up in landfills. Closer consultations with retailers regarding their
point-of-purchase needs would lead to fewer unused and discarded displays, and
increased use of permanent displays (those engineered to last at least six months)
would substantially reduce the number of temporary displays that are quickly
discarded. As a result, this would mean a major conservation effort and substan-
tial savings to manufacturers.
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Guidelines for Green Marketing
The significance of the environmental problem demands
that marketing communicators do everything possible to
ensure that green claims are credible, realistic, and believ-
able. To assist companies in knowing what environmental
claims can and cannot be communicated in advertise-
ments, on packages, and elsewhere, the FTC promulgated
guides for environmental marketing claims.95 These guides
outline four general principles that apply to all environ-
mental marketing claims: (1) qualifications and disclosures
should be sufficiently clear and prominent to prevent
deception; (2) claims should make clear whether they
apply to the product, the package, or a component of
either; (3) claims should not overstate an environmental
attribute or benefit, either expressly or by implication; and
(4) comparative claims should be presented in a manner
that makes the basis for the comparison sufficiently clear
to avoid consumer deception.

In addition to these general guidelines, marcom practi-
tioners are offered four general recommendations for mak-
ing appropriate environmental claims: (1) make the claims
specific, (2) use claims that reflect current disposal options,
(3) make the claims substantive, and (4) only use support-
able claims.96

1. Make Specific Claims. This guideline is intended to
prevent marketing communicators from using mean-
ingless claims such as “environmentally friendly” or “safe for the environ-
ment.” The use of specific environmental claims enables consumers to make
informed choices, reduces the likelihood that claims will be misinterpreted,
and minimizes the chances that consumers will think that a product is more
environmentally friendly than it actually is. In general, it is recommended that
environmental claims be as specific as possible—not general, vague, incom-
plete, or overly broad. For example, a claim that a brand of washing detergent
is “fully biodegradable” is more precise than an expression that this brand is
“good for the environment.”

2. Reflect Current Disposal Options. This recommendation is directed at
preventing environmental claims that are technically accurate but practically
unrealizable due to local trash-disposal practices. For example, most commu-
nities dispose of trash by burying it in public landfills. Because paper and plas-
tic products do not degrade when buried, it is misleading for businesses to
make environmental claims that their products are degradable, biodegradable,
or photodegradable.

3. Make Substantive Claims. Some marketing communicators use trivial and
irrelevant environmental claims to convey the impression that a promoted
brand is environmentally sound. An illustration of a nonsubstantive claim is a
company promoting its polystyrene foam cups as “preserving our trees and
forests.” Another trivial claim is when single-use products such as paper
plates are claimed to be “safe for the environment.” Clearly, a paper plate is
not unsafe to the environment in the same sense that a toxic chemical is unsafe;
however, paper plates and other throwaways do not actually benefit the envi-
ronment but rather exacerbate the landfill problem.

4. Make Supportable Claims. This recommendation is straightforward: environ-
mental claims should be supported by competent and reliable scientific

Chapter 3: Ethical, Regulatory, and Environmental Issues in Marketing Communications 81

Figure 3.6

Green Advertising Promoting an
Image of Environmental
Responsibility

BP N
orth A

m
erica/O

gilvy &
 M

ather



evidence. The purpose of this recommendation is to encourage businesses to
make only those environmental claims that can be backed by facts. The injunc-
tion to businesses is clear: don’t claim it unless you can support it.

Summary

This chapter examined a variety of issues related to ethical marcom behavior, the
regulation of marketing communications, and green marcom initiatives. The first
major section looked at ethical marketing communications behavior. The ethics of
each of the following marcom activities were discussed: the targeting of marketing
communications efforts, advertising, public relations, packaging communications,
sales promotions, and online marketing communications. A concluding discus-
sion examined how firms can foster ethical behavior.

The second section examined the regulation of marcom activities. The regula-
tory environment was described with respect to both government regulation and
industry self-regulation. The FTC’s role was explained in terms of its regulation of
deception and unfair practices. Self-regulation by the Council of Better Business
Bureaus’ National Advertising Division (NAD) and National Advertising Review
Board (NARB) were discussed.

In the final section, environmental, or green, marketing was described, and
implications for marketing communications were elaborated. Marketing commu-
nicators have responded to society’s environmental interests by developing more
environmentally friendly packaging and undertaking other communications initia-
tives. Recommendations provided to marketing communicators for making appro-
priate environmental claims are to (1) make the claims specific, (2) have claims
reflect current disposal options, (3) make the claims substantive, and (4) make
supportable claims.

Discussion Questions
1. With regard to the Hefty trash bag description at the beginning of the chapter,

answer the following questions: What would you have done if you were
placed in this position? Would you have introduced your own brand of non-
degradable trash bag, or would you be willing to suffer the consequences of
lost sales to unethical competitors? What other alternatives may have been
available other than the choice between “introducing versus not introducing”
a nondegradable bag?

2. Has Subway crossed the exploitation line in targeting its food products to
obese children?

3. What is your opinion regarding the ethics of product placements in movies
targeted to children? Identify the arguments on both sides of the issue, and
then present your personal position.

4. Is targeting unethical or just good marketing? Identify the arguments on both
sides of the issue, and then present your personal position.

5. What is your view regarding Anheuser-Busch’s use in the early to mid 1990s of
humorous TV commercials that portrayed animated characters Frank and
Louie, and an accompanying cast of lizard and frog characters? Is this form of
advertising simply a marvelous creative execution, or is it insidious in its
potential to encourage children to like the concept of drinking beer, and per-
haps Budweiser in particular? (Note: If you don’t recall these commercials, ask
your professor to provide a description.)

6. Several years ago during the holiday season Philip Morris Companies intro-
duced a new cigarette brand named “M” and promoted it as “A Special Blend for
a Special Season.” Convenience stores and other retailers displayed signs with
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the appearance of gift-wrapping paper in green and red paisley backgrounds and
the message, “Season’s Greetings from Marlboro Country.” The president of the
Campaign for Tobacco-Free Kids exclaimed that the marketing effort behind
M “is selling cancer for Christmas.”97 What are your views on Philip Morris’
marketing of M? Is it unethical or a case of smart marketing behavior?

7. Are you in favor of the federal government requiring nutritional labeling
(such as the trans fat requirement described in the Marcom Challenge), or do
you consider such requirements an unnecessary intrusion into the free market-
place? Justify your position on this matter.

8. What is the distinction between a deceptive and an unfair business practice?
9. Give examples of advertising claims that, if found false, probably would be

considered material and those that probably would be evaluated as immaterial.
10. What is your opinion of the defense Kraft used in claiming that calcium is an

immaterial product attribute?
11. When discussing the criticism that advertising is manipulative, a distinction

was made between persuasion efforts of which consumers are cognitively
aware and those that fall below their conscious radar screens. First, explain in
your own words the distinction between the potential for advertisers to cogni-
tively and unconsciously manipulate consumers. Second, express your
thoughts about the ethical ramifications of say, retailers’ potential use of in-
store advertising to air subliminal messages.

12. What is your view of a proposal by Senator Hillary Clinton (Democrat, New
York) that would ban all advertising and marketing in elementary schools?

13. In theory, corrective advertising represents a potentially valuable device for
regulating deceptive advertising. In practice, however, corrective advertising
must perform a very delicate balancing act by being strong enough without
being too forceful. Explain the nature of this dilemma.

14. In the late 1990s, the Distilled Spirits Council of the United States voted to lift
its voluntary ban on advertising “hard” liquor on television and radio, a self-
imposed ban that had been in effect for nearly a half-century. In your opinion,
what are the arguments on both sides of the issue regarding the removal of this
ban? If you were an executive employed by the Distilled Spirits Council, would
you have urged a return to the airways? Is this return to advertising distilled
spirits via electronic media unethical or, alternatively, is it a matter of a gutsy
business decision by the Distilled Spirits Council that was long overdue?

15. Some consumers are more concerned about the physical environment than
others. Provide a specific profile of what in your opinion would be the socioe-
conomic and psychographic (i.e., lifestyle) characteristics of the “environmen-
tally concerned” consumer.
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Marcom Objective Setting
and Budgeting

Part Two builds a foundation for understanding the nature and
function of marketing communications by providing practical
and theoretical overviews of four fundamental marcom deci-
sions: targeting, positioning, objective setting, and budgeting.
Chapter 4 introduces targeting as the key element in effective
marketing communications. The chapter focuses on four sets
of audience-defining characteristics that singularly or in com-
bination influence how people respond to marcom programs:
behaviorgraphics, psychographics, demographics, and geo-
demographics. Each of these characteristics is discussed in
detail, with major emphasis on: (1) the population age struc-
ture, (2) the changing household composition (e.g., increases
in the number of single-person households), and (3) ethnic
population developments.

Chapter 5 deals with brand positioning from the marcom
practitioner’s vantage point and examines positioning from
the consumer’s perspective. The positioning statement is
described as the central idea that encapsulates a brand’s
meaning and distinctiveness and explains that a good posi-
tioning statement must reflect a brand’s competitive advan-
tage and motivate customers to action. Potential starting
points for developing positioning statements then are dis-
cussed as well as the topic of brand repositioning. Detailed
attention is devoted to how consumers process marcom infor-
mation. Particular detail is applied to describing the marcom
activites necessary to promote consumer attention, compre-
hension, and learning of marcom messages.

Chapter 6 completes the treatment of fundamental marcom
decisions by examining objective setting and budgeting. The
importance of setting objectives is initially discussed and a frame-
work called the hierarchy of effects explains how the choice of
marcom objective rests with knowing where on the hierarchy
members of the target audience are located. Requirements for
setting suitable marcom objectives are detailed. Then addressed
is the issue of whether marcom objectives should be formulated
based on sales or presales (communication) goals. Marcom
budgeting is next covered with treatment of how budgets
should be established in theory and practical budgeting methods
are discussed in detail. Separate sections cover four budgeting
methods: percentage-of-sales budgeting, objective-and-task
budgeting, budgeting via the competitive parity method (with
detailed treatment of share of voice and share of market assess-
ments), and budgeting via the affordability method.
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Because the demographic tide changes, firms

have to be prepared to alter marketing actions when

effectiveness declines. Managers at Esprit, realizing

that growth could not be sustained by focusing its

efforts primarily on teens and young adults, altered

the company’s course by targeting an older demo-

graphic group. Only time will tell

whether this strategy

is effective, but in

terms of sheer

numbers alone,

the 25 to 40 age group

is huge with millions of Europeans,

Asians, and Americans occupying this age range.

A similar development has occurred at Gap Inc.

This huge retailer with annual revenues around

$16 billion includes three well-known chains: Banana

Republic, Gap, and Old Navy. Though Gap Inc. has

a commanding market share—about 7 percent of all

U.S. apparel sales—it only garners about 3 percent

of female baby boomers’ apparel spending. So, what

would you do if you were CEO at Gap Inc.? Well,

you’d probably encourage some action that would

reach out to female baby boomers whose apparel

needs remain unfulfilled. That’s precisely what Gap Inc.

is in process of doing. In 2005 it opened a new chain

of stores designed specifically to appeal to the apparel

needs of female baby boomers. Gap Inc. initially

CHAPTER 4

Marcom Targeting

Esprit is a brand name that’s been around since the

mid-1960s. Started in a San Francisco apartment by a

young couple in their mid-twenties, the Esprit brand—

with its readily identifiable triple-bar-E logo—became

a favorite around the world, especially among millions

of teens and young adults who purchased clothing

items from the Esprit and Esprit Sport

collections. Esprit’s business

thrived with heavy

catalog sales and

customers galore in

retail outlets. By the late

1990s the company’s official

headquarters had moved from the United States to

Hong Kong under the name Esprit Holdings Limited.1

A fascinating shift in marcom strategy occurred

during the early 2000s. The Esprit brand, which

historically catered to the whims of teens and young

adults, shifted its targeting. Starting in Europe and

moving to the United States, the company repositioned

the brand from one virtually synonymous with youthful

exuberance to a mature fashion brand aimed at con-

sumers between the ages of 25 and 40. Whereas sales

of fashion items to teens had declined—not just sales

of Esprit but those also of brands such as Abercrombie

& Fitch and American Eagle Outfitters—purchases of

fashion items by young and middle-aged adults were

experiencing substantial growth.2

Marcom Challenge: Esprit and Gap—
No Longer Just for Youth



opened 10 test stores—with a new name—in an appeal

to women over 35—a group of nearly 40 million in

the United States with annual apparel purchases

around $15 billion.3

C H A P T E R  O B J E C T I V E S
After reading this chapter you should be able to:

1
Discuss the importance of targeting marketing

communications to specific consumer groups and
realize that the targeting decision is the initial and

most fundamental of all marcom decisions.

2
Understand the role of behaviorgraphics 

in targeting consumer groups.

3
Describe the nature of psychographic targeting 

and the VALS system.

4
Appreciate major demographic developments such as

changes in the age structure of the population 
and ethnic population growth.

5
Explain the meaning of geodemographics 

and understand the role for this form 
of targeting.

6
Recognize that any single characteristic 

of consumers—whether their age, ethnicity, 
or income level—likely is not a sufficient basis 

alone for sophisticated marcom targeting.
A
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Targeting Customers 
and Prospects

This chapter expands the discussion of targeting that was introduced in Chapter 1.
You will recall that Chapter 1 provided a model of the marcom process and
described various forms of “fundamental” and “implementation” decisions. The
section on fundamental decisions concluded with the following mantra:

All marketing communications should be: (1) directed to a particular target market,
(2) clearly positioned, (3) created to achieve a specific objective, and (4) under-
taken to accomplish the objective within budget constraint.

Targeting specific audiences can be considered the starting point for all
marcom decisions. Thus, the purpose of this chapter is to describe how marcom
practitioners target prospective customers. Targeting allows marketing communi-
cators to more precisely deliver their messages and prevent wasted coverage to
people falling outside the targeted market. Targeting thus implies efficiency of
effort. Not to target is equivalent to shooting a basketball wildly in the air without
directing it toward the hoop. It is difficult enough to connect on a shot from a 20-
foot distance when that is one’s intent. Imagine how unlikely you are to make a
shot if you don’t consciously concentrate on a specific target. Such is the case
when marcom efforts fail to concentrate on a specific audience.

The chapter focuses on four sets of consumer characteristics that singularly
or in combination influence what people consume and how they respond to mar-
keting communications: behaviorgraphics, psychographics, demographics, and
geodemographics. Note that “graphics,” the suffix for each of these consumer
characteristics, is a term that refers to measurable characteristics of target audiences.
The prefix to each type of targeting represents how the audience is measured.
Specifically, behaviorgraphics represents information about the audience’s behav-
ior—in terms of past purchase behavior or online search activity—in a particular
product category or set of related categories. Psychographics captures aspects of
consumers’ psychological makeups and lifestyles including their attitudes, values,
and motivations. Demographics reflect measurable population characteristics such
as age, income, and ethnicity. And geodemographics is based on demographic char-
acteristics of consumers who reside within geographic clusters such as zip code
areas and neighborhoods.

Subsequent sections are devoted to all four groups of audience-defining char-
acteristics. First, however, it will be useful to distinguish the four general targeting
methods in terms of two considerations: (1) how easy or difficult it is to obtain data
(i.e., measure) the characteristic on which a targeting decision is to be made, and
(2) how predictive the characteristic is of consumer choice behavior. The graph pre-
sented in Figure 4.1 lays these two considerations out as the vertical (measurement
ease/difficulty) and horizontal (behavior predictability) dimensions. It thus can be
seen that demographic data is relatively easy to obtain but that demographic infor-
mation is the least predictive of consumer choice behavior. At the other extreme,
behaviorgraphic data are relatively difficult or are expensive to procure but are
highly predictive of choice behavior. Geodemographic and psychographic data
fall between these extremes. The discussion proceeds from the most (behavior-
graphics) to the least predictive indicator of behavior (demographics).

Behaviorgraphic Targeting

Let’s move forward 15 years and imagine that you are a successful entrepreneur
who owns a really cool clothing store located in a trendy area. Your establishment
appeals primarily to professionals and white-collar workers. From the very start



of your business five years ago you have maintained impeccable records on every
customer’s purchases. You know precisely when they have purchased, what items
they have selected, and how much they have spent. Now let us suppose that you
are going to run a sale on a certain line of merchandise and will announce this sale
via a combination of direct (postal) mail and e-mail. Though you could send
postal announcements to all of your customers, you want to be more efficient in
your selection so as to not waste money in reaching less viable prospects.

How would you make the targeting decision? In actuality, you have no need
to target based on customers’ demographic characteristics (say, by selecting just
those between the ages of 25 and 39) or their psychographic profiles because
you have an even better basis for making the selection decision. In particular, you
know whether they have made past purchases of the specific merchandise line
that you are discounting. Thus, based on customers’ past behavior profiles you
know which people are likely to be responsive to a sale on items that they have or
have not previously purchased. Accordingly, you send flyers (sales announce-
ment) to all customers who have previously purchased the merchandise in ques-
tion. By focusing on their past behavior, you have increased the odds that your
direct mail advertising will receive a good ROMI and that you will not have
wasted ad dollars by directing sale announcements to prospects unlikely to
respond to discounts on merchandise they typically do not purchase.

The previous scenario, albeit simplistic, describes the essence of behavior-
graphic targeting: namely, that this form of targeting is based on how people
behave (with respect to a particular product category or class of related products)
rather than in terms of their attitudes and lifestyles (psychographics), their age,
income, or ethnicity (demographics), or where they live (geodemographics).
Behaviorgraphics provide the best basis for targeting marcom messages to cus-
tomers insofar as the best predictor of one’s future behavior is his or her past
behavior. Frankly, there is little need to target customers using any of the non-
behavioral bases for targeting if behaviorgraphic details are available. However,
in some marcom situations behaviorgraphic information is not available, and mar-
keting communicators resort to the “inferior” bases for targeting as a matter of
necessity. For example, marketers of truly innovative new products have no past
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behavior information on which to identify the best prospective customers.
Similarly, many manufacturers of products that are sold in retail outlets where
optical scanning machines are unavailable have no way of tracking customer pur-
chase behavior. On the other hand, mass marketers of CPG items (i.e., consumer
package goods) do have detailed records on consumer purchase behavior that is
available from firms that track—via optical scanners in supermarkets and other
retail outlets—the specific items people purchase and the conditions under which
purchases are made (e.g., with or without a coupon). Information Resource Inc.
(IRI) is a well-known company that tracks retail sales via its InfoScan service. (See
the Web site in the endnote for access to information about the InfoScan service.)4

Likewise, most B2B marketers have detailed records on customer purchase behav-
ior and thus are in an ideal situation to target future communications toward
“best” prospects based on their past purchasing patterns.

Online Behavioral Targeting
In addition to behavior-based targeting in conventional retailing contexts, an even
more ideal venue for this form of targeting is the Internet. Web sites increasingly
are tracking their users’ online site-selection behavior so as to enable advertisers
to serve targeted ads. Known as audience management systems, companies such as
Revenue Science and Tacoda Systems track Internet users’ surfing behaviors and
provide this information to advertisers that wish to target prospective customers
based on their online search behavior. For example, suppose the Calloway Golf
Company wishes to reach the best prospects for purchasing its newest driver—a
club likely to cost $400 or more. Turning to a company such as Revenue Science or
Tacoda Systems, Calloway would request either provider to identify prospective
customers who spend a lot of time visiting golf-related Web sites. With knowledge
of these individuals, it is technologically simple (by inserting “cookies” on com-
puters that identify Web users’ site-selection behavior) to place ads for Calloway’s
new driver on sites visited by these “golf surfers”—golf-related or otherwise. The
essence of online behavioral targeting is thus a matter of directing online adver-
tisements to just those individuals who most likely are interested—as indicated by
their online site-selection behavior—in making a purchase decision for a particu-
lar product category.

A basic axiom of targeted marketing communications is to “aim where the
ducks are flying.” In other words, rather than shooting a gun wildly in the air and
hoping that a duck might pass by, a duck hunter increases his or her odds of
downing a duck if she or he refrains from shooting until flying ducks have been
identified. But not all marcom practitioners heed this advice. Behaviorgraphics is
a targeting approach that embodies the aim-where-the-ducks-are-flying axiom.

American Airlines employed the service of Revenue Science to identify best
prospects for placing online ads. People who visited Web sites containing travel
articles were pinpointed on the assumption that these individuals likely traveled
on business at least occasionally. Ads for American Airlines were accordingly
placed on the Web site of The Wall Street Journal (http://online.wsj.com) whenever
individuals identified as business travelers visited this Web site. This behavioral
targeting campaign enjoyed considerable success.5

Snapple Beverage Corp. wanted to reach women who are concerned about
health, fitness, and dieting. With this target in mind, its online research consultant
identified individuals who visited the diet and fitness channel of iVillage three or
more times in the previous 45 days. Advertisements for Snapple’s cleverly named
Snapple-a-Day—a new meal-replacement product aimed at diet-conscious con-
sumers—were then served to these individuals whenever they visited iVillage
sites. This precise targeting, which cost far less than a mass-media campaign would
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have, generated extremely high scores on key indicators of ad performance: brand
awareness (76 percent), brand favorability (36 percent), and purchase intent (37
percent).6

Privacy Concerns
As is typically the case, technological advances in marketing bring with them
increased ability to serve consumers but also at the risk of invading privacy.
Applied in the context of online behavior targeting, Web surfers are increasingly
more likely to be served with ads for products that are most relevant to their inter-
ests. However, this advantage comes at the expense that companies such as
Revenue Science and Tacoda Systems have access to our Internet search behavior
without our approval or knowledge. What’s the harm? It’s easy to argue on either side
of the issue, very much in the same fashion as was suggested when in the previous
chapter the general issue of targeting was discussed. On the plus side, to be tar-
geted with only those ads that we are most likely interested in is a good thing.
However, on the other side, who wants Big Brother overlooking what we do?
Would you want someone observing, if they could, every TV program you viewed
during the course of a year? Probably not. Here then is the same issue as it applies
to the Internet. Do you want commercial firms tracking your surfing behavior? As
always in life, there are tradeoffs to be made.

Psychographic 
Targeting

It is important to place the role of psychographic targeting in context of demo-
graphics, the form of targeting that historically preceded it and which now is prac-
ticed in conjunction with psychographics. Marketers for many years based their
targeting decisions almost exclusively on their audiences’ demographic character-
istics—considerations such as the market’s age group, gender, income level, and
race/ethnicity. However, sophisticated practitioners eventually realized that
demographic information tells only part of the story about consumers’ buying
preferences and purchase behaviors. It is for this reason that marketing communi-
cators also began investigating consumers’ psychographic characteristics as a
means of obtaining a richer understanding of consumer behavior and how best to
influence consumers to respond positively to marcom efforts.

Consider, for example, how you might go about
identifying target customers if you were marketing to
prospective cruise-line travelers. Demographic infor-
mation such as age and income undoubtedly would
play some role in defining appropriate audiences to
direct your marcom efforts; that is, you might expect
somewhat older individuals (35-plus) and those with
average or higher incomes to be prime prospects. But
not everyone in the same age or income categories
would be equally responsive to, say, advertisements
for cruises to the Caribbean. Not all baby boomers and
elderly consumers are good candidates for cruises, but
rather only those boomers and elders who are mem-
bers of two particular psychographic segments—
”pampered relaxers” and “global explorers”—are the
prime prospects for cruising.7
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In general, psychographics refers to information about consumers’ attitudes,
values, motivations, and lifestyles as they relate to buying behavior in a particular
product category. For example, a psychographic study of SUVs would assess the
types of activities owners of such vehicles participate in (e.g., camping and fish-
ing, tailgating at sporting events, hauling lawn care items and do-it-yourself
building materials) and measure their values and attitudes toward issues related
to owning or not owning an SUV (e.g., how much value they place on safety, their
views toward the environment, and their need for being in control). This informa-
tion would be useful in designing advertising messages and selecting appropriate
media vehicles.

Numerous marketing research firms conduct psychographic studies for indi-
vidual clients. These studies are typically customized to the client’s specific product
category. In other words, the questionnaire items included in a psychographics
study are selected in view of the unique characteristics of the product category.
Table 4.1 presents a set of illustrative statements that were included in a psycho-
graphic study of consumers’ banking practices. Survey respondents answered
these statements in terms of how strongly they agreed or disagreed with each.
Researchers then analyzed the results and determined that the responses from
more than 1,000 consumers grouped into four psychographic segments—
“worried traditionalists,” “bank loyalists,” “secured investors,” and “thrifty
bankers”—and that people classified into these segments differed substan-
tially in terms of various banking behaviors.8 The regional bank that spon-

sored this study used these results to better serve all four segments by providing
new services appropriate for each and communicating differently to customers in
the various segments. For example, communications aimed at “worried tradition-
alists” emphasized safety and security, whereas rate of return received greater
emphasis in communications targeted to “secured investors.”

In addition to psychographic studies that are customized to a client’s particular
needs, brand managers can purchase “off-the-shelf” psychographic data from serv-
ices that develop psychographic profiles of people independently of any particular
product or service. One of the best known of these is the Yankelovich MindBase
psychographic segmentation scheme. Yankelovich’s MindBase consists of eight
general segments and 32 specific subsegments. Table 4.2 summarizes the eight gen-
eral MindBase segments. To appreciate the types of questions used to identify indi-
viduals’ segment membership, it will be informative to answer the questions at the
following Web site: http://www.yankelovich.com/shortform2_p01.asp. Upon
answering these questions, you’ll learn to which of the eight MindBase segments
you belong.

A second well-known psychographic segmentation scheme is SRI Consulting
Business Intelligence’s (SRIC-BI’s) VALS™ system. The U.S. VALS segmentation
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Table 4.1

Illustrative Statements 
Used in a Banking-Related

Psychographic Study

• A local bank is more likely
to lend me money.

• Bankers don’t know as
much as brokers about
investments.

• I rely on a banker’s advice
about managing money.

• My debt is too high.
• I’d never consider an

account at a bank that
doesn’t have an ATM.

• A long-term relationship
with a bank is more
important than price.

• All banks are the same.
• I prefer a fixed price for all

services provided to me.
• I always shop around for

the best deal.
• I enjoy going to the lobby

to do my banking
business.

• There is never enough
time to study all the
financial alternatives.

• I worry about saving
enough money for
the future.

• I’d rather invest in
Mutual Funds 
than CDs.

JOB OUTLOOK

Aspiring market and survey

researchers should gain experi-

ence gathering and analyzing

data, conducting interviews

or surveys, and writing reports

on their findings while in

college. The experience can

be invaluable in obtaining a

full-time position in the field.

(Occupational Outlook Hand-

book, 2004–05 Edition, U.S.

DOL, http://www.bls.gov/oco/

home.htm)

SOURCE: James W. Peltier, John A. Schibrowsky, Don E. Schultz, and John Davis, “Interactive Psychographics: Cross-Selling in the
Banking Industry,” Journal of Advertising Research, 42 (March/April 2002), Table 1. Reprinted from the Journal of Advertising
Research, © Copyright 2002, by the Advertising Research Foundation.
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scheme places American adult consumers into one of eight segments based on
psychological characteristics that are related to purchase behavior and several key
demographics. Japan VALS and U.K. VALS are available for understanding con-
sumers in those countries. (You can determine your segmentation grouping by
answering the questions on a survey available at http://www.sric-bi.com/VALS/
presurvey.shtml.)

Figure 4.2 presents the eight VALS segments. The horizontal dimension in this
figure represents individuals’ primary motivations, whether in terms of their pursuit
of ideals, their need for achievement, or drive to self-express. The vertical dimen-
sion reflects individuals’ resources as based on their educational accomplishments,
income levels, health, energy, and consumerism. For example, as can be gleaned
from Figure 4.2, “Thinkers” and “Believers” both are motivated by the pursuit of
ideals, but “Thinkers” have greater resources than “Believers.” Similarly, both
“Experiencers” and “Makers” are driven by the need for self-expression, but
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Table 4.2

Yankelovich 
MindBase Segments

I am Expressive my motto is Carpe Diem
I live life to the fullest and I’m not afraid to express my personality. I’m active and engaged
and I embody a true “live in the now” attitude with a firm belief that the future is limitless
and that I can be or do anything I put my mind to.

I am Driven my motto is Nothing Ventured, Nothing Gained
I’m ambitious with a drive to succeed both personally and professionally. I think of myself
as self-possessed and resourceful, and I’m determined to show the world I’m on top of my
game in all I do, from career ambitions to family, home, and my social life.

I am At Capacity my motto is Time is of the Essence
My life is very busy and I’m looking for control and simplification. I am a demanding and
vocal consumer, and I’m looking for convenience, respect, and a helping hand so I can
devote more of my time to the important things in life.

I am Rock Steady my motto is Do the Right Thing
I think of myself as a positive individual. I draw energy from my home and family. I’m dedi-
cated to living an upstanding life and I listen to my own instincts in terms of making thought-
ful decisions in my personal life and in the marketplace.

I am Down to Earth my motto is Ease on Down the Road
I’m cruising down life’s path at my own pace, seeking satisfaction where I can. I’m looking to
enhance my life, stretch myself to try new things, and treat myself through novel experiences
and products along the way.

I am Sophisticated my motto is Sense and Sensibility
I am intelligent, upstanding and I have an affinity for the finer things in life. I also have high
expectations both for myself and for the companies I give my business. I am dedicated to
doing a stellar job at work but I balance my career dedication with a passion for enriching
experiences.

I Measure Twice my motto is An Ounce of Prevention
I’m a mature individual and I like to think of myself on a life path to actualization and fulfill-
ment. I live a healthy, active life. I’m dedicated to ensuring that my future is both secure and
highly rewarding and vitalized.

I am Devoted my motto is Home is Where the Heart is
I’m traditional and rooted in the comforts of home. Some would say my beliefs are con-
ventional, but they make sense to me. I’m spiritual and content with my life. I like things
the way they have always been and I don’t need novelty for novelty’s sake or newfangled
technology.

SOURCE: Yankelovich MindBase /Segments, http://www.yankelovich.com/shortform2_p01.asp. Yankelovich ©2005.
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“Makers” have fewer resources than “Experiencers.” Each of the eight segments in
the VALS framework is now described.9

Innovators are successful, sophisticated, take-charge people with high self-esteem.
Because they have such abundant resources, they exhibit all three primary motivations (i.e.,
ideals, achievement, and self-expression) in varying degrees. They are change leaders and
are the most receptive to new ideas and technologies. Innovators are very active consumers,
and their purchases reflect cultivated tastes for upscale, niche products and services.

Thinkers are motivated by ideals. They are mature, satisfied, comfortable, and reflec-
tive people who value order, knowledge, and responsibility. They tend to be well educated
and actively seek out information in the decision-making process. They are well informed
about world and national events and are alert to opportunities to broaden their knowledge.
Thinkers have a moderate respect for the status quo institutions of authority and social
decorum, but are open to consider new ideas. Although their incomes allow them many
choices, Thinkers are conservative, practical consumers; they look for durability, function-
ality, and value in the products they buy.

Believers, like Thinkers, are motivated by ideals. They are conservative, conventional
people with concrete beliefs based on traditional, established codes: family, religion,
community, and the nation. Many Believers express moral codes that are deeply rooted and
literally interpreted. They follow established routines, organized in large part around
home, family, community, and social or religious organizations to which they belong. As
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consumers, Believers are predictable; they choose familiar products and established brands.
They favor American products and are generally loyal customers.

Achievers, who are motivated by the desire for achievement, have goal-oriented
lifestyles and a deep commitment to career and family. Their social lives reflect this focus
and are structured around family, their place of worship, and work. Achievers live conven-
tional lives, are politically conservative, and respect authority and the status quo. They
value consensus, predictability, and stability over risk, intimacy, and self-discovery. With
many wants and needs, Achievers are active in the consumer marketplace. Image is impor-
tant to Achievers; they favor established, prestige products and services that demonstrate
success to their peers. Because of their busy lives, they are often interested in a variety of
time-saving devices.

Strivers are trendy and fun loving. Because they are motivated by achievement,
Strivers are concerned about the opinions and approval of others. Money defines success
for Strivers, who don’t have enough of it to meet their desires. They favor stylish products
that emulate the purchases of people with greater material wealth. Many see themselves as
having a job rather than a career, and a lack of skills and focus often prevents them from
moving ahead. Strivers are active consumers because shopping is both a social activity and
an opportunity to demonstrate to peers their ability to buy. As consumers, they are as
impulsive as their financial circumstance will allow.

Experiencers are motivated by self-expression. As young, enthusiastic, and impulsive
consumers, Experiencers quickly become enthusiastic about new possibilities but are
equally quick to cool. They seek variety and excitement, savoring the new, the offbeat, and
the risky. Their energy finds an outlet in exercise, sports, outdoor recreation, and social
activities. Experiencers are avid consumers and spend a comparatively high proportion of
their income on fashion, entertainment, and socializing. Their purchases reflect the empha-
sis they place on looking good and having “cool” stuff.

Makers, like Experiencers, are motivated by self-expression. They express themselves
and experience the world by working on it—building a house, raising children, fixing a
car, or canning vegetables—and have enough skill and energy to carry out their projects
successfully. Makers are practical people who have constructive skills and value self-
sufficiency. They live within a traditional context of family, practical work, and physical
recreation and have little interest in what lies outside that context. Makers are suspicious
of new ideas and large institutions such as big business. They are respectful of government
authority and organized labor, but resentful of government intrusion on individual rights.
They are unimpressed by material possessions other than those with a practical or func-
tional purpose. Because they prefer value to luxury, they buy basic products.

Survivors live narrowly focused lives. With few resources with which to cope, they often
believe that the world is changing too quickly. They are comfortable with the familiar and are
primarily concerned with safety and security. Because they must focus on meeting needs
rather than fulfilling desires, Survivors do not show a strong primary motivation. Survivors
are cautious consumers. They represent a very modest market for most products and services.
They are loyal to favorite brands, especially if they can purchase them at a discount.

To determine the best prospective customer target for a new product or
service, the design team could work with the SRIC-BI consulting team. Imagine,
for example, that an automobile manufacturer is interested in gauging receptivity
to an innovative new automobile design. A series of focus groups could be held
where each group is composed of just one VALS type (for example, one group
comprised of Innovators, another group comprised of Achievers, etc.). Generally,
each VALS type responds differently to different feature and benefit sets. Getting
focus group feedback by VALS type would allow the new product team to select
as the target the consumer group that responds most positively to the new design
concept. Having a clearly defined target and a clear understanding of their prefer-
ences and needs enables the design team to effectively focus its work. Later in the
process, knowledge of the VALS target can direct marketers in product position-
ing and advertising.
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Geodemographic Targeting

The word geodemographic is a conjunction of geography and demography, which
beautifully describes this form of targeting. The premise underlying geodemo-
graphic targeting is that people who reside in similar areas, such as neighborhoods
or postal zip code zones, also share demographic and lifestyle similarities. Hence,
knowing where people live also provides some information regarding their general
marketplace behaviors. Several companies have developed services that delineate
geographical areas into common groups, or clusters, wherein reside people with
similar demographic and lifestyle characteristics. These companies (and their serv-
ices, in parentheses) include CACI (ACORN), Donnelly Marketing (ClusterPlus),
National Decision Systems (Vision), Experian (MOSAIC), Claritas (PRIZMNE), and
SRIC-BC (GeoVALS™). The following section describes Claritas’s PRIZMNE system
of geodemographic profiling. Geodemographic clustering systems have been
developed in many countries other than the United States, including Canada, most
countries in Western Europe, some African countries, Australia, and Japan.10

PRIZMNE is an acronym in which PRIZM stands for Potential Rating Index by
Zip Markets and NE represents the “new evolution” of Claritas’ original segmen-
tation system. The PRIZMNE classification system delineates every neighborhood
in the United States into one of 66 clusters based on an analysis of neighborhoods’
demographic characteristics. These characteristics include variables such as edu-
cational attainment, race/ethnicity, predominant age range, occupational achieve-
ment, and type of housing (e.g., owned versus rented). Sophisticated statistical
analysis of these demographic characteristics has enabled Claritas to identify
66 groups, or clusters, of neighborhoods that share similar demographic
profiles. Each cluster is labeled with a colorful and descriptive term. Illustrative
names include “Upper Crust”; “Big Fish, Small Pond”; “Bohemian Mix”; “Country
Casuals”; “White Picket Fences”; “Heartlanders”; “Suburban Pioneers”; and “City
Roots.” Let us briefly characterize three of these clusters.11

Bohemian Mix captures a collection of young, mobile urbanites who represent
the nation’s most liberal lifestyles. Bohemian Mixers are a blend of young singles
and couples, students and professionals, Hispanics, Asian-Americans, African-
Americans, and whites. They are disproportionately likely to be early adopters who
are quick to attend the latest movie, frequent the newest nightclub, or adopt the
most up-to-date laptop. Bohemian Mix households represent nearly 2 percent of all
U.S. households. The average occupant of a Bohemian Mix household is less than 35
years old; has an income of about $50,000; likely is unmarried; rents an apartment or
lives in a high-rise; is college educated; and is employed as a professional or in a
white-collar position. He or she is not defined by any particular race or ethnicity.

White Picket Fences represents those households at the middle of the United
States’ socioeconomic ladder. People living in these households are predomi-
nantly young, middle-class, and married with children—a stereotypical American
household of previous generations. Now, however, rather than being almost
exclusively white, “White Picket Fencers” reflect ethnic diversity with large num-
bers of African-American and Hispanic households. Households such as these
represent slightly over 1 percent of all U.S. households. The average occupant of a
White Picket Fence household falls in the age range of 25 to 44, has an income of
around $48,000, is married with children, has some college education, and works
in a variety of jobs ranging from blue- to white-collar occupations.

Suburban Pioneers includes neighborhoods where occupants live eclectic
lifestyles and includes a mix of young singles, recently divorced and single par-
ents who have moved into older, inner-ring suburbs. They reside in aging homes
and garden-style apartment buildings. The mix of African-American, Latino, and
white residents work in mostly blue-collar jobs and live a working-class lifestyle.
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The average occupant of Suburban Pioneer households is under age 45, earns an
income around $33,000, and has a high school education or less. Just over 1 per-
cent of U.S. households fall into this cluster.

Many major marketers use PRIZMNE, Donnelly’s ClusterPlus, or another geo-
demographic clustering service to help them with important marcom decisions.
Selecting geographical locales for narrowcasting television advertisements and
identifying candidates for direct mailing are just two marcom decisions that are
facilitated by the availability of geodemographic data. Needless to say, geodemo-
graphic data are extremely useful for other marketing purposes such as deciding
where to locate new stores.

If you would like to know how the neighborhood in which you grew up or
resided would be classified by the PRIZMNE system, go to http://www.claritas.
com. Once into this site, click on the “You Are Where You Live” button. You will
be directed to submit a five-digit zip code, and following this you will see the
major clusters that characterize your own neighborhood. For foreign nationals
studying in the United States, you might want to enter your college or university’s
zip code to identify how the surrounding neighborhood is classified. Students in
countries outside the United States should go online to identify whether your
country has a PRIZM system in place. Finally, interested students are strongly
encouraged to read the works of Michael Weiss, who has popularized geodemo-
graphic clustering via his books, such as the one cited in Endnote 10.

Demographic Targeting

This section examines three major demographic aspects that have considerable rel-
evance for marcom practitioners: (1) the age structure of the population (e.g., chil-
dren, Generations X and Y, and baby boomers); (2) the changing household
composition (e.g., the increase in the number of single-person households); and (3)
ethnic population developments. The focus is, as a matter of necessity, exclusively
on characteristics of the U.S. population. Although the same considerations are rel-
evant elsewhere, the particulars are country specific. Interested readers from coun-
tries outside the United States can obtain detailed demographic information from a
government agency that is equivalent to the U.S. Census Bureau, which is a divi-
sion of the Department of Commerce. Before examining features of the U.S. popu-
lation, it will be helpful to place these topics in context by first examining
population growth and geographic distribution of the world and U.S. populations.

At the time of this writing, the total population of human beings on the earth is
estimated to be approximately 6.4 billion people. (For a daily update on the pro-
jected world and U.S. populations, go to http://www.census.gov/main/www/
popclock.html.) The world population is expected to grow to approximately 8 bil-
lion people by the year 2025 and 9 billion by 2050. Table 4.3 provides a list of the
world’s 25 largest countries as of 2004, where it can be seen that both China and
India have populations exceeding 1 billion people with a huge drop off to the next
largest country—the United States—with an estimated population of approxi-
mately 293 million. (Please note that projections of population size vary somewhat
depending on the source, because estimators use slightly different assumptions
about fertility rates, longevity levels, and other factors that enter into the equation.)

A particularly interesting aspect of the U.S. population is the ancestral diver-
sity of its residents. Known as a melting pot, the United States has attracted immi-
grants from throughout the world, thus making the country an amalgam of
people whose ancestors had different cultures and backgrounds. Many immi-
grants to the United States now arrive from Latin America, Asia, and Eastern
Europe, though historically most came from Western European countries. This is
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shown in Table 4.4, which portrays the percentage of the U.S. population claiming
their ancestral roots. Interestingly, slightly over 7 percent of the U.S. population
now refer to themselves simply as “Americans,” which is up from 5 percent in
1990.12 In other words, many American residents do not acknowledge any particu-
lar ancestry—possibly in part due to pride and also in view of the hybrid charac-
ter of Americans’ ancestries.

The Changing Age Structure
One of the most dramatic features of the American population is its relentless aging.
The median age of Americans was 28 in 1970, 30 in 1980, 33 in 1990, 36 in 2000, and
is projected to be about 38 by 2025. Table 4.5 presents population figures distrib-
uted by age group. The following sections examine major age groupings of the U.S.
population and the implications these hold for marcom efforts. Discussion pro-
ceeds from the youngest age cohort, preschoolers, to the elderly. First, however, it
will be helpful to overview the epochal event—namely, the baby boom—that has
affected future generations and the general trend toward an ever-aging population.

Demographers (people who study demographic trends) termed the birth of
around 77 million Americans between 1946 and 1964 the baby boom generation.
This population-boom period following the end of World War II (in 1945) per-
sisted for nearly two decades. Using 2005 as a point of reference, the youngest
person classified as a “boomer” would be 41, and the oldest baby boomer would
be 59. Effects of the baby boom (and subsequent bust) have been manifested in the
following major population developments:

1. The original baby boomers created a mini baby boom as they reached childbear-
ing age. As shown in Table 4.5, the number of children and teenagers in the
United States totaled about 80 million in 2005.

2. Due to a low birthrate from the mid-1960s through the 1970s (prior to the time
when most baby boomers were of childbearing age), relatively few babies
were born. There now are proportionately fewer young adults (ages 20 to 34)
than there were in prior generations.

3. The number of middle-agers (ages 35 to 54) has increased dramatically, total-
ing nearly 85 million Americans as of 2005. This maturing of the baby boomers
has been one of the most significant demographic developments faced by
marketers.
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Table 4.3

World’s 25 Largest Countries 
as of 2004

Rank Country Population Rank Country Population

1. China 1,298,847,624 14. Germany 82,424,609
2. India 1,065,070,607 15. Egypt 76,117,421
3. United States 293,027,571 16. Turkey 68,893,918
4. Indonesia 238,452,952 17. Ethiopia 67,851,281
5. Brazil 184,101,109 18. Iran 67,503,205
6. Pakistan 159,196,336 19. Thailand 64,865,523
7. Russia 143,782,338 20. France 60,424,213
8. Bangladesh 141,340,476 21. United Kingdom 60,270,708
9. Nigeria 137,253,133 22. Congo, Dem. Rep. of 58,317,930

10. Japan 127,333,002 23. Italy 58,057,477
11. Mexico 104,959,594 24. Korea, South 48,598,175
12. Philippines 86,241,697 25. Ukraine 47,732,079
13. Vietnam 82,689,518

SOURCE: http://www.infoplease.com/ipa/a0004391.html, U.S. Census Bureau, International Database, Information Please® Database,
© 2005 Pearson Education, Inc. All Rights Reserved.
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Table 4.4

Largest Ancestral Groups 
of U.S. Residents

SOURCE: “A County-by-County Look at Ancestry,” USA Today, July 1, 2004, 7A. Reprinted with permission.

Ancestry Percentage of U.S. Population

German 15.2%
Irish 10.8
African-American 8.8
English 8.7
American 7.2
Mexican 6.5
Italian 5.6
Polish 3.2
French 3.0
American Indian 2.8
Scottish 1.7
Dutch 1.6
Norwegian 1.6
Scotch-Irish 1.5
Swedish 1.4

Table 4.5

Population of the United States
by Age Group, as of 2005
(estimated)

Age Population (millions) Percent of Total

Children and Teens (<20)
Under 5 19.21 6.7
5–9 19.12 6.6

10–14 20.63 7.2
15–19 20.99 7.3

Total 79.95 27.8
Young Adults (20–34)

20–24 20.16 7.0
25–29 18.35 6.4
30–34 18.58 6.5

Total 57.09 19.8
Middle-Agers (35–54)

35–39 20.08 7.0
40–44 22.63 7.9
45–49 22.23 7.7
50–54 19.66 6.8

Total 84.60 29.4
Olders (55–64)

55–59 16.84 5.9
60–64 12.85 4.5

Total 29.69 10.3
Elders (65–74)

65–69 10.09 3.5
70–74 8.38 2.9

Total 18.47 6.4
The Very Old (75+)

75–79 7.43 2.6
80–84 5.51 1.9
85+ 4.97 1.7

Total 17.91 6.2
Total U.S. Population 287.71 100%
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Children and Teenagers
The group of young Americans age 19 and younger has fallen dramatically from
40 percent of the population in 1965 (during the baby-boom heyday) to approxi-
mately 28 percent of the population in 2005. Yet this remains a substantial group,
with about 80 million occupants in 2005. (See Table 4.5 for specific breakouts by
age group—i.e., under 5, 5 to 9, 10 to 14, and 15 to 19.)

Marketers typically refer to children ages 4 through 12 as “kids” to distinguish
this cohort from toddlers and teenagers. It is estimated that children in this broad
grouping either directly spend or influence the spending of billions of dollars
worth of purchases each year. Aggregate spending by children ages 4 through 12
or in behalf of this age group roughly doubled every decade in the 1960s, 1970s,
and 1980s. Spending in the 1990s tripled. Spending by or for this age group in one
recent year totaled more than $24 billion.13

Preschoolers. Preschool-age children, age 5 or younger, represent a cohort
that has grown substantially in recent years. More babies were born in the United
States in 1990 (4.2 million) than at any time since the baby boom peak of 4.3 mil-
lion babies born in 1957.14 Toys, furniture items, and other products and services
appealing to the family and home have increased to cater to this mini baby boom.
For example, 5 million LeapPads—the educational toy that allows specially
designed books to speak at the touch of small antennae disguised as a pen—were
sold in a recent year at a price of $49.99.15 Figure 4.3 on page 103 is an ad for Orajel
Toddler Training Toothpaste—shown in the ad being used by a preschooler.

Elementary-school-age children. This group includes children ages 6 to
11. These children directly influence product purchases (e.g., toys, records) and
indirectly influence what their parents buy. Children in this group are influential
in their parents’ choice of clothing and toys and even the brand choice of products
such as toothpaste and food products. Advertising and other forms of marketing
communications aimed at young children, or their families, have increased sub-
stantially in recent years. Numerous new products annually hit the shelves to
cater to kids’ tastes. For example, Mattel, which is known for its line of Hot
Wheels toy cars, has extended the brand into the area of marketing skateboards,

snowboards, and extreme-sports apparel under the Hot Wheels
name.16 The Walt Disney Company introduced the Disney Dream
Desk PC, a computer and monitor combo where the monitor is
shaped in the form of Mickey Mouse ears (Figure 4.4) and will be
priced at about $900.17 Among other features, the Disney Dream PC
contains special software that blocks hate, violence, and porno-
graphic content. (For a sophisticated but readable treatment of how
children are socialized as consumers and learn to understand
advertising, the reader is encouraged to examine two articles iden-
tified in this Endnote.)18

Tweens. A category of children that marketers have dubbed
“tweens”—not quite kids nor yet teenagers—is an age cohort
actively involved in consumption. Tweens are usually classified as
children between the ages of 8 and 12. One specialist in the area of
marketing to children estimates that tweens in a recent year had a
yearly average income of $22.68 or, collectively, a total annual
income of around $23 billion.19 Retailers such as Limited Too gear
much of their marcom efforts at garnering tweens’ growing desire
for fashionable clothing items (https://www.limitedtoo.com). See
the IMC Focus insert on page 105 for an interesting study about
tweens’ levels of materialism.
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Use as directed.

At last, a toothpaste 
for toddlers that’ll 
make moms smile.

At last, a toothpaste 
for toddlers that’ll 
make moms smile.

Orajel® Toddler Training Toothpaste.
It’s fluoride-free...and safe to swallow!

Little Bear and moms know toddler teeth need
special care. They use Orajel Toddler Training Toothpaste.
The gentle, non-abrasive toothpaste specially made for
toddlers. It’s the only toothpaste with Microdent®, a special
ingredient that cleans toddlers’ teeth and gums without
foaming. Your kids will love the fun flavors, and you’ll like
knowing it’s fluoride-free, so it’s safe for toddlers to swallow.
Orajel...and Little Bear. Together, they’ll make brushing fun!
For toddlers up to four years of age.

For more information, call1-800-952-5080 
or visit us at www.orajel.com

Orajel © Del Pharmaceuticals 2002. ® & © Nelvana ™Wild Things
Productions. © M. Sendak All Rights Reserved.
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Teenagers. Consumers in this age group, totaling
in the United States over 25 million 13- to 19-year-olds,
have tremendous earning power and considerable
influence in making personal and household pur-
chases.20 Teenagers often are referred to as the
Millennial Generation or Generation Y (in contrast to the
generation that preceded it, Generation X). Technically
speaking, Generation Y (Gen Y) consists of individ-
uals born between 1979 and 1994, but to avoid over-
lap with the generation that preceded it, Generation X
(Gen X), in this book we will consider Gen Y as the
generation born between 1982 to 1994. Thus, as of
2005, Gen Yers include all people between the ages
of 11 and 23, approximately 50 million Americans.
The present discussion focuses just on the subset of
teenagers who comprise this generation.

A study by Teenage Research Unlimited, which follows teen trends and atti-
tudes, estimated that American teenagers spend over $150 billion annually.21

Teenagers have purchasing influence and power far greater than ever, which
accounts for the growth of marcom programs aimed at this group. For example,
Coca-Cola has substantially increased its marcom efforts directed at teenagers.
Among other initiatives, the company has tested “red lounges” in suburban shop-
ping malls. These lounges are equipped with curvy red couches that allow teens
to hang out while watching music videos, charging their cellphones, and, of
course, buying Coke.22 Sea-Doo, a manufacturer of jet skis, is actively marketing
its 3D brand, which retails at around $7,000, to the Gen Y market. The advertise-
ment for Skechers in Figure 4.5 is a notable appeal to teens who are interested in

fashionable casual footwear.
Teenagers are noted for being highly conformist, nar-

cissistic, and fickle consumers. These characteristics pose
great opportunities and yet challenges for marketing
communicators. An accepted product can become a
huge success when the teenage bandwagon selects a
brand as a personal mark of the in-crowd. However,
today’s accepted product or brand can easily become
tomorrow’s passé item.

It is said that teenagers don’t like to be “marketed to.”
As with all consumers, it is important that marketing
communicators provide useful information, but teens
would rather acquire the information themselves—such
as on the Internet or from friends—rather than having it
imposed on them. Marcom personnel thus walk a pre-
carious plank in communicating useful information to
teens while at the same time avoiding being overbearing.
The Internet is an obvious communication medium for
reaching teens, who, it is estimated, represent over 11 mil-
lion online users.23

Young Adults
Scholarly treatment of this age cohort, commonly
referred to as Generation X, identifies it as Americans
born between 1961 and 1981.24 However, to avoid overlap
with the baby boomer generation (1946 to 1964) and Gen
Y (1982 to 1994), it is convenient to define this age cohort
as people born between 1965 and 1981. Hence, as of 2005,

© Taxi/Getty Images
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Gen X constituted over 50 million Americans in the age category from 24 to 40.
Because Gen Xers were born immediately after the baby boom, which ended in
1964, this group also is referred to as baby busters and twentysomethings—the latter
label reflecting the fact that most people in this cohort are in their 20s. The labels do
not end there, however; indeed, Gen X has been subjected to more clichés than any
group in history, most of which are deprecatory: slackers, cynics, whiners, grunge
kids, and hopeless. As is typically the case when a group is stereotyped, these
labels characterize only a subset of Gen Xers and are much too general to begin to
capture the complexity of this group and the differences among its occupants.

One well-known marketing research firm has classified Gen Xers into four
groups based on their attitudinal profiles: Yup & Comers, Bystanders, Playboys,
and Drifters. Yup & Comers have the highest levels of education and income and
account for approximately 28 percent of Gen Xers. They tend to focus on intangi-
ble rewards rather than material wealth and are confident about themselves and
their futures. This clearly is not a group of people who fit the stereotypical labels
attached to Gen X. Bystanders represent nearly 37 percent of Gen Xers and consist
predominantly of female African-Americans and Hispanics. Although their dis-
posable income is relatively low, this subsegment of Gen Xers has a flair for fash-
ion and loves to shop. Playboys is a predominantly white, male group accounting
for almost 19 percent of the Gen X cohort. Playboys adhere to a “pleasure before
duty” lifestyle and are self-absorbed, fun loving, and impulsive. Drifters constitute
the smallest subset at 16 percent of Gen Xers. This group is closest to the Gen X

Tweens and Materialism

An important 
recent study of tweens 

(including also some teens age 13 and 14)
examined their materialistic values and how materialism relates to
a variety of demographic variables, purchase-related behaviors,
and involvement with advertisements and promotions. To measure
materialism—which includes the desire to buy and own products,
the enjoyment of these items, and the desire for money that
enables the acquisition of products—the researchers developed
a measure called the “youth materialism scale” (YMS). The YMS
consists of the following 10 items that youths responded to using
options ranging from “disagree a lot” to “agree a lot” in
reaction to each statement:

1. I’d rather spend time buying things
than doing almost anything
else.

2. I would be happier if I had more
money to buy more things for myself.

3. I have fun just thinking of all the things I own.
4. I really enjoy going shopping.
5. I like to buy things my friends have.
6. When you grow up, the more money you have, the happier

you are.
7. I’d rather not share my snacks with others if it means I’ll have

less for myself.
8. I would love to be able to buy things that cost lots of money.
9. I really like the kids that have very special games or clothes.

10. The only kind of job I want when I grow up is one that gets me
a lot of money.

Based on a national sample of U.S. households, nearly 1,000
youths between the ages of 9 and 14 completed the YMS and
answered a number of other questions. The researchers then sta-
tistically correlated the YMS and the other questions and produced
the following set of illustrative findings:

• Boys are more materialistic than girls.
• Youths from lower income households are more materialistic.
• Highly materialistic youths shop more frequently.
• Highly materialistic youths show a greater interest in new

products.
• Highly materialistic youths are: (a) more likely to watch TV

commercials, (b) ask parents to buy products because
they’ve seen them on TV, (c) more responsive to

celebrity endorsements, (d) more likely
to exert pressure on their parents to

purchase products, (e) inclined
to want more spent on them for

Christmas and birthdays, and
(f) prone to like school less and to have

somewhat poorer grades.

Though it has been speculated that people who are more
materialistic are less happy, the present research determined that
highly materialistic youth are no more or less happy than less
materialistic youth. However, highly materialistic youth expect in
the future to be better off financially than their parents.

SOURCE: Marvin E. Goldberg, Gerald J. Gorn, Laura A. Peracchio, and Gary
Bamossy, “Understanding Materialism Among Youth,” Journal of Consumer
Psychology 13 (No. 3, 2003), 278–288.
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stereotype. They are frustrated with their lives, are among the least educated, seek
security and status, and choose brands that offer a sense of belonging and self-
esteem.25

These groupings make it apparent that contrary to their stereotypical por-
trayal, Gen Xers are not monolithic. The generalizations are incorrect and gener-
ally unfair. As a group they are no more cynical, disenfranchised, or inclined to
whine than most people. Marketing communications directed to twentysome-
things must use appeals targeted to specific subgroups such as Yup & Comers
rather than stereotypes that do not adequately reach any subsegment.

Once again it is important to emphasize that the Gen X age cohort, however
labeled, is not a unified group in terms of demographics or lifestyle preferences
and should not be misconstrued as a single group for targeting marcom messages.
Indeed, the four groupings just described are themselves simplifications, but they
do offer some refinement of the general differences among the over 50 million
Americans who have been simplistically collapsed into a single category.

It is not only marketers in the United States who are interested in appealing to
the huge group of Gen X consumers. The Global Focus insert describes an interest-
ing campaign undertaken by French automobile maker Renault to appeal to
young adults.

Middle-Aged and Mature Consumers
Although somewhat arbitrary, we can think of middle age as starting at age 35
and ending at 54, at which point maturity is reached. Actually, there is some dis-
agreement over the dividing point between middle age and maturity. Sometimes
a 65-and-over classification is used, because age 65 normally marks retirement. In
this text we will use the U.S. Census Bureau’s designation, which classifies
mature people as those who are 55 and older.

Middle-aged. As of 2005 there were roughly 85 million Americans between
the middle ages of 35 and 54 (see Table 4.5). Most of these individuals constitute
the previously described baby boomers born between 1946 and 1964. The baby-
boom generation offers tremendous potential for many marketers. What makes
boomers such an attractive target is that this age category is relatively affluent and
thus represents a good general target for second homes, quality vehicles, invest-

In late 2004 Renault introduced a new vehicle to European con-
sumers that looks something like a minivan, a little like a station
wagon, but not what most consumers would regard as especially
hip. What makes the introduction so interesting,
however, is the company’s two-pronged
approach in targeting the vehicle. On
the one hand, TV ads appealed to
parents in their 30s and 40s. This
age group is the primary target in
that a vehicle such as the Modus is big-
ger than a compact car and provides the neces-
sary room for hauling children and various objects that don’t fit
into a car’s trunk. The other target, surprisingly, is the group of
younger consumers known as Gen X, or “twentysomethings.”
Why would someone in that age group want a Modus?

Well, officials at Renault are not convinced they will. Yet, an
aggressive marcom effort was designed to enhance Renault’s
image with the younger group and rejuvenate the brand, even if
that effort does not translate into immediate sales of the Modus

or other 
Renault products.
Using a viral advertising approach, 

Renault’s ad agency created humorous online
films with the hopes of generating posi-

tive word-of-mouth buzz about the
Modus. In one film clip, for
example, Renault’s CEO is shown

at his desk playing with a red car,
and a tagline reads “Grow up. What for?”

A similar tagline appears in TV commercials, with the
expectation that TV viewers will remember the same tagline from
their online viewing. A potential downside to this viral marketing
effort is that rather than enhance Renault’s image, online viewers
may instead make fun of the film vignettes and create an undesired
form of buzz wherein Renault becomes the butt of jokes.

SOURCE: Adapted from Erin White, “Renault Gets Hip with Minivan Ads,” The Wall
Street Journal Online, http://online.wsj.com (accessed August 26, 2004).

Can Renault Develop a Hip Image?
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ments (insurance, real estate, and securities), travel, self-help products, cosmetic
surgery, and grown-up “toys” like golfing equipment, automobiles with convert-
ible tops (the average convertible buyer is 50 years old),26 and motorcycles—
Harley-Davidson’s best customers are middle-aged men, and the typical buyer
has an average age of 46 (see Figure 4.6).27 Given their relative affluence, baby
boomers also represent an attractive target for a variety of “luxury” goods. For
example, appliance maker Whirlpool appeals to affluent boomers who want
the very best appliance quality with a line of items named Whirlpool Gold. And
luxury skin-care marketers have experienced revenue growth by introducing
high-priced anti-aging products such as L’Oreal’s Absolue.

Moreover, just because baby boomers are aging does not necessarily mean
they are getting psychologically old or are significantly altering their consumption
patterns from a younger age. Rather, there are indications that baby boomers are
retaining many of their more youthful consumption habits and, in a sense, are tak-
ing longer to grow up or are unwilling to change. For example, the rather dra-
matic increase in purchases of hair-color products by baby boomers reflects this
tendency for boomers to prolong youth and to gravitate toward products that
support their youth obsession. Manufacturers of health-care items, exercise
machines, and food products have actively appealed to baby boomers’ passion for
remaining in youthful shape. Because boomers represent the “epicenter of soci-
ety,” advertisers will march in lockstep with this group and continue to reflect
their characteristics and appeal to their purchase interests and needs.28 For
example, athletic-footwear makers such as New Balance cater to baby boomers by
offering shoes that come in wider widths than just the medium-size option offered
in the past. Even the makers of the high-energy drink, Red Bull, well known for its
appeal to twentysomethings and teens, is now targeting British golfers—many of
whom are 40 or older—by making the product available
in course shops, restaurants, and hotels across Britain.29

An important point of clarification is needed before
concluding this section and moving on to the next age
group. In particular, it is tempting to think of baby
boomers as a monolithic group of people who think alike,
act the same, and purchase identical products. Such an
impression would be erroneous. Baby boomers do not rep-
resent a true market segment in the strictest sense of this
term. That is, just because millions of Americans share one
commonality (being born between 1946 and 1964), this
does not mean they are virtual clones of one another.
Within this age cohort, there are distinct differences among
people with respect to age, income, ethnicity, lifestyle
choices, and product/brand preferences. Hence, although
it is convenient to speak of baby boomers as a single
group, it would be a mistake to conclude they represent an
actionable market segment. It is important to appreciate
the fact that meaningful and profitable marcom targeting
efforts typically require that audience members share a
combination of demographic, lifestyle, and possibly geo-
graphical characteristics; broad groupings such as “baby
boomers” are much too crude to satisfy the characteristics
of a meaningful market segment.

In sum, baby boomers are a significant age cohort and
en masse represent a powerful economic force, but they
do not constitute a sufficient basis for targeting marcom
programs. Thus, for example, the marketers of L’Oreal
Absolue should not consider their target to be all boomers

Figure 4.6
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but rather only the subset of people in this age category
who have indulgent personalities (a psychographic trait)
and sufficient incomes to afford an expensive product.

Mature Consumers. Turning to mature consumers
(also called seniors), in 2005 there were approximately
66 million U.S. citizens age 55 or older, representing about
23 percent of the total U.S. population. In other words,
nearly one quarter of all Americans are senior citizens. His-
torically, many marketers have ignored mature consumers
or have treated this group in unflattering ways by focus-
ing on “repair kit products” such as dentures, laxatives,
and arthritis remedies.30 Not only are mature consumers
numerous, but they also are wealthier and more willing to
spend than ever before. Mature Americans control nearly
70 percent of the net worth of all U.S. households.

People age 65 and older are particularly well off, having the highest discre-
tionary income (i.e., income unburdened by fixed expenses) and the most assets of
any age group. The number of people in this 65-plus age category is huge, totaling
over 36 million in 2005, which represents nearly 13 percent of the total population.

A variety of implications accompany marcom efforts directed at mature con-
sumers. In advertising aimed at this group, it is advisable to portray them as
active, vital, busy, forward looking, and concerned with looking attractive and
being romantic. Levitra, Cialis, and Viagra advertisements often exemplify adver-
tisers’ recognition that romance is not the sole province of youth. Advertisers now
generally appeal to seniors in a flattering fashion as typified by the use of attrac-
tive models to represent clothing, cosmetics, and other products that had been the
exclusive advertising domain of youthful models.

Advertisers that use the Internet cannot neglect appeals to seniors, who repre-
sent one of the fastest growing groups on the Web. Investments, health and travel
research, genealogy, and gambling are the most popular online activities with sen-
iors.31 Seniors spend an average 700 minutes online per month, which exceeds any
other group’s use of the Internet.32

It is important to again point out that just because mature consumers share
a single commonality (i.e., age 55 or older), they by no means represent a homoge-
neous market segment. Indeed, the Census Bureau divides people age 55 and
older into three distinct age segments: 55 to 64 (olders); 65 to 74 (elders); and 75 and
over (the very old) (see Table 4.5). On the basis of age alone, consumers in each of
these groups differ—sometimes dramatically—in terms of lifestyles, interest in the
marketplace, reasons for buying, and ability to spend. Moreover, it is important to
realize that age alone is not the best indicator of how an individual lives or what
role consumption plays in that lifestyle. In fact, research has identified four groups
of mature consumers based on a combination of health and self-image characteris-
tics. Based on a national mail survey of over 1,000 people age 55 and older, respon-
dents were classified into the following groups: Healthy Hermits, 38 percent;
Ailing Outgoers, 34 percent; Frail Recluses, 15 percent; and Healthy Indulgers, 13
percent.33 Brief descriptions follow.

• Healthy Hermits, though in good health, are psychologically withdrawn from
society. They represent a good market for various services such as tax and legal
advice, financial services, home entertainment, and do-it-yourself products.
Direct mail, the Internet, and print advertising are the best media for reaching
this group.

• Ailing Outgoers are diametrically opposite to Healthy Hermits. Though in poor
health, they are socially active, health conscious, and interested in learning to
do new things. Home health care, dietary products, planned retirement com-
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munities, and entertainment services are some of the products and services
most desired by this group. They can be reached via the Internet and through
select mass media tailored to their positive self-image and active, social
lifestyle.

• Frail Recluses are withdrawn socially and are in poor health. Various health
and medical products and services, home entertainment, and domestic assis-
tance services (e.g., lawn care) can be successfully marketed to this group via
mass media advertising.

• Healthy Indulgers are vigorous, relatively wealthy, and socially active. They are
independent and want the most out of life. Mature consumers in this group
represent a good market for financial services, leisure/travel entertainment,
clothes, luxury goods, and high-tech products and services. They are acces-
sible via in-store promotions, direct mail, specialized print media, and the
Internet.

The Ever-Changing American Household
A household represents an independent housing entity, either rental property
(e.g., a single room or an apartment) or owned property (a mobile home, condo-
minium, or house). As of 2002, there were 109.3 million households in the United
States, of which 74.3 million (68 percent) were family households (i.e., two or more
related people occupying the household) and 35 million (32 percent) nonfamily
households. The average household size across all 109.3 million American house-
holds was 2.6 people.34

Households are growing in number, shrinking in size, and changing in charac-
ter. The traditional American family—that is, married couples with children
younger than 18—represents less than one-fourth of all U.S. households, whereas
in 1960 such families constituted nearly 50 percent. The number of new house-
holds has grown twice as fast as the population, while household size has
declined. In 1950, families constituted nearly 90 percent of all households,
whereas in 2002 fewer than 70 percent were family units.35

The changing composition of the American household has tremendous impli-
cations for marketing communicators, perhaps especially advertisers. Advertising
has to reflect the widening range of living situations that exist. This is particularly
true in the case of households with a single occupant. Singles and unrelated
couples or friends living together represent a large and ever-growing group.
Many advertisers make special appeals to the buying interests and needs of
singles, appealing in food ads, for example, to such needs as ease and speed of
preparation, maintenance simplicity, and small serving sizes. Reaching singles
requires special media-selection efforts because singles tend not to be big prime-
time television viewers but are skewed instead toward the late fringe hours (after
11 P.M.), are disproportionately more likely than the rest of the population to view
cable television, and are disproportionately heavy magazine readers. Many maga-
zines cater to the interests of singles, and TV programs are produced to represent
their actual or idealized lifestyles—programs such as Friends and Sex and the City,
both of which remain on TV in syndication but no longer are being produced.

Ethnic Population Developments
America has always been a melting pot. It became even more so in recent decades.
The largest ethnic groups in the United States are Hispanics and African-
Americans. Ethnic minorities now represent nearly one of three people in the
United States. In recognition of the growing role of ethnic groups, the following
sections examine population developments and marcom implications for African,
Hispanic, and Asian-Americans.
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A few background statistics will be helpful to set the stage for these discus-
sions. First, at the time of the last 10-year census (in 2000), the American popula-
tion was distributed in roughly the following fashion:36

White, not Hispanic 71%
Black, not Hispanic 12
Hispanic, of any race 12
Asian and Pacific Islanders 4
American Indians, Eskimos, and Aleut 1

Total 100%

Non-Hispanic whites’ share of the U.S. population is projected to decline from
71 percent to 65 percent of the total population by the year 2010 and just 50 percent
by 2050.37 The implication is obvious: marketers and marketing communicators
need to do a better job developing products and marcom strategies that are
designed to meet the unique needs of ethnic groups because ethnicity plays an
important role in directing consumer behavior.38 Table 4.6 provides a useful pic-
ture of the major ethnic groups’ population representation in the United States
from 2000 through 2050. The following sections provide more details for the three
major ethnic groups: African-Americans, Hispanics (Latinos), and Asians.
Remaining ethnic groups (e.g., American Indians and Pacific Islanders) are impor-
tant to the cultural fiber of the United States but represent relatively limited eco-
nomic forces due to their relative small sizes.

African-Americans
Non-Hispanic African-Americans are projected to constitute approximately 40.5
million individuals as of 2010, or slightly more than 13 percent of the U.S. popula-
tion.39 African-Americans are characterized more by their common heritage than
by skin color—a heritage based on a beginning in slavery, a history of discrimina-
tion, limited housing opportunities, and, historically, only partial participation in
many aspects of the majority culture.40
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Table 4.6

Ethnic Groups’ Population
Representation in the United

States, 2000–2050 (in millions)

Ethnic
Group 2000 2010 2020 2030 2040 2050

African- 35.82* 40.45 45.37 50.44 55.88 61.36
American (12.7%) (13.1%) (13.5%) (13.9%) (14.3%) (14.6%)

Hispanic** 35.62 47.76 59.76 73.06 87.59 102.56
(12.6%) (15.5%) (17.8%) (20.1%) (22.3%) (24.4%)

Asian 10.68 14.24 17.99 22.58 27.99 33.43
(3.8%) (4.6%) (5.4%) (6.2%) (7.1%) (8.0%)

Total population 82.12 102.45 123.12 146.1 171.5 197.4
(major ethnic (29.1%) (33.2%) (36.7%) 40.2%) (43.7%) (47.0%)
groups)

Total U.S. 282.13 308.94 335.81 363.58 391.95 419.85
Population

*To be read: there were 35.82 million African-Americans in the United States as of 2000, which constituted
approximately 12.7 percent of the total population.

**Includes Hispanics of any race.

SOURCE: U.S. Census Bureau, 2004, “U.S. Interim Projections by Age, Sex, Race, and Hispanic Origin,”
http://www.census.gov/ipc/www/usinterimproj.
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Several notable reasons explain why African-
Americans are attractive consumers for many com-
panies: (1) the average age of black Americans is
considerably younger than that for whites; (2) African-
Americans are geographically concentrated, with
approximately three-fourths of all blacks living in just
16 states (California, Texas, Illinois, Louisiana,
Alabama, Georgia, Florida, South Carolina, North
Carolina, Maryland, Michigan, Ohio, Pennsylvania,
Virginia, New York, and New Jersey);41 and (3) African-
Americans tend to purchase prestige and name-brand
products in greater proportion than do whites.

These impressive figures notwithstanding, many
companies make no special efforts to communicate
with African-Americans. This is unwise considering
that research indicates blacks are responsive to adver-
tisements placed in black-oriented media and that make personalized appeals by
using African-American models and contexts with which blacks can identify.
Major corporations are increasingly developing marcom programs for communi-
cating with black consumers. In recent years, for example, Sears, Roebuck & Co.
launched an ad campaign that targeted African-Americans; Jaguar Cars North
America embarked on a major direct marketing effort to African-Americans by
mailing about 1 million advertising brochures to middle-aged African-Americans
who had annual incomes of $75,000 or more; General Motors launched a maga-
zine campaign that spotlighted its prominent African-American executives; and
various automobile makers, including GM, have begun targeting black consumers
via hip-hop magazines and other media that reach hip-hop fans.

Although greater numbers of companies are realizing the importance of direct-
ing special marcom efforts to African-Americans, it is important to emphasize that
black consumers do not constitute a single market any more than whites do.
African-Americans exhibit diverse purchasing behaviors according to their
lifestyles, values, and demographics. Therefore, companies must use different
advertising media, distribution channels, advertising themes, and pricing strategies
as they market to the various subsegments of the African-American population.

Hispanic Americans (Latinos)
The U.S. Latino42 population grew from only 4 million in 1950 to an expected pop-
ulation of nearly 48 million in 2010 and now is America’s largest minority with
a slight edge over African-Americans in share of the total U.S. population.43

Latinos in the United States will constitute about one-quarter of the total popula-
tion by 2050 (see Table 4.6) and presently constitute a population of nearly 40 mil-
lion residents—a population larger than that of all of Canada. The largest
percentage of Latinos are Mexican Americans, but large numbers of Puerto Rican
Americans, Latin Americans from Central and South America, and Cuban
Americans also reside in the United States.

Hispanic Americans have historically been concentrated in a relatively few
states such as California, Texas, New York, Florida, Illinois, Arizona, and New
Jersey. However, Latinos are becoming increasingly mobile and have begun to fan
out from the few states in which they originally concentrated. Table 4.7 provides
information pertinent to the top 10 Hispanic markets in the United States.

Marketing communicators in the past did not devote sufficient attention to
Hispanic Americans, but their attention has increased substantially since the
Census Bureau announced a 58 percent increase in the number of Hispanic
Americans between 1990 and 2000. Yet companies advertise to Latinos much less
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than their market size would justify. Research has shown that the frequency of
Hispanics’ appearances in television advertising is considerably less than their
proportion of the population.44 Many companies are increasingly shifting more of
their budgets into media that reach Latino consumers, but it would appear that
marketers in large part are underspending in efforts targeted toward this large
and growing element of the U.S. population.45

Marketing communicators need to be aware of several important points when
attempting to reach Latino consumers: because a large percentage of Hispanics
use primarily Spanish media, it is important to target messages to some (but not
all) Latinos using Spanish-speaking media. A key in designing effective advertis-
ing for Hispanics is to advertise to them in their dominant language.46 Because
approximately half of Hispanic Americans speak only or mostly Spanish at home,
reaching these consumers requires the use of Spanish. The ad in Figure 4.7
acknowledges this fact. However, for Hispanics who are English dominant, as are
many younger Latinos, it obviously makes greater sense to use English in adver-
tising copy that reflects their values and culture.

It is absolutely critical to recognize that Latinos do not represent a single, uni-
fied market. There are strong intraethnic differences among Cubans, Mexicans,
and Puerto Ricans, which thus necessitate unique appeals be directed to each
Latino group. Moreover, as with all general groupings, there are huge differences
within each group in terms of English-speaking ability, length of residence in the
United States (and thus degree of acculturation), level of income, and so on. It is
erroneous to speak of a Hispanic market, a Mexican market, or any other crude
lumping of people who share their descent as a single defining factor.

Some prominent companies—Coca-Cola, Pepsi, Procter & Gamble, Sears,
McDonald’s, Dunkin’ Donuts, and Best Buy to name a few—are now investing
heavily in Hispanic-oriented advertising and event sponsorships that reach
Latinos in their local communities and often in joyous moods. Sponsoring Cinco de
Mayo events, for example, is beginning to take on the same proportion as putting
commercial support behind St. Patrick’s Day celebrations. For an interesting
appeal to the Latino market, see the IMC Focus insert about the marketing of
Clamato.

Asian-Americans
Asians in the United States include many nationalities: Asian Indians, Chinese,
Filipino, Japanese, Korean, Vietnamese, and others. Asian-Americans have been
heralded as the newest “hot” ethnic market. The demographics support this opti-
mistic outlook. As of the year 2000, approximately 10.7 million Asians were living

Table 4.7

Top 10 U.S. Hispanic Markets
(estimates as of 2004)

Hispanic % of Total
Rank Market Hispanic Population Market Population

1 Los Angeles 7,811,100 44.5
2 New York 4,316,400 20.5
3 Chicago 1,838,000 19.0
4 Miami 1,836,800 43.1
5 Houston 1,822,600 33.4
6 Dallas–Fort Worth 1,509,700 23.5
7 San Francisco 1,491,800 21.3
8 San Antonio 1,293,700 60.3
9 Phoenix 1,208,000 27.2

10 McAllen, Texas 1,142,000 94.8

SOURCE: “Hispanic Fact Pack, 2004 Edition,” Advertising Age’s Annual Guide to Hispanic Advertising & Marketing. Reprinted with
permission from Advertising Age. Copyright, Crain Communications.
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in the United States. By 2010 that number will increase to over 14 million and
more than 33 million by 2050 (see Table 4.6). Though Chinese Americans at
2.4 million are the largest group of Asians residing in the United States, Asian
Indians grew the fastest during the decade from 1990 to 2000, with that population
doubling and now totaling 1.7 million.47

Asian-Americans on average are better educated, have higher incomes, and
occupy more prestigious job positions than any other segment of American society.
The median household income for Asian-Americans in one
recent year was $52,285 compared with median incomes of
$46,900, $33,103, and $29,177 for whites, Hispanics, and
African-Americans, respectively.48

It is important to emphasize that just as there is no
single African-American or Hispanic market, there cer-
tainly does not exist a single Asian-American market.
Moreover, unlike other ethnic groups, such as Hispanics,
who share a similar language, Asian-Americans speak a
variety of uniquely different languages. Among Asian
nationalities there are considerable differences in product
choices and brand preferences. Even within each national-
ity there are variations in terms of English-language skills
and financial well-being. Many Asian-Americans do not
speak English fluently, and quite a few live in homes
where no adults speak any English.

Some firms have been successful in marketing to specific
Asian groups by customizing marketing programs to their
values and lifestyles rather than merely translating Anglo
programs. For example, Metropolitan Life, an insurance
company, conducted research that determined that Asian
parents’ top priority was their children’s security and educa-
tion. Metropolitan translated this finding into a successful
campaign targeted to Korean and Chinese Americans.
Reebok’s sales among Asian-Americans increased substan-
tially after that company used past tennis star Michael
Chang in its advertisements.

Mainstream marketers have available various media
options for targeting Asian-Americans: Asian-language radio

Figure 4.7

Recognition of Importance of
Advertising in Spanish
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A Special Beverage for Latino
Consumers, Clamato

Clamato, the 
name representing the con- 

joining of clam and tomato, is a tomato juice
containing a hint of clam along with celery, onions,
and spices. Many American consumers
have never tried the product or dislike
it due to the difficulty of drinking
juice tinged with clams. Though
available on supermarket shelves
for over 25 years, the brand basically 
languished until its marketer, Mott’s, concen-
trated its entire marketing budget on the Latino market. Why? 
Because Latino consumers somehow have the impression that
Clamato juice is an aphrodisiac. Although Mott’s makes no claims
as to Clamato’s powers, advertising refers obliquely to the brand’s 

appeal with the tagline “Clamato le pone sabor al momento”
(Clamato adds flavor to the moment).

Leveraging this (mis)perception among Latino consumers, Mott’s
undertook an integrated campaign that involved TV and radio

advertisements, outdoor signage, and in-store pro-
motions in major Hispanic markets. In a

special appeal to Mexican Americans,
who constitute about 60 percent
of U.S. Latinos, Mott’s developed a

phone card promotion whereby cards
with free minutes for calls to Mexico were

given away when consumers purchased 64-ounce
bottles of Clamato. These IMC efforts have driven a substantial sales
increase since Mott’s began the Hispanic initiative for Clamato.
SOURCE: Adapted from Gabriel Sama, “Appeal of Clamato Isn’t Just Its Taste,”
The Wall Street Journal Online, October 21, 2003, http://online.wsj.com 
(accessed October 21, 2003).
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stations are now burgeoning in areas where large concentrations of Asians live,
and direct marketing via the mail is an outstanding medium for micromarketing
to specific groups of Asian-Americans. The Internet also is a valuable medium for
reaching Asian-Americans inasmuch as this group represents a disproportion-
ately high group of online users in comparison to other groups of Americans,
including the majority white population.

Summary

This chapter has emphasized the importance of targeting marcom messages.
Determining how a brand’s marcom efforts should be directed toward specific
groups of consumers—based on behaviorgraphic, psychographic, demographic,
or geodemographic considerations—is the initial and most fundamental of all
marcom decisions. All subsequent marcom decisions (positioning, setting objec-
tives, and determining budgets) are inextricably intertwined with this initial, tar-
geting decision. Hence, the targeting decision is of critical importance.

Perhaps the most diagnostic basis upon which to target consumers is to iden-
tify their past purchase behavior in the product category for which a brand man-
ager is making a targeting decision. Armed with behaviorgraphic information about
how customers have behaved in the past, it is possible to project with considerable
accuracy how they will behave in the future. Marcom programs can thus be aimed
toward those consumers whose behavioral profiles indicate they are prime candi-
dates to receive and act upon advertisements and other messages. Also, knowl-
edge of consumers’ online search behavior enables the targeting of advertisements
for brands that match the characteristics of consumers who visit those sites.

Marketing communicators also target customers using knowledge about their
activities, interests, and opinions (or, collectively, their lifestyles) to better understand
what people want and how they are likely to respond to advertising, direct mail, and
other forms of marketing communications. The term psychographics describes this
form of targeting. Customized studies are conducted to identify psychographic seg-
ments directly applicable to the marketer’s product category and brand, but syndi-
cated research systems such as SRI’s VALS system also provide useful information
for making important marcom decisions. The VALS system classifies people into one
of eight groups based on a combination of their self-orientation and resources.

Another basis for targeting consumers is that of geodemographics. This form
of targeting basically identifies clusters of consumers who reside in neighbor-
hoods where residents share similar demographic characteristics and related
lifestyles. Donnelly’s ClusterPlus and Claritas’s PRIZMNE are two well-known
and respected clustering systems that identify meaningful groupings of geograph-
ical units such as zip code areas. The section on geodemographics covered the
PRIZMNE and indicated that this clustering system delineates the population into
66 groups that are labeled with catchy names such as Bohemian Mix, Country
Casuals, Suburban Pioneers, and City Roots. Geodemographic information is
especially useful when making direct marketing decisions, selecting retail outlets,
or spotting broadcast advertisements in select markets.

A final section of the chapter reviewed three major demographic developments:
(1) the age structure of the U.S. population, (2) the changing American household,
and (3) ethnic population developments. Some of the major demographic develop-
ments discussed include (1) the progressive aging of the U.S. population from an
average age of 33 in 1990 to nearly 36 years old in 2000 and to an expected average
age of 38 by 2025, (2) the increase in the percentage of single American adults, and
(3) the explosive growth of ethnic minorities, particularly Latinos.
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Discussion Questions
1. In what sense is behaviorgraphic information about customers more diagnos-

tic of their future purchase behavior than is, say, demographic information?
2. In your own words, explain how online behavioral targeting works.
3. In what sense is online behavioral targeting a potential invasion of one’s

privacy?
4. If you were to design a psychographic study for a new chain of lower-priced

coffee stores that are planned to compete against Starbucks, what lifestyle
characteristics (i.e., people’s interests, values, and activities they participate in)
might you consider as indicative of whether they might be interested in your
new stores?

5. To which of Yankelovich’s eight MindBase segments do you belong? 
(Go to http://www.yankelovich.com/shortform2_p01.asp.)

6. To which of the VALS segments do you belong? (Go to http://www.
sric-bi.com/VALS/presurvey.shtml.)

7. Having read the section on the size of the world and U.S. populations, update
the figures presented in the text, which were current as of late 2004, by going
to http://www.census.gov/main/www/popclock.html.

8. Demographers tell us that households in the United States are growing in
number, shrinking in size, and changing in character. Assume that you are the
vice president of marketing for a corporation that manufactures chairs and
sofas, say La-Z-Boy Corporation. What specific implications do these changes
hold for your company?

9. Most readers of this text fall either in the Gen X or Gen Y age categories. Just
because you share this one commonality with all other Gen Xers or Gen Yers,
does this one piece of information about you and your cohorts represent a suf-
ficient basis on which a marcom practitioner might aim its advertising efforts?

10. African-American, Latinos, and Asian-American consumers do not signify
three homogeneous markets; rather, they represent many markets composed
of people who merely share a common race and/or language. Explain.

11. Explain the reasons for the relentless aging of the U.S. population, and discuss
some implications this will have on marketing and marketing communica-
tions in the foreseeable future.

12. Due to rather dramatic changes in the population composition of the United
States, one could argue that advertising in earlier decades, say the 1970s and
1980s, was a lot easier than it is today. From your reading of the chapter, pro-
vide two or three reasons to support this argument.

13. Assume you are brand manager of a food product that is consumed by all
Americans—blacks, whites, Hispanics, Asians, and others. You are consider-
ing running an extended advertising campaign on prime-time television that
uses Latino actors and appeals to Latino consumers. Aside from cost consider-
ations, what reservations might you have about this type of campaign?

14. When the mature market was discussed, it was noted that advertising aimed
at this group should portray them as vital, busy, forward looking, and attrac-
tive or romantic. Interview several mature consumers and coalesce their views
on how they perceive advertising directed at them and their peers. Your inter-
view results along with those from fellow students should lead to an interest-
ing class discussion.

15. What are your views on the targeting of products to children? Aside from your
personal views, discuss the issue of targeting to children from two additional
perspectives: first, that of a brand manager who is responsible for the prof-
itability of a child-oriented product, and second, from the viewpoint of an

http://www.yankelovich.com/shortform2_p01.asp
http://www.sric-bi.com/VALS/presurvey.shtml
http://www.sric-bi.com/VALS/presurvey.shtml
http://www.census.gov/main/www/popclock.html
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ethicist. Imagine what each of these parties might say about the practice of tar-
geting products to children.

16. Based on your personal background and using the VALS system, how would
you categorize most of the adults with whom you and your family associate?

17. Identify magazine advertisements that reflect appeals to at least three of the
eight VALS groups. Describe in as much detail as possible the neighborhood in
which you were raised. Come up with a label (similar to the PRIZMNE cluster
names) that captures the essence of your neighborhood.
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the depression-era expression—“buddy, can you spare

a dime?”—that captures the plea of the impoverished

asking for a little help from their more well-off brethren.

Mobium’s paradigm expression suggests that this is what

this creative agency is all about, creating new paradigms

for its clients. In fact, the agency’s fundamental value

system and business model is captured on its Web site

(http://www.mobium.com/thework/theworkFlash.asp) in

terms that characterizes business customers as driven by

emotions as well as logic. The Mobium Creative Group

is, in other words, positioning its creative work as out of

the ordinary compared to other B2B-

oriented advertising and

branding agencies.

Deep down,

business buyers are

people. They’re moved

by emotion as well as by logic.

They always have been. Ever since we stopped dragging

our knuckles on the ground and started using them to

give each other noogies. And they always will be. We

believe that to break through to them you have to make

human contact. You have to stop thinking that your

communications is about your products or services.

Because it’s not. It’s about one person who can help,

talking to one person who has a need. 

With this backdrop in mind, Mobium set about

the task of repositioning the line of TexCover II printing

paper. A major strategic shift was made by changing the

brand name to the catchy name Tango and positioning

the brand as “always performing.” The name Tango is

CHAPTER 5

Marcom Positioning

MeadWestvaco Corporation is a huge, Connecticut-

based company that generates annual sales in the

neighborhood of $8 billion and is a leading producer of

packaging products, coated and specialty papers, and

other items. The company operates in 33 countries and

employs more than 30,000 people worldwide. One of its

many products is a printing paper that at one time was

branded under the name TexCover II. Though an

excellent product providing consistent performance,

TexCover II held just the fifth largest market share in its

category and generated annual revenues of less than

$40 million. Marketing folks at

MeadWestvaco knew the

brand was under-

performing in view of

its excellent quality

and reputation for

dependable performance. The

product did not require improvements, but

it was time to get serious about the marcom program.

Enter the Chicago-based advertising agency,

Mobium Creative Group. Mobium’s staff went to work

devising an IMC strategy to jump-start TexCover II’s

performance.

A few words about the Mobium Creative Group

will be helpful prior to describing the strategy the group

devised for repositioning TexCover II. Unlike most B2B

agencies, which are known for being relatively un-

exciting, if not outright boring, Mobium prizes itself on

being a rather wacky creative shop. For example, its

opening Web page (http://www.mobium.com) states,

“buddy, can you paradigm,” which is a clever takeoff on

Marcom Challenge: 
Tango to Success

http://www.mobium.com/thework/theworkFlash.asp
http://www.mobium.com


easy to remember though it is not naturally related to

the attributes or benefits of printing paper. The newly

named brand’s positioning strategy (“always performing”)

was reinforced through a series of attention-gaining

advertisements that cleverly illustrated this positioning

in a humorous and captivating manner.

These marcom innovations resulted in a first-year

revenue increase of 27 percent. Despite an industry-wide

recession, Tango’s revenues continued to climb—doubling

in fact—and now the brand has the number two position

in its category. In a period of only four years, this B2B

brand increased its total revenue by $126 million on a

marcom investment of only $2 million! This obviously

represents a huge return (greater than 6000 percent)

on a modest marcom investment and demonstrates

how success can be achieved when a brand is properly

positioned, cleverly named, and adequately supported.1

C H A P T E R  O B J E C T I V E S

1
Introduce the concept and practice 

of brand positioning.

2
Explain that positioning involves the creation of meaning

and that meaning is a constructive process 
involving the use of signs and symbols.

3
Give details about how brand marketers position 

their brands by drawing meaning from 
the culturally constituted world.

4
Describe how brands are positioned 

in terms of various types of benefits and attributes.

5
Explicate two perspectives that characterize 

how consumers process information and 
describe the relevance of each perspective 

for brand positioning.
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Positioning in Theory: 
A Matter of Creating Meaning

This chapter is about brand positioning. A brand’s positioning represents the key
feature, benefit, or image that it stands for in the target audience’s collective mind.
Brand communicators and the marketing team in general must identify a position-
ing statement, which is the central idea that encapsulates a brand’s meaning and
distinctiveness vis-à-vis competitive brands. MeadWestvaco and its advertising
agency understood that they had to give Tango a clear meaning (see Marcom
Challenge). It should be obvious that positioning and targeting decisions—the
subject of Chapter 4—go hand in hand: positioning decisions are made with
respect to intended targets, and targeting decisions are based on a clear idea of
how brands are to be positioned and distinguished from competitive offerings.

Fundamental to the concept and practice of positioning is the idea of meaning.
This section discusses the nature of meaning using a perspective known as
semiotics. Semiotics, broadly speaking, is the study of signs and the analysis of
meaning-producing events.2 The important point of emphasis is that the semiotics
perspective sees meaning as a constructive process. That is, meaning is determined
both by the message source’s choice of communication elements and, just as
importantly, by the receiver’s unique social-cultural background and mind-set at
the time he or she is exposed to a message. In other words, meaning is not thrust
upon consumers; rather, consumers are actively involved in constructing meaning
from marcom messages, meaning that may or may not be equivalent to what the
communicator intended to convey. The marcom goal is, of course, to do every-
thing possible to increase the odds that consumers will interpret messages exactly
as they are intended.

The fundamental concept in semiotics is the sign, the noun counterpart to
the verb signify. (Singers sing; runners run; dancers dance; and signs signify!)
Marketing communications in all its various forms uses signs in the creation of
messages. When reading the word sign, you probably think of how this word is
used on an everyday basis—such as with respect to road signs (stop, yield, danger,

or directional signs), store signs, signs announcing a car or home for sale,
and signs of less tangible concepts such as happiness (the happy face
sign). The general concept of sign encompasses these everyday notions
but includes many other types of signs, including words, visualizations,
tactile objects, and anything else that is perceivable by the senses and has
the potential to communicate meaning to the receiver, or interpreter.

Formally, a sign is something physical and perceivable that signifies
something (the referent) to somebody (the interpreter) in some context.3 The
dollar sign ($), for example, is understood by many people throughout
the world as signifying the currency of the United States (as well as the
currencies of Australia, Canada, Hong Kong, New Zealand, and several
other countries). The thumbs-up sign (Figure 5.1) signifies a positive reac-
tion to or appraisal of an action or event. For example, movie critics some-
times signify that they like a new movie by displaying an upward thumb
sign. Parents can be seen displaying the thumbs-up when their children
perform well in artistic or athletic events. Interestingly, the upward
thumb in the Middle East signifies an entirely different meaning than in
the West; it represents a crass expression not unlike the middle-finger sign
in the West. This difference in sign usage anticipates the following discus-
sion which explains that meaning is contained in the person and not the
sign per se; in other words, meaning is both idiosyncratic and context
dependent.

Figure 5.1

The Thumbs-Up Sign
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The Meaning of Meaning
Although we use signs to share meaning with others, the two terms (signs and
meanings) are not synonymous.4 Signs are simply stimuli that are used to evoke an
intended meaning in another person. But words and nonverbal signs do not have
meanings per se; instead, people have meanings for signs. Meanings are internal
responses people hold for external stimuli. Many times people have different
meanings for the same words or gestures, as all of us have experienced when, say,
attempting to explain something to someone from a different background or cul-
ture. It follows from these points that meanings are not contained in a marcom
message per se but rather are perceived by the message receiver. Thus, the chal-
lenge when positioning a brand is to make sure that the signs used by the market-
ing communicator are interpreted as intended by consumers.

This desirable outcome is most likely accomplished when signs are common
to both the sender’s and the receiver’s fields of experience. A field of experience,
also called the perceptual field, is the sum total of a person’s experiences that are
stored in memory. The larger the overlap, or commonality, in their perceptual
fields, the greater the likelihood that signs will be interpreted by the receiver in the
manner intended by the sender. Effective communication is severely compro-
mised when, for example, marketing communicators use words, visualizations, or
other signs that customers do not understand. This is especially problematic when
developing communication programs for consumers in other cultures.

Up to this point we have referred to meaning in the abstract. Now a definition
is in order. Meaning can be thought of as the perceptions (thoughts) and affective reac-
tions (feelings) that are evoked within a person when presented with a sign in a
particular context.5 It should be clear at this point that meaning is internal, rather
than external, to an individual. Meaning, in other words, is subjective and highly
context dependent.

Meaning Transfer: 
From Culture to Object to Consumer
The culture and social systems in which marketing communications take place are
loaded with meaning. Through socialization, people learn cultural values, form
beliefs, and become familiar with the physical manifestations, or artifacts, of these
values and beliefs. The artifacts of culture are charged with meaning, which is
transferred from generation to generation. For example, the Lincoln Memorial and
Ellis Island are signs of freedom to Americans. To Germans and many other
people throughout the world, the now-crumbled Berlin wall signified oppression
and hopelessness. Comparatively, yellow ribbons signify crises and hopes for
hostage release and the safe return of military personnel. Pink ribbons signal sup-
port for breast cancer victims. Red ribbons have grown into an international sym-
bol of solidarity on AIDS. The Black Liberation flag with its red, black, and green
stripes—representing blood, achievement, and the fertility of Africa—symbolizes
civil rights.

Marketing communicators, when in the process of positioning their brands,
draw meaning from the culturally constituted world (i.e., the everyday world filled
with artifacts such as the preceding examples) and transfer that meaning to their
brands. Advertising is an especially important instrument of meaning transfer
and positioning. The role of advertising in transferring meaning has been
described in this fashion:

Advertising works as a potential method of meaning transfer by bringing the consumer
good and a representation of the culturally constituted world together within the frame of
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a particular advertisement. . . . The known properties of the culturally constituted world
thus come to reside in the unknown properties of the consumer good and the transfer of
meaning from world to [consumer] good is accomplished.6

When exposed to an advertisement (or any other form of marcom message),
the consumer is not merely drawing information from the ad but is actively

involved in assigning meaning to the advertised brand.7

Stated alternatively, the consumer approaches advertise-
ments as texts to be interpreted.8 (Note that the term text
refers to any form of spoken or written words and
images, which clearly encompasses advertisements.) To
demonstrate the preceding points, take into account the
following advertising illustrations.

Consider first an advertisement for the Honda
Accord that was created some years ago when American
consumers were suspicious of Japanese-made automo-
biles and perhaps even considered it un-American to buy
something other than an American model. Shortly after
the Honda Motor Company began producing automo-
biles in the United States, it undertook a print advertising
campaign to convey the point that four out of five
Accords sold in America are manufactured in the United
States. Beyond stating this fact in the ad copy, the two-
page advertisement presented large photos of five icons
of American culture: a hamburger, cowboy boots, an
oversized bicycle (not like the sleek, Asian or European
racing bikes), a baseball, and a jazz ensemble. By associ-
ating itself with these well-known symbols of American
consumer culture, Honda pulled meaning from the “cul-
turally constituted world” of the consumers in its target
audience, most of whom would immediately recognize
the five icons as uniquely American. The obvious intent
was to subtly convey the meaning to consumers that the
Accord, embedded as it was among the five icons of
American popular culture, is made in America and thus
is itself American. If Honda’s advertising agency had
made such a claim in stark, verbal form (“Honda is an
American automobile!”), most readers likely would have
doubted the claim, fully realizing that the Honda is of
Japanese origin. But by presenting the message at a non-
verbal level and merely via association with American
icons, consumers probably were somewhat inclined to
accept the Honda Accord as at least quasi-American.

Consider also the two advertisements for Tropicana
Light ’n Healthy in Figure 5.2 that embed this brand in
the context of fitness symbols—one ad showing an
orange “working out” on a stair stepper and the other
displaying an orange wrapped in a tape measure. The
suggestion is that Tropicana Light ’n Healthy, which is
made with one-third less sugar and calories than orange
juice, will enable the consumer to get into better shape
and maintain a healthy regimen. Thus, once again the
advertiser is drawing meaning from the “culturally con-
stituted world” and attempting to transfer that meaning
to the advertised brand.
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Figure 5.2

Advertisements Illustrating
Contextual Meaning

C
ourtesy of Tropicana Products, Inc.

C
ourtesy of Tropicana Products, Inc.



Positioning in Practice: 
The Nuts and Bolts

Brand positioning is an essential preliminary activity, or fundamental decision, to
developing a successful marcom program. By having a clear positioning state-
ment, the brand management team is committed to conveying a clear and consis-
tent message in all forms of marcom messages. Positioning is both a useful
conceptual notion and an invaluable strategic tool. Conceptually, the term posi-
tioning suggests two interrelated ideas. First, the marketing communicator wishes
to create a specific meaning for the brand and have that meaning clearly lodged in
the consumer’s memory (think of this as “positioned in” the consumer’s mind).
Second, the brand’s meaning in consumers’ memories stands in comparison to
what they know and think about competitive brands in the product or service cat-
egory (think of this as “positioned against” the competition).

Strategically and tactically, positioning is a short statement—even a word—
that represents the message you wish to imprint in customers’ minds.9 This state-
ment tells how your brand differs from and is superior to competitive brands. It
gives a reason why consumers should buy your brand rather than a competitor’s
and promises a solution to the customer’s needs or wants. As noted earlier, a
brand’s positioning statement represents how we want customers and prospects to
think and feel about the brand. These thoughts and feelings should stand out in
comparison to competitive offerings and motivate the customer or prospect to
want to try our brand. In other words, a good positioning statement should satisfy
two requirements: (1) it should reflect a brand’s competitive advantage (vis-à-vis
competitive offerings in the same product category) and, (2) it should motivate
consumers to action.10

Figure 5.3 captures these two requisites by posing whether a proposed position-
ing strategy reflects a competitive advantage and motivates action. Considering,
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simplistically, that the answer to each query is “no” or “yes,” four conclusions
about a proposed positioning are possible: (1) it is a Loser prospect (No/No quad-
rant); (2) a Swimming-up-the-river, or SUTR, decision (Yes/No quadrant); (3) a
Promote-competitors option (No/Yes quadrant); or (4) a Winner (Yes/Yes quadrant).

Brief explanations of each are in order. First, the “Loser” label characterizes a
proposed positioning wherein the brand possesses no competitive advantage and
the basis for the positioning is not sufficiently important to motivate consumers to
want to purchase the brand. Second, the “SUTR” situation occurs when a proposed
positioning represents a competitive advantage for a trivial product feature or bene-
fit, but does not represent something that would give consumers compelling rea-
sons to select the brand positioned as such. Hence, any effort to promote a brand on
this basis would be tantamount to attempting to swim up the river (i.e., against the
current)—hard work will be expended but little progress will be made. Third, the
“Promote Competitors” description characterizes a positioning statement that does
not reflect a competitive advantage but does represent an important reason for mak-
ing brand selection decisions in the product category. Hence, any effort to position
“our” brand on this basis would essentially serve to aid other brands that do have a
competitive advantage. Finally, the “Winner” label characterizes a prospect where
we have positioned our brand on a product feature or benefit for which we have an
advantage over competitors and which gives consumers a persuasive reason for try-
ing our brand. When considering how best to position a brand, it is essential to
objectively and hypercritically appraise whether a proposed positioning affords
“your” brand a competitive advantage and whether this advantage is important
enough to encourage consumers to at least make a trial purchase of your brand.

To make this idea of positioning even more concrete, let us call on the customer-
based brand equity framework that you read about in Chapter 2. For present pur-
poses, it will be useful to reproduce the brand image part of the brand equity
framework as a useful graphic for expanding our discussion of brand positioning.
As can be seen in Figure 5.4, a brand’s image consists of types, favorability,
strength, and uniqueness of brand associations. Our focus for present purposes
will be limited to the types of brand associations. Please notice in Figure 5.4 that
types of associations include brand attributes, benefits, and an overall evaluation,
or attitude, toward the brand.

Let us talk more about brand attributes and benefits. Notice in Figure 5.4
that brand attributes include product-related and non-product-related features.
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For example, Sharp’s Viewcam Z camcorder possesses
features such as swiveling action to allow maximum
comfort for recording and a screen that gets brighter in
the sunlight to facilitate high-resolution outdoor view-
ing. These are its product-related attributes. Non-prod-
uct-related attributes would include, for example, the
Viewcam Z’s price and consumer perceptions of the type
of people who own this brand of camcorder (user
imagery) and the occasions when it would be appro-
priately used (usage imagery). Brand benefits consist of
ways by which a brand satisfies customers’ needs and
wants and can be classified as functional, symbolic, or
experiential.

With Figure 5.4 and the previous terminology in
mind, we now can pursue the options available to mar-
keting communicators for positioning their brands.
Generally speaking, we can position a brand by focusing
on product attributes or benefits. Because benefits provide
B2C consumers or B2B customers with more compelling
reasons for selecting a particular brand than do product
attributes per se, we will first look at positioning via
product benefits and then via attributes.

Benefit Positioning
Positioning with respect to brand benefits can be accom-
plished by appealing to any of three categories of basic
consumer needs: functional, symbolic, or experiential.11

Upon a quick review of the consumer-based brand equity
framework (Figure 5.4), you will see that these three categories are shown as a spe-
cific type of association termed benefits. Please note that the distinction between
benefits and needs simply involves a matter of perspective. That is, consumers
have needs and brands have features that satisfy those needs. Thus, benefits are
the need-satisfying features provided by brands. In short, needs and benefits can
be thought of as flip sides of the same coin.

Positioning Based on Functional Needs. A brand positioned in terms of func-
tional needs attempts to provide solutions to consumers’ current consumption-
related problems or potential problems by communicating that the brand
possesses specific benefits capable of solving those problems. In B2B marketing,
for example, salespeople typically appeal to their customers’ functional needs for
higher-quality products, faster delivery time, or better service. Consumer goods
marketers also regularly appeal to consumers’ needs for convenience, safety, good
health, cleanliness, and so on, all of which are functional needs that can be satis-
fied by brand benefits. The advertisement for Timberland outerwear (Figure 5.5)
appeals to the consumer’s need for protection from the elements when suggesting
that the Timberland Outdoor Performance Waterproof jacket not only is water-
resistant but also breathable and lightweight. In harmony with its rugged image,
Timberland’s positioning statement says “Make it better.” In general, appeals to
functional needs are the most prevalent form of brand benefit positioning.

Positioning Based on Symbolic Needs. Other brands are positioned in terms of
their ability to satisfy non-functional, or symbolic, needs. Positioning in terms of
symbolic needs attempts to associate brand ownership with a desired group, role,
or self-image. Appeals to symbolic needs include those directed at consumers’
desire for self-enhancement, group membership, affiliation, altruism, and other
abstract need states that involve aspects of consumption not solved by practical
product benefits. (See the Global Focus insert for discussion of the growing impor-
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tance of appeals to consumers using claims that agricultural products are “fair
traded.”) Marketers in categories such as personal beauty products, jewelry, alco-
holic beverages, cigarettes, and motor vehicles frequently appeal to symbolic needs.

The DeBeers diamond ad (Figure 5.6) illustrates an exemplary appeal to sym-
bolic needs. This magazine ad asks the reader to imagine the happiness his wife or
girlfriend will experience when he presents her with a luxurious diamond, and
implicitly suggests that he will reap the benefits of the recipient’s abiding appreci-
ation for such a generous gesture (“Oh Michael. You shouldn’t have. Oh
Michael.”). DeBeers’ positioning statement—“A Diamond Is Forever”—is a claim
not so much about the obvious fact that diamonds are virtually indestructible, but
rather a statement about the enduring bond between giver and receiver that is
symbolized by the gift of a precious diamond. See the IMC Focus on page 130 for
another discussion about diamonds.

Positioning Based on Experiential Needs. Consumers’ experiential needs repre-
sent their desires for products that provide sensory pleasure, variety, and, in a few
product circumstances, cognitive stimulation. Brands positioned toward experien-
tial needs are promoted as being out of the ordinary and high in sensory value
(looking elegant, feeling wonderful, tasting or smelling great, sounding divine,
being exhilarating, and so on) or rich in the potential for cognitive stimulation
(exciting, challenging, mentally entertaining, and so on). The DoveBar advertise-
ment (Figure 5.7) represents this brand’s traditional positioning as an especially fla-
vorful ice cream bar (“Chocolate so good it’ll give you the chills”). Consumers are
promised the experience of tasting a product so special that it will make them “fall
madly in Dove.”

The Symbolism of Certifying Products
as Fair Traded

Most consumers know that agricultural commodities often are
imported from other countries rather than grown and harvested
domestically. Yet, most people go to their local grocery stores or
supermarkets with little awareness that agricultural workers in other
countries often are paid dreadfully low wages and farm owners
have difficulty earning a profit. Poor wage rates and minuscule
profits, if not losses, are largely due to the economics of growing
commodity products. Coffee, for example, is grown in Latin
American countries such as Brazil and Colombia
and also is harvested in African countries
and, ever increasingly, Vietnam. In
most years, coffee supply exceeds
demand, and anyone familiar with
basic economics knows that the
effect of this imbalance is falling prices.
Intense competition has forced prices and wages
down to the point where growers have difficulty making a living
and workers are hard-pressed to feed their families. On the other
hand, low coffee prices benefit retailers and consumers in
countries that import low-priced coffee. The situation, in other
words, is not win-win but rather one where businesses and con-
sumers in economically advantaged economies gain at the expense
of growers and workers in developing economies. Is there a resolu-
tion to this imbalance? Yes there is; please read on.

The resolution is not the competitive marketplace, because
the economics of supply-demand disequilibrium inevitably lead to
further lowering of commodity prices. Hence, the only way pos-
sible for commodity growers and workers to receive higher profits
and wages is some form of “artificial” intervention—that is, for
forces other than the economics of supply and demand to come
into play. This has happened, in fact, because many consumers
in advanced economies are willing to pay higher prices so poor

workers and
growers are able 
to survive. These consumers have been 
given the label “LOHAS” consumers, which stands for “life-
styles of health and sustainability.” About one-third of adults
in the United States are classified as LOHAS according to a
recent study.

But even if a consumer is LOHAS inclined, how does one know
which products to purchase? Increasingly, commod-

ity products such as coffee, grapes, man-
gos, pineapples, and others

are labeled with stickers bearing
“Fair Trade Certified.” This label

means that workers in developing
economies receive higher wages and

benefits for their efforts than the supply-demand
disequilibrium would normally dictate. Large retail chains such as
Dunkin’ Donuts and Starbucks offer fair-traded coffee, and many
supermarkets are carrying more commodity products with the fair-
trade label. Another label being used to signify fair trading is
“Rainforest Alliance Certified.” Procter & Gamble’s coffee
products carry this label.

The LOHAS movement reveals that consumers’ symbolic
needs—the sense of being fair and socially responsible—some-
times trump their functional need to pay the lowest possible
prices. This form of altruism enables workers and farm owners in
poor countries to sustain an existence and to continue to grow
and harvest products their economies depend on. Fair trading
achieves more of a win-win outcome than the rich-countries-
win/poor-countries-lose situation previously prevailing.

SOURCE: Adapted from Katy McLaughlin, “Is Your Grocery List Politically Correct?”
The Wall Street Journal Online, February 17, 2004, http://online.wsj.com.
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It is important to recognize that brands often offer a mixture
of functional, symbolic, and experiential benefits. It has been
argued that successful positioning requires a communication
strategy that entices a single type of consumer need (functional,
symbolic, or experiential) rather than attempting to be some-
thing for everyone.12 According to this argument, a brand with a
generic (multiple-personality) image is difficult to manage
because it: (1) competes against more brands (those with purely
functional, purely symbolic, purely experiential, and mixed
images); and (2) may be difficult for consumers to readily
understand what it stands for and what its defining characteris-
tics are. This argument, though based on sound logic, is not
irrefutable. In fact, a reasonable counterargument holds that a
brand positioned as having, say, both functional qualities and
symbolic appeal has the potential of recruiting potential users
who desire different things from the product category. Hence,
according to this counter-perspective, a “multi-personality”
positioning allows consumers to read into the brand precisely
what they are seeking.

Which argument is more correct? The only viable conclusion
is that whether a single or multi-type positioning is more effec-
tive depends on the competitive circumstances and consumer
dynamics that are involved in a particular situation. What works
best for a brand in one product category does not necessarily
work as well for another brand in a different category. As academics like to say, it’s
an empirical issue, which means that no single logical account or theoretical
explanation is available to resolve the issue. Trial and error experience and mar-
keting research evidence are the final arbiters.

Attribute Positioning
A brand can be positioned in terms of a particular attribute or feature, provided that
the attribute represents a competitive advantage and can motivate customers to
purchase that brand rather than a competitive offering. Product
attributes, as shown in Figure 5.4, can be distinguished as either
product-related or non-product-related.

Product-Related
Sleeker product design, superior materials, and more color
options are just a few of the virtually endless list of attributes
that can provide the foundation for positioning a brand. If your
brand has a product advantage, flaunt it, especially if the advan-
tage is something that consumers truly desire in the product cat-
egory and will motivate them to action. For example, in an
appeal to people with hearing problems, Duracell hearing aid
batteries are advertised (Figure 5.8) on the basis of an “EasyTab”
device that makes changing hearing aid batteries “easier than
ever.” This is a distinct product-related positioning to the pre-
dominantly elderly users whose dexterity often is reduced by
arthritis and other ailments that accompany aging.

Non-Product-Related: 
Usage and User Imagery
Brands can be positioned in terms of their unique usage symbol-
ism or with respect to the kinds of people who use them. A
brand positioned according to the image associated with how it
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is used, its usage imagery, depicts the brand in terms of specific, and
presumably unique, usages that become associated with it. For
example, advertisers sometimes position SUVs and passenger
trucks in terms of their seemingly unique ability to go “off road”
and traverse rough terrain. Such advertisements create the impres-
sion that only the advertised brand is capable of forging streams,
climbing hills, and navigating other tough-to-travel areas. The Jeep
Liberty Renegade (Figure 5.9) is positioned as a vehicle in which
people working in stressful business and professional positions—
as symbolized by the yellow “power” tie—can unwind and “leave
the [workday] world behind.”

Similarly, brands can be positioned in terms of the kind of
people who use them. This user imagery thus becomes the brand’s
hallmark; the brand and the people who are portrayed as using it
become virtually synonymous. Positioning a brand via user
imagery thus amounts to associating the brand with icon-like rep-
resentations of the kind of people who are portrayed in advertise-
ments as typical users of the brand. Consider for example an
advertisement for Acqua Di Giò cologne marketed by Giorgio
Armani. The ad, which is not displayed here, simply mentions the
brand name along with the name of the retailer where it is available
(Nordstrom) and presents a bottle of the product. But the main fea-
ture of the ad is a prominent facial portrayal of an attractive man in
his early 20s. The ad says absolutely nothing about brand benefits.
Rather, the ad associates this brand with the prominently featured user, who him-
self is symbolic of the brand’s target class. Plain and simple, Acqua Di Giò’s mean-
ing (what it stands for) is inseparable from the user who serves to signify the
brand’s desired users. Hence, this brand is being positioned not in terms of what it
has (its features) or what needs it satisfies (its benefits) but in terms of the type of
man who uses the brand (its user imagery).

Repositioning a Brand
As competitive and customer dynamics change, managers must
evaluate whether their brands remain appropriately positioned.
Revising a brand’s positioning is termed, naturally, repositioning.
For example, the Burger King fast-food chain slightly altered its
positioning when it advertised that its burgers are cooked using
“fire grilling” rather than the old claim of “flame broiling.” This
repositioning was based on consumer research that determined
fire grilling elicits a more positive reaction than flame broiling,
perhaps because fire grilling suggests the good taste and fun
atmosphere of outdoor barbecues.13

Another instance of repositioning involves Oil of Olay, a line
of skin-care products that has been on retail shelves for decades.
Created in World War II as a lotion to treat burns, Procter &
Gamble (P&G) purchased the brand from Richardson-Vicks in
1985 and developed the brand into a major line of skin-care prod-
ucts with revenues exceeding $500 million annually. However,
over the years the brand eventually became a bit outdated. P&G’s
consumer research revealed that many young women considered
the brand more appropriate for older women than for themselves.
Young women also did not like the idea of using what they
considered to be a greasy skin-care product. Although in actuality
Oil of Olay is not greasy, apparently the word oil in the Oil of
Olay brand name suggested just such an unpleasant product
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characteristic to young women who had never actually tried the brand. Based on
this invaluable research evidence, P&G’s brand management team decided to
reposition Oil of Olay to make it more appealing to younger women. Several steps
were undertaken. First, without any fanfare so as not to bring attention to the
change, P&G modified the brand name from Oil of Olay to simply Olay. They also
altered the logo to look more modern and reduced the amount of writing on the
package to make it more appealing to younger consumers. The new name and
look appealed to younger women without alienating baby boomers and older
women who had been Oil of Olay’s core consumers.

The moral of this story is that brands sometimes must be repositioned in order
to grow and prosper. Oil of Olay’s mature image was unappealing to millions of
younger consumers who also were turned off by the thought of using what they
imagined to be a greasy, oily product. By dropping Oil from the name and updat-
ing the packaging, P&G breathed new life into this old, successful brand.
Interestingly, the name Olay, which originally was made up by the chemists who
developed the product, is a surprisingly good name when marketing the product
globally. The word is easily pronounced in most languages and hints at being of
Spanish origin with its similar pronunciation to the Spanish word olé, which is a
shout of approval to a bullfighter or other performer.14

Implementing Positioning: 
Know Thy Consumer

Marketing communicators direct their efforts toward influencing consumers’
brand-related beliefs, attitudes, emotional reactions, and choices. Ultimately, the objec-
tive is to encourage consumers to choose “our” brand rather than a competitive
offering. To accomplish this goal, marketing communicators design advertising
messages, promotions, packages, brand names, sales presentations, and other
forms of brand-related messages—all of which are designed to drive home the
brand’s meaning, its positioning. This section examines positioning from the con-
sumer’s perspective by examining how individuals process marcom messages.

Diamonds (Given to Yourself) 
Are Forever

The Diamond Trading Company is a London-based organization
responsible for selling and marketing diamonds supplied by
DeBeers, the world’s largest supplier of diamonds. In concert with
its advertising agency, J. Walter Thompson (JWT) of New York, the
Diamond Trading Company embarked on an ambitious program to
create demand for right-hand diamond rings. Unlike “left-hand
diamond rings,” which traditionally are purchased by men for
women to whom they are engaged to be married, right-
hand diamond rings were designed to be
purchased by women for themselves.
As such, whereas the traditional
engagement ring symbolizes love
between two people, right-hand
diamond rings are an expression of a
woman’s individuality and style. Women have
always purchased rings for themselves to be worn on their
right hands, but a right-hand diamond ring is a rather dramatic
move in its juxtaposition against the traditional engagement ring.
The purchase of such a ring effectively represents a statement that
“I’m important,” “I’m worth it,” “I don’t need to depend on any-
one else,” or “I can indulge myself.”

Right-hand
diamond rings were
introduced in 2003 with an 
ad campaign in upscale magazines (e.g., Elle, Vogue, and
Vanity Fair). All of the ads compared the symbolism of right versus
left hands, and each ended with the statement: “Women of the
world, raise your right hand.” In addition to the highly creative ad

campaign, efforts were made to create enthusiasm and
generate word-of-mouth buzz by giving free

rings to celebrities (e.g., Faith Hill,
Jennifer Lopez, and Julia Roberts)
who were shown wearing them at
special events such as the Oscars.

The left-hand diamond (engagement)
ring is a lasting symbol of love between two

people. What are the odds that right-hand diamond rings
will have similar staying power in their symbolic tribute to self-love
and individualism?

SOURCE: Adapted from Sandra O’Loughlin, “Sparkler on the Other Hand,”
Brandweek, April 19, 2004, 18–19.
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The discussion is based on different perspectives about how consumers
process marcom information and ultimately use this information to choose from
among the alternatives available in the marketplace. We will label these the con-
sumer processing model (CPM) and the hedonic, experiential model (HEM). From a
consumer-processing perspective (CPM), information processing and choice are
seen as rational, cognitive, systematic, and reasoned.15 The hedonic, experiential
perspective, on the other hand, views consumer processing of marcom messages
and behavior as driven by emotions in pursuit of fun, fantasies, and feelings.16

A very important point needs to be emphasized before discussing each frame-
work. Specifically, it must be recognized that consumer behavior is much too com-
plex and diverse to be captured perfectly by two extreme models. You should
think of these as bipolar perspectives that anchor a continuum of possible con-
sumer behaviors—ranging, metaphorically speaking, from the “icy-blue cold”
CPM perspective to the “red-hot” HEM perspective (see Figure 5.10). At the CPM
end of the continuum is consumer behavior that is based on pure reason—cold, log-
ical, and rational. At the HEM end is consumer behavior based on pure passion—
hot, spontaneous, and perhaps even irrational. Between these extremes rests the
bulk of consumer behavior, most of which is not based on pure reason or pure pas-
sion and is neither icy blue cold nor red hot. Rather, most behavior ranges, again
in metaphorical terms, from cool to warm. In the final analysis, we will examine
the rather extreme perspectives of consumer behavior but recognize that often
both perspectives are applicable to understanding how and why consumers
behave as they do.

The Consumer Processing Model (CPM)
The information-processing situation faced by consumers and the corresponding
communication imperatives for marketing communicators have been described in
these terms:

The consumer is constantly being bombarded with information which is potentially rele-
vant for making choices. The consumer’s reactions to that information, how that informa-
tion is interpreted, and how it is combined or integrated with other information may have
crucial impacts on choice. Hence, [marketing communicators’] decisions on what informa-
tion to provide to consumers, how much to provide, and how to provide that information
require knowledge of how consumers process, interpret, and integrate that information in
making choices.17
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The following sections discuss consumer information processing in terms of
a set of interrelated stages.18 Although marcom efforts play an important role
in affecting all stages of this process, we will focus exclusively on the first six
stages because the last two (decision making and action) are determined by all
marketing-mix elements and not by marketing communications per se:
Stage 1: Being exposed to information
Stage 2: Paying attention
Stage 3: Comprehending attended information
Stage 4: Agreeing with comprehended information
Stage 5: Retaining accepted information in memory
Stage 6: Retrieving information from memory
Stage 7: Deciding from alternatives
Stage 8: Acting on the basis of the decision

Stage 1: Being Exposed to Information
The marketing communicator’s fundamental task is to deliver messages to con-
sumers, who, it is expected, will process the messages, understand the brand posi-
tioning, and, if the positioning is congenial with the consumer’s preference
structure, undertake the course of action advocated by the marketer. By definition,
exposure simply means that consumers come in contact with the marketer’s mes-
sage (they see a magazine ad, hear a radio commercial, notice an Internet banner,
and so on). Although exposure is an essential preliminary step to subsequent
stages of information processing, the mere fact of exposing consumers to the mar-
keting communicator’s message does not ensure the message will have any
impact. Gaining exposure is a necessary but insufficient condition for communica-
tion success. Ultimate success generally depends upon message quality and fre-
quency. The preceding sentence added a qualifier in saying that ultimate success
“generally” depends on message quality along with frequency. The reason for this
qualification is there is some evidence that the mere fact of being repeatedly
exposed to a message increases the likelihood that the receiver will judge that
message to be true. This is called the truth effect.19

In practical terms, exposing consumers to a brand’s message is a function of
two key managerial decisions: (1) establishing a sufficient marcom budget, and (2)
selecting appropriate media and vehicles with which to present a brand message.
In other words, a high percentage of a targeted audience will be exposed to a
brand’s message if adequate funds are allocated and wise choices of media outlets
are made; insufficient budget and poor media selection invariably result in low
levels of exposure.

Stage 2: Paying Attention
Laypeople use the expression “paying attention” in reference to whether someone
is really listening to and thinking about what a speaker (such as a teacher) is say-
ing, or whether his or her mind is wandering off into its own world of thought.
For psychologists, the term attention means fundamentally the same thing.
Attention, in its formal use, means to focus cognitive resources on and think
about a message to which one has been exposed. Actually, consumers pay atten-
tion to only a small fraction of marcom messages. This is because the demands
placed on their attention are great (we are virtually bombarded with advertise-
ments and other commercial messages), but information-processing capacity is lim-
ited. Effective utilization of limited processing capacity requires that consumers
selectively allocate mental energy (processing capacity) only to messages that are
relevant and of interest to current goals.

For example, once their initial curiosity is satisfied, most people who do not do
a lot of printing would, on exposure to the ad in Figure 5.11, pay relatively little
attention to the detailed comments about HP printers because the product has
little relevance to them. On the other hand, small business owners and individuals
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who run businesses from their homes could be expected to devote
conscious attention to the advertisement because it holds a high
level of relevance to their interests. Please notice that “conscious
attention” is emphasized in the previous sentence. This is to dis-
tinguish this deliberate, controlled form of attention from an auto-
matic form of relatively superficial attention that occurs when, for
example, an individual reacts to a loud noise even when a mes-
sage holds little personal relevance.20

How can attention selectivity be avoided? The short
answer is that marketing communicators can most effectively
gain the consumer’s attention by creating messages that truly
appeal to their needs for product-relevant information. The likeli-
hood that consumers will pay attention to an advertisement or
other form of marcom message also is increased by creating mes-
sages that are novel, spectacular, aesthetically appealing, eye catch-
ing, and so forth. We will delay further discussion of these
attention-gaining strategies until a subsequent chapter, at which
point we will describe in detail ways to augment consumers’ moti-
vation to attend brand messages.

In sum, attention involves allocating limited processing capacity
in a selective fashion. Effective marketing communications are
designed to activate consumer interests by appealing to those
needs that are most relevant to the target audience. This is no easy
task; marcom environments (stores, advertising media, noisy offices during sales
presentations) are inherently cluttered with competitive stimuli and messages that
also vie for the prospective customer’s attention. Research shows that clutter
reduces message effectiveness.21

Stage 3: Comprehension of What Is Attended
To comprehend is to understand and create meaning out of stimuli and symbols.
Communication is effective when the meaning, or positioning, a marketing com-
municator intends to convey matches what consumers actually extract from a
message. The term comprehension often is used interchangeably with perception;
both terms refer to interpretation. Because people respond to their perceptions of
the world and not to the world as it actually is, the topic of comprehension, or per-
ception, is one of the most important subjects in marketing communications.22

The perceptual process of interpreting stimuli is called perceptual encoding.
Two main stages are involved. Feature analysis is the initial stage whereby a
receiver examines the basic features of a stimulus (such as size, shape, color, and
angles) and from this makes a preliminary classification. For example, we are able
to distinguish a motorcycle from a bicycle by examining features such as size,
presence of an engine, and the number of controls. Lemons and oranges are distin-
guishable by their colors and shapes. The second stage of perceptual encoding,
active synthesis, goes beyond merely examining physical features. The context or
situation in which information is received plays a major role in determining what
is perceived and interpreted, or, in other words, what meaning is acquired.
Interpretation results from combining, or synthesizing, stimulus features with
expectations of what should be present in the context in which a stimulus is per-
ceived. For example, a synthetic fur coat placed in the window of a discount cloth-
ing store (the context) is likely to be perceived as a cheap imitation; however, the
same coat, when attractively merchandised in an expensive boutique (a different
context) might now be considered a high-quality, stylish garment.

A humorous way to better understand the difference between feature analysis
and active synthesis is by examining cartoons. Witty cartoonists often use humor
in subtle ways. They insert characters and props in cartoons that require the
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reader to draw from his or her own past experiences in
order to perceive (comprehend) the humor.

The important point in the preceding discussion is
that consumers’ comprehension of marketing stimuli is
determined by stimulus features and by characteristics of
the consumers themselves. Expectations, needs, person-
ality traits, past experiences, and attitudes toward the
stimulus object all play important roles in determining
consumer perceptions. Due to the subjective nature of the
factors that influence our perceptions, comprehension is
oftentimes idiosyncratic, or peculiar to each individual.
Figure 5.12 provides a humorous, albeit revealing, illus-
tration of the idiosyncrasy of perception. The Investigation
illustrates that each individual’s personal characteristics
and background influence how he or she perceives the
man in the middle.

A classic statement regarding the idiosyncratic nature
of perception is offered in the following quote:

We do not simply “react to” a happening or to some impinge-
ment from the environment in a determined way (except in
behavior that has become reflexive or habitual). We [interpret
and] behave according to what we bring to the occasion, and
what each of us brings to the occasion is more or less unique.23

This quote is from an analysis of fan reaction to a heat-
edly contested football game between Dartmouth and
Princeton universities way back in 1951. The game was
highly emotional and arguments and fights broke out on

both sides. Interestingly, fan reaction to the dirty play divided along team loyal-
ties. Dartmouth fans perceived Princeton players as the perpetrators, and vice
versa. That is, what fans experienced and how they interpreted events depended
on their view of who the “good guys” were prior to the game. In short, our indi-
vidual uniqueness conditions what we see!

An individual’s mood also can influence his or her perception of stimulus
objects. Research has found that when people are in a good mood they are more
likely to retrieve positive rather than negative material from their memories; are
more likely to perceive the positive side of things; and, in turn, are more likely to
respond positively to a variety of stimuli.24 Advertisers are well aware of this, at
least intuitively, when they use techniques such as humor and nostalgia to put
message receivers in a good mood.

Miscomprehension. People sometimes misinterpret or miscomprehend mes-
sages so as to make them more consistent with their existing beliefs or expecta-
tions. This typically is done without conscious awareness; nonetheless, distorted
perception and message miscomprehension are common. Miscomprehension of
marcom messages occurs primarily for three reasons: (1) messages are themselves
sometimes misleading or unclear, (2) consumers are biased by their own precon-
ceptions and thus “see” what they choose to see, and (3) processing of advertise-
ments often takes place under time pressures and noisy circumstances. The moral
is clear: marketing communicators cannot assume that consumers interpret mes-
sages in the manner intended. It is for this reason that message testing (also called
copy testing) is absolutely imperative before investing in print space, broadcast
time, or other media outlets. Also, it is important that marcom messages be
repeated so as to assure that most viewers and readers eventually understand the
marketer’s intended meaning.
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Stage 4: Agreement with What Is Comprehended
A fourth information-processing stage involves the matter of whether the con-
sumer agrees with (i.e., accepts) a message argument that he or she has compre-
hended. It is crucial from a marcom perspective that consumers not only
comprehend a message but that they also agree with the message (as opposed to
countering it or rejecting it outright). Comprehension by itself does not ensure
that the message will change consumers’ attitudes or influence their behavior.
Understanding that an advertisement is attempting to position a brand in a cer-
tain way is not tantamount to accepting that message. For example, we may
clearly understand when a retailer advertises itself as providing outstanding
service, but we would not agree with that positioning if we personally have expe-
rienced something less than this level of service from that retailer.

Agreement depends on whether the message is credible (i.e., believable, trust-
worthy) and whether it contains information and appeals that are compatible with
the values that are important to the consumer. For example, a consumer who is
more interested in the symbolic implications of consuming a particular product
than in acquiring functional value is likely to be persuaded more by a message
that associates the advertised brand with a desirable group than one that talks
about mundane product features. Using endorsers who are perceived as trustwor-
thy is another means of enhancing message credibility. Credibility also can be
boosted by structuring believable messages rather than making unrealistic claims.

Stages 5 and 6: Retention and Search and Retrieval 
of Stored Information
These two information-processing stages, retention and search and retrieval, are dis-
cussed together because both involve memory factors. The subject of memory is a
complex topic, but these complexities need not concern us here, because our inter-
est in the topic is considerably more practical.25

From a marcom perspective, memory involves the related issues of what con-
sumers remember (recognize and recall) about marketing stimuli and how they
access and retrieve information when in the process of choosing among product
alternatives. The subject of memory is inseparable from the process of learning, so
the following paragraphs first discuss the basics of memory, then examine learn-
ing fundamentals, and finally, emphasize the practical application of memory and
learning principles to marketing communications.

Elements of memory. Memory consists of long-term memory (LTM);
short-term, or working, memory (STM); and a set of sensory stores (SS). Informa-
tion is received by one or more sensory receptors (sight, smell, touch, and so on)
and passed to an appropriate SS, where it is rapidly lost (within fractions of a sec-
ond) unless attention is allocated to the stimulus. Attended information is then
transferred to STM, which serves as the center for current processing activity by
integrating information from the sense organs and from LTM. Limited processing
capacity is the most outstanding characteristic of STM; individuals can process
only a finite amount of information at any one time. An excessive amount of infor-
mation will result in reduced recognition and recall. Furthermore, information in
STM that is not thought about or rehearsed will be lost from STM in about 30 sec-
onds or less.26 (This is what happens when you get a phone number from a tele-
phone directory but then are distracted before you have an opportunity to dial the
number. You must refer to the directory a second time and then repeat the number
to yourself—rehearse it—so that you will not forget it again.)

Information is transferred from STM to LTM, which cognitive psychologists
consider to be a virtual storehouse of unlimited information. Information in LTM
is organized into coherent and associated cognitive units, which are variously
called schemata, memory organization packets, or knowledge structures. All three terms
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reflect the idea that LTM consists of associative links among related information,
knowledge, and beliefs. A diagram of the concept of a knowledge structure is
illustrated in Figure 5.13. This representation captures one baby boomer’s mem-
ory structure for the Volkswagen Beetle, a car she first owned during her college
years in the late 1960s and repurchased in 2005 to celebrate her 58th birthday.

The marketing communicator’s challenge is to provide positively valued
information that consumers will store in LTM and that will be used at some later
time to influence the choice of “our” brand over competitive options. There is a
good reason why information communicated about a brand must achieve long-
term memory storage and be readily retrievable from memory. Namely, the point
at which a consumer is exposed to information about a brand typically is sepa-
rated in time—sometimes by months—from the occasion at which the consumer
needs to access and use the information to make a purchase decision. Marketing
communicators continually attempt to alter consumers’ long-term memories, or
knowledge structures, by facilitating consumer learning of information that is
compatible with the marketer’s interest.

Types of learning. Two primary types of learning are relevant to marcom
efforts.27 One form is strengthening of linkages between the marketer’s brand and
some feature or benefit of that brand. Metaphorically, the marketing communica-
tor wishes to build mental “ropes” (rather than flimsy strings) between a brand
and its positive features and benefits. The objective, in other words, is to securely
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position the brand’s essence in the consumer’s memory. In gen-
eral, linkages are strengthened by repeating claims, being creative
in conveying a product’s features, and presenting claims in a con-
crete fashion. For example, the ad for Purex laundry detergent
(Figure 5.14) displays a miner’s hat on top of the container as a
concrete instantiation of the claim that Purex laundry detergent
removes dirt and odors by penetrating clothing “deep down”—
just like miners go deep down into shafts.

Marketing communicators facilitate a second form of learning
by establishing entirely new linkages. Returning to our discussion of
brand equity back in Chapter 2, the present notion of establishing
new linkages is equivalent to the previously discussed idea of
enhancing brand equity by building strong, favorable, and per-
haps unique associations between the brand and its features and
benefits. Hence, the terms linkage and association are interchange-
able in this context. Both involve a relation between a brand and
its features and benefits that are stored in a consumer’s memory.

Search and retrieval of information. Information that
is learned and stored in memory only impacts consumer choice
behavior when it is searched and retrieved. Precisely how
retrieval occurs is beyond the scope of this chapter. Suffice it to
say that retrieval is facilitated when a new piece of information is
linked, or associated, with another concept that is itself well
known and easily accessed. This is precisely what Purex’s brand management and
ad agency team has attempted to accomplish by using the miner’s hat to illustrate
deep-down cleaning ability. It is much easier for people to retrieve the concrete
idea of a miner’s hat as emblematic of going “deep down” than it is to salvage
from memory the abstract semantic concept of deep penetration. Dual-coding the-
ory offers an explanation.

According to dual-coding theory, pictures are represented in memory in ver-
bal as well as visual form, whereas words are less likely to have visual representa-
tions.28 In other words, pictures and visuals (versus words) are better remembered
because pictures are especially able to elicit mental images. Research has shown
that information about product attributes is better recalled when the information
is accompanied with pictures than when presented only as prose.29 The value of
pictures is especially important when verbal information is itself low in imagery.30

A CPM Wrap-Up
A somewhat detailed account of consumer information processing has been
presented. As noted in the introduction, the CPM perspective provides an appro-
priate description of consumer behavior when that behavior is deliberate,
thoughtful, or, in short, highly cognitive. Much consumer behavior is of this
nature. On the other hand, behavior also is motivated by emotional, hedonic,
and experiential considerations. Therefore, we need to consider the HEM perspec-
tive and the implications this model holds for marketing communicators and
brand positioning.

The Hedonic, Experiential Model (HEM)
It again is important to emphasize that the rational consumer processing model
(CPM) and the hedonic, experiential model (HEM) are not mutually exclusive.
Indeed, there is impressive evidence that individuals comprehend reality by these
rational and experiential processes operating interactively with one another, with
their relative influence contingent on the nature of the situation and the amount of
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emotional involvement—the greater the emotional involvement,
the greater the influence of experiential processes.31 Hence, the
HEM model probably better explains how consumers process infor-
mation when they are carefree and happy and confronted with posi-
tive outcomes.32

Whereas the CPM perspective views consumers as pursuing such
objectives as “obtaining the best buy,” “getting the most for their
money,” and “maximizing utility,” the HEM viewpoint recognizes
that people often consume products for the sheer fun of it or in the
pursuit of amusement, fantasies, or sensory stimulation.33 Product
consumption from the hedonic perspective results from the anticipa-
tion of having fun, fulfilling fantasies, or having pleasurable feelings.
Comparatively, choice behavior from the CPM perspective is based
on the thoughtful evaluation that the chosen alternative will be more
functional and provide better results than will the alternatives.

Thus, viewed from an HEM perspective, products are more than
mere objective entities (a bottle of perfume, a stereo system, a can of
soup, etc.) and are, instead, subjective symbols that precipitate feel-
ings (e.g., love and pride) and promise fun and the possible realiza-
tion of fantasies. Products most compatible with the hedonic
perspective include the performing arts (e.g., opera and modern
dance), the so-called plastic arts (e.g., photography and crafts), popu-
lar forms of entertainment (e.g., movies and rock concerts), fashion
apparel, sporting events, leisure activities, and recreational pur-

suits.34 It is important to realize, however, that any product—not just these
examples—may have hedonic and experiential elements underlying its choice
and consumption. For example, a lot of pleasant feelings and fantasizing are
attached to thinking about purchasing a product such as skis, an automobile, a
bicycle, or furniture. Even Procter & Gamble, which historically has been noted

for its matter-of-fact advertising style, altered its emphasis on
performance claims for Tide detergent and focused more on the
emotions associated with clean, fresh laundry.

The differences between the HEM and CPM perspectives
hold meaningful implications for marcom practice. Whereas ver-
bal stimuli and rational arguments designed to position a brand
and to affect consumers’ product knowledge and beliefs are most
appropriate in CPM-oriented marcom efforts, the HEM approach
emphasizes nonverbal content or emotionally provocative words
and is intended to generate images, fantasies, and positive emo-
tions and feelings.

A vivid contrast between the CPM and HEM orientations is
illustrated in the differences in the advertisements for Honda
automobiles (Figure 5.15) and the BMW 6 Series (Figure 5.16).
The former ad uses verbal content to explain in some detail
Honda’s commitment to safety, which is a relatively new posi-
tioning for this brand. The ad exemplifies the CPM approach in
that it attempts to move the consumer through all the CPM
stages discussed previously. Honda’s ad agency expects that con-
sumers will think of that company and its automobiles in a
slightly different light than in the past: Honda products not only
are high performing and dependable (well-established associa-
tions for Honda), but they also are superb in safety (a new posi-
tioning).
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Comparatively, the BMW ad (Figure 5.16) provides little
information about product attributes and functional benefits.
Rather, the ad in its striking simplicity appeals directly to the
emotions of fun and exhilaration. The consumer in seeing this ad
need not expend any thought; emotion and fantasy are front and
center—you owe yourself this indulgence (“U.O.U.” according
to the ad’s headline).

The prior discussion and examples have emphasized adver-
tising, but it should be apparent that the differences between
the CPM and HEM perspectives apply as well to other forms of
marketing communications. A salesperson, for example, may
emphasize product features and tangible benefits in attempting
to make a sale (CPM approach), or he or she may attempt to con-
vey the fun, fantasies, and pleasures that prospective customers
can enjoy with product ownership. Successful salespersons
employ both approaches and orient the dominant approach to
the consumer’s specific personality and needs. That is, successful
salespersons know how to adapt their presentations to different
customers—it is hoped, of course, that they are doing it honestly
and maintaining standards of morality.

Finally, no single positioning strategy, whether aimed at
CPM or HEM processing, is effective in all instances. What works
best depends on the specific nature of the product category,
the competitive situation, and the character and needs of the
target audience. Returning to the fundamentals of positioning, brands can be posi-
tioned to appeal to functional needs, which is congenial with the CPM perspective,
or to symbolic or experiential needs, which is more harmonious with the HEM
approach.

Summary

This chapter introduced the concept and practice of brand positioning and
described it as representing the key feature, benefit, or image that a brand stands
for in the target audience’s collective mind. A positioning statement is the central
idea that encapsulates a brand’s meaning and distinctiveness vis-à-vis competi-
tive brands. Because meaning is fundamental to positioning, the chapter intro-
duced the notion of semiotics and described meaning production as a process in
which consumers are actively involved in constructing meaning from marcom
messages, meaning that may or may not be equivalent to what the communicator
intended to convey. It was further described that the fundamental concept in
semiotics is the sign, which is something physical and perceivable that signifies
something (the referent) to somebody (the interpreter) in some context. It further
was explained that marcom practitioners, when in the process of positioning their
brands, draw meaning from the culturally constituted world (i.e., the everyday
world filled with artifacts) and transfer that meaning to their brands.

It was made clear that a good positioning statement must satisfy two require-
ments: (1) reflect a brand’s competitive advantage (vis-à-vis competitive offerings
in the same product category), and (2) motivate consumers to action. In the
context of these two considerations, four possible outcomes from an attempted
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brand positioning were identified, namely, that the positioning is a potential “loser,”
a “winner,” a “swimming-up-the-river” proposition, or a “promotes-competitors”
prospect.

Detailed discussion was devoted to the various ways brands can be posi-
tioned. The options included benefit positioning—where a brand is positioned in
terms of functional, symbolic, or experiential needs—and attribute positioning.
This latter form includes positioning based on product-related features or in terms
of usage or user imagery.

The chapter also described the fundamentals of consumer-choice behavior.
Two relatively distinct perspectives on choice behavior were presented: the con-
sumer processing model (CPM) and the hedonic, experiential model (HEM). The
CPM approach views the consumer as an analytical, systematic, and logical deci-
sion maker. According to this perspective, consumers are motivated to achieve
desired goals. The CPM process involves attending to, encoding, retaining,
retrieving, and integrating information so that a person can achieve a suitable
choice among consumption alternatives. Brands positioned to be in tune with the
CPM process emphasize logical arguments and functional features over emotion
and symbolism. Comparatively, the HEM perspective views consumer-choice
behavior as resulting from the pursuit of fun, fantasy, and feelings. Thus, some
consumer behavior is based predominantly on emotional considerations rather
than on objective, functional, and economic factors. The distinction between the
CPM and HEM views of consumer choice is an important one for marketing com-
municators. The techniques and creative strategies for affecting consumer-choice
behavior clearly are a function of the prevailing consumer orientation.

Discussion Questions
1. Meaning creation, according to the semiotics perspective, is a constructive

process. Explain what this means and illustrate your understanding with a
personal example.

2. In Chapter 2 you read about “leveraging” (refer to Figure 2.8) as one of the
ways by which brand associations are created. Relate that discussion to the
concept of imbuing a brand with meaning by pulling existing meaning from
the “culturally constituted world.”

3. As a brand manager, assume you have decided to promote your brand on the
basis of an attribute that is very important to consumers but for which your
brand has no advantage over competitive offerings. In the context of Figure
5.3, explain the likely outcome of this positioning effort.

4. How does your college or university position itself? If you were responsible
for coming up with a new positioning, or repositioning, for your college or
university, what would that be? Justify your choice.

5. How is your favorite brand of athletic footwear (Adidas, Nike, Reebok, etc.)
positioned?

6. A reality of marketing communications is that the same sign often means dif-
ferent things to different people. Provide an example from your own personal
experience in which the same sign has had different meanings for diverse
people. What are the general implications for marketing communications?

7. Some magazine advertisements show a picture of a product and mention the
brand name, but have virtually no verbal content except, perhaps, a single
statement about the brand. Locate an example of this type and explain what
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meaning you think the advertiser is attempting to convey. Ask two friends to
offer their interpretations of the same ad, and then compare their responses to
determine the differences in meaning that these ads have for you and your
friends. Draw a general conclusion from this exercise.

8. When discussing exposure as the initial stage of information processing, it was
claimed that gaining exposure is a necessary but insufficient condition for suc-
cess. Explain.

9. Explain why attention is highly selective and what implication selectivity
holds for brand managers and their advertising agencies.

10. All marketing communications environments are cluttered. Explain what this
means and provide several examples. Do not restrict your examples just to
advertisements.

11. Explain each of the following related concepts: perceptual encoding, feature
analysis, and active synthesis. Using a consumer packaged good of your
choice, explain how package designers for this brand have used concepts of
feature analysis in designing the package.

12. Figure 5.13 presents a consumer’s knowledge structure for the VW Beetle.
Construct your knowledge structure for the one automobile you most covet
owning. If you have no automobile ownership desires, construct your knowl-
edge structure for the Beetle.

13. Some experts claim that countries, states, and municipalities can be positioned
just like other “products” for purposes of attracting tourism dollars. If you are
a U.S. resident, explain how you would position your home state to enhance
its ability to attract more tourists. If you are a foreign national, explain how
you would promote your country, or a region of your country, to attract more
tourists.
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survey asks frequent consumers of brands in each

category to rate, in order of importance, those choice

factors (termed drivers) that most ensure their loyalty to

a particular brand. In the airline category, for example,

the top four drivers are safety,

boarding and booking

efficiency, overall

experience, and

in-flight comfort.

In early 2005,

Brand Keys’ most recent survey

identified airline company JetBlue as the top brand in

CHAPTER 6

Marcom Objective Setting
and Budgeting

Gaining loyal customers is a goal that brand managers

work diligently to achieve. It is no easy task, however,

as consumers often have high expectations for their

brands that are difficult to satisfy. A New York research

firm, Brand Keys, conducts an annual

survey to identify companies

in a variety of product

and service categories

that have the most

loyal customers. Brand

Keys surveys a sample of 16,000

men and women between the ages of 21 and 60. The

Marcom Challenge: 
Brands with the Most Loyal Customers

Product/Service Category Brand Winner

Airlines JetBlue

Athletic footwear Skechers/New Balance (tie)

Light beer Miller Lite

Regular beer Miller Genuine Draft

Bottled water Poland Spring

Car rental Avis

Computers Apple

Credit cards Discover Card

Hotels Hyatt

Long-distance phone service Verizon

Mobile phone Samsung

Online travel Expedia

Parcel delivery FedEx

Pizza Pizza Hut/Papa John’s (tie)

Quick-service food Subway

Retail Wal-Mart

Search engine Google

Soft drinks Pepsi



terms of overall brand loyalty.1 This young airline is

noted for its new planes, leather seats, low fares, and

in-flight DirecTV. One respondent offered this explana-

tion for his loyalty to JetBlue: “You can’t beat the service

you get from them. It’s like traveling business class for

a tenth of the price.” In addition to JetBlue, the customer

loyalty winners in other product and service categories

are as shown in this list.

C H A P T E R  O B J E C T I V E S

1
Understand the process of marcom objective setting 

and the requirements for good objectives.

2
Describe the hierarchy-of-effects model 

and its relevance for setting marcom objectives.

3
Understand the role of sales as a marcom objective 

and the logic of vaguely right 
versus precisely wrong thinking.

4
Understand the nature and importance 

of marcom budgeting.

5
Explain the relation between 

a brand’s share of market (SOM) 
and its share of voice (SOV).

6
Explain the various rules of thumb, or heuristics, 

that guide practical budgeting.
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Overview

Returning again to the model of the marcom process provided in Chapter 1,
you will recall that the framework described various forms of “fundamental” and
“implementation” decisions. We continue with this theme as it relates specifically
to advertising objective setting and budgeting. These activities, along with target-
ing (the subject of Chapter 4) and positioning (Chapter 5), are the bedrock of all
subsequent marcom decisions. Marcom strategy built on a weak foundation is vir-
tually guaranteed to fail. Intelligent objectives and an adequate budget are critical
for success. Let us not forget the mantra introduced in Chapter 1:

All marketing communications should be (1) directed to a particular target market,
(2) clearly positioned, (3) created to achieve a specific objective, and (4) undertaken
to accomplish the objective within budget constraint.

This chapter culminates the discussion of fundamental marcom decisions by
examining both objective setting and budgeting. Both topics have been treated in
the past mostly from the perspective of advertising rather than marcom in gen-
eral. However, because the issues are similar regardless of the form of marketing
communications, in this chapter we will pull from the advertising literature and
apply it to all forms of marketing communications.

The key argument to be made is that objective setting and budgeting decisions
must be formal and systematic rather than unplanned. Both topics represent key
decisions that set the stage for the subsequent set of “implementation” decisions,
which include the choice of messages, media, mixture of marcom elements, and
the achievement of a continuous message presence, or momentum. (Please note
that these four “implementation” decisions, along with the “fundamental” deci-
sions, were introduced in the model of the marcom process in Chapter 1. It would
be useful to review this model in Figure 1.3 to reacquaint yourself with the overall
scope of marcom strategy.)

Setting Marcom Objectives

Marcom objectives are goals that the various marcom elements aspire to individ-
ually or collectively achieve during a scope of time such as a business quarter or
fiscal year. Objectives provide the foundation for all remaining decisions. Specific
chapters later in the text detail the objectives that each component of the marcom
mix is designed to accomplish; for present purposes it will suffice merely to list an
illustrative set of objectives that communicators hope to accomplish using differ-
ent marcom tools. Alongside each objective, in brackets, are the marcom tools
most suitable for accomplishing that objective:

• Facilitate the successful introduction of new brands [brand naming and pack-
aging, advertising, sales promotions, word-of-mouth buzz generation, and
point-of-purchase (P-O-P) displays].

• Build sales of existing brands by increasing the frequency of use, the variety of
uses, or the quantity purchased [advertising and sales promotions].

• Inform the trade (wholesalers, agents or brokers, and retailers) and consumers
about brand improvements [personal selling and trade-oriented advertising].

• Create brand awareness [advertising, packaging, and P-O-P messages].
• Enhance a brand’s image [brand naming and packaging, advertising, event

sponsorship, cause-oriented marketing, and marketing-oriented PR].
• Generate sales leads [advertising].



• Persuade the trade to handle the manufacturer’s brands [trade-oriented adver-
tising and personal selling].

• Stimulate point-of-purchase sales [brand naming and packaging, P-O-P mes-
sages, and external store signage].

• Increase customer loyalty [advertising and sales promotions].
• Improve corporate relations with special interest groups [marketing-

oriented PR].
• Offset bad publicity about a brand or generate good publicity [marketing-

oriented PR].
• Counter competitors’ communications efforts [advertising and sales pro-

motions].
• Provide customers with reasons for buying immediately instead of delaying a

purchase [advertising and sales promotions].

The objectives that marketing communications in its various forms must
accomplish are varied, but regardless of the substance of the objective, there are
three major reasons why it is essential that objectives be established prior to mak-
ing the all-important implementation decisions regarding message selection,
media determination, and how the various marcom elements should be mixed
and maintained:2

1. The process of setting objectives literally forces top marketing executives and
marcom personnel to agree on the course that a brand’s marcom strategy will
take for the following planning period as well as the tasks it is to accomplish
for a specific brand. As such, objectives provide a formalized expression of
management consensus.

2. Objective setting guides the budgeting, message, and media aspects of a
brand’s marcom strategy. Objectives determine how much money should be
spent and provide guidelines for the kinds of message strategy and media
choice needed to accomplish a brand’s marketing communications objectives.

3. Objectives provide standards against which results can be measured. As will be
detailed later, good objectives set precise, quantitative yardsticks of what a
marcom program hopes to accomplish. Subsequent results can then be com-
pared with these standards to determine whether the effort accomplished
what it was intended to do.

The Hierarchy of Marcom Effects
A full appreciation of marcom objective setting requires that we first look at the
process of communications from the customer’s perspective. A framework called
the hierarchy of effects is appropriate for accomplishing this understanding. The
hierarchy framework reveals that the choice of marcom objective depends on the
target audience’s degree of experience with the brand prior to commencing a mar-
com campaign.3

The hierarchy-of-effects metaphor implies that for marketing communica-
tions to be successful, the various marcom elements must advance consumers
through a series of psychological stages, much in the way a person climbs a lad-
der—one step, then another, and another, until the top of the ladder is reached. A
variety of hierarchy models have been formulated, all of which are predicated on
the idea that the marcom elements, if successful, move people from an initial state
of unawareness about a brand to eventually purchasing that brand.4 Intermediate
stages in the hierarchy represent progressively closer steps to brand purchase.
The hierarchy in Figure 6.1 goes a step further by establishing brand loyalty as the
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top step on the ladder.5 Please examine Figure 6.1 carefully before reading on. The
meaning of each of these stages, or hierarchy steps, is best understood by examin-
ing an actual advertisement. Consider the ad in Figure 6.2 for a brand called Beano.
A glance at this ad quickly indicates that this product somehow is related to beans.
It is a simple product indeed, but it provides us with an apt illustration of how the
various marcom elements can work in concert to move consumers through the
hierarchy stages.

Advancing Consumers from Unawareness to Awareness
When first introduced to the market, consumers were initially unaware of Beano’s
existence and of its special features (many no doubt remain unaware). The initial
marcom imperative, therefore, is to make consumers aware that there is a product
such as Beano. In general, creating awareness is essential for new or unestablished
brands. Unless consumers are aware of a brand, that brand cannot be a member of
their set of viable purchase alternatives. Of all the marcom tools, advertising
(via mass media or otherwise) generally is the most effective and efficient method
for quickly creating brand awareness. Sometimes advertising agencies place
excessive emphasis on building brand awareness by creating zany ads with off-
beat humor or using blatant sex appeals. However, as described in the IMC Focus,
creating awareness does not assure that consumers will move further up the
hierarchy toward purchasing the brand and potentially becoming loyal repeat
purchasers.
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Creating an Expectation
Mere brand name awareness generally is not sufficient to get people to buy a
brand, particularly when consumers already possess a solution to a consumption-
related problem or remain unaware that a solution is available. Advertising and
other marcom elements must instill in consumers an expectation of what product
benefit(s) they will obtain from buying and experiencing a brand. It should be
noted that an expectation from the consumer’s perspective is based on how the
brand has been positioned, which was the subject of Chapter 5. In the case of
Beano, consumers are basically promised that if they take Beano just before eating
gassy products (beans, broccoli, cauliflower, etc.), gas buildup will be prevented.
This is how Beano has been positioned, and this is the expectation that Beano’s
brand management team wishes to implant in the target audience’s collective
mind. To the extent consumers develop this expectation, they may undertake trial
purchases of Beano to learn for themselves whether it lives up to its promise.

Encouraging Trial Purchases
Sales promotions and advertisements sometimes work
together to encourage trial purchases, often by influencing
consumers to switch from brands they currently are pur-
chasing. As the name suggests, a trial purchase is just
that: the consumer tries a brand for the first time. Because
most advertisements can simply hope to entice, enthuse,
and whet one’s appetite—or, in general, create expecta-
tions—a more compelling mechanism is required for gen-
erating trial purchases. And, indeed, this is the role of the
sales promotions component of marketing communica-
tions. Free samples and coupons are particularly effective
devices for getting consumers to try new brands of pack-
aged goods. In the case of expensive durable products,
major price discounts and rebate offers are effective in

This Cat(fight) Is a Dog

In response to diet fads eschewing the intake of carbohydrates
(e.g., the Atkins and South Beach diets), the Miller Brewing
Company, starting in 2004, undertook an aggressive ad campaign
by comparing Miller Lite against Anheuser-Busch’s Bud Light.
Using humorous but hard-hitting TV ads, Miller Lite’s advertise-
ments attempted to persuade consumers that that brand should
be their preferred choice because it contains only one-half the
carbohydrate content of Bud Light. This campaign had a substantial
impact on Miller Lite’s market share, which rose while
Bud Light’s share declined.

But prior to this campaign, Miller
had attempted to boost sales of
Miller Lite by running a campaign
with blatant sex appeal. The cam-
paign was dubbed “Catfight” based on
the campaign’s initial spot in which two scantily
clad women fought and shed clothing over whether Miller Lite
tastes great or is less filling. (Older readers will recall 1970s adver-
tising for Miller Lite that advertised the brand as both tasting great
and being less filling.) A series of additional spots presented sexy
women in confrontational scenes arguing over Miller Lite’s relative

merits. The 
campaign generated 
considerable buzz as well as contro-
versy in feminist circles and elsewhere for its treatment of women
as sex objects.

However, of primary relevance in the context of the present dis-
cussion is the fact that, although brand awareness of Miller
Lite increased during the Catfight campaign, actual sales declined

by 3 percent. In a meeting with financial analysts who
track the performance of Miller’s various

brands, the president of Miller Lite had
this to say about the ad campaign in
a retrospective analysis: “Awareness is

not the problem, but actual [purchase]
consideration is the problem and challenge

and opportunity. We want to ensure that the
[advertising] spend we put behind the brand is leading toward actual
consideration and not just continuing to build awareness.”

SOURCE: Hillary Chura, “Miller Loses ‘Catfight,’ Buzz Doesn’t Lift Lite,” Advertising
Age, June 2, 2003, 3, 51. Reprinted with permission from the June 2, 2003 issue
of Advertising Age. Copyright, Crain Communications, Inc.
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encouraging a form of trial behavior such as test-driving automobiles or hitting
golf balls with so-called demonstrator golf clubs.

Forming Beliefs and Attitudes
Upon trying a brand for the first time, the consumer will form beliefs about its per-
formance. With respect to Beano, the beliefs may be thoughts such as, “It does pre-
vent gas buildup, but I don’t like its taste.” These beliefs, in turn, form the basis for
developing an overall attitude toward the brand. Beliefs and attitudes are mutu-
ally reinforcing, as illustrated by the double-headed arrow linking these two ele-
ments in Figure 6.1. If Beano lives up to the consumer’s expectations about
preventing gas buildup, the attitude toward that brand most likely will be posi-
tive; on the other hand, the attitude can be expected to be somewhat ambivalent or
even negative if the brand fails to satisfy the expected benefit that motivated the
trial purchase.

Reinforcing Beliefs and Attitudes
Once brand-specific beliefs and attitudes are formed as the outcome from firsthand
product usage experience, subsequent marketing communications serve merely to
reinforce the consumers’ beliefs and attitudes that resulted from trying the product.
In Figure 6.1 this is referred to as belief reinforcement and attitude reinforcement. The
reinforcement objective is accomplished when a marketing communicator sticks
with a particular promise and promotes this point repeatedly over time.

Accomplishing Brand Loyalty
As long as the brand continues to satisfy expectations and a superior brand is not
introduced, the consumer may become a brand-loyal purchaser. This indeed is the
ultimate objective, because, as has been mentioned, it is much cheaper to retain
present customers than it is to continuously prospect for new ones.6 The Marcom
Challenge provided illustrations of brands in different product and service cate-
gories where customer loyalty is particularly high.

Brand loyalty is the top rung on the hierarchy of marcom effects (Figure 6.1).
Loyalty is not a guaranteed outcome, however. Strong brand loyalty occasionally
develops. For example, some consumers always purchase the same brand of cola;
others forever smoke the same brand of cigarette; and there are those who use the
same brand of deodorant, toothpaste, shampoo, or even automobile. In many other
instances, however, the consumer never forms a strong preference for any brand.
Rather, the consumer continually shifts his or her allegiance from one brand to the
next, constantly trying, trying, and trying but never developing a strong commit-
ment to any particular brand. Consumer behavior can be like dating; some people
continue to “play the field” but never become committed to anyone.

Brand loyalty is a goal that the marketing communicator aspires to achieve.
Obtaining the consumer’s loyalty necessitates meeting the consumer’s needs bet-
ter than competitive brands and continuing to communicate the brand’s merits to
reinforce the consumer’s brand-related beliefs and attitudes. (See Figure 6.1 as a
graphic reminder of this point.) It is interesting to note, however, that the various
marcom elements may be in conflict toward the goal of accomplishing brand loy-
alty. Whereas advertising has the desirable long-run effect of making consumers
less price sensitive and more brand loyal, sales promotions can reduce loyalty by
effectively “training” consumers to be price sensitive and thus inclined to switch
among brands to avail themselves of price discounts.7

Section Summary
It should be apparent from this discussion of marcom’s hierarchy of effects that
the objective for a brand’s marcom program at any point in time depends on
where in the hierarchy consumers are located. Although individual consumers
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inevitably will be at different levels of the hierarchy, the issue is one of where most
consumers are located. For example, if research reveals that the vast majority
of the target audience remains unaware of the brand, then creating awareness is of
uppermost importance. If, however, most members of the target audience know
of the brand but they’re not clear what it stands for, then the marcom task becomes
one of designing messages that build an expectation capable of motivating con-
sumers to try the brand.

Requirements for Setting 
Suitable Marcom Objectives
A marcom objective is a specific statement about a planned execution in terms of
what a marcom program is intended to accomplish at a point in time. That goal is
based on knowledge of where on the hierarchy of effects members of the target
audience are located and knowledge of the current, or anticipated, competitive sit-
uation in the product category and on the problems that the brand must confront
or the opportunities that are available.

The specific content of a marcom objective depends entirely on the brand’s
unique situation. Hence, it is not feasible to discuss objective content without hav-
ing current details (such as those provided by marketing research) about the com-
petitive context. We can, however, describe the requirements that all good
objectives must satisfy. Let us start by making it clear that not all objectives are
well stated. Consider the following examples:

Example A: The objective next business quarter for Brand X is to realize
increased sales.

Example B: The objective next business quarter for Brand X is to elevate overall
brand awareness from the present level of 60 percent to 80 percent.

These extreme examples differ in two important respects. First, example B is
obviously more specific. Second, whereas example A deals with a sales objective,
example B involves a presales goal (increase awareness). The sections that follow
describe the specific criteria that good objectives must satisfy.8 We will return to
examples A and B in the process of presenting these criteria, which are listed in
Figure 6.3.

Objectives Must Include a Precise Statement 
of Who, What, and When
Objectives must be stated in precise terms. At a minimum, objectives should spec-
ify the target audience (who), indicate the specific goal—such as awareness
level—to be accomplished (what), and indicate the relevant time frame over
which the objective is to be achieved (when). For example, the marcom campaign
for Beano (Figure 6.2) might include objectives such as: (1) “Within six months
from the beginning of the campaign, research should show that 40 percent of
all adults are aware of the Beano name”; (2) “Within six months from the begin-
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◆ Include a precise statement of who, what, and when
◆ Be quantitative and measurable
◆ Specify the amount of change
◆ Be realistic
◆ Be internally consistent
◆ Be clear and in writing 

Figure 6.3

Criteria That Good Marcom
Objectives Must Satisfy



ning of the campaign, research should show that at least 30 percent of the target
audience knows that Beano prevents gas buildup from eating beans and other
foods”; or (3) “Within one year from the beginning of the campaign, at least 10
million consumers should have tried Beano.”

Returning to the hypothetical objectives (A versus B) for Brand X, example B
represents the desired degree of specificity and, as such, would give brand man-
agers something meaningful to direct their efforts toward and provide a clear-cut
benchmark for assessing whether the marcom campaign has accomplished its
objective. Example A, by comparison, is much too general. Suppose sales have
actually increased by 2 percent during the course of the campaign. Does this mean
the campaign was successful since sales have in fact increased? If not, how much
increase is necessary for the campaign to be regarded as a success?

Objectives Must Be Quantitative and Measurable
This requirement demands that ad objectives be stated in quantitative terms so as
to be measurable. A nonmeasurable objective for Beano would be a vague state-
ment such as, “Marketing communications should enhance consumers’ knowl-
edge of Beano.” This objective lacks measurability because it fails to specify the
product benefit of which consumers are to possess knowledge.

Objectives Must Specify the Amount of Change
In addition to being quantitative and measurable, objectives must specify the
amount of change they are intended to accomplish. Example A (to increase sales)
fails to meet this requirement. Example B (to increase awareness from 60 percent
to 80 percent) is satisfactory because it clearly specifies that anything less than a 20
percent awareness increase would be considered unsuitable performance.

Objectives Must Be Realistic
Unrealistic objectives are as useless as having no objective at all. An unrealistic
objective is one that cannot be accomplished in the time allotted to the proposed
marcom campaign. For example, a brand that has achieved only 15 percent con-
sumer awareness during its first year on the market could not realistically expect a
small marcom budget to increase the awareness level to, say, 45 percent next year.

Objectives Must Be Internally Consistent
Objectives set for a particular element of a marcom program must be compatible
(internally consistent) with objectives set for other marcom components. It would
be incompatible for a manufacturer to proclaim a 25 percent reduction in sales
force while simultaneously stating that the advertising and sales promotion objec-
tive is to increase retail distribution by 20 percent. Without adequate sales force
effort, it is doubtful that the retail trade would give a brand more shelf space.

Objectives Must Be Clear and in Writing
For objectives to accomplish their purposes of fostering communication and per-
mitting evaluation, they must be stated clearly and in writing so that they can be
disseminated to marcom personnel who will be held responsible for seeing that
the objectives are accomplished.

Should Marcom Objectives 
Be Stated in Terms of Sales?
We can broadly distinguish two types of marcom objectives: sales versus presales
objectives. Presales objectives are commonly referred to as communication objectives,
with the term communication derived from efforts to communicate outcomes that
will increase the target audience’s brand awareness, enhance their attitudes
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toward the brand, shift their preference from competitors’ brands to our brand,
and so on. Comparatively, using sales as the goal for a particular advertising cam-
paign means that the marcom objective literally is to increase sales by a specified
amount. Marcom practitioners and educators since the early 1960s have tradition-
ally rejected the use of sales as an appropriate objective. On the other hand, a rela-
tively recent perspective asserts that influencing sales should always represent the
objective of any marcom effort.

The following discussion first presents the traditional view on this matter
(favoring a presales objective) and then introduces the heretical position (prefer-
ring a sales objective). In the manner of Hegelian dialectic—that is, stating a thesis,
identifying its opposite (antithesis), and then offering a synthesis of positions—we
will present the traditional and heretical views as thesis and antithesis, respec-
tively, and follow these with a synthesis of positions.

The Traditional View (Thesis)
This point of view asserts that using sales as the objective for a branded product’s
marcom effort is unsuitable for two major reasons. First, a brand’s sales volume
during any given period is the consequence of a host of factors in addition to
advertising, sales promotions, and other elements of the program. These include
the prevailing economic climate, competitive activity, and all the marketing mix
variables used by a brand—its price level, product quality, distribution strategy,
and so forth. It is virtually impossible, according to the traditional view, to deter-
mine precisely the role advertising or other marcom elements have had in influ-
encing sales in a given period, because marketing communications is just one of
many possible determinants of sales.

A second reason that sales response is claimed to represent an unsuitable
objective is that marcom’s effect on sales is typically delayed, or lagged. For
example, advertising during any given period does not necessarily influence sales
in the current period but may influence sales during later periods. The advertising
of a particular automobile model this year may have limited effect on some con-
sumers’ purchasing behavior because these consumers are not presently in the
market for a new automobile. On the other hand, this year’s advertising can influ-
ence consumers to select the advertised model next year when they are in the mar-
ket. Thus, advertising may have a decided influence on consumers’ brand
awareness, product knowledge, expectations, attitudes, and, ultimately, purchase
behavior, but this influence may not be evident during the period when the effect
of advertising on sales is measured.

Advocates of the traditional view thus argue that it is misguided to use sales
as the goal for a particular marcom effort. Their view, fundamentally, is that it is
idealistic to set sales as the objective because marcom’s exact impact on sales can-
not be accurately assessed.

A Heretical View (Antithesis)
On the other hand, some specialists contend that marketing communicators
should always state objectives in terms of sales or market share gains and that fail-
ure to do so is a cop-out. The logic of this nontraditional, or heretical, view is that
marcom’s purpose is not just to create brand awareness, convey copy points,
influence expectations, or enhance attitudes but rather to generate sales. Thus,
according to this position it is always possible to measure, if only vaguely and
imprecisely, marcom’s effect on sales. Presales, or communication, objectives such
as increases in brand awareness are claimed to be “precisely wrong,” in contrast to
sales measures that are asserted to be “vaguely right.”9

To better understand the logic of this vaguely right versus precisely wrong think-
ing (or VR versus PW for short), we need to examine closely the constituent oppo-
sitional elements: wrong versus right and precise versus vague (see Figure 6.4).
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First, the issue of right versus wrong concerns the marcom objective. The heretical
view contends that a sales objective is the right objective and that any other objec-
tive is wrong. Second, the issue of precise versus vague refers to the ability to deter-
mine whether the marcom program has accomplished its objective. With a
communication objective such as brand awareness, it can be determined with rel-
ative certainty that any registered change in brand awareness that has occurred
since the onset of a marcom campaign is due primarily to the marcom effort.
Hence, the amount of influence that, say, advertising has had on brand awareness
can be measured relatively precisely. However, as described previously, because
many factors influence a brand’s sales level, the effect that advertising and the
other marcom tools have had on sales can be measured only somewhat crudely,
imprecisely, or, in other words, vaguely.

Thus, the VR versus PW perspective makes the very important point that mar-
keting communicators, and perhaps especially their agencies, might be deceiving
themselves into thinking that, say, advertising is effective when it leads to
increases in consumer awareness or some other presales objective. Adherents to
the vaguely right versus precisely wrong perspective argue that marcom is not
accomplishing its job unless sales and market share are increasing. If marcom’s
sole accomplishment is to create higher awareness levels or bolster brand images,
but not to increase sales or market share, then such effort is ineffective according
to this nontraditional viewpoint.

An Accountability Perspective (Synthesis)
Although there is no simple resolution as to whether the traditional or heretical
view is more correct, one thing is certain: companies and their chief executives
and financial officers are increasingly demanding greater accountability from mar-
com programs. Increasing pressure has been placed on agencies to develop cam-
paigns that produce bottom-line results—increases in sales, market share, and
return on investment (ROI).10 Although it is difficult to measure the precise effect
marketing communications have on sales, in a climate of increased demands for
accountability, it is critical that advertisers and other marketing communicators
measure, as best they can, marcom’s effect on augmenting a brand’s sales, market
share, and ROI.

This is not to say that efforts should not also be made to assess whether mar-
com affects presales goals such as improving brand awareness, driving home copy
points, and augmenting attitudes and intentions. The point, instead, is that the
measurement of effects should not stop with these measures. Awareness, for
example, is a suitable substitute for sales only if there is a direct transformation of
enhanced awareness levels into increased sales. This, unfortunately, is rarely the
case. A marcom campaign may increase brand awareness by a substantial amount
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but have limited impact on sales. As such, brand managers should not permit
agencies to mislead them into thinking that a campaign has been successful just
because brand awareness has improved. Returning to the hierarchy of marcom
effects, increased awareness will lead to sales gains only if other rungs on the lad-
der have been traversed. In sum, the assessment of effectiveness should include,
but not be restricted to, presales goals. Setting sales as the objective of a marcom
campaign ensures that this ultimate goal will not be neglected.

Marcom Budgeting

Establishing a budget is, in many respects, the most important marcom decision.
Budgeting is a critical decision inasmuch as marcom endeavors such as advertis-
ing are typically very expensive. (The substantial investment in marketing com-
munications is illustrated in the Global Focus insert, which identifies advertising
spending by the top-25 global marketers.) Moreover, the implications of spending
too little or too much are considerable. If too little is invested in marketing com-
munications, sales volume will not achieve its potential and profits will be lost. If
too much is spent, unnecessary expenses will reduce profits. Of course, the
dilemma faced by brand managers is determining what spending level is “too
little” or how much is “too much.” As with most marketing and business deci-
sions, the “devil is in the doing”! Budgeting not only is one of the most important
marcom decisions, it also is one of the most complicated, as will be demonstrated
in the following discussion of how—in theory—advertising budgets should be set
if the objective is to maximize profits. In order to simplify the following discus-
sion, we will restrict the focus just to advertising. It should be realized, however,
that the comments about budgeting for advertising apply, in principle, to all mar-
com elements.

Budgeting in Theory
Budgeting for advertising or other marcom elements is, in theory, a simple
process, provided one accepts the premise that the best (optimal) level of any
investment is the level that maximizes profits. This assumption leads to a simple
rule for establishing advertising budgets: continue to invest in advertising as long
as the marginal revenue from that investment exceeds the marginal cost.

Some elaboration is needed on this clear-cut rule. According to basic econom-
ics, marginal revenue (MR) and marginal cost (MC) are the changes in the total
revenue and total cost curves, respectively, that result from a change in a business

factor (such as advertising) that affects the levels of total
revenue and cost. The profit-maximization rule is a mat-
ter of straightforward economic logic: profits are maxi-
mized at the point where MR = MC. At any investment
level below this point (where MR > MC), profits are not
maximized because at a higher level of advertising
investment more profit can be earned. Similarly, at any
level above this point (where MC > MR), there is a mar-
ginal loss. In practical terms, this means that advertisers
should continue to increase their advertising investments
as long as every dollar of investment yields more than a
dollar in revenue.

It is evident from this simple exercise that setting the
advertising budget is a matter of answering a series of if-
then questions—if $X are invested in advertising, then
what amount of revenue will be generated? Because
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budgets are set before the actual observance of how sales respond to advertising,
this requires that the if-then questions be answered before the fact. (Analogously,
this would be equivalent to predicting how many fish one would catch on a given
day based simply on knowing the number of lures in one’s fishing box.) But this is
where the complications begin. To employ the profit-maximization rule for
budget setting, the advertising decision maker must know the sales-to-advertising
response function for every brand for which a budgeting decision will be made.
Because such knowledge is rarely available, theoretical (profit-maximization)
budget setting is an ideal that is generally impractical in the real world of advertis-
ing decision making. To fully appreciate this point we need to elaborate on the
concept of a sales-to-advertising (S-to-A) response function.

The sales-to-advertising response function refers to the relationship between
money invested in advertising and the response, or output, of that investment
in terms of revenue generated. As with any mathematical function, the S-to-A
function maps the relationship between an “output” (in this case, sales revenue)
to each meaningful level of an “input” (advertising expenditures). Table 6.1

Advertising ex- 
penditures around the globe 

are huge. As the following table
shows, the top-25 global marketers
alone spent over $42 billion on
advertising in a recent year. These
are all well-known companies
whose products and services are
available around the world. 

The huge American company, Procter & Gamble, 
leads the way with global advertising expenditures of 

nearly $4.5 billion, but even the 
smallest advertiser among 

these top 25 (Viacom) 
spent over $800 million 
advertising

its services.

lLglobal focus

The Top-25 Global Marketers’
Advertising Spending

Rank Advertiser Headquarters Ad Spending (in $ million)
1 Procter & Gamble Cincinnati, OH 4,479
2 Unilever London, UK/Rotterdam, Netherlands 3,315
3 General Motors Detroit, MI 3,218
4 Toyota Motor Corp. Toyota City, Japan 2,405
5 Ford Motor Co. Dearborn, MI 2,387
6 Time Warner New York, NY 2,349
7 DaimlerChrysler Auburn Hills, MI/Stuttgart, Germany 1,800
8 L’Oreal Paris, France 1,683
9 Nestlé Vevey, Switzerland 1,547

10 Sony Corp. Tokyo, Japan 1,513
11 Johnson & Johnson New Brunswick, NJ 1,453
12 Walt Disney Co. Burbank, CA 1,428
13 Altria Group New York, NY 1,425
14 Honda Motor Co. Tokyo, Japan 1,383
15 Volkswagen Wolfsburg, Germany 1,349
16 Nissan Motor Co. Tokyo, Japan 1,280
17 Coca-Cola Co. Atlanta, GA 1,199
18 McDonald’s Corp. Oak Brook, IL 1,183
19 Vivendi Universal Paris, France 1,176
20 GlaxoSmithKline Greenford, UK 1,157
21 PepsiCo Purchase, NY 1,096
22 Pfizer New York, NY 1,075
23 PSA Peugeot Citroën Paris, France 904
24 Mars, Inc. McLean, VA 870
25 Viacom New York, NY 827

42,501

SOURCE: “Top 100 Global Marketers,” Advertising Age, November 10, 2003, 28.
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demonstrates a hypothetical S-to-A response function by listing a series of advertis-
ing expenditures and the corresponding revenue yielded at each ad-expenditure
level. Marginal costs, revenues, and profits also are presented in columns C
through E of Table 6.1.

Consider that our hypothetical decision maker is contemplating spending
anywhere between $1,000,000 and $5,000,000 in advertising a brand during a par-
ticular period. Column A in Table 6.1 lists a range of possible advertising expendi-
tures that increase in $500,000 increments starting at $1,000,000 and ending at
$5,000,000. Assume, for convenience sake, that it is somehow possible to know
precisely how much revenue will be generated at each level of advertising.
Column B presents the various levels of sales in response to advertising. If you
were to graph the relation between columns A and B, it could be seen that sales
respond slowly to advertising until ad expenditures increase above $2,000,000, at
which point sales revenue jumps considerably, especially at $3,000,000 invested in
advertising. Thereafter, sales response to advertising tapers off substantially. It is
easy to determine the level of marginal profit by simply subtracting the marginal
cost at each level of advertising from the corresponding marginal revenue. The
point of profit maximization is realized at an advertising investment of $4,000,000
where MR = MC = $500,000. Any ad investment below that amount continues to
yield marginal profit, whereas any investment above $4,000,000 results in a mar-
ginal loss.

If in fact marcom personnel could accurately estimate the S-to-A response
function (columns A and B in Table 6.1), then setting the advertising budget to
maximize profits would represent the proverbial “piece of cake.” However,
because the S-to-A response function is influenced by a multitude of factors (such
as the creativity of advertising execution, the intensity of competitive advertising
efforts, the overall quality of the brand’s marketing mix, the state of the economy
at the time advertising is undertaken, etc.) and not solely by the amount of adver-
tising investment, it is difficult to know with any certainty what amount of sales a
particular level of advertising expenditure will generate. In other words, under
most circumstances it is extremely difficult, if not impossible, to derive anything
approximating an accurate S-to-A response function.

Hence, if an S-to-A response function is unknown prior to when a budgeting
decision is to be made, then a total revenue curve cannot be constructed, and, in
turn, marginal revenue cannot be derived at each level of ad investment. In short,
applying profit-maximization budgeting requires information that rarely is avail-
able. This approach to budgeting represents a theoretical ideal but an infeasible tac-
tic. Necessarily, marcom budget setters turn to more practical approaches for
establishing budgets—methods that do not assure profit maximization but that are
easy to work with and have the semblance, if not the substance, of being “correct.”

Table 6.1

Hypothetical
Sales-to-Advertising

Response Function

(A) (B) (C) (D) (E)
Advertising Sales Marginal Marginal Marginal

Expenditures ($) Response ($) Cost ($) Revenue ($) Profit (MR–MC)

1,000,000 5,000,000 NA NA NA
1,500,000 5,750,000 500,000 750,000 250,000
2,000,000 6,500,000 500,000 750,000 250,000
2,500,000 7,500,000 500,000 1,000,000 500,000
3,000,000 10,000,000 500,000 2,500,000 2,000,000
3,500,000 10,600,000 500,000 600,000 100,000
4,000,000 11,100,000 500,000 500,000 0
4,500,000 11,500,000 500,000 400,000 –100,000
5,000,000 11,800,000 500,000 300,000 –200,000
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Practical Budgeting Methods
In view of the difficulty of accurately predicting sales response to advertising, com-
panies typically set budgets by using judgment, applying experience with analo-
gous situations, and using rules of thumb, or heuristics.11 Although criticized because
they do not provide a basis for advertising budget setting that is directly related to
the profitability of the advertised brand, these heuristics continue to be widely
used.12 The practical budgeting methods most frequently used by both B2B compa-
nies and consumer goods firms in the United States and Europe are the percentage-
of-sales, objective-and-task, competitive parity, and affordability methods.13

Percentage-of-Sales Budgeting
In using the percentage-of-sales method, a company sets a brand’s advertising
budget by simply establishing the budget as a fixed percentage of past (e.g., last
year’s) or anticipated (e.g., next year’s) sales volume. Assume, for example, that a
company allocates 3 percent of anticipated sales to advertising and that the com-
pany projects next year’s sales for a particular brand to be $100,000,000. Its adver-
tising budget would be set at $3,000,000.

A survey of the top 100 consumer goods advertisers in the United States found
that slightly more than 50 percent employ the percentage-of-anticipated-sales
method and 20 percent use the percentage-of-past-sales method.14 This is to be
expected, since budget setting should logically correspond to what a company
expects to do in the future rather than being based on what it accomplished in
the past.

What percentage of sales revenue do most companies devote to advertising?
Actually, the percentage is highly variable. For example, among 200 different cat-
gories of products and services, the highest percentage of sales devoted to adver-
tising in a recent year was the miscellaneous publishing industry, which invested
46.3 percent of sales on advertising. Some other categories with double-digit
advertising-to-sales ratios were sugar and confectionary products (18.1 percent);
cleaners and polish preparations (15.7 percent); wine and brandy (15.6 percent);
distilled and blended liquor (15.1 percent); watches, clocks, and parts (15.1 per-
cent); agricultural chemicals (13.7 percent); dolls and stuffed tools (12.9 percent);
amusement parks (12.8 percent); and perfume, cosmetics, and toilet preparations
(11.2 percent). Most product categories average less than 5 percent advertising-to-
sales ratios. These, of course, are industry averages, and advertising-to-sales ratios
vary considerably across firms within each industry.15

The percentage-of-sales method is frequently criticized as being illogical.
Criticism is based on the argument that the method reverses the logical relation-
ship between sales and advertising. That is, the true ordering between advertising
and sales is that advertising causes sales, meaning that the level of sales is a func-
tion of advertising: Sales = f (Advertising). Contrary to this logical relation, imple-
menting the percentage-of-sales method amounts to reversing the causal order by
setting advertising as a function of sales: Advertising = f (Sales).

By this logic and method, when sales are anticipated to increase, the advertis-
ing budget also increases; when sales are expected to decline, the budget is
reduced. Applying the percentage-of-sales method leads many firms to reduce
advertising budgets during economic downswings. However, rather than de-
creasing the amount of advertising, it may be wiser during these times to increase
advertising to prevent further sales erosion. When used blindly, the percentage-
of-sales method is little more than an arbitrary and simplistic rule of thumb substi-
tuted for what needs to be a sound business judgment. Used without justification,
this budgeting method is another application of precisely wrong (versus vaguely
right) decision making, as was discussed in the context of setting marcom objec-
tives.16



In practice, most sophisticated marketers do not use percentage of sales as the
sole budgeting method. Instead, they employ the method as an initial pass, or first
cut, for determining the budget and then alter the budget forecast depending on
the objectives and tasks that need to be accomplished, the amount of competitive
ad spending, and the availability of funds.

The Method of Objective-and-Task Budgeting
The objective-and-task method is generally regarded as the most sensible and
defendable advertising budgeting method. In using this method, advertising deci-
sion makers—or those in any other marcom capacity—must specify what role
they expect advertising (or some other marcom element) to play for a brand and
then set the budget accordingly. The role is typically identified in terms of a com-
munication objective (e.g., increase brand awareness by 20 percent) but could be
stated in terms of expected sales volume or market share (e.g., increase market
share from 15 to 20 percent).

The objective-and-task method is the advertising budget procedure used most
frequently by both B2C and B2B companies. Surveys have shown that over 60 per-
cent of consumer goods companies and 70 percent of B2B companies use this
budgeting method.17 The following steps are involved when applying the objec-
tive-and-task method: 18

1. The first step is to establish specific marketing objectives that need to be accom-
plished, such as sales volume, market share, and profit contribution.

Consider the marketing and advertising challenge in the United States that
faced Volkswagen (VW). Although this once-vaunted automobile company
had achieved huge success in the 1960s and 1970s with its VW “Beetle,” by the
mid-1990s VW was confronted with what perhaps was its final opportunity
to recapture the American consumer, who had turned to other imports and
domestic models because VW had not kept up with what Americans wanted.19

Sales of its two leading brands, the Golf and Jetta, had dropped by about
50 percent each compared with sales in prior years. VW’s marketing objective
(not to be confused with its specific advertising objective, which is discussed
next) was, therefore, to substantially increase sales of the Golf and Jetta mod-
els and its overall share of the U.S. automobile market—from a low of only
about 21,000 Golfs and Jettas to a goal of selling 250,000 VW models in the
near future.

2. The second step in implementing the objective-and-task method is to assess the
communication functions that must be performed to accomplish the overall mar-
keting objectives.

VW had to accomplish two communication functions to realize its rather
audacious marketing objective. First, it had to substantially increase U.S.
consumers’ awareness of the Golf and Jetta brand names, and, second, it
had to establish an image for VW as a company that offers “honest, reliable,
and affordable cars.” In short, VW had to enhance the Golf’s and Jetta’s brand
equities.

3. The third step is to determine advertising’s role in the total communication mix in
performing the functions established in step 2.

Given the nature of its products and communication objectives, advertis-
ing was a crucial component in VW’s mix.

4. The fourth step is to establish specific advertising goals in terms of the levels of
measurable communication response required to achieve marketing objectives.

VW might have established goals such as (1) increase awareness of the
Jetta from, say, 45 percent of the target market to 75 percent; and (2) expand the
percentage of survey respondents who rate VW products as high quality from,
say, 15 percent to 40 percent. Both objectives are specific, quantitative, and
measurable.
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5. The final step is to establish the budget based on estimates of expenditures
required to accomplish the advertising goals.

In view of VW’s challenging objectives, the decision was made to invest
approximately $100 million in an advertising campaign in hopes of gaining
higher brand awareness, enhancing the company’s image among American
consumers, and, ultimately, substantially increasing sales of VW products. The
chief executive officer of VW’s advertising agency explained that the advertis-
ing challenge was “to come up with hard, clear, product-focused ads that give
car buyers the kind of information they need to make an intelligent choice.”

Budgeting via the Competitive Parity Method
The competitive parity method (also called the match-competitors method)
sets the budget by examining what competitors are doing. A company may learn
that its primary competitor is devoting 10 percent of sales to advertising and then
adjust its percentage of advertising for its own brand. Armed with information on
competitors’ spending, a company may decide not merely to match but to exceed
the expenditures that competitors are committing to advertising.

Consider the case of Minnesota Mining and Manufacturing (3M) when it
introduced the Scotch-Brite Never Rust Soap Pads to compete against the en-
trenched S.O.S and Brillo brands. Based on research revealing that consumers
despised rusty steel wool pads, 3M introduced its Never Rust brand as the first
major innovation in the soap pad category since Brillo entered the market in 1917.
Knowing it had a super product, 3M greatly outspent its rival brands during the
product’s introductory year by investing an estimated $30 million on advertising
in a category that totaled just $120 million in sales potential. The Scotch-Brite
Never Rust brand quickly acquired a major market share against its competitors
who, according to one critic, were essentially doing nothing.20

The importance of paying attention to what competitors are spending on
advertising (or on any other marcom element) cannot be overemphasized. To fully
appreciate this point, it is necessary to understand the concepts of share of market
(SOM) and share of voice (SOV) and their relationship. These concepts relate to a
single product category and consider each brand’s revenues (ad expenditures)
during, say, a fiscal year compared to the total revenues (ad expenditures) in the
category. The ratio of one brand’s revenue to total category revenue is that brand’s
SOM. Similarly, the ratio of a brand’s advertising expenditures (its “ad spend”) to
total category advertising expenditures is that brand’s SOV.

SOV and SOM generally are correlated: brands having larger SOVs also gener-
ally realize larger SOMs. For example, Tables 6.2 and 6.3 list the advertising
expenditures, SOVs, and SOMs for the top-10 wireless phone brands (Table 6.2)
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Table 6.2

Advertising Spend, SOV, 
and SOM for Top-10 
Wireless Phone Brands

Ad Spend
Brand (in $ million) SOV SOM

Verizon $644.2 25.94 24.3
Cingular 411.3 16.56 18.4
AT&T 522.4 21.04 14.8
Sprint 477.9 19.24 9.5
Nextel 160.0 6.44 6.4
Alltell 53.3 2.15 5.6
VoiceStream 203.7 8.20 4.7
U.S. Cellular 8.6 0.35 2.9
Leap 1.9 0.08 0.3
Western 0 0.00 1.0

Totals $2,483.3 100.00 87.9*

SOURCE: Reprinted with permission from the June 24, 2002 special edition of Advertising Age. Copyright, Crain Communication
Inc., 2002.

*SOM does not sum to 100 because these data include just the top-10 wireless phone brands.



and the top 10 beer brands (Table 6.3). The correlation between the shares of mar-
ket and voice for these brands is apparent. That is, brands with larger shares of
market typically have larger shares of voice. This does not mean, however, that
SOV causes SOM. In fact, the relationship between SOV and SOM is bidirectional:
a brand’s SOV is partially responsible for its SOM. At the same time, brands with
larger SOMs can afford to achieve higher SOVs, whereas smaller-share brands
often are limited to relatively small SOVs.

The SOM-SOV relationship is a jousting match of sorts between competitors. If
large-market-share brands reduce their SOVs to levels that are too low, they are
vulnerable to losing market share to aggressive competitors (such as VoiceStream
Wireless in Table 6.2). On the other hand, if brands with relatively small market
shares (such as Coors Light and Miller Lite in Table 6.3) become too aggressive,
the leading brands (i.e., Anheuser-Busch’s Bud Light and Budweiser) are forced to
increase their advertising expenditures to offset the competitive challenge.

Figure 6.5 provides a framework for evaluating whether a brand should
increase or decrease its advertising expenditures in view both of its share of mar-
ket (horizontal axis) and of the competitor’s share of voice (vertical axis).21

Although there are numerous possible relations in this two-dimensional space, we
can simplify the discussion by considering just four general situations, which in
Figure 6.5 are the quadrants, or cells, labeled A, B, C, and D. Advertising budget-
ing implications for each situation are as follows:
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Table 6.3

Advertising Spend, SOV, 
and SOM for Top-10 

Beer Brands

Ad Spend
Brand (in $ million) SOV SOM

Bud Light $ 93.6 16.64 16.7
Budweiser 131.7 23.41 16.3
Coors Light 121.4 21.58 8.1
Miller Lite 102.9 18.29 7.7
Natural Light 0.1 0.02 4.0
Busch 9.4 1.67 3.7
Corona Extra 31.9 5.67 3.0
Busch Light 0.1 0.02 2.7
Miller High Life 21.8 3.87 2.6
Miller Genuine Draft 49.7 8.83 2.6

Totals $562.6 100.00 67.4*

SOURCE: Reprinted with permission from the June 24, 2002 special edition of Advertising Age. Copyright, Crain Communications
Inc., 2002.

*SOM does not sum to 100 because these data include just the top-10 beer brands.
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• Cell A: In this situation, your brand’s SOM is relatively low and your competi-
tor’s SOV is relatively high. Corona Extra in Table 6.3 exemplifies this situation
when compared with Budweiser. The recommendation in such a situation is
that the advertiser should consider decreasing ad expenditures and find a niche
that can be defended against other small-share brands.

• Cell B: Your SOM in this situation is relatively high and your competitor has a
high SOV. This characterizes Bud Light in Table 6.3 vis-à-vis Coors Light and
Miller Lite. Bud Light probably should increase its advertising expenditures to
defend its present market share position. Failure to do so likely would result in
a share loss to these aggressive competitors.

• Cell C: In this situation your SOM is low and your competitor’s SOV also is
low. Nextel and Alltell in Table 6.2 appear to occupy such a relationship. The
general recommendation in such a situation is to aggressively attack the low-
SOV competitor with a large SOV premium vis-à-vis that competitor. This
appears to be the tact that Nextel has taken by spending three times more than
Alltell. In other words, this is a good opportunity to wrest market share from a
moribund or complacent competitor.

• Cell D: In this situation you have the attractive position of holding a high mar-
ket share, but your competitor is nonaggressive and has a relatively low SOV.
Hence, it is possible for you to retain your present large share by maintaining
only a modest advertising spending premium over your competitor.

These simply are guidelines for determining a brand’s advertising budget rather
than hard-and-fast rules. The general point to be stressed is that advertising budg-
ets—as well as budgets for all other marcom elements—must be set with knowledge
of what competitors are doing.22 This is because the opportunity for growth in market
share or the challenge to maintain an existing share position depends in large part
on the quality and effectiveness of competitive efforts. Moreover, brand managers
should generally set budgets on a market-by-market basis, rather than nationally,
because the competitive warfare actually takes place in the individual markets.

It is absolutely essential that advertising budgets be set with an eye to the
actions of competitors. This is especially important in view of the fact that a
brand’s advertising must compete for the consumer’s recall with the advertising
from competitive brands, a situation of potential competitive interference. If “your”
brand were the only one advertising in a particular product category, it probably
could get by with a substantially smaller ad budget than what is necessitated
when competitors also are aggressively advertising their brands. The mere fact of
increasing advertising expenditures is not guaranteed to have a substantial impact
on augmenting a brand’s sales volume.23

There are reasons to expect that established brands in a product category are
less susceptible to the interference from competitive advertising than are less-
established and relatively unfamiliar brands. This explains why established
brands’ SOMs tend to exceed their advertising SOVs, whereas unestablished
brands’ SOVs often exceed their SOMs.24 Unfamiliar brands that compete in an
environment of advertising clutter are, in effect, at a competitive disadvantage in
conveying their points of uniqueness vis-à-vis established brands, though even
established brands themselves suffer from the effects of competitive interference.25

It follows from this discussion that because relatively small-share brands are disad-
vantaged by competitive advertising, they need to avoid heavily cluttered, tradi-
tional media and perhaps turn to alternative marcom tools—such as by using event
marketing (discussed in Chapter 20), buzz-generating methods (as discussed in
Chapter 7), or any of a number of nontraditional (alternative) advertising media.

Overcoming competitive interference is not just a matter of spending more but
rather one of spending more wisely. A psychological theory called the encoding
variability hypothesis explains how advertisers can be smarter spenders.26 (The term
encoding refers to transferring information into memory.) The encoding variability
hypothesis, in its barest details, contends that people’s memory for information is
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enhanced when multiple pathways, or connections, are created between the object
to be remembered and the information about the object that is to be remembered.

In the case of advertising, the brand represents the object to be remembered, and
the brand’s attributes and benefits designate the object’s information. Advertising
can create multiple pathways and thus enhance memory for the advertised infor-
mation by varying (recall the name encoding variability hypothesis) at least two
aspects of the advertising execution: (1) the advertising message itself, and (2) the
advertising media in which the message is placed. That is, altering how the ad is
presented (its message) and where the ad is placed (its media) should enhance
memory for the advertised information and hence mitigate the effect of competi-
tive interference. This results because multiple pathways are created when the
same brand is advertised with varied messages or in multiple media. In other
words, when Brand X is advertised with a single message in a single medium, just
a single pathway is established in memory. When, however, Brand X is advertised
in two media, there are two potential pathways established in memory whereby
consumers can retrieve information about Brand X. Increasing both the number of
message executions and the number of media to convey these messages serves to
increase the number of pathway permutations. Increased as well is the probability
that consumers will be able to retrieve key information about Brand X when they
are in the market for the product category in which that brand competes.

This completes the discussion of the competitive parity “method” of setting
advertising budgets. Comments have been somewhat extensive because the effec-
tiveness of your brand’s advertising is directly affected by the magnitude and
quality of competitive efforts. Larger market share brands tend to gain more from
their advertising efforts than do their small-share counterparts, who have diffi-
culty overcoming the competitive clutter of their bigger adversaries. Regardless of
a brand’s SOM situation, it is absolutely imperative to constantly “scope out”
competitive marcom spending to ensure the competition is not increasing its
foothold and that you are investing adequately in your own brand.

Budgeting via the Affordability Method
In the so-called affordability method, a firm spends on advertising only those
funds that remain after budgeting for everything else. In effect, when this
“method” is used, advertising, along with other marcom elements, are relegated
to a position of comparative insignificance (vis-à-vis other investment options)
and are implicitly considered relatively unimportant to a brand’s present success
and future growth. There are times when marcom funds simply are in short sup-
ply due to extreme sales slowdowns. At such times product and brand managers
behave rationally when severely cutting back on their advertising spending or
other marcom investments. Yet, in many competitive marketing situations it is
critical that marcom personnel fight the tendency of financial planners to treat
marcom expenditures as an unnecessary evil. The challenge is for brand managers
to demonstrate that advertising and other marcom initiatives do, in fact, produce
results. Absent compelling evidence, it is understandable when financial officials
allocate funds for advertising as a virtual afterthought.

Section Summary
In the final analysis, most advertising budget setters combine two or more meth-
ods rather than depending exclusively on any one heuristic. For example, an
advertiser may have a fixed percentage-of-sales figure in mind when starting the
budgeting process but subsequently adjust this figure in light of anticipated com-
petitive activity, funds availability, and other considerations.

Moreover, brand managers often find it necessary to adjust their budgets dur-
ing the course of a year, keeping them in line with sales performance. Many adver-
tisers operate under the belief that they should “shoot when the ducks are flying.”
In other words, advertisers spend most heavily during periods when products are
hot and cut spending when funds are short.
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Summary

This chapter detailed marcom objective setting and budgeting. Advertising objec-
tive setting depends on the pattern of consumer behavior and information that is
involved in the particular product category. Toward this end, an introductory sec-
tion presented a hierarchy-of-effect model of how consumers’ respond to marcom
messages and discussed the implications for setting objectives. Requirements for
developing effective objectives were discussed. A final section described the argu-
ments both promoting and opposing the use of sales volume as the basis for set-
ting objectives.

The chapter concluded with an explanation of the marcom budgeting process.
The budgeting decision is one of the most important decisions and also one of the
most difficult. The complication arises with the difficulty of determining the sales-
to-advertising response function. In theory, budget setting is a simple matter, but
the theoretical requirements are generally unattainable in practice. For this reason,
practitioners use various rules of thumb (heuristics) to assist them in arriving at
satisfactory, if not optimal, budgeting decisions. Percentage-of-sales budgeting
and objective-and-task methods are the dominant budgeting heuristics, though
maintaining competitive parity and not exceeding funds availability are other rel-
evant considerations when setting budgets.

Discussion Questions
1. It can be argued that creating an expectation is the most important function

performed by many advertisements and other marcom messages. Provide
examples of two magazine advertisements that illustrate attempts on the part
of the advertisers to create expectations. Offer explanations of what expecta-
tions the advertisers are attempting to forge in their audiences’ minds.

2. Chapter 5 was devoted to the topic of marcom positioning. Offer an explanation
of the similarity between the concepts of positioning and creating expectations.

3. Apply the hierarchy-of-marcom-effects framework (Figure 6.1) to explain the
evolution of a relationship between two people, beginning with dating and
culminating in a wedding.

4. Now do the same thing as in question 3, but use a relatively obscure brand as
the basis for your application of Figure 6.1. Along the lines of the Beano illus-
tration (Figure 6.2), identify a relatively unknown brand and explain how mar-
com efforts must attempt to move prospective customers through the various
hierarchy stages.

5. What reasons can you give for certain industries investing considerably larger
proportions of their sales in advertising than other industries?

6. Compare the difference between precisely wrong and vaguely right advertis-
ing objectives. Give an example of each.

7. Some critics contend that the use of the percentage-of-sales budgeting tech-
nique is illogical. Explain.

8. Explain how an advertising budget setter could use two or more budgeting
heuristics in conjunction with one another?

9. In your own words, explain why it is extremely difficult to estimate sales-to-
advertising response functions.

10. Established brands’ shares of market tend to exceed their advertising shares of
voice, whereas unestablished brands’ SOVs often exceed their SOMs. Using
the concept of competitive interference as your point of departure, explain
these relationships.

11. Construct a picture to represent your understanding of how the encoding vari-
ability hypothesis applies in an advertising context. Use an actual brand for
illustration purposes.
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CHAPTER 8

On- and Off-Premise Signage
and Point-of-Purchase

Communications

The chapters in Part Three deal with the role of marketing
communications in successfully introducing new products, and
the functions of brand names, packages, store signage, and
point-of-purchase communications in introducing new prod-
ucts and facilitating the growth of mature products. Chapter 7
looks at marcom’s role in achieving acceptance for new prod-
ucts: how marketing communicators facilitate product adop-
tion and diffusion. Also covered is the role of marketing
communications in stimulating word-of-mouth influence and
creating “buzz.”

Chapter 7 also provides detailed descriptions of the initial
elements responsible for a brand’s image: brand name, logo,
and package. This section explores the requirements for a
good brand name, the steps involved in arriving at a good
name, and the role of logos. Also presented is a useful frame-
work—the VIEW model—that describes the visual, informa-
tional, emotional, and functional features that determine
packaging success.

Chapter 8 examines two important aspects of firms’ mar-
com programs that typically receive little coverage in market-
ing communications texts: out-of-store signage (both off- and
on-premises signage) and in-store signage in the form of point-
of-purchase communications. Billboard advertising is the major
OOH medium, and chapter coverage presents the various strengths
and limitations of this form of advertising. Also described is
how OOH audience size and characteristics are measured along
with a case study of billboard effectiveness. A unique section
devoted to on-premises business signage describes an impor-
tant but overlooked topicæthe use of store signage to attract
attention and draw customers to retail businesses.

The final topic treated in Chapter 8 is point-of-purchase
(P-O-P) advertising. The point-of-purchase is the critical point
where the brand name, logo, and package come face to face
with the customer. Expanded investment in this marcom com-
ponent is explained in terms of the valuable functions that
P-O-P performs for consumers, manufacturers, and retailers.
The chapter devotes considerable attention to the various
forms of P-O-P communications, presents results from the
POPAI Consumer Buying Habits Study, and provides evidence
regarding the impact displays can have in increasing a brand’s
sales volume.
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time to develop a new brand to capture lost sales and
profits.

The V&S–Seagram team launched a new brand that
sold at retail for $30 a bottle. Executives knew that the
brand name and package design for this new brand
would play instrumental roles in its successful launch and
profitability. Numerous English and Swedish words were

placed before focus group participants. The
name ultimately selected was

Sundsvall, which is the
name of a small
town in Sweden.

The packaging
decision entailed

numerous meetings conducted
over several months and high-level give-and-

take sessions between the V&S and Seagram participants.
V&S executives favored an understated, clear-bottle
design, whereas Seagram’s representatives preferred a
sleek, frosted bottle. The eventual selection was a bottle
with a clear barrel and an orange shrink-wrapped top.

With the name and package selected and the price
strategy determined, Sundsvall was ready for launch.
This required generating buzz for the brand (as will be
discussed later in the chapter) by appealing to innovators
(entertainment celebrities, food and beverage writers,
etc.) and gaining the support of influential bartenders in
major markets who determine where on store shelves to
place different brands and which brands to recommend
to customers. Unfortunately for the V&S–Seagram team,
a “tipping point” (a concept discussed later in the
chapter) never occurred for Sundsvall. In addition to
not achieving adequate retail distribution and having
to compete in an overcrowded product category at
the time of launch, could it be that the brand name,
Sundsvall, simply did not register positively with either

CHAPTER 7

Facilitation of Product Adoption,
Brand Naming, and Packaging

Vodka is a distilled spirit that traditionally has been asso-
ciated with eastern European countries such as Poland
and Russia. Until the late 1970s the famous Russian brand
Stolichnaya (a.k.a. Stoli) was the only premium-priced
vodka brand that most non–eastern European consumers
considered buying. But then, around 1980, an unknown
brand from Sweden named Absolut literally revolutionized
vodka marketing. This brand had a radical
package design (a clear bottle
with blue lettering)
compared with
traditional vodka
brands, which typically
were cylinidrically shaped.
Moreover, it was considerably
higher priced than all brands except the classic
Stoli. On top of this, it was from Sweden, a country not
known for vodka! Yet largely driven by an excellent brand
name (Absolut, which sounds and reads like the word
absolute, suggests a product that is complete, perfect,
pure, and supreme), a unique and memorable package
design, and an outstanding advertising campaign (see
Figure 7.1 for a montage of Absolut advertisements),
Absolut became a category leader. And it held this
position for nearly two decades.

An interesting development in the vodka category
started in the mid-1990s and continues to this day: a
number of vodka companies began stealing market share
from Absolut. They did this by developing quality products
that had interesting brand names (e.g., Belvedere, Grey
Goose, Ketel One, Three Olives), appealing and eye-
catching bottles, and super-premium prices as much as
twice that of Absolut. Some of Absolut’s loyal users began
switching to the new brands. Executives at Swedish-based
V&S Vin & Sprit AB (the parent company of Absolut vodka)
and its North America distributor, Seagrams, knew it was

Marcom Challenge: 
Absolut Wanna Be Becomes 

Absolute Flop



bartenders or consumers and thus did not facilitate
spontaneous “bar calls” (“I’ll have a Sundsvall vodka”) or
resonate positively with customers while making brand
selection decisions from retail outlets? And was the bottle
sufficiently eye-catching and appealing to attract
attention and generate positive brand associations?
Perhaps not. One executive characterized the package
design as “difficult to see. It wasn’t invisible, but it was
too discrete where it was competing.”

After months of disappointing sales, Sundsvall was
eventually yanked from the market. As with many other
new-product failures, no single factor can fully explain why
the brand did not achieve its financial objectives. However,
it is more than a remote possibility that the brand name
and package may have been poorly chosen. Because hind-
sight always is better than foresight, it is only fair to con-
clude that the rationale underlying the introduction of
the Sundsvall brand probably was sound but that the
marketing execution was perhaps not up to the chal-
lenging requirements for product success in a somewhat
saturated and highly competitive product category.1

C H A P T E R  O B J E C T I V E S

1
Appreciate marcom’s role in facilitating 

the introduction of new products.

2
Explain the innovation-related characteristics 

that influence adoption of new products.

3
Understand efforts employed by marketing

communicators to manage the diffusion process.

4
Appreciate word-of-mouth communications 

in facilitating new-product adoption.

5
Be familiar with the role of “buzz” in 

facilitating product adoption.

6
Understand the role of brand naming and the

requirements for developing effective brand names.

7
Explain the activities involved in the 

brand-naming process.

8
Appreciate the role of logos.

9
Describe the various elements underlying 

the creation of effective packages.

10
Explain the VIEW model for 

evaluating package effectiveness.

11
Describe a five-step package design process.

Figure 7.1

A Montage of Absolut Advertisements
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Overview

Introducing a stream of new products is absolutely essential to most companies’
success and long-term growth. Despite the huge investments and concerted
efforts required to introduce new products and services, many are never success-
ful. Though it is impossible to pinpoint the exact percentage of new ideas and
products that eventually flop, failure rates typically range between 35 to 45 per-
cent, and the rate may be increasing.2 This chapter’s purpose is to explain mar-
com’s role in facilitating successful new-product introductions and in reducing
the product failure rate. Brand names, logos, and packages are critical to all these
efforts, and proactive efforts by brand marketers to stimulate word-of-mouth
influence (buzz) are critical to new product success.

This chapter starts by examining general factors that influence the likelihood
that new products will be rapidly adopted and diffused among markets of poten-
tial customers. A separate section is devoted to the role of word-of-mouth influ-
ence and the proactive efforts by brand marketers to stimulate enthusiasm for new
products. Next, examined in separate sections, are considerations involved in
developing brand names and designing packages, both of which play key roles in
influencing new product success.

Marcom and 
New Product Adoption

This section explores factors that determine product adoption rates for low-tech as
well as high-tech products and describes actions marcom personnel can take to
manage the diffusion of new product adoption. It is appropriate to initiate this dis-
cussion by conceptualizing the process by which final consumers of marketers’
efforts (B2C marketing) and the customers of B2B marketing activities become
aware of new products and subsequently try and repetitively purchase these
products.3 The notions of trial and repeat-purchase are particularly apt for inex-
pensive consumer packaged goods, but even expensive durable goods like auto-
mobiles are tried via test-drives and repeat-purchased at longer inter-purchase
rates than characterizes consumer goods. Likewise, products purchased by B2B
customers also are subject to being tried and repeat-purchased.

The New-Product Adoption Process Model in Figure 7.2 indicates with circles
the three main stages through which an individual becomes an adopter of a new
or even an established product. These stages are the awareness, trier, and repeater
classes, with the term class referring to a group, or category, of consumers and cus-
tomers who occupy the same stage with respect to whether they are simply aware
of a brand, have tried it, or are repeat purchasers of that brand. The blocks sur-
rounding the circles are mostly marcom tools that play a role in moving con-
sumers from initial awareness, through trial, and ultimately to becoming repeat
purchasers. Please note these tools are designated (in parentheses) as being used
primarily in the B2C or B2B domains, or both. The advertisement in Figure 7.3 for
DHL, a company that delivers packages and serves the shipping needs of busi-
nesses, will facilitate the subsequent discussion.

The first step in facilitating adoption is to make consumers aware of a prod-
uct’s existence. Figure 7.2 illustrates four determinants of the awareness class:
free samples and coupons, trade shows and personal selling, advertising, and dis-
tribution. The first three of these are distinctly marcom activities, and the fourth,
distribution, is closely allied in that point-of-purchase materials and shelf place-
ment are aspects of a brand’s distribution. Successful introduction of new products
typically requires an effective advertising campaign, widespread product distri-
bution backed up with point-of-purchase materials, and, in the case of inexpen-



sive packaged goods, extensive sampling and couponing. In B2B marketing, trade
shows and personal sales efforts are invaluable means of making prospective cus-
tomers aware of new offerings. Though not shown in the New-Product Adoption
Process Model, word-of-mouth communication, a form of free advertising, also
plays a significant role in facilitating product awareness. A later section will
describe, in detail, efforts by marketing communicators to build buzz surrounding
the introduction of new products.

Once customers and consumers become aware of a new product or brand,
there is an increased probability they will actually try the new offering.4 Coupons,
distribution, and price are the factors that affect the trier class (see Figure 7.2).
That is, the availability of cents-off coupons, wide product distribution on retailer
shelves and displays, and lower prices (such as introductory, low-price offers) all
facilitate trial of new products. For durable goods, trial may involve test-driving a
new automobile or visiting an electronics store to acquire hands-on experience
with, say, a new digital camera, music player, or computer. In the case of inexpen-
sive packaged goods, trial more likely involves purchasing a new brand to test its
performance characteristics—its taste, cleaning ability, or whatever attributes and
benefits are pertinent to the product category. A business may try DHL’s shipping
service (see Figure 7.3) on an experimental basis to learn whether this company is
easy to deal with, its offering is priced appropriately, and it outperforms competi-
tors in terms of delivery time and shipping services.

Repeat purchasing, demonstrated by the repeater class, is a function of five
primary forces: personal selling, advertising, price, distribution, and product satis-
faction. That is, customers and consumers are more likely to continue to purchase a
particular brand if personal sales efforts and advertising continue to remind them
about the brand, if the price is considered reasonable, if the product or service is
easily accessed, and if product quality is deemed satisfactory. On this last point, it
is undeniable that marcom efforts are critical to boosting repeat purchasing but
cannot make up for poor product performance. This is to say that consumer satis-
faction with a brand is the major determinant of repeat purchasing. Consumers typ-
ically will not stick with brands that fail to live up to expectations.
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Figure 7.2

New-Product 
Adoption Process Model

SOURCE: Adapted from Chakravarthi Narasimhan and Subrata K. Sen, “New Product Models for Test Market Data,” Journal of
Marketing 47 (Winter 1983), 13, 14, with permission from the Marketing Association.
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Figure 7.3 Advertisement Illustrating the Product Adoption Process
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Product Characteristics That Facilitate Adoption
Discussion to this point has identified several marcom activities that affect prod-
uct adoption. Explanation now turns to five product-related characteristics that
influence consumers’ attitudes toward new products and hence their likelihood of
adopting new products. These are a product’s: (1) relative advantage(s), (2) com-
patibility, (3) complexity, (4) trialability, and (5) observability.5 Each of these char-
acteristics is discussed in detail in the following sections.

Relative Advantage
This represents the degree to which consumers perceive a product innovation as
being better than existing alternatives with respect to a specific attribute or bene-
fit. Relative advantage is a function of consumer perception and is not a matter of
whether a product is actually better by objective standards.

Relative advantage is positively correlated with an innovation’s adoption rate:
the greater an innovation’s relative advantage(s) compared to existing offerings,
the more rapid the rate of adoption, all other considerations held constant.
(Conversely, a new brand’s relative disadvantage(s)—high price, difficulty of learn-
ing how to use a new product, and so on—will retard the rate of adoption.) In gen-
eral, a relative advantage exists to the extent that a new product offers (1) better
performance compared to other options, (2) savings in time and effort, or (3) imme-
diacy of reward.

Consider the following illustrations of relative advantages (also see the Global
Focus for another illustration of relative advantages for washing machines in
developing countries):

• Digital cameras allow photographers the opportunity to view images prior to
committing them to hard-copy photographs. Moreover, these images can be
transmitted electronically in digitized form, thus avoiding the expense, hassle,
and time associated with snail mailing photographs.

• Pfizer’s Listerine PocketPaks are dissolving mouthwash strips. In addition to
the advantage of portability, PocketPaks kill germs that cause bad breath
(unlike breath mints and gum).

• The sweetener product Splenda affords consumers the distinct relative advan-
tage of tasting like sugar but being calorie free.

• Hybrid automobiles (such as discussed in Chapter 3) offer meaningful relative
advantages in the form of being more fuel efficient and environmentally
friendly than conventional, fully gasoline-fueled automobiles.

• Flat-screen, plasma TVs take up less space, weigh less, and provide better reso-
lution than conventional televisions. This technology is expensive for most con-
sumers, which explains the slow rate of adoption in households, but bars and
restaurants have shifted in droves from conventional to flat-screen TVs.6

• Low-carbohydrate food and beverage products allow dieting consumers to
restrict their intake of carbs, but these products typically don’t taste as good as
the “real” item.

• Products in the so-called quick clean category have exploded in recent years.
This includes items such as Procter & Gamble’s Swiffer, which is a home mop-
ping system that allows the consumer to easily mop hard surfaces by placing
dirt-grabbing electrostatic sheets on pads that are attached to mop handles.
The most recent Swiffer product is called Swiffer Sweep+Vac, which includes a
small vacuum attached to a regular Swiffer for purposes of capturing bigger
objects like dry cereal.

• Innovations such as Rio Audio’s MP3 player and Apple’s iPod offer huge
music storage capacity and portability. It is little wonder that MP3’s and iPod’s
successes have generated a slew of competitors including offerings from the
likes of Samsung Electronics and Sony.
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• Finally, consider the case of children’s consumption of milk in fast-food restau-
rants. Outlets such as Wendy’s, McDonald’s, and Denny’s have experienced
huge increases in milk sales. These increases have resulted, in large part,
because dairy companies have begun packaging milk in colorful plastic con-
tainers rather than in the traditional paper cartons. Children are increasingly
switching from soft drinks to milk when frequenting fast-food outlets.

Compatibility
The degree to which an innovation is perceived to fit into a person’s way of doing
things is termed compatibility. In general, a new product is more compatible to
the extent that it matches consumers’ needs, personal values, beliefs, and past
consumption practices. Incompatible products are those that are perceived as
incongruent with how customers and consumers have learned to satisfy their con-
sumption needs. For example, although horse meat is an alternative to beef in
European countries such as Belgium, France, Italy, and Spain, it is hard to imagine
North American consumers converting from their deeply ingrained preference for
beef to this lean, sweet-tasting alternative.

Consider also the traditional manner by which wine bottles have been
“corked.” For hundreds of years real cork—which is the outer bark of oak trees—
has provided the stopper material for wine bottles. Alternatives to real cork now
are beginning to serve as substitutes, including plastic stoppers and even twist-off
metal caps. Although these newer types of stoppers are as effective as cork (and
may even be superior because they cannot contaminate wine with the sometimes
musty smell of cork), many traditionalists consider non-cork stoppers unaccept-
able. In short, in many people’s minds, cork stands for fine wine, whereas wines
plugged with non-cork stoppers are considered cheap substitutes.

Generally speaking, adoption rapidity is increased with greater compatibility.
Innovations that are compatible with consumers’ existing situations are less risky,

Washing Machines for the Masses
in Brazil, China, and India

Millions of people throughout the developing world wash clothes
the old-fashioned way: either with washboards and soap or with
machines that are not fully automatic. (Most readers of this text
never have seen such a machine, but the author and his
contemporaries remember seeing their mothers wash the laundry
in electric-powered machines that required individual items be
manually “fed” through rollers to remove excess water prior to
hanging the items on lines for drying.) This still is how it is done in
much of the world. But Whirlpool Corp. has designs on changing
the model of how people do their laundry. The secret to success is 
one of designing fully automatic washing 
machines that are functional and 
aesthetically appealing, yet 
inexpensive enough so that the 
masses can afford to purchase 
them. These relative advantages over 
traditional (non-automatic washer) solutions 
to doing the laundry will likely yield huge profits for 
Whirlpool in its global undertaking to alter laundry-washing 
behavior.

Whirlpool has designed a machine named Ideale for distribution
in Brazil, China, India, and other developing countries. The retail
price is in the range of $150–$200, which compares to the
average automatic washer in the United States, priced at nearly
$500. About one-quarter of Brazilian households have automatic
washing machines, whereas the penetration levels in China and
India are less than 10 percent. Importantly, Whirlpool has designed
its washing machines to uniquely fit the consumption habits and 

preferences in 
each country. For example, 
in Brazil consumers are in the habit of washing 
floors beneath furniture and appliances; accordingly, the Ideale 
for Brazil was made to stand high on four legs. Also, because
Brazilian homemakers want to see the machine operate, Whirlpool
equipped the Ideale with a transparent, acrylic lid. In China, 
families often have shelves above their washers, so the tops of
Whirlpool machines for that country were designed to be 
foldable. Also, because space constraints in China mean that 

many families locate their appliances in the
living room, it was important that

the washing machine for consumers
in that country be aesthetically
appealing. In India, washers often

are placed in a position of pride in
the home but are moved around the house;

thus, washing machines for that market have caster
wheels for easy mobility. Color preferences also vary from country
to country. In Brazil, the Ideale comes only in white because
Brazilians associate white with cleanliness. But Chinese dislike
white appliances because they show dirt and grime, so Whirlpool
produces light blue and gray machines for consumers in that
country. Consumers in India can choose among white, blue, or
green machines.

SOURCE: Adapted from Miriam Jordan and Jonathan Karp, “Machines for the
Masses,” The Wall Street Journal Online, December 9, 2003, http://online.wsj.com.

lLglobal focus
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are more meaningful, and require less effort to incorporate into one’s consumption
lifestyle. Hybrid automobiles probably will experience a relatively slow rate of
adoption because the idea of a gasoline-electric hybrid automobile is somewhat
incompatible with consumers’ concept of how an automobile should be energized.

Sometimes the only way to overcome perceptions of incompatibility is through
heavy advertising to convince consumers that a new way of doing things truly is
superior to an existing solution. Consider the case of ultra-high-temperature
(UHT) milk, which is a heat-treated product that lasts up to six months on the
shelf and tastes the same as “regular” milk. Shelf-stable milk is standard fare
throughout much of Europe and Latin America with market shares of well over 50
percent in many countries. In the United States, however, sales of UHT are negli-
gible. Italy’s Parmalat brand entered the massive U.S. market with plans of chang-
ing America’s preference to shelf-stable milk. However, after more than a decade
on the U.S. market, Parmalat’s market share pales in comparison to sales of refrig-
erated milk. The problem is one of incompatibility: Americans are wedded to
refrigerated milk. Parmalat, along with other UHT producers, will have to adver-
tise heavily to stand any chance of large numbers of American consumers regu-
larly purchasing UHT milk instead of the conventional refrigerated variety. Of
course, because success breeds further success, products that suffer from images
of incompatibility often do not have sufficient funds to overcome their status.

Makers of soy “milk” also have recognized that they must advertise aggressively
to overcome incompatibility problems. Although soy drinks possess the relative
advantage of being healthier than traditional cow’s milk, many consumers eschew
purchasing soy drinks due to thoughts that a product made from a vegetable would
probably taste strange and ruin, rather than enhance, the taste of milk-related prod-
ucts such as cereal. In an attempt to overcome incompatibility problems, makers of
soy milk brands such as Silk and Great Awakenings have substantially increased
their ad budgets in the hopes of attracting new users to the category.

At the time of this writing it was recently announced that German footwear
manufacturer Adidas–Salomon AG was in process of launching a new line of run-
ning shoes called Adidas 1, which were to be priced at approximately $250 per pair.
This high-tech shoe contains a microprocessor under the arch of the shoe to measure
compression of the runner’s stride. Using software that calculates whether a shoe is
too firm or too soft, messages are sent to cables in the shoe to make appropriate
adjustments around the foot. In effect, the runner obtains customized cushioning
depending on the running terrain and his or her size and speed. This obvious rela-
tive advantage is offset by the disadvantage of high price. Yet, the factor that may
most retard rapid and extensive product adoption is that this technology requires
extra work from runners. That is, runners can either run the microprocessor, which
requires battery replacements after approximately 100 hours, or he or she can adjust
the cushioning manually by pushing buttons located under Adidas’s famous three-
stripes design. In either event, extra “work” is required. An industry expert who
doubts the product will be a big success claims that “runners just want to put the
shoe on and go; they don’t want to think about what to do with it.”7 His claim, in
other words, is that this new technology is incompatible with the low-tech running
shoes that experienced runners are used to wearing.

Complexity
Complexity refers to an innovation’s degree of perceived difficulty. The more dif-
ficult an innovation is to understand or use, the slower the rate of adoption. Home
computers were adopted slowly because many homeowners perceived them too
difficult to understand and use. The adoption of programmable TVs with hard
drives (e.g., TiVo) also has been slower than expected, likely because many con-
sumers fear they will be unable to successfully use the technology.

The success of Apple’s iMac in the late 1990s attests to the value of making prod-
uct use simple. The iMac was virtually an instant success upon its introduction,
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selling about one-quarter of a million units in the first six weeks after launch and
becoming one of the hottest products on the market during the holiday season.
Although a very good personal computer, the iMac’s retail price at $1,299 was, if
anything, at a premium level compared to functionally competitive PCs. Indeed,
in terms of specifications, the original iMac was nothing exceptional, with only
32MB of RAM, a 4GB hard drive, and a 233-MHz processing chip. However, the
iMac’s design was special. With a choice of five novel colors, translucent case, one-
piece unit, rounded (versus angular) shape, and pre-installed software, the iMac
was unlike any personal computer that consumers had seen. Beyond its unique
design, the iMac was perhaps the most user-friendly computer to ever hit the mar-
ket. Essentially, the user simply had to plug it in and turn it on—no setup, no has-
sle. This perhaps explains why nearly one-third of the iMac buyers were first-time
computer owners who apparently believed that the iMac did not exceed their
threshold for complexity.8

Trialability
The extent to which an innovation can be used on a limited basis prior to making
a full-blown commitment is referred to as trialability. In general, products that
lend themselves to trialability are adopted at a more rapid rate. Trialability is tied
closely to the concept of perceived risk. Test-driving new automobiles, eating free
items of food products at local supermarkets, and consuming mail-delivered
samples of new grocery products all represent instances of consumers trying new
products on an experimental basis. The trial experience serves to reduce the con-
sumer’s risk of being dissatisfied with a product after having permanently com-
mitted to it through an outright purchase. As will be discussed in detail in Chapter
18, sampling is an incomparable promotional method for encouraging trial by
reducing the risk that accompanies spending money on a new, untried product.

Facilitating trial is typically more difficult with durable products than with
inexpensive packaged goods. Automobile companies allow consumers to take
test-drives, but what do you do if you are, say, a computer manufacturer or a lawn
mower maker? If you are creative, you do what companies like Apple Computer
and John Deere did in novel efforts to give people the opportunity to try their
products. Apple developed a “Test Drive a Macintosh” promotion that gave inter-
ested consumers the opportunity to try the computer in the comfort of their own
homes for 24 hours at no cost. John Deere offered a 30-day free test period during
which prospective mower purchasers could try the mower and then return it, no
questions asked, if not fully satisfied. Ford Motor Company, the owner of British-
based Land Rover, initiated a unique money-back offer to encourage purchases of
Land Rover’s Discovery Series II model of SUV. Prospective buyers could drive
the new SUV for 30 days or 1,500 miles and then return it for a full refund if they
were dissatisfied with its performance.

Observability
Observability is the degree to which the product user or other people can observe
the positive effects of new-product usage. The more a consumption behavior can
be sensed (seen, smelled, etc.), the more observable, or visible, it is said to be. Thus,
wearing a new perfume with a subtle fragrance is less “visible” than adopting an
avant-garde hairstyle, and driving an automobile with a new type of engine is less
visible than driving one with a unique body design such as a BMW Mini Cooper
or a Hummer. In general, innovations that are high in observability lend them-
selves to rapid adoption if they also possess relative advantages, are compatible
with consumption lifestyles, and so on. Products whose benefits lack observability
are generally slower in adoptability.9

The important role of product observability is illustrated by Nike’s long-standing
use of showing the technology in its athletic shoes. One version of this practice is
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the Nike Shox. Highly visible inserts in the heel of the shoe convey the product
benefits of stability, cushioning, and increased lift through tiny shock absorbers
(“shox”) that provide spring. Nike could have designed its shoes so that the shock
absorbers were concealed from observation; instead, the company made the fea-
ture conspicuous by “exposing the technology” and, in so doing, provided itself
with the easily communicable point that Nike shoes enable greater leaping ability
than do competitive brands. Nike’s exposing-the-technology practice recognizes
the basic fact that consumers are more likely to adopt a new product when its
advantages are observable.

Because status from brand ownership is one form of consumption advantage,
albeit an advantage high in symbolism rather than functionality, it perhaps is not
surprising that many well-known brands of fashion wear plaster the outside of
clothing with prominent brand names and logos that are observable to the world.
Consumers have become walking billboards for designer brands, a case of observ-
ability incarnate. This trend has now been extended to the vehicle tire category
where tires display university names such as the Florida Gators. Hey, if fans are
willing to paint their faces during game days with Gators, Tiger Paws, Dogs, or
whatever their mascot is, why not emblazon tires with school names?

Quantifying the Adoption-Influencing Characteristics
To this point we have described each of the five factors that influence the likeli-
hood that a new product will be adopted and the rate at which it will occur. It
would be useful to go beyond mere description and have a procedure whereby the
five characteristics could be quantified on a case-by-case basis to determine
whether a proposed product concept stands a good chance of being successful.
Figure 7.4 illustrates a procedure for accomplishing this goal. Each of the five
characteristics is rated, first in terms of its importance in determining the success of
the proposed new product and then with respect to how well the new product
performs on each characteristic, its evaluation score.

For illustration purposes, consider the issue of hair removal. Many women
(and some men) go to doctors and salons to have unwanted hair removed by a
laser procedure. Hair removal via this procedure stunts the growth of hair follicles
by using light at a frequency and wavelength that is absorbed by the follicles but
not by the surrounding skin tissue. Imagine how popular such a procedure would
be if a product were available for in-home use. Or would it? Well, Gillette, a com-
pany famous for its razors and blades is betting that such a product will be highly
demanded. Gillette has teamed up with a small company to develop an in-home
laser-based hair-removal product.10 With this product in mind, let’s apply the
model in Figure 7.4 to quantify the success potential of such a product.
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Figure 7.4

Hypothetical Illustration 
of Quantifying the 
Adoption-Influencing
Characteristics

Characteristic Importance (I)* Evaluation (E)** I x E

Relative advantage(s) 5 5 25
Compatibility 3 3 9
Complexity 4 –2 –8
Trialability 5 –1 –5
Observability 1 0 0

Total Score NA NA 21

*Importance is rated on a scale with values ranging from zero to five. A rating of zero would indicate that a specific
characteristic has no importance in this particular case. Higher positive values indicate progressively increasing levels
of importance.

**Evaluation is rated on a scale with values ranging from minus five to five. A rating of zero, the midpoint of the scale, would
indicate that the proposed new product performs neither favorably or unfavorably on the characteristic at hand; negative
values indicate poor performance, with minus five representing the worst possible performance; positive values indicate
favorable performance, with five representing the best possible performance.
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As shown in Figure 7.4, relative advantages and trialability are judged to be
the most important considerations in determining the success of this new laser
product, both with importance ratings of five. This in-home hair-removal product
must compete against conventional hair-removal procedures (e.g., shaving legs
with blades or applying a chemical substance) in terms of ease of hair removal,
length of effectiveness, and amount of effort and pain involved. The proposed
new product (let’s call it LaserGillette, for convenience) must possess these relative
advantages vis-à-vis existing hair-removal products if it stands any chance of suc-
ceeding. Likewise, it is maximally important that potential purchasers be able to
try the product in advance of actually purchasing it, so trialability also receives an
importance score of five. Compatibility, on the other hand, is considered to be of
only moderate importance (a score of three) insofar as potential users of
LaserGillette may be willing to adopt a somewhat radical new method of remov-
ing hair if the procedure has distinct relative advantages. Complexity of use, with
an importance score of four, is considered a very important determinant of prod-
uct adoption inasmuch as many potential users would be reluctant to switch from
their present hair-removal procedure, say shaving, if the laser procedure is per-
ceived as being difficult to use. Finally, observability receives an importance score
of only one in that product adoption does not involve others seeing how well the
product works because this is a private matter that is best ascertained by the prod-
uct user.

With importance ratings determined, we can turn to the evaluation of
LaserGillette on each of the five adoption-influencing characteristics. On relative
advantages, this new product is assessed to have the highest possible score, a five.
The arithmetic product of its importance rating multiplied by its evaluation score
results in LaserGillette receiving a combined relative advantage score (I × E) of 25
points. Because the product is not drastically different than other hair-removal
procedures (all involve moving an object, such as a razor, over the skin), its com-
patibility evaluation score is a three, which thus produces a combined I × E score
of nine. It can be seen in Figure 7.4, however, that LaserGillette scores on the neg-
ative side with respect to both complexity and trialability. The product is per-
ceived as being somewhat difficult to learn to use and cannot be tried prior to
actually purchasing it other than by viewing a CD-ROM that is available at the
point of purchase. Because observability is not really at issue, LaserGillette’s I × E
score on this dimension is 0. The total score, as shown in Figure 7.4, is a 21. Based
on its past new-product introduction efforts, let us assume that Gillette has
learned that all products with scores of 15 or higher typically are successful when
introduced to the market. Hence, with a total score of 21, it is likely that
LaserGillette will be a successful new product.

Although this illustration is hypothetical, the point to be made is that it is pos-
sible to quantify the five adoption determining factors and arrive at a total score
that indicates the likelihood that a new product will succeed. Models such as this
are invariably somewhat subjective, but a brand management team along with its
various marcom agencies should be able to make these judgments with some
degree of reliability. Obviously, consumer research also can be applied to deter-
mine how prospective members of the target audience rate a proposed new prod-
uct on each characteristic and how important they consider each characteristic to
be in their decision to adopt a new product. Brand managers can build spread-
sheets and play around with the numbers in the process of ascertaining what
changes may be needed in order to increase the odds that a new product will suc-
ceed. For example, because LaserGillette is not evaluated favorably in terms of its
trialability, the brand management team may seriously consider devising an in-
store procedure that allows prospective users to try the product in a safe and
hygienic manner.



Managing the 
Diffusion Process

The foregoing discussion examined marcom activities and product characteristics
that influence whether individual consumers and customers are likely to adopt a
new product innovation. Emphasis now is directed at the broader issue of how an
innovation is communicated and adopted throughout the marketplace. This is
termed the diffusion process, in contrast to the individual-level adoption
process just described. Diffusion is, in simple terms, the process of spreading
out. In a marcom sense this means that as time passes a new product is adopted
by increasingly greater numbers of people. By way of analogy, consider what
happens when gas is released into a room: the fumes eventually spread
throughout the entire room. Similarly, product innovations spread ideally to all
parts of a potential market. The word ideally is used because, unlike the physical
analogy, the communication of an innovation in the marketplace often is impeded
by factors such as unsuitable communication channels, competitive maneuver-
ings, and other imperfect conditions.

When a product does spread through the marketplace over time, it is adopted
by different types of consumers. These different types, or groups, are termed inno-
vators, early adopters, early majority, late majority, and laggards. Because you likely
have been introduced to these various groups in an introductory marketing or
consumer behavior course, we will not spend time here describing the various
groups and their identifying characteristics. We instead will focus on the issue of
how the diffusion process can be managed.

Toward this end, consider an interesting product innovation—an antidepres-
sant drug that was marketed under the brand name Clomicalm. You might think,
“What’s so innovative about an antidepressant drug?” Well, the drug was mar-
keted not for individuals’ personal use but for their dogs! Apparently, about 7 mil-
lion dogs in the United States suffer from a syndrome called separation anxiety,
manifested by the dog destroying furniture, howling, or eliminating inappropri-
ately when its owners are away from home. Clomicalm is a meat-flavored pill
designed to be taken for a minimum treatment length of two to three months.

What did Novartis, the maker of this doggy antidepressant pill, do to facilitate
successful product diffusion? Answers are shortly forthcoming, but, in general,
firms attempt to manage the diffusion process so that a new product or service
accomplishes the following objectives:11

1. Secure initial sales as quickly as possible (rapid takeoff ).
2. Achieve cumulative sales in a steep curve 

(rapid acceleration).
3. Secure the highest possible sales potential in the targeted market segment

(maximum penetration).
4. Maintain sales for as long as possible 

(a long-run franchise).

How do marketing communicators accomplish these objectives? First, rapid
takeoff can be facilitated by having a marcom budget that is sufficiently large to
permit (1) the aggressive sales-force efforts needed to secure trade support for
new products, (2) intensive advertising to create high brand-awareness levels
among the target market, and (3) sufficient sales promotion activity to generate
desired levels of trial-purchase behavior. Novartis embarked on a major market-
ing campaign to persuade pet owners to take their anxious dogs to see a veteri-
narian. Millions of dollars were invested in radio and magazine advertising,
including ad placements in Parade, Reader’s Digest, and People. Advertisements
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portrayed a sad-looking dog with an emotional appeal in the
headline reading, “Some dogs just hate to be alone” (see
Figure 7.5). In addition to the consumer-oriented advertising,
a major promotional campaign was aimed at training vets
and encouraging them to prescribe Clomicalm to separation-
anxious dogs. All in all, this was an earnest effort to secure a
rapid takeoff.

Second, rapid acceleration may be accomplished by (1)
ensuring that product quality is suitable and will promote
positive word-of-mouth communication, (2) continuing to
advertise heavily to reach later adopter groups, (3) ensuring
that the sales force provides reseller support, and (4) using
sales promotion creatively so that incentives are provided for
repeat-purchase behavior. Following the introduction of
Clomicalm, Novartis continued supporting its resellers’ (i.e.,
vets) selling efforts and offered attractive promotional deals
to consumers to accelerate the adoption rate.

Third, maximum penetration can be approached by (1) con-
tinuing the same strategies that stimulated rapid acceleration
and, where appropriate, (2) revising the product and adver-
tising strategies as necessary to appeal to the needs of later
adopters.

Finally, a long-run franchise can be maintained by ensuring
that: (1) a mature product continues to meet the target audi-
ence’s needs, (2) distribution is suitable to continue reaching
the audience, and (3) advertising continues to remind con-
sumers and customers about the product. Only time will tell
whether Clomicalm achieves a long-run franchise. Continued
advertising and promotional effort assuredly will be required
to offset competitive efforts and position Clomicalm as the

best brand for treating Fido’s separation anxiety. Ultimately, it will be the brand’s
effectiveness and relative price that will determine its long-run success.

Stimulating Word-of-Mouth 
Influence

People in all buying capacities—consumers buying automobiles, purchasing agents
buying maintenance materials, physicians ordering drug products, hospitals pur-
chasing supplies, athletic teams acquiring equipment, and so on—rely on two major
sources of information to assist them in making decisions: impersonal and personal
sources. Impersonal sources include information received from television, magazines,
the Internet, and other mass media sources. Personal sources, the subject of this sec-
tion, include word-of-mouth influence from friends and acquaintances, and from
business associates in the case of organizational buying decisions.12 Research has
shown that the more favorable information a potential product adopter has
received from peers, the more likely that individual is to adopt the new product or
service.13 This section begins with some theoretical ideas about word-of-mouth
influence, or WOM, and then discusses the practice of buzz building—also referred
to as viral marketing, guerilla marketing, diffusion marketing, and street marketing.

Strong and Weak Ties
People are connected in what can be referred to as networks of interpersonal rela-
tionships. Family members and friends interact on a regular basis; people also
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intermingle with work associates daily. There also are interaction patterns that are
less frequent and less strong. We thus can think of social relations in terms of tie
strength. Consumers’ interpersonal relations range along a continuum from very
strong ties (such as frequent and often intimate communications between friends)
to weak ties (such as rare interactions between casual acquaintances).14 It is
through these ties, both weak and strong, that information flows about new prod-
ucts, new restaurants, recently released movies and albums, and myriad other
new products and services.15

The important point to conclude from this brief discussion is that marcom
efforts (especially through traditional as well as alternative advertising media) are
critical for getting the information-dissemination ball rolling, but thereafter it is
social interactions via both strong and weak ties between B2C consumers or B2B
customers that drive the flow of information about new products. Hence, market-
ing communicators need to orchestrate the flow of information about products
using advertising and “buzz” efforts (as discussed in a later section) and then the
information ball will be propelled at an accelerating rate by social networks of
people interacting with one another—via online chat rooms and Web logs (blogs)
or through more traditional venues of social intercourse. Opinion leaders play a
crucial role in this process.

Opinion Leaders and Market Mavens
An opinion leader is a person who frequently influences other individuals’ atti-
tudes and behavior.16 Opinion leaders perform several important functions: they
inform other people (followers) about new products, they provide advice and
reduce the follower’s perceived risk in purchasing a new product, and they offer
positive feedback to support or confirm decisions that followers have already
made. Thus, an opinion leader is an informer, persuader, and confirmer. Consider
the phenomenon of movie critiques and the role of the critic. These individuals
preview movies before the general public and write reviews, which then are aired
on TV or printed in newspapers. The critics’ comments serve to influence movie-
goers’ choice of movies and possibly confirm their own opinions about the movies
they have seen.17

Opinion leadership influence is typically restricted to one or several consump-
tion topics rather than applying universally across many consumption domains.
That is, a person who is an opinion leader with respect to issues and products in
one consumption area—such as, movies, computers, skiing, or cooking—is not
generally influential in other unrelated areas. It would be very unlikely, for example,
for one person to be respected for his or her knowledge and opinions concerning
all four of the listed consumption topics. Moreover, opinion leaders are found in
every social class. In most instances, opinion leadership influence moves hori-
zontally through a social class instead of vertically from one class to another.

Opinion leader profiles are distinctly different from profiles of followers. In
general, opinion leaders: (1) are more cosmopolitan and have greater contact with
the mass media than do followers; (2) are usually more gregarious than the general
population and have more social contacts—and thus more opportunity for dis-
cussing and conveying information—than followers; (3) have slightly higher
socioeconomic status than followers; (4) are more innovative than followers; and (5)
are willing to act differently than other people, can withstand criticism and rejec-
tion, and have a need to be unique.18

What motivates opinion leaders to give information? It seems that opinion
leaders are willing to participate in word-of-mouth communications with others
because they derive satisfaction from sharing their opinions and explaining what
they know about new products and services. Opinion leaders thus continually
strive (and often feel obligated) to keep themselves informed. In general, prestige is
at the heart of word-of-mouth influence, whether that influence is from opinion
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leaders or from those who follow in the information dissemination process. “We
like being the bearers of news. Being able to recommend gives us a feeling of pres-
tige. It makes us instant experts.”19

Being an expert in marketplace matters does bring prestige. Researchers have
referred to the marketplace expert as a maven. (In dictionary terms, a maven, is con-
sidered an expert in everyday matters.) Market mavens have information about
many kinds of products, stores, and other facets of markets, and initiate discus-
sions with consumers and respond to requests from others for market informa-
tion.20 In other words, the market maven is looked upon as an important source of
information and receives prestige and satisfaction from supplying information to
friends and others. Opinion leaders are mavens!

The key to generating good WOM is by finding cheerleaders—that is, con-
sumers who will start talking about a new product. Usually this is a carefully
selected target group that is most likely to love a new movie, a new book, or other
product or service. In the publishing industry, cheerleading is stimulated by giv-
ing free copies of a new book to a select group of opinion leaders. This practice is
suitably referred to as “seeding” the market. For example, teenage girls in Japan
play an extremely important cheerleading role (called kuchikomi) that has been rec-
ognized and cultivated by Japanese firms.

Kuchikomi refers to the swift network of word-of-mouth advertising that con-
nects teenage girls in Japan. Never was kuchikomi more apparent than in the suc-
cess of the Tamagotchi craze that first hit Japan and then spread globally. Because
there is little space in Japan for people to own pets, the Tamagotchi toy provided a
substitute outlet for the desire to own an animal. Meaning “cute little egg,”
Tamagotchi is a plastic toy with an embedded electronic chip that emits chirps of
affection based on the owner’s behavior. After an extraterrestrial creature hatches
from the toy “egg,” the owner presses select buttons on a tiny screen to feed, clean,
and care for the virtual pet. Proper care is rewarded with affectionate chirps.
Bandai Company Ltd., the innovator of this product, estimated initial sales of
about 300,000 Tamagotchi at $16 each. However, without any advertising and
relying primarily on the WOM generated by teenage girls and other owners, sales
volume reached 23 million units in Japan in slightly over one year. Since then
Bandai has exported the Tamagotchi to over 25 other countries.

The Tamagotchi is just one example of the kuchikomi power of Japan’s teenage
girls. Many Japanese consumer product companies do not just wait for Japanese
girls to engage in word-of-mouth behavior but solicit their opinions during new-
product development. Girl guides, as they are called, are recruited by Japanese
companies to test proposed new products and provide feedback on preliminary
television commercials. They also are paid to “cheerlead” new products. For
example, Dentsu Eye, a marketing consultancy, paid schoolgirls to talk up a previ-
ously unknown product at their schools. Brand awareness quickly grew to 10 per-
cent of high school students. Dentsu Eye’s executives estimated that using television
advertising to achieve a comparable level of brand awareness would have cost at
least $1.5 million compared with less than $100,000 actually paid to the schoolgirls.21

Avoid Negative Information
Positive word-of-mouth communication is a critical element in the success of a
new product or service. Unfavorable WOM, on the other hand, can have devastat-
ing effects on adoption, because consumers seem to place more weight on nega-
tive information in making evaluations than on positive information.22

Marketing communicators can do several things to minimize negative word of
mouth.23 At a minimum, companies need to show customers that they are respon-
sive to legitimate complaints. Manufacturers can do this by providing detailed
warranty and complaint-procedure information on labels or in package inserts.
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Retailers can demonstrate their responsiveness to customer complaints through
employees with positive attitudes, store signs, and inserts in monthly billings to
customers. Companies also can offer toll-free numbers and e-mail addresses to
provide customers with an easy way to voice their complaints and provide sug-
gestions. By being responsive to customer complaints, companies can avert nega-
tive—and perhaps even create positive—WOM.

Creating “Buzz”

The preceding section applied traditional concepts such as opinion leadership to
describe the process of word-of-mouth communication. That section may have
given the impression that WOM is something that just happens and that market-
ing communicators are like spectators in a sporting event who passively enjoy the
action but are not involved in its creation. The present section makes it clear that
marketing communicators—now more than ever—are active participants in the
WOM process rather than merely idle spectators.

Because interpersonal communications play such a key role in affecting con-
sumers’ attitudes and actions, brand marketers have found it essential to proac-
tively influence what is said about their brands rather than merely hoping that
positive word of mouth is occurring. Marketing practitioners refer to this proactive
effort as creating the buzz. By definition, we can think of buzz creation as the sys-
tematic and organized effort to encourage people to talk favorably about a particu-
lar item (a product, service, or specific brand) and to recommend its usage to others
who are part of their social network. The terms guerrilla marketing, viral marketing,
diffusion marketing, and street marketing also are used to refer to proactive efforts to
spread positive WOM information and to encourage product usage. Let’s explore
these practices and understand why they are being used extensively, even now to
the point that major advertising agencies have created buzz-generating units.

Some Anecdotal Evidence
Before formally examining the topic of buzz creation, it will be useful to first
examine some illustrations of this practice:

• Microsoft’s Halo2 game reached retail shelves in November 2004. However,
prior to that time more than 1.5 million orders had already been placed. This
early success and widespread buzz were accomplished by creating a Web site
(http://halo2.com) that whetted the appetites of people who play games such
as Halo2. The fascinating thing about the Web site is that it was written in the
language of and from the viewpoint of aliens (the Covenant) who, in Halo2’s
story line, are prepared to attack Earth. Without a single word of English or
any other Earth language, “gamers” were able to crack the Covenant’s language
within 48 hours, which was about two weeks quicker than Microsoft person-
nel had anticipated. Apparently gamers worked as a community and divvied
up responsibilities until the language code was broken. Intense excitement
was created by this unique Web site, which generated enthusiasm for the new
Microsoft game and stimulated early ordering.24

• In an effort to get young trendsetters to become brand evangelists, Toyota used
guerilla tactics in launching its Scion model in 2003. So-called street teams were
formed to distribute promotional items to large gatherings of young consumers
in cities across the United States. People had the opportunity to test-drive Scion
models fitted with video cameras and then e-mail copies of the drives to friends.25

• Mel Gibson produced a religious film, The Passion of the Christ, that chronicled
the last 12 hours of Jesus’ life. Gibson invested around $25 to $30 million of his
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own money in producing the movie. The Passion stirred intense controversy
due to its vivid violence, along with charges of anti-Semitism in allegedly cast-
ing Jews in a negative light. Gibson spent months on the road prior to the
movie’s launch, meeting with church leaders and giving speeches about the
film. His production company advised theologians as to how to use the movie
to promote churches and recruit new members. The huge amount of buzz
resulted in a film that was highly successful at the box office.26

• Another movie, Crouching Tiger, Hidden Dragon—the Chinese-language martial
arts film directed by Ang Lee—had earlier used buzz-building techniques to
achieve box office success. This film was a sensation during the 2000–2001
movie season and an Academy Award winner as best foreign film. With a lim-
ited budget for promoting the film, the studio decided that word of mouth
would be critical to the film’s box-office success. In an effort to generate
“cheerleading” by movie aficionados, special screenings of the film were pre-
sented to a variety of audiences deemed likely to spread positive commentary
about the film. These screenings included audiences such as graduates of a
women’s leadership institute, an assemblage of female athletes, advertising
agency executives, and representatives of magazines and television. It was
expected that these various groups would subsequently share their delight
with others and thus get the WOM “ball” rolling for the movie.27

• Lee jeans needed a way to encourage consumers to visit stores where they might
try on and purchase the Lee brand. Toward this end, Fallon, the brand’s adver-
tising agency, created an online game that featured characters from an accompa-
nying ad campaign. To move to level two of the game, consumers needed a
special code they could obtain only by checking out a price tag for Lee jeans. To
generate enthusiasm for the game, Fallon sent e-mail messages to 200,000 con-
sumers who were targeted with the intent of directing them to a video clip
designed to interest them in the game characters. These messages, described as
“hip” and “intriguing,” were widely disseminated by the original recipients to
their friends, who in turn, in the best spirit of viral marketing passed the mes-
sages along to their friends, who forwarded it to their friends, and so on.28

• New York–based JetBlue Airways began operations in 2000. This innovative
airline features attractive planes with leather seats, live television, and low
prices. In an effort to establish Long Beach, a suburb of Los Angeles, as a hub
for West Coast flights, the marketing personnel at JetBlue undertook a buzz-
building campaign. The campaign was designed to reach influential cus-
tomers such as bartenders and hotel concierges in hopes that they would
spread the word about JetBlue Airways and its flights from the Long Beach air-
port. College interns were employed to visit bars, hotels, and other locales and
to talk up JetBlue and provide “influentials” with bumper stickers, buttons,
and tote bags that served as visible reminders of JetBlue’s daily flights from
the Long Beach airport. To generate further interest in JetBlue and initiate
buzz, interns drove Volkswagen Beetles, painted in JetBlue’s signature blue
color, around the streets of Long Beach.29

• During the opening show of the 2004 season of Oprah Winfrey’s popular day-
time television program, every audience member—276 in total—received a
new Pontiac G6 automobile worth over $28,000. Oprah didn’t provide these
gifts from the goodness of her heart; rather, the cars were donated by the
Pontiac division of General Motors in an effort to generate gobs of free public-
ity about the new G6. Ms. Winfrey devoted a half hour of airtime to the
Pontiac G6 and described the car as being “so cool!” Of course, this stunt was
arranged by Pontiac’s marketing people in coordination with producers of The
Oprah Winfrey Show. As part of the arrangement, the G6 became sole sponsor of
Winfrey’s Web site (http://oprah.com) for 90 days. Pontiac’s marketing direc-
tor claimed that the car giveaway generated $20 million in unpaid media cov-
erage and public relations—quite a bargain considering that the actual cost to
Pontiac of the donated automobiles likely was less than $5 million.30
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Formal Perspectives on Buzz Creation
To now more fully appreciate the concept of buzz, it will be useful to introduce the
concepts of networks, nodes, and links. These concepts apply not just to buzz cre-
ation, but to any type of network—including brains (nerve cells connected by
axons), the World Wide Web (Internet sites linked with other sites), transportation
systems (cities linked with other cities via roads, highways, and interstate sys-
tems), societies (people linked with other people), and so on.31 More specifically,
consider, for example, a transportation network such as the airline system. The
nodes in an airline system are the various airports that are located in cities served
by airlines; these cities, in turn, are linked by the airline routes that emanate in one
city and culminate in another. Most nodes (airports) in an airline system are linked
to relatively few other nodes. However, some large airports (e.g., Chicago O’Hare,
Atlanta Hartsfield, and New York JFK) are hubs (another name for large nodes)
that are linked with numerous other airports.

The notion of an airline network is applicable to social systems. Each person
within his or her own social system can be considered a node. Each person (node)
is potentially linked with every other person (additional nodes). Most of us are
linked with relatively few other people; however, some people are linked with
numerous others. Due to the large number of contacts these highly connected
people have, they sometimes are referred to as influentials. In comparison to major
hubs in airline networks, influentials represent the hubs in social networks. It
obviously follows that if you, as a marketing communicator, wanted people to dis-
seminate positive WOM about your brand, then getting your message to influen-
tials would be critical to your success. This, by the way, explains in large part how
the Bush Administration got its “morality” message disseminated during the 2004
presidential election campaign: they sent communiqués to theologians urging
their support; the theologians in turn spread the word to their congregations.
Theologians are influentials because they come in contact with hundreds of others
and have the capacity to influence religious beliefs and sway public opinion.

Hereafter, we will describe two perspectives on the notion of creating buzz.
One is based on the insightful observations of a journalist, Malcolm Gladwell,
in his book The Tipping Point. The other originates from principles derived by the
renowned consulting firm McKinsey & Company and is called explosive self-
generating demand. Frankly, there is some redundancy in these perspectives. Yet,
each perspective is sufficiently unique to warrant separate treatment.

Creating an Epidemic
Marketplace buzz can be compared to an epidemic. By analogy, consider how the
common influenza (flu) virus spreads. A flu epidemic starts with a few people,
who interact with other people, who in turn spread it to others until eventually,
and generally quickly, thousands or even millions of people have the malady.
Needless to say, flu epidemics could not occur unless people—such as school chil-
dren—were in close contact with one another. For an epidemic to occur there must
be a tipping point, which is the moment of critical mass at which enough people are
infected so that the epidemic diffuses rapidly throughout the social system.32

It has been conjectured that epidemics in a social context, including the spread of
information about new products and their adoption, can be accounted for by three
straightforward rules—the law of the few, the stickiness factor, and the power of context:33

Law of the Few. The first rule, the law of the few, suggests that it only takes
a few well-connected people to start an epidemic. These people are variously
referred to as connectors, influentials, opinion leaders, or market mavens. Whatever
they may be called, the important point is that connected people start “commer-
cial epidemics”—such as the widespread adoption of new ideas and products—
because they know a lot of people and are innately persuasive.
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In short, buzz-building efforts for new products (new-product epidemics)
require messengers who are willing to talk about the products and share their usage
experiences with others and who, by virtue of their inherent persuasiveness, influ-
ence others to also become product users and perhaps “apostles.” Paid advertising
could never accomplish the results that informal social networks achieve.
Advertising might inform, but it is common people who legitimize new-product
usage. Indeed, whereas advertisements lack credibility—because people realize
that ads are designed to influence their behavior—personal messages from friends
and acquaintances are readily accepted because no vested interest is involved.

Stickiness Factor. The second rule, the stickiness factor, deals with the
nature of the message, whereas the first rule involves the messenger. Messages
about new products that are attention catching and memorable (i.e., “sticky” mes-
sages) enable more rapid diffusion. This explains why rumors and urban legends
fly through the social system. Such messages are inherently interesting and thus
are passed along with lightning speed.

The point is that not all messages diffuse rapidly, just those that are innately
interesting and memorable. Millions of people talked about the giveaway of hun-
dreds of Pontiacs on The Oprah Winfrey Show mentioned earlier, because that was a
newsworthy and exciting event. Tens of millions of people discussed Janet
Jackson’s breast-baring that occurred during the halftime program of the 2004
Super Bowl. The capture of Iraqi leader Saddam Hussein was widely chatted
about due to both his notoriety and his disheveled appearance as he was removed
literally from a hole in the ground. In general, people must want to talk about a
product or brand-related idea if it is to spread. Hence, it is through clever adver-
tising and viral-marketing efforts that otherwise mundane news can be made
interesting, even exciting, and thus worthy of sharing with other people who are
connected via strong or weak social ties.

Power of Context. The third rule of epidemics, the power of context, simply
indicates that the circumstances and conditions have to be right for a persuasive mes-
sage conveyed by a connector to have its impact and initiate an epidemic. It doesn’t
sound very scientific to say it, but sometimes the “stars have to be properly aligned”
for epidemics to occur. In other words, there is a chance factor involved that is diffi-
cult to predict or control, or even to explain. But whatever the exact reason, some-
times the circumstances are just right for word-of-mouth dissemination. Imagine, for
example, that a student on your campus got arrested for driving under the influence.
This wouldn’t be particularly exciting news that would be worthy of discussion
among the student body. However, envision that this student was the son or daugh-
ter of the university president. In this context, discussion about his or her behavior
would be rampant. When the context is right, WOM epidemics can occur.

Igniting Explosive Self-Generating Demand
The foregoing account has simply described the conditions that are congenial to
the spread of epidemics. The present account will examine how buzz generation
can be managed to get the message about a brand rapidly diffused throughout a
social network.

The well-known management consulting firm, McKinsey & Company, has for-
mulated a set of principles for igniting positive WOM momentum for new brands.
McKinsey’s associates refer to word-of-mouth momentum as explosive self-gener-
ating demand, or ESGD for short. Key principles underlying ESGD are as follows:34

1. Design the product to be unique or visible. Products and brands that are
most likely to experience ESGD have two distinguishing characteristics. First,
they are unique in some respect—in terms of appearance (e.g., vehicles such as
the Hummer, the PT Cruiser, and the Mini Cooper), functionality (e.g., Viagra
pills for erectile dysfunction and the high-fat Atkins diet), or in any other
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attention-gaining manner. Second, they are highly visible or confer status on
opinion leaders and connectors, who are among the first to know about new
products and services. For example, being among the first to attend an exciting
new bar or restaurant, or to attend a provocative movie, can confer a sense of
status on the innovator, which thus explains why these topics command much
time in our day-to-day discourse.

In general, not all products are worthy of buzz. Rather, people are interested
in talking only about those products and brands that have some uniqueness,
excitement, or some inherent “wow” factor.35

2. Select and seed the vanguard. Every new product and service has a group
that is out in front of the crowd in terms of the speed at which the group
adopts the product. This group, earlier termed innovators, is called the van-
guard by McKinsey & Company. The challenge for the marketer of a new
brand is identifying which consumer group will have the greatest influence
over other consumers and then doing whatever it takes to get your brand
accepted by that group, the vanguard. Athletic shoe companies often launch
new brands by supplying advance pairs to local basketball heroes, the van-
guard for this product. In general, vanguards include basketball stars,
Hollywood divas, the most popular kids in high schools, the coolest kids in
“the hood,” and so on. The vanguard for new business books are business
leaders, such as those occupying corner offices in major corporations. When
they read a new book and consider it relevant to their organization, it is only a
short time before they encourage their subordinates to read the same book,
and they, in turn, instruct their underlings to do the same, and so on.

3. Ration supply. Scarcity is a powerful force underlying influencers’ efforts to
persuade. This is because people often want what they can’t have. Automobile
companies frequently exploit this reality by not producing sufficient supplies
to meet immediate demand when the product is launched. The BMW Z3, the
DaimlerChrysler PT Cruiser, Ford’s retro Thunderbird roadster, and the
Hummer all experienced demand far outstripping supply. The thinking is that
people will talk more about those things they cannot immediately have. Thus,
by rationing supply at the outset of product introduction, the excitement level
increases and the WOM network is set into action.

4. Use celebrity icons. Perhaps there is no better means to generate excitement
about a new product than to first get it into the hands of a celebrity. Hairstyles,
clothing fashions, and product choices that celebrities adopt are often accepted
by large numbers of people who emulate their behavior. In the world of golf,
for example, celebrities often appear in advertisements or infomercials and
tout the benefits of new balls, clubs, and self-help products. Oprah Winfrey’s
endorsement of new books and many other products (such as the Pontiac G6)
virtually assures product success.

5. Tap the power of lists. The media disseminate many kinds of lists that are
designed to influence consumer behavior and direct action. For example,
aspiring college students and their parents read magazines such as U.S. News
& World Report’s annual lists of top colleges and universities. Newspapers reg-
ularly provide lists of the best mutual funds. Radio stations often announce
the top-drawing movies over the weekend. It has been claimed that “lists are
potent tools for creating buzz because they’re effective road signs for informa-
tion-besieged consumers who don’t know where to focus their attention.”36

6. Nurture the grass roots. Similar to the concept of cheerleading described
earlier, this tactic is based on the idea of getting adopters of a product to con-
vert other people into users. Naturally, people who are satisfied with a prod-
uct oftentimes will encourage others to use the same product. But rather than
“letting it happen” (or fail to happen) the notion of nurturing the grass roots
involves—as do all buzz-building tactics—some form of proactive effort to get
present product adopters to recruit new members or customers. People who
have achieved success with a new form of diet or exercise program, for
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example, can be encouraged with incentives to recruit others to adopt this
same form of behavior. Exercise clubs sometimes provide discounts to current
members when they attract additional members to the club. Brand communi-
ties can be formed (online or otherwise) so that present adopters of a product
can share their enthusiasm and hopefully spread the word to others. In short,
nurturing the grass roots involves a proactive effort to get existing customers
more involved with the product and thus willing to become product disciples.

This section hopefully has provided you with an appreciation that WOM
momentum can be managed in a proactive fashion rather than accepted as a fait
accompli. Also, it should be clear that not all products and brands are appropriate for
buzz-creation efforts. The principles identified here offer insight into when and why
buzz creation is particularly likely and most effective. Growing numbers of firms
are turning to buzz creation as a low-cost and effective supplement for (or even an
alternative to) mass media advertising. Hence, it will serve you well to study this
topic in greater detail than has been possible in this text. A number of books on the
topic have been written in recent years. Please see endnote 37 for a list of several
informative and well-written books on the topic.37 (This list, in line with ESGD prin-
ciple #5, should further generate buzz for these books about buzz building.)

Using the Internet for Creating Buzz
Before departing the topic of buzz, brief commentary is needed about the role of
the Internet in buzz-creation efforts. Of course, word-of-mouth communications is
at the heart of buzz creation, and the Internet is possibly the most effective and
efficient medium in the history of the world for disseminating information rapidly
and widely. Chat rooms and blogs are the two online instruments via which WOM
information is disseminated about new products. Everyone knows about chat
rooms, so no commentary is needed here. Blogs, by comparison, are relatively
new and have been defined as follows:

It’s a Web-based journal powered by a self-publishing tool that enables the author(s) to reg-
ularly and easily update the content. The log consists of commentary along with links to
other blogs or online resources. Blog posts are always presented in reverse chronological
order. Each entry is time- and date-stamped.38

Blogs, in other words, present the ideas, thoughts, and opinions of “bloggers.”
Blogs often foster spirited discussion and debate among communities of individu-
als who share common viewpoints. It is estimated that there were approximately
8 million blogs on the Web at the time of this writing and that as many as 20 mil-
lion people read blogs.39

In a marketing context, bloggers often have strong, even passionate, opinions
about product categories and brands. Consider the case of a product introduced
by Procter & Gamble (P&G) called Mr. Clean AutoDry, which is a car-washing
product that dries spot free. Prior to the formal launch of the product, marketing
folks at P&G detected that auto enthusiasts were discussing the product in auto
blogs and chat rooms. In an effort to seed further discussion, P&G gave free
AutoDry samples to bloggers and requested their honest reviews. By the time the
product was on store shelves several months later, brand awareness had already
reached 25 percent among consumers and 45 percent among car enthusiasts.40

P&G’s AutoDry enjoyed a positive experience from blogging directed at that
brand. However, the distinct possibility exists that Internet driven WOM will not
always be positive. Because negative information is more salient than positive, the
reality is that negative information about products—mature as well as new—will
spread even faster than positive information. And because blogs are written by
“real people” rather than by public relations personnel and advertisers, the reality
is that information disseminated via blogs can have a devastating impact if that
information is anything other than positive.
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Finally, although the previous discussion has focused on what may be referred
to as independent blogs—those emanating from individuals who have no vested
interest in a company or its products—many companies have started their own
blogs. These formal, corporate blogs represent instruments for fostering better
relations with customers, enhancing brand loyalty, gaining feedback, and keeping
the company’s fingers on the pulse of the marketplace. Because credibility always
reigns supreme in determining how consumers and customers judge companies
and their offerings, it goes without saying that corporate-sponsored blogs will
serve only to hurt brands if they are perceived as disseminating hyped news and
false testimonials rather than delivering factual information.

Brand Naming

A brand is a company’s unique designation, or trademark, which identifies a com-
pany’s offering and distinguishes it from other product category entries. Many
executives regard brand naming to be one of the most important aspects of mar-
keting management. Product and brand managers consider it critical to choose an
appropriate brand name, largely because that choice can influence early trial of a
brand and affect sales volume. A brand’s name is crucially important—indeed,
names have been described as the “cerebral switches” that activate images in tar-
get audiences’ collective minds.41 Research has shown that even children (as
young as 3 or 4) are aware of brand names and that by the age of 10 or so the brand
name takes on conceptual significance whereby children think about brand names
as more than simply another product feature. In other words, the name takes on a
“life of its own,” and children judge brands on the basis of their acquired reputa-
tions and evaluate people in terms of what brands they own.42 In short, a product’s
brand name plays a major role in determining its immediate success upon intro-
duction and its sustained prosperity as it matures.

It is worth mentioning at this point that the name chosen for a new brand is an
especially important decision. A new brand can succeed in spite of being saddled
with a “bad” name, but the odds of success are boosted if the brand has an effec-
tive name. Good brand names evoke feelings of trust, confidence, security,
strength, durability, speed, status, and many other desirable associations. The
name chosen for a brand: (1) affects the speed with which consumers become
aware of the brand, (2) influences the brand’s image, and (3) thus plays a major
role in brand equity formation. Achieving consumer awareness of a brand name is
the critical initial aspect of brand equity enhancement. Brand name awareness has
been characterized as the “gateway” to consumers’ more complicated learning
and retention of associations that constitute a brand’s image.43 Through brand
names, a company can create excitement, elegance, exclusiveness, and influence
consumers’ perceptions and attitudes.44

What Constitutes a Good Brand Name?
This is a complex question that precludes a straightforward answer. To gain per-
spective, let’s twist the question around and pose it in these terms: what determines
whether a person’s name is a good name? (Please think about this for a moment
before reading on.) As you pondered this question, you likely arrived quickly at the
conclusion that people’s names differ dramatically and that no simple rule can
answer whether a person’s name is good. Perhaps you also entertained the notion
that whether a person’s name is “good” depends in large part on whether it “fits”
the person’s size, personality, and demographic characteristics. Quite simply, there
are many ways to have a good name, either for a person or for a brand.

Complexity aside, researchers have attempted to specify the factors that deter-
mine brand name quality. Although the accumulated knowledge is nowhere close
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to the point of specifying scientific principles, there is general agreement that brand
names should satisfy several fundamental requirements. First, a good brand name
should distinguish the brand from competitive offerings. Second, it should describe
the brand and its attributes or benefits. Third, it is important that the name achieve
compatibility with the brand’s desired image and with its product design or pack-
aging. Fourth, it is useful for the name to be memorable and easy to pronounce and
spell.45 Finally, though not discussed subsequently as a fifth requirement, another
important consideration when selecting a brand name is the suitability of that name
for marketing that brand in multiple countries. Ideally, a brand name would satisfy
requirements one through four equally well in all countries in which the brand is
marketed. Needless to say, most brand names fail to satisfy this ideal.

Requirement 1: Distinguish the Brand from 
Competitive Offerings
It is desirable for a brand to have a unique identity, something that clearly differ-
entiates it from competitive brands. Failure to distinguish a brand from competi-
tive offerings creates consumer confusion and increases the chances that consumers
will not remember the name or mistakenly select another brand. Clinique selected
the name Happy to suggest precisely that feeling for its perfume brand, a name
choice that is striking in its differentiation from the usually sexually suggestive
names chosen for perfumes such as Passion, Allure, and Obsession. This brand
quickly achieved the top market share in the category.

In the low-fare airline category, brand marketers have come up with unique
names such as Ted Airlines, Song, Spirit Airlines, and JetBlue Airways—unique
names all that provide each airline with an identity distinct from its competitors.
Compare these names with the stodgy monikers that historically dominated the
U.S. airline industry, names such as United, Continental, TWA, Delta, American,
Northwest, Southwest, and so on. The new airline names seem intent on convey-
ing brand personalities that suggest these airlines deliver something more than
mere functionality. Moreover, all are memorable and easy to pronounce (see
requirement #4).

Some marketers attempt to hitchhike on the success of other brands by using
names similar to better-known and more respected brands. However, the Federal
Trademark Dilution Act of 1995 protects owners of brand names and logos from
other companies using the identical or similar names. (In legal terms, brand names
and logos are referred to as trademarks.) The objective of this legislation is to protect
trademarks from losing their distinctiveness.46 Trademark infringement cases occur
with some regularity in the United States, and stealing well-known brand names is
widely practiced in some newly emerging market economies. Chinese marketers
have been accused of using facsimiles of famous brand names on their own domes-
tically manufactured products. For example, a toothpaste is packaged under the
Colgate-sounding name Cologate, and a Chinese brand of sunglasses is named Ran
Bans, which is obviously similar to Bausch & Lomb’s well-known Ray Ban brand.47

Requirement 2: Describe the Brand and Its Attributes 
or Benefits
A name that clearly describes a brand’s attributes and benefits enables consumers
to make informed buying decisions—by letting them know what to expect from
the brand—and also performs the all-important function of enabling consumers to
recall important information about the brand. In other words, brand names serve
as memory cues that facilitate recall of product attributes and benefits and also
predict product performance.48 Post-it (notepads), I Can’t Believe It’s Not Butter
(margarine), I Can’t Believe It’s Not Chicken (a faux-chicken soy-based product),
Healthy Choice (low-fat foods), and Huggies (diapers) illustrate brand names that
do outstanding jobs in describing their respective products’ attributes or benefits.

Transmeta Corp., a manufacturer of computer chips that competes against the
much larger Intel and its Pentium class of products, introduced a super-efficient
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chip designed for laptop computers. This new chip promised to extend laptop
usage without battery recharge for many hours beyond the standard two or three
hours enabled by conventional chips. Transmeta named the new chip “Crusoe”
after the famous fictional character Robinson Crusoe. This brand name suggests
(to anyone familiar with the Robinson Crusoe story) that a laptop powered with a
Crusoe chip permits a “stranded” user to continue working for many hours with-
out access to an electrical outlet. Though the name-benefit relation is a bit abstract
in this case, it would be expected that Crusoe readily suggests a stranded-usabil-
ity benefit to most prospective laptop purchasers.

Researchers have carefully examined the issue of brand name suggestiveness.
Suggestive brand names are those that imply particular attributes or benefits in the
context of a product category. Crusoe is a suggestive brand name. So is Healthy
Choice for food products, intimating that this brand is low in fat content and calo-
ries. The name Outback for Subaru’s SUV suggests a product that is durable and
rugged—capable of taking on the challenge of the famous Australian outback.
Ford Explorer is a name that suggests adventure for prospective purchasers of
pickup trucks seeking the thrill of off-road driving.

Research has demonstrated that suggestive brand names facilitate consumer
recall of advertised benefit claims that are consistent in meaning with the brand
names.49 Suggestive brand names reinforce in consumers’ memories the associa-
tion between the name and the semantically related benefit information about the
brand.50 On the other hand, these same suggestive names may reduce the recalla-
bility of benefit claims after a brand has been repositioned to stand for something
different than its original meaning.51

Brand names sometimes are made-up names (i.e., created or fabricated) rather
than selected from actual words found in dictionaries. Many automobile brand
names currently in use or used in the past are made-up names, including Acura,
Altima, Geo, Lexus, Lumina, and Sentra. These names were created from mor-
phemes, which are the semantic kernels of words. For example, Compaq, which
now has merged with Hewlett-Packard, combined two morphemes (com and paq)
and in so doing suggested the product benefit of a compact computer. The auto-
mobile name Acura is a derivative of “accurate” and suggests precision in product
design and engineering. The name Lexus, by comparison, appears to have been an
entirely made-up name.

Research is increasingly showing that sound symbolism plays a major role in
determining how consumers react to brand names and form judgments about
brands.52 Individual sounds, called phonemes, are the basis for brand names. Not
only do phonemes serve to form syllables and words, they also provide meaning
about a brand through a process of sound symbolism.53 Consider, for example, the
use of “front” vowels in brand names (i.e., vowels such as e as in “bee” and a as in
“ate”) compared to “back” vowels (vowels such as ü as in “food” and o as in
“home”). Research has demonstrated that brand names that include front vowels
(versus back vowels) convey attribute qualities such as smallness, lightness, mild-
ness, thinness, femininity, weakness, and prettiness.54

A study using ice cream as the target product created the names Frosh and
Frish for an allegedly new brand in this category. These names differ only with
respect to their phonetic sounds, with Frosh and Frish based on ä (a back vowel)
and i (a front vowel) sounds, respectively. The study determined that the name
Frosh conveyed more positive brand attribute associations and more favorable
brand evaluations than did Frish. It further was learned from this study that the
effect of brand name sound symbolism occurred in an effortless, automatic fash-
ion without cognitive involvement. In other words, these brand names had differ-
ential effects on perceptions and evaluations of allegedly new brands of ice cream,
but participants in the research were unaware that their judgments were based on
sound symbolism. Nonetheless, it was this sound symbolism that led research
participants to more favorably evaluate Frosh versus Frish ice cream.
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Requirement 3: Achieve Compatibility with a Brand’s
Desired Image and with Its Product Design or Packaging
Again, Healthy Choice is an ideal name for a category of fat-free and low-fat food
items that are targeted toward weight- and health-conscious consumers. The
name suggests that the consumer has an alternative and that Healthy Choice is the
right choice. Another name that is perfectly compatible with the brand’s desired
image is Second Nature, which is the brand name for a line of recycled tablets and
legal pads. The o in Second is formed from three chasing arrows that symbolize
recyclability, and the words Second and Nature are colored in environmentally con-
gruent green against a woodsy-brown background. Second Nature is an excellent
name that suggests that writing pads carrying this name are not made from virgin
wood but rather are recycled—hence, the rebirth of nature, or Second Nature. The
name also serves as a subtle injunction to the consumer that using recycled writ-
ing materials should be virtually an automatic decision, as implied by the vernac-
ular expression “It’s second nature.”

Another name that fits well with the desired brand image is Swerve, which is
Coca-Cola’s milk-based drink aimed at children and teens. The dictionary mean-
ing of the word swerve is to make an abrupt turn in movement or direction.
Prospective users of Swerve are thus promised a drink that is out of the ordinary
and which permits users to be part of a “movement”—perhaps away from ordi-
nary soft drinks. In a sense, this name may suggest that drinking milk is a “cool”
thing. Swerve’s packaging graphics reinforce the name by displaying a grinning
cow in dark glasses, again suggesting that this is a hip brand for young people
who desire their own identity and perhaps march to their own drummer.

Because marketplaces are dynamic and consumer preferences and desires
change over time, some brand names lose their effectiveness and have to be
changed to avoid negative images. A case in point is Kentucky Fried Chicken. This
name was compatible with the product for well over two decades, but a name
change was needed when health consciousness swept the nation. A change from
Kentucky Fried Chicken to simply KFC was undertaken with hopes of preventing
the negative implications associated with the word fried. Then, in 2005, after using
the KFC name for nearly a decade, executives at KFC decided that being associ-
ated with fried food is not necessarily a negative and switched the company name
back to the original Kentucky Fried Chicken. In Egypt, there have been protests
against Procter & Gamble’s Ariel brand of soap powder with activists falsely
charging that it is named after Israel’s controversial prime minister, Ariel Sharon.

Company names are being changed with increasing frequency due to mergers,
acquisitions, and other factors. For example, the company name Verizon Com-
munications was created from the merger of Bell Atlantic and GTE. The name
Verizon was formed by combining the words veritas and horizon, the former word
suggesting the quality of truth.55 The company now known as Accenture had to
change its name after a split with its sister company. Arthur Andersen introduced
the Accenture name and logo in 2001, which features a greater-than sign over the
letter t (see Figure 7.6). The name is a made-up word that conjoins two real words,
accent and future, thus suggesting an accent on the future. Interestingly, in the
process of selecting this new name, the company employed the services of a com-
pany, Landor Associates, that specializes in name selection. Landor’s name selec-
tion process considered 5,500 different names, half of which were generated by
Accenture employees who participated in an internal naming initiative.

Requirement 4: Be Memorable and Easy to Pronounce
Finally, a good brand name is one that is easy to remember and pronounce.
Though shortness is not an essential ingredient for a good name, many brand
names are short, one-word names that facilitate ease of memory and pronuncia-
tion (Tide, Bold, Shout, Edge, Bounce, Cheer, Swatch, Smart, and so on). Probably

Figure 7.6

The Accenture Name
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few words are as memorable as those learned in early childhood, and among the
first words learned are animal names. This likely explains marketers’ penchant for
using animals as brand names; for example, automobile companies have used
names such as Mustang, Thunderbird, Bronco, Cougar, Lynx, Skyhawk, Skylark,
Firebird, Jaguar, and Ram. In addition to their memorability, animal names also
conjure up vivid images. This is very important to the marketing communicator
because concrete and vivid images facilitate consumer information processing.
Dove soap, for example, suggests softness, grace, gentleness, and purity. Ram (for
Dodge trucks) intimates strength, durability, and toughness.

In coming up with memorable names, companies often take liberties with
standard dictionary spellings. For example, Campbell’s (of soup fame) introduced
a line of energy drinks aimed at young adults. The name chosen for the brand was
Invigor8. This name obviously is a derivative of invigorate, which literally means
to feel with life and energy. This is an excellent name for the desired brand image
(requirement #3) and is also memorable and easy to pronounce. The spelling,
which substitutes the numeral 8 for the suffix ate gives the name a special distinc-
tiveness and yet enables easy pronunciation. Interestingly, it also is likely that
Campbell’s, which makes the well-known juice drink, V8, is attempting to lever-
age off the equity in that mature brand in a very subtle way. Whatever the case,
Invigor8 is a captivating brand name. The use of this name is supported by
research showing that names with unusual spellings enhance consumer recall and
recognition.56

Some Exceptions to the “Rules”
The foregoing discussion has identified four guidelines for brand naming. The
observant student will note, however, that some successful brand names seem
entirely at odds with the “rules.” First, some brands become successful in spite of
their names. (Analogously, some people achieve prominence even though their
names may not be the ones they personally would have chosen or that a “name
meister” would have selected as more ideal.) The first brand in a new product cat-
egory can achieve tremendous success regardless of its name if the brand offers
customers distinct advantages over alternative solutions to their problems.
Second, in all aspects of life there are exceptions to the rules, and this certainly is
the case in brand naming.

A third major exception to the “rules” is that brand managers and their brand
name consultants sometimes intentionally select names that, at inception, are vir-
tually meaningless. For example, the word lucent in Lucent Technologies was
selected because for most people this word has relatively little meaning and few
associations—the empty-vessel philosophy of brand naming. The empty-vessel
expression implies that when a name does not have much preexisting meaning,
subsequent marketing communications are able to create the exact meaning
desired without contending with past associations already accumulated in people’s
memories. In other words, rather than selecting a name already rich in meaning
and filled with associations, there are advantages to using a relatively neutral
name that a marcom campaign can endow with intended meaning.

The Brand-Naming Process
Brand naming involves a rather straightforward process as determined by a sur-
vey of over 100 product and brand managers who represent both B2C and B2B
products. Figure 7.7 lists the steps, and the following discussion describes each.

Step 1: Specify Objectives for the Brand Name
As with all managerial decisions, the initial step is to identify the objectives to
be accomplished. Most managers are concerned with selecting a name that will



successfully position the brand in the minds of the target audience, provide an
appropriate image for the brand, and distinguish it from competitive brands.57

Step 2: Create Candidate Brand Names
Brand name candidates often are selected using creative-thinking exercises and
brainstorming sessions. Companies frequently use the services of naming consult-
ants to generate candidate names, as was the case in the selection of JetBlue,
Verizon, Accenture, and Lucent. The survey of product and brand managers noted
previously determined that nearly 50 candidate names were created for each
brand-naming assignment.58

Step 3: Evaluate Candidate Names
The many names generated are evaluated using criteria such as relevance to the
product category, favorability of associations conjured up by the name, and over-
all appeal. Product and brand managers consider it critical that names be easily
recognized and recalled.

Step 4: Choose a Brand Name
The criteria noted in steps 1 and 3 are used by managers to select a final name
from the candidate field. In many firms this choice is a matter of subjective judg-
ment rather than the product of rigorous marketing research. For example, the air-
line name JetBlue was chosen subjectively based on hunch and insight. (See the
IMC Focus about JetBlue Airways for a description of how the airline arrived at
that particular name.)

Step 5: Register a Trademark
Most companies apply for trademark registration. Some companies submit only a
single name for registration, whereas others submit multiple names (on average,
five names). One survey found that three names are rejected for every registered
name.59 A brand-naming consultant indicated that the number of rejections is even
higher, noting that about 75 percent of the names his firm generates are already
taken upon searching federal registrations.60
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The Brand-Naming Process

SOURCE: “The Brand-Naming Process,” adapted from Chiranjeev Kohli and Douglas W. LaBahn, “Observations: Creating Effective Brand
Names: A Study of the Naming Process,” Journal of Advertising Research 37 (January/February 1997), p. 69. Reprinted by permission.



The Role of Logos
Related to the brand name is a graphic design element called a brand logo. These
design elements, or logos, can be thought of as a shorthand way of identifying a
brand. For purposes of identifying their brands, companies use logos with or
without brand names.61 Not all brand names possess a distinct logo, but many do.
Figure 7.8 presents a collection of six famous logos, ones that are readily recog-
nizable to millions of people around the globe. For example, the Nike swoosh is
virtually as famous as the company name, as are the logos for Shell Oil, Coca-
Cola, and the other brands shown in Figure 7.8. Consumers learn these logos and
easily recognize the brands on which the logos are emblazoned. (To test this, take
a moment and visualize the logos for each of the following well-known brands:

Selecting a Name for a New Airline

Previously we 
mentioned a buzz-building 

effort in Long Beach, California, by the new
airline, JetBlue Airways. Let’s learn a little more about this company
and how it selected its interesting name. The company’s chief
executive officer is a guy named David Neeleman, who had been
involved in the early 1990s with a successful start-up airline that
eventually was sold to Southwest Airlines. Neeleman described
his new JetBlue Airways in these terms: “We’re a new kind of
low-fare airline, with deep pockets, new planes, leather seats with
more legroom, great people, and innovative thinking. With our
friendly service and hassle-free technology, we’re going to bring
humanity back to air travel.” JetBlue is based at New York’s JFK
International Airport. The airline is positioned as both being less
expensive and providing greater comforts compared with
established airlines. In short, JetBlue wants to be
known as a low-fare but classy airline.

But how and why did it select the
name JetBlue? Initially, Neeleman
and his associates were uncertain
what they wanted in a name for their
new airline, but they were absolutely certain
what they did not want—namely, they didn’t want
(1) a geographic destination such as Southwest or Northeast; or
(2) a made-up word such as brand names popular in automobile
marketing (e.g., Lexus and Acura). The marketing team at “New
Air,” which was the operating name for the airline while awaiting
the selection of a permanent name, considered numerous name
possibilities, including New York Air, Gotham, Taxi, the Big Apple,
Imagine Air, Yes!, and Fresh Air. Taxi was the name that had the
greatest appeal to a top marketing executive, who thought that
the name had “a New York feel” and would enable a unique plane
design with yellow and black checkering on the tails of planes
(reminiscent of the look of New York City’s Checker Cabs). The
name Taxi eventually was rejected, however, because in its verb
usage, taxi describes what planes do on runways, and the Federal
Aviation Administration rejected this usage for a brand name. Also,
some feared that New York City taxi cabs had a negative image
associated with high prices, poor service, and unsafe rides.

New Air’s marketing executives then considered other name
possibilities, such as Blue, It, and Egg (what were they thinking?).
All three names were rejected, and as a last resort the company
employed the services of Landor Associates, a firm that specializes
in brand naming. Landor eventually came up with six candidate
names that were presented to Chief Executive Officer Neeleman
and his colleagues at a gathering in Landor’s San Francisco head-
quarters. The slate of finalists (and their reasons for rejection) were:
Air Avenues (too suggestive of New York’s swank Park Avenue,
which is an inappropriate association for a budget airline); Hiway
Air (a made-up word that Neeleman eschewed, and silly at that);
Air Hop (another silly name); Lift Airways (ultimately rejected for
being suggestive of the emergency situation embodied in the simi-
lar sounding “airlift”); Scout Air (rejected because it implied an
adventure destination and suggested the name of scouting organi-
zations such as the Girl Scouts); and True Blue.

True Blue was the name selected at this
important meeting in San Francisco. A

key member of the marketing team
shared these views: “The blue has a
good visual aspect to it. It’s the sky,

it’s friendship, it’s loyalty.” A long and
arduous process was finally completed,

and the new airline was prepared to trumpet its
engaging name, True Blue. But just two weeks before launching
public relations and advertising campaigns, the company learned
that the True Blue name was already owned by Thrifty-Rent-A-Car,
which had copyrighted the name for use in a customer service
program. (Parenthetically, the fact that the name was already
owned had escaped Landor’s legal analysis, much to the dismay
of this respected brand-naming company.) Just one week before
announcing the new airline, a member of the marketing team
recommended the name JetBlue. Everyone agreed that the name
would work, and New Air became JetBlue Airways—a fledgling
airline that may become a mainstay of American airline service.

SOURCES: Adapted from Rebecca Johnson, “Name That Airline,” Travel & Leisure,
October 1999, 159–164; “JetBlue Airways Open for Business” (Company Press
Release), January 11, 2000, http://www.jetblue.com/learnmore/pressDetail.
asp?newsId=10; Bonnie Tsui, “JetBlue Soars in First Months,” Advertising Age,
September 11, 2000, 26.
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Pepsi, Ralph Lauren’s Polo, Tommy Hilfiger clothing, Starbucks coffee, Mercedes-
Benz automobiles, Toyota automobiles, Arm & Hammer baking soda, and Cracker
Jack popcorn.)

Logo designs are incredibly diverse, ranging from highly abstract designs to
those that depict nature scenes and from very simple to
complex depictions. Generally, good logos are (1) rec-
ognized readily, (2) convey essentially the same mean-
ing to all target members, and (3) evoke positive
feelings.62 Although logos undoubtedly perform valu-
able communication roles and influence brand equity
via their effect both on brand awareness and image,
published research on logos is surprisingly absent.
However, an important study determined that the
best strategy for enhancing the likeability of a logo is
to choose a design that is moderately elaborate rather
than one that is too simple or too complex. Also, nat-
ural designs (as opposed to abstract illustrations)
were found to produce more favorable consumer re-
sponses.63 Cingular’s heavily advertised logo perhaps
represents an illustration of a logo that achieves the
goal of being neither too simple nor too complex.
Cingular, a major company in the wireless industry,
invested heavily in selecting the simple yet distinct
icon shown in Figure 7.9. Company personnel refer
affectionately to the Cingular icon as Jack, apparently
due to its similarity to the object in the old-fashioned
children’s game of jacks.
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Packaging

A brand’s package is, of course, the container that both protects and helps sell the
product. Products available on store shelves are most always bottled, boxed, or
packaged in some other manner. As the term package is used in the present context,
beverage bottles and cereal boxes are packages; so are the jewel box for a CD and
Gateway’s Holstein cow box, and so on. Growing numbers of marcom specialists
appreciate the crucial role performed by brand packaging. The increasingly
important communications role of packaging has given rise to expressions such
as, “Packaging is the least expensive form of advertising,” “Every package is a
five-second commercial,” “The package is a silent salesman,” and “The package is
the product.”64 Packaging performs key communication and salesmanship roles at
the point of purchase inasmuch as shoppers spend an incredibly short amount of
time—on the order of 10 to 12 seconds—viewing brands before moving on or
selecting an item and placing it in the shopping cart.65

The growth of supermarkets, mass merchandisers (such as Wal-Mart and
Target) and other self-service retail outlets has necessitated that the package per-
form marketing functions beyond the traditional role of merely containing and pro-
tecting the product. The package also serves to (1) draw attention to a brand, (2)
break through competitive clutter at the point of purchase, (3) justify price and value
to the consumer, (4) signify brand features and benefits, (5) convey emotionality,
and (6) ultimately motivate consumers’ brand choices. Packaging is particularly
important for differentiating homogenous or unexciting brands from available sub-
stitutes. Packaging accomplishes this by working uninterruptedly to say what the
brand is, how it is used, and what it can do to benefit the user.66 In short, packages
perform a major role in enhancing brand equity by creating or fortifying brand
awareness and building brand images via conveying functional, symbolic, and
experiential benefits (recall the brand equity model presented in Chapter 2).

Packaging Structure
There is a tendency for consumers to impute characteristics from a package to the
brand itself, a tendency termed sensation transference.67 A package communicates
meaning about a brand via its various symbolic components: color, design, shape,
size, physical materials, and information labeling. These components taken
together represent what is referred to as the packaging structure.68 These structural
elements must interact harmoniously to evoke within buyers the set of meanings
intended by the brand marketer. The notion underlying good packaging is gestalt.
That is, people react to the unified whole—the gestalt—not to the individual parts.

The following sections describe various package structure components. Although
these descriptions are more anecdotal than scientific, you should find these char-
acterizations thought provoking though certainly not definitive. Serious students
also will want to add personal examples to the lists of illustrations for each of the
following packaging components.

The Use of Color in Packaging
Packaging colors have the ability to communicate various cognitive and emo-
tional meanings to prospective buyers.69 Research has convincingly demonstrated
the important role that color plays in affecting our senses. For example, in one
study researchers altered the shade of pudding by adding food colors to create
dark brown, medium brown, and light brown “flavors.” In actuality, the pudding
was identical in all three versions, namely vanilla flavor. However, the research
revealed that all three brown versions were perceived as tasting like chocolate.
Moreover, the dark brown pudding was considered to have the best chocolate fla-
vor and to be the thickest. The light brown pudding was perceived to be the
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creamiest, possibly because cream is white in color.70 This study, though not con-
ducted in a packaging context per se, certainly holds implications for the use of
color in package design.

The strategic use of colors in packaging is effective because colors affect people
emotionally. For example, the so-called high-wavelength colors of red, orange,
and yellow possess strong excitation value and induce elated mood states.71 Red is
often described in terms such as active, stimulating, energetic, and vital. Brands
using this as their primary color include Close-Up (toothpaste), Tylenol (medi-
cine), Coca-Cola (soft drink), and Pringles (potato chips). Orange is an appetizing
color that is often associated with food. Popular food brands using orange pack-
aging include Wheaties (cereal), Uncle Ben’s (rice), Sanka (coffee), Stouffer’s
(frozen dinners), and Kellogg’s Mini-Wheats (cereal). Yellow, a good attention get-
ter, is a warm color that has a cheerful effect on consumers. Cheerios (cereal),
Kodak (film), Mazola (corn oil), and Pennzoil (motor oil) are just a few of the
many brands that use yellow packages.

Green connotes abundance, health, calmness, and serenity. Green packaging
is sometimes used for beverages (e.g., Heineken beer, Seven-Up, Sprite, and
Mountain Dew), often for vegetables (e.g., Green Giant), most always for mentho-
lated products (e.g., Salem cigarettes), and for many other products (Irish Spring
deodorant soap, Fuji film, etc.). Green also has come to stand for environmentally
friendly products and as a cue to consumers of reduced-fat, low-fat, and fat-free
products (e.g., Healthy Choice products). Blue suggests coolness and refreshment.
Blue is often associated with laundry and cleaning products (e.g., Downy fabric
softener and Snuggle dryer sheets) and skin products (e.g., Nivea skin lotion,
Noxzema skin cream). Finally, white signifies purity, cleanliness, and mildness.
Gold Medal (flour), Special K (cereal), Dove (body lotion), and Pantene (shampoo)
are a few brands that feature white packages.

In addition to the emotional impact that color brings to a package, elegance
and prestige can be added to products by the use of polished reflective surfaces
and color schemes using white and black or silver and gold. Cosmetic packages
often use gold (e.g., Revlon’s MoistureStay Lipcolor) or metallic silver packages
(e.g., Almay Sheer makeup).

It is pertinent to note that the meaning of color varies from culture to culture.
The comments made here are based on North American culture and are not neces-
sarily applicable elsewhere. Readers from other cultures should identify excep-
tions to these comments and illustrate packages that do not adhere to North
American color usage. It is interesting to note that a site on the Internet has
since 1997 conducted a global survey of what meanings are conveyed by particu-
lar colors. At the time of this writing, over 30,000 people from around the world
have taken the survey and identified the colors they associate with particular
meanings. For example, what colors suggest the following meanings or emotions
to you: dignity, happiness, dependability, high quality, and power? To take the
survey and see what others think, go to http://express.colorcom.com/colorsurvey.

Design and Shape Cues in Packaging
Design refers to the organization of the elements on a package. An effective pack-
age design is one that permits good eye flow, provides the consumer with a point
of focus, and conveys meaning about the brand’s attributes and benefits. Package
designers bring various elements together to help define a brand’s image. These
elements include—in addition to color—shape, size, and label design.

One way of evoking different feelings is through the choice of the slope, length,
and thickness of lines on a package. Horizontal lines suggest restfulness and quiet,
evoking feelings of tranquillity. There appears to be a physiological reason for this
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reaction—it is easier for people to move their eyes horizontally than vertically; ver-
tical movement is less natural and produces greater strain on eye muscles than hor-
izontal movement. Vertical lines induce feelings of strength, confidence, and even
pride. Energizer (batteries), Aquafresh (toothpaste), and Jif (peanut butter) all fea-
ture vertical lines in their package designs. One can even think of an athletic uni-
form as a package of sorts, and vertical lines sometimes appear on uniforms (think,
for example, of the New York Yankees’ uniform with its famous pinstripes). Slanted
lines suggest upward movement to most people in the Western world, who read
from left to right and thus view slanted lines as ascending rather than descending.
Armor All (automobile polish), Gatorade (power drink), and Dr. Pepper (soft drink)
use slanted lines in their package designs.

Shapes, too, arouse certain emotions and have specific connotations. Generally,
round, curving lines connote femininity, whereas sharp, angular lines suggest
masculinity. A package’s shape also affects the apparent volume of the container.
In general, if two packages have the same volume but a different shape, the taller
of the two will appear to hold a greater volume inasmuch as height is usually
associated with volume.

Packages also can be shaped to convey information about their product con-
tents. An interesting example of this is the package for the now retired Whipper
Snapple brand of fruit drinks. Whipper Snapple, from Triarc Beverage, was a pack-
aged “smoothie,” a thick fruit drink made from fresh fruit blended with milk or
another dairy product. Whipper Snapple was itself a clever brand name derived
from the word whippersnapper, which is an expression referring to a young, pre-
sumptuous person. Testing revealed that the name appealed to consumers from all
age groups and geographic regions of the United States. The packaging objective
was to design a container that would signal Whipper Snapple’s dairy content in an
unmistakable way at the point of purchase. After much deliberation, it was decided
to mold an ice cream–style swirl into the bottle to convey the impression that
Whipper Snapple mixes fruit and dairy products in a smoothie-drink fashion.72

Packaging Size
Many product categories are available in several product sizes. Soft drinks, for
example, come in 8-, 12- and 24-ounce bottles, 1-, 1.5-, and 2-liter containers, and
in 6-, 12-, and 24-unit packs. Manufacturers offer different-sized containers to sat-
isfy the unique needs of various market segments, to represent different usage sit-
uations, and to gain more shelf space in retail outlets. An interesting issue arises
from the consumer’s perspective with regard to the size of the container. In partic-
ular, does the amount of product consumption vary depending on the size of the
container? For example, do consumers consume more content from a large pack-
age than a smaller version? Preliminary research on this matter reveals a tendency
for consumers to indeed consume more content from larger packages. One reason
for this behavior is that consumers perceive they gain lower unit prices from
larger than smaller packages.73 This finding is not universal across all products,
however, because consumption for some products (such as laundry bleach or vita-
mins) is relatively invariant. Research also has revealed that packages with
unusual shapes are perceived as containing larger quantities compared to more
conventional packages, even when these latter packages are taller. The reason is
that the unusual- or irregular-shaped packages draw more attention from con-
sumers, and because there also is a tendency for larger packages to draw more
attention than smaller ones, consumers’ judgments of volume are biased when
attending to irregularly shaped packages. That is, because both larger packages
and irregularly shaped ones command greater attention, consumers somehow
subconsciously associate irregular shapes with containing larger quantities.74
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Physical Materials in Packaging
Another important consideration is the materials that make up a package. Increased
sales and profits often result when upgraded packaging materials are used to design
more attractive and effective packages. Packaging materials can arouse consumer
emotions, usually subconsciously. Packages constructed of metal evoke feelings of
strength, durability, and, perhaps undesirably, coldness. Plastic packages connote
lightness, cleanliness, and perhaps cheapness. Materials that are soft, such as velvet,
suede, and satin are associated with femininity. Foil can be used to convey a high-
quality image and provoke feelings of prestige. Beverage products such as beers
and sparkling wines often use foil with the apparent intent of appearing “high
class.” Finally, wood sometimes is used in packages to arouse feelings of masculinity.

Evaluating the Package: The VIEW Model
A number of individual features have been discussed in regard to what a package
communicates to buyers, but what exactly constitutes a good package? Although,
as always, no single response is equally suitable across all packaging situations,
four general features can be used to evaluate a particular package. These are visi-
bility, information, emotional appeal, and workability, which are conveniently
remembered with the acronym VIEW.75

V = Visibility
Visibility signifies the ability of a package to attract attention at the point of pur-
chase. The objective is to have a package stand out on the shelf yet not be so garish
that it detracts from a brand’s image. Brightly colored packages are especially
effective at gaining the consumer’s attention. Novel packaging graphics, sizes,
and shapes also enhance a package’s visibility and thus serve to draw the con-
sumer’s attention.

Many brands in product categories such as soft drinks, cereal, and candy alter-
nate packages throughout the year with special seasonal and holiday packaging
as a way of attracting attention. By aligning the brand with the shopping mood
fitting the season or holiday, companies provide consumers with an added reason

for selecting the specially packaged brand over more
humdrum brands that never vary their package design.
The heart-shaped package for Reese’s peanut butter cups
(Figure 7.10) is an attractive, attention-gaining, and
romance-conveying package design that is perfect for
Valentine’s Day.

I = Information
This second element of the VIEW model deals with vari-
ous forms of product information that are presented on
packages (e.g., product ingredients, usage instructions,
claimed benefits, nutritional information, and product
warnings). The objective is to provide the right type and
quantity of information without cluttering the package
with excessive information that could interfere with the
primary message or cheapen the look of the package. As
discussed in the Marcom Challenge back in Chapter 3,
information about the amount of trans fat contained in
food products became required information on food prod-
ucts starting in 2006. Trans fats raise the level of “bad” cho-
lesterol in the body and lower the level of “good”
cholesterol. Frito-Lay—the maker of salted snacks such as
Lay’s, Ruffles, Doritos, and Tostitos—preempted the FDA’s
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mandate by adding the “Smart Snack” label to the front of
its baked-snack packages (see Figure 7.11). This informa-
tion undoubtedly will influence purchase decisions among
the segment of health-conscious consumers.

In some instances, putting a short, memorable slogan
on a package is a wise marketing tactic. Slogans on pack-
ages are best used when a strong association has been
built between the brand and the slogan through extensive
and effective advertising. The slogan on the package, a
concrete reminder of the brand’s advertising, can facilitate
the consumer’s retrieval of advertising content and
thereby enhance the chances of a trial purchase. (When
discussing point-of-purchase advertising in Chapter 8, we
will refer to this practice of putting an advertising slogan
on a package as utilizing the encoding specificity principle.)

E = Emotional Appeal
The third component of the VIEW model, emotional appeal,
is concerned with a package’s ability to evoke a desired
feeling or mood. Package designers attempt to arouse
feelings such as elegance, prestige, cheerfulness, and fun
through the use of color, shape, packaging materials, and
other devices. Packages for some brands contain virtually
no emotional elements and emphasize instead informational content, whereas
packages of other brands emphasize emotional content and contain very little
information. The emotional value of packaging is well illustrated by the relatively
new packaging of Heinz ketchup. Heinz, like other brands in this category, had
always been packaged in glass bottles. Then the company began packaging
ketchup in plastic containers. Both the bottles and the plastic containers were rela-
tively blah, however. In an appeal to children, who consume 55 percent of all
ketchup in the United States, Heinz eventually designed an emotionally appeal-
ing, fun-oriented package with bright coloring and a multihued, striped design.
Children love the different ketchup colors (red, green, and purple) and the simi-
larly colored packages that convey these various hues.

What determines whether information or emotion is emphasized in a brand’s
package? The major determinant is the nature of the product category and the
underlying consumer behavior involved. Recognizing the distinction drawn in
Chapter 5 between the consumer processing model (CPM) and the hedonic, expe-
riential model (HEM), it should be expected that greater informational influence
in packaging would go along with CPM-oriented consumer behavior, whereas
more emotional influence would be associated with HEM-oriented behavior. In
other words, if consumers make brand-selection decisions based on objectives
such as obtaining the best buy or making a prudent choice (CPM-type objectives),
then packaging must provide sufficient concrete information to facilitate the con-
sumer’s selection. When, however, product and brand selections are made in the
pursuit of amusement, fantasies, or sensory stimulation (HEM-type objectives),
packaging must contain the requisite emotional content to activate purchase
behavior.

This discussion should not be taken as suggesting that all packaging empha-
sizes either information or emotion. Although the packaging of brands in some
categories does emphasize one or the other, there are many product categories
where it is necessary for packaging to blend informational and emotional content
so as to simultaneously appeal to consumers’ rational and symbolic needs. Cereal
is a case in point. Consumers require nutritional information to intelligently select
from among the dozens of available brands, and research indicates that consumer
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choice in the cereal category
is indeed influenced by nutri-
tional components such as
protein, fat, fiber, sodium,
sugar, and vitamins and min-
erals.76 Cereal choice also is
driven by emotional factors—
wholesomeness, nostalgia,
excitement, and so on. Gen-
eral Mills, for example, has
used pictures of fictitious Betty
Crocker on its boxes for over

50 years. This virtual icon on the supermarket shelves symbolizes family values
and wholesomeness. Over the years, General Mills has periodically changed the
photo of Betty Crocker to keep in step with the times. Several years ago General Mills
introduced the most recent Betty Crocker—a digitally morphed amalgam of the pho-
tos of 75 women in celebration of General Mills’s 75th birthday (see Figure 7.12).

W = Workability
The final component of the VIEW model, workability, refers to how a package func-
tions rather than how it communicates. Several workability issues are prominent:
(1) does the package protect the product contents, (2) does it facilitate easy storage
on the part of both retailers and consumers, (3) does it simplify the consumer’s
task in accessing and using the product, (4) does it protect retailers against un-
intentional breakage from consumer handling and from pilferage, and (5) is the
package environmentally friendly?

Numerous packaging innovations in recent years have enhanced workability.
These include pourable-spout containers for motor oil and sugar; easy-pour con-
tainers (such as for Heinz ketchup); microwaveable containers for many food items;
zip-lock packaging for cheese and other food items; single-serving bags and boxes;
food in tubes (e.g., yogurt, applesauce, and pudding); slimmer 12 packs of beer and

soft drinks that take up less room in refrigerators; and easy-to-
hold/open/pour paint containers (see Figure 7.13). Some addi-
tional examples of “workable” packages are described in the IMC
Focus.

The introduction of Go-Gurt yogurt for children is a fascinat-
ing illustration of how a “workable” package altered consumer
behavior and increased sales. Because eating yogurt from a stan-
dard container minimally requires the availability of a spoon,
children and teens were not consuming yogurt at school. Hence,
standard yogurt packaging essentially restricted sales of yogurt to
adults and to the relatively few children and teens willing to take
a spoon to school. Marketing executives at General Mills’ Yoplait
division developed a fascinatingly simple but profitable solution
to this problem when it introduced the Go-Gurt brand of yogurt
in a tube. In its first year after introduction, Go-Gurt garnered
national sales in excess of $100 million and nearly doubled the
proportion of yogurt users under the age of 19 to about one in six.
The choice of Go-Gurt as the brand name facilitated product
adoption by signifying that the tube contained yogurt and sug-
gesting that the brand was to be consumed on the go.77 Yoplait has
also developed a similar yogurt-in-a-tube product for adults
called Yoplait Express.

Companies also have developed “smart packages” that in-
clude magnetic strips, bar codes, and electronic chips that can
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communicate with appliances, computers, and consumers. For example, packages
of microwaveable foods eventually will be programmed to “tell” microwaves how
long the food item should be cooked. Upjohn, maker of the hair-loss product
Rogaine, developed packaging to prevent consumer pilferage of this relatively
expensive product. This packaging contains electronic sensors that require deacti-
vation at the store register. Procter & Gamble (P&G) is testing a smart-package
program that is designed to send information about a product sale to a computer
database as soon as a customer removes a P&G brand from the shelf. Small com-
puter chips attached to the package send a signal to the store shelf, which contains
printed circuit boards. The objective is, of course, to provide the company with
immediate sales data that will facilitate its supply chain management.78

A host of environmentally safe packaging innovations have served to increase
what might be called societal workability. Many of the changes have involved moves
from plastic to recyclable paper packages; for example, many fast-food chains
eliminated the use of foam packaging, and other firms have transformed their
packages from plastic to cardboard containers. Another significant environmental
initiative has been the increase in spray containers as substitutes for ozone-harm-
ing aerosol cans.

Workability is, of course, a relative matter. The objective is to design a package
that is as workable as possible yet economical for the retailer and consumer. For
example, consumers prefer food packages that completely prevent food from get-
ting stale or spoiling, but the manufacturer’s ability to provide this degree of
workability is limited by cost. At the other extreme, some marketers skimp in
package design and use inexpensive packages that are unsuitable because they are
difficult to use and frustrate consumers.

Quantifying the VIEW Components
In conclusion, most packages do not perform well on all the VIEW criteria, but
packages need not always be exemplary on all four VIEW components because
the relative importance of each criterion varies from one product category to

Illustrations of Workable Packages

Various examples
of packaging workability 

were mentioned in this chapter. Following
are three additional illustrations that are interesting due to their
novelty and potential to alter consumer behavior. Consider first
a new type of package container for wine. Of course, wine
has traditionally been packaged in glass bottles. But now Francis
Ford Coppola (the famous Hollywood film-
maker) has introduced Sofia Blanc de
Blancs sparkling wine packaged in
a 4-pack of 6.35-ounce cans. The
cans for Sofia wine come with pop-
tops and attached straws that can be
inserted for drinking wine in a ladylike
fashion rather than guzzling it in the manner some
guys do when drinking beer. It is a matter of time whether this
novel package design will catch on and be adopted by consumers
and other wine makers. Interestingly, some critics are concerned
that this new package design has ethical implications in its
targeting of young women. (Refer to the discussion of the ethics of
targeting in Chapter 3.)

Also in the wine category, Canandaigua Wine Co. has intro-
duced a new Tetra Pak wine container reminiscent of juice boxes
for kids. The container is about the size of a large soda or beer can
and is designed for easy holding. Needless to say, critics also are
concerned that this package design will appeal to novice drinkers
and blur the line between alcoholic and non-alcoholic beverages.

A further innovation in the alcoholic beverages category is alu-
minum bottles for beer, which first was introduced by Pittsburgh
Brewing Co. for packaging its Iron City brand. Aluminum beer

bottles offer the relative advantages of being
lighter than glass, unbreakable, more

portable, faster chilling, and cheaper
to recycle. Though it would seem
strange for traditional beer drinkers

to drink beer from a long-neck alu-
minum bottle rather than a glass container,

familiarity with drinking beer from aluminum cans
should make this a relatively smooth transition.

i m c  f o c u s

SOURCES: Margaret Menge, “Wine in Translation,” U.S. News & World Report, May
24, 2004, D13 (Sophia wine can); Alice Z. Cuneo, “Single-serve Wine Boxes Raise
Watchdogs’ Eyebrows,” Advertising Age, April 19, 2004, 8 (Tetra Park wine con-
tainer); Paul Glader and Christopher Lawton, “Beer, Wine Makers Use Fancy Cans
to Court New Fans,” The Wall Street Journal Online, August 24, 2004,
http://online.wsj.com (aluminum beer bottles).
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another. Emotional appeal dominates for some products (e.g., perfume), informa-
tion is most important for others (e.g., staple food items), while visibility and
workability are generally important for all products in varying degrees. In the
final analysis, the relative importance of packaging requirements depends, as
always, on the particular market and the competitive situation.

Though we have simply provided straightforward descriptions of the four
VIEW components, it would be useful to go beyond mere description and have a
procedure whereby the four components could be quantified on a case-by-case
basis to determine whether a new package proposal stands a good chance of being
successful. Figure 7.14 illustrates a procedure for accomplishing this goal and
applies it to the new type of paint container that was presented in Figure 7.13. In a
manner similar to what was done previously in quantifying the five adoption-
determining characteristics (Figure 7.4), each VIEW component could be rated,
first, in terms of its importance in determining the suitability of a proposed new
package and then with respect to how well the new package performs on each
component, its evaluation score. Applying this straightforward multiplicative
model to the Dutch Boy paint container generates a hypothetical set of importance
and evaluation scores. Because workability is considered the most important VIEW
component for this particular packaging application and because the new con-
tainer for Dutch Boy paint is evaluated as performing “at the max” on this compo-
nent, this new packaging design receives a highly adequate total score of 49. It
should be apparent that the importance scores for each packaging component will
change from packaging situation to situation, and that the evaluation scores will
differ for different prototype package designs that are under consideration. A
simple model of this sort is not intended to make what ultimately is a subjective
decision but rather to structure one’s thinking in arriving at such a decision.

Designing a Package
Because package design is so critical to a brand’s success, a systematic approach is
recommended. Figure 7.15 provides a five-step package design process. The sub-
sequent discussion describes each of these stages.79

Step 1: Specify Brand-Positioning Objectives
This initial stage requires that the brand management team specify how the brand
is to be positioned in the consumer’s mind and against competitive brands. What
identity or image is desired for the brand? For example, when Pfizer Inc. devel-
oped Listerine PocketPaks, which is a dissolvable breath-strip product containing
Listerine mouthwash, the objective was to design a package that was both func-
tional and aesthetically appealing. Specifically, the package was designed such
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Hypothetical Illustration of
Quantifying the VIEW Model

Components

VIEW Component Importance (I)* Evaluation (E)** I x E

Visibility 3 4 12
Information 2 5 10
Emotional Appeal 2 1 2
Workability 5 5 25

Total Score NA NA 49

*Importance is rated on a scale with values ranging from zero to five. A rating of zero would indicate that a specific
packaging component has no importance in this particular case. Higher positive values indicate progressively increasing
levels of importance.

**Evaluation is rated on a scale with values ranging from minus five to five. A rating of zero, the midpoint of the scale, would
indicate that the proposed new package performs neither favorably or unfavorably on the characteristic at hand; negative
values indicate poor performance, with minus five representing the worst possible performance; positive values indicate
favorable performance, with five representing the best possible performance.



that oral care could be provided outside the home, be easily transportable, and be
accessible by men as well as women in a variety of situations.80 The brand name,
PocketPaks, describes perfectly how the package was designed to literally fit in a
person’s pants or jacket pocket.

Step 2: Conduct a Product Category Analysis
Having established what the brand represents (step 1) and thus what the packag-
ing must convey, it is essential to study the product category and related cate-
gories to determine relevant trends or anticipated events that would influence the
packaging decision. The point, in other words, is that to be forewarned is to be
forearmed.

Step 3: Perform a Competitive Analysis
Armed with knowledge about competitors’ use of packaging colors, shapes,
graphical features, and materials, the package designer is thus prepared to create
a package that conveys the desired image (step 1) yet is sufficiently unique and
differentiating (step 2) to capture consumer attention.

Step 4: Identify Salient Brand Attributes or Benefits
As noted earlier, research reveals that shoppers spend an incredibly short amount
of time—on the order of 10 to 12 seconds—viewing brands before moving on or
selecting an item and placing it in the shopping cart. It is imperative, therefore,
that the package not be too cluttered with information and that it feature benefits
that are most important to consumers. A general rule for identifying packaging
benefits is “The fewer, the better.”81

Step 5: Determine Communication Priorities
Having identified the most salient brand benefits (step 4), the package designer at
this phase of the process must establish verbal and visual priorities for the pack-
age. Although perhaps three benefits may have been identified in step 4 as essen-
tially equal in importance, the designer must prioritize which of the three is to
capture the greatest visual or verbal attention on the package. This is a very tough
decision because it is tempting to devote equal attention to all important brand
benefits. It is critical that the package designer acknowledge that the package
“advertisement” at the point of purchase occurs in an incredibly cluttered envi-
ronment for a very short duration. Acknowledging this fact makes it much easier
to devote package space to the most important brand benefit.
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Summary

The continual introduction of new products and services is critical to the success
of most business organizations. The concepts of adoption and diffusion explain
the processes by which new products and services are accepted by increasing
numbers of customers as time passes. Marketing communications can facilitate
the process by communicating a new product’s relative advantages, showing how
it is compatible with consumers’ existing purchase preferences and values, reduc-
ing real or perceived complexity, enhancing the product’s communicability, and
making it easy to try.

Opinion leadership and word-of-mouth influence are important elements in
facilitating more rapid product adoption and diffusion. Opinion leaders are indi-
viduals who are respected for their product knowledge and opinions. Opinion
leaders inform other people (followers) about new products and services, provide
advice and reduce the follower’s perceived risk in purchasing a new product, and
confirm decisions that followers have already made. Compared with followers,
opinion leaders are more cosmopolitan, are more gregarious, have higher socio-
economic status, and are more innovative. Positive word-of-mouth influence is
often critical to new-product success. It appears that people talk about new prod-
ucts and services because they gain a feeling of prestige from being the bearer of
news. Marketing communicators can take advantage of this prestige factor by
stimulating cheerleaders, who will talk favorably about a new product or service.

Buzz creation—also called viral marketing, guerrilla marketing, and street market-
ing—is a relatively recent phenomenon as a proactive marketing practice. Firms
employ the services of buzz-creation units to generate new–product adoption by
recruiting the efforts of connected people (opinion leaders and market mavens)
who will both adopt and talk about new products. Indeed, buzz creation can be
compared to a social epidemic. Online buzz generation is occurring at an increas-
ingly rapid pace with the advent of chat rooms and blogs.

The brand name is the single most important element found on a package. The
brand name works with package graphics and other product features to commu-
nicate and position the brand’s image. The brand name identifies the product and
differentiates it from others on the market. A good brand name can evoke feelings
of trust, confidence, security, strength, durability, speed, status, and many other
desirable associations. A good brand name must satisfy several fundamental
requirements: it must describe the product’s benefits, be compatible with the
product’s image, and be memorable and easy to pronounce. A major section in
this chapter was devoted to a five-step process for selecting a brand name.
Another section discussed the nature and role of brand logos.

The package is perhaps the most important component of the product as a
communications device. It reinforces associations established in advertising,
breaks through competitive clutter at the point of purchase, and justifies price and
value to the consumer. Package design relies on the use of symbolism to support a
brand’s image and to convey desired information to consumers. A number of
package cues are used for this purpose, including color, design, shape, brand
name, physical materials, and product information labeling. These cues must
interact harmoniously to evoke within buyers the set of meanings intended by the
marketing communicator. Package designs can be evaluated by applying the
VIEW model, which contains the elements of visibility, information, emotional
appeal, and workability. A concluding section described a five-step process for
package design.
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Discussion Questions
1. Sugar-substitute products have been available for years. The two historically

leading brands in this category are Equal (blue package) and Sweet’N Low
(pink package). More recently, a yellow-packaged product named Splenda
was introduced. The company that markets this brand claims that it is “made
from sugar, so it tastes like sugar.” Using Splenda for illustration, explain the
process by which marketing variables can influence consumers to become part
of the awareness, trier, and repeater classes for this brand (refer to Figure 7.2).

2. Based on what you now know about factors that facilitate the adoption
process (relative advantages, compatibility, etc.), what is the likelihood that
Splenda will receive widespread consumer acceptance and become a major
competitor to the older and better-known brands in this product category?

3. What determines whether a new product or service has relative advantages
over competitive offerings? Identify the relative advantages of each of the fol-
lowing: disposable cameras, hybrid automobiles, plasma TVs. Given that each
of these products also has relative disadvantages compared to competitive
products, present a general statement (i.e., a statement with universal applica-
bility) that would explain why consumers are willing to adopt new products
even though they almost invariably have relative disadvantages.

4. Pick a new product or service of your choice, and describe in detail how that
product or service satisfies, or fails to satisfy, the following success require-
ments: relative advantages, compatibility, communicability, trialability, and
observability.

5. Suppose you are the manager of a new restaurant located in your college or
university community that caters primarily to the campus population. Your
fledgling restaurant cannot yet afford media advertising, so the promotional
burden rests on stimulating positive word-of-mouth communications. Present
a specific strategy for how you might go about stimulating positive WOM.

6. With thoughts of the Toyota Prius in mind, if you were the brand manager for
this brand, what would you do to generate explosive self-generating demand?

7. BMW employed the services of top film directors to develop five-minute short
films with a BMW vehicle as the subject of each “short.” These films are avail-
able for viewing on the Web (http://www.bmwfilms.com). Apparently this
site has attracted an enormous number of viewers. With reference to pertinent
material in the chapter about word-of-mouth influence and buzz-building
efforts, explain why this alternative marcom effort may be effective for BMW’s
featured brands.

8. The researchers who conceived the concept of the market maven devised a
scale to measure consumers’ responses to the following six items:
(1) I like introducing new brands and products to my friends.
(2) I like helping people in providing them with information about many

kinds of products.
(3) People ask me for information about products, places to shop, or sales.
(4) If someone asked where to get the best buy on several types of products, I

could tell him or her where to shop.
(5) My friends think of me as a good source of information when it comes to

new products or sales.
(6) Think about a person who has information about a variety of products and

likes to share this information with others. This person knows about new
products, sales, stores, and so on, but does not necessarily feel he or she is
an expert on one particular product. This description fits me well.
Respondents are asked to rate each item on a 7-point scale, from strongly

disagree (1) to strongly agree (7); thus, total scores range from a low of 6
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(strongly disagrees to all six items) to 42 (strongly agrees to all items).
Administer the scale to two friends whom you regard as market mavens and
to two friends who are not market mavens. See if the mavens receive pre-
dictably higher scores than the non-mavens. Also, comment on whether you
think these six items do a good job of measuring market mavenness. What
additions or deletions, if any, would you make?

9. Explain how you would go about seeding a new music CD in a particular mar-
ket of your choice. Be specific regarding the nature of the target audience
toward which your seeding efforts would be directed and the techniques and
methods you would employ to seed the vanguard among your target audience.

10. In your view, why do marketing practitioners use the terms guerilla marketing,
viral marketing, and street marketing in reference to efforts to create buzz for new
products and brands?

11. With reference to the discussion of explosive self-generating demand, describe
a current movie that would lend itself to buzz-creation efforts and another that
would not. What’s the difference between these movies that makes only one
amenable to buzz-building efforts?

12. Assume you have just started a new company that is in the business of creat-
ing brand names for clients. Your first client is a company that plans to go into
business to compete against Dunkin’ Donuts. However, the company’s unique
advantage is that its donuts are made with a fat substitute and hence are fat
free. The client wants a name for its future donut shops to convey that its
donuts are fat free but tasty. Create two names you consider appropriate and
justify the logic underlying each.

13. Perform the same exercise as in question 12, but now develop a brand name
for a new brand of soy milk. Perhaps the best-known brand in this category is
Silk, which obviously is a conjunction of soy and milk.

14. Select a product category of personal interest and analyze the brand names for
three competitive brands in that category. Analyze each brand name in terms
of the fundamental requirements that were described in the text. Order the
three brands according to which has the best, next best, and worst brand
name. Support your ranking with specific reasons.

15. A Boston diamond wholesaler developed a special way for cutting diamonds
that gives diamonds perfect symmetry and extra sparkle. The wholesaler
developed a viewing device (called the proportion scope) that allows consumers
to see a diamond with eight perfect hearts and eight arrows when they peer
through the scope. The inventor of this specially cut diamond gave his gems
the brand name Hearts on Fire. Evaluate this name by applying concepts from
the chapter. Propose an alternative name.

16. What are your views regarding the Sundsvall brand name for vodka as
described in the Marcom Challenge?

17. SUVs have names such as the Ford Explorer, Chevy Blazer, Mercury Mountaineer,
Lincoln Navigator, Subaru Forester, Mazda Navajo, Infinity QX-4, Honda
Passport, Jeep Wrangler, Dodge Dakota, Olds Bravada, and so on. Several
years ago the Ford Motor Company purchased the Volvo Motor Company of
Sweden. Assume that Ford executives decide to add an upscale Volvo SUV to
their expanded product line. What would you name this new vehicle? What is
your rationale for this name?

18. Select a packaged-goods product category, and apply the VIEW model to three
competitive brands within that category. Define all four components of the
model, and explain how each applies to your selected product. Then use the fol-
lowing procedures to weigh each component in the model in terms of your per-
ception of its relative packaging importance in your chosen product category:
a. Distribute 10 points among the four components, with more points signify-

ing more importance and the sum of the allocated points totaling exactly
10. (This weighting procedure involves what marketing researchers refer to
as a constant sum scale.)
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b. Next, evaluate each brand in terms of your perception of its performance
on each packaging component by assigning a score from 1 (does not per-
form well) to 10 (performs extremely well). Thus, you will assign a total of
12 scores: four for each VIEW component for the three different brands.

c. Combine the scores for each brand by multiplying the brand’s performance
on each component by the weight of that component (from step a) and then
summing the products of these four weighted scores.

The summed score for each of your three chosen brands will reflect your per-
ception of how good that brand’s packaging is in terms of the VIEW model—
the higher the score, the better the packaging in your opinion. Summarize the
scores for the three brands for an overall assessment of each brand’s packaging.
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• The shopping cart computer maintains a file of

the shopper’s buying history. This provides the

consumer with an “external memory” of his or

her past purchases and can serve to remind one

of needed items.

• In advance of the trip to Stop & Shop, the consumer

can e-mail a shopping list to

the store, which then

can be accessed

and displayed on

the computer screen.

This prevents the hassle

of carrying (and possibly losing) a

hard-copy list.

• As the shopper approaches items in the aisle, the

intelligent shopping cart alerts him or her to which

items are on sale and for which items shelf-dispensed

coupons are available.

• Shoppers can place deli orders from the cart while

shopping and then pick up the order when the

deli counter sends a computer message notifying

the shopper that the order is ready.

• Equipped with RFID (radio frequency identification)

technology, the consumer can query Shopping

Buddy as to where any item is located in the store

and be directed via a path displayed on the com-

puter screen to the exact location of that item.

CHAPTER 8

On- and Off-Premise Signage 
and Point-of-Purchase
Communications

The Stop & Shop Supermarket Company is the largest

supermarket in New England with over 300 stores

located throughout most of Massachusetts, where it is

based, along with Connecticut, New Hampshire, New

Jersey, New York, and Rhode Island. Owned by Ahold

of the Netherlands, Stop & Shop is a progressive super-

market chain that is alert to ways of

increasing its financial

performance and

enhancing consumers’

shopping experiences.

Perhaps the most techno-

logically sophisticated move in Stop & Shop’s

history is the recent introduction of an intelligent

shopping cart, affectionately referred to as “Shopping

Buddy.” Stop & Shop is introducing the intelligent

shopping carts to its stores on a planned schedule

and should have intelligent carts operational in over

20 stores by the end of 2005.1

Each Shopping Buddy cart is equipped with a

wireless touch-screen IBM computer with a laser

scanner to enable shoppers to check prices and then to

scan purchased products. The carts maintain a running

total of how much the shopper is spending, which

enables rapid self-checkout at the end of the shopping

trip. In addition to these fundamental services, here

are some additional advantages of shopping with an

intelligent shopping cart:

Marcom Challenge: 
“Shopping Buddy”—an Intelligent 

Shopping Cart



Needless to say, intelligent shopping carts represent

an exciting new technology that can serve the interests of

all parties to marketing transactions: consumers, retailers,

and manufacturers. The point of purchase is perhaps the

ideal time to influence buying decisions, and intelligent

shopping carts along with a variety of low-tech forms of

signage are used by retailers and their manufacturer

partners precisely for this purpose.

C H A P T E R  O B J E C T I V E S

1
Appreciate the role and importance of out-of-home, 

or off-premise, advertising.

2
Understand billboard advertising’s strengths 

and limitations.

3
Appreciate the role and importance of 

on-premise business signage.

4
Review the various forms and functions 

of on-premise signage.

5
Appreciate the role and importance of 

point-of-purchase advertising.

6
Examine the tasks that 

P-O-P advertising accomplishes.

7
Review evidence of P-O-P’s role in 

influencing consumers’ in-store decision making.

8
Examine empirical evidence revealing 
the effectiveness of P-O-P displays.

9
Appreciate the importance of measuring audience size

and demographic characteristics for out-of-home 
as well as in-store advertising messages.©

 Susan Van Etten
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Overview

The next major part of the text covers the subject of advertising management in
considerable detail, focusing on topics such as creating ad messages, selecting
media, and measuring results. The emphasis in that section is mostly on tradi-
tional advertising media (print and broadcast) along with the emerging role of
online advertising.

The present chapter deals with topics that also represent a form of advertising
but not in the same sense typically thought of when considering media such as tel-
evision, radio, magazines, newspapers, and the Internet. Rather, the material cov-
ered in this chapter examines communicating with consumers at the point of
purchase or close to it. In particular, we explore in this chapter three general forms
of marketing communications: out-of-home advertisements (e.g., billboards), on-
premise signage, and in-store point-of-purchase messages. All of these communi-
cation modes attempt to influence consumers’ store- or brand-selection decisions.
Out-of-home ads, on-premise store signage, and P-O-P messages represent impor-
tant forms of communications that serve in very important ways to influence con-
sumers’ awareness and images of retail outlets and the brands they carry.

Topical coverage in this chapter first examines forms of message delivery that
literally are located outside retail stores. We distinguish two general forms of “out-
side” marcom messages and refer to these as (1) out-of-home advertisements, or
off-premise ads; and (2) on-premise business signage. The difference between on-
premise business signage and out-of-home advertising (off-premise signage) is
that the former communicates information about products and services in close
proximity to the store, whereas the latter provides information about goods and
services that are available somewhere else.2 Following this coverage of “outside”
communications, we then turn attention to “inside” forms of message presenta-
tion, which are referred to as point-of-purchase advertising, or, for short, P-O-P.

Out-of-Home (Off-Premise)
Advertising

Though out-of-home (OOH) advertising pales in significance compared to media
such as television and is regarded as a supplementary, rather than primary, adver-
tising medium, OOH is nonetheless a very important form of marketing commu-
nications. The Outdoor Advertising Association of America, the industry’s trade
association, estimates that OOH advertising expenditures in the United States
exceed $5 billion annually.3 Out-of-home, or outdoor, advertising is the oldest form
of advertising with origins dating back literally thousands of years. Although bill-
board advertising is the major aspect of out-of-home advertising, outdoor media
encompasses a variety of other delivery modes: advertising on bus shelters and
street furniture (e.g., benches), giant inflatables (blimps), various forms of transit
advertising (including ads on buses, taxis, and trucks), shopping-mall displays,
campus kiosks, advertising on public bicycle racks, skywriting, and so on.

The one commonality among these is that they are seen by consumers outside
of their homes (hence the name) in contrast to television, magazines, newspapers,
and radio, which typically are received in the home (or in other indoor locations).
And reaching consumers with ad messages outside their homes is especially
important when considering that most people spend much of their daily time at
work or otherwise away from their homes. Americans report traveling an average
of slightly over 300 miles in a vehicle during a typical week with an average
round-trip commute totaling about 55 minutes.4 It is obvious from these statistics



that outdoor media reach millions of people in the United States—as well as
around the globe.

Billboard Advertising
Billboard advertising is the major outdoor medium. Interestingly, the term bill-
board originates from the custom in colonial America of attaching a paper poster
containing a message (known as a “bill”) on a board for conveyance around town.5

There are approximately 400,000 billboards in the United States.6 Advertising on
billboards is designed with name recognition as the primary objective. The major
forms of billboard advertising are poster panels and painted bulletins.

Poster Panels
These billboards are what we regularly see alongside highways and in other heav-
ily traveled locales. Posters are silk-screened or lithographed and then pasted in
sheets to the billboard. The billboard industry in the United States is dominated
by a few media conglomerates (e.g., Clear Channel Outdoor and Viacom Outdoor)
that essentially control the industry. These companies typically sell billboard
space on a monthly basis. Posters can be either 8-sheet or 30-sheet, literally desig-
nating the number of sheets of paper required to fill the allotted billboard space.
An 8-sheet poster is 6 feet, 2 inches high by 12 feet, 2 inches wide, although the
actual viewing area is slightly smaller—5 feet by 11 feet (in other words, 55 square
feet of viewing space). The much larger 30-sheet poster is 12 feet, 3 inches high by
24 feet, 6 inches wide, with a viewing area of 9 feet, 7 inches by 21 feet, 7 inches
(roughly 207 square feet).

Painted Bulletins
Painted bulletins are hand painted directly on the billboard by artists hired by the
billboard owner. Standard bulletins measure 14 feet high by 48 feet wide and repre-
sent a total viewing space of 672 square feet. These bulletins are generally repainted
every several months to provide a fresh look. Advertisers typically purchase these
large bulletins for a one- to three-year period with the objective of achieving a con-
sistent and relatively permanent presence in heavily traveled locations.

Buying Out-of-Home Advertising
Outdoor advertising is purchased through companies that own billboards, called
plants. Plants are located in all major markets throughout the nation. To simplify
the national advertiser’s task of buying outdoor space in multiple markets, buy-
ing organizations, or agents, facilitate the purchasing of outdoor space at locations
throughout the country.

Plants have historically sold poster-advertising space in terms of so-called
showings. A showing is the percentage of the population that is theoretically exposed
to an advertiser’s billboard message. Showings are quoted in increments of 25 and
are designated as #25, #50, #75, and #100. The designation #50, for example,
means that 50 percent of the population in a particular market is expected on any
given workday to pass the billboards on which an advertiser’s message is posted.
A showing of #100 is equivalent to saying that the entire population in a given
market has an opportunity to see (referred to as an OTS) an advertiser’s message
in that particular market.

In recent years plants have converted to gross rating points (GRPs) as the metric
for quoting poster prices. GRPs represent the percentage and frequency of an
audience being reached by an advertising vehicle. Specifically, one outdoor GRP
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means reaching 1 percent of the population in a particular market a single time.
Outdoor GRPs are based on the daily duplicated audience (meaning that some
people may be exposed on multiple occasions each day) as a percentage of the
total potential market. For example, if four billboards in a community of 200,000
people achieve a daily exposure to 80,000 persons, the result is 40 gross rating
points. As with traditional showings, GRPs are sold in blocks of 25, with 100 and
50 being the two levels purchased most.

Billboard Advertising’s Strengths and Limitations
Billboard advertising presents marketing communicators with several unique
strengths and problems.

Strengths
A major strength of billboard advertising is its broad reach and high frequency levels.
Billboards are effective in reaching virtually all segments of the population. The
number of exposures is especially high when signs are strategically located in
heavy traffic areas. Automobile advertisers are heavy users of outdoor media
because they can reach huge numbers of potential purchasers with high fre-
quency. The same can be said for fast-food advertisers.

Another advantage is geographic flexibility. Outdoor advertising can be strategi-
cally positioned to supplement other advertising efforts (e.g., TV, radio, and news-
paper ads) in select geographic areas where advertising support is most needed.

Low cost per thousand is a third advantage. The cost-per-thousand metric
(abbreviated as CPM, where M is the Roman numeral for 1,000) is literally the

cost, on average, of exposing 1,000 people to an adver-
tisement. It is estimated that the 8- and 30-sheet poster
CPMs are $0.85 and $1.78, respectively. Comparatively, a
full-page four-color magazine ad has an average CPM of
$9.62, and a 30-second advertisement during prime time
on network TV has an average CPM of $11.31.7 It is obvi-
ous that outdoor advertising is the least expensive adver-
tising medium on a cost-per-thousand basis. However, as
will be emphasized in Chapter 14 when discussing the
relative advantages of traditional advertising media,
CPM comparisons across different media can be mislead-
ing. In other words, because the various media perform
different functions, it is inappropriate to use CPM as the
sole basis of evaluation.

Because outdoor advertising is literally bigger than life,
brand identification is substantial. The ability to use large rep-
resentations offers marketers excellent opportunities for
brand and package identification. Also, billboard compa-
nies are becoming quite ingenious in designing billboards
that attract viewers’ attention. See the Global Focus insert for
a description of a creative billboard approach used in
advertising Adidas’s athletic footwear in Japan (Figure 8.1).

Billboard advertising also provides an excellent oppor-
tunity to reach consumers as a last reminder before pur-
chasing. This explains why products such as beer and
restaurants are among the heaviest users. (Tobacco
advertisers in the United States also used to be heavy out-
door advertisers, but as part of a legal settlement with the
state attorneys general, tobacco brands stopped advertis-
ing in outdoor media in 1999.)
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Limitations
A significant problem with outdoor advertising is nonselectivity. Outdoor advertis-
ing can be geared to general groups of consumers (such as inner-city residents)
but cannot pinpoint specific market segments (say, professional African-American
men between the ages of 25 and 39). Advertisers must turn to other advertising
media (such as magazines) to better pinpoint audience selection. However, with
newer technology that is under development, outdoor advertising is in the
process of improving its ability to target customers. For example, a California
company, Smart Sign Media, introduced technology that adjusts digital billboards
to the radio stations playing inside passing vehicles. Using radio-station selection
as an indicator of income, Smart Sign’s technology calculates the average income
of passersby and then changes the message to target the biggest cluster of people
who drive by a particular billboard location.8

Short exposure time is another drawback. “Now you see it, now you don’t”
appropriately characterizes the fashion in which outdoor advertising engages the
consumer’s attention. For this reason, outdoor messages that have to be read are
less effective than predominantly visual ones.

A final outdoor advertising limitation involves environmental concerns. Bill-
boards, the so-called litter on a stick, have been banned in some manner by several
U.S. states and hundreds of local governments. Although some would argue that
attractive billboards can enliven and even beautify neighborhoods and highways
with attractive messages, others consider this advertising medium to be ugly and
intrusive. This largely is a matter of personal taste. The articles cited in the following
endnote explore the issue in some depth, including a discussion of the value and
potential hazards attendant to the growing use of changeable message signs—that is,
billboards that vary the advertising message on a schedule of every 4 to 10 seconds.9

Measuring OOH Audience Size and Characteristics
When placing ads in print (newspapers and magazines) and broadcast media
(radio and TV), advertisers have access to so-called syndicated data sources
that inform them about (1) the size of the audience to be reached when using
these media, and (2) the demographic characteristics of audiences reached by
media vehicles such as individual magazines (e.g., Cosmopolitan) or TV programs

In Japanese cities
such as Tokyo, outdoor media 

play a more prominent role than in countries such as
the United States. It is estimated, in fact, that advertisers in Japan
spend proportionately three to four times as much on out-
of-home media as do American advertisers.
Neon signs and electronic video
billboards are ubiquitous in large
Japanese cities. One reason for this
widespread usage of OOH media is
because the average Tokyo resident has
a 70-minute commute to work, which makes
billboards and other outdoor media an attractive and
relatively inexpensive way of reaching them.

However, the heavy spending on outdoor ads has created a
major clutter problem. How does an advertiser break through the
clutter and capture consumers’ attention? Sports-equipment and
apparel maker Adidas came up with a novel solution: it designed

faux soccer fields on billboards and suspended (via dangling ropes;
see Figure 8.1) two soccer players and a ball 12 stories above the
ground. The players participated in brief matches in Japan’s two
largest cities, Osaka and Tokyo. The two dangling soccer players
played 10- to 15-minute matches at one-hour intervals during

afternoons, while hundreds of pedestrians gathered below
to watch. Of course, while they watched

the soccer “matches,” they were con-
tinuously exposed to the Adidas
name and logo along with a
message overlaid on the soccer

“field” proclaiming, “Own the passion
and you own the game.” It is difficult

imagining a more attention-gaining billboard than
Adidas’s use of live soccer players.

SOURCES: Geoffrey A. Fowler and Sebastian Moffett, “Adidas’s Billboard Ads Give
Kick to Japanese Pedestrians,” The Wall Street Journal Online, August 29, 2003,
http://online.wsj.com; Normandy Madden, “Adidas Introduces Human Billboards,”
Advertising Age, September 1, 2003, 11.

Live Soccer Players on 
Japanese Billboards
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(e.g., Saturday Night Live). (Audience measurement techniques for the print and
broadcast media are described in detail in Chapter 14.) This information is invaluable
when planning for and making media buying decisions. In advance of making a
media buy, an advertiser can estimate what percentage of a target audience is likely to
be reached and the average frequency audience members will have an OTS (opportu-
nity to see—or read or hear) an ad message during, say, a four-week media planning
period. Print and broadcast media are, in other words, measurable, and advertisers
have quite a lot of faith in the accuracy of the audience data for these media.

Comparatively, there has been no equivalent measurable audience data avail-
able for the out-of-home advertising industry. Historically, the outdoor industry
has relied on traffic data collected by the Traffic Audit Bureau that simply indi-
cates how many people pass by an outdoor site such as a billboard. However, no
information has been available regarding the demographic characteristics of the
people who have an opportunity to see advertising messages on billboards. The
lack of verified data regarding audience characteristics is widely regarded as a sig-
nificant impediment that must be overcome if outdoor advertising is to become a
more widely used advertising medium. Although traffic-flow data indicate the
number of people who may have an opportunity to see a billboard message, it
provides absolutely no information about people’s demographic characteristics,
which is the type of information needed by advertisers to make intelligent target-
ing decisions. (Recall again the mantra introduced in Chapter 1: all marketing
communications should be (1) directed to a particular target market, (2) clearly
positioned, (3) created to achieve a specific objective, and (4) undertaken to
accomplish the objective within budget constraint.)

This lack of information has retarded the growth of the OOH industry and has
prevented many advertisers from investing heavily in out-of-home media.
Relatively few national advertisers spend large percentages of their advertising
budgets on OOH advertising. This situation is unlikely to change until the OOH
industry somehow develops accurate measures of audience size and demographic
characteristics. To place ads in media without accurate knowledge of audience
characteristics is equivalent to, in farmer’s language, “purchasing a pig in a poke
[a bag or sack].” In other words, it is unwise to purchase something that has been
concealed without knowing in advance what you’re acquiring.

Fortunately, a company that specializes in the measurement of advertising audi-
ences—namely, Nielsen Media Research—is making substantial strides toward devel-
oping ways to determine the demographic characteristics of outdoor audiences.
Nielsen’s service involves selecting a demographically representative set of individ-
uals, collecting relevant demographic information from them, and equipping them
with battery-operated meters called Npods (for Nielsen Personal Outdoor Devices).
Using global positioning satellite (GPS) technology, these Npod meters automati-
cally track individuals’ movements from the time they leave their homes until they
return. With knowledge of the demographic characteristics of sample members and
knowing literally their geographical whereabouts, it is possible to connect these two
data sets and draw conclusions about the demographic characteristics of the people
who have had an opportunity to see an ad carried on any particular billboard loca-
tion. Armed with verifiable knowledge about the demographic characteristics of
people who pass particular billboard locations or the sites of other outdoor ads, it is
likely that advertisers will increase their use of OOH advertising.

A Case Study of Billboard Effectiveness
Adams Outdoor Advertising, a large Atlanta-based firm, undertook a creative
campaign to demonstrate the effectiveness of billboard advertising. With the assis-
tance of Cognetix—an advertising agency located in Charleston, South Carolina—
a scheme was hatched to test the effectiveness of billboard advertising. Adams
and Cognetix ran a billboard campaign for a fictitious brand of bottled water that
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they named Outhouse Springs. Playing on the concept of incongruity (a bottled
water named Outhouse Springs?) and using potty-type humor, billboard adver-
tisements for Outhouse Springs were located throughout the Charleston, South
Carolina market and achieved a 75 showing at a monthly cost of approximately
$25,000. Messages on the billboards included amusing, albeit incredulous, state-
ments such as “America’s First Recycled Water”; “Originally in Cans . . . Now in
Bottles”; “L-M-N-O- . . .”; and “It’s #1, Not #2” (see Figure 8.2 for illustrations). To
assess campaign effectiveness, brand awareness, perceptions, and purchase inten-
tions were measured in weekly intervals. By week three, 67 percent of a large
sample of consumers indicated awareness of the hypothetical Outhouse Springs
brand, 77 percent had neutral or favorable perceptions of this bottled water brand,
and 85 percent indicated an intention to purchase the product. In light of this suc-
cess, Adams Outdoor extended the campaign to markets in North Carolina,
Virginia, Pennsylvania, Michigan, and Wisconsin.

Though admittedly a highly unique and buzzable product (recall the discus-
sion in Chapter 7), this campaign for a fictitious brand of bottled water reveals
that large numbers of people are exposed to billboard ads and can be favorably
influenced. Part of the success was no doubt due to the fact that widespread buzz
generated stories on TV, radio, and in newspaper articles.10 Nonetheless, this test
of a hypothetical brand does illustrate that people are alert to billboard messages
that are attention catching and memorable.

On-Premise 
Business Signage

This section deals with a topic—on-premise signage—that is commonplace and
may therefore be considered trivial. We are indeed surrounded by store signs of one
variety or another. Every reader of this text has been exposed to literally thousands
of signs—many, if not most, of which have not much captured your attention or
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interest. However, we can place this topic in perspective when noting that on-premise
signs (i.e., those located on or near retail stores) are considered the most cost-effective
and efficient form of communication available to retail businesses. Beyond this gener-
alization, the value of on-premise signs has been described in these optimistic terms:

No amount of money spent on other forms of communication media will equal the invest-
ment return of the well-designed and optimally visible on-premise sign. Surveys of new
customers/clients disclose over and over that the on-premise business sign either: (1) pro-
vided the new customer with their first knowledge of the company, or (2) provided the new
customer with their first impression of the company. This is true even if the customer orig-
inally learned of the business through some other communication medium, such as the
Yellow Pages or ‘word of mouth.’ It is no longer [an] overstatement to assert that legible,
conspicuous place-based signage, easily detectable and readable within the cone of vision of
the motoring public, is essential to small business survival.11

Types of Signs
Although on-premise signs include an incredible diversity of signage that is lim-
ited only by designers’ creativity and governmental regulations, we can identify
two general categories, either free-standing or building-mounted.12 Free-standing
signs include monument signs, pole signs, A-frame (a.k.a. sandwich-board) signs,
portable signs, inflatable signs, and other forms of signs that are unattached to a
retail building (see Figure 8.3 for illustrations). Building-mounted signs include pro-
jecting signs, wall signs, roof signs, banners, murals, and canopy or awning signs

(see Figure 8.4 for illustrations).

The ABCs of On-Premise Signs
On-premise signs enable consumers to identify and locate
businesses and can influence their store-choice decisions
and prompt impulse purchasing. These functions are
conveniently referred to as the ABCs of store signage.
That is, an effective sign should minimally perform the
following functions:13

• Attract new customers
• Brand the retail site in consumers’ minds
• Create impulse purchases

Of course, the specific functions performed and the
importance of having eye-catching and attractive signs
depend on the nature of the business, whether it is a
small retailer with a relatively fixed clientele—in which
case, signage is relatively less critical—or a business that
must constantly attract new customers. In this latter situ-
ation, signage performs a critical function because for
retailers to stay in business and potentially thrive they
must capture travelers, who are one-time or occasional
customers.

Attracting new customers requires first and foremost
that a store sign capture the consumer’s attention. This is
no small feat when considering that the retail landscape
often is dense with competing signs that are attempting
to achieve the same outcome, namely, to capture atten-
tion and make a positive impression. Experts in the
design of store signage use a concept, termed conspicuity,
that refers to the ability of a sign to capture attention. By
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definition, conspicuity involves those signage character-
istics that enable walkers or drivers and their passengers
to distinguish a sign from its surrounding environment.14

This requires that a sign be of sufficient size and the infor-
mation on it be clear, concise, legible, and distinguishable
from competing signage.

Don’t Be a Fool
This section has merely touched on the topic of on-premise
signage. Although the material presented is basic and
descriptive, it cannot be overemphasized how important
signage is to retail success. Signs perform an extremely
important communication function, and one is well
advised to seek the assistance of professionals when
making such determinations as where best to locate a
sign, how large it should be, and what colors and graph-
ics are best employed. The old saying “He who repre-
sents himself has a fool for a lawyer” is likely as
applicable to making an on-premise sign-selection deci-
sion as it is in all matters legal. Fortunately, a tremendous
amount of experience and expertise has accumulated in
the off-premise sign industry, and retailers can turn to
professional sign companies for needed assistance. Large
retail chains include professionals on their staffs who
specialize in signage, but small retailers don’t have this
luxury and should seek the assistance of professionals. A
wealth of accumulated information is available for ready
access (see endnotes in this section).

Point-of-Purchase
Advertising

Brand names and packages, topics of Chapter 7, confront head on at the point of
purchase the ultimate arbiter of their effectiveness, the consumer. The point of pur-
chase, or store environment, provides brand marketers with a final opportunity to
affect consumer behavior. Brand managers recognize the value of point-of-pur-
chase (P-O-P) advertising; indeed, marketers in the United States annually spend
in excess of $17 billion on various forms of point-of-purchase communications.15

The point of purchase is an ideal time to communicate with consumers
because this is the time at which many product and brand-choice decisions are
made. It is the time and place at which all elements of the sale (consumer, money,
and product) come together.16 The consumer’s in-store behavior has been
described in the following terms that highlight the importance of point-of-
purchase advertising:

Shoppers are explorers. They’re on safari, hunting for bargains, new products and different
items to add excitement to their everyday lives. Three of every four are open to new experi-
ences as they browse the aisles of supermarkets and search for bargains at drugstores and
mass merchandisers.17

This translates into an opportunity to make a measurable impact just when
shoppers are most receptive to new product ideas and alternative brands. Savvy
marketers realize that the in-store environment is the last best chance to make
a difference. P-O-P advertising often represents the culmination of a carefully
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integrated IMC program—at the point of purchase, consumers are
reminded of previously processed mass media advertisements and now
have the opportunity to realize the benefits of a sales promotion offer.

The Spectrum of P-O-P Materials
Point-of-purchase materials include various types of signs, mobiles,
plaques, banners, shelf ads, mechanical mannequins, lights, mirrors,
plastic reproductions of products, checkout units, full-line merchandis-
ers, various types of product displays, wall posters, floor advertise-
ments (Figure 8.5), in-store radio and TV advertisements, electronic
billboard advertising, and other items.18

Industry representatives classify P-O-P materials into four cate-
gories:

• Permanent displays: These are displays intended for use for six
months or more. (Note that the six-month dividing line is an arbi-
trary convention established by Point-of-Purchase Advertising
International, which is known by its abbreviation, POPAI.) An illus-
tration of an award-winning permanent display is presented in
Figure 8.6.19

• Semipermanent displays: Semipermanent P-O-P displays have an intended life
span of less than six but more than two months. An illustration of an award-
winning semipermanent display is presented in Figure 8.7.

• Temporary displays: Temporary P-O-P displays are designed for fewer than two
months’ usage. An illustration of an award-winning temporary display is pre-
sented in Figure 8.8.

• In-store media: In-store media include advertising and promotion materials,
such as in-store radio and TV advertising, shopping cart advertisements, shelf
advertisements (called shelf talkers), floor graphics (advertisements placed on
store floors), coupon dispensers, and other in-store materials. A third-party
company (i.e., a company other than the brand manufacturer or retailer) exe-
cutes these in-store media. For example, ActMedia, a company well known in
the P-O-P industry, provides a variety of in-store services, including in-store
radio programs that carry commercials in thousands of stores nationwide,

shopping carts with signs that are available nationwide, and shelf
extensions that promote brands in stores nationwide. Brand marketers
pay ActMedia advertising rates to secure in-store radio time or shop-
ping-cart and shelf-talker space on a nationwide basis or in specific
markets.

What Does P-O-P Accomplish?
Companies are increasingly investing in point-of-purchase advertising
materials. As mentioned earlier, P-O-P advertising expenditures in
the United States exceed $17 billion annually. This investment is justi-
fied inasmuch as in-store materials provide useful services for all
participants in the marketing process: manufacturers, retailers, and
consumers.

Accomplishments for Manufacturers
For manufacturers, P-O-P keeps the company’s name and the brand
name before the consumer and reinforces a brand image that has
been previously established through mass-media advertising or
other outlets. P-O-P signage and displays also call attention to
sales promotions and stimulate impulse purchasing.

Figure 8.5
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Service to Retailers
P-O-P serves retailers by attracting the consumer’s attention, increas-
ing his or her interest in shopping, and extending the amount of time
spent in the store—all of which lead to increased retail revenue and
profits. Furthermore, P-O-P materials perform a critical merchandising
function in aiding retailers in using available space to the best advan-
tage when, for example, various products are displayed in the same
unit. P-O-P displays also enable retailers to better organize shelf and
floor space and to improve inventory control and stock turnover.

Value to Consumers
Consumers are served by point-of-purchase units that deliver useful
information and simplify the shopping process. Permanent, semiper-
manent, and temporary P-O-P units provide this value to consumers
by setting particular brands apart from similar items and simplifying
the selection process. Also, in-store radio and TV advertisements serve
to inform consumers of new products and brands. (See the IMC Focus
for further discussion of in-store TV advertising.)

However, there is a downside to the growing use of in-store dis-
plays and advertising materials, namely, consumers sometimes are
overwhelmed with excessive P-O-P stimuli. A marketing commentator
has even compared the widespread usage of in-store advertising materials with
online spam.20 In other words, like all advertising media, the in-store environment
suffers from ad clutter, which can irritate consumers and reduce the effectiveness
of brand marketers’ advertising efforts.

In addition to benefiting all participants in the marketing process, point-of-
purchase plays another important role: it serves as the capstone for an IMC pro-
gram. P-O-P by itself may have limited impact, but when used in conjunction with
mass-media advertisements and promotions, P-O-P can create a synergistic effect.
Indeed, research has shown that when P-O-P reinforces a brand’s advertising mes-
sage, the increase in sales volume can average more than 100 percent compared to
advertising alone.21 Illustrations of this synergism appear in a later section that
presents empirical evidence of P-O-P’s effectiveness.

P-O-P’s Influence on Consumer Behavior
P-O-P materials influence consumers in three general ways: (1) by
informing them about specific items; (2) by reminding them of informa-
tion acquired from other advertising media; and (3) by encouraging, or
directing, their brand-choice decisions.

Informing
Informing consumers is P-O-P’s most basic communications function.
Signs, posters, displays, in-store advertisements, and other P-O-P
materials alert consumers to specific items and provide potentially use-
ful information.

Motion displays are especially effective for this purpose. Motion
displays, though typically more expensive than static displays, repre-
sent a sound business investment because they attract significantly
higher levels of shopper attention. Evidence from three studies shows
that motion displays are often worth the extra expense.22

Researchers tested the relative effectiveness of motion and static
displays for Olympia beer, a once successful but now bygone brand, by
placing the two types of displays in a test sample of California liquor
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stores and supermarkets. Each of the sampled stores was stocked with either static
or motion displays. Another sample of stores, serving as the control group,
received no displays. More than 62,000 purchases of Olympia beer were recorded
during the four-week test period. Static displays in liquor stores increased
Olympia sales by 56 percent over stores with no displays (the control group). In
supermarkets, static displays improved Olympia sales by a considerably smaller,
though nonetheless substantial, amount (18 percent). More dramatic, however,
was the finding that motion displays increased Olympia sales by 107 percent in
liquor stores and by 49 percent in supermarkets.

A second test of the effectiveness of motion displays used S. B. Thomas’
English muffins as the focal product. Two groups of 40 stores each were matched
by store volume and customer demographics. One group was equipped with an
S. B. Thomas’ English muffin post sign that moved from side to side. The other
40 stores used regular floor displays with no motion. Records of product move-
ment revealed that sales in the stores stocked with motion displays were more
than 100 percent greater than in stores with static displays.

Researchers conducted a study of motion displays for Eveready batteries in
Atlanta and San Diego. Studied in each city were six drugstores, six supermarkets,
and six mass merchandise stores. The stores were divided into two groups, like
the English muffin study. For mass merchandisers, the static displays increased
sales during the test period by 2.7 percent over the base period, but surprisingly
sales in the drug and food outlets using the static displays were slightly less (each
1.6 percent lower) than those not using the static displays. By comparison, the
motion displays uniformly increased sales by 3.7 percent, 9.1 percent, and 15.7
percent in the drugstore outlets, supermarkets, and mass merchandisers, respec-
tively.

All three sets of results demonstrate the effectiveness of motion displays. The
consumer information-processing rationale (see Chapter 5) is straightforward:
motion displays attract attention. Attention, once attracted, is directed toward
salient product features, including recognition of the displayed brand’s name.
Brand name information activates consumers’ memories pertaining to brand
attributes previously processed from media advertising. Information on brand
attributes, when recalled, supplies a reason for the consumer to purchase the dis-

ABC, CBS, Fox, NBC, and Now 
Wal-Mart TV Network

There are four major TV networks in the United States: ABC, CBS,
Fox, and NBC. Each of these networks has affiliated stations
throughout the country, thus representing attractive media for
reaching millions of viewers for TV programs and the commercials
carried therein. And now there is another major network for carry-
ing television commercials, the Wal-Mart TV network.
Unlike the four major TV networks, which
reach consumers in the comfort of
their homes or at bars and other
public venues, the Wal-Mart TV net-
work reaches consumers while they
are shopping in Wal-Mart stores. This
in-store television network is available in over
80 percent of Wal-Mart’s 3,000 U.S. stores. Nielsen Media
Research estimates that the Wal-Mart network reaches 133 million
viewers in a typical four-week period, which represents about one-
third of Wal-Mart’s customers during the same period.

What advertising content is carried on the Wal-Mart TV net-
work? You might think just ads placed by Wal-Mart itself. In actu-
ality, the ads are placed by national advertisers who hope to reach
consumers as close as possible to the point at which they make

purchasing 
decisions. For example, 
Kellogg Co. reported a significant 
increase in sales from advertising two new products on 
Wal-Mart TV, Cheez-It Twists and Corn Flakes with bananas. 

TV spots on Wal-Mart TV cost anywhere from $50,000
to $300,000 per four-week period, with

the actual cost depending on the
frequency with which the ads
appear. Advertisers have learned

that it is best to customize ads
just for in-store TV rather than merely

running the identical ads shown on con-
ventional television. In-store ads must be particularly attention
grabbing in order to divert consumers’ attention away from
the primary reason they are in the store, namely to shop rather
than watch TV.

SOURCES: Erin White, “Look Up for New Products in Aisle 5,” The Wall Street
Journal Online, March 23, 2004, http://online.wsj.com; Ann Zimmerman, “Wal-
Mart Adds In-store TV Sets, Lifts Advertising,” The Wall Street Journal Online,
September 22, 2004, http://online.wsj.com.
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played brand. It also is possible that the mere fact of seeing a display suggests the
prospect that the displayed brand is on sale, whether in fact it is.23

Hence, a moving display performs the critical in-store function of bringing a
brand’s name to active memory. The probability of purchasing the brand increases,
perhaps substantially (as in the case of S. B. Thomas’ English muffins), if the con-
sumer is favorably disposed toward the brand. The Eveready display was less
effective apparently because the selling burden was placed almost exclusively on
the display. Without prior stimulation of demand through advertising, the static
display was ineffective, and the motion display was not as effective as it might
have been.

Reminding
A second point-of-purchase function is reminding consumers of brands they have
previously learned about via broadcast, print, or other advertising media. This
reminder role serves to complement the job already performed by advertising
before the consumer enters a store.

To fully appreciate the reminder role served by point-of-purchase materials, it
is important at this point to address a key principle from cognitive psychology:
the encoding specificity principle. In simple terms, this principle states that
information recall is enhanced when the context in which people attempt to
retrieve information is the same as or similar to the context in which they origi-
nally encoded the information. (Encoding is the placing of informational items into
memory.)

A non-marketing illustration—one that may bring back some unpleasant
memories—will serve to clarify the exact meaning and significance of the encod-
ing specificity principle. Remember back to a time when you were studying for a
crucial exam that required problem-solving skills. You may have been up late at
night trying to solve a particularly difficult problem, perhaps in accounting, calcu-
lus, or statistics. Eventually, the solution came to you, and you felt well prepared
for the next day’s exam. Sure enough, the exam had a problem very similar to the
one you worked on the night before. However, to your dismay, your mind went
blank, and you were unable to solve the problem. But after the exam, back in your
room, the solution hit you like the proverbial ton of bricks.

Encoding specificity is the “culprit.” Specifically, the context (your room) in
which you originally encoded information and formulated a solution to the prob-
lem was different from the context (your classroom) in which you subsequently
were asked to solve a similar problem. Hence, contextual retrieval cues were
unavailable in the classroom to readily facilitate your recall of how you originally
solved the problem.

Returning to the marketplace, consider the situation in which consumers
encode television commercial information about a brand and its unique features
and benefits. The advertiser’s expectation is that consumers will be able to retrieve
this information at the point of purchase and use it to select the advertiser’s brand
over competitive offerings. It doesn’t always work like this, however. Our memo-
ries are fallible, especially since we are exposed to an incredible amount of adver-
tising information. Hence, although we may have encoded advertising information
at one time, we may not be able to retrieve it subsequently without a reminder cue
at the point of purchase.

Consider, for example, the pink-bunny-pounding-a-drum advertising cam-
paign. Most everyone is aware of this campaign, but many consumers have diffi-
culty remembering the advertised brand. (Think for a moment; which brand is it?)
When facing brands of Duracell, Eveready, and Energizer on the shelf, the con-
sumer may not connect the pink-bunny advertising with any specific brand. Here
is where point-of-purchase materials can perform a critically important role.
Energizer (the pink-bunny brand) can facilitate encoding specificity by using shelf

Chapter 8: On- and Off-Premise Signage and Point-of-Purchase Communications 225



226 Part 3: Marcom for New Products, Store Signage, and Point-of-Purchase Communications

signs or packaging graphics that present the bunny and the Energizer name
together (just as they appeared together in advertisements). Accordingly, by pro-
viding consumers with encoding-specific retrieval cues, chances are that con-
sumers will recall from earlier advertisements that Energizer is the battery brand
that powers the unceasing drum-pounding bunny.

The crucial point is that media advertising and P-O-P communications must
be tightly integrated so that in-store reminder cues can capitalize on the back-
ground work accomplished by media advertising. Signs, displays, and in-store
media provide the culmination for an IMC campaign and increase the odds that
consumers will select a particular brand over alternatives.

Encouraging
Encouraging consumers to buy a specific item or brand is P-O-P’s third function.
Effective P-O-P materials influence product and brand choices at the point of pur-
chase and encourage impulse buying.

A Vital Result of P-O-P: 
Increased In-Store Decision Making
Studies of consumer shopping behavior have shown that a high proportion of all
purchases are unplanned, especially in supermarkets, drugstores, and mass mer-
chandise outlets (such as Wal-Mart and Target). Unplanned purchasing means that
many product and brand choice decisions are made while the consumer is in the
store rather than beforehand. Point-of-purchase materials play a role—perhaps
the major role—in influencing unplanned purchasing and in increasing sales. The
following section discusses research on unplanned purchasing, and a subsequent
section then presents impressive evidence on the role of P-O-P displays in increas-
ing sales volume.

The POPAI Consumer Buying Habits Study
This study, conducted by POPAI, is the most recent of a series of studies con-
ducted by this trade association.24 The study confirms that in-store media, signage,
and displays heavily influence consumers’ purchase decisions. In conducting the
study, researchers obtained purchase data and other information from 4,200 con-
sumers who were shopping in the stores of 22 leading supermarket chains and
4 mass merchandisers—Bradlees, Kmart, Target, and Wal-Mart—located in 14 major
markets throughout the United States.

The Consumer Buying Habits Study was conducted in the following manner:25

shoppers age 16 or older were screened by researchers to determine that they were
on a “major shopping trip.” Researchers then interviewed qualified shoppers both
before they began their shopping (entry interviews) and after they had completed
their shopping trips (exit interviews). During the pre-shopping entry interviews,
researchers used an unaided questioning format to ask shoppers about their
planned purchases on that particular occasion and probed for brand buying inten-
tions. Then, during post-shopping exit interviews, researchers gathered super-
market shoppers’ register tapes or physically inventoried shoppers’ carts at the
mass merchandise stores. Interviews were conducted during all times of the day
and every day of the week.

By comparing shoppers’ planned purchases obtained during entry interviews
with actual purchases during exit interviews, it was possible to classify every
brand purchase into one of four types of purchase behaviors:

1. Specifically planned: This category represents purchases of a brand that the
consumer had indicated an intention to buy. For example, the purchase of Diet
Pepsi would be considered a specifically planned purchase if during the entry
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interview a consumer mentioned her or his intention to purchase that brand
and in fact bought Diet Pepsi. According to the Consumer Buying Habits
Study (see Table 8.1), 30 percent of supermarket purchases and 26 percent of
mass merchandise purchases were specifically planned.

2. Generally planned: This classification applies to purchases for which the
shopper indicated an intention to buy a particular product (say, a soft drink)
but had no specific brand in mind. The purchase of Diet Pepsi in this case
would be classified as a generally planned purchase rather than a specifically
planned purchase. Generally planned purchases constituted 6 percent of those
in supermarkets and 18 percent in mass merchandise stores (see Table 8.1).

3. Substitute purchases: Purchases where the shopper does not buy the product
or brand he or she indicated in the entry interview constitute substitute pur-
chases. For example, if a consumer said she or he intended to buy Diet Pepsi
but actually purchased Diet Coke, that behavior would be classified as a sub-
stitute purchase. These represented just 4 percent of supermarket purchases
and 3 percent of mass merchandise purchases.

4. Unplanned purchases: Under this heading are purchases for which the con-
sumer had no prior purchase intent. If, for example, a shopper buys Diet Pepsi
without having informed the interviewer of this intent, the behavior would be
recorded as an unplanned purchase. Sixty percent of the purchases in super-
markets and 53 percent of those in mass merchandise stores were classified as
unplanned.

Notice in Table 8.1 that the summation of generally planned, substi-
tute, and unplanned purchases constitutes the in-store decision rate. In
other words, the three categories representing purchases that are not
specifically planned all represent decisions influenced by in-store fac-
tors. The in-store decision rates are 70 and 74 percent for supermarkets
and mass merchandise stores, respectively. These percentages indicate
that approximately 7 out of 10 purchase decisions are influenced by in-
store factors. It is apparent that P-O-P materials represent a very impor-
tant determinant of consumers’ product and brand choice behaviors!

A technical point needs to be addressed at this time. It is important
to recognize that not all purchases recorded as unplanned by inter-
viewers are truly unplanned. Rather, some purchases are recorded as
unplanned simply because shoppers are unable or unwilling during
the entry interview to inform interviewers of their exact purchase
plans. This is not to imply that the POPAI research is seriously flawed
but rather that the measurement of unplanned purchases probably is
somewhat overstated due to the unavoidable bias just described. Other
categories may be biased also. For example, by the same logic, the per-
centage of specifically planned purchases is probably somewhat
understated. In any event, POPAI’s findings are important even if they
are not precisely correct.

© Susan Van Etten

Table 8.1

Results from the POPAI
Consumer Buying Habits Study

Mass Merchandising
Type of Purchase Supermarket Store

1. Specifically planned 30% 26%
2. Generally planned 6 18
3. Substitute 4 3
4. Unplanned 60 53
In-store decision rate (2 + 3 + 4) 70% 74%

SOURCE: The 1995 POPAI Consumer Buying Habits Study, p. 18 (Washington, D.C.: Point-of-Purchase Advertising International).
Reprinted by permission.



The summary statistics in Table 8.1 represent types of purchases aggregated
over literally hundreds of product categories. It should be apparent that in-store
decision rates vary greatly across product categories. To emphasize this point,
Tables 8.2 and 8.3 present categories with the highest and lowest in-store decision
rates for supermarkets (Table 8.2) and mass merchandise stores (Table 8.3).

The data presented in Tables 8.2 and 8.3 make it clear that in-store decision
rates vary substantially. Supermarket products that are virtual staples (e.g., pro-
duce) and mass merchandise products that are essential and regularly purchased
items (e.g., disposable diapers) have the lowest in-store purchase rates because
most consumers know they are going to purchase these items when they go to the
store. On the other hand, nonnecessities and items that generally do not occupy
top-of-the-mind thoughts (e.g., first-aid supplies and garbage bags) are especially
susceptible to the influence of in-store stimuli. It is clear that for these types of
products, brand marketers must have a distinct presence at the point of purchase
if they hope to sway purchase decisions toward their brands.

Factors Influencing In-Store Decision Making
Two academic researchers were provided access to data from POPAI’s Consumer
Buying Habits Study.26 The researchers’ objective was to determine what effect
a variety of shopping-trip factors (e.g., size of shopping party, use of a shopping
list, number of aisles shopped) and consumer characteristics (e.g., deal prone-
ness, compulsiveness, age, gender, and income) have on unplanned purchasing.
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Table 8.2

Product Categories with the
Five Highest and Five Lowest

In-Store Decision Rates:
Supermarket Purchases

Category In-Store Decision Rate
Highest in-store decision rate
First aid 93%
Toys, sporting goods, crafts 93
Housewares/hardware 90
Stationery 90
Candy/gum 89

Lowest in-store decision rate
Produce 33
Meat, seafood 47
Eggs 53
Coffee 58
Baby food/formula 58

Table 8.3

Product Categories with the
Five Highest and Five Lowest

In-Store Decision Rates: 
Mass Merchandise Purchases

Category In-Store Decision Rate
Highest in-store decision rate
Apparel accessories 92%
Foils, food wraps 91
Hardware, electric, plumbing 90
Infant/toddler wear 90
Garbage bags 88

Lowest in-store decision rate
Disposable diapers 35
Baby food 35
Eyedrops and lens care 52
Prerecorded music, videos 54
Coffee, tea, cocoa 55

SOURCE: “Product Categories with the Five Highest and Five Lowest In-Store Decision Rates: Supermarket Purchases,” p. 19. The 1995
POPAI Consumer Buying Habits Study (Washington, D.C.: Point-of-Purchase Advertising International). Reprinted by permission.

SOURCE: “Product Categories with the Five Highest and Five Lowest In-Store Decision Rates: Mass Merchandise Purchases,” p. 20. The
1995 POPAI Consumer Buying Habits Study (Washington, D.C.: Point-of-Purchase Advertising International). Reprinted by permission.



Among other findings, they determined that the rate of unplanned purchasing is
elevated when consumers are on a major (versus fill-in) shopping trip, when they
shop more of a store’s aisles, when the household size is large, and when they are
deal prone. Perhaps the major practical implication from this research is that
retailers benefit from having consumers shop longer and traverse more of the
store while shopping, thus increasing the odds of purchasing unintended items.
One way of accomplishing this is by locating frequently purchased items (e.g.,
items such as bread and milk) in locations that require consumers to pass as many
other items as possible.27

The Brand Lift Index
POPAI and its research collaborator (the Meyers Research Center) have developed
a measure—called the brand lift index—to gauge the average increase of in-store
purchase decisions when P-O-P is present versus when it is not.28 (The term lift is
used in reference to increasing, or lifting, sales in the presence of P-O-P materials.)
This index simply indicates how in-store P-O-P materials affect the likelihood that
customers will buy a product that they had not specifically planned to buy. Table
8.4 shows the products sold in supermarkets and mass merchandise stores that
enjoy the highest brand lift indexes from displays. For example, the index of 47.67
for film and photofinishing products in mass merchandise stores indicates that
shoppers are nearly 48 times more likely to make in-store purchase decisions for
these products when advertised with displays than if there were no displays.
(Note that the index of 47.67 does not mean that sales of film and other photofin-
ishing items are over 47 times greater when a display is used. Rather, this index
merely reveals that consumers are nearly 48 times more likely to make in-store
decisions in the presence versus absence of displays.) And supermarket shoppers
are 6.47 times more likely to make in-store decisions to purchase butter or mar-
garine when these items are displayed compared to when they are not displayed.
Needless to say, displays can have incredible influence on consumer behavior.
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Table 8.4

Supermarket and Mass
Merchandise Product Categories
with Highest Average Brand
Lifts from Displays

Brand Lift Index
Supermarket categories
Butter/margarine 6.47
Cookies 6.21
Soft drinks 5.37
Beer/ale 4.67
Mixers 4.03
Sour cream/cream cheese 3.79
Cereal 3.73
Hand and body soaps 3.62
Packaged cheese 3.57
Canned fish 3.55
Salty snacks 3.50

Mass merchandise categories
Film/photofinishing 47.67
Socks/underwear/panty hose 29.43
Cookies/crackers 18.14
Small appliances 8.87
Foils, food wraps, and bags 7.53
Adult apparel 7.45
Pet supplies 5.55
Packaged bread 5.01

SOURCE: “Supermarket and the Mass Merchandise Product Categories with Highest Average Brand Lifts from Displays,” p. 24. The
1995 POPAI Consumer Buying Habits Study (Washington, D.C.: Point-of-Purchase Advertising International). Reprinted by permission.



Evidence of Display Effectiveness
Practitioners are vitally interested in knowing whether the cost of special P-O-P
displays is justified. It has only been in recent years that good research evidence
has been available to provide answers to this question. Two particularly important
studies have examined the impact of displays on a brand’s temporary sales.

The POPAI/Kmart/P&G Study
This notable study was conducted by a consortium of a trade association (POPAI), a
mass merchandiser (Kmart), and a consumer-goods manufacturer (Procter &
Gamble [P&G]).29 The study investigated the impact that displays have on sales of
P&G brands in six product categories: paper towels, shampoo, toothpaste, deodor-
ant, coffee, and fabric softener. The test lasted for a period of four weeks, and P&G’s
brands were sold at their regular prices throughout this period. Seventy-five Kmart
stores in the United States were matched in terms of brand sales, store volume, and
shopper demographics and then assigned to three panels of 25 stores each:

Control panel. The 25 stores in this group contained the advertised brands in
their normal shelf position with no display or other advertising present.

Test panel 1. These 25 stores carried the advertised brands on display.
Test panel 2. These stores contained the advertised brands either on a different

display or on the same display as in test panel 1 but at a different location in the store.

Specific differences in displays/locations between test panels 1 and 2 are
shown in Table 8.5. For example, paper towels were displayed in a mass waterfall
display at two different (but undisclosed) store locations; shampoo was displayed
in either a special shelf unit display or a floorstand display; and coffee was dis-
played either on a quarter pallet outside the coffee aisle or a full pallet at the end
of the coffee aisle—called an endcap display.

Most importantly, the last column in Table 8.5 compares the percentage sales
increase in each set of test stores (with displays) against the control stores where P&G
brands were sold in their regular (non-display) shelf locations. It is readily apparent
that positive sales increases materialized for all products and both test conditions; in
some instances the increases were nothing short of huge. P&G’s brands of shampoo
and deodorant experienced modest increases during the four-week test of only
about 18 percent (test panel 1), whereas paper towels and coffee experienced
triple-digit increases in both display conditions—sales increases of 773.5 percent
for paper towels (test panel 2) and 567.4 percent for coffee (test panel 2)!
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Table 8.5

Display Information for
POPAI/Kmart/P&G Study

Test Panel Sales versus 
Product Control Panel Sales 
Category Test Panels and Displays (percentage increase)

Paper towels Test 1: Mass waterfall (MW) display 447.1%
Test 2: MW display in a different location 773.5

Shampoo Test 1: Shelf unit 18.2
Test 2: Floorstand 56.8

Toothpaste Test 1: Floorstand in toothpaste aisle 73.1
Test 2: Quarter pallet outside toothpaste aisle 119.2

Deodorant Test 1: Powerwing 17.9
Test 2: Powerwing in a different store location 38.5

Coffee Test 1: Quarter pallet outside coffee aisle 500.0
Test 2: Full pallet on endcap of coffee aisle 567.4

Fabric softener Test 1: Full pallet on endcap of laundry aisle 66.2
Test 2: Quarter pallet outside laundry aisle 73.8

SOURCE: “Display Information for POPAI/Kmart/P&G Study,” from POPAI/Kmart/Procter & Gamble Study of P-O-P Effectiveness in
Mass Merchandising Stores, p. 20. The 1995 POPAI Consumer Buying Habits Study (Washington, D.C.: Point-of-Purchase
Advertising International). Reprinted by permission.



The POPAI/Warner-Lambert Benylin Study
Another important study extends the POPAI/Kmart/P&G findings obtained
from mass merchandise stores in the United States to drugstores in Canada.30

POPAI and Warner-Lambert Canada jointly investigated the effectiveness of P-O-P
displays on sales of health items in drugstores. Eighty stores from four major
drugstore chains participated (Shoppers Drug Mart, Jean Coutu, Cumberland,
and Pharmaprix), and testing was conducted in three major cities: Toronto,
Montreal, and Vancouver. Two brands were involved in the testing: Benylin cough
syrup and Listerine mouthwash. This section discusses the Benylin study, and the
following section describes the Listerine study.

For the Benylin test, stores were divided into four groups: one group offered
regularly priced Benylin in its normal shelf position; a second group merchan-
dised Benylin in the normal shelf position but at a feature (i.e., discounted) price;
a third group of stores displayed Benylin at a feature price on endcap displays;
and the final group employed in-aisle floorstand displays of Benylin at a feature
price. Sales data were captured during a two-week period in each store to gauge
display effectiveness.

The effectiveness of both feature pricing and displays is determined simply by
comparing sales volume during the test period in store groups 2 through 4 with
sales in group 1—the baseline group. These comparisons reveal the following:

• Stores in group 2 (Benylin located at its regular shelf position but feature
priced) enjoyed 29 percent greater sales volume of Benylin than the stores in
group 1 (Benylin at both its regular price and shelf location). This 29 percent
increment reflects simply the effect of feature pricing inasmuch as both store
groups sold Benylin from its regular shelf location.

• Stores in group 3 (Benylin on an endcap display and feature priced) enjoyed 98
percent greater sales of Benylin than did stores in group 1. This increment
reflects the substantial impact that the endcap display and feature price com-
bination had on the number of units sold. The large percentage increase in
comparison to group 2 (i.e., 98 percent versus 29 percent) reflects the incre-
mental impact of the endcap display location over the effect of feature pricing
per se.

• Stores in group 4 (Benylin displayed in-aisle and feature priced) realized 139
percent greater sales volume than the baseline stores, which indicates that
this location, at least for this product category, is more valuable than is the
endcap location.

The POPAI/Warner-Lambert Listerine Study
Stores were divided into four groups for this test: one group offered regularly
priced Listerine in its normal shelf position; a second group of stores offered
Listerine in the normal shelf position but at a feature price; a third group dis-
played Listerine at a feature price on endcap displays at the rear of the store; and
the fourth group displayed Listerine at a feature price on endcap displays at the
front of the store. Sales data were captured during a two-week period in each store
to gauge display effectiveness.

Again, the effectiveness of displays can be determined simply by comparing
sales volume of groups 2 through 4 with sales in baseline group 1:

• Stores in group 2 (Listerine located at its regular shelf position but feature
priced) enjoyed 11 percent greater sales volume of Listerine than the stores in
group 1 (where Listerine was regular priced and located in its regular shelf
position).

• Stores in group 3 (Listerine at a rear endcap display and feature priced) expe-
rienced 141 percent greater sales of Listerine than the stores in group 1.

• Stores in group 4 (Listerine at a front endcap display and feature priced)
enjoyed 162 percent greater sales volume than the baseline stores.
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Both sets of results reveal that these two drugstore brands, Benylin and
Listerine, benefited greatly when feature priced and merchandised from prized
locations. The Listerine study results came as a bit of surprise to industry
observers, however, who expected the advantage of the front endcap location to
be substantially greater in comparison to the rear endcap location. The premium
price that manufacturers pay for front endcap placement (versus rear endcap posi-
tioning) may not be fully justified in light of these results. Additional research
with other product categories is needed before any definitive answer is possible.

The Use and Nonuse of P-O-P Materials
Although P-O-P materials can be very effective for manufacturers and perform
several desirable functions for retailers, the fact remains that perhaps as much as
40 to 50 percent of all P-O-P materials supplied by manufacturers are never used
by retailers.31

Reasons Why P-O-P Materials Go Unused
Five major reasons explain why retailers choose not to use P-O-P materials. First,
there is no incentive for the retailer to use certain P-O-P materials because these
materials are inappropriately designed and do not satisfy the retailer’s needs.
Second, some displays take up too much space for the amount of sales generated.
Third, some materials are too unwieldy, too difficult to set up, too flimsy, or have
other construction defects. A fourth reason many signs and displays go unused is
because they lack eye appeal. Finally, retailers are concerned that displays and
other P-O-P materials simply serve to increase sales of a particular manufacturer’s
brand during the display period, but that the retailer’s sales and profits for the
entire product category are not improved. In other words, a retailer has little
incentive to erect displays or use signage that merely serves to transfer sales from
one brand to another but that does not increase the retailer’s overall sales and
profits for the product category.

Encouraging Retailers to Use P-O-P Materials
Encouraging retailers to use P-O-P materials is a matter of basic marketing.
Persuading the retailer to enthusiastically use a display or other P-O-P device
means that the manufacturer must view the material from the retailer’s perspective.
First and foremost, P-O-P materials must satisfy the retailer’s needs and the needs
of the retailer’s customers (i.e., consumers) rather than just those of the manu-
facturer. This is the essence of marketing, and it applies to encouraging the use of
P-O-P materials just as much as promoting the acceptance of the manufacturer’s
own brands. Hence, manufacturers must design P-O-P materials to satisfy the fol-
lowing requirements:

• They are the right size and format.
• They fit the store decor.
• They are user friendly—that is, easy for the retailer to attach, erect, or other-

wise use.
• They are sent to stores when they are needed (e.g., at the right selling season).
• They are properly coordinated with other aspects of the marcom program

(i.e., they should tie into a current advertising or sales promotion program).
• They are attractive, convenient, and useful for consumers.32

Measuring In-Store Advertising’s Audience
Earlier in the chapter we concluded the section on OOH advertising by discussing
the measurement of that medium’s audience size and characteristics and noting
that, unfortunately, accurate data have in the past been unavailable regarding
OOH’s audience characteristics. Historically, the same could be said for P-O-P
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advertising. However, in recent years the P-O-P’s trade association—the Point of
Purchase Advertising International (POPAI)—has undertaken a major initiative to
develop a means of measuring in-store advertising media.33 It would take us too
far afield at this point in the text to go into the methodology that has been devel-
oped, but let it simply suffice to say that a procedure has been devised for acquir-
ing standard diagnostics (reach, frequency, gross ratings, etc.) for in-store media.
Advertisers can now plan and evaluate in-store advertising using the same proce-
dures and discipline that they have used for decades in planning for and evaluat-
ing print and broadcast media.

Summary

This chapter covers three relatively minor (vis-à-vis mass-media advertising)
forms of marcom communications: out-of-home, or off-premise, advertising; on-
premise business signage; and point-of-purchase advertising. The first two topics
are covered somewhat briefly compared to P-O-P advertising, but the argument is
made that both off- and on-premise messages perform important functions and are
capable of influencing consumers’ awareness of and perceptions of stores and
brands. The various forms of off- and on-premise messages are described and illus-
trations provided.

Major chapter coverage is devoted to P-O-P advertising. The point of purchase
is an ideal time to communicate with consumers. Accordingly, anything that a
consumer is exposed to at the point of purchase can perform an important com-
munications function. A variety of P-O-P materials—signs, displays, and various
in-store media—are used to attract consumers’ attention to particular brands, pro-
vide information, affect perceptions, and ultimately influence shopping behavior.
P-O-P displays—which are distinguished broadly as permanent, semipermanent,
or temporary—perform a variety of useful functions for manufacturers, retailers,
and consumers.

Research has documented the high incidence of consumers’ in-store purchase
decision making and the corresponding importance of P-O-P materials in these
purchase decisions. POPAI’s Consumer Buying Habits Study classified all con-
sumer purchases into four categories: specifically planned, generally planned,
substitutes, and unplanned decisions. The combination of the last three categories
represent in-store decisions that are influenced by P-O-P displays and other store
cues. Importantly, it is estimated that in-store decisions represent as much as 70
percent of supermarket purchase decisions and 74 percent of the decisions in mass
merchandise stores. Research on the effectiveness of displays—such as the joint
undertaking by POPAI, Kmart, and Procter & Gamble—provides evidence that
displayed brands sometimes enjoy gigantic, triple-digit increases in sales volume
during the display period.

Discussion Questions
1. What are your personal views about the advantages and disadvantages of

supermarket shopping with “Shopping Buddy” (see Marcom Challenge)?
2. During past decades, cigarette advertisements were responsible for a very large

percentage of all billboard advertising in the United States. What explanation
can you offer for why this product used to dominate the billboard medium? In
other words, what is it about consumer behavior related to this product that
would make billboards an especially attractive advertising medium?
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3. Changeable message signs are billboards that vary the advertising message on
a schedule of every 4 to 10 seconds. What, in your opinion, is the value of this
technology to the advertiser, and what are the potential hazards to society?

4. The Outhouse Springs bottled water case illustrated an effective application of
billboard advertising. With reference to the material on “buzz generation” cov-
ered in Chapter 7, what is it about this particular campaign that may make
these results atypical and thus unrepresentative of more mundane products
advertised via billboards?

5. Conduct an informal audit of on-premise business signage in your college or
university community. Specifically, select five examples of on-premise signage
that you regard as particularly effective. Using material from Chapter 5 on the
CPM and HEM models, explain why your chosen illustrations likely stand a
good chance of attracting consumer attention and influencing their behavior.

6. What functions can point-of-purchase materials accomplish that mass media
advertising cannot?

7. Explain why the POPAI Consumer Buying Habits Study probably overesti-
mates the percentage of unplanned purchases and underestimates the percent-
age of specifically planned and generally planned purchases.

8. Although not presented in the chapter, the POPAI Consumer Buying Habits
Study revealed that the percentage of in-store decisions for coffee was 57.9 per-
cent, whereas the comparable percentage for salsa, picante sauce, and dips
was 87.1 percent. What accounts for the 29.2 percent difference in in-store deci-
sion making for these two products? Go beyond these two product categories
and offer a generalization as to what product categories likely have high and
low proportions of in-store decision making.

9. The POPAI Consumer Buying Habits Study also revealed that the highest
average brand lift index from signage (rather than displays) in mass merchan-
dise stores was dishwashing soaps, with an index of 21.65. Provide an exact
interpretation of this index value.

10. The discussion of the S. B. Thomas’ English muffin study pointed out that in
stores using motion displays, sales increased by more than 100 percent. By
comparison, sales of Eveready batteries, when promoted with motion dis-
plays, increased anywhere from 3.7 percent to 15.7 percent, depending on the
type of store in which the display was placed. Provide an explanation that
accounts for the tremendous disparity in sales impact of motion displays for
English muffins compared with batteries.

11. Why were motion and static displays considerably more effective at increasing
Olympia beer sales in liquor stores than in supermarkets?
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Part Four includes eight chapters that examine various facets
of advertising management. Chapter 9 presents fundamentals
about the role and importance of advertising, provides adver-
tising-to-sales ratios for various industries, and describes the
functions that advertising performs. The chapter then over-
views the advertising management process from the perspec-
tive of clients, and examines the role of advertising agencies in
assisting clients. The chapter also presents arguments both for
investing and disinvesting in advertising, compares the relative
effectiveness of increasing advertising expenditures versus
reducing prices, and describes share of market and share of
voice relationships as input into deciding whether to increase,
maintain, or decrease advertising expenditures.

Chapter 10 delves into the creative aspect of the advertis-
ing management process. Discussed are general requirements
for producing effective advertising messages and the role of
creativity, with emphasis on originality and appropriateness. A
formal framework for developing advertising plans and strat-
egy is presented, and the features of a creative brief are
explained. Alternative styles of creative advertisements are
described, and means-end chains and laddering are presented
as formal frameworks for understanding how knowledge of
consumer values provides a starting point for creating adver-
tising messages. Corporate image and issue advertising is the
final topic covered in this chapter.

Chapter 11 expands the coverage of advertising message
creation by examining the use of various message appeals in
advertising and the role of endorsers. Initial coverage focuses
on efforts by advertisers to enhance consumers’ motivation,
opportunity, and ability to process ad messages. The role of
endorsers in advertising receives detailed treatment, and con-
siderations used in selecting endorsers are described. Coverage
then turns to treatment of six types of appeals/formats that
are widely used in designing advertising messages.

Chapter 12 deals with the assessment of ad message
effectiveness, discussing industry standards for message
research and the types of information a brand management
team and its ad agency desire from this form of research.
Coverage then turns to four general categories of message-
based research: (1) brand recognition and recall measurement:
(2) indicators of emotional reactions; (3) measures of persua-
sion; and (4) measures of sales response. The chapter con-
cludes with discussion of major research-based conclusions
about television advertising.
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Chapter 13 provides thorough treatment of the four major
activities involved in media planning and analysis: target audi-
ence selection, objective specification, media and vehicle selec-
tion, and media-buying activities. In-depth discussion focuses
on media selection considerations, and also explored are
advertising continuity considerations. Another topic covered
in this chapter is cost considerations in media planning. The
chapter continues with an in-depth discussion of the various
tradeoffs that media planners make among the various media-
planning objectives. The chapter culminates with discussion of
several actual media plans.

Chapter 14 provides an analysis of traditional advertising
media. The chapter devotes primary attention to evaluating
the unique characteristics and strengths/weaknesses of four
major media: newspapers, magazines, radio, and television.
Discussion is devoted to how advertising space or time is pur-
chased for each of these ad media. The chapter also describes
media-based research methods such as audience measure-
ment for magazines, radio, and television.

Chapter 15 is devoted exclusively to the use of the Internet
as an advertising medium. First comes coverage of the magni-
tude of online advertising and the medium’s dramatic growth
potential, and then topical coverage turns to the wide variety
of online advertising methods. The chapter culminates with
discussion of the tracking of online advertising performance
and the choice of metrics for assessing effectiveness.

Chapter 16 covers a variety of other advertising media and
distinguishes between direct and indirect forms of ad media.
Initial coverage is devoted to direct, postal-mail advertising
(p-mail), which is the offline equivalent of e-mail. P-mail’s dis-
tinctive features are described, and the roles of database mar-
keting, lifetime value analysis, and data mining are explored.
Coverage of indirect forms of advertising include yellow-pages
advertising, videogame advertising, brand placements in movies
and other media, cinema advertising and Web films, virtual
signage, and additional forms of alternative media. The gen-
eral point emphasized in this chapter is that advertisers have
many available media options that can complement or even
substitute for mass-media advertising. 



can create an advertisement, so in what sense is

advertising complex?” Unlike rocket science—which

necessitates that its practitioners receive advanced

academic degrees in physics, mathematics, computer

science, and engineering—people with no formal

training in advertising can create ads. If anyone can

do it, how complex can it be?

The complexity is not in creating an ad per se;

rather, it is in creating a successful advertising cam-

paign. A successful campaign

requires a confluence

of the right mes-

sage delivered to

a targeted audience

via appropriate advertising

media. But accomplishing this is no

easy task in view of the ever-changing competitive

situation and evolving consumer tastes and preferences.

The advertising milieu is, in short, more dynamic than

the environment confronted by rocket scientists. In

other words, the workings of gravity, mechanics, and

computing can be reduced to highly predictable

accounts and captured in mathematical equations.

Comparatively, the landscape for advertising is contin-

ually shifting with numerous factors coming into play.

And the target of any advertising effort—that is, the

consumer—is inherently complex and unpredictable.

According to Sam Hill, “The customer is pulling one

way, the client is pushing another and the competitors

CHAPTER 9
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With reference to performing a simple task, people

often use the expression “It’s not rocket science.”

Rocket science serves as a comparison point to other

activities because for many of us it represents the

epitome of complexity. How scientists are able to propel

rockets and their passengers to the moon, for example,

literally boggles the mind. The enormity of this feat

and its essential confluence of mathematical brilliance,

mechanical sophistication, and computer wizardry is

nothing short of amazing. The

complexity of getting

people safely into

outer space and back

exceeds the ordinary

person’s ability to grasp this

accomplishment. Rocket science is not an

undertaking fit for those who are ill trained to

participate in the pursuit of overcoming the forces of

nature and the limits of science.

What does this have to do with advertising? Well,

a marketing and advertising practitioner, Sam Hill, has

made the bold claim that “advertising is rocket science.”1

In keeping with the rocket science analogy, it is tempt-

ing to summarily dismiss this assertion and label its

claimant a “space cadet.” But let’s evaluate whether

there is any truth to Mr. Hill’s statement.

His contention, more specifically, is that

advertising, like rocket science, is itself a very complex

activity. It is tempting to immediately retort, “Anyone

Marcom Challenge: 
Is Advertising Rocket Science?



C H A P T E R  O B J E C T I V E S

1
Understand the magnitude of advertising and the

percentage of sales revenue companies invest 
in this marcom tool.

2
Recognize that advertising can be extraordinarily effective

but that there is risk and uncertainty 
when investing in this practice.

3
Appreciate the various functions 

advertising is capable of performing.

4
Explore the advertising management process 

from the perspective of clients and their agencies.

5
Understand the functions agencies perform 

and how they are compensated.

6
Explore the issue of 

when investing in advertising is warranted 
and when disinvesting is justified.

7
Examine advertising elasticity as a means for

understanding the contention that “strong advertising 
is an investment in the brand equity bank.”

©
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are shifting this way or that. One little mistake and hun-

dreds of millions of dollars of advertising becomes nothing

more than a bathroom break during halftime.”2 The com-

plexity of advertising is nicely summed up as follows:

The truth is that in many ways advertising is harder than

rocket science. It’s news when a rocket launch fails. It’s

news when an ad campaign launch succeeds.3



240 Part 4: Advertising Management

Overview

This chapter presents an introduction to the fundamentals of advertising manage-
ment. The initial section looks at the magnitude of advertising in the United States
and elsewhere. The second major section explores the advertising management
process, describes the functions advertising performs, and examines the role of
advertising agencies. A concluding section provides a detailed discussion of the
arguments favoring investments in advertising and counterarguments regarding
circumstances when it is advisable to disinvest. This section also explores the con-
cept of advertising elasticity and compares it with price elasticity to determine the
circumstances when a brand manager should either increase advertising expendi-
tures or reduce prices.

First, however, it will be useful to specifically define the topic of this and the
seven subsequent chapters so as to clearly distinguish advertising from other
forms of marketing communications.

Advertising is a paid, mediated form of communication from an identifiable source, designed
to persuade the receiver to take some action, now or in the future.4

The word paid in this definition distinguishes advertising from a related mar-
com tool, public relations, that secures unpaid space or time in media due to the
news value of the public relations content. The expression mediated communication
is designed to distinguish advertising, which typically is conveyed (mediated) via
print and electronic media, from person-to-person forms of communication,
including personal selling and word of mouth. Finally, the definition emphasizes
that advertising’s purpose is to influence action, either presently or in the future.
The idea of influencing action is in keeping with the fifth key IMC feature pre-
sented back in Chapter 1, namely, that the ultimate objective of any form of mar-
keting communications is to increase behavior rather than merely its precursors
such as brand awareness and attitudes.

Most advertising is undertaken by companies that market their brands to final
consumers (B2C advertising). Consumer packaged goods companies are espe-
cially heavy advertisers in the B2C arena, but service providers (e.g., wireless tele-
phone service) and consumer durables (e.g., automobiles) are heavy advertisers as
well. Some companies that market to other companies rather than directly to con-
sumers also are heavy advertisers (B2B advertising). Much of their advertising
takes place in trade magazines that appeal to the special interests of practitioners
who are prospects for the B2B advertiser’s products. Interestingly, however, B2B
advertisers also use traditional consumer media (e.g., television) to reach audi-
ences that do not typically subscribe to trade publications. The IMC Focus
describes two such instances of B2B advertising.

The Magnitude of Advertising

Advertising is big business, to say the very least. Ad expenditures in the United
States alone totaled approximately $280 billion in 2005.5 This amounts to more
than $900 in advertising for each of the nearly 290 million men, women, and chil-
dren in the United States. Advertising spending is also considerable in other
major industrialized countries but not nearly to the same magnitude as in the



United States. Worldwide ad spending in 2005 is estimated to total slightly over
$550 billion, which indicates that over half of worldwide ad spending takes place
in the United States, albeit not exclusively by American companies; many firms
from other countries advertise heavily in the United States in attempting to cap-
ture the loyalty of American consumers.6

Some American companies invest more than $2 billion annually on domestic
advertising. In a recent year General Motors spent $3.43 billion; Procter & Gamble,
$3.32 billion; Time Warner, $3.1 billion; Pfizer, $2.84 billion; DaimlerChrysler,
$2.32 billion; Ford Motor Company, $2.23 billion; and Walt Disney, $2.13 billion.7

Table 9.1 lists the 100 top-spending U.S. advertisers in a recent year. As can
be seen, even the U.S. government (ranked number 28) advertised to the tune of
$1.1 billion. The government’s advertising goes to such efforts as drug control, the
Postal Service, Amtrak rail services, antismoking campaigns, and military recruit-
ing. Advertising expenditures aimed at military recruiting alone totaled about
$592 million in 2003!8

B2B Advertising on Television

When most 
people think of television 

as an advertising medium, they think of it
being used by B2C companies that advertise their goods and
services to the ultimate users of these products, namely, end-user
consumers. However, B2B advertisers also find TV a useful medium
for reaching customers, as illustrated by the following examples for
Nortel and Parker Hannifin.

Nortel’s “This Is the Way” Campaign

Nortel is a Toronto-based company that competes against better-
known companies such as Cisco in the area of Internet-related
products. Lacking in corporate and brand aware-
ness, Nortel undertook an advertising
campaign on television and in print
to enhance C people’s (i.e., chief
executive officers, chief information
officers, and chief financial officers)
awareness of its products and applica-
tions. The ad campaign was positioned around the
idea that Nortel’s products are widely used and have numerous
applications. This concept was made tangible with the tag line
“This is the way. This is Nortel.” One advertisement, for example,
featured children singing the nursery rhyme lyrics, “This is the way
we sweep the floor” while showing images of people using Nortel
networks for a variety of purposes. TV spots were aired on network
and cable channels including Fox, CNN, CNBC, and MSNBC—
all outlets expected to reach the desired executive audience.
Supplementary print ads were placed in outlets such as Business
Week, Financial Times, Fortune, and the Wall Street Journal.

Parker Hannifin’s Campaign

Marketing folks at Parker Hannifin—an industrial company that
manufactures hoses, valves, and other such products—recently
introduced the first television campaign in the company’s 85-year
history. Advertisements were placed on cable television programs
that appeal to engineers. These included the Learning Channel’s
Junkyard Wars (a program showing clever people building machines
from discarded items) and the History Channel’s Modern Marvels
(a program focusing on technology feats). The campaign was
designed to increase engineers’ awareness of the Parker Hannifin
name and to make the name more salient such that Parker
Hannifin would come to mind when a valve- or hose-purchasing
need arose.

Interestingly, the campaign used humor to convey
its point, which is an atypical appeal in

B2B advertising. In one TV spot, for
example, two engineer-type charac-
ters are seated at a sushi bar and

appear to be flirting with two attrac-
tive women at the other end of the bar.

As one of the women uses chopsticks to lift a
piece of sushi to her lips, an engineer asks his colleague, “Do you
see what I see?” And the other responds, “Oh yeah.” This brief
dialogue is punctuated by the scene changing to a research lab
where a robotic arm is shown lifting a lobster out of a tank. The
connection between the sushi bar scene and the research lab is
made clear when the campaign’s tag line appears on the screen:
“Engineers see the world differently.” Parker Hannifin’s campaign
celebrates engineers and engineering feats, and in so doing hopes
to increase the odds that real (not TV) engineers will be more likely
to recommend the use of the company’s products.

i m c  f o c u s

SOURCES: The Nortel description is adapted from Kate Maddox, “Nortel Dials Up Brand Campaign,” B2B, December 13, 2004, 12. The Parker Hannifin illustration is adapted
from Timothy Aeppel, “For Parker Hannifin, Cable TV Is the Best,” Wall Street Journal Online, August 7, 2003, http://online.wsj.com.
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Table 9.1

Top-100 Spenders in
U.S. Advertising, 2003

Total U.S. Ad
Spending

Rank Advertiser Headquarters (in millions)

1 General Motors Corp. Detroit, MI $3,429.9
2 Procter & Gamble Co. Cincinnati, OH 3,322.7
3 Time Warner New York, NY 3,097.3
4 Pfizer New York, NY 2,838.5
5 DaimlerChrysler Auburn Hills, MI/Stuttgart, Germany 2,317.5
6 Ford Motor Co. Dearborn, MI 2,233.8
7 Walt Disney Co. Burbank, CA 2,129.3
8 Johnson & Johnson New Brunswick, NJ 1,995.7
9 Sony Corp. Tokyo, Japan 1,814.8

10 Toyota Motor Corp. Toyota City, Japan 1,682.7
11 Verizon Communications New York, NY 1,674.2
12 Sears, Roebuck & Co. Hoffman Estates, IL 1,633.6
13 General Electric Co. Fairfield, CT 1,575.7
14 GlaxoSmithKline Greenford, Middlesex, U.K. 1,553.7
15 SBC Communications San Antonio, TX 1,511.0
16 McDonald’s Corp. Oak Brook, IL 1,368.3
17 Unilever London/Rotterdam 1,332.1
18 Altria Group New York, NY 1,311.0
19 Nissan Motor Co. Tokyo, Japan 1,300.7
20 Merck & Co. Whitehouse Station, NJ 1,264.4
21 Viacom New York, NY 1,248.8
22 L’Oréal Paris, France 1,239.4
23 PepsiCo Purchase, NY 1,212.2
24 Home Depot Atlanta, GA 1,149.9
25 Microsoft Corp. Redmond, WA 1,147.2
26 Honda Motor Co. Tokyo, Japan 1,143.7
27 Nestlé Vevey, Switzerland 1,112.7
28 U.S. Government Washington, DC 1,102.3
29 Target Corp. Minneapolis, MN 1,083.3
30 Sprint Corp. Westwood, KS 1,069.3
31 AT&T Wireless Redmond, WA 1,034.9
32 News Corp. Sydney, Australia 1,031.8
33 J. C. Penney Co. Plano, TX 1,024.8
34 Novartis Basel, Switzerland 966.5
35 General Mills Minneapolis, MN 955.6
36 Estée Lauder Cos. New York, NY 905.6
37 Hewlett-Packard Co. Palo Alto, CA 898.9
38 IBM Corp. Armonk, NY 862.0
39 Best Buy Co. Eden Prairie, MN 837.5
40 Wyeth Madison, NJ 821.4
41 Mars Inc. McLean, VA 813.4
42 Bristol-Myers Squibb Co. New York, NY 778.1
43 Anheuser-Busch Cos. St. Louis, MO 776.4
44 Cendant Corp. Parsippany, NJ 773.1
45 ConAgra Foods Omaha, NE 764.8
46 Yum! Brands Louisville, KY 761.1
47 Diageo London, England 748.2
48 Federated Department Stores Cincinnati, OH 707.2
49 Wal-Mart Stores Bentonville, AR 677.9
50 American Express Co. New York, NY 673.1



Total U.S. Ad
Spending

Rank Advertiser Headquarters (in millions)

51 May Department Stores Co. St. Louis, MO $630.0
52 Gillette Co. Boston, MA 611.7
53 Kroger Co. Cincinnati, OH 611.5
54 Schering-Plough Corp. Madison, NJ 609.0
55 Volkswagen Wolfsburg, Germany 608.2
56 Sara Lee Corp. Chicago, IL 582.7
57 Kellogg Co. Battle Creek, MI 569.7
58 Dell Austin, TX 564.8
59 Nike Beaverton, OR 559.0
60 Clorox Co. Oakland, CA 553.4
61 Safeway Pleasanton, CA 533.3
62 Burger King Corp. Miami, FL 524.5
63 Deutsche Telekom Bonn, Germany 517.6
64 MCI Ashburn, VA 517.0
65 Lowe’s Cos. North Wilkesboro, NC 503.7
66 Mattel El Segundo, CA 487.8
67 Gap Inc. San Francisco, CA 485.8
68 AT&T Corp. Basking Ridge, NJ 478.7
69 Coca-Cola Co. Atlanta, GA 472.7
70 Albertson’s Boise, ID 466.8
71 Visa International San Francisco, CA 462.1
72 InterActiveCorp. New York, NY 460.9
73 Aventis Strasbourg, France 459.1
74 Kohl’s Corp. Menomonee Falls, WI 451.7
75 MasterCard International New York, NY 439.5
76 Bayer Leverkusen, Germany 434.5
77 SABMiller London, England 432.9
78 Berkshire Hathaway Omaha, NE 430.9
79 Nextel Communications Reston, VA 423.5
80 Citigroup New York, NY 420.2
81 Kmart Corp. Troy, MI 413.1
82 Campbell Soup Co. Camden, NJ 412.3
83 Doctor’s Associates Milford, CT 407.9
84 AstraZeneca London, England 404.3
85 Limited Brands Columbus, OH 396.5
86 Intel Corp. Santa Clara, CA 393.8
87 Reckitt Benckiser Windsor, Berkshire, England 392.8
88 Wendy’s International Dublin, OH 385.8
89 Mitsubishi Motors Corp. Tokyo, Japan 381.5
90 BellSouth Corp. Atlanta, GA 375.6
91 Kimberly-Clark Corp. Irving, TX 347.6
92 Kia Motors Corp. Seoul, Korea 347.3
93 Cadbury Schweppes London, England 340.8
94 United Parcel Service Greenwich, CT 339.8
95 Adolph Coors Co. Golden, CO 339.5
96 Hyundai Motor Co. Seoul, Korea 332.8
97 Colgate-Palmolive Co. New York, NY 331.7
98 Philips Electronics Eindhoven, Netherlands 318.7
99 S. C. Johnson Racine, WI 318.2

100 Canon Tokyo, Japan 317.2
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SOURCE: “100 Leading National Advertisers,” Advertising Age, June 28, 2004, S–2, 4. Reprinted with permission from the
Advertising Age. Copyright, Crain Communications Inc. 2004.



Advertising-to-Sales Ratios
Table 9.2 provides another interesting portrayal of advertising expenditures in
the United States. In particular, the table presents advertising-to-sales ratios for
various companies in select product categories: automotive, computers and soft-
ware, drugs, food, personal care items, and telephone service. These figures indi-
cate that advertising as a percentage of sales for these select product categories
ranges between 1.4 and 30.7 percent, with most ad-to-sales ratios in the vicinity of
2 to 10 percent.

Perusal of this table also reveals that smaller competitors in each industry typ-
ically have to invest relatively larger percentages of their sales revenues in adver-
tising. This is because they have to spend heavily on advertising in order to be
competitive, and thus the ad-to-sales ratios are higher because the sales base is rel-
atively small compared to bigger competitors. A final notable observation is that
the category average ad-to-sales ratio for personal care products is substantially
higher than the corresponding averages for the remaining product categories.
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Table 9.2

Advertising-to-Sales Ratios for
Select Product Categories

U.S. U.S. Ad/Sales
Industry & Company Revenue ($)* Advertising ($)* Ratio

Automotive
Ford 103,435 2,234 0.022
General Motors 133,897 3,430 0.026
Honda 40,306 1,144 0.028
DaimlerChrysler 72,814 2,317 0.032
Toyota 52,323 1,683 0.032
Volkswagen 16,701 608 0.036
Nissan 29,028 1,301 0.045
Mitsubishi 5,247 382 0.073
Kia 3,131 347 0.111

Category Average 0.045

Computers & Software
Dell 28,603 565 0.020
IBM 33,762 862 0.026
Hewlett-Packard 29,200 899 0.031
Intel 7,644 394 0.052
Microsoft 22,100 1,147 0.052

Category Average 0.036

Drugs
AstraZeneca 9,835 404 0.041
Aventis 9,096 459 0.050
Bayer 7,567 434 0.057
Bristol-Myers Squibb 12,897 778 0.060
Johnson & Johnson 25,274 1,996 0.079
Wyeth 9,581 821 0.086
Merck 13,321 1,264 0.095
GlaxoSmithKline 15,481 1,554 0.100
Pfizer 26,844 2,838 0.106
Novartis 6,568 967 0.147
Schering-Plough 3,559 609 0.171

Category Average 0.090



This is because personal care items often are sold less on the basis of product
performance and more in terms of image, which requires greater advertising sup-
port to convey the desired impression. As an industry practitioner once claimed,
“In the factory we make cosmetics; in the store [as well as in advertisements], we
sell hope.”9

Advertising Effects Are Uncertain
Advertising is costly and its effects often uncertain. It is for these reasons that many
companies think it appropriate occasionally to reduce advertising expenditures or
to eliminate advertising entirely. Marketing managers—and perhaps especially
chief financial officers and chief executive officers—sometimes consider it unneces-
sary to advertise when their brands already are enjoying great success. Companies
find it particularly seductive to pull funds out of advertising during economic
downturns—every dollar not spent on advertising is one more dollar added to the
bottom line. During the economic downturn in 2001 and the impending recession

Chapter 9: Overview of Advertising Management: Messages, Media, and Measurement 245

U.S. U.S. Ad/Sales
Industry & Company Revenue ($)* Advertising ($)* Ratio

Food
Altria Group 40,298 1,311 0.033
ConAgra Foods 17,739 765 0.043
Nestlé 20,527 1,113 0.054
Sara Lee 10,662 583 0.055
Campbell Soup 4,549 412 0.091
Kellogg 5,629 570 0.101
General Mills 9,144 956 0.105

Category Average 0.069

Personal Care
Kimberly-Clark 8,657 348 0.040
Unilever 11,155 1,332 0.119
Colgate-Palmolive 2,356 332 0.141
Procter & Gamble 21,853 3,323 0.152
Gillette 3,448 612 0.177
L’Oréal 4,318 1,239 0.287
Estée Lauder 2,953 906 0.307

Category Average 0.175

Telephone Service
AT&T 34,529 479 0.014
BellSouth 20,337 376 0.018
MCI 20,186 517 0.026
Verizon 65,303 1,674 0.026
SBC 40,843 1,511 0.037
Sprint 26,197 1,069 0.041
Nextel 9,892 423 0.043
Deutsche 8,464 518 0.061
AT&T Wireless 16,695 1,035 0.062

Category Average 0.036

*In millions of dollars, 2003.

SOURCE: Adapted from “U.S. Company Revenue Per 2003 Advertising Dollar,” Advertising Age, June 28, 2004, S–10. Reprinted
with permission from Advertising Age. Copyright, Crain Communications Inc. 2004.



late that year—propelled in part by the economic fallout from the unimaginable
terrorist attacks on the World Trade Center and the Pentagon—advertising expen-
ditures in the United States declined between 4 percent and 6 percent. Declines of
this magnitude had not been seen in the United States since the Great Depression
of the late 1920s and early 1930s.10

Such behavior implicitly fails to consider the fact that advertising is not just a
current expense (as the term is used in accounting parlance) but rather is an
investment. Although businesspeople fully appreciate the fact that building a
more efficient production facility or purchasing a new computer system is an
investment in their company’s future, many of these same people often think
advertising is an expense that can be reduced or even eliminated when financial
pressures call for cost-cutting measures.

However, an ex–chief executive officer at Procter & Gamble—one of the world’s
largest advertisers—aptly draws an analogy between advertising and exercise
in that both provide long-term benefits. Moreover, like exercise, it is easy to
stop advertising or postpone it because there is no immediate penalty for the
interruption.

If you want your brand to be fit, it’s got to exercise regularly. When you get the opportu-
nity to go to the movies or do something else instead of working out, you can do that once
in a while—that’s [equivalent to] shifting funds into [sales] promotion. But it’s not a good
thing to do. If you get off the regimen, you will pay for it later.11

This viewpoint is captured further in the advice of a vice president at Booz
Allen Hamilton, a major marketing consultant, when asked what great companies
such as Procter & Gamble, Kellogg, General Mills, Coca-Cola, and PepsiCo have
in common. All these companies, in his opinion, are aware that consistent invest-
ment spending is the key factor underlying successful advertising. “They do not
raid their budgets to ratchet earnings up for a few quarters. They know that
advertising should not be managed as a discretionary variable cost.”12 This point
should remind you of our discussion back in Chapter 1 where we discussed the
importance of establishing momentum for marcom efforts. Advertising momentum
is like exercise. Stop exercising, and you will lose conditioning and probably gain
weight. Stop advertising, and your brand likely will lose some of its equity and
market share as well.

Advertising Functions

Many business firms as well as not-for-profit organizations have faith in advertis-
ing. In general, advertising is valued because it is recognized as performing five
critical communications functions: (1) informing, (2) influencing, (3) reminding
and increasing salience, (4) adding value, and (5) assisting other company efforts.13

Informing
One of advertising’s most important functions is to publicize brands.14 That is,
advertising makes consumers aware of new brands, educates them about a brand’s
distinct features and benefits, and facilitates the creation of positive brand images.
Because advertising is an efficient form of communication capable of reaching
mass audiences at a relatively low cost per contact, it facilitates the introduction
of new brands and increases demand for existing brands, largely by increasing
consumers’ top-of-mind awareness (TOMA) for established brands in mature prod-
uct categories.15 Advertising performs another valuable information role—both
for the advertised brand and the consumer—by teaching new uses for existing
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brands. This practice, termed usage expansion advertising, is typified by
the following illustrations:16

• Campbell’s soup, which is typically eaten for lunch and during other
informal eating occasions, was advertised as being suitable for eating
during formal family dinners or even at breakfast.

• Gatorade, which originally was used during heavy athletic activity,
was advertised for replenishing liquids during flu attacks.

• Special K, a breakfast cereal, was advertised for afternoon or late-
night snacking.

Influencing
Effective advertising influences prospective customers to try advertised
products and services. Sometimes advertising influences primary
demand—that is, creating demand for an entire product category. More
frequently, advertising attempts to build secondary demand, the demand
for a company’s brand. Advertising by both B2C and B2B companies
provides consumers and customers with reasoned arguments and emo-
tional appeals for trying one brand versus another. Figure 9.1 represents
an advertising effort that presents one straightforward argument after
another (low price, energy efficiency, brilliant lighting) in attempting to
influence consumers to purchase a Balanced Spectrum floor lamp. Because this
product is direct marketed and not available in stores, frequent and effective
advertising are absolutely critical to sales success.

Reminding and Increasing Salience
Advertising keeps a company’s brand fresh in the consumer’s memory. When a
need arises that is related to the advertised product, past advertising impact makes
it possible for the advertiser’s brand to come to the consumer’s mind as a purchase
candidate. This has been referred to as making a brand more salient, that is, enrich-
ing the memory trace for a brand such that the brand comes to mind in relevant
choice situations.17 Effective advertising also increases the consumer’s interest in
mature brands and thus the likelihood of purchasing brands that otherwise might
not be chosen.18 Advertising has been demonstrated, furthermore, to influence
brand switching by reminding consumers who have not recently purchased a brand
that the brand is available and that it possesses favorable attributes.19 See the Global
Focus insert for an illustration of a global advertising campaign that serves to
remind consumers of a well-known brand of gasoline and petroleum products.

Adding Value
There are three basic ways by which companies can add value to their offerings:
innovating, improving quality, and altering consumer perceptions. These three
value-added components are completely interdependent as astutely captured in
the following quote:

Innovation without quality is mere novelty. Consumer perception without quality and/or
innovation is mere puffery. And both innovation and quality, if not translated into con-
sumer perceptions, are like the sound of the proverbial tree falling in the empty forest.20

Advertising adds value to brands by influencing perceptions. Effective adver-
tising causes brands to be viewed as more elegant, more stylish, more prestigious,
of higher quality, and so on. Indeed, research involving over 100 brands drawn
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A floor lamp that spreads
sunshine all over 
a room and pays 
for itself!

A floor lamp that spreads
sunshine all over 
a room and pays 
for itself!

Now at the lowest price ever of $49.95!*Now at the lowest price ever of $49.95!*

Ever since the first human went into a dark
cave and built a fire, people have realized the
importance of proper indoor lighting.
Unfortunately, since Edison invented the
light bulb, lighting technology has remained
relatively prehistoric. Modern light fixtures
do little to combat many symptoms of
improper lighting, such as eyestrain, dryness
or burning. As more and more of us spend
longer hours in front of a computer moni-
tor, the results are compounded. And the
effects of indoor lighting are not necessarily
limited to physical well being. Many people
believe that the quantity and quality of
light can play a part in one’s mood and
work performance. Now, there’s a better 
way to bring the positive benefits of
natural sunlight indoors.

The Balanced Spectrum® floor lamp will change the way you see and
feel about your living or work spaces. Studies show that sunshine can
lift your mood and your energy levels, but as we all know the sun,
unfortunately, does not always shine. So to bring the benefits of
natural daylight indoors, use the floor lamp that simulates the full
spectrum of daylight. You will see with more clarity and enjoyment as
this lamp provides sharp visibility for close tasks and reduces eyestrain.

Its 27-watt compact bulb is the equivalent to a 150-watt ordinary light
bulb. This makes it perfect for activities such as reading, writing,
sewing, needlepoint, and especially for aging eyes.

We’ve looked at lots of lights, but this one offered the benefit of

dual light levels of 27 and 18 watts of power equivalent to 150

and 100-watt incandescent bulbs. This lamp has a flexible gooseneck
design for maximum efficiency, with an “Instant On” switch that is
flicker-free. The high-tech electronics, user-friendly design,
and bulb that lasts ten times longer than an 
ordinary bulb make this product 
a must-have.

Try the Balanced Spectrum® floor lamp 

now at it’s lowest price of less than $50!

Now more than ever is the time to add sunshine 
to every room in your house at this fantastic low
price! The Balanced Spectrum® floor lamp
comes with a one-year manufacturer’s limited
warranty and firstSTREET’s exclusive guarantee.
Try this product for 90 days and return it for the
product purchase price if not completely satisfied.

“I sit in my comfortable chair after my
husband has gone to bed, and I turn that
lamp on. It makes it so nice because it’s
like daylight over my chair…I don’t get
sore eyes like I used to.”

Grace A. 
Margate, FL

The Balanced Spectrum® floor lamp combines the
benefits of natural daylight indoors with a savings 
of $51 over the life of one bulb!**

For fastest service, call toll-free 24 hours a day

866-237-2688

All rights reserved. © 2004 firstSTREET, Inc.

Balanced Spectrum® floor lamp
Item# ZL-3589 . . . . . . . . . was $59.95
*Save $10 with mail-in rebate
Only $49.95 + S&H after rebate
Please mention promotional code 29104.

To order by mail, please call for details

www.balancedspectrum.com

1998 Ruffin Mill Road • Colonial Heights,VA 23834

Height as shown: 50"

SAVE $51 over the life of one
Balanced Spectrum® bulb!**

A 150 watt incandescent bulb uses
$0.013 per hour in energy cost. The
Balanced Spectrum® bulb uses an
average of 70% less energy which
saves you $0.009 per hour. Based on 
5,000 hours bulb life, the Balanced
Spectrum® bulb will save $46 in
energy cost. Plus, because the
Balanced Spectrum® bulb lasts 10
times longer than an incandescent
bulb priced at an average of $0.50,
an additional $5 savings is realized.
**Source: “Lighting the Way to Energy Savings”; 1999
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from five nondurable products (e.g., paper towels and shampoo) and five durable
products (e.g., televisions and cameras) has demonstrated that greater ad spend-
ing influences consumers to perceive advertised brands as higher in quality.21

Effective advertising, then, by influencing perceived quality and other percep-
tions, can lead to increased market share and greater profitability.22

By adding value, advertising can generate for brands more sales volume, rev-
enue, and profit and reduce the risk of unpredictable future cash flows. In finance
parlance, all of this can be captured in the concept of discounted cash flow (DCF).
By making a brand more valuable, advertising generates incremental DCF. One
advertising practitioner eloquently captures advertising’s value-adding role with
this claim: “Advertising builds brands. Brands build the business. Let the dis-
counted cash flow!”23 And, in a world of accountability (see Chapter 2), it is
absolutely imperative that advertising deliver positive financial results.

Assisting Other Company Efforts
Advertising is just one member of the marcom team. Advertising’s primary role is
at times to facilitate other marcom efforts. For example, advertising may be used
as a vehicle for delivering coupons and sweepstakes and attracting attention to
these and other promotional tools. Another crucial role is to assist sales represen-
tatives. Advertising presells a company’s products and provides salespeople with
valuable introductions prior to their personal contact with prospective customers.
Sales effort, time, and costs are reduced because less time is required to inform
prospects about product features and benefits. Moreover, advertising legitimizes
or makes more credible the sales representative’s claims.24

Advertising also enhances the effectiveness of other marcom tools. For
example, consumers can identify product packages in the store and more readily
recognize a brand’s value following exposure to advertisements for it on televi-
sion or in a magazine. Advertising also can augment the effectiveness of price

A Global Advertising Campaign
for Exxon Mobil

Exxon and Mobil are two major gasoline and oil companies that
merged to form Exxon Mobil. This huge enterprise markets its
portfolio of brands—Exxon, Esso, and Mobil—in more than 100
countries around the globe. Success requires effective advertising
that positions these brands in a similar fashion throughout the
world so as to accomplish Exxon Mobil’s objectives for brand
equity and market share. All global companies confront
a key advertising issue: should they prepare
different advertising campaigns in each
country or develop a similar, or even
identical, advertising message for
use around the globe? Many mar-
keters hold the view that local (versus
global) advertising campaigns are most effec-
tive. Other marketing and advertising executives are of the
viewpoint that local campaigns have the notable disadvantage of
creating diverse brand images in different countries rather than
building a uniform positioning. Moreover, with local ad campaigns
the advertising production expense is compounded compared with
producing a uniform (also known as global ) campaign.

Exxon Mobil decided on a global advertising campaign for use
in all countries. A $150 million campaign included advertisements
with the same look and feel for placement in every country in
which Exxon Mobil operates. This may seem a simple task 

but is actu-
ally quite complicated 
when considering the diversity 
of language and other cultural differences. To achieve its
goal, Exxon Mobil and its advertising agency produced five hours
of commercial footage that was to be used as a library for unique

selection in each local market. Some scenes were 
videotaped using up to six different casts 

of actors, with each cast acting out
essentially the same story line.
Managers in local markets could
then pick from the library those

vignettes most suitable for their region.
As a result, the advertising story line for

Exxon Mobil’s brands is virtually identical around the globe.
The same message is acted out in all commercials, and casting
selections reflect local people who act out situations but don’t
have speaking roles. The audio portion of the commercials is
restricted to background statements (voice-over) from an
announcer who speaks in one of twenty-five languages to reflect
local language customs.

SOURCE: Adapted from Vanessa O’Connell, “Exxon Mobil ‘Centralizes’ a New Global
Campaign,” Wall Street Journal Online, July 11, 2001, http://online.wsj.com.

lLglobal focus

http://online.wsj.com


deals. Customers are known to be more responsive to retailers’ price deals when
retailers advertised that fact compared to when retailers offer a deal absent any
advertising support.25

The Advertising Management 
Process

As intimated in the Marcom Challenge, people sometimes suggest that creating
advertisements is a simple act and that anyone can do it. That viewpoint is, in a
sense, not entirely incorrect. Any literate person can construct an advertisement.
Of course, any literate person also can write a story or craft a poem. But not all sto-
rytellers or poets are particularly good, and the outcome of their efforts often is
ineffective. So it is with advertising: the issue is not just doing it, but doing it well,
really well so that the advertising gains attention and ultimately influences pur-
chase choices. The challenge of advertising goes beyond the act of creating mes-
sages and involves also the task of placing ads in the right advertising media and
selecting appropriate measures to assess whether an advertising campaign has
achieved its goals.

Advertising management can thus be thought of as the process of creating
ad messages, selecting media in which to place the ads, and measuring the
effects of the advertising efforts: messages, media, and measures. This process
generally involves at least two parties, the organization that has a product or
service to advertise—the client—and the independent agency, or agencies,
responsible for creating ads, making media choices, and measuring results—the
agency or agencies. The following sections first examine advertising management
from the client’s perspective and then the agent’s. Because most advertising is
undertaken for specific brands, the client typically is represented by an individual
who works in a brand- or product-management position. This individual and his
or her team are responsible for marcom decisions that affect the brand’s welfare.

Managing the Advertising Process: 
The Client Perspective
Figure 9.2 graphically illustrates the advertising management process. It can be
seen that this process consists of three sets of interrelated activities: advertising
strategy, strategy implementation, and assessing ad effectiveness.
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JOB OUTLOOK
Advertising managers deter-mine the demand for products

and services, identify potential
markets, develop marketingand pricing strategy, developpromotion strategy, andmonitor trends that indicatethe need for new products and

services. (Occupational Outlook
Handbook, 2004–05 Edition,U.S. DOL, http://www.bls.gov/

oco/home.htm)

Advertising Strategy

Strategy Implementation

Assessing Ad Effectiveness

• Setting Objectives
• Formulating Budgets
• Creating Ad Messages
• Selecting Ad Media and Vehicles

Figure 9.2

The Advertising 
Management Process



Formulating and Implementing
Advertising Strategy
Advertising strategy formulation involves four major
activities (see the top box in Figure 9.2). The first two, set-
ting objectives and devising budgets, were described in
Chapter 6 when discussing these activities in the context of
all marcom elements. Message creation, the third aspect of
formulating advertising strategy, is the subject of Chapters
10 and 11. The fourth element, media strategy, the topic of
Chapters 13 through 16, involves the selection of media
categories and specific vehicles to deliver advertising mes-
sages. (The term vehicle is used in reference to, say, the spe-
cific TV program in which an advertisement is to be
placed—TV is the medium, the program is the vehicle.)

Implementing Advertising Strategy
Strategy implementation deals with the tactical, day-to-
day activities that must be performed to carry out an ad-
vertising campaign. For example, whereas the decision to
emphasize television over other media is a strategic choice,
the selection of specific types of programs and times at
which to air a commercial is a tactical implementation mat-
ter. Likewise, the decision to emphasize a particular brand
benefit is a strategic message consideration, but the actual
way the message is delivered is a matter of creative imple-
mentation. This text focuses more on strategic than tactical
issues.

Measuring Advertising Effectiveness
Assessing effectiveness is a critical aspect of advertising management—only by
evaluating results is it possible to determine whether objectives are being accom-
plished. This often requires that baseline measures be taken before an advertising
campaign begins (to determine, for example, what percentage of the target audi-
ence is aware of the brand name) and then afterward to determine whether the
objective was achieved. Because research is fundamental to advertising control,
Chapter 12 explores a variety of measurement techniques that are used for evalu-
ating advertising effectiveness.

The Role of Advertising Agencies
Message strategies and decisions most often are the joint enterprise of the compa-
nies that advertise (the clients) and their advertising agencies. This section exam-
ines the role of advertising agencies and describes how agencies are organized.
Table 9.3 lists the top-25 advertising agencies in the United States according to rev-
enue. Two observations are pertinent. First, all of these agencies were at one time
independent businesses; now, due to mergers and acquisitions, most are owned
by large marketing organizations such as Omnicom Group (New York), WPP
Group (London), Interpublic Group (New York), Publicis Groupe (Paris), and
Havas (Suresnes, France). Second, it is apparent that most of the major U.S. ad
agencies are located in New York City, which for many years has been the world’s
major advertising center. Needless to say, there literally are thousands of adver-
tising agencies throughout the United States and worldwide, though most gen-
erate revenues only a small fraction of those shown in Table 9.3.
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To appreciate why a company would use an ad agency, it is important to
recognize that businesses routinely employ outside specialists: lawyers, financial
advisors, management consultants, tax specialists, and so on. By their very nature,
these “outsiders” bring knowledge, expertise, and efficiencies that companies do
not possess within their own ranks. Advertising agencies can provide great value
to their clients by developing highly effective and profitable advertising cam-
paigns. The relationship between ad agency and client sometimes lasts for
decades. Of course, client-agency relationships also can be short lived and volatile
if the client evaluates the agency as underperforming and failing to enhance
the equity and market share of the client’s brand. Research has demonstrated
that agencies are fired shortly after clients experience declines in their brands’
market shares.26

In general, advertisers have three alternative ways to perform the advertising
function: use an in-house advertising operation, purchase advertising services on
an as-needed basis from specialized agencies, or select a full-service advertising
agency. First, a company can choose not to use an advertising agency but rather
maintain its own in-house advertising operation. This necessitates employing an
advertising staff and absorbing the overhead required to maintain the staff’s oper-
ations. Such an arrangement is unjustifiable unless a company does a large
amount of continual advertising. Even under these conditions, most businesses
choose instead to use the services of advertising agencies.
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Table 9.3

Top-25 U.S. Advertising
Agencies in Ad Revenue, 2003

Advertising
Parent Revenue (in

Rank Agency Organization Headquarters millions)

1 J. Walter Thompson WPP Group New York $456.2
2 Leo Burnett Worldwide Publicis Chicago 404.2
3 McCann Erickson Worldwide Interpublic New York 300.4
4 BBDO Worldwide Omnicom New York 279.1
5 Grey Worldwide Grey New York 270.5
6 DDB Worldwide Omnicom New York 252.3
7 Ogilvy & Mather Worldwide WPP Group New York 235.6
8 Foote, Cone, & Belding Worldwide Interpublic New York 221.6
9 Y&R Advertising WPP Group New York 215.7

10 Publicis Worldwide Publicis New York 200.9
11 Saatchi & Saatchi Publicis New York 195.6
12 Euro RSCG Worldwide Havas New York 194.1
13 Deutsch Interpublic New York 167.2
14 Arnold Worldwide Havas Boston 150.2
15 Campbell-Ewald Interpublic Warren, Mich. 146.3
16 Lowe & Partners Worldwide Interpublic New York 133.8
17 TBWA Worldwide Omnicom New York 125.6
18 Donner NA Southfield, Mich. 122.7
19 Richards Group NA Dallas 114.5
20 Hill, Holliday, Connors, Cosmopulos Interpublic Boston 102.6
21 Campbell Mithun Interpublic Minneapolis 95.7
22 RPA NA Santa Monica 92.6
23 Dailey & Associates Interpublic West Hollywood 89.2
24 Zimmerman & Partners Omnicom Fort Lauderdale 85.6
25 Fallon Worldwide Publicis Minneapolis 82.2

SOURCE: “Top 25 U.S. Agency Brands by Core Advertising Revenue,” Advertising Age, April 19, 2004, S–2. Most revenue amounts
have been estimated. Reprinted with permission from Advertising Age. Copyright, Crain Communications Inc. 2004.
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A second way for a client to accomplish the advertising function is to purchase
advertising services à la carte. That is, rather than depending on a single full-
service agency to perform all advertising and related functions, an advertiser may
recruit the services of a variety of firms with particular specialties in creative work,
media selection, production, advertising research, and so on. This arrangement’s
advantages include the ability to contract for services only when they are needed
and potential cost efficiencies. On the downside, specialists (so-called boutiques)
sometimes lack financial stability and may be poor in terms of cost accountability.

Third, full-service advertising agencies perform at least four basic functions
for the clients they represent (1) creative services, (2) media services, (3) research
services, and (4) account management. They also may be involved in the adver-
tiser’s total marketing process and, for a fee, perform other marcom functions,
including sales promotion, publicity, package design, strategic marketing plan-
ning, and sales forecasting. Why would an advertiser want to employ the services
of a full-service agency? The primary advantages include acquiring the services of
specialists with in-depth knowledge of advertising and obtaining negotiating
leverage with the media. The major disadvantage is that some control over the
advertising function is lost when it is performed by an agency rather than in house.

Creative Services
Advertising agencies have staffs of copywriters, graphic artists, and creative
directors who create advertising copy and visualizations. Advertising agencies on
occasion create brilliant advertising campaigns that enhance brand equity and
increase a brand’s sales volume, market share, and profitability. Oftentimes, how-
ever, advertisements are not sufficiently clever or novel to break through the clut-
ter of surrounding advertising.

Media Services
This unit of an advertising agency is charged with the task of selecting the best
advertising media for reaching the client’s target market, achieving ad objectives,
and meeting the budget. Media planners are responsible for developing overall
media strategy (where to advertise, how often, when, etc.), and media buyers then
procure specific vehicles within particular media that have been selected by media
planners and approved by clients. The complexity of media buying requires the
use of sophisticated analysis and continual research of changing media costs and
availability. Experts in media and vehicle selection are able to make more effective
decisions than are brand managers on the client side who have no particular
expertise in media and vehicle selection.

Research Services
Full-service advertising agencies employ research specialists who study their
clients’ customers’ buying habits, purchase preferences, and responsiveness to
advertising concepts and finished ads. Focus groups, mall intercepts, ethno-
graphic studies by trained anthropologists, and acquisition of syndicated research
data are just some of the services performed by agencies’ research specialists.

Account Management
This facet of a full-service advertising agency provides the mechanism to link the
agency with the client. Account managers act as liaisons so that the client does not
need to interact directly with several different service departments and specialists.
In most major advertising agencies, the account management department
includes account executives and management supervisors. Account executives are
involved in tactical decision making and frequent contact with brand managers
and other client personnel. Account executives are responsible for seeing that the
client’s interests, concerns, and preferences have a voice in the advertising agency
and that the work is being accomplished on schedule. Account executives report
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to management supervisors, who are more involved in actually getting new business
for the agency and working with clients at a more strategic level. Account execu-
tives are groomed for positions as management supervisors.

Agency Compensation
There are three basic methods by which clients compensate agencies for services
rendered (1) receiving commissions from media, (2) being compensated based on
a fee system, and (3) earning compensation based on outcomes.

1. Commissions from media for advertisements aired or printed on behalf of the
agency’s clients provided the primary form of ad agency compensation in the
past. Historically, U.S. advertising agencies charged a standard commission of
15 percent of the gross amount of billings.27 To illustrate, suppose the Creative
Advertising Agency buys $200,000 of space in a certain magazine for its client,
ABC Company. When the invoice for this space comes due, Creative would
remit payment of $170,000 to the magazine ($200,000 less Creative’s 15 percent
commission); bill ABC for the full $200,000; and retain the remainder, $30,000,
as revenue for services rendered. The $30,000 revenue realized by Creative
was, in the past, regarded as a fair amount of compensation to the agency for
its creative expertise, media-buying insight, and ancillary functions performed
in behalf of its client, ABC Company.

The 15 percent compensation system has, as one may suppose, been a mat-
ter of some controversy between client marketing executives and managers of
advertising agencies. The primary area of disagreement is the matter of
whether 15 percent compensation is too much (the marketing executives’ per-
spective) or too little (the ad agencies’ perspective). The disagreement has
spurred the growth of alternative compensation systems. Indeed, today only a
fraction of advertisers still pay a 15 percent commission. Although there are
alternatives to the commission system, it probably will not vanish entirely.
Rather, a reduced commission system, by which the ad agency is compensated
with a flat fee that is less than 15 percent, has experienced increased usage.

2. The most common compensation method today is a labor-based fee system by
which advertising agencies are compensated much like lawyers, tax advisors,
and management consultants. That is, agencies carefully monitor their time
and bill clients an hourly fee based on time commitment. This system involves
price negotiations between advertisers and agencies such that the actual rate
of compensation is based on mutual agreement concerning the worth of the
services rendered by the advertising agency.

3. Outcome- or performance-based programs represent the newest approach to
agency compensation. Ford Motor Company, for example, uses a compensation
system whereby it negotiates a base fee with its agencies to cover the cost of
services provided, and additionally offers incentive payments that are tied to
brand performance goals such as targeted revenue levels. Procter & Gamble
(P&G) employs a sales-based model whereby ad agencies are compensated
based on a percentage of sales that a P&G brand obtains. The agency’s compen-
sation rises with sales increases and falls with declines. Needless to say, this
incentive-based system encourages, indeed demands, agencies to use whatever
IMC programs are needed to build brand sales. P&G’s best interest (growth in
brand sales and market share) and the agency’s best interest (increased com-
pensation) are joined by this compensation system in a hand-in-glove fashion.
In addition to these companies, many others are turning away from the histori-
cal commission-based system and toward some form of outcome-based com-
pensation program. The success of outcome-based programs will depend on
demonstrating that advertising and other marcom efforts initiated by agencies
do indeed translate into enhanced brand performance.28



Ad-Investment Considerations

To this point in the chapter we have introduced the topic of advertising, presented
facts illustrating its magnitude, discussed its functions, provided an overview of
the advertising management process from the client’s perspective, and described
the functioning and compensation of advertising agencies. It is pertinent to ask at
this point whether the billions of dollars invested in advertising are warranted.
Or, framing the question more precisely, when is it justifiable to invest in advertis-
ing and when is it appropriate to disinvest?

We can better appreciate the issues surrounding this complex question by
examining a few equations that will put things into crisper perspective. These
equations deal with the relations among sales volume (or simply volume), sales
revenue (or simply revenue), and profit.

(9.1) Profit = Revenue – Expenses
(9.2) Revenue = Price × Volume
(9.3) Volume = Trial + Repeat

We see first with Equation 9.1 that a brand’s profit during any accounting
period—such as a business quarter or an entire year—is a function of its revenue
minus expenses. Because advertising is an expense, total profit during an account-
ing period can be increased by reducing advertising expenses. At the same time,
an undesirable effect of reducing advertising is that revenue may decline because
fewer units can be sold or the price per unit has to be reduced in the absence of
adequate advertising support (see Equation 9.2). We can further note from
Equation 9.3 that sales volume (i.e., number of units sold) is obtained by a combi-
nation of recruiting more trial, or first-time, users to a brand and encouraging
users to continue purchasing the brand—that is, to remain repeat purchasers.

Whether one chooses to invest or disinvest in advertising a brand depends
largely on expectations about how advertising will influence a brand’s sales vol-
ume (Equation 9.3) and revenue (Equation 9.2). Let us look at arguments first for
investing and then for disinvesting.

The Case for Investing in Advertising
In terms of profitability, investing in advertising is justified only if the incremental
revenue generated from the advertising exceeds the advertising expense. In other
words, if the advertising expense is $X, then over the long term (i.e., not necessar-
ily immediately) revenue attributable to the advertising must be more than $X to
justify the investment. On what grounds might one expect that the revenue will
exceed the advertising expense? In terms of Equation 9.3, it might be expected that
effective advertising will attract new triers to a brand and encourage repeat pur-
chasing. (Obviously, advertising is not the only marcom tool able to generate trial
and repeat purchasing; indeed, sales promotions perform both roles in conjunc-
tion with advertising.) Hence, effective advertising should build sales volume by
enhancing brand equity—both by increasing brand awareness and by enhancing
brand image (recall the discussion in Chapter 2).

Equation 9.2 shows that the other determinant of revenue besides sales vol-
ume is the unit price at which a brand is sold. Advertising has the power to
enhance a brand’s perceived quality and thus the ability of brand managers to
charge higher prices; that is, consumers are willing to pay more for brands they
perceive as higher quality. Taken together, then, the case for investing in advertis-
ing is based on the belief that it can increase profitability by increasing sales vol-
ume, enabling higher selling prices, and thus increasing revenue beyond the
incremental advertising expense.
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The Case for Disinvesting
As previously noted, firms often choose to reduce advertising expenditures either
when a brand is performing well or during periods of economic recession. This is a
seductive strategy because a reduction in expenses, everything else held constant,
leads to increased profits (Equation 9.1). But is “everything else held constant”
when advertising budgets are cut or, worse yet, severely slashed? The implicit
assumption is that revenue (and revenue’s constituent elements, volume and price)
will not be affected adversely when ad budgets are diminished. However, such an
assumption is based on Pollyanna-like thinking that past advertising will continue
to positively affect sales volume even when advertising in the current period is cur-
tailed or reduced. The assumption also is somewhat illogical. On the one hand, it
presumes that past advertising will carry over into the future to maintain revenue;
on the other hand, it neglects to acknowledge that the absence of advertising in the
present period will have an adverse effect on revenues in subsequent periods!

Which Position Is More Acceptable?
The profit effect of reducing advertising expenses is relatively certain: for every
dollar not invested in advertising, there is a dollar increase in short-term profit—
assuming, of course, that the reduction in advertising does not adversely affect
revenue. It is far less certain, however, that maintaining or increasing advertising
expenditures will increase profits. This is because it is difficult to know with cer-
tainty whether advertising will build brand volume or enable higher prices; either
outcome or both will lead to increased revenues. Yet, and it is a big yet, most
sophisticated companies are willing to place their bets on advertising’s ability to
boost revenues and thus enhance profits from the revenue-increase side rather than
from the expense-reduction side.

An Investment in the Brand Equity Bank
The reason many marketing executives continue to invest in advertising, even
during economic downturns, is because they believe advertising will enhance a
brand’s equity and increase sales. You will recall from the discussion in Chapter 2
that marcom efforts enhance a brand’s equity by creating brand awareness and
forging favorable, strong, and perhaps unique associations in the consumer’s
memory between the brand and its features and benefits. When advertising and
other forms of marketing communications create unique and positive messages, a
brand becomes differentiated from competitive offerings and is relatively insu-
lated from future price competition.

Advertising’s long-term role has been described in these terms: “Strong adver-
tising represents a deposit in the brand equity bank.”29 This clever expression
nicely captures the advertising challenge. It also correctly notes that not all adver-
tising represents a deposit in the brand equity bank, only advertising that is
strong—that is, different, unique, clever, and memorable.

Advertising Versus Pricing Elasticity
Returning more directly to the issue of investing or disinvesting in advertising, we
have to grapple with the following challenge: what are the alternative ways by
which brand managers can grow their brands’ sales volume, revenue, and profits?
Increasing advertising is one option; reducing price—via outright price cuts or
through promotional dealing—is another. Which option is more promising? The
answer requires we have a common measure, or metric, for comparing the effects
of increasing advertising versus decreasing prices. The concept of elasticity pro-
vides just such a metric.
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Elasticity, as you will recall from a basic economics or marketing course, is a
measure of how responsive the demand for a brand is to changes in marketing
variables such as price and advertising. We can calculate elasticity coefficients for
price (EP) and advertising (EA), respectively, based on the following equations:

(9.4) EP = Percentage change in quantity ÷ Percentage change in price
(9.5) EA = Percentage change in quantity ÷ Percentage change in advertising

To illustrate these concepts, consider the situation faced by a recent college
graduate, Aubrey, who sells T-shirts imprinted with thematic messages. (Students
well familiar with the concept of elasticity are encouraged to skip this basic treat-
ment, at least to the point where advertising and price elasticities are compared.)
Let’s assume that Aubrey is doing a pretty good business but thinks he can
increase revenues and profits by lowering the price at which he sells imprinted T-
shirts. (The “law” of inverse demand says that sales volume, or quantity, typically
increases when prices are reduced, and vice versa.)

Last week (let’s refer to this as week 1) Aubrey priced T-shirts at $10 and sold
1,500 shirts (P1 = $10; Q1 = 1,500). He decided the following week, week 2, to
reduce the price to $9, and then sold 1,800 shirts (P2 = $9; Q2 = 1,800). Applying
Equation 9.4, we quickly see that the percentage change in quantity is 20 percent.
That is, (1,800 – 1,500) ÷ 1,500 = 20 percent. Thus, with an 11 percent decrease in
price—that is, (10 – 9) ÷ 9—he realized a 20 percent increase in quantity sold. The
price elasticity (EP) expressed as an absolute value is 1.82 (i.e., 20 ÷ 11). (Refer to
Equation 9.4 to see how the elasticity coefficient for price, EP, is calculated.)
Aubrey was pleased with this result because total revenue in week 2 was $16,200
(P2 × Q2 = $9 × 1,800 = $16,200) compared with the $15,000 revenue obtained in
week 1 ($10 × 1,500). Thus, although he reduced the price of T-shirts, he enjoyed
an 8 percent increase in revenue—that is, ($16,200 – $15,000) ÷ $15,000.

Let us now consider the possibility that, rather than reducing price, Aubrey
decided to increase the amount of advertising from week 1 to week 2. Suppose that
in week 1 he had spent $1,000 advertising in the local newspaper. As before, he
obtained $15,000 revenue in week 1 from selling 1,500 T-shirts at a price of $10 each.
Suppose in week 2 he increased the level of advertising to $1,500 (a 50 percent
increase over week 1) and sold 1,600 shirts at $10 each. In this case, the percentage
change in quantity is 6.67 percent. That is, (1,600 – 1,500) ÷ 1,500 = 6.67 percent. This
increase in quantity sold was enjoyed with a 50 percent increase in ad expendi-
tures. Thus, applying Equation 9.5, the advertising elasticity (EA) is 6.67 ÷ 50 =
0.133. Whereas Aubrey received $15,000 in week 1 revenue (P1 = $10; Q1 = 1,500),
revenue increased in week 2 by $1,000 (P2 = $10; Q2 = 1,600). This increased rev-
enue ($1,000) was obtained with a $500 increase in advertising, so Aubrey enjoyed
a $500 increase in profit—not a bad week’s work for a young entrepreneur!

You might be thinking, “Where are we going with this?” Well, let’s take this
simple example and relate it to a more general point that tells us something about
how advertising works and whether increases in advertising can be justified,
especially when juxtaposed against the alternative possibility of merely reducing
prices. We know a lot about advertising and price elasticities. An important study
determined that the average price and advertising elasticities for 130 brands of
durable and nondurable products were 1.61 and 0.11, respectively.30 (The price
elasticity is presented here as an absolute value, though technically it should have
a negative sign insofar as price increases result in volume decreases, and vice
versa.) A price elasticity of 1.61 is to be interpreted as meaning that a 1 percent
reduction in price leads to a 1.61 percent increase in sales volume; similarly, the ad
elasticity coefficient of 0.11 indicates that a 1 percent increase in ad expenditures
increases volume by only 0.11 percent.

Hence, sales volume is about 14.6 times (1.61 ÷ 0.11) more responsive, on aver-
age, to changes in price than to changes in advertising. For just durable goods, the
average price and advertising elasticities are 2.01 and 0.23, which indicates that
sales volume for these goods is, on average, 8.7 times more responsive to price dis-
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counts than advertising increases. Comparatively, for nondurable goods, the aver-
age price and advertising elasticities are 1.54 and 0.09, respectively, indicating
that, on average, sales volume is 17 times more responsive to price cuts than
advertising increases.

Do these results indicate that brand managers should always discount prices
and never increase advertising? Absolutely not! As you have learned from this
text and elsewhere, every situation is unique. Pat answers (“This is how you
should do it.”) are flat out wrong and misleading! The fact is that every brand
does not experience the same price and advertising elasticities as presented here.
“On average,” as used in our discussion, means that some brands are at the aver-
age, whereas others are above or below the average; there is, in other words, a dis-
tribution of elasticity coefficients around the average. In general, we can consider
four combinations of advertising and price elasticities. For each situation we will
identify the appropriate strategy, whether to increase advertising or reduce price,
for increasing profit:31

• Situation 1 (maintain status quo): Consider a situation where consumers have
well-established brand preferences such as during the decline stage of a prod-
uct’s life cycle or in established niche markets. In such a situation, the market
would not be very price elastic or advertising elastic; consequently, profits
would be maximized by basically adhering to the status quo and maintaining
the present price and advertising levels. In short, facing a situation such as
this, brand managers should neither discount prices nor increase levels of
advertising.

• Situation 2 (build image via increased advertising): In a situation where the market
is more advertising elastic than price elastic, it is advisable to spend relatively
more on advertising increases than price discounts. This situation is likely for
new products, luxury goods, and products characterized by symbolism and
imagery (cosmetics, designer labels in apparel and home furnishings, expen-
sive brands of vodka and other distilled spirits, etc.). The profit-increasing
strategy in a situation such as this is to build a brand’s image by increasing
advertising.

• Situation 3 (grow volume via price discounting): This third situation is character-
ized by mature consumer goods markets where consumers have complete
information about most brands in the category and brand switching is fre-
quent. Because brands are little differentiated, the market is more price than
advertising elastic. Profit increases are obtained more from price discounts
than advertising investments.

• Situation 4 (increase advertising and/or discount prices): This is a situation where
the market is both price elastic and advertising elastic. This would be expected
when brands in the product category are inherently differentiable (cereals,
automobiles, appliances, etc.) and for products that are seasonal (e.g., lawn
products, seasonal clothing, and special holiday gift items). In situations such
as these, informative advertising can influence consumers’ beliefs about prod-
uct attributes (e.g., Scotts fertilizer is longer-lasting than competitive brands),
but because brands are similar, consumers also are eager to compare prices.

Given knowledge of the price and advertising elasticities that exist in a particu-
lar situation, it is possible to mathematically determine whether it is more prof-
itable to increase advertising or discount price. The mathematics are beyond the
scope of this text, but the interested reader is referred to additional sources.32 It
is hoped that this section conveyed the point that the choice to invest (increase)
or disinvest (decrease) in advertising can be made only after determining the rela-
tive advertising and price elasticities that confront a brand in a particular market
situation. We have provided some general guidelines in the previously mentioned
situations as to when it might be advisable to increase advertising expenditures or
discount prices. It is critical to appreciate that every situation is unique. It is impor-
tant to understand that “on average” applies to all brands in a product category but
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that particular brands may distinguish themselves by developing really clever
advertising that serves to create an appealing advertising image or present func-
tional information in an especially compelling manner.

Your job as a brand manager is to work with your advertising agency and
other marcom suppliers (e.g., public relations specialists and event marketers) to
develop campaigns that distinguish your brand from the crowd of competitors.
Please note, by comparison, that the average professional basketball player scores
only around, say, 5 to 10 points per game. But players such as Kobe Bryant, Allen
Iverson, Dirk Nowitzki, Kevin Garnett, and Lebron James average more than 20
points per game. Perhaps your brand can also perform above the average with
effective advertising. If it cannot, and the average advertising elasticity in your
product category is low, then the appropriate strategy is probably not to invest in
additional advertising but to maintain or even lower prices. In other words, do
not waste money on advertising if the circumstances (such as situations 1 and 3)
dictate against further advertising investment. However, if the market is respon-
sive to advertising (such as situations 2 or 4), then be prepared to invest in devel-
oping creative and effective (i.e., “strong”) advertising campaigns so that your
advertising represents an investment in the brand equity bank!

Ad Spending, Advertising Elasticity, and Share of Market
The effect of advertising for a brand on its sales volume, revenue, and market
share—that is, its proportional representation of total product category revenue—
is determined both by how much it spends relative to other brands in the category
(its share of voice, or SOV) and how effective its advertising is. It earlier was
mentioned that strong advertising is an investment in the brand equity bank. Full
appreciation of this statement requires that we explore the concept of advertising
“strength.” We have, in fact, a measure of advertising strength, and that measure is
the familiar concept we’ve been discussing, namely, advertising elasticity. Table 9.4
presents real data for the top-10 airlines from a recent year as a basis for illustrat-
ing advertising elasticity and the concept of strength. However, before proceed-
ing, it is necessary to introduce a final equation, Equation 9.6.

(9.6) SOMi = Ai
e / 

Equation 9.6 indicates that a brand’s predicted market share (i.e., the SOM for
the ith brand in a product category) depends on its level of advertising (Ai) raised
to the power of its advertising elasticity (e) in comparison to the total level of

n

� Aj
e

j = 1
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Table 9.4

The Effect of Advertising
Elasticity on Share of Market

Hypothetical
Ad Spend Elasticity Predicted Predicted
($ million) Coefficients (A) ^ (B)* SOM (1) (A) ^ (B)** SOM (2)

Airline (A) (B) (C) (D) (E) (F)

United $ 57.3 .1 1.499 11.8 1.499 11.3
American 71.7 .1 1.533 12.1 1.533 11.6
Delta 32.1 .1 OR .2 1.415 11.2 2.001 15.1
Northwest 41.5 .1 1.451 11.4 1.451 10.9
Continental 22.2 .1 1.363 10.8 1.363 10.3
US Airways 17.0 .1 1.328 10.5 1.328 10.0
Southwest 112.8 .1 1.606 12.7 1.606 12.1
American West 9.4 .1 1.251 9.9 1.251 9.4
TWA 0.0 .1 0.000 0.0 0.000 0.0
Alaska 8.0 .1 1.231 9.7 1.231 9.3
SUM (_) $373 NA 12.677 100% 13.264 100%

* All elasticity coefficients equal .1

** All elasticity coefficients equal .1 except Delta; Delta’s coefficient equals .2

SOURCE: “Top 10 U.S. Airlines,” Advertising Age, June 24, 2002, S–13.



advertising for all brands in the category (brands j = 1 to n, where n is the total
number of brands in the category) raised to the power of their elasticity coeffi-
cients.33 This may seem a little abstract, but Table 9.4 brings this formulation to life
with a straightforward example drawn from the airline industry.

The first column of data, column A, indicates the advertising expenditures in a
recent year for each of the top-10 U.S. airlines. United Airlines, for example, spent
$57.3 million. Column B makes the simplifying assumption that each airline’s adver-
tising is equally strong (or equally weak), as indicated by identical elasticity coeffi-
cients of 0.1. (Please note that two coefficients are presented for Delta Air Lines; we’ll
return, subsequently, to the second coefficient, with a value of 0.2.) In column C the
ad spend is raised to the power of the elasticity coefficient, with the symbol ^ indi-
cating a power function. Thus, 57.3 raised to the power of 0.1 equals 1.499. The sum-
mation of all of the values in column C is 12.677. Thus, following Equation 9.6, each
value in column C is divided by the summation of all values to yield, in column D,
predicted market shares for all 10 airlines. Of course, Equation 9.6 makes the sim-
plifying assumption that advertising is the sole determinant of market share. If
that were the case, then the market shares in column D should correlate strongly
with actual market shares. In fact, though not shown in Table 9.4, the correlation
between actual and predicted market shares is slightly over 0.5, which indicates
that advertising is an important determinant of shares in the airline industry.

Column E provides a new set of values that have been derived by assuming
that all elasticity coefficients remain equal at 0.1 with the exception of Delta’s,
which is 0.2. The assumption, in other words, is that Delta’s advertising is
“stronger” than its competitors’, due perhaps to more creative advertising content
or a novel and compelling ad message. If this in fact were the case, then predicted
market shares would look like those in column F. Note carefully that Delta’s pre-
dicted market share has increased by nearly four share points (from 11.2 to 15.1),
whereas the shares for all other airlines have declined by about one-half a share
point each. Delta’s gain (due to hypothetically superior advertising) has come at
the expense of its competitors.

In sum, this exercise has shown how it is possible to translate the idea
of advertising “strength” into numerical values by capitalizing on the concept of
advertising elasticity. Equation 9.6 is based on the simplifying assumption that
advertising alone influences market share, but, simplification aside, it enables us
to see the effect of creating better, more creative, and stronger advertising: namely,
stronger advertising vis-à-vis competitors’ efforts can lead to increased market
shares. The following two chapters will go into much greater detail in developing
the concept of advertising creativity and ad message strategies.

Summary

This chapter offered an introduction to advertising. First, advertising was defined
as a paid, mediated form of communication from an identifiable source that is
designed to persuade the receiver to take some action, either now or in the future.
We then looked at the magnitude of advertising in the United States and else-
where. For example, ad expenditures in the United States totaled approximately
$280 billion in 2005, and worldwide ad spending in the same year was slightly
over $550 billion. Also discussed in this context were advertising-to-sales ratios
for several illustrative product categories.

Next explored were the functions advertising performs, which include inform-
ing, influencing, reminding and increasing salience, adding value, and assisting
other company efforts. Following this, the advertising management process was
examined from the perspectives of clients. The role of advertising agencies then
was discussed, and methods of compensation were reviewed.
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A concluding section provided a detailed discussion of the arguments favor-
ing investment in advertising and counterarguments regarding circumstances
when it is advisable to disinvest. In the context of this discussion, considerable
attention was devoted to the issue of advertising versus pricing elasticities. It was
pointed out that sales volume is about 14.6 times more responsive, on average, to
changes in price than to changes in advertising. Though this would seem to sug-
gest that revenue is best grown by reducing prices rather than increasing ad
spending, the point was made that not all advertisers are “average” and not all
advertising situations are the same. Thus, whether increasing advertising or
reducing price is a better strategy depends entirely on the situation facing each
particular product category and competitor in that category. In conclusion we
examined the role of advertising expenditures and elasticity coefficients in deter-
mining market shares.

Discussion Questions
1. Describe circumstances when each of the five advertising functions described

in the chapter might be more important than the others.
2. Advertising is said to be an “investment in the brand equity bank,” but only if

the advertising is “strong.” Explain.
3. Provide two examples of usage expansion advertising other than those illus-

trated in the chapter.
4. Present arguments for and against using advertising agencies.
5. Ad agency compensation is increasingly turning to performance- or outcome-

based compensation. Explain how this form of ad agency compensation works
and why it potentially is superior to alternative methods of compensating ad
agencies.

6. Using Equations 9.1 through 9.3, explain the various means by which adver-
tising is capable of influencing a brand’s profitability.

7. In the context of the discussion of price and advertising elasticities, four situa-
tions were presented by comparing whether price or advertising elasticity is
stronger. Situation 2 was characterized as “build image via increased advertis-
ing.” In your own terms, explain why in this situation it is more profitable to
spend relatively more on advertising rather than reduce a brand’s price.

8. Research results were presented showing that sales volume is about 14.6 times
more responsive, on average, to changes in price than to changes in advertis-
ing. Explain exactly what this means for the brand manager of a brand who is
considering whether to grow sales by increasing advertising expenditures or
lowering the price.

9. Data in this same section indicated that nondurable goods (versus durables)
are relatively more responsive to price cuts than advertising increases. Offer
an explanation for this differential.

10. Show your understanding of Equation 9.6 and the data presented in Table 9.4 by
constructing a spreadsheet (using, for example, Microsoft Excel) and altering
the elasticity coefficients for different airlines. For example, just as Delta’s elas-
ticity coefficient was changed from 0.1 to 0.2 while holding all the others con-
stant at 0.1, you may want to vary the coefficient for, say, Southwest Airlines,
which for this particular year was by far the major investor in advertising.
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fascinating illustration of the creative process in

advertising. At the time of the Miss Clairol campaign,

there was no hair-coloring business. In fact, according

to Ms. Polykoff, at-home hair-coloring jobs invariably

turned out blotchy. Women were ashamed to color

their own hair at home. A product that provided a

natural look stood a strong chance of being accepted,

but women would have to be convinced that an

advertised hair-coloring product would, in fact, give

them that highly desired natural look.

Shirley Polykoff explains the background of the

famous advertising line that convinced

women Miss Clairol would

produce a natural

look.

In 1933, just before

I was married, my hus-

band had taken me to meet the

woman who would become my mother-in-law. When

we got in the car after dinner, I asked him, “How’d

I do? Did your mother like me?” and he told me his

mother had said, “She paints her hair, doesn’t she?”

He asked me, “Well, do you?” It became a joke

between my husband and me; anytime we saw

someone who was stunning or attractive we’d say,

“Does she, or doesn’t she?” Twenty years later [at the

time she was working on the Miss Clairol account],

I was walking down Park Avenue talking out loud to

myself, because I have to hear what I write. The phrase

came into my mind again. Suddenly, I realized, “That’s

it. That’s the campaign.” I knew that [a competitive

advertising agency] couldn’t find anything better.

CHAPTER 10

Creating Effective and Creative
Advertising Messages

Like everything else in life, the concept of “advertising

quality” has a statistical distribution. That is, most ads

are of average quality, not really bad or very good, and

then at the extremes of the distribution are ads that are

really bad or exceptionally good. Some ads, though

relatively few, are so dreadful that we almost want to

gag when seeing or hearing them. Then, at the

opposite end of the ad-quality distribution, are a small

number of fabulous advertisements. Following are

descriptions of two advertisements that many

advertising pundits would regard as among the best

advertising executions of all time.

Miss Clairol: “Does

She . . . or Doesn’t

She?” Imagine

yourself employed as a

copywriter in a New York

advertising agency in 1955. You have just

been assigned creative responsibility for a product that

heretofore (as of 1955) had not been nationally

marketed or advertised. The product: hair coloring. The

brand: Miss Clairol. Your task: devise a creative strategy

that will convince millions of American women to

purchase Miss Clairol hair coloring—at the time called

Hair Color Bath. This challenge occurred, by the way, in

a cultural context where it was considered patently

inappropriate for respectable women to smoke in

public, wear long pants, or color their hair.

The person actually assigned this task was Shirley

Polykoff, a copywriter for the Foote, Cone & Belding

agency. Her story of how she came up with the famous

line “Does she . . . or doesn’t she?” provides a

Marcom Challenge: 
Two of the Greatest Ads in the 

History of Advertising



C H A P T E R  O B J E C T I V E S

1
Appreciate the factors that promote effective 

and creative advertising.

2
Understand a five-step program used 
in formulating advertising strategy.

3
Describe the features of a creative brief.

4
Explain alternative creative styles that play a role 

in the development of advertising messages.

5
Understand the concept of means-end chains 

and their role in advertising strategy.

6
Appreciate the MECCAS model and its role 

in guiding message formulation.

7
Describe the laddering method that provides 

the data used in constructing a MECCAS model.

8
Recognize the role of corporate image 

and issue advertising.

©
 Susan Van Etten

I knew that immediately. When you’re young, you’re very

sure about everything.1

The advertising line “Does she . . . or doesn’t she?”

actually was followed with the tag line “Hair color

so natural only her hairdresser knows for sure!” The

headline grabbed the reader’s attention, whereas the tag

line promised a conclusive benefit: the product works

so well that only an expert would recognize that the

at-home application was not performed at a beauty

salon. This brilliant advertising persuaded millions of

American women to become product users and led to

dramatically increased sales of Miss Clairol.2

Macintosh Computer: “1984” Apple Computer

had just developed the world’s most user-friendly com-

puter and needed break-through advertising to introduce

its new Macintosh brand, which was a revolution in

computing technology. Steve Jobs, the co-founder of

Apple, who was only 29 at the time of the Macintosh 
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introduction, instructed his advertising agency, Chiat/Day, to create an explosive
television commercial that would portray the Macintosh as a truly revolutionary
machine. The creative people at Chiat/Day faced a challenging task, especially
since Macintosh’s main competitor was the powerful and much larger “Big Blue”
(IBM). (In 1984, Compaq, Dell, and Gateway were nonexistent. It was only Apple
versus IBM in the personal computer business, and IBM was the well-established
leader known for its corporate computers.) However, Chiat/Day produced a com-
mercial in which IBM was obliquely caricatured as the much-despised and feared
institution reminiscent of the Big Brother theme in George Orwell’s book 1984. (In
the book, political power is controlled by Big Brother, and individual dignity and
freedom are superseded by political conformity.) The one-minute commercial cre-
ated in this context, dubbed “1984,” was run during the Super Bowl XVIII on
January 22, 1984, and was never repeated on commercial television. This was not
because it was ineffective; to the contrary, its incredible word-of-mouth-producing
impact negated the need for repeat showings.

The commercial . . . opens on a room of zombie-like citizens staring at a huge screen where
Big Brother is spewing a relentless cant about “information purification . . . unprincipled
dissemination of facts” and “unification of thought.”

Against this ominous backdrop, a woman in athletic wear [a white jersey top and
bright red running shorts, which was the only primary color in the commercial] runs in
and hurls a sledgehammer into the screen, causing a cataclysmic explosion that shatters
Big Brother. Then the message flashes on the TV screen: “On January 24th, Apple
Computer will introduce Macintosh. And you’ll see why 1984 won’t be like ‘1984.’”3

This remarkable advertising is considered by some to be the greatest TV com-
mercial ever made.4 It grabbed attention; it broke through the clutter of the many
commercials aired during the Super Bowl; it was memorable; it was discussed by
millions of people; and, ultimately, it played an instrumental role in selling truck-
loads of Macintosh computers. Moreover, it created a unique image for the Mac
(short for Macintosh) as described adroitly by one observer.

The Mac is female. Conversely, IBM must be male. IBM is not just male, it is Big Brother
male. And Apple is not just female, but New Female. She is strong, athletic, independent,
and, most important, liberated. After all, that’s what the young athlete is all about. She is,
in terms of the 1980s, empowerment and freedom.5

Overview

Advertisers in most product categories, including B2B as well as B2C, generally con-
front an advertising context where audiences are continually bombarded by adver-
tisements. This state of affairs, referred to as advertising clutter, means that ad
messages must be sufficiently creative to gain the receiver’s attention and accom-
plish even more ambitious goals such as enhancing brand images and motivating
prospects to purchase advertised products. The present chapter, which is the first of
two to examine the message aspect of advertising, surveys questions such as these:
What is advertising creativity? What makes a good advertising message? What are
the different types of creative styles, and when and why is each used? What kind of
research can be performed as a prelude to developing effective advertising?

First addressed in the chapter is the matter of what makes effective advertising
and the related subject of creative advertising. Next covered is the process under-
lying the formulation of advertising strategy. A third section describes various
forms of creative approaches that are widely used by advertising practitioners. A
following topic is the concept of means-end chains as a mechanism for bridging
the advertiser’s creative process with the values that drive consumers’ product
and brand choices. Finally, the discussion moves away from brand-oriented
advertising and examines corporate image and issue advertising.



Creating Effective Advertising

Having in the previous chapter provided an overview of advertising agencies, the
creators of advertisements, we turn now to the issue of how the advertising
agency and client work together to develop effective advertising campaigns. No
simple answer is possible, but toward this end we first must attempt to under-
stand the meaning of effective advertising. It is easy, in one sense, to define effective
advertising: advertising is effective if it accomplishes the advertiser’s objectives.
This perspective defines effectiveness from the output side, or in terms of what it
accomplishes. It is much more difficult to define effective advertising from an
input perspective, or in terms of the composition of the advertisement itself. There
are many viewpoints on this issue. Practitioners are broadly split on the matter.
For example, a practitioner of direct-mail advertising probably has a different
opinion about what constitutes effective advertising than would have Shirley
Polykoff, the creator of the Miss Clairol campaign, or Steve Hayden, the inspira-
tional source behind the “1984” Macintosh commercial.

Although it is impractical to provide a singular, all-purpose definition of what
constitutes effective advertising, it is possible to talk about general characteristics.6 At a
minimum, good (or effective) advertising satisfies the following considerations:

1. It must extend from sound marketing strategy. Advertising can be effective only if
it is compatible with other elements of an integrated and well-orchestrated
marcom strategy.

2. Effective advertising must take the consumer’s view. Consumers buy product bene-
fits, not attributes. Therefore, advertising must be stated in a way that relates to
the consumer’s—rather than the marketer’s—needs, wants, and values. An
advertising practitioner who specializes in creative thinking has stated the issue
in these terms: “Consumers don’t want to be bombarded with ads—they want
to be inspired by ideas that will change their lives. Ads create transactions. Ideas
create transformations. Ads reflect our culture, ideas imagine our future.”7

3. Advertising must find a unique way to break through the clutter. Advertisers contin-
ually compete with competitors for the consumer’s attention. This is no small
task considering the massive number of print advertisements, broadcast com-
mercials, Internet ads, and other sources of information available daily to con-
sumers. Indeed, the situation in television advertising has been characterized
as “audiovisual wallpaper”—a sarcastic implication that consumers pay just
about as much attention to commercials as they do to the detail in their wallpa-
per after seeing it for years.8

4. Good advertising should never promise more than it can deliver. This point speaks
for itself, both in terms of ethics and in terms of smart business sense.
Consumers learn quickly when they have been deceived and will resent the
advertiser. In short, effective advertising does not promise more that the
advertised product is capable of delivering.

5. Good advertising prevents the creative idea from overwhelming the strategy. The pur-
pose of advertising is to inform and ultimately sell products; the purpose is not to
be creative merely for the sake of being clever. It is claimed, though perhaps not
fairly, that advertising agencies place excessive emphasis on winning awards at
the various ceremonies conducted annually by the ad industry—for example,
the Cannes Lions International Advertising Festival in France, the London Inter-
national Advertising Awards, and the Clio Awards in the United States.

The Role of Creativity
Effective advertising is usually creative. Most memorable advertisements
make their selling points in an entertaining, creative fashion. But what is
creativity? Unfortunately, there is no simple answer to this elusive aspect of
advertising.9 There is some agreement, however, that creative ads share two

JOB OUTLOOK
The creative director oversees
the copy chief, art director, and
associated staff in developing
subject matter and presentation
of advertising. College grad-uates with related experience,

a high level of creativity, andstrong communication skillsshould have the best job oppor-
tunities. (Occupational Outlook
Handbook, 2004–05 Edition,U.S. DOL, http://www.bls.gov/

oco/home.htm)
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features: originality and appropriateness.10 First, an ad is original in the sense that
the methods, techniques, and copy are novel for the product category in question.
That is, an original ad is somehow out of the ordinary; it differentiates itself from
the mass of mediocre advertisements. Advertising that is the same as most other
advertising is unable to break through the competitive clutter and grab the con-
sumer’s attention. However, originality alone is insufficient. In an entirely differ-
ent context but nonetheless applicable to advertising, jazz musician Charlie
Mingus captured this same idea when stating, “Creativity is more than just being
different. Anybody can play weird, that’s easy. What’s hard is to be as simple as
Bach. Making the simple complicated is commonplace, making the complicated
simple, awesomely simple, that’s creativity.”11

The second facet of ad creativity, appropriateness, means that an advertisement
must offer a useful solution to a marketing problem. In an advertising context, the
problem, or challenge, is one of achieving objectives such as increasing sales by a
specified percentage. An ad that is original but not appropriate may win awards
in advertising competitions but will be unlikely to “move the sales dial” by any
substantive degree. Creative ads are original while at the same time being useful
given the imperatives facing a brand at the time an ad campaign is initiated.

It is easier to give examples of creative advertising than to exactly define it. In
addition to the highly creative (and effective!) advertisements presented in the
Marcom Challenge, the following examples illustrate advertising campaigns that, in
the author’s opinion, register high marks on both the originality and appropriate-
ness facets of creativity:

• American Family Life Assurance Company—Until the early 2000s, a supple-
mentary insurance company named Aflac was anything but a household
name. In fact, that was the problem: despite having invested heavily in adver-
tising for a number of years, most consumers had never heard the name Aflac
or little remembered it. Aflac’s chief executive officer and chairman knew that
a creative advertising campaign was needed to generate the necessary level of
brand awareness and recall. Hired for this purpose was, at the time, a little
known ad agency—the Kaplan Thaler Group. The creative team assigned to
the project generated many ideas for a campaign, but after weeks of creative
effort none passed the key test of whether consumers would remember the
company for whom the advertising was undertaken.

Just days before the deadline, a member of the creative team took a long
walk during his lunch break and started repeating the name, Aflac, out loud.
After hearing himself repeat the name over and over, it dawned on him that he
sounded like a quacking duck. With great excitement he returned to his office
and, along with his creative teammate, quickly wrote the first spot for an Aflac
commercial featuring the now-famous “spokesduck.” This creative insight ini-
tiated one of advertising’s most heralded ad campaigns. Many readers of this
text no doubt will recall seeing different Aflac executions, all of which use
humor in portraying a frustrated duck that never seems to be noticed.
Incorporated seamlessly into dialogue about supplemental insurance in each
ad execution, the unnoticed duck simply exclaims, “Aflac!!” in response to
questions such as what is supplemental insurance? and what is it called? The
ad campaign registered incredible results from its inception and has increased
Aflac’s sales by over 50 percent!12

• Nike—Sports shoe and apparel company, Nike, and its advertising agency,
Wieden + Kennedy, are known for their original and often captivating advertis-
ing. This was typified in 2004 when Wieden + Kennedy created an absorbing
campaign for Nike. Professional athletes were shown in various executions
playing hockey, volleyball, baseball, bowling, boxing, and so on. You might be
wondering, what’s the big deal, hundreds of commercials for sporting goods
have done the same thing? The brilliance in these ads was the nifty juxtaposi-
tion of famous athletes with sports other than those for which they are known.
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For example, tennis player Andre Agassi was portrayed playing baseball; quar-
terback Michael Vick was shown as a hockey player par excellence; six-time
Tour de France winner Lance Armstrong was portrayed as an accomplished
boxer; baseball pitcher Randy Johnson looked like a professional bowler; and
tennis player Serena Williams was shown making a vicious serve in volleyball.
As with other Nike commercials, this campaign made the nuanced point that
Nike, like the famous athletes who endorse its products, is somehow special
and out of the ordinary.13

• Honda U.K.—The remarkable engineering that goes into an automobile, the
Honda Accord in particular, was celebrated in a two-minute TV commercial
introduced in the United Kingdom. The commercial, titled “Cog,” itself repre-
sented a mechanical wonder and supposedly required over 600 takes before
perfection was achieved. Later downloaded to the Internet, the commercial
illustrated through a painstaking sequence of events various automobile parts
being synchronized in a chain of events reminiscent of watching a kinetic
sculpture where a ball rolls down a slide, drops in a tube, spins onto a shelf,
flips into a basket, and eventually arrives at the bottom. The advertisement
was intended to demonstrate to consumers all the parts and technological
marvels that go into making a Honda Accord. Garrison Keillor, the emcee of
the American radio program Prairie Home Companion, provided the offscreen
voice that served to make sense of the intricate visual action in the commercial
when simply intoning, “Isn’t it nice when things just work?” The “Cog” com-
mercial is clearly the stuff of advertising legend.

• The Apple iPod is a portable digital audio player much in demand by con-
sumers who enjoy listening to music while on the go. With its ability to hold
thousands of songs, iPod owners can listen to their favorite tunes whenever
and wherever they choose, and without disturbing others—as in the past when
people hauled boom boxes around on their shoulders. Although the product is
technologically advanced, TV commercials for the iPod were simple in design
yet highly creative. Every execution in the iPod campaign featured silhouetted
figures against neon backgrounds holding iPods, listening and gyrating to
music. The creativity of these ads was due largely to the simplicity of design
and the differentiation from typical commercials where identifiable individuals
(not silhouetted figures) are shown using products and engaged in dialogue.
See Figure 10.1 for an illustration of a silhouetted figure in an iPod commercial.

Advertising Successes and Mistakes
The foregoing discussion has described general features of effective and creative
advertising and presented several illustrative campaigns. It will be useful at this
point to provide a conceptual framework that identifies the conditions under
which advertising campaigns are likely to be successes or failures. Figure 10.2
offers such a framework by conceptualizing advertising’s impact as extending
from a combination of message convincingness and execution quality.14

An advertising message can be thought of as pro-
viding the reader, viewer, or listener with a value
proposition. A value proposition is the essence of a
message and the reward to the consumer for invest-
ing his or her time attending to an advertisement.
The reward may come in the form of needed infor-
mation about a brand or may simply represent an
enjoyable experience, such as tens of thousands of
people obtained when viewing the “Cog” commer-
cial. Research indicates that starting with a strong
selling proposition substantially increases the odds
of creating effective advertisements.15
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However, though having a convincing message is a necessary condition for
creating an effective advertisement, it is insufficient. As shown in Figure 10.2, the
ad also must be executed effectively. Hence, advertising messages can be conceptu-
alized in terms of a fourfold classification based on whether value propositions are
convincing or unconvincing and if agency executions of these propositions are
effective or ineffective: (1) successful campaigns, (2) marketing mistakes, (3) agency
mistakes, and (4) complete disasters.

Successful Campaigns. Successful advertising campaigns arise from a com-
bination of having a message founded on a convincing value proposition and an
effective (i.e., interesting and engaging) execution. In short, successful campaigns
communicate meaningful value propositions in an effective way. Both the brand
management team (client side) and the creative team (agency side) have done
their work well in this situation.
Marketing Mistakes. The advertising agency may come up with a good, creative
execution, but this cannot make up for the absence of a convincing value propo-
sition. Marketing mistakes result from brand management’s failure to identify a
meaningful value proposition that distinguishes the brand from competitive
offerings. A bad idea well executed is nonetheless a mistake. An ad agency may
be fired when a campaign does not meet expectations, but the fault in this case
resides with the brand management team for failing to provide the ad agency
with good raw material to work with.
Agency Mistakes. This form of failed ad campaign is due to the ad agency’s
inability to design an effective execution, even though its brand management
client has presented it with a value proposition that should have represented a
convincing message. This situation, in short, represents a good idea that has
been blown, “defeat stolen from the jaws of victory.”
Complete Disasters. Poor value propositions and mediocre executions are the
stuff of advertising disasters. Responsibility for failure is evenly distributed
between the brand management and creative teams. Disasters can be avoided
by conducting research that pretests both the proposition and the executional
strategy prior to ever printing or airing a final advertisement. More will be said
later about the importance of performing research as input into creative decisions.

How can an agency or its client know in advance—that is, prior to printing or
airing an advertisement—whether it is likely to be successful? First, research that
examines consumers’ product-related needs, expectations, and past experiences
should provide the brand manager with a good idea about the likely effectiveness
of a particular value proposition. Many advertising agencies in the United
Kingdom, the United States, and elsewhere include a position in their organiza-
tions called account planning. Although the job specifics vary somewhat from
agency to agency, account planners represent the voice of the customer. Customer
research, often of a qualitative nature, is interpreted by account planners and
becomes key input into creative advertising development.16 Second, execution
effectiveness can be judged by pretesting advertisements before actually initiating
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an advertising campaign. Chapter 12 will discuss in detail methods to assess mes-
sage and execution effectiveness.

Advertising Plans and Strategy

Advertising messages can be developed in an ad hoc fashion without much fore-
thought, or they can be created systematically. Advertising plans provide the
framework for the systematic execution of advertising strategies. To appreciate
the role of an advertising plan, imagine a soccer team approaching an upcoming
game without any idea of how it is going to execute its offense or defense. Without
a game plan, the team would have to play in the same spontaneous fashion as do
players in a pickup game. Under such circumstances there would be numerous
missed assignments and overall misexecution. The team likely would lose unless
they played a badly mismatched opponent.

So it is with advertising. Companies compete against opponents who gener-
ally are well prepared. This means that a firm must enter the advertising “game”
with a clear plan in mind. An advertising plan evaluates a brand’s advertising his-
tory, proposes where the next period’s advertising should head, and justifies the
proposed strategy for maintaining or improving a brand’s competitive situation.

To put an advertising plan into action requires (1) careful evaluation of cus-
tomer behavior related to the brand, (2) detailed evaluation of the competition,
and (3) a coordinated effort to tie the proposed advertising program to the brand’s
overall marcom strategy. Because an advertising plan involves a number of steps
and details that are beyond the scope of this chapter, attention in this chapter will
focus just on the all-important strategy aspect of planning. Advertising strategy
is what the advertiser says about the brand being advertised. It is the formulation
of an advertising message that communicates the brand’s value proposition—its
primary benefit or how it can solve the consumer’s problem.

A Five-Step Program
Formulating an advertising strategy requires that the advertiser and its agency
undertake a formal process, such as the following five-step program:17

1. Specify the key fact from the customer’s viewpoint.
2. State the primary problem, or advertising issue, from brand management’s

perspective.
3. State the advertising objective.
4. Implement the creative message strategy.
5. Establish mandatory requirements.

Each step in the ad strategy process will be illustrated by considering an
advertising campaign undertaken by Holiday Inn, a hotel chain with over 1,000
hotels in the Americas and hundreds more in Europe, the Middle East, Africa, and
Asia. Holiday Inn was the first national hotel franchisee organization and the first
hotel company to advertise on television some 40 years ago.18 In a recent advertis-
ing effort to demonstrate how accommodating the chain is, a series of television
commercials featured an ensemble of a mom, dad, grandma, and quintessential
“slacker” (loveable, late-30s Mark), who rather than being out on his own gain-
fully employed instead lives with his family while supposedly attempting to run a
start-up. The various campaign executions featured the slacker making requests
from his family for special amenities such as a better bedroom, a fax machine,
reward points, and so forth. The coup de grace in every execution was a family
member exclaiming, “What do you think this is, a Holiday Inn?” The implication
from these hilarious executions is clear: Holiday Inn gives its customers special
treatment—the sort expected by the slacker but withheld by his family.
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Step 1: Specify the Key Fact
The key fact in an advertising strategy is a single-minded statement from the con-
sumer’s point of view that identifies why consumers are or are not purchasing the
product, service, or brand or are not giving it proper consideration.

Research performed for Holiday Inn undoubtedly revealed that many con-
sumers perceived this hotel chain as offering limited amenities in comparison to
other similarly priced hotel chains. This perception had to be overcome in order to
increase the number of business travelers and family vacationers choosing
Holiday Inns over competitive chains.19

Step 2: State the Primary Problem
Extending from the key fact, this step states the problem from the brand manage-
ment’s point of view. The primary problem may be an image problem, a product
perception issue, or a competitive weakness.

Holiday Inn needed to improve its image and change the erroneous percep-
tion that it offers fewer amenities (such as kids staying free, in-room restaurant
service, reward points, etc.) than competitive hotel chains.

Step 3: State the Communications Objective
This is a straightforward statement about what effect the advertising is intended to
have on the target market.

Holiday Inn’s advertising with slacker Mark and his family was not designed
to increase awareness of the Holiday Inn name. Most business travelers and fam-
ily vacationers are fully familiar with this hotel chain that has been in business for
over 50 years. Rather, the objective was to clarify misconceptions about the
chain—namely, that it does not offer a full range of services—and to increase room
occupancy rates.

Step 4: Implement the Creative Message Strategy
Creative message strategy, sometimes also called the creative platform, represents
the guts of the overall advertising strategy. The creative platform for a brand is
summarized in a single statement called a value proposition (see the previous sec-
tion) or positioning statement. A positioning statement is the key idea that encapsu-
lates what a brand is intended to stand for in its target market’s mind and with
consideration of how competitors have attempted to position their brands. As dis-
cussed back in Chapter 5, a positioning statement for a brand represents how we
want customers and prospects to think and feel about our brand. These thoughts
and feelings should stand out in comparison to competitive offerings and moti-
vate the customer or prospect to want to try our brand.

Implementing creative message strategy requires (1) defining the tar-
get market, (2) identifying the primary competition, (3) choosing the
positioning statement, and (4) offering reasons why.

Define the Target Market. You will recall from the discussion in
Chapter 4 that the target market for a brand’s advertising strategy and
related marketing program can be defined in terms of demographics,
geodemographics, psychographics, or product-usage characteristics
(behavior graphics).

Holiday Inn’s target market consists of two groups: (1) frequent busi-
ness travelers who cannot afford or wish not to pay higher prices at more
expensive hotel chains, but nonetheless desire a full range of services
unlike the limited offerings at inexpensive outlets; and (2) family vaca-
tioners who desire more amenities than those provided by the low-price
chains but also wish to economize on their lodging expenditures, includ-
ing free lodging for their children. Both groups likely are value-oriented
and consider it important to get their money’s worth when choosing
lodging outlets. Perhaps they also like to be pampered somewhat and
thus are receptive to a hotel that offers some amenities in comparison to
a no-frills, low-budget option.
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Identify the Primary Competition. Who are the primary competitors in
the segment the brand is attempting to tap, and what are their relative advantages
and disadvantages? Answering this question enables an advertiser to know
exactly how to position a brand against consumers’ perceptions of competitive
brands’ advantages and disadvantages.

Holiday Inn’s primary competitors likely are other mid-priced chains such as
Courtyard by Marriott, Best Western, and Radisson Hotels. Holiday Inn’s research
perhaps revealed that its target audience thought these competitive hotels offered
greater amenities.

Choose the Positioning Statement. This aspect of the creative platform,
as previously described, amounts to selecting a brand’s primary benefit or major
selling idea. In most cases, it is a direct or implicit promise in the form of a con-
sumer benefit or solution to a problem.

The primary benefit to business travelers and family vacationers is Holiday Inn’s
promise of a complete range of amenities comparable to those provided by other
mid-level hotels but far superior to the limited offerings of low-end lodging chains.

Offer Reasons Why. These are the facts supporting the positioning state-
ment. In some instances advertisers can back up advertising claims with factual
information that is relevant, informative, and interesting to consumers. Many times
it is impossible to prove or support the promise being made, such as when the
promise is symbolic or psychological. In these instances, advertisers turn to author-
ity figures, experts, or celebrities to support the implicit advertising promise.

Holiday Inn’s promise in the series of Mark-the-slacker commercials is that it
offers all the services most any traveler would want when choosing a relatively
inexpensive hotel.

Step 5: Establish Mandatory Requirements
The final step in formulating an advertising strategy involves the mandatory
requirements that must be included in an ad. Mandatory requirements are those
imposed by corporate officers as a matter of policy and tradition or perhaps, in
some instances, due to regulatory dictates—for example, when advertising pre-
scription drugs to consumers, side effects must be listed. Non-regulatory manda-
tory requirements remind the advertiser to include, for example, the corporate
slogan or logo or a standard tag line at the bottom of a print ad or end of a com-
mercial. (See the IMC Focus for discussion of advertising slogans.)

In sum, advertising strategy lays out the details for the upcoming advertising
campaign. It insists on a disciplined approach to analyzing the brand, the con-
sumer, and the competition. A single-minded benefit, or positioning statement, is
the outcome. The strategy becomes a blueprint, road map, or guide to subsequent
advertising efforts. Every proposed tactical decision is evaluated in terms of
whether it is compatible with the strategy.

Constructing a Creative Brief
A systematic approach to creative advertising makes sense in theory, but ulti-
mately the people who write advertising copy and create visual imagery—so-
called creatives—must summon their full talents to develop effective advertising.
Creatives often complain that marketing research reports and other such direc-
tives excessively constrain their opportunities for full creative expression. On the
other hand, one cannot forget that advertising is a business with an obligation to
sell products. Even though research has shown that advertising copy is based on
copywriters’ own implicit theories of how advertising works on consumers, they
do not have the luxury to create for the mere sake of engaging in a creative pur-
suit.20 Their ultimate purpose is to write advertising copy that affects consumers’
expectations, attitudes, and eventually purchase behavior (sooner rather than
later, it is hoped).
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How Well Do You Know 
Advertising Slogans?

The work of copywriters and other creative advertising practitioners is directed
by a framework known as a creative brief, which is a document designed to chan-
nel copywriters’ and other creatives’ efforts toward a solution that will serve the
interests of the client. The term brief is used to mean that a client for an advertising
project (such as a brand management team) is informing, or briefing, an advertis-
ing agency of the client’s needs and expectations for a proposed advertising cam-
paign. The creative brief represents an informal pact between client and
advertising agency that represents agreement on what an advertising campaign is
intended to accomplish.

Slogans, or tag lines, have always played an important role in
advertising. Effective slogans encapsulate a brand’s key positioning
and value proposition and provide consumers with a memory 
tag for distinguishing one brand from another. Some slogans 
have been used with success for decades, 
as evidenced in the following list (A)
of what some would regard as 
the top slogans of modern market-
ing. See if you can match the slogan
with its company. (Answers are
provided at the bottom.)

These famous slogans aside, it appears that cur-
rent advertising slogans may be less effective, certainly less

memorable,
than are these famous 
slogans. A recent survey of 500 people 
determined that only 5 percent could correctly identify even 

half of the slogans in use by 29 advertisers.
Only 3 of 29 slogans were correctly

identified by more than 50 percent
of the surveyed respondents. 
The following table (B) presents 

the slogans, the companies or brands
using the slogans, and the percentages 

of correct identification.

i m c  f o c u s

Slogan
1. “A diamond is forever.” 6. “Good to the last drop.”
2. “Just do it.” 7. “Breakfast of Champions.”
3. “The pause that refreshes.” 8. “Does she . . . or doesn’t she?”
4. “Tastes great, less filling.” 9. “When it rains it pours.”
5. “We try harder.” 10. “Where’s the beef?”

Company
A. Maxwell House (1915)* F. Morton Salt (1911)
B. Wheaties (1935) G. Clairol (1964)
C. Wendy’s (1984) H. Coca-Cola (1929)
D. De Beers (1950) I. Avis (1962)
E. Miller Lite (1974) J. Nike (1988)

Percentage 
Company Correct 
or Brand Slogan Identification
Allstate “You’re in good hands.” 87%
State Farm “Like a good neighbor.” 70
Wal-Mart “Always low price. Always.” 67
General Electric “We bring good things to life.” 39
Sprite “Obey your thirst.” 35
Taco Bell “Think outside the bun.” 34
McDonald’s “I’m loving it.” 33
Capital One “What’s in your wallet?” 27
Gatorade “Is it in you?” 19
Chevrolet “An American revolution.” 17
J. C. Penney “It’s all inside.” 15
Nissan “Shift.” 12
Toyota “Get the feeling.” 11
Budweiser “True.” 10
Sierra Mist “Yeah, it’s kinda like that.” 6

(A)

*Slogan’s date of inception

(A) Answers: 1, D; 2, J; 3, H; 4, E; 5, I; 6, A; 7, B; 8, G; 9, F; 10, C.

(B)

SOURCES: The table of matching slogans is from Deborah L. Vence, “The Test of Time,” Marketing News, December 15, 2004, 8–9. The table with 29 brand slogans is from Becky
Ebenkamp, “Slogans’ Heroes, Zeroes,” Brandweek, October 25, 2004, 17.

Percentage 
Company Correct 
or Brand Slogan Identification
Coca-Cola “Real.” 5
Dr Pepper “Be you.” 5
General Electric “Imagination at work.” 5
Heineken “It’s all about the beer.” 4
Michelob Ultra “Lose the carbs. Not the taste.” 4
Sears “Good life. Great price.” 4
Chrysler “Inspiration comes standard.” 3
Corona “Miles away from ordinary.” 3
Arby’s “What are you eating today?” 2
Miller “Good call.” 1
Buick “The sprit of American style.” 1
Kmart “Right here, right now.” 1
Staples “That was easy.” 0
Wendy’s “It’s better here.” 0



Although creative briefs vary in terms of their degree of specificity, most briefs
would minimally include requests for answers to the following questions:

Background. The initial question that must be addressed is What is the back-
ground to this job? The answer to this question requires a brief explanation regarding
why the advertising agency is being asked to perform a certain advertising job.
What is it that the client wishes to achieve with the campaign? For example, the pur-
pose may be to launch a new brand, gain back lost sales from a competitor, or intro-
duce a new version of an established product. Part of the background explanation
would include analyses of the competitive environment and cultural dynamics
related to the product category that could influence the brand’s success potential.

Target Audience. Whom do we need to reach with the ad campaign? This is a
precise description of the exemplary target market. With knowledge of the behav-
iorgraphic, psychographic, demographic, or geodemographic characteristics of
the intended customer (see Chapter 4), creatives have a specific target at which to
direct their efforts. This is as essential in advertising as it is in certain athletic
events. For example, the late golf sage Harvey Penick offered the following advice
to pupils trying to improve their golf games: “Once you address the golf ball, hit-
ting it has got to be the most important thing in your life at that moment. Shut out
all thoughts other than picking out a target and taking dead aim at it.”21 His point
to golfers about taking “dead aim” is also applicable to advertising creatives: you
can’t hit a target unless you know where to aim!

Thoughts and Feelings. What do members of the target audience currently think
and feel about our brand? Here is where research and account planning are needed
as the foundation for the advertising job. The advice here is to perform research
prior to developing creative advertisements. With the assistance of account plan-
ners in interpreting research results, ad creatives are then prepared to design
research-based advertising that speaks to the target audience in terms of their
known thoughts and feelings about the brand rather than relying on mere suppo-
sitions. Sure, effective ads can be created absent any formal research (recall the
Aflac ad and how it came about); however, the odds of success are much
improved if formal research precedes creative activity.

Objectives and Measures. What do we want the target audience to think or feel
about the brand, and what measurable effects is the advertising designed to accomplish?
This guideline simply reminds everyone what the client wants the advertising to
accomplish. It calls for a short statement about the crucial feelings or thoughts that
the advertisement should evoke in its intended audience. For example, the ad
might be designed to move the audience emotionally, to make them feel deserving
of a better lifestyle, or to get them to feel anxious about a currently unsafe course
of behavior. Is there a current perception that needs to be changed? For example, if
a large number of consumers in the target market consider the brand overpriced,
how can we change that perception and convince them that the brand actually is a
good value due to its superior quality? Knowing this, creatives can then design
appropriate advertisements to achieve that objective. Given multiple objectives, it
is desirable to prioritize them from most to least important.

Also, though not a typical practice in the ad industry when constructing cre-
ative briefs, it is desirable to indicate not only what objectives are to be accom-
plished but also how achievement of these objectives will be measured. By
specifying measures in advance, client and agency are on the proverbial same
page when follow-up research is performed to assess whether the advertising
campaign has actually accomplished what it was designed to do.22

Behavioral Outcome. What do we want the target audience to do? Beyond
thoughts and feelings, this guideline focuses on the specific action that the
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advertising campaign is designed to motivate in the target audience. The advertis-
ing might be intended to get prospects to request further information, to go online
to participate in a sweepstake or contest, to contact a salesperson, or to go to a retail
outlet within the next week to take advantage of a limited-time sales opportunity.

Positioning. What is the brand positioning? Copywriters are reminded that
their creative work must reflect the brand’s positioning statement. The brand
management team must clearly articulate the brand’s meaning, or what it is to
stand for in the audience’s collective mind.

Message and Medium. What general message is to be created and what medium
is most appropriate for reaching the target audience? This guideline identifies the most
differentiating and motivating message about the brand that can be delivered to
the target audience. It should focus on brand benefits rather than product features.
Because credibility and believability are key to getting the audience to accept the
message proposition, this section of the creative brief supports the proposition
with evidence about product features that back up the claimed benefits. Copy-
writers are required to work within this context but still have the freedom to be
creative. With respect to the appropriate medium, it is the client’s job in concert
with the ad agency to identify what medium (or media) is (are) best for reaching the
target audience. Creatives are told exactly what they are being asked to produce—
perhaps a series of TV commercials along with supporting magazine ads.

Strategy. What is the strategy? The response to this question articulates a spe-
cific advertising strategy to accomplish the job. This strategy statement gives
copywriters an understanding of how their creative work must fit into an overall
marcom strategy that includes elements other than advertising. For example, the
strategy statement may indicate that in addition to advertising, a new brand will
be launched with a series of major events, an aggressive buzz-building campaign,
and online promotions to encourage consumer trial.

Nitty-Gritty Details. When and how much? This section of a creative brief
identifies the deadline for when the advertising job is to be presented to the client
for approval and specifies the budget for production of creative deliverables such
as finished TV commercials.

In sum, the creative brief is a document prepared by a brand management team
(the client) perhaps working with an advertising agency’s account executive and is
intended to both inspire creatives and channel their efforts. A truly valuable cre-
ative brief requires that the document be developed with a full understanding of
the client’s advertising needs. It also necessitates the acquisition of market research
data that inform the agency about the competitive environment and about con-
sumers’ current perceptions of the to-be-advertised brand and its competition.

Alternative Styles 
of Creative Advertising

By the very nature of advertising and the process that goes into message develop-
ment, there are innumerable ways to devise creative advertisements.23 Several rel-
atively distinct creative styles have evolved over the years and represent the bulk
of contemporary advertising.24 Table 10.1 summarizes six styles and groups them
into three categories: functionally oriented, symbolically or experientially ori-
ented, and product category dominance.

The student may recall the discussion of positioning in Chapter 5 in which dis-
tinctions were made among functional, symbolic, and experiential needs or bene-
fits. These same distinctions are maintained in the present explanation of different
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styles of creative advertising. Functionally oriented advertising appeals to con-
sumers’ needs for tangible, physical, and concrete benefits. Symbolically or experi-
entially oriented advertising strategies are directed at psychosocial needs. The
category-dominance strategies (generic and preemptive in Table 10.1) do not neces-
sarily use any particular type of appeal to consumers but are designed to achieve
an advantage over competitors in the same product category. Finally, it is impor-
tant to note that, as is the case with most categorization schemes, the alternative
styles covered in the following sections sometimes have “fuzzy borders” when
applied to specific advertising executions. In other words, distinctions are some-
times very fine rather than perfectly obvious, and a particular advertising execu-
tion may simultaneously use multiple creative approaches.

Unique Selling Proposition Creative Style
With the unique selling proposition (USP) style, an advertiser makes a superior-
ity claim based on a unique product attribute that represents a meaningful, distinc-
tive consumer benefit. The main feature of USP advertising is identifying an
important difference that makes a brand unique and then developing an advertis-
ing claim that competitors either cannot make or have chosen not to make. The
translation of the unique product feature into a relevant consumer benefit pro-
vides the USP. The USP approach is best suited for a company with a brand that
possesses a relatively lasting competitive advantage, such as a maker of a techni-
cally complex item or a provider of a sophisticated service.

The Gillette Sensor razor used a USP when claiming that it is “the only razor that
senses and adjusts to the individual needs of your face.” The Dodge Caravan had a
USP, if only temporarily, when it was able to claim that it was “the first and the
only minivan with a driver’s air bag.” NicoDerm CQ’s USP is contained in the
claim that this product is the only nicotine patch “you can wear for 24 hours.” An
Allegra advertisement included a USP in its claim that “only Allegra has fexofena-
dine for effective nondrowsy relief of seasonal allergy symptoms.” Prescription
drug Flonase uses a comparative advertising method (more of which will be dis-
cussed in the following chapter) in claiming that only it—but not Zyrtec, Clarinex,
Claritin, or Allegra—is “approved [by the Food and Drug Administration] to relieve
nasal symptoms caused by indoor allergies, outdoor allergies and nonallergic irri-
tants.” Dyson is promoted as the only vacuum cleaner “not to lose suction.”

In many respects the USP style is the optimum creative technique, because it
gives the consumer a clearly differentiated reason for selecting the advertiser’s
brand over competitive offerings. If a brand has a truly meaningful advantage over
competitive offerings, then advertising should exploit that advantage. The only
reason USP advertising is not used more often is that brands in many product cate-
gories are pretty much homogeneous, or at parity with one another. They have no
unique physical advantages to advertise and therefore are forced to use strategies
favoring the more symbolic, psychological end of the strategy continuum.

Brand Image Creative Style
Whereas the USP strategy is based on promoting physical and functional differ-
ences between the advertiser’s brand and competitive offerings, the brand image
style involves psychosocial, rather than physical differentiation. Advertising
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Styles of Creative Advertising
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Orientation Orientation Orientation

• Unique selling proposition • Brand image • Generic
• Resonance • Preemptive
• Emotional



attempts to develop an image or identity for a brand by associating the brand with
symbols. In imbuing a brand with an image, advertisers draw meaning from the
culturally constituted world (that is, the world of artifacts and symbols) and trans-
fer that meaning to their brands. In effect, the well-known properties of the every-
day world come to reside in the unknown properties of the advertised brand.25

Developing an image through advertising amounts to giving a brand a dis-
tinct identity, or personality. This is especially important for brands that compete in
product categories where there is little physical differentiation and all brands are
relatively homogeneous (bottled water, soft drinks, cigarettes, blue jeans, etc.).
Thus, Pepsi at one time was referred to as the soft drink for the “new generation.”
Mountain Dew has consistently presented itself as a hip, outrageous brand for
teens. The quintessential case of brand image advertising is perhaps the Marlboro
cigarette campaign, which has been ongoing for a half century. This campaign is
replete with images of cowboys. The cowboy—iconic of open ranges, freedom,
and individuality—has by virtue of the advertising campaign become attached to
the Marlboro brand, which now has acquired some of the meaning represented in
the cowboy image itself. Cowboys are equated with freedom and individuality;
Marlboro is equated with cowboys; hence, by association, Marlboro itself has
come to represent the qualities of the cowboy life.

Brand image advertising is transformational (versus informational) in character.
That is, transformational advertising associates the experience of using an adver-
tised brand with a unique set of psychological characteristics that typically would
not be associated with the brand experience to the same degree without exposure to
the advertisement. Such advertising is transforming (versus informing) by virtue of
endowing brand usage with a particular experience that is different from using any
similar brand. As the result of repeated advertising, the brand becomes associated
with its advertising and the people, scenes, or events in those advertisements.26

Transformational advertisements contain two notable characteristics: (1) they make
the experience of using the brand richer, warmer, more exciting, or more enjoyable
than what would be the case based solely on an objective description of the brand,
and (2) they connect the experience of using the brand so tightly with the experience
of the advertisement that consumers cannot remember the brand without recalling
the advertising experience. Marlboro cigarettes and cowboys, for example, are
inextricably woven together in many consumers’ cognitive structures.27 Guinness
beer and Michael Power also are inseparable in African consumers’ minds. (See
the Global Focus for discussion of the Michael Power advertising campaign.)

Resonance Creative Style
When used in an advertising context, the term resonance is analogous to the phys-
ical notion of noise resounding off an object. In a similar fashion, an advertisement
resonates (patterns) the audience’s life experiences. A resonant advertising strategy
extends from psychographic research and structures an advertising campaign to
pattern the prevailing lifestyle orientation of the intended market segment.

Resonant advertising does not focus on product claims or brand images but
rather seeks to present circumstances or situations that find counterparts in the
real or imagined experiences of the target audience. Advertising based on this
strategy attempts to match “patterns” in an advertisement with the target audi-
ence’s stored experiences. For example, Unilever’s Dove brand of soap introduced
a campaign that associated the brand with “real” women—that is, actual women
who are gray, freckled, wrinkled, plump, and imperfect, but nonetheless beauti-
ful—rather than as highly attractive models who are depicted in ads without
imperfections and whose beauty is typically unachievable. The imperfections of
real women resonate with the target audience who better identify with flawed
than flawless beauty insofar as the former is real but the latter manufactured.

Another advertisement that illustrates the use of resonance is one for Quick-
Step laminate floors that shows a typical family of four seated at a kitchen table,
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with none of their feet touching the floor. The exaggeration of actual sitting behavior
is designed to convey the notion that families with hardwood floors are continually
concerned about scratching the surface varnish or denting the wood. Quick-Step
laminate floors are touted as “unlike hardwoods” in their ability to “stand up to
the wear and tear of everyday living.” The ad thus patterns everyday experiences
by relating to people’s uneasiness about damaging their home flooring.

Emotional Creative Style
Emotional advertising is the third form of symbolically or
experientially oriented advertising. Much contemporary
advertising aims to reach the consumer at a visceral level
through the use of emotional strategy.28 Many advertising
practitioners and scholars recognize that products often
are bought on the basis of emotional factors and that
appeals to emotion can be very successful if used appro-
priately and with the right brands. The use of emotion in
advertising runs the gamut of positive and negative emo-
tions, including appeals to romance, nostalgia, compas-
sion, excitement, joy, fear, guilt, disgust, and regret.29 The
following chapter will treat several of these emotions—
humor, sex, fear, and guilt—in some detail.

Though the emotional strategy can be used when
advertising virtually any brand, emotional advertising
seems to work especially well for product categories that
naturally are associated with emotions (e.g., foods, jewelry,
cosmetics, fashion apparel, soft drinks, and long-distance
telephoning). For example, the Nestlé Toll House advertise-
ment (Figure 10.3) appeals to the interrelated emotions of
parental love, joy, and nostalgia.

Generic Creative Style
An advertiser employs a generic style when making a
claim that could be made by any company that markets
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Figure 10.3

Illustration of Emotional
Advertising Style

Guinness beer, 
the famous brand from Ireland, 

is known throughout much of the world and has long
been the preferred beverage among Irish consumers. But
things have changed in recent years. Many
younger Irish are not especially fond of
Guinness, and sales volume in
Ireland has been declining by an
average annual rate of 3 percent—
due in large part to competitors’ efforts
to steal share through price discounting and
also to a swing in preference toward increased wine
consumption. Confronted with this disturbing situation, the
makers of Guinness have increased advertising activity in other
countries in order to grow the brand and offset sales declines
at home. One growth area is the African continent, where
substantially more Guinness is consumed than in Ireland!

One reason for the growing consumption of Guinness in Africa
is the success of an advertising campaign built around a fictional

international journalist named Michael Power. The Power
character was created by ad agency Saatchi and Saatchi, which
introduced the action hero in five-minute action-adventure ads.
Power is portrayed in these ads overcoming obstacles through

his inner strength, quick thinking, and perseverance
rather than by brute force. In addition 

to his intellect, Power is stylish, 
physically fit, athletic, and friendly.
He is often shown in advertisements
enjoying a Guinness with his friends.

In Africa, Michael Power and Guinness
have images that are inextricably linked. 

It is little surprise that Guinness has enjoyed much success
throughout the huge African continent and has considerable
remaining growth potential.

SOURCES: Susanna Howard, “Guinness Pours Hopes on Africa,” Wall Street Journal
Online, October 27, 2003, http://online.wsj.com; Bill Britt, “Guinness Unspools
Feature Film,” Madison+Vine Online, February 26, 2003, http://adage.com/
madisonandvine.

A Brand Image for Guinness Beer

lLglobal focus

http://online.wsj.com;
http://adage.com/madisonandvine
http://adage.com/madisonandvine


a brand in that product category. The advertiser makes no attempt to differentiate
its brand from competitive offerings or to claim superiority. This strategy is most
appropriate for a brand that dominates a product category. In such instances, the firm
making a generic claim will enjoy a large share of any primary demand stimulated
by advertising.

For example, Campbell’s dominates the prepared-soup market in the United
States, selling nearly two-thirds of all soup. Any advertising that increases overall
soup sales naturally benefits Campbell’s. This explains the “Soup is good food”
campaign used by Campbell’s in years past. This advertising extolled the virtues
of eating soup without arguing why people should buy Campbell’s soup.
Campbell’s subsequently followed this campaign with another one that simply
declared, “Never underestimate the power of soup.” Along similar lines, AT&T’s
“Reach out and touch someone” campaign, which encouraged more long-distance
calling, was a wise strategy in light of this company’s one-time grip on the long-
distance telephoning market—now, of course, much reduced due to intense com-
petition in the telecommunications industry.

Preemptive Creative Style
The preemptive style, a second category-dominance technique, is employed
when an advertiser makes a generic-type claim but does so with an assertion of
superiority. This approach is most often used by advertisers in product or service
categories where there are few, if any, functional differences among competitive
brands. Preemptive advertising is a clever strategy when a meaningful superiority
claim is made because it effectively precludes competitors from saying the same
thing. Any branch of the military service could claim that they enable recruits to
“be all you can be,” but no other branch could possibly make such a claim after the
Army adopted this as its unique statement. The huge JP Morgan Chase, which
resulted from the merger of Chase Manhattan and Chemical banks, undertook a
$45 million advertising campaign shortly after the merger that referred to Chase
as “the Relationship Company.” In clear recognition of the value of preemption,
the chief marketing officer for Chase justified the campaign by stating, “the idea is
to stamp that word [relationship] on our brand enough to preempt the use of it by
anyone else in the category.”30

The maker of Visine eyedrops advertised that this brand “gets the red out.” All
eyedrops are designed to get the red out, but by making this claim first, Visine
made a dramatic statement that the consumer will associate only with Visine. No
other company could subsequently make this claim for fear of being labeled a
mimic. An advertisement for Hanes Smooth Illusions panty hose used a smart
preemptive claim in comparing that brand to “liposuction without surgery.”
Another clever preemptive campaign was introduced by Nissan Motor some
years ago with its advertising of the Maxima. Preceding the campaign, the Maxima
competed against models such as the Ford Taurus and the Toyota Cressida in the
upper-middle segment of the industry. To avoid stiff price competition and price
rebates, Nissan wanted a more upscale and high-performance image for the
Maxima. Based on extensive research, Maxima’s advertising agency devised
a clever preemptive claim touting the Maxima as the “four-door sports car.” Of
course, other sedans have four doors, but Maxima preempted sports car status for
itself with this one clever claim. Its sales immediately increased by 43 percent over
the previous year despite a price increase.31

A final illustration of the preemptive strategy is Citibank’s advertising cam-
paign directed at creating awareness for identity theft. In a series of television exe-
cutions, identity thieves were shown “occupying” the personas of their victims.
For example, out of the mouth of an elderly woman comes the voice of a male
thief who stole her credit card and made purchases under her assumed identity.
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Although any financial institution could have taken the lead in promoting the
importance of protecting against identity theft, none could now do so after
Citibank had preempted that advertising landscape.

Section Summary
Six general creative styles have been discussed and categorized as functional,
symbolic or experiential, or category-dominance oriented. These alternatives pro-
vide a useful aid to understanding the different approaches available to advertis-
ers and the factors influencing the choice of creative style. It would be incorrect to
think of these approaches as pure and mutually exclusive. Because there is some
unavoidable overlap, it is possible that an advertiser may consciously or uncon-
sciously use two or more styles simultaneously.

In fact, some advertising experts contend that advertising is most effective
when it reflects both ends of the creative advertising continuum—that is, by
addressing both functional product benefits and symbolic or psychosocial bene-
fits. A New York advertising agency provided evidence in partial support of the
superiority of combined benefits over using only functional appeals. The agency
tested 168 television commercials, 47 of which contained both functional and psy-
chosocial appeals and 121 of which contained functional appeals only. Using recall
and persuasion measures, the agency found that the ads containing a combination
of functional and psychosocial appeals outperformed the functional-only ads by a
substantial margin.32

Finally, it is important to recognize that whatever creative style is chosen, it
must be clearly positioned in the customer’s mind. That is, effective advertising
must establish a clear meaning of what the brand is and how it compares to competitive
offerings. Effective positioning requires that a company be fully aware of its com-
petition and exploit competitive weaknesses. A brand is positioned in the con-
sumer’s mind relative to competition. The originators of the positioning concept
contend that successful companies must be “competitors oriented,” look for weak
points in their competitors’ positions, and then launch marketing attacks against
those weak points.33 These same management consultants claim that many market-
ing people and advertisers are in error when operating under the assumption that
marketing and advertising are a battle of products. Their contrary position is this:

There are no best products. All that exists in the world of marketing are perceptions in
the minds of the customer or prospect. The perception is the reality. Everything else is an
illusion.34

This perhaps is a bit overstated, but the important point is that how good (or
prestigious, dependable, sexy, etc.) a brand is depends more on what people think
than on objective reality. And what people think is largely a function of effective
advertising that creates a USP, builds an attractive image, or otherwise differenti-
ates the brand from competitive offerings and lodges the intended meaning
securely in the customer’s mind.

Means-End Chaining and the Method
of Laddering as Guides to Creative
Advertising Formulation

The preceding discussion emphasized, if only implicitly, that the consumer (or
customer in the case of B2B marketing) should be the foremost determinant of
advertising messages. The notion of a means-end chain provides a useful frame-
work for understanding the relationship between consumers or customers and
advertising messages. A means-end chain represents the linkages among brand
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attributes, the consequences obtained from using the brand, and the personal values
that the consequences reinforce.35 These linkages represent a means-end chain
because the consumer sees the brand and its attributes as a means for achieving a
desired end, namely, the acquisition of desirable consequences (or avoidance of
undesirable consequences) and the valued end state resulting from these conse-
quences. Schematically, the means-end chain is as follows:

[Attributes → Consequences] → {Values}

[Means] → {End}

Attributes are features or aspects of advertised brands. In the case of automo-
biles, for example, attributes include size, storage capacity, engine performance, aes-
thetic features, and so on. Consequences are what consumers hope to receive
(benefits) or avoid (detriments) when consuming brands. Increased status, conve-
nience, performance, safety, and resale value are positive consequences associated
with automobiles (benefits), whereas breakdowns, mishandling, and poor resale
value are negative consequences that consumers wish to avoid (detriments). In sum,
the important thing to appreciate is that attributes reside in brands, whereas conse-
quences are experienced by consumers as a result of brand acquisition and usage.

Values represent those enduring beliefs people hold regarding what is impor-
tant in life.36 They pertain to end states that people desire in their lives, they tran-
scend specific situations, and they guide selection or evaluation of behavior.37 In
general, values determine the relative desirability of consequences and serve to
organize the meanings for products and brands in consumers’ cognitive structures.38

Values represent the starting point, the catalyst, and the source of motivation
for many aspects of human behavior. Consumer behavior, like other facets of
behavior, involves the pursuit of valued states, or outcomes. Brand attributes and
their consequences (benefits and detriments) are not sought per se, but rather are
desired as means to achieving valued end states. From the consumer’s perspec-
tive, the ends (values) drive the means (attributes and their consequences). Let’s
now examine more fully the values that energize human behavior.

The Nature of Values
Psychologists have conducted extensive research on values and constructed
numerous value typologies. This chapter takes the view that 10 basic values ade-
quately represent the important human values that are shared by people in a wide
variety of culturally diverse countries. Table 10.2 lists these 10 values.39 Research
identified these values based on studies conducted in 20 culturally diverse coun-
tries: Australia, Brazil, Estonia, Finland, Germany, Greece, Holland, Hong Kong,
Israel, Italy, Japan, New Zealand, the People’s Republic of China, Poland,
Portugal, Spain, Taiwan, the United States, Venezuela, and Zimbabwe. People in
these countries shared the same values, each of which is now briefly described:40

1. Self-direction. Independent thought and action is the defining goal of this value
type. It includes the desire for freedom, independence, choosing one’s own
goals, and creativity.

2. Stimulation. This value derives from the need for variety and achieving an
exciting life.

3. Hedonism. Enjoying life and receiving pleasure are fundamental to this value
type.

4. Achievement. Enjoying personal success through demonstrating competence
according to social standards is the defining goal of this value type. Being
regarded as capable, ambitious, intelligent, and influential are different
aspects of the achievement value.
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5. Power. The power value entails the attainment of social status and prestige
along with control or dominance over people and resources (wealth, authority,
social power, and recognition).

6. Security. The essence of this value type is the longing for safety, harmony, and
the stability of society. This value includes concern for personal and family
safety and even national security. (For people in the United States, the valua-
tion of security increased prominently after the September 11, 2001, terrorist
attacks on the World Trade Center and the Pentagon. Many marketers and
politicians have exploited this need. Likewise, the unimaginable horror of the
tsunami in Southeast Asia in December 2004 has elevated the security value to
unparalleled heights in this region.)

7. Conformity. Self-discipline, obedience, politeness, and, in general, the restraint
of actions and impulses that are likely to upset or harm others and violate
social norms are at the root of this value type.

8. Tradition. This value encompasses respect, commitment, and acceptance of the
customs that one’s culture and religion impose.

9. Benevolence. The motivational goal of benevolence is the preservation and
enhancement of the welfare of one’s family and friends. It includes being hon-
est, loyal, helpful, a true friend, and loving in a mature manner.

10. Universalism. Universalism represents a life goal whereby individuals are
motivated to understand, appreciate, tolerate, and protect the welfare of all
people and of nature. It incorporates notions of world peace, social justice,
equality, unity with nature, environmental protection, and wisdom.

Which Values Are Most Relevant 
to Advertising?
The 10 values just presented are apt descriptions of human psychology around the
world. It is important to note, however, that they apply to all aspects of life and
not to consumer behavior per se. Consequently, all 10 values are not equally
important to consumers and thus not equally applicable to advertisers in their
campaign-development efforts. Before reading on, take a few moments to review
the 10 values and identify those that you consider most applicable to advertising
and consumption.

If you are like me, you will have concluded that the first six values—self-
direction through security—apply to many advertising and consumption situa-
tions, whereas the last four are less typical drivers of much consumer behavior.
These latter four values certainly are applicable under select advertising situations
(e.g., advertising efforts by nonprofit organizations such as churches and charitable
organizations) and perhaps even more so in the East than in the West, but they do
not typify usual consumer behavior for most products and services. Hence, in
concluding our discussion of values, you should realize that self-direction, stimu-
lation, hedonism, achievement, power, and security are the valued end states that
drive the bulk of consumer behavior and thus are the goals to which advertisers
must appeal.
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Table 10.2

Ten Universal Values
1. Self-direction
2. Stimulation
3. Hedonism
4. Achievement
5. Power

6. Security
7. Conformity
8. Tradition
9. Benevolence

10. Universalism

SOURCE: Reprinted from Advances in Experimental Social Psychology, vol 25, Shalom H. Schwartz, “Universals in the Content and
Structure of Values: Theoretical Advances and Empirical Tests in 20 Countries,” pp. 1–65, 1992, with permission from Elsevier.



Advertising Applications of Means-End Chains: 
The MECCAS Model
The creation of effective advertisements demands that brand managers possess a
clear understanding of what people value from product categories and specific
brands. Because consumers differ in what they value from a particular brand, it
is meaningful to discuss values only at the market segment level. A brand adver-
tiser, armed with knowledge of segment-level values, is in a position to know

what brand attributes and consequences to emphasize to
a particular market segment as the means by which that
brand can help consumers achieve a valued end state.
A formal model, called MECCAS—an acronym for means-
end conceptualization of components for advertising
strategy—provides a procedure for applying the con-
cept of means-end chains to the creation of advertising
messages.41

Table 10.3 presents and defines the various levels of
the MECCAS model. Note that the components include a
value orientation, brand consequences and brand attributes,
and a creative strategy and leverage point that provide the
structure for presenting the advertising message and the
means for tapping into or activating the value orienta-
tion.42 The value orientation represents the consumer value
or end level on which the advertising strategy focuses
and can be thought of as the driving force behind the
advertising execution. Every other component is geared
toward achieving the end level. Please study the remain-
ing definitions carefully in Table 10.3 before moving on to
the illustrative applications of the MECCAS approach
that are described next.
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Table 10.3

A MECCAS Model
Conceptualization of
Advertising Strategy

Component Definition

Value orientation The end level (value) to be focused on in the
advertising; it serves as the driving force for the
advertising execution.

Brand consequences The major positive consequences, or benefits of
using the brand, that the advertisement verbally
or visually communicates to consumers.

Brand attributes The brand’s specific attributes or features that
are communicated as a means of supporting
the consequence(s) of using the brand.

Creative strategy and leverage point The overall scenario for communicating the value
orientation and the manner (leverage point)
by which the advertisement will tap into, reach,
or activate the key value that serves as the ad’s
driving force.

SOURCE: Adapted from Thomas J. Reynolds and Jonathan Gutman, “Advertising Is Image Management,” Journal of Advertising
Research 24 (February/March 1984), 27–36. Reprinted with permission from Journal of Advertising Research, © Copyright 1984,
by the Advertising Research Foundation.
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The following sections apply the MECCAS framework
in analyzing six advertisements, one for each of the first six
values shown in Table 10.2. It is important to note that these
applications are the author’s post hoc interpretations. It is
unknown whether the advertisers in these cases actually per-
formed formal means-end analyses in developing their ads.
Nonetheless, these analyses will provide an enhanced under-
standing of how the means-end logic (attributes → conse-
quences → values) can be translated into the design of actual
advertisements.

Self-Direction and the PT Turbo Automobile
The self-direction value includes the desire for freedom, inde-
pendence, and choosing one’s own goals. The value orienta-
tion serving as the driving force in the PT Turbo advertisement
(Figure 10.4) is an unadorned appeal to consumers’ need to
reject conformity (see the ad’s headline), which represents an
appeal to those consumers who desire to freely choose and be
unconstrained by the dictates of social pressures.

Stimulation and the Buell Motorcycle
The need for variety and achieving an exciting life is the essence
of the stimulation value. The advertisement for the Buell motor-
cycle (Figure 10.5) appeals to this value by showing two riders in full racing form
on an open road. The headline accentuates the appeal to excitement in stating,
“For these few seconds you’re not thinking about sex, money or down-shifting.”
In other words, buy a Buell and let it rip!

Hedonism and Millstone Coffee
Fundamental to this value is enjoying life and receiving pleasure.
The ad in Figure 10.6 shows a delectable shot of Millstone French
vanilla coffee in the foreground and a bowl of similarly flavored ice
cream in the background. The spigot protruding from the ice cream
subtly leverages the implication that Millstone coffee is infused
with the scrumptious flavor of French vanilla ice cream. Coffee is a
product closely allied with enjoying life’s little pleasures, but this
advertisement takes this form of self-indulgence to a higher level
than ordinary for ads in this category.

Achievement and Odyssey Putters
In an appeal to competence, ambition, and accomplishment—the
elements of achievement desired by all golfers—the advertisement
in Figure 10.7 includes a prominent picture of one Odyssey putter
(the two-ball putter) and inserts visuals of five other putters in
boxes below. (The two-ball putter undoubtedly was chosen due to
its greater attention-grabbing power than any of the other putters.)
The leverage point for the core achievement value is the verbal
copy at the bottom left of the ad that states, “Put a DFX Putter in
your hands. And teach this game a lesson.” Only golfers who have
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struggled from lost strokes due to poor putting can fully appreciate
this ad, but, of course, the ad is directed at golfers who desire to
become more accomplished and competent so as to “teach [the
game of golf] a lesson.”

Power and the U.S. Army
As a valued end state, power entails the attainment of social status
and prestige along with control or dominance over people and
resources (e.g., authority, social power, and recognition). The ad in
Figure 10.8 for the U.S. Army appeals to the desire among some
young men and women to enjoy the power and prestige of rank
and the authority to lead others. The leverage point in the ad is the
shining beacon overlaid with the bar of a second lieutenant and the
corresponding statement that “to wear it is to be there when some-
one needs a guide.” This appeal to power might be thought of as
an appeal to humane power (the desire to serve, lead, and guide)
rather than authoritarian power (to command and dominate).
Whatever the form of power, this ad encourages young people to
enroll in Army ROTC programs by appealing to the value they
place on achieving recognition and gaining control.

Security and Brita Water Filters
Personal and family safety are aspects of the security value pertinent to the
ownership and consumption of many products. The advertisement for the Brita
water filter (Figure 10.9) doesn’t offer descriptions of specific attributes in the
copy other than claiming that “only Brita has a 2-stage filter.” Personal and family
safety is the consequence that results from this attribute. The leverage point for the
valued end state of security is apparent in the visual of rusty pipes and the head-
line stating, “Your tap water’s been through a lot.” The coup de grace for the ad
appears below the visual in the statement that “[because Brita has a 2-stage filter]
even if there’s sediment in your pipes, it won’t get in you.”

Identifying Means-End Chains: 
The Method of Laddering
Laddering is a research technique that has been developed to iden-
tify linkages between attributes (A), consequences (C), and values
(V). The method is termed laddering because it leads to the con-
struction of a hierarchy, or ladder, of relations between a brand’s
attributes or consequences (the means) and consumer values (the
end). Laddering involves in-depth, one-on-one interviews that
typically last between 30 minutes to more than one hour. In
contrast to surveys, the method of laddering attempts to get at
the root, or deep, reasons that individual consumers buy certain
products and brands.43

An interviewer first determines which attributes are most
important in the product category to the interviewee and, from
there, attempts to identify the linkages in the interviewee’s mind
from attributes to consequences and from consequences to abstract
values. In conducting a laddering interview, the interviewer refers
the interviewee to a specific attribute and then, through directed
probes, attempts to detect how the interviewee links that attribute
with more abstract consequences and how the consequences are
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linked with even more abstract values. After linkages for the first attribute are
exhausted, the interviewer moves on to the next salient attribute, and then the
next, until all important attributes have been explored; this typically ranges from
between three and seven attributes. Probing is accomplished with questions such
as the following:44

• Why is that [particular attribute] important to you?
• How does that help you out?
• What do you get from that?
• Why do you want that?
• What happens to you as a result of that?

Let us illustrate the method of laddering with the advertisement for the U.S.
Army in Figure 10.8. Imagine that an interviewer asks a potential ROTC enrollee
why it might be important to her to enroll in an ROTC program. Her response is,
“I would like to lead.” A follow-up probe by the interviewer (“Why do you want
that?”) results in this prospect claiming that “it is important that I accomplish
something of myself in life.” In response to a prompt of “why is that important to
you?” she comments, “I want my parents to be proud of me. I want them to see
that I’m just as capable as my big brother. I think becoming a second lieutenant in
the Army will show that I’m a capable and competent person.”

We see in this hypothetical description that enrolling in an ROTC program is
linked in this young woman’s mind with the opportunity to become an officer and
lead others. This consequence is, in turn, linked to the achievement value and the
resulting satisfaction from having proud parents. The advertisement in Figure
10.8 apparently is based on the view that there is a market segment of college stu-
dents who see the Army as an opportunity to realize their ambitions, achieve
recognition, and perhaps make others proud of their accomplishments.

Practical Issues in Identifying Means-End Chains
In conclusion, the important point to remember about the MECCAS approach is
that it provides a systematic procedure for linking the advertiser’s perspective (i.e.,
a brand with attributes that have desirable and undesirable consequences) with the
consumer’s perspective (the pursuit of products and brands to achieve desired end
states, or values). Effective advertising does not focus on product attributes and
consequences per se; rather, it is directed at showing how the advertised brand will
benefit the consumer and enable him or her to achieve what he or she most desires
in life—self-determination, stimulation, hedonism, and the other values listed in
Table 10.2. Products and brands vary in terms of which values they are capable of
satisfying; nonetheless, all are capable of fulfilling some value(s), and it is the role
of sophisticated advertising to identify and access those values. Advertising and
other forms of marketing communications are most relevant to the consumer and
thus most effective for the advertised brand when they are based on strong link-
ages between the right set of attributes, consequences, and values.45

All said, it is pertinent to note that the means-end approach and the method of
laddering are not without critics. The primary criticisms are several: First, it is
claimed that the laddering method “forces” interviewees to identify hierarchies
among attributes, consequences, and values that may actually not have existed
before the interview and absent the interviewer’s directive probes. Second, it
is suggested that consumers may possess clear-cut linkages between attributes
and consequences but not necessarily between consequences and values. Finally,
laddering is criticized on grounds that the ultimate hierarchy constructed is a
crude aggregation of A → C → V chains from multiple individuals into a single
chain that represents the input into a MECCAS model.46

These criticisms are not unfounded, but the reality is that all methods for cre-
ative strategy development in advertising have their imperfections. The value of
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laddering is that it forces advertisers to identify how consumers relate product
attributes to more abstract states such as benefits and values. This systematic
approach thereby ensures that advertising emphasis will be placed on communi-
cating benefits and implying valued end states rather than focusing on attributes
per se. It is likely for some product categories and particular brands that consumers
do not possess clear linkages between brand consequences and values. So,
although the means-end chain may entail only A → C links rather than the full set
of A → C → V links, the systematic laddering procedure serves its purpose by
encouraging creative personnel to focus on product benefits rather than attributes.

Corporate Image and 
Issue Advertising

The type of advertising discussed to this point is commonly referred to as brand-
oriented advertising. Such advertising focuses on a specific brand and attempts
ultimately to influence consumers to purchase the advertiser’s brand.

Another form of advertising, termed corporate advertising, focuses not on
specific brands but on a corporation’s overall image or on economic or social
issues relevant to the corporation’s interests. This form of advertising is preva-
lent.47 Consistent spending on corporate advertising can serve to boost a corpora-
tion’s equity, much in the same fashion that product-oriented advertising is an
investment in the brand equity bank. Two somewhat distinct forms of corporate
advertising are discussed in the following sections: (1) image advertising and
(2) issue, or advocacy, advertising.48

Corporate Image Advertising
Corporate image advertising attempts to increase a firm’s name recognition,
establish goodwill for the company and its products, or identify itself with some
meaningful and socially acceptable activity. This type of corporate advertising is
concerned with creating favorable images among audiences such as consumers,
stockholders, employees, suppliers, and potential investors. Such advertising asks
for no specific action from the target audience(s) other than a favorable attitude
toward the corporation and passive approval for the company’s activities.49 For
example, a General Motors advertisement for hybrid-powered buses does not pro-
mote any specific General Motors vehicle but rather, like other corporate image
advertisements, attempts to enhance the company’s image by associating it with
fuel efficiency and conservation.

In general, research has found that executives regard name identity and image
building to be the two most important functions of corporate advertising.50

Corporate image advertising is directed at more than merely try-
ing to make consumers feel good about a company. Companies
are increasingly using the image of their firms to enhance sales
and financial performance.51 Research has shown that a positive
corporate image can favorably affect consumers’ product evalua-
tions, especially when the purchase decision is risky.52 Corporate
advertising that does not contribute to increased sales and profits
is difficult to justify in today’s climate of accountability.

Corporate Issue (Advocacy) Advertising
The other form of corporate advertising is issue, or advocacy,
advertising. When using issue advertising, a company takes a
position on a controversial social issue of public importance with
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the intention of swaying public opinion.53 It does so in a manner that supports the
company’s position and best interests while expressly or implicitly challenging
the opponent’s position and denying the accuracy of their facts.54

Issue advertising is a topic of considerable controversy.55 Business executives
are divided on whether this form of advertising represents an effective allocation
of corporate resources. Critics question the legitimacy of issue advertising and
challenge its status as a tax-deductible expenditure. Since further discussion of
these points is beyond the scope of this chapter, the interested reader is encour-
aged to review the sources contained in the last endnote.56

Summary

The chapter examined creative advertising, advertising strategy formulation, cre-
ative strategies, means-end models, and corporate image and issue advertising.
An important initial question asks, what are the general characteristics of effective
advertising? Discussion points out that effective advertising must (1) extend from
sound marketing strategy, (2) take the consumer’s view, (3) break through the
competitive clutter, (4) never promise more than can be delivered, and (5) prevent
the creative idea from overwhelming the strategy.

Creative advertising formulation involves a multistep process. The strategy is
initiated by specifying the key fact that advertising should convey to the target
market. This key fact is translated, in step 2, into the primary marketing problem.
Extending from this problem statement is the selection of specific communications
objectives. The guts of advertising strategy consists, in step 4, of designing the cre-
ative message strategy. This involves selecting the target market, identifying the
primary competition, and choosing the primary benefit to emphasize. The last
step in the process involves ensuring that the advertisement meets all corporate
and divisional requirements.

The next major subject covered in this chapter were the alternative forms of
creative advertising that are in wide use. Six specific creative styles—unique sell-
ing proposition, brand image, resonance, emotional, generic, and preemptive—
were described and illustrated with examples.

The chapter then turned to the concept of means-end chains and the MECCAS
framework (means-end conceptualization of components for advertising strategy)
that is used in designing actual advertisements and campaigns. Means-end chains
and MECCAS models provide bridges between product attributes and the conse-
quences to the consumer of realizing product attributes (the means) and the abil-
ity of these consequences to satisfy consumption-related values (the end).
MECCAS models provide an organizing framework for developing creative ads
that simultaneously consider attributes, consequences, and values.

The final subject discussed was corporate advertising. A distinction was made
between conventional product- and brand-oriented strategy and advertising that
focuses on facilitating corporate goodwill, enhancing a corporation’s overall
image, and advocating matters of economic or social significance that are relevant
to a corporation. Two forms of corporate advertising, image and issue (advocacy)
advertising, were described.

Discussion Questions
1. The Marcom Challenge presented two advertisements regarded among the

greatest in advertising history. These illustrations are very old and predate the
birth of most readers of this text. From the years you have been aware of TV
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commercials, identify two or three campaigns that you regard as “great”
advertising.

2. Early in the chapter when discussing the point that effective advertising must
take the consumer’s view, the following quotation was presented: “Con-
sumers don’t want to be bombarded with ads—they want to be inspired by
ideas that will change their lives. Ads create transactions. Ideas create transfor-
mations. Ads reflect our culture, ideas imagine our future.” What, in your
opinion, does this quote mean?

3. When discussing the creative advertising style known as unique selling proposi-
tion, or USP, it was claimed that in many respects the USP style is the optimum
creative technique. Explain whether you agree or disagree with this assertion.

4. Several examples of brand image advertisements were offered in the chapter.
Identify two additional examples of advertisements that appear to be using
the brand image, or transformational, creative style.

5. One requirement for effective advertising is the ability to break through com-
petitive clutter. Explain what this means, and provide several examples of
advertising methods that successfully accomplish this.

6. Select a magazine or newspaper advertisement, and apply the MECCAS
model to interpret the ad. In other words, describe what you consider to be the
ad’s value orientation, its leverage point, and so on.

7. Explain the differences between the USP and brand image creative styles, and
indicate the specific conditions under which each is more likely to be used.
Provide one illustration of each creative style, using examples other than those
used in the text.

8. Using the laddering procedure that was described in the chapter, select a prod-
uct category of your choice, interview one individual (preferably not a close
friend), and construct that person’s hierarchical map, or ladder, for two product
attributes that are important to that person. In other words, after first determin-
ing the two product attributes (or features) that this person considers most
important in making a choice among brands in the product category you have
selected, use the types of probing questions listed in the chapter to see how this
individual mentally connects product attributes with consequences, and how,
in turn, these consequences extend into valued end states. Be persistent!

9. Some critics contend that advocacy, or issue, advertising should not be treated
as a legitimate tax-deductible expenditure. Present and justify your opinion on
this matter.

10. Select two advertising campaigns that have been on television for some time,
and describe in detail what you think their creative message styles are.

11. Along the lines of the Holiday Inn case described in the chapter, select an
advertising campaign, and reconstruct in detail your interpretation of all the
steps in the campaign’s advertising strategy.
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campaign to steal even more customers from McDonald’s.

The campaign featured the well-known spokesperson,

Jared Fogle, who in previous years lost over 200 pounds

on a Subway-sandwich “diet.” Jared and Subway are

virtually inseparable in many consumers’ minds. The ad

campaign presented Jared front and center comparing

Subway and McDonald’s products. For example, in

one execution he cautioned consumers about eating

McDonald’s Chicken Selects because they have

substantially more fat grams than Subway’s sweet

onion chicken teriyaki sandwich.

In another execution,

he pointed out that

a certain Subway

sandwich has only

one-half the total

calories of a Big Mac.

This hard-hitting campaign obviously was designed

to counter McDonald’s increasing success with healthy

alternative food items. Subway compared itself against

McDonald’s in hopes of clearly demonstrating to

consumers that Subway is the clear choice when

matters of fat-gram consumption and caloric intake

enter into the restaurant choice process.

A couple of the issues touched on here—namely,

the use of an endorser, Jared, and the application of

comparative advertising—are among the many topics

covered in the present chapter. Also, the initial section

dealing with enhancing consumers’ motivation, oppor-

tunity, and ability to process advertising messages is

related to this vignette inasmuch as Subway’s use of a

CHAPTER 11

Selecting Message Appeals and
Picking Endorsers

Consider all the thoughts and feelings you have stored

in memory about two fast-food restaurant chains:

McDonald’s and Subway. The bigger chain, McDonald’s,

is known for its standard fare of menu items including

Big Macs, french fries, cheeseburgers, and, more recently,

some healthy alternatives such as salads and all-white-

meat Chicken McNuggets. McDonald’s is the world’s

top fast-food company with more than 30,000

restaurants in over 100 countries. Its total sales in one

recent year exceeded $17 billion.1 McDonald’s lost a lot

of momentum in the early 2000s, but

starting in 2003 sales

rebounded—due in

large part to an up-

graded menu and in-

creased emphasis on

healthier alternative food items. The

“I’m lovin’ it” ad campaign also played a meaningful

role in propelling sales growth.

The other fast-food chain, Subway, is known for its

customized sandwiches that are prepared to order and

are available in 6- or 12-inch options with a variety of

meats, vegetables, condiments, and breads from which

to choose. Subway is one of McDonald’s major competi-

tors, though their menus are distinct. Subway has approx-

imately 21,000 outlets in 75 countries. Subway’s sales in

a recent year totaled $468 million, which is a pittance

compared to McDonald’s, but which, from McDonald’s

perspective, nonetheless poses a formidable challenge.

Starting in late 2004 and extending into 2005,

Subway began an aggressive comparative advertising

Marcom Challenge: 
Subway Versus McDonald’s
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readily recognized endorser and application of a dramatic

comparison with better-known McDonald’s are well-

known tactics for increasing the audience’s motivation

to attend to and process advertisements.

C H A P T E R  O B J E C T I V E S

1
Appreciate the efforts undertaken by advertisers 

to enhance the consumer’s motivation, opportunity, 
and ability to process ad messages.

2
Describe the role of endorsers in advertising.

3
Explain the requirements for an effective endorser.

4
Appreciate the factors that enter into 

the endorser-selection decision.

5
Discuss the role of Q Scores in selecting 

celebrity endorsers.

6
Describe the role of humor in advertising.

7
Explain the logic underlying the use of 

appeals to fear in advertising.

8
Understand the nature of appeals to guilt in advertising.

9
Discuss the role of sex appeals, 

including the downside of such usage.

10
Explain the meaning of subliminal messages 

and symbolic embeds.

11
Appreciate the role of music in advertising.

12
Understand the function of comparative advertising 

and the considerations that influence the 
use of this form of advertising.
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Overview

As pointed out repeatedly in the prior chapter, advertisers continually face the
challenges of dealing with ad clutter and audiences that often are disengaged and
uninterested in the advertiser’s message. To be effective, advertising must break
through the clutter and provide the audience with sufficient motivation to pay
attention and engage in higher order processing of ad messages. Effective adver-
tising, as noted in the prior chapter, is usually creative, and creative ads tend to be
both original and appropriate. They provide a meaningful message and often do
so in an entertaining manner.

The present chapter surveys some of the common approaches that are used in
creating advertising messages. First examined is the issue of how advertisers
increase consumers’ motivation, opportunity, and ability to process advertising
messages. The next major section examines the widespread use of endorsers in
advertising. The third section appraises five types of messages that are prevalent
in advertising: (1) humor, (2) appeals to fear, (3) appeals to guilt, (4) sex appeals,
and (5) subliminal messages. The chapter concludes with reviews of music’s role
in advertising and the pros and cons of using comparative advertisements.

Where possible, an attempt is made to identify generalizations about the cre-
ation of effective advertising messages. It is important to realize, however, that
generalizations are not the same as scientific laws or principles. These higher
forms of scientific truth (such as Einstein’s general theory of relativity and
Newton’s law of gravity) have not been established in the realm of advertising for
several reasons: First, the buyer behavior that advertising is designed to influence
is complex, dynamic, and variable across situations, which consequently makes it
difficult to arrive at straightforward explanations of how advertising elements
operate in all situations and across all types of market segments. (Recall in this
context the Marcom Challenge in Chapter 9 that posed the question, “Is advertising
rocket science?”) Second, advertisements are themselves highly varied entities
that differ in numerous respects rather than just in terms of their use of humor, or
sex, or appeals to fear, or any other single dimension. This complexity makes it
difficult to draw specific conclusions about any particular feature of advertising.
Third, because products differ in terms of technological sophistication and ability
to involve consumers, and in various other respects, it is virtually impossible to
identify advertising approaches that are universally effective across all products,
services, and situations.

Thus, the findings presented and the conclusions drawn should be considered
tentative rather than definitive. In accordance with the philosopher’s advice,
“seek simplicity and distrust it,”2 it would be naive and misleading to suggest that
any particular advertising technique will be successful under all circumstances.
Rather, the effectiveness of any message format depends on conditions such as the
nature of the competition, the character of the product, the degree of brand equity
and market leadership, the advertising environment, and the extent of consumer
involvement. Throughout the text we have emphasized the importance of this “it
depends” mind-set, and it is important that you bring such an orientation to your
reading of the following sections.

Enhancing Processing Motivation,
Opportunity, and Ability

It is well known that there is no single way to influence people to form favorable
attitudes toward brands or to act in ways desired by marketing communicators.
Rather, the appropriate influence strategy depends both on consumer characteristics
(their motivation, opportunity, and ability to process marcom messages) and on



brand strengths. If consumers are interested in learning about a product, and a com-
pany’s brand has clear advantages over competitive brands, then the persuasion
tactic to be taken is obvious: design a message telling people explicitly why your brand is
superior. The result should be equally clear: consumers likely will be swayed by
your arguments, which will lead to a relatively enduring attitude change and a
strong chance they will select your brand over competitive offerings.3

However, the reality is that brands in most product categories are similar, and,
because of this, consumers generally are not anxious to devote mental effort
toward processing messages that provide little new information. Thus, the market-
ing communicator, faced with this double whammy (only slightly involved con-
sumers and a me-too brand), has to find ways to enthuse consumers sufficiently
such that they will listen to or read the communicator’s message. Hence, anything
marketing communicators can do to enhance the MOA factors (motivation, oppor-
tunity, and ability) likely will result in increased communication effectiveness.

Figure 11.1 provides a framework for the following discussion of how market-
ing communicators can enhance the MOA factors.4 Each of six strategies will be
systematically discussed and illustrated with examples. At the risk of redundancy,
it is important once again to emphasize that it cannot be assumed that consumers
will attend to marcom messages and process them just because they are printed,
broadcast, or disseminated through some other medium. Rather, it is essential that
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Figure 11.1

Enhancing Consumers’
Motivation, Opportunity,
and Ability to Process
Brand Information

  I. Enhance Consumers’ MOTIVATION to . . . 
A. Attend to the message by . . . 

◆ Appealing to hedonic needs (appetite appeals, sex appeals)
◆ Using novel stimuli (unusual pictures, different ad formats, large 

number of scenes)
◆ Using intense or prominent cues (action, loud music, colorful ads, 

celebrities, large pictures)
◆ Using motion (complex pictures; edits and cuts)

B. Process brand information by . . .
◆ Increasing relevance of brand to self (asking rhetorical questions, using 

fear appeals, using dramatic presentations)
◆ Increasing curiosity about the brand (opening with suspense or surprise, 

using humor, presenting little information in the message)

 II. Enhance Consumers’ OPPORTUNITY to . . . 
  A. Encode information by . . . 

◆ Repeating brand information
◆ Repeating key scenes
◆ Repeating the ad on multiple occasions

  B. Reduce processing time by . . . 
◆ Creating Gestalt processing (using pictures and imagery)

III. Enhance Consumers’ ABILITY to . . . 
  A. Access knowledge structures by . . . 

◆ Providing a context (employing verbal framing)
  B. Create knowledge structures by . . . 

◆ Facilitating exemplar-based learning (using concretizations, 
demonstrations, and analogies) 

SOURCE: Adapted from Deborah J. MacInnis, Christine Moorman, and Bernard J. Jaworski, “Enhancing and Measuring Consumers’
Motivation, Opportunity, and Ability to Process Brand Information from Ads,” Journal of Marketing 55 (October 1991), 36.
Reprinted with permission from Journal of Marketing, published by the American Marketing Association.



special efforts be made to increase consumers’ motivation,
opportunity, and ability to process messages. Please carefully
examine Figure 11.1 before proceeding so that you have a gen-
eral appreciation of the topics that will be discussed hereafter.

Motivation to Attend to Messages
Figure 11.1 shows that one of the communicator’s objectives is
to increase the consumer’s motivation to attend to the message
and process brand information. This section discusses just the
attention component; the following section will consider the
processing element.

There are two forms of attention: voluntary and involun-
tary.5 Voluntary attention is engaged when consumers devote
attention to an advertisement or other marcom message that is
perceived as relevant to their current purchase-related goals. In
other words, messages are voluntarily attended to if they are
perceived as pertinent to our needs. Marketing communicators
attract voluntary attention by appealing to consumers’ informa-
tional or hedonic needs. Involuntary attention, on the other
hand, occurs when attention is captured by the use of attention-
gaining techniques rather than by the consumer’s inherent

interest in the topic at hand. Novel stimuli, intense or prominent cues, complex
pictures, and, in the case of broadcast ads, edits and cuts of the sort one sees with
MTV-like videos are some of the techniques used to attract attention that other-
wise would not be given.

Appeals to Informational and Hedonic Needs
Consumers are most likely to attend to messages that serve their informational
needs and those that make them feel good and bring pleasure (that is, those that
serve their hedonic needs). Regarding informational needs, consumers are attracted
to those stimuli that supply relevant facts and figures. A student who wants to

move out of a dormitory and into an apartment, for example,
will be on the lookout for information pertaining to apart-
ments. Classified ads and overheard conversations about
apartments will be attended to even when the apartment
seeker is not actively looking for information. As another
illustration, consider the advertisement in Figure 11.2 for
potatoes placed by the U.S. Potato Board, a trade association.
The information value of this ad is best appreciated in the con-
text of the time it was printed, when many American con-
sumers were eschewing potatoes while on low-carbohydrate
diets (e.g., Atkins and South Beach). The ad informatively
points out that the “healthy potato” is “good for you” and is
recommended by experts “as part of a healthy, balanced diet.”
Detailed nutritional information is provided on the nutrition
facts label superimposed on the illustrated potato. (Note also
the tape measure surrounding the potato to suggest a small
waist.)

Hedonic needs are satisfied when consumers attend to
messages that make them feel good and serve their pleasure
needs. People are most likely to attend to those messages that
have become associated with good times, enjoyment, and
things we value in life. For example, the use of children (Figure
11.3), warm family scenes, and sex or romance appeals are just
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some of the commonly used attention-gaining techniques widely
used in advertisements. Similarly, advertisements for appetizing
food products are especially likely to be noticed when people are
hungry (Figure 11.4). For this reason, many restaurant and fast-food
marketers advertise on the radio during the after-work rush hour.
Fast-food advertisers also promote their products on late-night tele-
vision for the same reason. Needless to say, the best time to reach
consumers with a message is just at the time they are experiencing a
need for the product category in which the brand resides.

Use of Novel Stimuli
There are innumerable ways marketing communicators use nov-
elty to attract involuntary attention. In general, novel messages
are unusual, distinctive, or unpredictable. Such stimuli tend to pro-
duce greater attention than those that are familiar and routine. This
can be explained by the behavioral concept of human adaptation.
People adapt to the conditions around them: as a stimulus becomes
more familiar, people become desensitized to it. Psychologists refer
to this as habituation. For example, if you drive past a billboard
on the way to school or work each day, you probably notice it
less on each occasion. If the billboard were removed, you probably
would notice it was no longer there. In other words, we notice by
exception.

Examples of novelty abound. Consider, for example, an advertisement for
Sauza Conmemorativo tequila. This incredibly eye-catching magazine advertise-
ment, which is not shown here, simply shows an old, full-bearded man wearing a
brimmed hat. Most conspicuous, however, is the fact that the broadly smiling man
has a mouth with only a single tooth! Imprinted above his mouth is the statement,
“This man has one cavity.” The ad personifies novelty insofar as most ads show
“beautiful people.” This eye-catching ad and its use of an old, virtually toothless
man is a humorous attempt to catch attention and make a point that is accentuated
below the old man’s face: “Life is Harsh—Your tequila shouldn’t be.”

Figure 11.5 for Glad’s Press’n Seal wrap further illustrates the
use of novelty to gain the reader’s attention. Notice that the ad
layout “forces” the reader’s eye flow from the unusual, and thus
novel, shot of an Eskimo grasping a speared fish shrouded in
plastic wrap down to the package, brand name, and minimal
body copy. This example represents a key point: the effective use
of novelty involves not just attracting attention but also directing
that attention to key visual and verbal information.

Use of Intense or Prominent Cues
Intense and prominent cues (those that are louder, more color-
ful, bigger, brighter, etc.) increase the probability of attracting
attention. This is because it is difficult for consumers to avoid
such stimuli, thus leading to involuntary attention. One need
only walk through a shopping mall, department store, or super-
market and observe the various packages, displays, sights,
sounds, and smells to appreciate the special efforts marketing
communicators take to attract attention. Also, the use of celebri-
ties in advertisements is a sure way of gaining attention due to
their general appeal to select audiences. (A subsequent section
will discuss in detail the use of celebrities.)

Advertisements, too, utilize intensity to attract attention. For
example, the advertisement for Ziploc containers (Figure 11.6)
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uses the intense, vibrant colors of a hummingbird and a hibiscus flower
to attract the magazine reader’s attention and encourage comprehen-
sion of the ad’s straightforward message: “One simple press of
[Ziploc’s Snap ’n Seal lids] and you know it’s secure.”

Using Motion
Advertisers sometimes employ motion to both attract and direct con-
sumer attention to the brand name and to pertinent ad copy. (Motion
obviously is used in TV commercials, which is an inherently dynamic
medium. However, the issue is more germane in the case of print
advertising—magazines and newspapers—which is a static form of
advertising display. Hence, artistic and photographic techniques are
employed that produce a semblance of movement, though nothing is
of course actually moving.) Falling objects (e.g., a flipping coin), people
appearing to be running, and automobiles in motion are some of the
techniques used in print ads to attract attention. A couple riding in an
open-top convertible automobile (Figure 11.7) is an effective attention
getter for the advertised product, Norwegian Cruise Line, and is used
in making the point that Norwegian Cruise Line departure points are
relatively close—“a short trip to the ship.”

Motivation to Process Messages
Enhanced processing motivation means that the ad receiver has increased interest
in reading or listening to the ad message to determine what it has to say that
might be of relevance. Among other desirable outcomes, increased processing
motivation has been shown to strengthen the impact of brand attitudes on pur-
chase intentions.6 To enhance consumers’ motivation to process brand informa-
tion, marketing communicators do two things: (1) enhance the relevance of the
brand to the consumer and (2) enhance curiosity about the brand. Methods for
enhancing brand relevance include the use of rhetorical questions, fear appeals (dis-
cussed later in the chapter in a separate section), and dramatic presentation to
increase the significance of the brand to consumers’ self-interests.7

Enhancing curiosity about a brand can be accomplished by
using humor, presenting little information in the message (and
thereby encouraging the consumer to think about the brand), or
opening a message with suspense or surprise. The ad for the Pur
water filtration system (Figure 11.8) uses surprise to effectively
“pull the reader in” and draw attention to this product. The use of
surprise (have you ever seen a shopping cart overloaded with gal-
lons of bottled water?) attracts the reader’s attention and gives
him or her reason to further examine this advertisement. From ini-
tially looking at the shopping cart, albeit briefly, the reader’s atten-
tion next is drawn to the headline (“Don’t let the price of bottled
water pile up on you.”) and then to the picture of a Pur water fil-
tration system attached to a standard water faucet. More informa-
tion that explains why Pur is a good alternative to purchasing
bottled water is provided below the brand name and logo. All in
all, this is an effective advertisement that uses the unexpected, or
surprise, to capture the magazine reader’s attention.

Opportunity to Encode Information
Marketing messages have no chance of effectiveness unless con-
sumers comprehend information about the brand and incorporate
it with information related to the product category in their existing
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memory structure. Hence, the communicator’s goal is to get con-
sumers to encode information and, toward this end, to make it as
simple and quick as possible for them to do so. The secret to facilitating
encoding is repetition: the marketing communicator should repeat
brand information, repeat key scenes, and repeat the advertisement on
multiple occasions. Through repetition consumers have an increased
opportunity to encode the important information the communicator
wishes to convey. This is why we see advertisements repeated night
after night on TV, sometimes to excess. But advertisers know that
repetition is required to get their point across.

Opportunity to Reduce Processing Time
Opportunity to process is further enhanced if the communicator
takes extra measures to reduce the time required of the consumer to
read, listen to, and ultimately discern the meaning of a marcom mes-
sage. The use of pictures and imagery create a form of total-message
processing (or gestalt) whereby the consumer can readily encode the
totality of the message rather than having to process information bit
by bit. This is in line with the old aphorism that a picture is worth a
thousand words. Consider a minimalist advertisement for Crown
Royal whisky that simply shows a picture of a snake-encircled bottle
of Crown Royal, with the rhetorical question, “Tempted?” written beside it. The
ad uses the Garden of Eden and Adam and Eve story—through minimal verbal
copy and distinct imagery—to convey the notion that readers of the ad will them-
selves be tempted to partake of Crown Royal’s “coveted fruit.”

Ability to Access Knowledge Structures
A brand-based knowledge structure represents the associative links in the con-
sumer’s long-term memory between the brand and thoughts, feelings, and beliefs
about that brand. In general, people are most able to process new information that
relates to something they already know or understand. For example, if one knows
a lot about computers, then information presented in computer language is readily
comprehended. The marketing communicator’s task is to enable consumers either
to access existing knowledge structures or to create new knowledge structures.

To facilitate consumer accessing of knowledge structures, marketing commu-
nicators need to provide a context for the text or pictures. Verbal framing is one way
of providing a context. This means that pictures in an ad are placed in the context
of, or framed with, appropriate words or phrases so ad receivers can better under-
stand brand information and the key selling point of the marcom message. In an
advertisement for DuPont’s Teflon brand of scratch-resistant coatings, attention is
drawn to the incongruous image of a skillet filled with copper wiring, tacks, and
shards of glass. Most consumers believe that nonstick skillets can be easily dam-
aged when scratched with sharp objects. Against this prevailing knowledge struc-
ture and in view of the incongruous visual, ad copy is required to clarify this
image. The limited copy simply points out that DuPont Teflon coatings are scratch
resistant and encourages readers to visit their Web site (http://teflon.com) for fur-
ther information.

Ability to Create Knowledge Structures
Sometimes marketing communicators need to create knowledge structures for
information they want consumers to have about their brands. This is accom-
plished by facilitating exemplar-based learning. An exemplar is a specimen or model
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of a particular concept or idea. By using concretizations, demonstrations, or analo-
gies, the marketing communicator can facilitate learning by appealing to exem-
plars. Consider, for example, the concept of freshness. We all know what freshness
means, but it is a rather abstract concept that is difficult to verbalize. That is, it is
difficult to explain what freshness means without resorting to an example. Diet
Pepsi’s brand managers faced this situation when introducing to consumers the
practice of “freshness dating”—that is, printing on the soft-drink container the
final date up to which the beverage remained fresh. If you were Diet Pepsi’s brand
manager, what grocery products might you use to exemplify freshness? Their
choice was to use pictures of products that people routinely inspect for freshness
(squeeze an orange, pinch a loaf of bread) and, by analogy, communicate the idea
that consumers should check arrows on Diet Pepsi cans to ensure that the contents
are not outdated. The advertisement (Figure 11.9) for Nature Made vitamins uses
the analogy that this brand of vitamins is not just a vitamin any more than the
famous Mona Lisa portrait is just a picture.

Concretizations
Concretizing is used extensively in advertising to facilitate both consumer learn-
ing and retrieval of brand information. Concretizing is based on the straight-
forward idea that it is easier for people to remember and retrieve tangible rather
than abstract information. Claims about a brand are more concrete (versus
abstract) when they are made perceptible, palpable, real, evident, and vivid.
Concretizing is accomplished by using concrete words and examples. Here are
some illustrations:

1. An advertisement for Johnson’s baby powder positioned the brand to be
capable of making the user’s body feel “as soft as the day you were born.” To
concretize this claim, a series of age-regression scenes revealed, first, a shot of
a woman in her 30s, then a shot as she looked in her 20s, next as an early
teenager, and finally as a baby. Accompanying music was played throughout
to the lyrics “Make me, make me your baby.” This beautiful and somewhat
touching ad made concrete Johnson’s claim that its baby powder will make the
user feel “as soft as the day [he or she was] born.”

2. The makers of Anacin tablets needed a concrete way to present that brand as
“strong pain relief for splitting headaches.” The idea of a splitting headache
was concretized by showing a hard-boiled egg splitting with accompanying
sound effects.

3. Tinactin, a treatment for athlete’s foot, concretized its relief properties by
showing a person’s pair of feet literally appearing to be on fire (representing
the fiery sensation of athlete’s foot), which is “extinguished” by an application
of Tinactin.

4. To convey the notion that Purina brand Hi Pro dog food will recharge an active
dog and keep it running, a magazine ad portrayed the brand in the form of a
battery, which is a widely recognized apparatus for charging electrical objects.
In effect, the battery in this symbolic concretization conveyed pictorially the
more abstract claim contained in the ad’s body copy.

5. To establish in consumers’ minds that Tums E-X is “twice as strong as
Rolaids,” the commercial showed a sledgehammer behind Tums and a
regular-sized hammer behind Rolaids. The commercial then showed the
sledgehammer driving in a nail twice as quickly as the regular hammer,
thus concretizing Tums’ claim.
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6. Another Tums advertisement claimed in its headline that “scien-
tific studies find Tums to be the purest form of calcium avail-
able.” This claim was concretized with the visual display of a
package of Tums inside an empty milk bottle, an exemplar of
calcium, and with the juxtaposed words calcium and Tums form-
ing the new word Calciums.

7. Finally, an advertisement for Evan Williams bourbon (Fig-
ure 11.10) uses the before-and-after notion of coal transforming
into a diamond to illustrate that aging this brand for seven years
leads to a smoother taste—“The longer you wait, the better it gets.”

Section Summary
The foregoing discussion has emphasized that advertisers, along
with other marketing communicators, benefit from enhancing con-
sumers’ motivation, opportunity, and ability to process marketing
messages. A variety of communication devices enables advertisers
to achieve their goals in the hopes of influencing consumers’
brand-related attitudes, purchase intentions, and, ultimately, their
behavior. Anything the advertiser can do to enhance consumers’
MOA factors—motivation, opportunity, and ability to attend to
and process ad messages—will benefit your brand’s equity and
increase the odds that consumers will purchase your brand rather

than a competitive offering. As previously mentioned, one way to increase con-
sumers’ motivation to attend to ad messages is by using celebrities. The following
section examines this prospect in detail.

The Role of Endorsers 
in Advertising

Advertised brands frequently receive endorsements from a variety of popular
public figures. It has been estimated that approximately one-sixth of ads world-
wide feature celebrities.8 In addition to celebrity endorsements, products also
receive the explicit or tacit support of noncelebrities.

Celebrity Endorsers
Television stars, movie actors, famous athletes, and even dead personalities are
widely used to endorse products. Advertisers and their agencies are willing to pay
huge salaries to celebrities who are liked and respected by target audiences and
who will, it is hoped, favorably influence consumers’ attitudes and behavior
toward the endorsed brands. For the most part, such investments are justified. For
example, stock prices have been shown to rise when companies announce
celebrity endorsement contracts9 and to fall when negative publicity reaches the
media about a celebrity who endorses one of the company’s brands.10

Top celebrities receive enormous payments for their endorsement services. For
example, in a recent year golfer Tiger Woods earned $70 million from endorsement
deals with multiple companies.11 To put this amount of money in perspective, a
person earning a not-so-paltry annual income of $100,000 would have to work 700
years at that salary to earn as much as Tiger Woods receives in a single year from
his endorsement activities! Other American athletes who are highly paid for their
endorsements include basketball players LeBron James ($35 million in endorse-
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ments) and Shaquille O’Neal ($14 million); football player Peyton Manning ($9.5
million); cyclist Lance Armstrong ($16.5 million); tennis players Andre Agassi
($24.5 million), Serena Williams ($15 million), and Venus Williams ($14 million);
and golfer Phil Mickelson ($14 million).12 (See the Global Focus insert for a discus-
sion of controversies surrounding Nike’s usage of LeBron James in Asia.)

Typical-Person Endorsers
A frequent advertising approach is to show regular people—that is, noncelebri-
ties—using or endorsing products. In addition to being much less expensive than
celebrities, typical-person endorsers avoid the potential backlash from using
“beautiful people” who may be resented for possessing atypical physical attrac-
tiveness or other individual traits.13 Also, real people who have personally experi-
enced the benefits of using a particular brand possess a degree of credibility that
likely is unsurpassed. For example, the Subway chain of sandwich shops (see
Marcom Challenge) experienced a sales boom when the product was endorsed by
previously unknown Jared, who was advertised to have lost 245 pounds while sub-
sisting on a diet of Subway sandwiches. Subway also used twin brothers, Herman
and Sherman Smith, who lost over 200 combined pounds on the Subway “diet.”

Many advertisements that portray typical-person users often include multiple
people rather than a single individual. Is there any reason why multiple sources
should be more effective than a single source? In fact, there is: the act of portraying
more than one person seems to increase the likelihood an advertisement will gen-
erate higher levels of message involvement and correspondingly greater message-
related thought. In turn, greater elaboration increases the odds that compelling
message arguments will favorably influence attitudes.14

Graffiti in Singapore

This country, known for its exceptional cleanliness and tidiness,
took umbrage at a strategy undertaken by Nike to create buzz
among Singapore’s basketball-crazed youth. Nike representatives
pasted posters of NBA basketball star LeBron James over the ad
panels of 700 Singaporean bus stops. The strategy was designed,
in the words of a Nike spokeswoman, “to do something
naughty . . . to disrupt the neat environment
of Singapore and stay in line with the
street-feel of this LeBron James
basketball campaign.” Considering
the chapter’s earlier discussion of
MOA factors, this campaign
undoubtedly had substantial ability to
enhance Singaporean’s motivations to attend to and process
these poster-style advertising messages, but at the expense of
irritating a subset of Singapore’s citizenry who were offended by
an American company insensitive to their desire to preserve the
country’s immaculate public spaces.

Kung Fu in China

In a TV commercial broadcast in the Peoples’ Republic of China 
for the Air Zoom LeBron II brand of sneakers, LeBron James is 
shown in a video-style setting battling and defeating an animated 

kung fu master, a pair of dragons, and two women dressed in tra-
ditional Chinese clothing. The commercial, which was based on
films featuring Bruce Lee of martial arts fame, was banned after
a few airings on local Chinese stations and on China’s national
sports channel. The Chinese government took great offense with
this commercial, which it considered blasphemous to the national
practices and culture of China. The Administration for Radio,

Film and Television claimed that the adver-
tisement “violates regulations that

mandate that all advertisements
in China should uphold national
dignity and interest and respect the

motherland’s culture.”
In response to both of these advertising

efforts, one can only reflect: What were the marcom
people at Nike thinking? Did their desire to recruit new customers
in countries consumed with enthusiasm for basketball overwhelm
their common sense and cultural sensitivity? Corporate
insensitivities such as these make it easy to understand why the
widespread epithet “ugly American” is hard to shake.

SOURCES: The Singapore description is based on Rukmini Callimachi, “Nike Graffiti
Ads in Singapore Spark Controversy,” FOXSports.com, November 26, 2004
http://msn.foxsports.com. The China case is adapted from Audra Ang, “China
Bans Nike Commercial as Insult to National Dignity,” USATODAY.com, December
6, 2004 http://www.usatoday.com.

Controversial Uses of LeBron James 
in Singapore and China
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Endorser Attributes: The TEARS Model
Now that a distinction has been made between the two general types of advertis-
ing endorsers, it is important to formally describe endorser attributes and the role
they play in facilitating communications effectiveness. Extensive research has
demonstrated that two general attributes, credibility and attractiveness, contribute
to an endorser’s effectiveness, and that each consists of more distinct subattrib-
utes.15 To facilitate the student’s memory with respect to endorser characteristics,
we use the acronym TEARS to represent five discrete attributes: trustworthiness
and expertise are two dimensions of credibility, whereas physical attractiveness,
respect, and similarity (to the target audience) are components of the general con-
cept of attractiveness. Table 11.1 lists and defines all five attributes.

Credibility: The Process of Internalization
In its most basic sense, credibility refers to the tendency to believe or trust someone.
When an information source, such as an endorser, is perceived as credible, audience
attitudes are changed through a psychological process called internalization.
Internalization occurs when the receiver accepts the endorser’s position on an issue
as his or her own. An internalized attitude tends to be maintained even if the source
of the message is forgotten or if the source switches to a different position.16

Two important subattributes of endorser credibility are trustworthiness and
expertise. Trustworthiness, the T in the TEARS model, refers to the honesty,
integrity, and believability of a source. Though expertise and trustworthiness are
not mutually exclusive, often a particular endorser is perceived as highly trustwor-
thy but not especially expert. Endorser trustworthiness simply reflects the fact that
prospective endorsers of a brand vary in the degree to which audience members
have faith in what they have to say. An endorser’s trustworthiness rests on the
audience’s perception of his or her endorsement motivations. If consumers believe
that an endorser is motivated purely by self-interest, that endorser will be less per-
suasive than someone regarded as having nothing to gain by endorsing the brand.

A celebrity earns the audience’s trust through the life he or she lives profes-
sionally (on the screen, on the sports field, in public office, etc.) and personally, as
revealed to the general public via the mass media. (To demonstrate this point to
yourself, spend a moment to rank four living ex-presidents of the United States—
George Bush Sr., Jimmy Carter, Bill Clinton, and Gerald Ford—in terms of how
trustworthy you perceive them to be. If one or another is not at the top of your list,
is it due to his personal life or his actual job performance?) Advertisers capitalize
on the value of trustworthiness by selecting endorsers who are widely regarded as
being honest, believable, and dependable people.17

In general, endorsers must establish that they are not attempting to manipu-
late the audience and that they are objective in their presentations. By doing so,
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Table 11.1

The Five Components in 
the TEARS Model of
Endorser Attributes

T = Trustworthiness The property of being perceived as believable,
dependable—as someone who can be trusted.

E = Expertise The characteristic of having specific skills,
knowledge, or abilities with respect to the
endorsed brand.

A = Physical attractiveness The trait of being regarded as pleasant to look
at in terms of a particular group’s concept of
attractiveness.

R = Respect The quality of being admired or even esteemed due
to one’s personal qualities and accomplishments.

S = Similarity (to the target audience) The extent to which a endorser matches an audience
in terms of characteristics pertinent to the endorse-
ment relationship (age, gender, ethnicity, etc.).



they establish themselves as trustworthy and, therefore, credible. Also, an
endorser has a greater likelihood of being perceived as trustworthy the more he or
she matches the audience in terms of distinct characteristics such as gender and
ethnicity. When a spokesperson matches the audience’s ethnicity, for example,
spokesperson trustworthiness is enhanced, which, in turn, promotes more favor-
able attitudes toward the advertised brand.18

The second aspect of endorser credibility is expertise, the E component of the
TEARS model. Expertise refers to the knowledge, experience, or skills possessed
by an endorser as they relate to the endorsed brand. Hence, athletes are consid-
ered to be experts when it comes to the endorsement of sports-related products.
Models are similarly perceived as possessing expertise with regard to beauty-
enhancing products and fashion items. Successful businesspeople are regarded as
experts in matters of managerial practices. For example, Donald Trump, due to his
extensive business background in commercial real estate transactions and other-
wise, would be regarded as high in expertise in business matters and thus was a
logical choice when the creators of The Apprentice TV program put that show
together. (In your opinion is Trump also high in trustworthiness?) Expertise is a
perceived rather than an absolute phenomenon. Whether an endorser is indeed an
expert is unimportant; all that matters is how the target audience perceives the
endorser. An endorser who is perceived as an expert on a given subject is more
persuasive in changing audience opinions pertaining to his or her area of exper-
tise than an endorser who is not perceived as an expert.

Attractiveness: The Process of Identification
The second general attribute that contributes to endorser effectiveness, attractive-
ness, means more than simply physical attractiveness—although that can be a
very important attribute—and includes any number of virtuous characteristics
that consumers may perceive in an endorser: intellectual skills, personality prop-
erties, lifestyle characteristics, athletic prowess, and so on. When consumers find
something in an endorser that they consider attractive, persuasion occurs through
identification. That is, when consumers perceive a celebrity endorser to be attrac-
tive, they identify with the endorser and are likely to adopt the endorser’s atti-
tudes, behaviors, interests, or preferences.

The TEARS model identifies three subcomponents of the general concept of
attractiveness: physical attractiveness, respect, and similarity. That is, an endorser is
regarded as attractive—in the general sense of this concept—to the extent that he
or she is considered physically attractive, respected for reasons other than physi-
cal attractiveness, or regarded as similar to the target audience in terms of any
characteristic that is pertinent to a particular endorsement relationship. Perceived
attractiveness can be achieved via any one of these attributes and does not require
that a celebrity encompass all simultaneously; however, it goes without saying
that a celebrity who possesses the entire “package” of attractiveness attributes
would represent awesome endorsement potential.

First, physical attractiveness—the A component in the TEARS model—is a
key consideration in many endorsement relationships.19 Perhaps no better illustra-
tion of this is possible than tennis player Anna Kournikova’s success as an
endorser. Ms. Kournikova has earned over $10 million per year in endorsement
deals, which is an incredible feat in view of the fact that she has never won an
event on the professional tennis circuit. Fellow Russian, Maria Sharapova, proba-
bly has an even better product endorsement career facing her in view of the fact
that she is a highly accomplished tennis player in addition to being physically
appealing. There is a good reason why advertising agents and their brand man-
agement clients often select highly attractive celebrities to endorse products:
research has supported the intuitive expectation that physically attractive
endorsers produce more favorable evaluations of ads and advertised brands than
do less attractive communicators.20
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Respect, the R in the TEARS model, is the second component of the overall
attractiveness attribute. Respect represents the quality of being admired or even
esteemed due to one’s personal qualities and accomplishments. Whereas a
celebrity’s physical attractiveness may be considered the “form” aspect of the
overall attractiveness attribute, respect is the “function” or substantive element.
Sometimes function trumps form, even in brand-endorser relations.

Celebrities are respected for their acting ability, athletic prowess, appealing
personalities, their stands on important societal issues (the environment, political
issues, war and peace, etc.), and any number of other qualities. Perhaps ex-boxer
Muhammad Ali personifies the respect dimension more than any other celebrity
in the world—both for his incredible skills in the ring and his stand on political
and social issues outside the ring. Soccer player David Beckham also scores high
on the respect dimension, which explains why he is one of the world’s best paid
celebrity endorsers. The secret to his endorser success has been described as due
to “his ability to function as a one-size-fits-all vessel for his fans’ hopes and
dreams.”21 I suppose this means that everyone likes Beckham for whatever posi-
tive qualities they choose to project onto him.

Individuals who are respected also generally are liked, and it is this respect
qua likeability factor that can serve to enhance a brand’s equity when a respected
or liked celebrity endorser enters into an endorsement relationship with the
brand. In some sense, the brand acquires some semblance of the characteristics
that are admired in the celebrity who endorses the brand. For example, Gatorade
and Michael Jordan are inextricably linked in the minds of many consumers. Tiger
Woods and Nike golf equipment also are somewhat indistinct, as are Jared Fogel
and Subway. In sum, when a respected or liked celebrity enters into an extended
endorser relationship with a brand, the respect for or liking of the celebrity may
extend to the brand with which he or she is linked, thus enhancing a brand’s
equity via the positive effect on consumers’ brand-related beliefs and attitudes.

Similarity, the third attractiveness component and the S in the TEARS model,
represents the degree to which an endorser matches an audience in terms of char-
acteristics pertinent to the endorsement relationship—age, gender, ethnicity, and
so on. Similarity is an important attribute for the mere fact that people tend to bet-
ter like individuals who share with them common features or traits. This, of
course, is reminiscent of the aphorism that “birds of a feather flock together.”

As it applies to the domain of brand-celebrity relationships, the importance of
similarity implies that it typically is desirable for a celebrity to match his or her
endorsed brand’s target audience in terms of pertinent demographic and psycho-
graphic characteristics. There is some evidence that a matchup between endorser
and audience similarity is especially important when the product or service in
question is one where audience members are heterogeneous in terms of their taste
and attribute preferences. For example, because people differ greatly in terms of
what they like in restaurants, plays, and movies, a spokesperson perceived to be
similar to the audience is expected to have the greatest effect in influencing their
attitudes and choices. On the other hand, when preferences among audience
members are relatively homogeneous (such as might be expected with services such
as plumbing, dry cleaning, and auto repair), the matchup between spokesperson
and audience similarity is not that important. Rather, it is the spokesperson’s expe-
rience or expertise with the product or service that appears to have the greatest
influence in shaping the audience’s attitudes and subsequent behavior.22

Endorser Selection Considerations: 
The “No Tears” Approach
The preceding section described the attributes of celebrities that are important
in determining their effectiveness as endorsers. The TEARS model identified five
attributes that were grouped under the two general components of credibility and
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attractiveness. Now let us turn to the issue of how brand managers and their
advertising agencies actually select particular endorsers to align with their
brands. In a takeoff on the TEARS acronym, endorser selection is described here as
the “no-tears” approach. Compared with the prior usage of TEARS, which was
merely an acronym combining the first letter of five endorser attributes, the cur-
rent lowercase usage is applied in the real sense of the word tears. In other words,
the current discussion is directed at identifying how brand managers and their
agencies actually go about selecting celebrities so as to avoid the grief (metaphor-
ically, the tears) from making an unwise decision.

Advertising executives use a variety of factors in selecting celebrity endorsers.
The following appear to be the most important: (1) celebrity and audience
matchup, (2) celebrity and brand matchup, (3) celebrity credibility, (4) celebrity
attractiveness, (5) cost considerations, (6) a working ease or difficulty factor, (7) an
endorsement saturation factor, and (8) a likelihood-of-getting-into-trouble factor.23

1. Celebrity and Audience Matchup
Perhaps most fundamentally, an endorser must match up well with the endorsed
brand’s target market. The first question a brand manager must pose when select-
ing an endorser is, “Will the target market positively relate to this endorser?”
Shaquille O’Neal, LeBron James, Allen Iverson, and other National Basketball
Association (NBA) superstars who endorse basketball shoes match up well with
the predominantly teenage audience who aspire to slam dunk the basketball,
block shots, intercept passes, and sink 25-foot jump shots. Sarah Jessica Parker (of
Sex and the City stardom) matches well with many members of the Gap’s target
audience of fashion-conscious consumers. Can you think of any endorser relations
where the match between celebrity and audience seems inappropriate?

2. Celebrity and Brand Matchup
Advertising executives require that the celebrity’s behavior, values, appearance,
and decorum be compatible with the image desired for the advertised brand. For
example, the chief marketing officer at cosmetics firm Elizabeth Arden explained
the choice of supermodel and actress Catherine Zeta-Jones in these terms:
“Catherine has [a] great career and family, she’s a mom, and she has a timeless
beauty, which is exactly the image we want to project.”24

If a brand has a wholesome image or wants to project this particular attribute,
then the celebrity endorser should personify wholesomeness. For example, NBA
players Tim Duncan, Kevin Garnett, and Tracy McGrady were signed by German
athletic shoemaker Adidas to endorse that brand because they all are modest indi-
viduals with wholesome images. Comparatively, a brand intentionally casting
itself with a “bad boy” image would select entirely different endorsers. Again
using the NBA, Allen Iverson or Vince Carter fit well with this latter image.
Suppose a brand manager wished to enhance a brand’s equity by portraying the
brand as incomparable in terms of durability, dependability, and consistency. Who
better to personify these characteristics than, say, Cal Ripken, the Baltimore
Orioles baseball player who played in 2,632 consecutive baseball games prior to
retiring.

3. Celebrity Credibility
A celebrity’s credibility is a primary reason for selecting a celebrity endorser.
People who are trustworthy and perceived as knowledgeable about the product
category are best able to convince others to undertake a particular course of
action. We discussed the two components of credibility, trustworthiness and
expertise, in the TEARS model, so further discussion is unnecessary at this point
other than to direct your attention to Table 11.2, which identifies the importance
ratings of various factors in terms of whether an endorsement will influence con-
sumers’ opinions of an endorsed product.



4. Celebrity Attractiveness
In selecting celebrity spokespeople, advertising executives evaluate different
aspects that can be lumped together under the general label attractiveness. As dis-
cussed earlier in the TEARS model, attractiveness is multifaceted and does not
include just physical attractiveness. It also is important to note that advertising
executives generally regard attractiveness as subordinate in importance to credi-
bility and endorser matchup with the audience and with the brand.

5. Cost Considerations
How much it will cost to acquire a celebrity’s services is an important considera-
tion but one that should not dictate the final choice. Everything else held constant,
a less costly celebrity will be selected over a more costly alternative. But, of course,
everything else is not held constant. Hence, as with any managerial decision when
selecting among alternatives, brand managers must perform a cost-benefit analy-
sis to determine whether a more expensive celebrity can be justified in terms of a
proportionately greater return on investment. This, unfortunately, is not a simple
calculation because it is difficult to project the revenue stream that will be
obtained from using a particular celebrity endorser. Difficulty aside, management
must attempt to calculate the alternative returns on investment given multiple
options of celebrities who would appropriately fit with a brand’s desired image
and its target market.

6. Working Ease or Difficulty Factor
Some celebrities are relatively easy to work with, whereas others are simply diffi-
cult—stubborn, noncompliant, arrogant, temperamental, inaccessible, or other-
wise unmanageable. Brand managers and their advertising agencies would prefer
to avoid the “hassle factor” of dealing with individuals who are unwilling to flex
their schedules, hesitant to participate with a brand outside of celebrity-restricted
bounds, or otherwise difficult to work with.
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Table 11.2

The Importance of Various
Endorser-Related Factors on

Consumer’s Opinion of Product

Percentage of respondents rating factor
Endorser-related factors as very or extremely important*

Doesn’t use drugs. 66%
Is good role model for kids. 64
Has never been arrested. 54
Has a good family life. 51
Actually uses product in real life. 49
Is/was very successful in his/her sport. 36
Plays/played sport I follow. 30
Plays/played for one of my favorite teams. 30
Is religious. 27
Has been playing or played the sport for a long time. 25
Is someone I would like to be like. 21
Was born in America. 12
Is hottest new star in his/her sport. 14
Is good looking/stylish. 13
Is same gender as me. 8
Came to America from another country. 3

*Response options included “not at all important,” “somewhat important,” “important,” “very important,” and “extremely
important.”

SOURCE: Adapted from a study of 610 people age 18 and older reported in James Tenser, “Endorser Qualities Count More Than
Ever,” Advertising Age, November 8, 2004, S–2, 4.



7. Saturation Factor
Another key consideration, certainly not as important as the previous factors but
one that nonetheless has to be evaluated, is the number of other brands the
celebrity is endorsing. If a celebrity is overexposed—that is, endorsing too many
products—his or her perceived credibility may suffer.25

8. The Trouble Factor
A final consideration is an evaluation of the likelihood that a celebrity will get into
trouble after an endorsement relation is established. The potential that a celebrity
may get into trouble is a matter of considerable concern to brand managers and ad
agencies. Suppose a celebrity is convicted of a crime or has his or her image blem-
ished in some way during the course of an advertising campaign. What are the
potential negative implications for the endorsed brand? Frankly, there are no
simple answers to this provocative question, and researchers are just beginning to
explore the issue in a sophisticated fashion.26

In the meantime, many advertisers and advertising agencies are reluctant to
use celebrity endorsers. Their concern is not without justification. Consider some
of the celebrity-related incidents making news in recent years and during past
decades: (1) Basketball player Kobe Bryant was convicted, though subsequently
acquitted, of a rape charge in Colorado. Shortly thereafter, McDonald’s Corpora-
tion refused to renew Bryant as a spokesperson, as did a much smaller Italian
company that makes Nutella chocolate-hazelnut spread. (2) Swimmer and Olympic
gold-medalist Michael Phelps was arrested on a DUI (drive-under-the-influence)
charge after returning from the Olympics in Athens. (3) Track star Marion Jones’
reputation was tarnished by an investigation into allegations that she had used
performance-enhancing drugs. (4) Baseball player Jason Giambi admitted to using
performance-enhancing drugs, and home-run-hitting phenomenon Barry Bonds
was accused of doing the same. (5) Boxer Mike Tyson—an active endorser before a
series of mishaps—was convicted on a rape charge and served a prison sentence
(not to mention the fact that he bit a chunk out of opponent Evander Holyfield’s
ear during a match following his prison sentence). (6) Actress Cybill Shepherd had
a lucrative endorsement deal with the beef industry but embarrassed the industry
by revealing to the press that she avoided eating beef. (7) Entertainer Michael
Jackson was arraigned on child-molestation charges, though subsequently exon-
erated. (8) Tennis player Jennifer Capriati’s promising career was sidetracked at
an early age with emotional problems and allegations of drug abuse. She later
mounted a successful comeback, but her endorsement deals pale in comparison to
those of tennis stars such as the Williams sisters, Serena and Venus. (9) Ex–football
player and actor O. J. Simpson was indicted for, but not convicted of, murder.

Due to the risks of such incidents after the consummation of multimillion-dollar
celebrity endorsement contracts, there has been increased scrutiny in selecting
celebrity endorsers. No selection procedure is fail-safe, however, and it is for this
reason that some advertisers and their agencies avoid celebrity endorsements alto-
gether. An alternative is to use the “endorsements” of celebrities who are no longer
living. Dead celebrities are well known and respected by consumers in the target
audiences to whom they appeal, and, best of all, their use in advertising is virtually
risk free inasmuch as they cannot engage in behaviors that will sully their reputa-
tions and resonate adversely to the brands they posthumously endorse.

The Role of Q Scores
Needless to say, the selection of high-priced celebrity endorsers is typically under-
taken with considerable thought on the part of brand managers and their advertis-
ing agencies. Their selection process is facilitated with Performer Q Scores that are
commercially available from a New York–based firm called Marketing
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Evaluations. For reasons that will shortly become apparent, the Q in Q Score
signifies quotient.

Marketing Evaluations obtains Q Scores for approximately 1,500 public fig-
ures (entertainers, athletes, and other famous personages) by mailing question-
naires to a representative national panel of individuals. Panel participants are
asked two straightforward questions for each person: (1) have you heard of this
person? (a measure of familiarity); and (2) if so, do you rate him or her poor, fair,
good, very good, or one of your favorites? (a measure of popularity). The calcula-
tion of each performer’s Q score, or quotient, is accomplished by determining the
percentage of panel members who respond that a particular performer is “one of
my favorites” and then dividing that number by the percentage who indicate that
they have heard of that person. In other words, the popularity percentage is
divided by the familiarity percentage, and the quotient is that person’s Q Score.
This rating simply reveals the proportion of a group that is familiar with a person
and who regard that person as one of their favorites.

For example, results from a survey by Marketing Evaluations revealed that Bill
Cosby was known by 95 percent of people surveyed and considered a favorite by
45 percent. Hence, his Q Score (which is expressed without a decimal point) is
reported as 47 (i.e., 45 divided by 95 is roughly 47). Comparatively, in this same
survey, Roseanne Barr had a Q Score of only 16, which was obtained by dividing
the 15 percent of respondents who considered her one of their favorites by the 93
percent who were familiar with her.27 It comes as little surprise that advertisers
have not flocked to Roseanne to sign her up to endorse their products.

Q Scores provide useful information to brand managers and advertising agen-
cies, but there is more to selecting a celebrity to endorse a brand than simply
scouring through the pages of Q Scores. Subjective judgment ultimately comes
into play in determining whether a prospective celebrity endorser matches well
with the brand image and its intended target market.

The Role of Humor 
in Advertising

Politicians, actors and actresses, public speakers, professors, and indeed all of us
at one time or another use humor to create a desired reaction. Advertisers also
turn to humor in the hopes of achieving various communication objectives—gain-
ing attention, guiding consumer comprehension of product claims, influencing
attitudes, enhancing recall of advertised claims, and, ultimately, creating customer
action. The use of humor in advertising is extensive, representing approximately
25 percent of all television advertising in the United States and more than 35 per-
cent in the United Kingdom.28

A study based on a sampling of television advertisements from four countries
(Germany, Korea, Thailand, and the United States) determined that humorous
advertisements in all of these countries generally involve the use of incongruity
resolution.29 Humor in U.S. magazine and radio advertising also typically employs
incongruity resolution.30 Incongruity exists when the meaning of an ad is not
immediately clear. Baffled by the incongruity, the consumer is provoked to under-
stand the ad’s meaning and resolve the incongruity. When the meaning is eventu-
ally determined—as, for example, when the humor in an ad is detected—a feeling
of surprise is experienced, and it is this sensation of surprise that generates a
humorous response.31 In turn, this humorous response can elicit a favorable atti-
tude toward the advertisement and perhaps toward the advertised brand itself.32

The Advair advertisement in Figure 11.11 illustrates the use of humor. The
prominent visual depicts a dance scene featuring a “cool” dog wearing sunglasses
and a diamond-studded collar along with the statement “Go. Boogie.” The subtle
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humor in this ad results from appreciating the conversa-
tional usage of the phrase “I feel like a dog,” an expres-
sion applied when one does not feel good. Asthma
sufferers, the audience toward which this ad is directed,
certainly feel like dogs when not taking medicine or
when their asthma medicine is not working well. The
incongruity resolution in this ad thus occurs when one
recognizes that he or she, upon taking Advair, will
become a “happy dog” who can enjoy life and engage in
those activities refrained from when in the condition of
“feeling like a dog.” Although humor is used relatively
infrequently in magazine advertising compared with TV
and radio, the Advair advertisement illustrates the use of
humor in the magazine medium.33

Whether humor is generally effective and what kinds
of humor are most successful are matters of some debate
among advertising practitioners and scholars.34 A survey
determined that advertising agency executives consider
humor to be especially effective for attracting attention
and creating brand awareness.35 A thorough review of
research on the effects of humor leads to the following
tentative generalizations:36

• Humor is an effective method for attracting attention
to advertisements.

• Humor enhances liking of both the advertisement
and the advertised brand.

• Humor does not necessarily harm comprehension
and may in fact increase memory for advertising claims if the humor is rele-
vant to the advertised brand.37

• Humor does not offer an advantage over nonhumor at increasing persuasion.
• Humor does not enhance source credibility.
• The nature of the product affects the appropriateness of using humor.

Specifically, humor is used more successfully with established rather than new
products. Humor also is more appropriate for products that are more feeling-
oriented, or experiential, and those that are not very involving (such as inex-
pensive consumer packaged goods).

When used correctly and in the right circumstances, humor can be an extremely
effective advertising technique. A complication of using humor in advertising is
that humorous appeals vary in their effectiveness across demographic groups and
even among individuals. For example, men and women are not equally attentive
to humorous ads.38 In addition to demographic differences in responsiveness to
humor, research evidence also shows that humorous ads are more effective than
nonhumorous ads only when consumers’ evaluations of the advertised brand are already
positive. When prior evaluations are negative toward the advertised brand,
humorous ads have been shown to be less effective than nonhumorous ads.39 This
finding has a counterpart in interpersonal relations: when you like someone, you
are more likely to consider his or her attempt at humor to be funny than if you do
not like that person. Finally, it also has been found that individuals who have a
higher need for humor (i.e., the tendency to seek out amusement, wit, and non-
sense) are more responsive to humorous ads than are those with a lower need on
this personality trait.40

In sum, humor in advertising can be an extremely effective device for accom-
plishing a variety of marketing communications objectives. Nonetheless, adver-
tisers should proceed cautiously when contemplating the use of humor. First, the
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effects of humor can differ due to differences in audience characteristics—what
strikes some people as humorous is not at all funny to others.41 Second, the defini-
tion of what is funny in one country or region of a country is not necessarily the
same in another. Finally, a humorous message may be so distracting to an audi-
ence that receivers ignore the message content. There is indeed a fine line in adver-
tising between entertaining (via humor) and providing information sufficient to
influence attitudes and behavior. Thus, advertisers should carefully research their
intended market segments before venturing into humorous advertising. Please
read the IMC Focus for a discussion of how the Holiday Inn ad with slacker Mark
(discussed in the previous chapter) was created.

Appeals to Consumer Fears

The chapter earlier discussed that marketing communicators employ a variety of
techniques to enhance consumers’ information-processing motivation, opportu-
nity, or ability. As would be expected, the appeal to fear is especially effective as a
means of enhancing motivation. The unfortunate fact is that consumers in the 21st
century live in a world where the threat of terrorism is ever present, natural disas-
ters occur occasionally such as the horrific tsunami in countries surrounding the
Indian Ocean, and crime and health-related problems abound. It is estimated that
nearly 15 million Americans suffer from irrational fears and that anxiety disorders
afflict approximately 13 percent of adults.42

Advertisers, realizing that people have fears, rational as well as irrational,
attempt to motivate consumers to process information and to take action by
appealing to their fears. Appeals to fears in advertising identify the negative con-
sequences of either: (1) not using the advertised brand or (2) engaging in unsafe behav-
ior (such as drinking and driving, smoking, using drugs, eating unhealthy foods,
driving without seat belts, and engaging in unprotected sex).43

Fear-Appeal Logic
The underlying logic is that appeals to consumer fears will stimulate audience
involvement with a message and thereby promote acceptance of the message
arguments. The appeal to consumer fears may take the form of social disapproval or
physical danger. For example, mouthwashes, deodorants, toothpastes, and other
products appeal to fears when emphasizing the social disapproval we may suffer
if our breath is not fresh, our underarms are not dry, or our teeth are not cavity
free. Smoke detectors, automobile tires, unsafe sex, driving under the influence of
alcohol and other drugs, and being uninsured are a sampling of products and
themes used by advertisers to induce fear of physical danger or impending prob-
lems. Health-care ads frequently appeal to fears, and advertising agencies justify
the use of these appeals with logic such as, “Sometimes you have to scare people
to save their lives.”44

Appropriate Intensity
Aside from the basic ethical issue of whether fear should be used at all, the funda-
mental issue for advertisers is determining how intense the threat should be.
Should the advertiser employ a slight threat merely to get the consumer’s atten-
tion, or should a heavy threat be used so the consumer cannot possibly miss the
point the advertiser wishes to make? Although numerous studies have been per-
formed, the fact remains that there still is no consensus on what threat intensity is
optimal. There is, however, some consistency in the demonstration that the more
an audience experiences fear from an advertised threat, the more likely it is that
they will be persuaded to take the recommended action.45
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In general, it appears that the degree of threat intensity that is effective in
evoking fear in an audience depends in large part on how much relevance a topic
has for an audience—the greater the relevance, the lower the threat intensity that
is needed to activate a response. In other words, people who are highly involved
in a topic can be motivated by a relatively “light” appeal to fear, whereas a more
intense level of threat is required to motivate uninvolved people.46

To illustrate the relation between threat intensity and issue relevance, let us
compare a low-threat campaign for Michelin tires with the much more intense
appeal of campaigns designed to discourage drinking and driving. A long-standing
Michelin advertising campaign contained a series of television commercials that
showed adorable babies sitting on or surrounded by tires. These commercials were
subtle reminders (low levels of threat) for parents to consider buying Michelin
tires to ensure their children’s safety. A low level of threat is all that is needed in
this situation to evoke fear, because safety for their children is the most relevant
concern for most parents.

Consider, by comparison, the level of threat needed to reach high school stu-
dents and other young people who are the target of public service announcements
that attempt to discourage drinking and driving. The last thing many young
people want to hear is what they should or should not be doing. Hence, although
safety is relevant to most everyone, it is less relevant to young people who con-
sider themselves invulnerable. Consequently, very intense appeals to fear are
needed to impress on high schoolers the risk in which they place themselves and
their friends when drinking and driving.47

The Related Case of Appeals to Scarcity
Advertisers and other persuasion agents appeal to scarcity when emphasizing in
their messages that things become more desirable when they are in great demand
but short supply.48 Simply put, an item that is rare or becoming rare is more val-
ued. Salespeople and advertisers use this tactic when encouraging people to buy

Selection of the “Mark” Character in 
Holiday Inn’s Campaign

You will recall 
the Holiday Inn advertising 

campaign described in the previous chapter,
which was presented as an exemplar of clever and creative
advertising. That campaign featured various executions of an
ensemble of a mom, dad, grandma, and quintessential slacker
Mark, who in his late 30s still lives with his family rather than being
out on his own gainfully employed. In various executions Mark is
portrayed imposing various demands on the family—for amenities
such as more space, the family TV, and computer
data ports. The coup de grace in every
execution is a family member ex-
claiming, “What do you think this is,
a Holiday Inn?”

To those of us who possess no
acting ability or cinematic expertise, the
Holiday Inn advertisements may appear to be simple
little productions. However, as with creating a great movie, the
secret is in having a good script and proper casting. The casting of
Mark was key to the success of the Holiday Inn campaign. The
potential for a successful ad campaign came first from the key
phrase, “What do you think this is, a Holiday Inn?” The idea 
for using this phrase originated with the ad agency’s copywriter
and art director, who had heard the phrase as kids from their own
parents when failing to pick up clothes or toys. Once they had
this phrase as the campaign centerpiece, they decided that an

ensemble cast with a mom, dad, grandma, and slacker Mark would
be the constant from one commercial execution to the next.

Casting Mark became an incredible challenge. One candidate
after another was rejected because he just didn’t seem right for the
role. In fact, after many casting failures, there was some question
as to whether the concept could be pulled off successfully. Near the
point of moving on to another campaign idea, the ad agency’s
director recalled a guy he had filmed in New Orleans, a downcast
street clown named Ross Brockley. After pursuing Brockley, the
agency learned that he had given up his stand-up comedy gig and

moved back to his native Nebraska. After several
phone conversations, the ad agency

(Fallon McElligott) was able to con-
vince Ross to consider playing Mark
in the Holiday Inn ads. The rest is

history: Ross Brockley was offered
and accepted the role of Mark and will un-

doubtedly become one of the comedic legends in
advertising lore. His semiconfused mannerisms, slow speech pattern,
and he-just-doesn’t-get-it demeanor are absolutely perfect for the
role of Mark. It is difficult to imagine any other actor who would
have been more perfect for this role.

Some readers may recall seeing Brockley more recently in
the TV series, Pilot Season. Brockley played the character, Russ
Chockley, who was cast as a reclusive actor-turned-farmer

SOURCE: Adapted from Paula Champa, “Wake-Up Calls,” Agency (fall 2001), 6–7.
© 2001.
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immediately with appeals such as “Only a few are left,” “We won’t have any more
in stock by the end of the day,” and “They’re really selling fast.”

The theory of psychological reactance helps explain why scarcity works.49

This theory suggests that people react against any efforts to reduce their freedom
or choices. Removed or threatened freedom and choices are perceived as even
more desirable than previously. Thus, when products are made to seem less avail-
able, they become more valuable in the consumer’s mind. Of course, appeals to
scarcity are not always effective. But if the persuader is credible and legitimate,
then an appeal may be effective if it activates a response such as “Not many of this
product remain, so I’d better buy now and pay whatever it takes to acquire it.”

Perhaps nowhere in the world is scarcity more used as an influence tactic than
in Singapore. In the Hokkien dialect of Chinese, the word kiasu means the “fear of
losing out.” Singaporeans, according to a lecturer in the philosophy department at
National University, will take whatever they can secure, even if they are not sure
they really want it.50 Many Singaporeans apparently share a herd mentality—no one
wants to be different. Marketers, needless to say, have exploited this cultural char-
acteristic to sell all types of products. For example, a Singapore automobile dealer-
ship announced that it was moving its location and offered for sale 250 limited-
edition BMW 316i models, priced at $78,125 for a manual transmission and $83,125
for an automatic. All 250 models were sold within four days, and the dealer was
forced to order another 100, which were quickly sold even though delivery was un-
available for months.

The kiasu mentality makes Singaporeans virtually “sitting ducks” for users of
the scarcity tactic. However, Singaporean consumers, like consumers everywhere,
are only susceptible to such a persuasion tactic in those situations in which there
is in fact scarcity. Consumers otherwise would become skeptical of such trans-
parent attempts to mislead them and reject such blatant efforts to sell products by
using deceit.

Appeals to Consumer Guilt

Like appeals to fear, appeals to guilt attempt to trigger negative emotions. People
feel guilty when they break rules, violate their own standards or beliefs, or behave
irresponsibly.51 Appeals to guilt are powerful because they motivate emotionally
mature individuals to undertake responsible action leading to a reduction in the
level of guilt. Advertisers and other marketing communicators appeal to guilt and
attempt to persuade prospective customers by asserting or implying that feelings
of guilt can be relieved by using the promoted product.52 An analysis of a broad
spectrum of magazines revealed that about one 1 of 20 ads contains an appeal to
guilt.53 Consider, for example, the magazine advertisement for Veterinary Pet
Insurance (Figure 11.12), a company that markets insurance for the coverage of
unexpected pet accidents or illness. The headline surrounding the photo of the
rather sad-looking dog puts the pet owner on a guilt trip of sorts when stating,
“She’ll never know you can’t afford the treatment. But you will.” This advertise-
ment represents an appeal to anticipatory guilt. That is, the ad attempts to induce a
sense of guilt in the reader by suggesting that one would have failed to take proper
care of his or her pet if he or she were unable to pay for veterinary treatment.

Evidence, albeit limited, suggests that appeals to guilt are ineffective if adver-
tisements containing guilt appeals lack credibility or advertisers are perceived as
having manipulative intentions. When ads are perceived as lacking credibility
or attempting to manipulate the receiver, feelings of guilt are mitigated rather
than increased.54 Thus, appeals to guilt when the advertising is perceived as
lacking in credibility or being manipulative have little opportunity to positively
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influence beliefs, attitudes, or message-relevant behaviors. As stated
at the beginning of the chapter, it is important for the student to real-
ize the “it depends” nature of advertising. In this case, whether ads
appealing to guilt are effective depends in large part on perceived ad
credibility and manipulative intent.

The Use of Sex in Advertising

Whereas the previous two sets of advertising appeals—to fear and
guilt—are fundamentally negative (i.e., people generally avoid these
two emotions), the use of sex in advertising appeals to something
that people generally approach rather than avoid. Sex appeals in
advertising are used frequently and with increasing explicitness.
Products such as soft drinks, alcoholic beverages, cosmetics, auto-
mobiles, and many others use sex appeals in hopes of drawing atten-
tion to advertisements and making their sales pitch.

Whereas the use of such explicit sex was unthinkable not many
years ago, it now represents part of the advertising landscape.55 The
trend is not restricted to the United States; indeed, sexual explicit-
ness is more prevalent and more overt elsewhere—for example, in
Brazil and certain European countries.

What Role Does Sex Play in Advertising?

Actually, it has several potential roles.56 First, sexual material in advertising acts to
attract and hold attention for a longer period, often by featuring attractive models
in provocative poses.57 This is called the stopping-power role of sex.58 An advertising
campaign for Three Olives vodka typifies this role. Each execution in this cam-
paign portrays an attractive, seductively posed female model in a huge martini
glass. Placed conspicuously beside the model-filled martini glass is a rhetorical
question (recall the earlier discussion of rhetorical questions in the context of
MOA factors): “What’s in your martini?” There is clear double entendre contained
in this question, on the one hand suggesting that Three Olives should be the
vodka in your glass, and, on the other, intimating that by drinking Three Olives
one is likely to attract beautiful women.

A second potential role is to enhance recall of message points. Research sug-
gests, however, that sexual content or symbolism will enhance recall only if it is
appropriate to the product category and the creative advertising execution.59

Sexual appeals produce significantly better recall when the advertising execution
has an appropriate relationship with the advertised product.60

A third role performed by sexual content in advertising is to evoke emotional
responses, such as feelings of arousal and even lust.61 These reactions can increase
an ad’s persuasive impact, with the opposite occurring if the ad elicits negative
feelings such as disgust, embarrassment, or uneasiness.62 The advertisement for
the Three Olives brand of vodka described previously probably was designed to
arouse feelings in the target audience of predominantly young and middle-aged
men. The appeal to lust is typified by a Diet Coke television commercial that was
aired in the 1990s in which a group of voyeuristic women is shown watching with
palpable pleasure from their office building a sexy worker at a nearby construc-
tion site taking off his shirt and then opening a Diet Coke.

Whether sexual content elicits a positive or negative reaction depends on
the relevance of the sexual content to the advertised subject matter. An interesting
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marketing experiment tested this by varying magazine ads for two products, a
ratchet wrench set (a product for which sexual appeal is irrelevant) and a body oil
(a relevant sex-appeal product). The study also manipulated three versions of
dress for the female model who appeared in the ads: in the demure model version,
she was shown fully clothed in a blouse and slacks; in the seductive model version,
she wore the same clothing as in the demure version, but the blouse was com-
pletely unbuttoned and knotted at the bottom, exposing some midriff and cleav-
age; and in the nude model version, she was completely undressed. Study findings
revealed that the seductive model and body oil combination was perceived most
favorably by all respondents. Females regarded the nude model and ratchet set as
least appealing.63 This study was conducted over two decades ago, and it is uncer-
tain whether the same findings would be obtained in the sexually more explicit
society in which we now live.

Sexual content stands little chance of being effective unless it is directly rele-
vant to an advertisement’s primary selling point. When used appropriately, how-
ever, sexual content is capable of eliciting attention, enhancing recall, and creating
a favorable association with the advertised product.

The Potential Downside of Sex Appeals
in Advertising
The presentation to this point has indicated that when used appropriately, sex
appeals in advertising can be effective. The discussion would be incomplete, how-
ever, without mentioning the potential hazards of using sex appeals. There is evi-
dence to suggest that the use of explicit sexual illustrations in advertisements may
interfere with consumers’ processing of message arguments and reduce message
comprehension.64 Moreover, many people are offended by advertisements that
portray women (and men) as brainless sex objects. For example, an outcry ensued
in response to an advertisement for Old Milwaukee beer featuring the so-called
Swedish Bikini Team—a boat full of beautiful Scandinavian-looking women wear-
ing blue bikinis who appeared out of nowhere in front of a group of fishermen.
Female employees of Stroh Brewery Company, the makers of Old Milwaukee,
sued their employer, claiming that the advertisement created an atmosphere con-
ducive to sexual harassment in the workplace.65 Regardless of the merits of this
particular case, the general point is that sex in advertising can be demeaning to
females (and males) and, for this reason, should be used cautiously.

A TV advertisement for Miller Lite beer (dubbed “Catfight”) perhaps typifies
the questionable use of sexual content in advertising. (This ad was previously dis-
cussed in the IMC Focus in Chapter 6.) The ad, which was created by the Ogilvy &
Mather advertising agency, aired on many occasions during NFL games in the
2002–2003 football season. You may recall seeing the ad, which portrayed two
attractive and bosomy women literally ripping each other’s clothes off in a swim-
ming pool and later in wet cement as they supposedly fought over whether Miller
Lite beer was the beer of choice because it was “better tasting” than other light beers
or because it was “less filling.” This ad doubtlessly caught the attention of millions
of men (and women) who view NFL football, and perhaps aroused emotions and
aided brand name recall. Whether or not the ad achieved positive objectives for the
makers of Miller Lite, it raises distinct ethical issues about advertising propriety.

The fact remains that many people—men as well as women—are offended by
advertisements that portray women (and men) as brainless sex objects. The use of
sex in advertising is a matter of concern to people and advertising regulators
throughout the world.66 Sex in advertising can be demeaning to females (and
males) and, for this reason, should be used cautiously. Three categories of inde-
cency include advertisements that are sexist or sexy, or that sexually objectify their
models. Sexist ads are those that demean one sex in comparison with the other,
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particularly through sex-role stereotyping (e.g., portraying women
as “dumb blondes”); sexy ads use sexual imagery or suggestiveness;
and sexual objectification occurs when ads use women (or men, as in
the Diet Coke ad mentioned previously) as decorative or attention-
getting objects with little or no relevance to the product category. It
would seem that the Miller Lite “Catfight” commercial is guilty of
sexual objectification.

Another example of sexual objectification was an advertisement
for Wolverine boots (not shown here). This ad, which was directed
at men, revealed a sultry female wearing only the skimpiest of a
bikini bottom as she rested in the sand on her knees against an
ocean backdrop. She wore no bikini top, but instead had a pair of
Wolverine boots draped over her shoulders by their tied-together
strings to strategically cover her breasts. Immediately under the
boots was the key ad claim (the leverage point in MECCAS terminol-
ogy from the prior chapter): “The Only Time You’ll Want to Take
Our Boots Off.” This statement, which represents an indirect asser-
tion that Wolverine boots are extremely comfortable and implies
that male magazine readers would like to see the model bare
breasted, is open to critical challenge on the grounds that the same
point could be effectively made in many ways without resorting
to the objectification of women. On the other hand, many men—the target audi-
ence—likely may react favorably to this ad and regard it as appropriate and inof-
fensive. Obviously, all parties to advertising do not share equivalent views
on what is proper.

In concluding this section, it should be noted that “showing skin” in advertise-
ments does not necessarily equate with being sexist or sexually objectifying men
or women. For example, the ad for Gillette’s Satin Care Spicy Green Tea Shave Gel
(Figure 11.13) represents an appealing, attention-getting portrayal of a woman in a
context that is appropriate to the advertised brand.

Subliminal Messages 
and Symbolic Embeds

The word subliminal refers to the presentation of stimuli at a rate or level that is
below the conscious threshold of awareness. One example is self-help audiotapes
(such as tapes to help one quit smoking) that play messages at a decibel level in-
decipherable to the naked ear. Stimuli that cannot be perceived by the conscious
senses may nonetheless be perceived subconsciously. This possibility has gener-
ated considerable concern from advertising critics and has fostered much specula-
tion from researchers. The reason for the concern is clear: surveys have shown that
a large percentage of American people believe that subliminal methods are used
by advertisers.67 Representatives of the advertising community, however, disavow
the widespread use of subliminal advertising.68

The original outcry occurred nearly 50 years ago in response to a researcher
who claimed to have increased the sales of Coca-Cola and popcorn in a New
Jersey movie theater by using subliminal messages. At five-second intervals dur-
ing the movie Picnic, subliminal messages saying “Drink Coca-Cola” and “Eat
Popcorn” appeared on the screen for a mere 1/3,000 second. Although the naked
eye could not possibly have seen these messages, the researcher, James Vicary,
claimed that sales of Coca-Cola and popcorn increased 58 percent and 18 percent,
respectively.69 Though Vicary’s research is scientifically meaningless because he
failed to use proper experimental procedures, the study nonetheless raised public
concerns about subliminal advertising and led to congressional hearings.70 Federal
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legislation was never enacted, but since then subliminal advertising has been the
subject of concern by advertising critics, a matter of embarrassment for advertis-
ing practitioners, and an issue of theoretical curiosity to advertising scholars.71

The fires of controversy were fueled again in the 1970s and 80s with the publi-
cation of three provocatively titled books: Subliminal Seduction, Media Sexploitation,
and The Clam Plate Orgy.72 The author of these books, Wilson Key, claimed sublim-
inal advertising techniques are used extensively and have the power to influence
consumers’ choice behaviors.

A Cautious Challenge
Many advertising practitioners and marcom scholars discount Key’s arguments
and vehemently disagree with his conclusions. Part of the difficulty in arriving at
clear answers as to who’s right and who’s wrong stems from the fact that com-
mentators differ in what they mean by subliminal advertising. In fact, there are
three distinct forms of subliminal stimulation. A first form presents visual stimuli
at a very rapid rate by means of a device called a tachistoscope (say, at 1/3,000 sec-
ond as in Vicary’s research). A second form uses accelerated speech in auditory mes-
sages. The third form involves the embedding of hidden symbols (such as sexual
images or words) in print advertisements.73

This last form, embedding, is what Key has written about and is the form that
advertising researchers have studied. However, it is important to remember that
embeds (for example, the word sex airbrushed into an advertisement) are not truly
subliminal since they are visible to the naked eye. Nonetheless, the remaining dis-
cussion of subliminal messages is restricted to the practice of embedding.

To better appreciate embedding, consider an advertisement for Edge shaving
gel that ran in magazines a number of years ago. This ad featured a picture of a
lathered-up man with a look of near ecstasy on his face and a prominent shot of
the Edge shaving gel can grasped in his fingertips. Below his lips was a scene of a
nude woman on her back with knees raised, a portrayal of an attractive blond
woman’s face, and a scene of a sexy male on a surfboard surfing through a water
tunnel. Aside from the Freudian symbolism associated with the water tunnel and
the look of ecstasy on the man’s face, the ad also included three vague nude fig-
ures airbrushed into the shaving lather above the man’s lip.

Are embedded symbols in advertisements effective? To answer this we first
need to examine the process that would have to operate for embedding to influ-
ence consumer choice behavior. The Edge shaving gel advertisement provides a
useful vehicle for motivating this discussion. The first step in the process requires
that the consumer consciously or subconsciously process the embedded symbol
(the nude figures in the Edge magazine ad). Second, as the result of processing the
cue, the consumer would have to develop a greater desire for Edge shaving gel
than he had before seeing the ad. Third, because advertising is done at the brand
level and because advertisers are interested in selling their brands and not just any
brand in the product category, effective symbolic embedding would require that
consumers develop a desire for the specific brand, Edge in this case, rather than
just any brand in the category. Finally, the consumer would need to transfer the
desire for the advertised brand into actual purchase behavior.

Is there evidence to support this chain of events? Despite a few limited studies
on the issue, there are a variety of practical problems that probably prevent embed-
ding from being effective in a realistic marketing context.74 Perhaps the major reason
why embedding in advertising has little effect is because the images have to be
concealed to preclude detection by consumers. Many consumers would resent
such tricky advertising efforts if they knew they existed. Thus, precluding detec-
tion from consumers means that embedding is a relatively weak technique com-
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pared with more vivid advertising representations. Because the majority of con-
sumers devote relatively little time and effort in processing advertisements, a
weak stimulus means that most consumers would not be influenced much.75

Even if consumers did attend to and encode sexual embeds under natural
advertising conditions, there remains serious doubt that this information would
have sufficient impact to affect product or brand choice behavior. Standard
(supraliminal) advertising information itself has a difficult time influencing
consumers. Would subliminal information be any more effective? For example,
would men choose Edge shaving gel just because they consciously or subcon-
sciously spotted a nude woman in the advertisement for that product? Un-
fortunately, positions are mixed on this issue. Let’s briefly examine a perspective
arguing why subliminal advertising cannot work, and then consider the alterna-
tive possibility that under select conditions it might influence purchase behavior.

A Dissenting Perspective
This perspective argues that subliminal advertising is ineffective due to the use of
weak stimuli, such as subtle embeds or barely audible sounds. The following
quote sums up this viewpoint. Please note that the quote acknowledges sublimi-
nal perception is a bona fide phenomenon (i.e., extensive research has demon-
strated that people are capable of perceiving stimuli in the absence of conscious
awareness of those stimuli), but the weak effects of subliminal stimuli are nullified
under actual market circumstances where, for example, many brands compete for
the consumer’s attention at the point of purchase.

A century of psychological research substantiates the general principle that more intense
stimuli have a greater influence on people’s behavior than weaker ones. While subliminal
perception is a bona fide phenomenon, the effects obtained are subtle and obtaining them
typically requires a carefully structured context. Subliminal stimuli are usually so weak
that the recipient is not just unaware of the stimulus but is also oblivious to the fact that
he/she is being stimulated. As a result, the potential effects of subliminal stimuli are easily
nullified by other ongoing stimulation in the same sensory channel or by attention being
focused on another modality. These factors pose serious difficulties for any possible market-
ing application.76

The Possibility That Subliminal Stimuli 
May Influence Brand Choice
As discussed back in Chapter 3 in the context of advertising ethics, there is grow-
ing evidence that much human behavior is not under conscious control but rather
occurs virtually automatically (without cognitive intervention). Communicators
can, for example, activate—or prime—subconscious thoughts in people using
subtle techniques and subliminal messages. For subconscious priming to be effec-
tive, the primed topic must be compatible with the individual’s current need
states. In other words, one cannot be subliminally induced to act in a certain way
unless he or she has a need to act in that way.77 Moreover, a primed need does not
remain an active driver of judgments and behavior over the long run, but is lim-
ited in its length of influence. Hence, an advertiser may subliminally activate a
certain thought or feeling relating to a brand, but the consumer would not act on
that thought or feeling if he or she is not presently in the market to purchase a
product that relates to it. In general, it would be expected that mass-media adver-
tising would have little effectiveness in this regard given that exposure to ads and
purchase decisions typically are separated in time. However, as noted in Chapter
3, point-of-purchase advertising (e.g., in-store radio programming) may provide
an opportune (albeit unethical) medium for subliminally priming consumers into
purchasing products and brands.
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The Functions of Music 
in Advertising

Music has been an important component of the advertising landscape virtually
since the beginning of recorded sound. Jingles, background music, popular tunes,
and classical arrangements are used to attract attention, convey selling points, set
an emotional tone for an advertisement, and influence listeners’ moods. Well-
known entertainers, nonvocal musical accompaniment, and unknown vocalists
are used extensively in promoting everything from fabric softeners to automo-
biles. A Celine Dion song, “I Drove All Night,” was featured in a series of Chrysler
commercials. Famous rocker Bob Dylan’s “Love Sick” was introduced in commer-
cials for Victoria’s Secret. Chevrolet launched a major advertising campaign
around songs that cited Chevy or Chevy products, including tunes from the Beach
Boys (“409”), Don McLean (“American Pie”), Elton John (“Crocodile Rock”), and
Prince (“Little Red Corvette”).78

Many advertising practitioners and scholars think that music performs a variety
of useful communications functions. These include attracting attention, putting con-
sumers in a positive mood, making them more receptive to message arguments, and even
communicating meanings about advertised products.79 Consider, for example, the use
of music in a famous Pepsi advertisement. The antics of a Coke delivery man in a
supermarket are captured by a security camera. While the famous Hank Williams
song, “Your Cheatin’ Heart,” plays in the background, the deliveryman approaches
a Pepsi cooler that is adjacent to his own Coca-Cola cooler. The delivery man is
shown sneaking a look at the Pepsi cooler, opening it, and then removing a can of
Pepsi—at which time dozens of Pepsi cans cascade to the floor with a huge noise
that catches the attention of shoppers, much to the deliveryman’s chagrin. This clas-
sic advertisement is an outstanding attention getter that subtly conveys the message
that perhaps Pepsi is better than Coke. The ad would not have been nearly as effec-
tive without the music, “Your Cheatin’ Heart,” being played in the background.

Music’s role in advertising has received relatively little formal inquiry from
marketing academics.80 However, brief review of one study demonstrates the
potential influence that music can have.81 Using classical conditioning procedures,
music represented the unconditioned stimulus in an effort to influence experi-
mental subjects’ preference for a ballpoint pen, which represented the conditioned
stimulus. An unconditioned stimulus (US) is one that evokes pleasant feelings or
thoughts in people. A conditioned stimulus (CS) is one that is emotionally or cogni-
tively neutral prior to the onset of a conditioning experiment. In simple terms,
classical conditioning is achieved when the pairing of US and CS results in a trans-
fer of feeling from the US (music in the present case) to the CS (the ballpoint pen).

Experimental subjects in this study were informed that an advertising agency
was trying to select music for use in a commercial for a ballpoint pen. Subjects then
listened to music while they viewed slides of the pen. The positive US for half the
subjects was music from the movie Grease, and the negative US for the remaining
subjects was classical Asian Indian music. The simple association between the
music and the pen influenced product preference—nearly 80 percent of the subjects
exposed to the Grease music chose the advertised pen, whereas only 30 percent of
the subjects exposed to the Asian Indian music chose the advertised pen.82

The Role of Comparative 
Advertising

As alluded to in the Marcom Challenge, the practice in which advertisers directly or
indirectly compare their products against competitive offerings, typically claiming
that the promoted item is superior in one or several important purchase consider-
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ations, is called comparative advertising. Comparative ads vary
both with regard to the explicitness of the comparisons and with
respect to whether the target of the comparison is named or
referred to in general terms.83

Salespeople have always used comparative messages in arguing
the advantages of their products over competitors’. Likewise, print
advertisers (i.e., newspapers and magazines) have used compara-
tive claims for decades. It was not until the early 1970s, however,
that television commercials in the United States began making
direct-comparison claims. Since then all media have experienced
notable increases in the use of comparative advertising. In some
countries (e.g., Belgium, Hong Kong, and Korea) it is illegal to use
comparative advertising; and with the exception of the United
States and Great Britain, advertising comparisons are used infre-
quently in those countries where this form of advertising is legal.84

To better appreciate comparative advertising, it will be
useful to examine a couple of examples. The ad in Figure 11.14 for
Clorox Clean-Up compares itself directly against competitor
Mr. Clean. Using an interesting graphic, the ad indicates that
Clorox Clean-Up can remove tough stains such as wine spills,
whereas Mr. Clean cannot. Consider now the indirect comparison
advertisement for Allegra in Figure 11.15. Without mentioning any
competitive brands, this ad shows graphically and comments that a dose of
Allegra “lasts up to 4 times longer than one dose of most OTC [over-the-counter]
allergy medicines.”

Is Comparative Advertising More Effective?
In deciding whether to use a comparative advertisement rather than a more con-
ventional noncomparative format, an advertiser must confront questions such as
the following:85

• How do comparative and noncomparative advertisements match up in terms of
impact on brand awareness, consumer comprehension of ad claims, and cred-
ibility?

• Do comparative and noncomparative ads differ with regard to effects on
brand preferences, buying intentions, and purchase behavior?

• How do factors such as consumer brand preference and the
advertiser’s competitive position influence the effectiveness of
comparative advertising?

• Under what specific circumstances should an advertiser use
comparative advertising?

Researchers have performed numerous studies that have exam-
ined the processes by which comparative advertising operates, the
results it produces, and how its effects contrast with those from non-
comparative ads.86 Findings are at times inconclusive and even con-
tradictory. Lack of definitive results is to be expected, however,
because advertising is a complex phenomenon that varies from situ-
ation to situation in terms of executional elements, audience demo-
graphics, media characteristics, and other factors. However, a major
review of research that has tested comparative versus noncompara-
tive advertising suggests the following tentative conclusions:87

• Comparative advertising is better at enhancing brand name
recall.

• Comparative advertising promotes better recall of message
arguments.
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• Comparative advertising is perceived, however, as somewhat less believable
than noncomparative advertising.

• Comparative advertising is responsible for generating more favorable atti-
tudes toward the sponsoring brand, especially when the brand is a new (ver-
sus established) brand.

• Comparative advertising generates stronger intentions to purchase the spon-
sored brand.

• Comparative advertising generates more purchases.

It is obvious from this list that a variety of advantages accrue to the use of com-
parative versus noncomparative advertising. However, as is always the case, one
form of advertising is not universally superior to another under all circumstances.
The following section identifies some specific issues that should be considered
when deciding whether to use a comparative advertisement.

Considerations Dictating the Use of
Comparative Advertising

Situational Factors
Characteristics of the audience, media, message, company, and product all play
important roles in determining whether comparative advertising will be more
effective than noncomparative advertising. For example, comparative advertise-
ments seem to be evaluated less favorably by people holding a prior preference
for the comparison brand (the brand that the advertised brand is compared
against) than by those without a prior preference for that brand.

Distinct Advantages
Comparative advertising is particularly effective for promoting brands that possess
distinct advantages relative to competitive brands.88 When a brand has a distinct
advantage over competitive brands, comparative advertising provides a powerful
method to convey this advantage. The advertisement for Clorox Clean-Up (Figure
11.14) typifies this situation. Relative to noncomparative advertising, comparative
advertising has also been shown to increase the perceived similarity between a
challenger brand in a product category and the category leader.89

The Credibility Issue
The effectiveness of comparative advertising increases when comparative claims
are made to appear more credible. There are various ways to accomplish this:
(1) have an independent research organization support the superiority claims,
(2) present impressive test results to back up the claims, and (3) use a trusted
endorser as the spokesperson.

Assessing Effectiveness
Because comparative advertisements make claims for an advertised brand relative
to another brand and because consumers encode this comparative information in
a relative fashion, measurement techniques in assessing the effectiveness of compar-
ative advertising are most sensitive when questions are worded in a relative fash-
ion. This is, for maximal sensitivity, the question context, or wording, should
match the consumer’s encoding mind-set. For example, with reference to the
Allegra advertisement (Figure 11.15), there are two alternative questions that
could be framed to ascertain whether consumers perceive Allegra as an effective
brand in treating seasonal allergies: (1) How likely is it that the effects of Allegra
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are long lasting? (nonrelative framing) or (2) How likely is it that Allegra is longer
lasting than most other over-the-counter allergy medicines? (relative framing).
Research has shown that relative framing does a better job of assessing con-
sumers’ beliefs after their exposure to comparative advertisements.90

Summary

This chapter discusses three general topics. The first major section focused on
methods used by advertisers to enhance an audience’s motivation, opportunity,
and ability to process ad messages. This section included descriptions and illustra-
tions of advertising efforts to heighten consumers’ motivation to attend to and
process messages, measures to augment consumers’ opportunity to encode infor-
mation and reduce processing time, and techniques used to increase consumers’
ability to access knowledge structures and create new structures.

The second major section dealt with the role of endorsers in advertising. The
TEARS model (trustworthiness, expertise, physical attractiveness, respect, and
similarity) provided a convenient acronym for thinking about the endorser
attributes that play major roles in determining their effectiveness. The following
factors appear to be the most important ones used by brand managers in actually
selecting celebrity endorsers: (1) celebrity and audience matchup, (2) celebrity and
brand matchup, (3) celebrity credibility, (4) celebrity attractiveness, (5) cost consid-
erations, (6) a working ease or difficulty factor, (7) an endorsement saturation fac-
tor, and (8) a likelihood-of-getting-into-trouble factor. Discussion of celebrity and
typical-person endorsers indicates that endorsers have an influence on consumers
via the attributes of credibility and attractiveness. Credibility functions via the
process of internalization, whereas attractiveness operates through an identifica-
tion mechanism.

Finally several sections were devoted to a variety of message appeals in adver-
tising. Widely used advertising techniques discussed in this chapter include
humor, appeals to fear, appeals to guilt, sex appeals, subliminal messages, the use
of music, and comparative advertisements. Discussion covers empirical research
and indicates the factors involved in selecting each of these message elements.

Discussion Questions
1. Using the concepts of attractiveness, expertise, and trustworthiness, explain

what makes Tiger Woods an effective (and extremely well paid!) endorser. Do
the same for Maria Sharapova.

2. Presented early in the chapter was a quote from philosopher Alfred North
Whitehead stating, “Seek simplicity and distrust it.” What does this quote
mean in terms of the effectiveness of particular advertising appeals, such as
the use of humor?

3. Locate examples of magazine advertisements that illustrate each of the follow-
ing: (a) an effort to increase consumers’ motivation to process brand informa-
tion, and (b) an attempt to enhance consumers’ opportunity to encode
information. Justify why your chosen examples are good illustrations.
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4. Locate two advertisements that illustrate exemplar-based learning, and pro-
vide explanations as to how the chosen advertisements facilitate exemplar-
based learning.

5. Attractiveness as an attribute of endorsers includes but is not restricted to
physical attractiveness. Many would regard British soccer star David Beckham
(Bend It Like Beckham) as attractive. In what ways other than physical attrac-
tiveness might he be considered attractive?

6. Considering the likelihood-of-getting-into-trouble factor, identify three enter-
tainment or sports celebrities that you, as a brand manager, would be reluctant
to have endorse your brand for fear they would get into some sort of trouble.

7. Comedian and TV actor Bill Cosby for many years endorsed Jell-O pudding.
Suppose you were brand manager for Jell-O and tasked with coming up with
a replacement for Mr. Cosby. Who would you select? Justify the rationale
behind your choice.

8. Infomercials are long commercials that generally last from 30 to 60 minutes.
These commercials typically are aired during fringe times and frequently pro-
mote products such as diet aids, balding cures, and exercise products. These
infomercials often use endorsements from physicians and other health profes-
sionals to buttress claims about the promoted brand’s efficacy. Using concepts
from this chapter, explain why health professionals are used in this form of
advertising.

9. You have probably seen a number of public service announcements along the
lines of those described in the fear appeals section to discourage drinking and
driving. In your opinion, is this form of advertising effective in altering the
behavior of people your age? Be specific in justifying your answer.

10. The fear of getting AIDS should be relevant to many college students.
Accordingly, would you agree that a relatively weak fear appeal should suffice
in influencing students to either abstain from sexual relations or practice safe
sex? If you disagree, then how can you reconcile your disagreement with the
degree-of-relevance explanation?

11. Identify three or four products for which you feel appeals to guilt might be a
viable approach to persuading consumer acceptance of a brand. What kinds of
products do not lend themselves to such appeals? Explain why you feel these
products would be inappropriate.

12. Consumers occasionally find television commercials to be humorous and
enjoyable. Some advertising pundits claim that such commercials may capture
attention but are frequently ineffective in selling products. What is your view-
point on this issue? Justify your position.

13. Identify two or three television commercials that you consider humorous. Is
the use of humor appropriate for the brands advertised in these commercials
and given their likely target audiences? Justify your responses.

14. Identify several TV commercials or magazine ads that use sex appeals.
Describe each advertisement and then explain whether an appeal to sex is
appropriate or inappropriate for the brand.

15. Too much sex is used in advertising. Comment.
16. The article titled “Understanding Jingles and Needledrop: A Rhetorical

Approach to Music in Advertising” (see endnote 79) suggests that music in
commercials communicates specific meanings to listeners and viewers. In
other words, music “speaks” to people by conveying a sense of speed, excite-
ment, sadness, nostalgia, and so on. Identify two commercials in which music
communicates a specific emotion or other state or action to consumers, and
identify this emotion, state, or action.

17. Photocopy one or two examples of comparative advertisements from maga-
zines. Analyze each ad in terms of why you think the advertiser used a com-
parative-advertising format and whether you think the advertisement is
effective. Justify your position.
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watchable; comparatively, ordinary commercials empha-

size music only about 20 percent of the time.

Voice-Overs. Watchable ads include continuous voice-

overs rarely (only about 10 percent of the time), whereas

ordinary ads often use this technique (about 50 percent

of the time). Watchable ads tend to use voice-overs only

at the end of commercials.

Pace. Watchable ads are more likely to be fast paced

compared to ordinary ads.

Celebrities. Watchable

ads use celebrities

considerably more

often than ordinary

ads. Celebrities are excellent

attention-getters and can be chosen to

attract a specific age group, economic status, etc.

Cute Things. Commercials that include children or

animals—babies sleeping, playing, learning to walk,

or the Iams dog food puppies, romping, nipping, and

napping—tend to be more watchable, primarily because

these “cute things” increase viewing enjoyment if not

necessarily involvement.

For TV commercials to be successful, it is critical

that the viewer’s attention be captured and maintained.

Many commercials initiate involuntary attention by

using loud sounds or flashing lights, but these do not 

CHAPTER 12

Assessing Ad Message Effectiveness

Research by a global advertising research company,

Millward Brown, has explored the issue framed in the

title to this Marcom Challenge. In their studies of

thousands of TV commercials in the United States,

Europe, and elsewhere, Millward Brown has determined

that commercials classified as watchable—that is, ads

that both involve the viewer and are enjoyable to

watch—are much more likely than ordinary ads to be

remembered and are substantially

more likely to drive sales.1

But what makes one

commercial more

watchable than

another? Based on Millward

Brown’s research, here are some of the

characteristics that distinguish watchable from less-

watchable commercials:

Humor. Ads that are funny are much more likely to be

watchable. Humor in advertising increases both viewer

involvement and enjoyment. For example, Wendy’s

Spicy Chicken Sandwich commercial: the sandwich is so

hot that customers will drink water from anywhere to

put out the fire – a man drinks water from his water-

bed, or a woman plunges her head into a fish tank.

Music. Music is featured prominently in slightly over

50 percent of commercials that are classified as

Marcom Challenge: 
What Makes an Advertisement Watchable?



C H A P T E R  O B J E C T I V E S

1
Explain the rationale and importance 

of message research.

2
Describe the various research techniques used 

to measure consumers’ recognition and 
recall of advertising messages.

3
Illustrate measures of physiological arousal 

to advertisements.

4
Explicate the role of persuasion measurement, 

including pre- and posttesting of 
consumer preference.

5
Explain the meaning and operation of 

single-source measures of advertising effectiveness.

6
Examine some key conclusions regarding 

television advertising effectiveness.
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necessarily increase viewer involvement or enjoyment.

Moreover, other commercials may be enjoyable to view,

but may not be particularly involving or link the message

well with the advertised brand. The concept of watch-

ability is relatively new in advertising. Its point of emphasis

is that an effective, impactful commercial must be both

involving and enjoyable. This then takes us to the subject

of the present chapter: advertising research is needed to

test commercials both before they are printed or aired

(pretesting research) and after they appear in magazines

and newspapers or on television and radio (posttesting

research). Advertisers cannot assume that creative

executions will be effective; rather, they must test ads for

effectiveness. Watchability is just one of various indicators

of advertising effectiveness.



332 Part 4: Advertising Management

Overview of Advertising Research

The two preceding chapters examined the role of advertising creativity (Chapter 10)
and explored the role of endorsers and forms of advertising executions—humor, sex
appeals, appeals to guilt, and so on (Chapter 11). A well-defined value proposition is
the key to advertising effectiveness, but there are “different ways to skin the cat”;
that is, different types of creative advertising strategies (e.g., USP, brand image, and
generic) and different message strategies can accomplish the all-important marcom
objectives that were described back in Chapter 6. In short, brand managers and their
advertising agencies have many options when creating advertising messages.

At the same time, the brand management team is responsible for researching
whether proposed advertisements stand a good chance of being successful prior to
investing money in printing or airing ads. It would, in other words, be presump-
tuous at best or even foolhardy to assume that a proposed advertisement will be
successful absent any research-based evidence. The demand for accountability that
is prevalent throughout business (recall the discussion back in Chapter 2) necessi-
tates that ads be tested before they are placed in media and then again during or
after the period in which they have been printed or broadcast.

Sound business practice requires that efforts be made to determine whether
advertising expenditures are justified, especially considering the amount of
money that is invested in advertising both in the United States and worldwide.
Accordingly, a significant amount of time and money are spent on testing message
effectiveness. This chapter surveys some of the most important techniques used in
the advertising research business.

It’s Not Easy or Inexpensive
Measuring message effectiveness is a difficult and expensive task. Nonetheless, the
value gained from undertaking the effort typically outweighs the drawbacks. In the
absence of formal research, most advertisers would not know whether proposed ad
messages are going to be effective or whether ongoing advertising is doing a good
job, nor could they know what to change to improve future advertising efforts.
Advertising research enables management to increase advertising’s contribution
toward achieving marketing goals and yielding a reasonable return on investment.

Contemporary message research traces its roots to the 19th century, when
measures of recall and memory were obtained as indicators of print advertising
effectiveness.2 Today, most national advertisers would not even consider airing a
television commercial or placing a magazine advertisement without testing it first.
A survey of the largest advertisers and advertising agencies in the United States
determined that more than 80 percent of the respondents from each group pretest
television commercials before airing them on a national basis.3 Interestingly, these
commercials typically are tested in a preliminary form rather than as finished ver-
sions. The purpose of testing commercials in rough form is to enable an economic
means of screening out bad ideas at significantly lower expense than is necessi-
tated in developing finished commercials.4 Research has shown that results from
testing prefinished commercials closely parallel those from tests performed on
finalized commercials.5 The IMC Focus briefly describes the various prefinished
forms in which TV commercials typically are tested.

What Does Advertising Research Involve?
Due to growing calls for advertising accountability, advertising research in its
various forms is more prevalent and essential than ever.6 Advertising research
encompasses a variety of purposes, methods, measures, and techniques. Broadly
speaking, we can distinguish two general forms of ad research: measures of media



effectiveness and those of message effectiveness. Subsequent chapters will address the
matter of media effectiveness; the present chapter focuses exclusively on measur-
ing message effectiveness.

Achieving brand awareness, conveying copy points, influencing attitudes, cre-
ating emotional responses, and affecting purchase choices are the various foci of
message research. In short, message research is undertaken to test the effective-
ness of advertising messages. (Message research also is called copy research, or copy
testing, but these terms are too limiting inasmuch as message research involves
testing all aspects of advertisements, not just the verbal copy material.)

There are four stages at which ad message research might be conducted: (1) at
the copy development stage; (2) at the “rough” stage (i.e., in prefinished form such
as animatics and photomatics; see IMC Focus); (3) at the final production stage, but
prior to placing the ad in magazines, on TV, or in other media; and (4) after the ad
has been run in media.7 In other words, advertising research involves both pretest-
ing messages during developmental stages (prior to actual placement in advertis-
ing media) and posttesting messages for effectiveness after they have been aired or
printed. Pretesting is performed to eliminate ineffective ads before they are ever
run, while posttesting is conducted to determine whether messages have achieved
established objectives.

Sometimes research is done under natural advertising conditions and other
times in simulated or laboratory situations. Measures of effectiveness range from
paper-and-pencil instruments (such as attitude scales) to physiological devices

Testing TV Commercials in
Prefinished Form

An advertising 
agency works from a  

creative brief that has been developed in
conjunction with the client-side brand management team. As
described in Chapter 10, the creative brief is a document designed
to inspire copywriters by channeling their creative efforts toward a
solution that will serve the interests of the client. The creative brief
represents an informal pact between client and advertising agency
that secures agreement on what an advertising
campaign is intended to accomplish.
Among other features, the creative
brief identifies the brand
positioning, the overall marketing
strategy for the brand, and a
statement of the brand’s key value
proposition. Working from this brief, copy-
writers and other agency personnel develop two or more creative
executions that are considered suitable for accomplishing agreed-
on objectives. However, rather than immediately producing a
finished commercial, which can easily cost $500,000 or more,
it is practical and cost-efficient to test the advertising concept in
a prefinished form. There are five prefinished forms that are tested
in television commercial research. The form furthest removed from
a finished commercial is the storyboard, whereas the other forms
become more like a produced commercial as we progress from
the animatics form to the liveamatics version. Each is briefly
described here.

1. Storyboards: This prefinished version presents a series of key
visual frames and the corresponding script of the audio. The
sequence of visual frames is literally pasted on a poster-type
board, which thus accounts for the storyboard name. The
storyboard version, unlike a dynamic commercial, is completely

static. Drawings of people replace the actual actors or celebri-
ties who ultimately will appear in the finished commercial.
Testing of storyboards often is done in focus group settings
with small groups of consumers.

2. Animatics: This is a film or videotape of a sequence of drawings
with simultaneous playing of audio to represent a proposed
commercial. The animatic version maintains the primitive nature
of the storyboard but incorporates an element of dynamism by
videotaping the sequence of drawings.

3. Photomatics: A sequence of photographs is filmed
or videotaped and accompanied by audio

to represent a proposed commercial.
This version is increasingly realistic
inasmuch as photographs of real

people are displayed rather than,
as in the case of storyboards or ani-

matics, merely shown as drawn renderings
of real people.

4. Ripomatics (also called steal-o-matics): Footage is taken from
existing commercials and spliced together to represent the pro-
posed commercial. Hence, the ripomatics version captures the
realism of an actual commercial but does not entail the huge
expense associated with filming an original commercial.

5. Liveamatics: This prefinished version entails filming or video-
taping live talent to represent the proposed commercial. This
version is the closest to a finished commercial, but it does not
fully represent the actual settings or talent that will be used in
the finished commercial.

SOURCES: Adapted from David Olson, “Principles of Measuring Advertising
Effectiveness,” American Marketing Association, http://www.marketingpower
.com (accessed October 14, 2004), and Karen Whitehill King, John D. Pehrson,
and Leonard N. Reid, “Pretesting TV Commercials: Methods, Measures, and
Changing Agency Roles,” Journal of Advertising 22 (September 1993), 85–97.
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(e.g., pupillometers that measure eye movement). It should be clear that there is
no single encompassing form of message research. Rather, measures of advertis-
ing effectiveness are as varied as the questions that advertisers and their agencies
want answered.

Industry Standards for Message Research
Message-based research, or copy testing, is in wide use. Yet, it may be a bit sober-
ing to note that much message-based research is not of the highest caliber.
Sometimes it is unclear exactly what the research is attempting to measure, mea-
sures often fail to satisfy the basic requirements of sound research, and results
have little to say about whether tested ads stand a good chance of being effective.

Members of the advertising research community have been mindful of these
problems and have sought a higher standard of performance from advertising
researchers. A major document, called Positioning Advertising Copy Testing
(PACT), was formulated by leading U.S. advertising agencies to remedy the prob-
lem of mediocre or flawed advertising research. The document is directed pri-
marily at television advertising but is relevant to the testing of advertising in
all media.

The PACT document consists of nine message-testing principles.8 More than
mere pronouncements, these principles represent useful guides to how advertis-
ing research should be conducted. It is unnecessary that you attempt to commit
these principles to memory; rather, your objective in reading the following prin-
ciples should be to simply appreciate what constitutes good message research
practice. (Please note that the developers of the PACT principles referred to copy
testing rather than message research. The descriptions that follow retain the use of
copy testing, though as noted previously, message research is a more apt label.)

Principle 1
A good copy testing system needs to provide measurements that are relevant to the
advertising objectives. The specific objective(s) that an advertising campaign is
intended to accomplish (such as creating brand awareness, influencing brand
image, or creating warmth) should be the first consideration in determining the
methods to assess advertising effectiveness. For example, if the objective for a par-
ticular campaign is to evoke strong emotional reactions, a measure of recall would
be patently inappropriate.

Principle 2
A good copy testing system is one that requires agreement about how the results will
be used in advance of each specific test. Specifying the use of research results before
data collection ensures that all parties involved (advertiser, agency, and research
firm) agree on the research goals and reduces the chance of conflicting interpreta-
tions of test results. This principle’s intent is to encourage the use of decision rules
or action standards that, before actual testing, establish the test results that must
be achieved for the test advertisement to receive full media distribution.

Principle 3
A good copy testing system provides multiple measurements, because single meas-
urements are generally inadequate to assess the totality of an ad’s performance. The
process by which advertisements influence customers is complex, so multiple mea-
sures are more likely than single measures to capture the various advertising effects.

Principle 4
A good copy testing system is based on a model of human response to communica-
tions—the reception of a stimulus, the comprehension of the stimulus, and the
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response to the stimulus. Because advertisements vary in the impact they are
intended to achieve, a good copy testing system is capable of answering questions
that are patterned to the underlying model of behavior. For example, if consumers
purchase a particular product for primarily emotional reasons, then message
research should use a suitable measure of emotional response rather than simply
measuring recall of copy points. It is interesting to note that message research has
historically focused excessively on the rational, cognitive aspect of human behav-
ior and given insufficient attention to emotions and feelings—factors that are
increasingly being recognized by scholars and practitioners as just as important, if
not more influential, than cognition in driving consumer behavior.9

Principle 5
A good copy testing system allows for consideration of whether the advertising
stimulus should be exposed more than once. This principle addresses the issue of
whether a single test exposure (showing an ad or commercial to consumers only
once) provides a sufficient test of potential impact. Because multiple exposures
are often required for advertisements to accomplish their full effect, message
research should expose a test ad to respondents on two or more occasions when
the communications situation calls for such a procedure.10 For example, a single-
exposure test is probably insufficient to determine whether an advertisement
successfully conveys a complex benefit. On the other hand, a single exposure may
be adequate if an advertisement is designed solely to create name awareness for a
new brand.

Principle 6
A good copy testing system recognizes that a more finished piece of copy can be
evaluated more soundly; therefore, a good system requires, at minimum, that
alternative executions be tested in the same degree of finish. Test results typically vary
depending on the degree of finish, as, for example, when testing a photomatic or
ripomatic version of a television commercial (see the IMC Focus). Sometimes the
amount of information lost from testing a less-than-finished ad is inconsequential;
sometimes it is critical.

Principle 7
A good copy testing system provides controls to avoid the bias normally found in the
exposure context. The context in which an advertisement is contained (e.g., the clut-
ter or lack of clutter in a magazine) will have a substantial impact on how the ad is
received, processed, and accepted. For this reason, copy testing procedures should
attempt to duplicate the eventual context of an advertisement or commercial.

Principle 8
A good copy testing system is one that takes into account basic considerations of
sample definition. This typically requires that the sample be representative of the
target audience to which test results are to be generalized and that the sample size
be sufficiently large to permit reliable statistical conclusions.

Principle 9
Finally, a good copy testing system is one that can demonstrate reliability and valid-
ity. Reliability and validity are basic requirements of any research endeavor. As
applied to message research, a reliable test is one that yields consistent results
each time an advertisement is tested, and a valid test is one that is predictive of
marketplace performance.

The foregoing principles establish a high set of standards for the advertising
research community, and should be viewed as mandatory if advertising effective-
ness is to be tested in a meaningful way.
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What Do Brand Managers and Ad Agencies 
Want to Learn from Message Research?
As established back in Chapter 2, marcom efforts are directed at enhancing brand
equity with the expectation that enhanced equity will lead ultimately to increases
in brand sales and market share. You will recall from the discussion in Chapter 2
that brand equity from the consumer’s perspective consists of two elements: brand
awareness and brand image. Advertising’s role is thus to augment brand awareness,
alter the brand-based attribute and benefit associations that constitute a brand’s
image, and ultimately effect increases in a brand’s sales and market share. Hence,
message research is needed to provide diagnostic information about an advertise-
ment’s prospective equity-enhancing and sales-expanding potential (pretesting
research) and to determine whether finalized advertisements actually accom-
plished these goals (posttesting research).

Before proceeding, it is important to note that members of the advertising
community have attempted for many years to ascertain which measures of adver-
tising best predict advertising effectiveness. Particularly notable is a major study
funded by the influential Advertising Research Foundation (ARF) that assessed
which of 35 different measures best predict the sales effectiveness of television
commercials.11 Although representing a heroic effort, results from ARF’s Copy
Research Validity Project are both inconclusive and controversial.12 Probably the
only definitive conclusion that can be made is that no one measure is always most
appropriate or universally best. Each brand-advertising situation requires a careful
assessment of the objectives that advertising is intended to accomplish and then
the use of research methods that are appropriate for determining whether these
objectives have been accomplished.

Given the scope of advertising research techniques in use, it would be impos-
sible in this chapter to provide an exhaustive treatment. Literally dozens of meth-
ods for measuring message effectiveness have appeared over the years, and many
companies specialize in measuring advertising effectiveness—firms such as the
Starch Readership Service, the Bruzzone Research Company, Millward Brown,
Ameritest, Gallup & Robinson, Mapes and Ross, Ipsos-ASI, Research Systems
Corporation, and so on.

What Kind of Measures Are Used 
in Message Research?
Broadly speaking, message research comes in two general forms: qualitative and
quantitative. We first will describe qualitative research somewhat briefly, but then
devote primary attention to quantitative methods. This is not because the latter is
more important; rather, the simple fact is that quantitative research has dominated
in the ad industry and has a more established history of use in comparison to
qualitative procedures.

Qualitative Message Research
This form of research is called qualitative because it is not based on producing
numerical results and statistical analyses related to advertising copy and people’s
responses to that copy. Rather, qualitative research is concerned with generating
insights into and interpretations of those advertising elements that influence
people’s responses to advertisements. Focus groups represent one form of quali-
tative ad research. For example, panels of focus group participants are presented
with a storyboard version of a proposed new commercial, and then with the
probing of a moderator are urged to share their thoughts and feelings about the
commercial.
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There are more sophisticated forms of qualitative advertising research that seek
to better understand the meaning consumers derive from advertisements and the
mental models that drive their thinking and behavior. One such method is the
Zaltman Metaphor Elicitation Technique, which is referred to by its initials ZMET.13

This technique is based on several underlying premises, such as the fact that
most human communication involves nonverbal elements (pictures, scenes, and
music), that people’s thoughts and feelings occur nonverbally as images, and that
metaphors are the key mechanism for tapping into people’s thoughts and feelings.14

(A metaphor is based on the idea that people understand and experience things in
terms of other things. For example, we refer to someone as having “eagle eyes” to
mean he or she has keen sight; we sometimes characterize products as “lemons”
to suggest they are fatally flawed. Hence, “eagle eyes” and “lemons” are metaphors
that stand for something else.) Metaphors serve to both reveal people’s thoughts
and shape them as well. By understanding the metaphors people use when think-
ing about brands, it is possible to apply this insight in developing advertising
copy that resonates with people’s brand-relevant thoughts and feelings.

The details about how a ZMET is implemented are beyond the scope of this
text. (Please refer to the articles cited in endnote 13 for specifics.) Many readers
will have been exposed to ZMET in a prior course in marketing research. In any
event, the important takeaway from this brief discussion is that qualitative
research such as the Zaltman Metaphor Elicitation Technique can be invaluable as
input into developing advertising copy. Hence, unlike the quantitative techniques
that follow, ZMET is used as a basis for developing advertising copy rather than
for testing that copy.

Quantitative Message Research
Quantitative message research is concerned with measuring the effects an adver-
tisement may have (pretest research) or has had (posttest research). The following
sections discuss some of the more popular methods in use by national advertisers.
Two key points are needed before proceeding. It first is important to realize that
many advertisers—especially smaller companies and organizations—do not con-
duct any advertising research, in either testing proposed advertising copy or test-
ing ads that have been printed or aired in the form of, say, finished newspaper ads
or TV commercials. The excuse given is that there is not sufficient time or funding
to perform the research. Frankly, this is a bit lame given that the cost of making a
mistake (for example, airing bad commercials) is far greater than the cost in terms
of both time and money of testing ad copy. I would go so far as to say that no ad
should ever be placed in media prior to conducting at least “quick and dirty”
research, though more formal research is preferable.

A second preliminary point that will set the stage for the detailed presentation
of quantitative message research methods is contained in this quote:

Measurement is the first step that leads to control and eventually to improvement. If you
can’t measure something, you can’t understand it. If you can’t understand it, you can’t
control it. If you can’t control it, you can’t improve it.15

The point of this quote is that advertising research is crucial in order to measure
the effects that advertisements have so that improvements can be made on a con-
tinual basis.

What exactly does quantitative message research measure? To address this
question, it will be helpful to return to one of the previously discussed copy test-
ing principles. PACT principle 4 stated that a good copy testing measurement sys-
tem is based on a model of human response to communications. In other words,
before determining precisely what to measure, it is essential to know which types
of responses advertising is capable of eliciting. Think about it for a while. What
effects might advertising have? Have you thought about it? Well, advertisements can
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have a variety of effects, including the following: (1) creating brand awareness; (2)
teaching prospective customers about brand features and benefits; (3) forging
emotional connections with people; (4) influencing purchase-relevant beliefs and
positively (or negatively!) affecting attitudes toward advertised brands; (5) shift-
ing people’s preferences from one brand to another, and, ultimately; (6) encourag-
ing trial and repeat purchase behavior.

Advertising has the ability to influence people in a variety of ways. Brand
managers, their ad agencies, and research vendors can effectively measure the
impact of advertising only by first determining what effect an advertising cam-
paign is designed to accomplish. That determined, it then is a matter of conduct-
ing research to measure whether the campaign has accomplished the outcomes for
which it was created. As the previous quote stated, if you can’t measure, you can’t
control. And if you can’t control, you can’t influence.

As a matter of convenience (and some necessary simplification), we will cate-
gorize message research into four groups of measures: (1) recognition and recall,
(2) physiological arousal, (3) persuasion, and (4) sales response. The intent is to
provide a representative sampling of the primary measurement techniques that
brand managers and their ad agencies use for measuring advertising effective-
ness. These general categories and the specific measures contained within each
category are summarized in Table 12.1. In brief, measures of recognition and recall
assess whether advertising has successfully influenced brand awareness and
influenced brand-related thoughts and feelings. Measures of physiological arousal
provide unobtrusive indicators of whether advertisements have emotionally
aroused consumers. Measures of persuasive impact represent prebehavioral indica-
tors of whether an advertisement is likely to influence purchase intentions and
behavior. Finally, measures of sales response determine specifically whether an
advertising campaign has affected consumers’ purchases of an advertised brand.

Measures of Recognition 
and Recall

After exposure to an advertisement, consumers may experience varying degrees
of awareness, the most basic of which is simply noticing an ad without processing
specific elements. Advertisers intend, however, for consumers to heed specific
parts, elements, or features of an ad and associate those with the advertised
brand.16 Recognition and recall both represent elements of consumers’ memories
for advertising information, but recognition measures, which can be equated with
multiple-choice test questions, tap a more superficial level of memory compared
with recall measures, which are similar to essay questions.17 It will also be noted
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Table 12.1

Illustrative Message
Research Methods

Measures of Recognition and Recall
• Starch Readership Service (magazines)
• Bruzzone tests (TV)
• Burke day-after recall testing (TV)

Measures of Physiological Arousal
• Psychogalvanometer
• Pupillometer

Measures of Persuasion
• Ipsos-ASI Next*TV method
• rsc’s ARS Persuasion method

Measures of Sales Response (single-source systems)
• IRI’s BehaviorScan
• Nielsen’s ScanTrack



from the discussion of brand equity in Chapter 2 that recognition is a lower level
of brand awareness than recall. In other words, brand managers want consumers
not only to recognize a brand name and its attributes or benefits but also to freely
recall this information from memory without any cues or reminders.

Several commercial research firms provide advertisers with information on
how well their ads perform in terms of generating awareness, which typically is
assessed with recognition or recall measures. Three services are described in the
following sections: Starch Readership Service (magazine recognition), Bruzzone
tests (television recognition), and Burke day-after recall tests (television recall).18

Starch Readership Service
Starch Readership Service, a testing service of a company named Roper ASW,
measures the primary objective of a magazine ad—namely, to be seen and read.
Starch examines reader awareness of advertisements in consumer magazines and
business publications. Over 75,000 advertisements are studied annually based on
interviews with more than 100,000 people involving more than 140 publications.
Sample sizes range from 100 to 150 individuals per issue, with most interviews
conducted in respondents’ homes or, in the case of business publications, in offices
or places of business. Interviews are conducted during the early life of a publica-
tion. Following a suitable waiting period after the appearance of a publication to
give readers an opportunity to read or look through their issue, interviewing com-
mences and continues for a full week (for a weekly publication), two weeks (for a
biweekly), or three weeks (for a monthly publication).

Starch interviewers locate eligible readers of each magazine issue studied. An
eligible reader is one who has glanced through or read some part of the issue prior
to the interviewer’s visit and who meets the age, sex, and occupation require-
ments set for the particular magazine. Once eligibility is established, interviewers
turn the pages of the magazine, inquiring about each advertisement being stud-
ied. Respondents are first asked, “Did you see or read any part of this advertise-
ment?” If a respondent answers “Yes,” a prescribed questioning procedure is
followed to determine the respondent’s awareness of various parts of the ad (illus-
trations, headline, etc.). Respondents are then classified as noted, associated, read-
some, or read-most readers according to these specific definitions:19

• Noted is the percentage of people interviewed who remembered having previ-
ously seen the advertisement in the issue being studied.

• Associated is the percentage of people interviewed who not only noted the ad
but also saw or read some part of it that clearly indicated the name of the
brand or advertiser.

• Read some is the percentage of people interviewed who read any part of the
ad’s copy.

• Read most is the percentage of people interviewed who read half or more of the
written material in the ad.

For each magazine advertisement that has undergone a Starch analysis,
indices are developed for that ad’s noted, associated, read-some, and read-most
scores. Two sets of indices are established: one index compares an advertisement’s
scores against the average scores for all ads in the magazine issue, and the second
(called the Adnorm index) compares an advertisement’s scores against other ads
in the same product category as well as with the same size (e.g., full-page) and color
classifications (e.g., four-color). Hence, an advertisement that achieves an average
value receives an index of 100. By comparison, a score of 130, for example, would
mean that a particular ad scored 30 percent above comparable ads, whereas a
score of 70 would indicate it scored 30 percent below comparable ads.

Figures 12.1 and 12.2 illustrate two Starch-rated advertisements from an issue
of Sports Illustrated magazine. The first example (Figure 12.1) is an ad for the Kia
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Figure 12.1 Starch-Rated Advertisement for the Kia Sorento



Sorento that contains a large amount of body copy. The
Starch Readership scores for this ad reflect that 39 percent of
the respondents remembered having previously seen (or
noted) the ad, 37 percent associated it, 27 percent read some of
it, and 10 percent read most of the body copy contained in
this ad. (For readers who are experienced with the Starch
procedure, please note that Starch used to attach little yel-
low labels on advertisements to indicate these percentages,
but it no longer affixes these labels; rather, scores are pro-
vided in a separate report.) The second illustration (Figure
12.2) is for Jose Cuervo Especial tequila, which, in light of
the discussion in the prior chapter, is an obvious sex-ori-
ented appeal to attract attention and perhaps create an emo-
tional bond with the brand, especially in view of Sports
Illustrated’s audience of predominantly male readers.
Containing virtually no body copy other than the three-
word headline (“Pursue your daydreams.”), this ad’s noted,
associated, read-some, and read-most scores are substan-
tially higher than the corresponding scores for the Sorento at
58, 54, 39, and 39 percent, respectively. (See the Global Focus
insert for interesting commentary about developments in
tequila marketing.)

A basic assumption of the Starch procedure is that
respondents in fact do remember whether they saw a partic-
ular ad in a specific magazine issue. The Starch technique
has sometimes been criticized because in so-called bogus ad
studies that use prepublication or altered issues, respon-
dents report having seen ads that actually never ran. The company that conducts
Starch studies, Roper ASW, does not consider such studies valid and claims that
the bogus studies have not adhered to proper procedures for qualifying issue
readers and questioning respondents. Research demonstrates that when properly
interviewed, most respondents are able to identify the ads they have seen or read
in a specific issue with a high degree of accuracy; according to this research, false
reporting of ad noting is minimal.20

Due to the inherent frailties of people’s memories, it is almost certain that
Starch scores do not provide exact percentages but rather are biased to some
degree by people reporting they have seen or read an ad when in fact they have
not. Another potential source of bias is people reporting they have not seen an ad
when, in fact, they have. Nonetheless, it is not exact scores that are critical but
rather comparisons between scores for the same ad placed in different magazines
or comparative scores among different ads placed in the same magazine issue. For
example, the Kia Sorento ad in Figure 12.1 obtained index scores (called Adnorm
index scores) of 72 (noted), 74 (associated), 73 (read some), and 59 (read most).
These indices mean that this ad performed 28 percent worse than the average
noted score (an index of 100 indicates an average-performing ad; hence 100 – 72 =
28 percent worse), for all of the advertisements of similar size and color in this par-
ticular issue of Sports Illustrated, 26 percent worse than the median associated
score, 27 percent worse than the median read-some score, and 41 percent worse
than the median read-most score. It is obvious that this ad was a below-average
performer. Comparatively, the Adnorm indices for the Jose Cuervo Especial
tequila ad (Figure 12.2) are 107 (noted), 108 (associated), 105 (read some), and 229
(read most). Compared to similarly sized advertisements, the somewhat evocative
Jose Cuervo ad performed slightly above average in terms of noted, associated,
and read-some scores but dramatically above average with respect to its read-
most score. Because Starch has been performing these studies since the 1920s and
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has compiled a wealth of baseline data, or norms, advertisers and media planners
can make informed decisions concerning the relative merits of different magazines
and informed judgments regarding the effectiveness of particular advertisements.

Bruzzone Tests
The Bruzzone Research Company (BRC) provides advertisers with a test of con-
sumer recognition of television commercials along with their evaluations of these
commercials. Historically, BRC mailed a set of photoboard commercials to a ran-
dom sample of households and encouraged responses by providing a nominal
monetary incentive. Starting in the late 1990s, BRC’s data collection turned to the
Internet and away from mailed distribution, as testing commercials online proved
more efficient, less costly, and equally valid to the mailing procedure.21

In its standard testing procedure, BRC e-mails 15 commercials to a sample of
online users. For each tested commercial, respondents first see this question: “Do
you remember seeing this commercial on TV?” This question is followed by a series
of six key scenes from the commercial and corresponding script. Immediately below
the six-scene presentation are three response options: “Yes,” “No,” and “Not
Sure.” Respondents who respond “Yes” (that they do remember seeing this com-
mercial) continue answering a series of questions about the commercial. (Those
who answer “No” or “Not Sure” skip to the next tested commercial.) Importantly,
anything that identifies the advertiser (such as mentioning the brand name in the
script) is removed, so that those who noticed the commercial can indicate whether

Is What ’s Good for Vodka 
Good for Tequila?

The distilled spirits industry is more dynamic than most, probably
because the age group composed of the most trendsetters,
perhaps ages 25–39, is constantly losing members and gaining
others as people age, and new generations typically differ from
their predecessors. Trends in liquor consumption seem to shift
every generation or so in lockstep with cultural developments
that influence what’s hot and what’s not, what’s hip and what’s
mundane. For example, consumption of Scotch whiskey increased
for a while during the go-go days of the Internet boom in the
1990s with young professionals finding this drink compatible with
cigar smoking, male bonding, and activities of this
nature that were popular at the time.
Consumption of “white” liquors
(e.g., vodka) increased when more
traditional “brown” liquors (Scotch,
bourbon, etc.) were perceived as
“dad’s drink,” excessively masculine,
and passé.

Vodka is perhaps the one liquor that has for the past several
decades been the steadiest performer among distilled spirits
products. This, no doubt, is due in large part to advertising
campaigns such as Absolut’s that created hip images for brands
and thus the entire product category. Vodka marketers also have
been willing to augment the product by adding flavorful tastes
(citron, lemon, vanilla, etc.) to a product that has little taste of its
own. These added flavors have made vodka a more palatable drink
and broadened the market by catering to consumers with multiple
taste preferences.

Tequila marketers now seem poised to ape what their more
successful vodka competitors have done. Even without any
changes at all, tequila sales are on the rise. Between 1997
and 2004, sales volume increased by over 40 percent. Tequila

marketers, per-
haps including Jose Cuervo, 
which dominates the market in the United States 
with over 40 percent market share, are in the process of adding
flavors in an effort to expand the market. For example, a Las Vegas
company called Tukys imports tequila in bulk from Mexico and
then mixes it with flavors in the United States. Tukys introduced a
line of tequila mixed with flavors such as watermelon, lime, coffee,
strawberry, and orange.

Only time will tell whether Tukys’ effort and similar under-
takings by other tequila marketers will substantially

augment sales in this category. Ethicists
have good reason to be concerned

that such marketing gimmicks
serve to recruit younger people to

a product category they otherwise
might avoid due to a taste perceived

as too harsh. Beyond this, and strictly from a
strategic marketing perspective, a possible downside to flavoring
tequila is that this could fundamentally change consumer
perceptions of tequila—from a traditional drink with a strong
Mexican heritage and a distinct taste created by fermenting
blue agave plants, a spiky-leafed member of the lily family, to
a faddish beverage consumed by non-traditionalists and those
who don’t appreciate the product’s long and cherished heritage.
Comparatively, can you imagine distillers in Scotland adding
flavors to Scotch whiskey—say, vanilla Scotch, butterscotch
Scotch, cherry Scotch, or whatever? It’s virtually unthinkable, 
isn’t it?

SOURCE: Adapted from James Arndofer, “Tequila Tries a Flavor Shot to Maintain
Sales,” Advertising Age, January 10, 2005, 4, 36.

lLglobal focus



they remember the name of the advertised brand. (For a
demonstration of BRC’s online testing procedure, go to
http://www.bruzzone-research.com/online_demoQ.htm.)

An illustrative Bruzzone test is shown in Figure 12.3.22 This
commercial—titled “Thanking the Troops” and sponsored by
Anheuser-Busch—aired first on the 2005 Super Bowl and was
tested by BRC shortly after that football spectacular. Perusal of
the six key scenes reveals that this commercial involved an air-
port setting in which passengers awaiting flights give a stand-
ing ovation to U.S. troops who are en route to their plane.

After indicating whether they recall having seen this com-
mercial, respondents subsequently are asked to indicate how
interested they are in the commercial and how it makes them
feel about the advertised brand (Budweiser). Respondents
also are requested to describe their feelings by checking any of
27 adjectives that, in their opinion, characterize the commer-
cial—items such as amusing, appealing, believable, clever,
and so on. Following these ratings, respondents indicate
whether it is appropriate for the advertiser (Anheuser-Busch
in this case) to air this commercial. They then make known
how much they liked the commercial (from “Liked it a lot” to
“Disliked it a lot”) and whether they remember which brand
was being advertised—Coors, Budweiser, Heineken, or
“Don’t know.”

Because BRC has performed hundreds of such tests
(between 1992 and 2005 BRC tested nearly 700 ads aired on the
14 Super Bowls played during this period), it has established
norms for average commercial performance against which a newly tested commer-
cial can be compared. BRC’s Advertising Response Model (ARM) links responses to
the 27 descriptive adjectives to consumers’ attitudes toward both the advertisement
and the advertised product, and ultimately to the overall impact of the ad.
Figure 12.4 presents the ARM analysis for Anheuser-Busch’s “Thanking the Troops”
commercial for its Budweiser brand.

Notice first in the upper-right corner the color coding for this analysis.
Specifically, adjectives coded in yellow indicate that the commercial performed
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Do you remember seeing this commercial on TV?

           Airport scene with passengers waiting for planes all over the airport giving a standing ovation to the U S troops heading to their plane.
                                                                                 Words on screen:  Thank you.  (Company Name)

Yes
No
Not sure – I may have

         (If yes)

Q. How interested are you in what this commercial is trying to tell you or show you about the product?

Very interested
Somewhat interested
Not interested

©
2005. C

ourtesy of Bruzzone Research C
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pany.

Figure 12.3

Key Scenes and Questions from
BRC’s Test of the “Thanking the
Troops” Commercial

Not Amusing
Clever
Imaginative
Original

Not Fast Moving
Not Lively

Not Worn Out
Not Dull

Warm
Sensitive
Gentle

Appealing
Well Done

Familiar
Not Seen A Lot

Convincing
Effective

Believable
True To Life

Not Confusing
Not Pointless
Informative
Not Irritating
Not Phony
Not Silly

Worth Remembering
Not Easy To Forget

Humor

Uniqueness

Energetic

Freshness

Warmth

Appeal

Familiarity

Persuasive

Credible

Importance

Clarity

Irrelevance

Entertainment

Empathy

Relevance

Attitude
Toward the

Ad

Appropriateness

Overall
Impact

Attitude
Toward the

Product

Likability

Increased
Awareness

Increased
buying
interest

Interest in
the message

Better Than Average Performance
Average Performance
Below Average Performance

”How did the ad
make you feel about

the product?“

”Do you remember
the name of the

advertiser?“
(Base: Norms, All Super Bowl com'ls 1992–2005 n=694)

Figure 12.4

Advertising Response Model
(ARM) for the “Thanking the
Troops” Commercial

©2005. Courtesy of Bruzzone Research Company.

Q. How does it make you feel about what’s being advertised?

Good
OK
Bad
Not sure

Q. Please check any of the following if you feel they describe this commercial?

Amusing Familiar Pointless
Appealing Fast Moving Seen a lot
Believable Gentle Sensitive
Clever Imaginative Silly
Confusing Informative True to life
Convincing Irritating Warm
Dull Lively Well done
Easy to forget Original Worn out
Effective Phony Worth remembering

Q. Do you feel it is appropriate for them to air this commercial?

Very appropriate
Somewhat appropriate
Not very appropriate
Not at all appropriate

Q. Thinking about the commercial as a whole would you say you:

Liked it a lot
Liked it somewhat
Felt Neutral about it
Disliked it somewhat
Disliked it a lot

Q. We have removed the name.  Do you remember which brand was being advertised?

 Coors    Anheuser Busch       Heineken           Don’t know

http://www.bruzzone-research.com/online_demoQ.htm


better than average (compared to BRC norms), words coded in light blue reveal
average performance, and those adjectives coded in red indicate below-average
performance. A review of Figure 12.4 shows that the Anheuser-Busch commercial
scored above average on indicators of uniqueness, freshness, warmth, persuasive-
ness, credibility, importance, and clarity. At the same time, the ad performed
below average on humor (it wasn’t intended to be humorous) and energy (it was
an intentionally subdued ad). Moving from left to right on Figure 12.4, it further
can be seen that the ad performed at just an average level in terms of entertain-
ment value but above average in terms of empathy and relevance. As a result, the
ad scored above average in terms of both attitude toward the ad and attitude
toward the product. In turn, this commercial’s overall impact was above average.

The president of BRC, Don Bruzzone, described this commercial as one of the
top-performing commercials aired during the 2005 Super Bowl, virtually tied with
two other commercials in the number of consumers who recognized it, remem-
bered which brand it was for, and liked it. Although most Super Bowl ads are
funnier and more energetic than Anheuser-Busch’s “Thanking the Troops” com-
mercial, hardly any of the 2005 Super Bowl commercials had the overall impact
that this commercial exhibited.

In sum, BRC testing provides a valid prediction of actual marketplace perfor-
mance along with being relatively inexpensive compared with other copy testing
methods. Because a Bruzzone test cannot be implemented until after a finished TV
commercial has actually been aired, it does not provide a before-the-fact indica-
tion of whether a commercial should be aired in the first place. Nevertheless,
BRC’s testing offers important information for evaluating a commercial’s effec-
tiveness and whether it should continue to run.

Day-After Recall Testing
Various companies test advertisements to determine whether viewers have been
sufficiently influenced to recall having seen the advertisement in a magazine or on
television. For example, Gallup & Robinson and Mapes & Ross are two well-
known research companies that provide recall testing of ads placed in print media.
Ipsos-ASI and Burke Marketing Research are notable firms that test consumer
recall of television commercials. The following discussion focuses on Burke’s proce-
dure inasmuch as day-after recall testing and Burke are virtually inseparable in
many people’s minds. (It is only fair to note, however, that Burke performs many
forms of marketing research other than day-after recall testing.) A later section
describes the Ipsos-ASI method in the context of persuasion measurement.

Burke’s day-after recall (DAR) procedure tests commercials that have been
aired as part of normal television programming. The day following the first airing
of a new commercial, Burke’s telephone staff conducts interviews with a sample
of consumers. The sample includes individuals who watched the program in
which the test commercial was placed and who were physically present at the
time the commercial was aired. These individuals receive a product or brand cue,
are asked whether they saw the test commercial in question, and then are asked to
recall all they can about it.

For each tested commercial, Burke reports findings as (1) claimed-recall scores,
which indicate the percentage of respondents who recall seeing the ad; and
(2) related-recall scores, which indicate the percentage of respondents who accu-
rately describe specific advertising elements.

Advertisers and agencies use this information, along with verbatim state-
ments from respondents, to assess the effectiveness of test commercials and to
identify a commercial’s strengths and weaknesses. On the basis of this informa-
tion, a decision is made to advertise the commercial nationally, to revise it first, or
possibly even to drop it.

344 Part 4: Advertising Management



Chapter 12: Assessing Ad Message Effectiveness 345

The Recall Controversy
Considerable controversy has surrounded the use of DAR testing.23 For example,
Coca-Cola executives reject recall as a valid measure of advertising effectiveness
because, in their opinion, recall simply measures whether an ad is received but not
whether the message is accepted.24 It also is known that measures of recall are
biased in favor of younger consumers. This is to say that recall scores deteriorate
with age progression.25 Third, there is mounting evidence that the recall scores
generated by advertisements are not predictive of sales performance; that is,
regardless of which measure of recall is used, the evidence suggests that sales
levels do not increase with increasing levels of recallability.26

Finally, there is some evidence that DAR testing significantly understates the
memorability of commercials that employ emotional or feeling-oriented themes and is
biased in favor of rational or thought-oriented commercials.27 Research has even
demonstrated a negative correlation between how well consumers recall ads and
how much they like them.28 In testing the assertion that DAR testing is biased
against emotionally oriented commercials, the advertising agency Foote, Cone
and Belding (FCB) conducted a study that compared three thinking and three feel-
ing commercials. The six commercials were tested with two methods: the standard
DAR measurement described previously and a masked-recognition test. The latter
test involves showing a commercial to respondents on one day, telephoning them
the next, requesting that they turn on their television sets to a given station where
the commercial is shown once again (but this time masked, i.e., without any brand
identification), and then asking them to identify the brand. FCB defines correct
brand-name identification by this masked-recognition procedure as proven recog-
nition, or true remembering.29

The results from FCB’s research, shown in Table 12.2, demonstrate clearly the
bias in day-after recall procedures against emotional, feeling commercials. It can
be seen that the thinking commercials (coded A, D, and E in Table 12.2) perform
only slightly better under masked-recognition measurement than under the stan-
dard DAR test. For example, commercial A obtained a DAR score of 49 percent
and a masked-recognition score of 56 percent, thereby yielding a ratio of 114 per-
cent (i.e., 56/49). In fact, as shown in Table 12.2, the average ratio for the three
thinking commercials is 119 percent. This indicates that an average of only 19 per-
cent more people recognized the advertised brand when prompted again by see-
ing the product advertised with the brand masked compared with recalling the
brand entirely from memory.

Table 12.2

Day-After Recall 
Versus Masked-Recognition 
Research Findings

Ratio of Masked
Day-After Masked Recognition
Recall Recognition to Recall

Thinking
Commercials
A 49% 56% 114
D 24 32 133
E 21 24 114
Average 31 37 119

Feeling
Commercials
B 21% 37% 176
C 25 36 144
F 10 23 230
Average 19 32 168



Comparatively, Table 12.2 shows that the feeling commercials (B, C, and F)
performed considerably better under masked-recognition than under day-after
recall procedures. Overall, the masked-recognition method reveals that proven
recognition for the three feeling commercials is 68 percent higher than the day-
after recall scores (i.e., their average ratio of masked recognition to recall is 168
percent).

These results clearly suggest that day-after recall tests may be biased against
emotional, or feeling, commercials. A different research method, such as masked
recognition, is needed when testing whether this type of commercial accomplishes
suitable levels of awareness. Also, it is important that advertising research mea-
sure the emotions and feelings that advertisements evoke in people. The following
section discusses the role of physiological measurement toward this end.

Emotional Reaction 
Measured via Physiological Arousal

Researchers have increasingly recognized that advertisements that positively
influence receivers’ feelings and emotions can be extremely successful for certain
products and situations. Research has shown that ads that are better liked—often
because they elicit positive emotions—are more likely to be remembered and to
persuade.30 Along with the trend toward more advertising directed at emotions,
there has been a corresponding increase in efforts to measure consumers’ affective
and emotional reactions to advertisements.31 Advertising researchers have used
various physiological testing devices to measure these reactions. These include
such techniques as using the galvanometer (which measures minute levels of per-
spiration in response to emotional arousal) and pupillometric tests (which mea-
sure pupil dilation).

Psychologists have concluded that these physiological functions are indeed
sensitive to psychological processes of concern in advertising.32 Physiological
functions such as galvanic skin response and pupil dilation can be measured
unobtrusively and without conscious consumer reaction, because these functions
are controlled by the autonomic nervous system. The autonomic nervous system
consists of the nerves and ganglia that furnish blood vessels, the heart, smooth
muscles, and glands. Because individuals have little voluntary control over the
autonomic nervous system, advertising researchers use changes in physiological
functions to indicate the actual, unbiased amount of arousal resulting from adver-
tisements.

To appreciate the potential value of such physiological measurement, consider
the case of the Jose Cuervo Especial advertisement (Figure 12.2) that promotes the
advertised brand by placing it in the context of a young couple in a provocative
embrace along with the suggestive headline, “Pursue your daydreams.” During
pretesting of this ad, some people may respond that they really find it appealing.
Others, when asked what they think of it, may indicate that they dislike the ad
because they consider it too sexually suggestive and gratuitous. Still others may
even feign aggravation to make (what they perceive to be) a favorable impression
on the interviewer. That is, the latter group may actually enjoy the ad but say oth-
erwise in response to an interviewer’s query, thereby disguising their true evalua-
tion. Here is where measures of physiological arousal have a potential role to play
in advertising research—namely, to prevent self-monitoring of feelings and biased
responses to standard paper-and-pencil measures.
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The Galvanometer
The galvanometer (also referred to as the psychogalvanometer) is a device for
measuring galvanic skin response, or GSR. (Galvanic refers to electricity produced by
a chemical reaction.) When the consumer’s autonomic nervous system is activated
by some element in an advertisement, a physical response occurs in the sweat
glands located in the palms and fingers. These glands open to varying degrees
depending on the intensity of the arousal, and skin resistance drops when the
sweat glands open. By sending a very fine electric current through one finger and
out the other and completing the circuit through an instrument called a gal-
vanometer, testers are able to measure both the degree and the frequency with
which an advertisement activates emotional responses. Simply, the galvanometer
indirectly assesses the degree of emotional response to an advertisement by mea-
suring minute amounts of perspiration.

There is evidence to indicate that galvanic skin response is a valid indicator of
the amount of warmth generated by an advertisement.33 Many companies have
found the galvanometer to be a useful tool for assessing the potential effectiveness
of advertisements, direct-mail messages, package copy, and other marcom mes-
sages. Advertising research practitioners who use the galvanometer claim that it is
a valid predictor (see PACT principle 9) of an advertisement’s ability to motivate
consumer purchase behavior.34 Indeed, in recognition of the galvanometer’s abil-
ity to reveal an advertisement’s motivational properties, practitioners refer to GSR
research as the Motivational Response Method, or MRM.

The Pupillometer
Pupillometric tests in advertising are conducted by measuring respondents’ pupil
dilation as they view a television commercial or focus on a printed advertisement.
Respondents’ heads are in a fixed position to permit continuous electronic meas-
urement of changes in pupillary responses. Responses to specific elements in an
advertisement are used to indicate positive reaction (in the case of greater dila-
tion) or negative reaction (smaller relative dilation). Although not unchallenged,
there has been scientific evidence since the late 1960s to suggest that pupillary
responses are correlated with people’s arousal to stimuli and perhaps even with
their likes and dislikes.35

Measures of Persuasion

Measures of persuasion are used when an advertiser’s objective is to influence
consumers’ attitudes toward and preference for the advertised brand. Firms that
perform this type of research include, among others, Ipsos-ASI and rsc. The fol-
lowing sections describe, first, the Ipsos-ASI Next*TV method, and then rsc’s ARS
Persuasion method is explained in detail. More discussion is devoted to the latter
advertising research procedure because rsc has done a particularly outstanding
job in documenting its commercial service. (Parenthetically, it may have occurred
to you that companies in the advertising research business have strange names.
Actually, these names are no stranger than are the names of well-known compa-
nies such as IBM or AT&T. The research companies’ names just seem strange
because you probably were unfamiliar with them prior to reading this chapter.)
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The Ipsos-ASI Next*TV Method
Ipsos is a French company that purchased ASI Market Research, an American
company, in 1998. This international firm (which goes by Ipsos-ASI, The Adver-
tising Research Company) performs various forms of advertising research in more
than 50 countries. One of its most important advertising research services is the
Next*TV method. This method tests television commercials in consumers’ homes.
Here is how the procedure works:

1. The company recruits consumers by informing them that their task, if they
agree to participate, is to evaluate a television program. This is actually a dis-
guise because the real purpose of the research is to evaluate consumer
responses to advertisements that are embedded in a TV program.

2. The company mails to a national sample of consumers a videotape that con-
tains a 30-minute TV program (such as a situation comedy) and in which are
embedded television commercials. This procedure essentially replicates the
actual prime-time viewing context.

3. Consumers are instructed to view the program (and, implicitly, the embedded
advertising) from the videotape. The viewing context is thus actual, in-home
viewing, the same as when consumers view any television advertising under
natural viewing conditions.

4. One day after viewing the videotaped TV program (and advertisements),
Ipsos-ASI personnel contact sampled consumers and measure their reactions
to the TV program (in concert with the original disguise) and to the advertise-
ments, which, of course, is the primary objective.

5. Ipsos-ASI then measures message recall and persuasion. Persuasion is meas-
ured by assessing consumers’ attitudes toward advertised brands, their shift
in brand preferences, and their brand-related buying intentions and purchase
frequency.

Ipsos-ASI Next*TV employs the same basic methodology around the world.
The in-home videotape methodology provides a number of advantages. First, the
in-home exposure makes it possible to measure advertising effectiveness in a nat-
ural environment. Second, by embedding test advertisements in actual program-
ming content along with other advertisements, it is possible to assess the ability of
TV commercials to break through the clutter, gain the viewer’s attention, and
influence message recallability and persuadability. Third, by measuring recall one
day after exposure, Ipsos-ASI can determine how well tested commercials are
remembered after this delay period. Fourth, the videotape technology allows the
use of representative national sampling. Finally, by providing several alternative
measures of persuasion, the Next*TV method allows brand managers and their ad
agencies to select the measures that best meet their specific needs.

The ARS Persuasion Method
Research Systems Company (which goes simply by rsc) is one of the most active
message-testing research suppliers. This company tests individual selling proposi-
tions as well as entire television commercials. Commercials are tested at varying
stages of completion ranging from rough-cut (e.g., animatics or photomatics) to fin-
ished form. Rsc’s testing procedure is called the ARS Persuasion method, where ARS
stands for Advertising Research System. The ARS testing procedure is as follows:

Commercials are exposed in regular ARS test sessions to [800 to 1,000] men and women
(aged 16+) drawn randomly from [eight] metropolitan areas and invited to preview typical
television material. Each test commercial and other unrelated commercials are inserted
into the television programs. While at the central location, a measurement of ARS
Persuasion is made by obtaining brand preferences before and after exposure to the pro-
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grams. The ARS Persuasion measure is the percent of respondents choosing the test prod-
uct over competition after exposure to the TV material minus the percent choosing the test
product before exposure.36

In other words, the ARS Persuasion method first has respondents indicate
which brands they would prefer to receive among various product categories if
their names were selected in a drawing to win a “basket” of free items (the premea-
sure). Among the list of products and brands is a “target brand” for which, unbe-
knownst to respondents, they subsequently will be exposed to a commercial that
is being tested. After exposure to a television program, within which is embedded
the test commercial, respondents again indicate which brands they would prefer
to receive if their names were selected in a drawing (the postmeasure). The ARS
Persuasion score simply represents the postmeasure percentage of respondents
preferring the target brand minus the premeasure percentage who prefer that
brand (see the following equation). A positive score indicates that the test com-
mercial has shifted preference toward the target brand and reinforced brand pref-
erence among pre-choosers.

ARS Persuasion Score = Post % for target brand – Pre % for target brand (Equation 12.1)

Research Systems Corporation has tested over 30,000 commercials in its 30-
year history, and from these tests it has been able to establish—albeit not without
challenge37—that its ARS Persuasion scores predict the magnitude of actual sales
performance when commercials are aired. That is, higher-scoring commercials
generate greater sales volume and larger market share gains.

Predictive Validity of ARS Persuasion Scores
Based on the results of 332 commercials that were tested in seven countries—
including Belgium, Germany, Mexico, and the United States—principals at rsc
have demonstrated how ARS Persuasion scores relate to changes in market share.38

A total of 148 brands (some with multiple commercials tested) representing 76
product categories were involved in the analysis. All 332 commercials were tested
under the procedures described previously, and then market-share levels under
actual in-market circumstances were compared during a period after advertising
commenced for the brands versus a period prior to any advertising. Hence, the
key issue is whether ARS Persuasion scores accurately predict the magnitude of
market-share gain (or loss) following advertising. In other words, are the scores
that rsc generates from its laboratory testing predictive of actual marketplace per-
formance? This obviously is a validity issue as described previously under PACT
principle 9. Results from these 332 tests are presented in Table 12.3. This global
validation revealed that ARS Persuasion scores are predictive of market-share
changes, yielding, in fact, a high correlation coefficient (r = 0.71) and an impres-
sive coefficient of determination (r2 = .51).
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Table 12.3

Rsc’s Global Validation Study:
ARS Persuasion Scores 
and In-Market Results

Percentage of Ads 
Achieving Share-Point Difference of:

ARS Persuasion Average
Score Range Share Change 0.0+ 0.5+ 1.0+ 2.0+

<2.0 –0.2 47% 12% 2% 0%
2.0 – 2.9 0.0 53 19 6 0
3.0 – 3.9 0.5 80 46 26 6
4.0 – 6.9 0.8 80 58 33 9
7.0 – 8.9 1.6 100 87 56 36
9.0 – 11.9 2.2 100 97 72 49

12.0+ 5.4 100 100 94 83

SOURCE: “Summary of the ARS Group’s Global Validation and Business Implications 2004 Update,” June 2004, 17.



To fully understand what these results reveal, let us carefully examine the first
row in Table 12.3. This row includes all commercials that received very low (less
than 2.0) ARS Persuasion scores, and implies that commercials scoring less than
2.0 are probably incapable of driving market-share gains. In fact, as shown under
the “Average Share Change” column, commercials scoring less than 2.0 on the
ARS Persuasion measure experienced, on average, losses of 0.2 market-share
points. Looking at the next four columns reveals that for those commercials yield-
ing ARS Persuasion scores of less than 2.0, only 47 percent were able to maintain
market share or yield some small incremental growth. Comparatively, 53 percent
(i.e., 100 – 47) of these low-scoring commercials actually suffered market-share
losses! Moreover, only 2 percent of these low-scoring commercials generated gains
of one full market-share point or more.

At the other extreme, 100 percent of the highly effective commercials (i.e.,
those with ARS Persuasion scores of 12.0 or higher) yielded positive share gains.
Indeed, all 100 percent of these high-performance commercials produced gains of
0.5 share points or better, with 94 percent yielding gains of at least 1.0 share point,
and 83 percent providing gains of at least 2.0 share points. The average gain in
market-share points for commercials receiving ARS Persuasion scores of 12.0+
was an impressive 5.4.

Let us examine one additional row of data, specifically, that for commercials
receiving ARS Persuasion scores in the middle range of 4.0 to 6.9. Commercials in
this range yielded an average gain of 0.8 market-share points. Eighty percent of
the commercials in this range either maintained or increased their brands’ market
shares, with 58 percent of the commercials yielding share gains of 0.5 share points
or greater, 33 percent producing gains of 1.0 full share point or more, and 9 percent
generating gains of 2.0 or more share points. Entries for the other ranges can be
interpreted in a similar fashion.

It is apparent from these 332 test cases that ARS Persuasion scores are valid
predictors of in-market performance. In sum, the higher the ARS Persuasion score,
the greater the likelihood that a tested commercial will produce positive sales
gains when the focal brand is advertised under real-world, in-market conditions.
This global study thus informs advertisers that they should not place advertising
weight behind commercials that have tested poorly. Table 12.3 reveals, in fact, that
commercials with a 2.0 or lower ARS Persuasion score most likely will not pro-
duce a positive share gain, and that a large percentage (i.e., 100 – 53 = 47 percent)
of those scoring in the 2.0 to 2.9 range also are likely to suffer share losses. It is only
when commercials test in the 3.0 to 3.9 range or higher that meaningful share
gains can be anticipated.

Research Systems Corporation has, of course, a vested interest in reporting
that its testing system provides accurate predictions of marketplace performance;
nonetheless, the fact that articles authored by rsc principals have been published
in peer-reviewed journals (e.g., the Journal of Advertising Research) authenticates
their conclusions. Moreover, advertising scholars have provided independent
endorsement of rsc’s ARS Persuasion technique.39

Measures of Sales Response 
(Single-Source Systems)

Determining the sales impact of advertising is—as discussed in Chapters 2, 6, and
9—a most difficult task. However, research procedures now are available—espe-
cially in the case of consumer packaged goods (CPG) products available in super-
markets, drugstores, and mass merchandise outlets—that are able to assess the
effects an advertising campaign has on a brand’s sales. (Please note that discus-
sion will be limited to advertising, but the major providers of single-source sys-
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tems discussed in this section also offer procedures for testing the sales-generating
effects of other marketing-mix variables such as sales promotions and point-of-
purchase materials.)

So-called single-source systems (SSSs) have evolved to measure the effects of
advertising on sales. SSSs became possible with the advent of three technological
developments: (1) electronic television meters, (2) optical laser scanning of universal
product codes (UPC symbols), and (3) split-cable technology. Single-source sys-
tems gather purchase data from panels of households using optical scanning
equipment and merge them with household demographic characteristics and,
most important, with information about causal marketing variables, such as
advertisements, that influence household purchases. The following sections
describe two major single-source systems: ACNielsen’s ScanTrack and IRI’s
BehaviorScan.

ACNielsen’s ScanTrack
There are two very interesting characteristics of ScanTrack’s data-collection proce-
dure. First, and most important, ScanTrack collects purchase data by having its
hundreds of panel households use handheld scanners. These scanners are located in
panel members’ homes, usually mounted to a kitchen or pantry wall. Upon
returning from a shopping trip, ScanTrack panelists are directed to record pur-
chases of every bar-coded product purchased regardless of the store where pur-
chased—a major grocery chain, independent supermarket, mass merchandiser, or
wholesale club.40

A second distinguishing characteristic of ScanTrack is that panel members also
use their handheld scanners to enter any coupons used and to record all store
deals and in-store features that influenced their purchasing decisions. Each panel
member transmits purchases and other data to Nielsen every week by calling a
toll-free number and holding up the scanner to a phone, which records the data
via a series of electronic beeps. ACNielsen’s ScanTrack has provided advertisers
and their agencies with invaluable information about the short- and long-term
effects of advertising.

IRI’s BehaviorScan
Information Resources Inc. (IRI) pioneered single-source data collection when it
introduced its BehaviorScan service a generation ago. IRI operates BehaviorScan
panel households in five markets around the United States: Pittsfield,
Massachusetts; Eau Claire, Wisconsin; Cedar Rapids, Iowa; Midland, Texas; and
Grand Junction, Colorado. (IRI also has BehaviorScan panels in many other coun-
tries.) These small cities were chosen because they are located far enough from tel-
evision stations that residents must depend on cable TV to receive good reception.
Moreover, grocery stores and drugstores in these cities are equipped with optical
scanning devices that read UPC symbols from packages and thereby record
exactly which product categories and brands panel households purchase.

In each market, approximately 3,000 households are recruited to participate in
a BehaviorScan panel, and about one-third of these households are equipped with
electronic meters attached to TV sets. Panel members are eligible for prize draw-
ings as remuneration for their participation. Because each BehaviorScan house-
hold has an identification card that is presented at the grocery store checkout on
every shopping occasion, IRI knows precisely which items each household pur-
chases by merely linking up optically scanned purchases with ID numbers.
(Starting in 2002, IRI also began supplying panel members with handheld scan-
ners to record purchases in stores other than traditional grocery stores, such
as mass merchandise outlets and supercenters. This enabled IRI’s BehaviorScan
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procedure to provide coverage of all retail outlets, as does ACNielsen’s ScanTrack
method.) Panel members also provide IRI with detailed demographic informa-
tion, including family size, income level, number of televisions owned, the types
of newspapers and magazines read, and who in the household does most of the
shopping. (Please note that ACNielsen’s ScanTrack procedure also collects this
type of information.) IRI then combines all these data into a single source and
thereby determines which households purchase which products and brands and
how responsive they are to advertising and other purchase-causing variables.
Thus, single-source data consist of (1) household demographic information;
(2) household purchase behavior; and (3) household exposure to (or, more techni-
cally, the opportunity to see, or OTS) new television commercials that are tested
under real-world, or in-market, test conditions.

The availability of cable TV enables IRI (with the cooperation of cable compa-
nies and advertisers) to intercept a cable signal before it reaches households, split
the signal, and send different advertisements to two panels of households (test ver-
sus control). Hence, the split-cable feature and optically scanned purchase data
enable IRI to know which commercial each household had an opportunity to see
and how much of the advertised brand the household purchases.

Weight Versus Copy Tests
IRI’s BehaviorScan procedure enables testing of television commercial effective-
ness. Two types of tests are offered: weight tests and copy tests. In both types of
tests, a test commercial is aired in, say, two BehaviorScan markets for up to a full
year. With weight tests, panel households are divided into test and control groups.
The identical commercial is transmitted to both groups, but the number of gross
rating points (GRPs), or weight, is varied between the groups during the course of
the test period. Any difference between the groups’ aggregate purchase behavior
for the tested brand is obviously attributable to the advertising weight differential
between the two groups.

The second form of testing, copy tests, holds the amount of weight constant but
varies commercial content. That is, a test group is exposed during the course of the
testing period to a new commercial, whereas a control group has an opportunity
to see either a public service announcement (PSA) or an old commercial for the
same brand inserted in place of the new commercial. Regardless of the type of test,
aggregating purchase data across all households in each of the two groups simpli-
fies determining whether differences in advertising copy or weight generate dif-
ferences in purchase behavior.

The Testing Procedure
To better understand how BehaviorScan’s single-source data can be used to show
the relationship between advertising and sales activity, consider a situation in
which a manufacturer of a new snack food is interested in testing the effectiveness
of a television commercial promoting this brand. BehaviorScan would do the fol-
lowing: (1) select, say, two markets in which to conduct the test (perhaps Midland,
Texas and Grand Junction, Colorado); (2) stock the manufacturer’s brand in all
grocery stores and perhaps drugstores located in these markets; (3) selectively
broadcast a new commercial for the brand using special split-cable television so
approximately one-half of the panel members in each market are exposed either to
the new commercial or to PSAs; (4) record electronically (via optical scanners) gro-
cery purchases made by all panel members; and (5) compare the purchase behav-
ior of the two groups of panel members who were potentially exposed to the new
commercial versus PSAs.

If the advertising is effective, a greater proportion of the panel members
exposed to the test commercial should buy the promoted item than those only
exposed to the PSAs. The percentage of panel members who undertake a trial pur-
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chase behavior would thereby indicate the effectiveness of the new television
commercial, and the percentage that make a repeat purchase would indicate how
much the brand is liked.

Some Major Conclusions about
Television Advertising

The previous sections have discussed various measures of advertising effective-
ness, including rsc’s ARS Persuasion method and single-source systems for
assessing the sales effectiveness of TV commercials (ScanTrack and BehaviorScan).
The extensive testing performed by rsc has played a significant role in enhancing
our understanding of the strengths and limitations of television advertising.
Research evidence presented by rsc with support from academic circles justifies
including a major section devoted to this topic.

Four major conclusions can be drawn from rsc’s research that has used the ARS
Persuasion method with respect to what it takes for television advertising to suc-
cessfully enhance a brand’s sales performance: (1) ad copy must be distinctive,
(2) ad weight without persuasiveness is insufficient, (3) the selling power of adver-
tising wears out over time, and (4) advertising works quickly if it works at all.41

Conclusion 1—All Commercials Are Not Created
Equal: Ad Copy Must Be Distinctive
What is distinctive ad copy? Research by rsc has shown that commercials having
strong selling propositions are distinctive and thereby tend to achieve higher ARS
Persuasion scores. What determines whether a commercial has a strong selling
proposition? Research indicates that any differentiating information concerning a
new brand or a new feature of an existing brand gives a selling proposition a sig-
nificantly higher chance of a superior score.42 Although commercials for new
brands and those with new features are more persuasive on average, advertising
for established brands also can be very persuasive via brand differentiation—that is,
by distinguishing the advertised brand from competitive offer-
ings and providing consumers with a distinctive reason to buy
it.43 The photoboard version of a Mentadent ProCare toothbrush
television commercial (Figure 12.5) illustrates an advertisement
that obtained a high ARS Persuasion score of 11.2 because the ad
contained the strong selling proposition that this toothbrush has
a flexible handle that allows gentle brushing.

The foregoing discussion has illustrated a key advertising
principle: effective advertising must be persuasive and distinc-
tive, or, stated alternatively, it must possess a strong selling
proposition. Appreciation of this point necessitates rigorous
testing of proposed advertisements prior to committing any
media dollars to their airing or printing. Reminiscent of the clas-
sic parental admonition to young children to “look before you
cross the street,” a similar exhortation can be made to advertis-
ers when formulating advertising messages: “Test before you air
or print!” To put it bluntly, it is foolhardy to invest money in a
media campaign without first having ensured that the advertis-
ing message is fully capable of shifting brand preference toward
the advertised brand. It is for this reason that sophisticated
advertisers should always pretest proposed advertisements
prior to printing or airing them.
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Evidence from Frito-Lay’s Copy Tests
To test the effectiveness of television commercials for its vari-
ous brands of salted snack and cookie brands, marketing
researchers and brand managers at Frito-Lay commissioned
IRI to perform 23 split-panel experiments in BehaviorScan
markets over a four-year period.44 All 23 experiments were
copy (versus weight) tests that involved comparing one
group of households who were exposed to advertising for a
Frito-Lay brand (advertising households) against another
group that had no opportunity to see the advertising (control
households). Each of the 23 tests was conducted in at least
two BehaviorScan markets and lasted a full year. In addition
to the advertising versus no-advertising condition, Frito-
Lay’s BehaviorScan tests also were classified in terms of (1)
whether the tested brand was a new brand (e.g., SunChips) or

an established brand (e.g., Ruffles); and (2) whether sales for the brand were rela-
tively large (e.g., Doritos) or small (e.g., Rold Gold).

The objective in conducting these tests was to determine whether sales volume
would be greater in households exposed to advertisements for Frito-Lay brands
versus those households that had no opportunity to be exposed to television com-
mercials for these brands. Results from the 23 Frito-Lay BehaviorScan tests are
summarized in Table 12.4.

The first notable observation from Table 12.4 is that advertising for 57 percent
of the 23 tested brands generated significant increases in sales volume during the
one-year test duration. (Though not shown in Table 12.4, the average gain in sales
volume between the advertising versus no-advertising household panels was 15
percent across the 12 advertisements that yielded significant sales increases.) A
second key finding shown in Table 12.4 is that advertising for the small sales-vol-
ume brands was much more effective in driving sales gains than was advertising
for the large brands. In fact, of the 12 small brands tested, 83 percent, or 10 brands,
experienced significant increases in sales as a result of their one-year advertising
efforts. A third important finding is that advertising for 88 percent of the new
brands generated significant sales gains, whereas only 40 percent of the estab-
lished brands resulted in sales gains from advertising.

The 23 BehaviorScan tests of Frito-Lay brands reveal that advertising is not
always effective; indeed, it was effective in slightly more than one-half of the tests.
Importantly, this research supports the finding that advertising generally is effec-
tive only when it provides distinctive, newsworthy information, such as when
introducing new brands or line extensions.
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Table 12.4

BehaviorScan Tests of
Advertising Effectiveness 

for 23 Frito-Lay Brands

Established Brands New Brands Total

Large Brands 13% (n=8)* 67% (n=3) 27% (n=11)
Small Brands 71 (n=7) 100 (n=5) 83 (n=12)
Total 40 (n=15) 88 (n=8) 57 (n=23)

*Table entries are to be interpreted as follows: A total of eight (out of 23) tests involved large, established brands. Of the
eight tests conducted with this particular combination of brands, only one test, or 13 percent, detected a statistically
significant increase in sales volume in those households exposed to advertising compared to the no-advertising control
households.



Conclusion 2—More Is Not Necessarily Better:
Weight Is Not Enough
Fully appreciating this second major conclusion requires that we first understand
the concept of advertising “weight.” This concept will be covered more in the next
several chapters, but for now, ad weight should be understood as meaning the
number of gross rating points, or GRPs, that support an advertising campaign.
More GRPs equate to more advertising weight. Obviously, advertising weight and
spending also correlate—the more people you want to reach and the more often
you wish to reach them, the higher will be the advertising weight and the cost.

Given this background, we now consider a second important conclusion about
advertising effectiveness—namely, that the amount of advertising weight
invested in a brand does not by itself provide a good predictor of sales perfor-
mance. In other words, merely increasing advertising weight does not directly
translate into better performance for a brand. Advertising copy must also be dis-
tinctive and persuasive (as previously established) for advertising to have a positive
impact on a brand’s sales and market share. An advertising practitioner perhaps
said it best when stating that “airing ineffective advertising is like being off-air; it
just costs more.”45 It cannot be overemphasized that unpersuasive, nondistinctive
advertising is not worth airing or printing.

This conclusion receives support from a landmark study that analyzed numer-
ous tests based on BehaviorScan single-source data. A well-known advertising
scholar and his colleagues determined that when advertisements are unpersua-
sive, there is no more likelihood of achieving sales volume increases even when
doubling and tripling TV advertising weight.46

The virtual independence between advertising weight and sales is clearly
demonstrated in Table 12.5. The results presented in this table are based on studies
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Test Weight ARS Persuasion Sales
Number Difference Score Difference

1 334 GRPs –1.3 NSD*
2 4,200 0.6 NSD
3 406 1.8 NSD
4 1,400 2.6 NSD
5 695 2.7 NSD
6 800 2.8 NSD
7 2,231 3.5 NSD
8 1,000 3.6 NSD
9 900 3.7 NSD

10 1,800 4.0 NSD
11 947 4.2 NSD
12 820 4.3 NSD
13 1,364 4.4 NSD
14 1,198 4.4 NSD
15 583 5.9 SD†
16 1,949 6.7 SD
17 580 7.0 SD
18 778 7.7 SD
19 1,400 9.0 SD
20 860 9.3 SD

*NSD: Purchases of the advertised brand were not significantly different between the two split-cable panels at a 
90 percent confidence level.

†SD: Purchases of the advertised brand were significantly different between the two split-cable panels at a 90 percent con-
fidence level.

Table 12.5

Relations Among Advertising
Weight, Persuasion Scores, 
and Sales



using single-source data for various brands of CPGs. The data in Table 12.5 are
derived from weight tests whereby two panels of households had an opportunity
to see the identical commercial for a particular brand, but the amount of spending,
or weight, was varied between the two panels. These households’ subsequent
purchases of the advertised brand are later compared based on purchase data
acquired via optical scanning devices in grocery stores.

Table 12.5 presents data from 20 weight tests, each involving an actual market-
place examination of advertising’s influence on the sales of a branded grocery
product. In each test, there are two key features of the advertising effort. First is
the number of GRPs, or weight, used to advertise the brand; in Table 12.5 this is
expressed as the weight difference between the two panels of households. A differ-
ence of zero would mean that an identical amount of advertising weight (in terms
of GRPs) was aired during the test period to both groups of households. The sec-
ond key advertising feature is the ARS Persuasion score that the test commercial
obtained in each test. These scores range from a low of –1.3 (test 1) to a high of 9.3
(test 20). Finally, for each reported test, the last column indicates whether a statis-
tically significant sales difference occurred between the two panels.

Thus, test 8, for example, shows a weight difference of 1,000 GRPs between the
two panels. However, the tested commercial in this case received a below-average
ARS Persuasion score of 3.6. Given this combination of a heavy weight difference
between the two panels but a relatively unpersuasive commercial, the result was
no significant difference (NSD) in sales between the two panels of households at
the end of the full-year testing period. In other words, heavy advertising weight
was unable to compensate for an unpersuasive commercial.

Now let us examine test 15, in which the weight difference between the two
panels of households amounted to 583 GRPs. However, the new commercial in
this test received an ARS Persuasion score of 5.9. The result: a significant differ-
ence (SD) in sales was recorded when the tested brand was advertised with a
moderately persuasive commercial.

Table 12.5 also demonstrates that no significant sales differences are obtained
even in instances of huge weight differences such as in tests 2 (a 4,200 GRP differ-
ence) and 7 (a 2,231 GRP difference). These two tests corresponded (at the time of
the research) with annual ad expenditures of $21 million and $11 million, yet no
differential sales response materialized after a full year. Comparatively, notice in
tests 15 through 20 that significant sales differences are observed even when the
weight differences are relatively small compared with the weight differences in
tests 2 and 7. Hence, it can be concluded that the primary determinant of sales dif-
ferences in these tests was the persuasiveness of the tested commercials. Whenever
the ARS Persuasion score was 5.9 or greater, significant sales differences were
detected at the end of the test; in all instances in which the ARS Persuasion score
was below 5.9, no significant sales differences were obtained.

Provided these results generalize beyond the tested commercials, the implica-
tion is that a commercial’s persuasiveness is absolutely critical: persuasiveness, and
not mere advertising weight, is the prime determinant of whether an advertising
campaign will translate into improved sales performance. Indeed, investing adver-
tising in unpersuasive commercials is akin to throwing money away. Advertising
weight is important, but only if a commercial presents a persuasive story.47

Campbell Soup Company Findings
Research conducted by rsc for the Campbell Soup Company provides additional
evidence regarding the importance of commercial persuasiveness.48 Figure 12.6
presents the results of rsc’s testing of various commercials for an undisclosed
Campbell Soup Company brand, which we will assume to be V8 vegetable juice.
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Note that the horizontal axis is broken into 18 four-week periods, and that the ver-
tical axis of the graph depicts this brand’s market shares. It can be seen that V8’s
market share during the first four-week period was 19.6.

Notice next that a new commercial (titled “Tastes Great 30,” with the 30 signi-
fying a 30-second commercial) was aired during the second four-week period.
This commercial, when tested by rsc, received an ARS Persuasion score of 5.8.
Shortly after airing this new commercial, V8’s market share jumped from 19.6 to
21.4—an increase of nearly 2 share points. Thereafter, V8’s market share varied
from a low of 20.4 (period 5) to a high of 21.5 (period 4). Then in period 7, when a
new commercial started airing (“Beauty Shot Revised 15”), V8’s market share
jumped by an incredible 4.5 share points to 25.4.

Notice how this result correlates to the strength of the new
commercial, which obtained an ARS Persuasion score of 10.0.
Over the next several months, the market share for V8 fell to
22.0 (period 14). Then in period 15 another new commercial
began airing (“Beauty Shot Poolout 2 15”). This commercial,
which obtained an ARS Persuasion score of 10.9, immediately
increased V8’s sales to a 25.9 market share. By period 18 the
share had declined to a 23.9, but compared with the initial
share of 19.6 in period 1, this still represented a gain of 4.3
share points in slightly more than a year—a substantial mar-
ket-share gain by any standard in an established product cate-
gory. These results indicate that persuasive commercials can
have a rather dramatic effect in increasing market share.
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The Relationship between Media Weight 
and Creative Content
Beyond rsc’s results with the ARS Persuasion method, important research from
the academic front has provided further insight into the conditions under which
additional advertising weight does or does not increase a brand’s sales.49 This
research program tested 47 actual TV commercials that were drawn from a variety
of mature product categories for familiar brands (i.e., brands in categories such as
frozen entrees, snack chips, and long-distance dialing services). Each of the 47
commercials was classified as to whether its tone and content primarily included
(1) rational information (i.e., commercials conveying details about product features
and benefits); (2) heuristic appeals (i.e., commercials employing credible or trust-
worthy endorsers, and those using pictures or music to convey information about
the advertised brand); or (3) affectively based cues (i.e., commercials using warmth
appeals, captivating scenery, and likable music—all of which are capable of gener-
ating positive emotions).

The researchers examined the sales results of weight tests for these 47 commer-
cials and tested whether the heavy weight differences between groups of con-
sumers exposed to higher- or lower-levels of advertising weight led to significant
sales differences between test and control groups. (The higher-weight groups
were exposed to anywhere from 50 to 100 percent more commercials for a particu-
lar brand during the test period.) Further and importantly, they also tested
whether the effect of weight on sales varied as a function of advertising content. In
short, then, the issue addressed by these researchers was whether greater adver-
tising weight uniformly drives increased sales or whether the effect of increased
advertising weight depends on the type of creative content in a commercial.

The very important finding from this research is that increased advertising
weight led to significant increases in sales for consumers exposed to greater
amounts of advertising weight only for commercials using affectively based cues. For
commercials employing rational information or heuristic appeals, no significant
sales gains were realized when the amount of advertising weight was increased
substantially. It seems, then, that commercials using affectively based cues
respond positively to greater advertising weight because this type of commercial
evokes positive feelings in consumers; comparatively, commercials containing
rational information or heuristic appeals grow tiresome more quickly and may
even turn consumers off with repeated showings.

It is important to realize that this research included only commercials drawn
from mature product categories and included only familiar brands. The results
possibly do not generalize to commercials for new product categories or new
brands in mature categories. In either event, heavy advertising weight thrown
behind informative advertisements (i.e., those supplying rational information or
using heuristic appeals) may not serve very well to drive sales. On the other hand,
putting more weight behind ads using affectively based cues (i.e., emotional ads)
may well increase sales rather substantially.

Conclusion 3—All Good Things Must End:
Advertising Eventually Wears Out
Another important lesson learned from the previous presentation of the
Campbell’s V8 case, as well as supported by abundant other evidence, is that
advertising ultimately wears out and hence must be periodically refreshed to main-
tain or increase a brand’s sales.50 Research in the academic community as well as
by practitioners has convincingly demonstrated that with the accumulation of
GRPs for a brand, the persuasive power of that brand’s advertising declines over
time.51 This is referred to as wearout, the result of which is diminished effective-
ness of advertising as GRPs accumulate over time. Interestingly, familiar brands
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(i.e., those for which consumers have direct usage experience or have learned
about the brand via information from marcom messages) have been shown to
wear out more slowly than unfamiliar brands.52 This suggests that stronger
brands—that is, those with greater equity (recall discussion in Chapter 2)—can
continue to use creative executions for a longer period of time, need to refresh
advertising less frequently, and thus obtain a bigger bang for the advertising buck.
The old saying that “knowledge begets knowledge” has a counterpart in this con-
text, namely that “success begets more success”—that is, familiar brands that pos-
sess greater brand equity enjoy increased marcom effectiveness by postponing the
onset of advertising wearout.

The moral from conclusion 3 is that it is important to periodically retest com-
mercials (using, for example, the ARS Persuasion measurement) to determine how
much persuasive power remains in a commercial. When the persuasive power
falls into the 3.0 to 3.9 range or even below (see Table 12.3), it probably is time to
replace the commercial with a new or revised execution.

Conclusion 4—Don’t Be Stubborn: 
Advertising Works Quickly or Not at All
Due to the difficulty of precisely determining what effect advertising has on sales,
in many instances advertisers initiate an advertising campaign and then stick with
it for a number of months. Even though there may be no initial evidence that
advertising is moving the sales dial, there is a tendency among some advertisers
to “hang in there,” hoping that with repeated exposures (increased weight) the
advertising will eventually achieve positive results. Thoughts such as “Let’s not
drop the campaign too quickly” or “We just have to be patient” oftentimes are
applied to sustain a questionable advertising campaign.

Insight into the issue of how long an advertiser should stick with an ad cam-
paign is available from the previously discussed findings from Frito-Lay’s series
of 23 BehaviorScan copy tests. Though not apparent in Table 12.4, a fourth notable
result from the Frito-Lay BehaviorScan testing is that in all 12 (of 23) cases where
advertisements for Frito-Lay brands drove significant sales increases, the effects
occurred within the first six months. More dramatically, in 11 of the 12 tests with
significant sales gains, the increased sales occurred within the first three months!
In other words, when advertising works, it works relatively quickly or not at all.

The moral underlying this last conclusion is that although there is some virtue
to being patient, there is a difference between being patient and stubborn.
Sometimes advertisers have to accept the fact that an advertising campaign sim-
ply is not driving sales increases. The economic concept of sunk costs is relevant in
this context. That concept, in particular, informs us that decisions should not be
made with respect to past expenditures but in terms of future prospects. Costs
sunk in the past cannot justify continuing with something that is not producing
sales gains. Wise decision makers simply have to be prepared to walk away from
past mistakes (such as ill-advised advertising campaigns), accept the fact that past
expenditures are sunk, strive not to repeat the same mistake in the future, and, in
the vernacular, strive not to throw good money after bad.

Summary

Though difficult and often expensive, measuring message effectiveness is essential
for advertisers to better understand how well their ads are performing and which
changes they need to make to improve performance. Message-based research evalu-
ates the effectiveness of advertising messages. Dozens of techniques for measuring
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advertising effectiveness have evolved over the years. The reason for this diversity
is that advertisements perform various functions and multiple methods are needed
to test different indicators of advertising effectiveness.

Starch Readership Service, Bruzzone tests, and day-after recall tests are tech-
niques for measuring recognition and recall. Physiological measures such as gal-
vanic skin response and pupil dilation are used to assess emotional arousal
activated by advertisements. The Ipsos-ASI Next*TV method is a videotape, in-
home system for measuring consumer reactions to television commercials. Rsc’s
ARS Persuasion testing is used to measure preference shifts employing a pre- and
postmeasurement of consumer preference for a brand before and after they have
seen an advertisement for that brand. The impact of advertising on actual pur-
chase behavior is assessed with single-source data collection systems (IRI’s
BehaviorScan and Nielsen’s ScanTrack) that obtain optical-scanned purchase data
from household panels and then integrate them with television-viewing behavior
and other marketing variables.

No single technique for measuring advertising effectiveness is ideal, nor is any
particular technique appropriate for all occasions. The choice of technique
depends on the specific objective an advertising campaign is intended to accom-
plish. Moreover, multiple measurement methods are usually preferable to single
techniques to answer the diversity of questions that are typically involved in
attempts to assess advertising effectiveness.

The final major section presents conclusions about TV commercial effective-
ness based on research that has measured advertising persuasiveness, explored
the role of increasing advertising weight, examined the impact of creative copy,
and determined whether these advertising factors generate meaningful sales
gains. Four major conclusions are that: (1) ad copy must be distinctive in order to
drive sales gains; (2) more advertising weight does not necessarily equate to
increased sales; (3) advertising eventually wears out; and (4) if advertising is
going to work, it will achieve its positive effect relatively quickly.

Discussion Questions
1. It is desirable that measurements of advertising effectiveness focus on sales

response rather than on some precursor to sales, yet measuring sales response
to advertising is typically difficult. What complicates the measurement of sales
response to advertising? To answer this question, please return to Chapter 6
and the section on using sales as an objective for marcom programs.

2. PACT principle 2 states that a good copy testing system should establish how
results will be used in advance of each copy test. Explain the specific meaning
and importance of this copy testing principle. Construct an illustration of an
anticipated result lacking a sufficient action standard and one with a suitable
standard.

3. What’s the distinction between the pre- and posttesting forms of advertising
research? Which in your opinion is more important? Be sure to justify your
response.

4. The Bruzzone test is based on a measure of recognition in comparison to day-
after recall testing, which, of course, is based on a recall measure. Present an
argument as to why the Bruzzone recognition measurement might be more
appropriate than the recall measurement in attempting to determine the effec-
tiveness of television commercials. To facilitate your discussion, consider the
difference between multiple-choice testing (a form of recognition measure-
ment) and essay testing (a form of recall measurement).

5. Please offer your interpretation of the following quote presented earlier in the
chapter: “If you can’t measure something, you can’t understand it. If you can’t
understand it, you can’t control it. If you can’t control it, you can’t improve it.”
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6. If you were an account executive in an advertising agency, what would you tell
clients to convince them to use (or not to use) the Starch Readership Service?

7. A test of television advertising effectiveness performed by BehaviorScan will
cost you, as brand manager of a new brand of cereal, over $250,000. Why
might this be a prudent investment in comparison to spending $50,000 to per-
form an awareness study?

8. Assume that several years from now, after you have graduated college and
begun a career, you open your mail one day and find a letter from Information
Resources Inc. (IRI) requesting you to become a BehaviorScan panel member.
Would you have any reservations about agreeing to do this? Assume that the
letter is from ACNielsen, instead of IRI, requesting your participation in
ScanTrack. What would be your reservations, if any, in this case?

9. Select three recent television commercials for well-known brands, identify the
objective(s) each appears to be attempting to accomplish, and then propose a
procedure for how you would go about testing the effectiveness of each com-
mercial. Be specific.

10. Television commercials are tested in various stages of completion, including sto-
ryboards, animatics, photomatics, ripomatics, liveamatics, and finished commer-
cials. What reservations might you have concerning the ability to project results
from testing prefinished commercials to actual marketplace results with real
commercials? Be specific and refer to the PACT principles where appropriate.

11. What are your thoughts about the value (or lack of value) of using measures of
physiological response such as the galvanometer?

12. Turn to Table 12.3 and inspect the row in that table having an ARS Persuasion
score range of 7.0 to 8.9. With that particular row in mind, interpret the entries
under each of the four columns of share-point differences. For example, what
is the specific interpretation of 56 percent under the column heading 1.0+?

13. Compare and contrast the Ipsos-ASI Next*TV measure with rsc’s ARS
Persuasion method.

14. In the context of the discussion of single-source data, explain the difference
between weight tests and copy tests. Illustrate your understanding of the dif-
ference between these two types of tests by designing a hypothetical weight
test and then a copy test for the same brand.

15. With reference to Frito-Lay’s copy tests in Table 12.4, the results reveal that of
the 23 commercials tested, only 57 percent of the tests generated significant
differences in sales between the split panels tested. Assume that Frito-Lay’s
results are applicable to television advertising in general. What is your general
conclusion from this key finding?

16. Offer an explanation as to why, in general, increasing advertising weight
(more GRPs) is an insufficient means of increasing brand sales?

17. Explain your understanding of why in the case of mature products with famil-
iar brands, greater advertising weight is effective in increasing sales only
when affective cues are used in advertising the brand.

18. Offer an explanation as to why in your opinion commercials for familiar brands
with strong equities wear out less rapidly than is the case for unfamiliar brands.
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(gross rating points) for the Super Bowl media buy and

the alternative plan are as follows:

The cost of placing a 30-second commercial on the

National Football League Super Bowl increased from

$400,000 in 1984 to $2.4 million in 2005. One may

wonder whether the sizable investment in this television

extravaganza can be justified, especially considering that

30-second spots on the top-rated prime-time television

programs sell for a fraction of that cost, typically in the

range of $100,000–$350,000 (as of 2005).

Media planners at a company that specializes in

media selection questioned whether the Super Bowl

represented a prudent buy and proposed another way to

spend the amount of money equivalent to purchasing a

30-second Super Bowl spot.1 They developed an

alternative media plan that consisted of (1) buying

advertising time on all network

programs aired at the

same time on Tuesday

evening; (2) securing

advertising time on all

network programs aired at

the same time on Sunday evening

(e.g., Sunday night movies); and (3) purchasing a

final single spot from the Fox network’s Saturday night

programming. (The Tuesday and Sunday night buys

are called roadblocks because advertising purchased

on all network programs aired simultaneously acts,

metaphorically, as a roadblock to ensure that all

consumers viewing TV at this time will be exposed to the

brand’s advertising.) This alternative media plan was able

to secure 13 prime-time advertising spots, or a total

time of 6.5 minutes, compared with purchasing a single

30-second ad on the Super Bowl. Comparative GRPs

13-Spot
Alternative Advantage

Super Bowl 13-Spot Over
Group GRPs GRPs Super Bowl

Adults, 18– 49 40 65 162%
Adults, 25–54 42 78 186%
Men, 18– 49 46 63 137%
Men, 25–54 48 68 142%

CHAPTER 13

Planning for and Analyzing
Advertising Media

Whereas a single 30-second ad on the Super Bowl

provided 40 GRPs based on the 18-to-49 age group,

42 GRPs based on the 25-to-54 group, and so on,

the equivalently priced 13 spots yielded considerably

more GRPs. For example, for all adults ages 25 to

54, the 78 GRPs from the 13

prime-time spots were

86 percent greater

than the 42 GRPs

generated by the

Super Bowl

advertisement.

Hence, one can conclude that advertisers should

not advertise on the Super Bowl but rather would be

better served by investing their advertising money

elsewhere. Correct? Not necessarily! One also needs to

factor in the all-important issue of advertising impact.

People react with a relatively unenthusiastic response to

advertisements placed on the programs contained

in the alternative (13-spot) media buy. Comparatively,

advertisements placed on the Super Bowl are, like

the program itself, a special event. Consumers look

forward to new, dramatic advertisements and often

Marcom Challenge: 
Is Super Bowl Advertising 

Worth the Expense?



C H A P T E R  O B J E C T I V E S

1
Describe the major factors used 

in segmenting target audiences for 
media planning purposes.

2
Explain the meaning of reach, frequency, 

gross rating points, target rating points, effective reach,
and other media concepts.

3
Discuss the logic of the three-exposure hypothesis and 

its role in media and vehicle selection.

4
Describe the use of the efficiency index procedure 

for media selection.

5
Distinguish the differences among three forms 
of advertising allocation: continuous, pulsed, 

and flighted schedules.

6
Explain the principle of recency and its implications for

allocating advertising expenditures over time.

7
Perform cost-per-thousand calculations.

8
Interpret the output from computerized media models.

9
Review actual media plans.
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talk about the ads well after the Super Bowl is

completed. In fact, evidence indicates that people enjoy

watching TV commercials on the Super Bowl. One survey

determined that a sample of women indicated their

favorite aspect of the Super Bowl is viewing the ads

rather than watching the game.2 Because journalists

comment about Super Bowl advertisements in magazines

and newspapers, and on the Internet, advertisers receive

a secondary form of brand contact. In short, all

advertising does not have equivalent impact. When

planners are buying advertising media, considerations,

often subjective, other than mere comparisons of cost

and rating points have to be factored into the decision.
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Overview

The previous three chapters have examined the message component of advertis-
ing strategy. Though effective messages are essential for successful advertising,
these messages are of little use unless advertising media are selected that will
effectively reach the intended target audience. This chapter and the following
three are devoted to media considerations. The present chapter explores the media
planning process and the various factors that go into making media-selection
decisions. The next chapter, Chapter 14, examines the traditional print and broad-
cast media—magazines, newspapers, television, and radio. Chapter 15 focuses on
online media (wired and wireless), while Chapter 16 examines alternative adver-
tising media (e.g., product placements in movies and cinema advertising).

Some Useful Terminology: Media Versus Vehicles
Before proceeding, it is important that we introduce some useful terminology.
Advertising practitioners distinguish between advertising media and vehicles.
Media are the general communication methods that carry advertising messages—
that is, television, magazines, newspapers, and so on. Vehicles are the specific
broadcast programs or print choices in which advertisements are placed. For
example, television is a specific medium, and American Idol, CBS Evening News,
and Monday Night Football are vehicles for carrying television advertisements.
Magazines are another medium, and Time, Business Week, Ebony, and Cosmopolitan
are vehicles in which magazine ads are placed. Each medium and each vehicle has
a set of unique characteristics and virtues. Advertisers attempt to select those
media and vehicles that are most compatible with the advertised brand in reach-
ing its target audience and conveying the intended message.

Messages and Media: A Hand-in-Glove Relation
It is important to appreciate the fact that ad message and media considerations are
inextricably related. Media and messages represent a hand-in-glove relationship,
where each must be compatible with the other. It has been said that advertising
creatives “can’t move until they deal with a media strategist.”3 Creatives and
media specialists must team up to design advertisements that effectively and effi-
ciently deliver the right brand concept to the intended target audience. Indeed,
advertising practitioners agree that reaching a specific audience effectively is the
most important consideration in selecting advertising media.4

Advertisers are placing more emphasis than ever on media planning, and
media planners have achieved a level of unparalleled stature.5 This is because an
advertising message can be effective only when placed in the media and vehicles
that best reach the target audience at a justifiable expense. The choice of media
and vehicles is, in many respects, the most complicated of all marketing commu-
nications decisions due to the variety of decisions that must be made. In addition
to determining which general media categories to use (television, radio, maga-
zines, newspapers, outdoor, Internet, or alternative media), the media planner
must also pick specific vehicles within each medium and decide how to allocate
the available budget among the various media and vehicle alternatives.
Additional decisions involve choosing geographical advertising locations and
determining how to distribute the budget over time. The complexity of media
selection is made clear in the following commentary:

An advertiser considering a simple monthly magazine schedule, out of a pool of 30 feasible
publications meeting editorial environment and targeting requirements, must essentially
consider over one billion schedules when narrowing the possibilities down to the few



feasible alternatives that maximize campaign goals within budget constraints. Why over
one billion possible schedules? There are two outcomes for each monthly schedule, either
to use a particular publication or not to do so. Therefore, the total number of possible
schedules equals two raised to the 30th power (i.e., 230 = 1,073,741,800). . . . Now imagine
how the options explode when one is also considering 60 prime time and 25 daytime broad-
cast television network programs, 12 cable television networks, 16 radio networks,
4 national newspapers, and 3 newspaper supplements, with each vehicle having between
4.3 [i.e., the average number of weeks in a month] and perhaps as many as 20 or more pos-
sible insertions per month.6

Selecting and Buying Media and Vehicles
It will be useful to examine how the advertising industry makes buying decisions
related to media and vehicles. As discussed in Chapter 9, traditional full-service
advertising agencies have historically been responsible for both creating advertis-
ing messages for their clients’ brands and planning and buying media time and
space in which to place those messages. However, a recent and dramatic change
has occurred in the manner in which media planning is performed. An event that
rocked the advertising industry was General Motors’ (GM) decision to consolidate
in a single company its media planning and buying for its many automobile
brands. Whereas in the past media planning and buying took place in each adver-
tising agency that represented each GM brand, now all media planning is done in
a single company under an organization referred to as GM Planworks. This unit
handles media planning amounting annually to approximately $3 billion. By con-
solidating media planning and buying, GM achieves significant cost savings for
its various brands.7

Other major corporations have followed GM’s lead in “unbundling” media
planning from creative services. Unilever moved its $700 million U.S. media buy-
ing clout from its various ad agencies to a single media buyer. Likewise, Kraft
Foods consolidated its $800 million North American media planning and buying
account into a single media planner and buyer.

Needless to say, traditional full-service advertising agencies have criticized
these moves. Their claim is that creative services and media planning go hand in
hand, and that the symbiotic relation between these services is damaged when ad
agencies are relegated to just creating ad messages while independent firms are
fully responsible for planning media selection. A top official of a major ad agency
had this to say.

You can’t keep compartmentalizing each aspect of an account. Many of the insights we get
come from the media side, and that informs the creative side and vice versa. I have a hard
time believing that [ad agencies] can be as effective without that kind of close relationship.8

By comparison, the chief executive officer of a media planning company pre-
sented a counterperspective.

Separating media buying and planning [from creative] can be beneficial to clients who
work in a multi-brand environment. Even though GM has different car lines, with differ-
ent goals and strategies, there’s something to be said for bringing all the planning opera-
tions together into one centralized location. It gives them an opportunity to apply learning
and strategic thinking across the portfolio in a way that’s faster and more efficient.9

There obviously are arguments on both sides of the issue, yet the proverbial
genie is now out of the bottle. The historical role of the all-powerful full-service
advertising agency has diminished. Perhaps of greatest significance is that this
development accentuates the importance of the media planning aspect of the
advertising process. Creating effective advertising messages is critical, but it is
essential also that these messages be placed in the right media and vehicles.
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The Media-Planning 
Process

Media planning is the design of a strategy that shows how investments in adver-
tising time and space will contribute to the achievement of marketing objectives.
The challenge in media planning is determining how best to allocate the fixed
advertising budget for a particular planning period (say, a fiscal year or four-week
period) among ad media, across vehicles within media, and over time. As shown
in Figure 13.1, media planning involves coordinating three levels of strategy: mar-
keting, advertising, and media strategy. The overall marketing strategy (consisting
of target market identification and marketing mix selection) provides the impetus
and direction for the choice of both advertising and media strategies. The advertis-
ing strategy—involving advertising objectives, budget, and message and media
strategies—thus extends naturally from the overall marketing strategy.

Consider, for example, a hypothetical new sport-utility vehicle (SUV) named
the Esuvee. (Before reading on, please read the IMC Focus to appreciate the reason
for the Esuvee name.) Let us assume that the name Esuvee was selected for a new
SUV model that is to be marketed to young males on the grounds that this vehicle
is less likely to roll over than are competitive models purchased by this demo-
graphic group. Assume further that outdoor-oriented men represent the Esuvee’s
primary target market and that prospective owners desire practicality along with
a carefree, adventuresome image in an SUV. The media strategy for the Esuvee
naturally must extend from the manufacturer’s strategy to sell approximately
50,000 Esuvees at retail.

Media strategy is inextricably related to the other aspects of advertising strat-
egy (see Figure 13.1). Let us assume that the Esuvee had received a $15 million
advertising budget for 2006. Suppose further that the objective was to create
brand awareness for the Esuvee among targeted consumers and convey the
desired image. Advertising strategy decisions simultaneously impose constraints
on media strategy ($15 million is the maximum amount that could be spent on the
2006 Esuvee campaign) and provide direction for media selection.

The media strategy itself consists of four sets of interrelated activities (see
Figure 13.1).

1. Selecting the target audience
2. Specifying media objectives
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3. Selecting media categories and vehicles
4. Buying media

The following sections discuss the first three activities in detail. Media buying
is discussed only in passing because it is a specialized topic better suited for an
elective course one might take as part of a communications or journalism major.

Selecting the 
Target Audience

Effective media strategy requires, first, that the target audience be pinpointed.
Failure to precisely define the audience results in wasted exposures; that is, some
nonpurchase candidates are exposed to advertisements, whereas prime candi-
dates are missed. Four major types of information are used in segmenting target
audiences for media strategy purposes: (1) buyographics, (2) geographics, (3)
demographics, and (4) lifestyle/psychographics. Product usage information
(buyographics), when available, generally provides the most meaningful basis for
determining which target audience(s) should be pinpointed for receiving an
advertising message.10 Geographic, demographic, and psychographic considera-
tions are typically combined to define the target audience. For example, the target

Esuvee and SUV Safety

Sport-utility
vehicles (SUVs) represent 

about 25 percent of all vehicles on U.S. roads.
Unfortunately, young males between the ages of 17 and 27 are
2.5 times more likely to die in an SUV accident.

To combat the tragic reality that this statistic represents,
the 50 American states and the District of
Columbia, Puerto Rico, and the U.S.
Virgin Islands joined forces and
launched a year-long, $27 million
safety campaign aimed primarily at
young drivers. The campaign focused
on four key tips for improving SUV safety:

1. Handling—Because SUVs have a higher center of gravity than
passenger cars, there is a greater risk of rollover resulting from
speeding, abrupt maneuvers, aggressiveness, and so on.

2. Loading—Overloading SUVs can raise the center of gravity and
increase the likelihood of rollover accidents.

3. Properly inflating and maintaining tires—As with all vehicles,
improper tire size, pressure, and maintenance may increase the
chances of a rollover.

4. Wearing seat belts—Eighty percent of deaths in SUV rollovers
occur because occupants are unbelted.

The safety campaign needed a concrete way to demonstrate
to young males the importance of safe SUV operation. The center-
piece of the campaign and the element that made the driving tips
tangible and prominent (i.e., concrete) was the campaign’s mascot
(a 16-foot-long, 10-foot-wide, and 12-foot-tall “beast” named
Esuvee). In one TV commercial, for example, a rodeo-type setting
was created in which a young male was shown attempting to ride
Esuvee. The rider was abruptly dumped in the dirt because he

wasn’t wearing a seatbelt. A subsequent, seat-belted rider did not
suffer the same unceremonious outcome.

In addition to television commercials, print ads, and a dedi-
cated Web site, events were staged throughout the year in con-
texts that attracted young males. Connecticut’s attorney general
made especially clear the case for the ESUVEE campaign in com-

menting that “smart drivers can save lives with some simple
steps: avoid speeding, sudden maneuvers,

and overloading. Our education cam-
paign targets young men, who may
be most vulnerable and most diffi-
cult to reach. If you think this mes-

sage is hype, look at the
numbers—thousands of young Americans

killed in rollover crashes every year.”

SOURCE: “How Do You Ride? What Everyone Needs to Know about SUV Safety,”
used with permission from Peppercom Strategic Communications
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audience for the Esuvee might be defined in terms such as the following: men
between the ages of 18 and 49 (a demographic variable), who have incomes
exceeding $45,000 (also demographic), who enjoy the outdoors (psychographic),
and are carefree and adventurous (psychographic). A target audience defined in
such specific terms has obvious implications for both message and media strategy.
For example, magazines and TV programs that appeal to outdoor enthusiasts who
are adventurous and carefree would effectively reach the Esuvee’s target audience.

Specifying 
Media Objectives

Having pinpointed the audience to whom advertising messages will be directed,
the next media-planning consideration involves specifying the objectives that an
advertising schedule is designed to accomplish during the planned advertising
period. Media planners, in setting objectives, confront issues such as the follow-
ing: (1) what proportion of a target audience do we want to reach with our adver-
tising message during a specified period, (2) how frequently do we need to expose
the audience to our message during this period, (3) how much total advertising is
necessary to accomplish the reach and frequency objectives, (4) how should we
allocate the advertising budget over time, (5) how close to the time of purchase
should the target audience be exposed to our advertising message, and (6) what is
the most economically justifiable way to accomplish the other objectives?

Practitioners have technical terms they associate with each of these six objec-
tives, namely (1) reach, (2) frequency, (3) weight, (4) continuity, (5) recency, and
(6) cost. The following sections treat each objective as a separate matter. A later sec-
tion addresses their interdependence.

Reach
Advertising managers and media specialists generally regard reaching specific
audiences efficiently as the most important consideration when selecting media
and vehicles.11 The issue of reach deals with getting an advertising message heard
or seen by the targeted audience. More precisely, reach represents the percentage of
the target audience that is exposed, at least once, during a specified time frame to the
vehicles in which our advertising message is inserted. The time frame used by the
majority of media planners is a four-week period. (Thus, there are 13 four-week
media-planning periods during a full year.) Some media specialists also use the
single week as the planning period.

Regardless of the length of the planning period—whether one week, four
weeks, a full year, or some other length of time—reach represents the percentage
of all target customers who have an opportunity to see or hear the advertiser’s mes-
sage one or more times during this time period. (Advertising people use the
expression opportunity to see, or OTS, to refer to all advertising media, whether
visual or auditory.) Advertisers never know for sure whether members of their
target audiences actually see or hear an advertising message. (How possibly could
that be known?) Advertisers only know which media vehicles the target audience
is exposed to. From these vehicle exposure data, it then can be inferred that people
have had an opportunity to see the advertising message carried in the vehicles.

Other terms used by media planners for describing reach are 1+ (read “one-
plus”), net coverage, and unduplicated audience. Later it will become clear why these
terms are interchangeable with reach.
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Determinants of Reach
Several factors can increase the reach that is achieved with a particular media
schedule: (1) use multiple media, (2) diversify vehicles within each medium, and
(3) vary the dayparts in the case of radio and TV advertising. Each of these deter-
minants is now explained.

Generally speaking, more prospective customers are reached when a media
schedule allocates a fixed advertising budget among multiple media rather than to
a single medium. For example, if the Esuvee were advertised only on network tel-
evision, its advertisements would reach fewer people than if it also were adver-
tised on cable TV, in magazines, on the radio, and in national newspapers. If an
advertiser were to advertise a brand only in, say, newspapers, it would miss 40
percent of the adult population in the United States which does not regularly read
a daily newspaper. Likewise, advertising only on select TV programs would miss
people who do not view those particular programs. Hence, using multiple media
increases the odds of reaching a greater proportion of the target audience. In gen-
eral, the more media options used, the greater the chances that an advertising
message will come into contact with people whose media habits differ.

A second factor influencing reach is the number and diversity of media vehicles
used. For example, if Esuvee’s media planners were to choose to advertise this
SUV in, say, just a single magazine (e.g., Sports Illustrated) rather than in a variety
of magazines, far fewer consumers would be reached by the advertising effort.
Having just read this paragraph, it should be obvious—at least in hindsight—that
an ad campaign that uses different vehicles within each medium will better cover
the intended audience than focusing exclusively on a single or limited number of
vehicles. Again using Sports Illustrated for an example, if Esuvee were advertised
only in that particular magazine, the ad campaign would fail to reach all people in
the target audience who do not read that magazine.

Third, reach can be increased by diversifying the dayparts used to advertise a
brand. For example, network television advertising during prime time and cable
television advertising during fringe times would reach more potential automobile
purchasers than advertising exclusively during prime time.

In sum, reach is an important consideration when developing a brand’s media
schedule. Advertisers wish to reach the highest possible proportion of the target
audience that the budget permits. However, reach by itself is an inadequate objec-
tive for media planning because it tells nothing about how often target customers
need to be exposed to the brand’s advertising message for it to accomplish its
goals. Therefore, frequency of advertising exposures must also be considered.

Frequency
Frequency signifies the number of times, on average, during the media-planning
period that members of the target audience are exposed to the media vehicles that
carry a brand’s advertising message. Frequency actually represents a media
schedule’s average frequency, but media people use the term frequency as a short-
hand way of referring to average frequency.

To better understand the concept of frequency and how it relates to reach, con-
sider the simplified example in Table 13.1. This example provides information about
10 hypothetical members of the target audience for the Esuvee and their exposure
to Sports Illustrated magazine over four consecutive weeks. (We are assuming for
purposes of this simplified example that Sports Illustrated is the sole vehicle used
for advertising the Esuvee.) Member A, for example, is exposed to Sports Illustrated
on two occasions, weeks two and three. Member B is exposed to Sports Illustrated all
four weeks. Member C is never exposed to this magazine during the four-week
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period. Member D is exposed three times, in weeks one, three, and four, and so on
for the remaining six members of Esuvee’s mini audience. Notice in the last col-
umn of Table 13.1 that for each week, only 5 of 10 households (50 percent) are
exposed to Sports Illustrated and thus have an opportunity to see an Esuvee adver-
tisement placed in this vehicle. This reflects the fact that a single vehicle (in this
case, Sports Illustrated) rarely reaches the full target audience.

The Concept of Frequency Distribution
Presented at the bottom of Table 13.1 are the frequency distribution and summary
reach and frequency statistics for the Esuvee’s media schedule. A frequency distribu-
tion represents the percentage of audience members (labeled “Percentage f ” in
Table 13.1) who are exposed f times (where f = 0, 1, 2, 3, or 4) to the Sports Illustrated
magazine and thus who have an opportunity to see ads for Esuvee carried in that
magazine. The cumulative frequency column (labeled “Percentage f+ ”) indicates
the percentage of the 10-member audience that has been exposed f or more times to
Sports Illustrated magazine during this four-week period (again, f = 0, 1, 2, 3, or 4).

For example, the percentage exposed at least two times is 70 percent. Note
carefully that for any value of f, the percentage in the Percentage f+ column simply
represents the summation from the Percentage f column of that value plus all
greater values. Reading from the Percentage f column in Table 13.1, you will see
that the percentage of target audience members exposed exactly two times is 40
percent (namely, audience members A, E, I, and J). The percentage exposed exactly
three times is 20 percent (members D and G). And the percentage exposed four
times is 10 percent (member B). Hence, the cumulative percentage of audience
members exposed two or more times (i.e., the percentage f+ when f = 2) is 70 per-
cent (40 + 20 + 10 = 70).

With this background, we now are in a position to illustrate how both fre-
quency and reach are calculated. It can be seen in Table 13.1 that 90 percent of the
10 audience members for the Esuvee advertisement have been exposed to one or
more ads during the four-week advertising period. (Reading from the Percentage
f + column, with f = 1, it can be seen that the 1+ cumulative percentage is 90.) This
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Table 13.1

Hypothetical Frequency
Distribution for the 

Esuvee Advertised in 
Sports Illustrated Magazine

Target Audience Member

Total
Week A B C D E F G H I J Exposures

1 x x x x x 5
2 x x x x x 5
3 x x x x x 5
4 x x x x x 5

Total
Exposure 2 4 0 3 2 1 3 1 2 2

Summary Statistics

Frequency Distribution (f) Percentage f Percentage f+ Audience Members

0 10% 100% C
1 20 90 F, H
2 40 70 A, E, I, J
3 20 30 D, G
4 10 10 B

Reach (1+ exposures) = 90
Frequency = 2.2
GRPs = 200



figure, 90 percent, represents the reach for this advertising effort. Please note that
advertising practitioners drop the percent sign when referring to reach and simply
refer to the number. In this case, reach equals 90.

Frequency is the average of the frequency distribution. In this situation, fre-
quency equals 2.2. That is, 20 percent are reached one time, 40 percent are reached
two times, 20 percent are reached three times, and 10 percent four times. Or, arith-
metically, average frequency (or simply, frequency) equals

(1 × 20) + (2 × 40) + (3 × 20) + (4 × 10) = 200 = 2.2

90 90

This hypothetical situation thus indicates that 90 percent of the Esuvee’s target
audience is reached by the advertising schedule and that they are exposed an
average of 2.2 times during the four-week advertising schedule in Sports
Illustrated. This value, 2.2, represents this simplified media schedule’s frequency.
(The exact frequency actually is 2.22; however, media practitioners conventionally
round frequency figures to a single decimal place.) Please note carefully that the
sum of all frequencies (the numerator in the previous calculation) is divided by
the reach figure (reach = 90) to obtain frequency.

Weight
A third objective involved in formulating media plans is determining how much
advertising volume (termed weight by practitioners) is required to accomplish
advertising objectives. Different metrics are used in determining an advertising
schedule’s weight during a specific advertising period. This section describes
three weight metrics: gross ratings, target ratings, and effective ratings. First, how-
ever, it will be useful to explain the meaning of ratings.

What Are Ratings?
The concept of ratings has a unique meaning in the advertising industry unlike
the meaning used in everyday talk. When people typically use the word rating,
they are referring to a judgment about something. For example, a movie (or a
restaurant, CD, etc.) might be rated on a five-star scale from terrible (= 1 star) to
wonderful (= 5 stars). However, in the context of advertising, the term ratings sim-
ply refers to the percentage of an audience that has an opportunity to see an adver-
tisement placed in that vehicle. Let us illustrate the meaning of ratings using
television as an example. As of 2005, the ACNielsen company, which is well-
known in the area of measuring television ratings, estimated that there were
approximately 109.6 million households in the United States who had television
sets. Therefore, a single rating point during this period represents 1 percent
(1,096,000) of all television households.

Suppose, for example, that during one week in 2005, say February 14 to
February 20, a TV program named Medium had roughly 12 million households
tuned in. Medium’s ratings during that week would thus be 10.9 (i.e., 12 ÷ 109.6),
which would indicate in a straightforward fashion that about 11 percent of all TV
households viewed Medium during the week of February 14 to February 20, 2005.
This, quite simply, is the meaning of ratings.

Gross Rating Points (GRPs)
Notice at the bottom of Table 13.1 that Esuvee’s ad schedule in Sports Illustrated
yields 200 GRPs. Gross rating points, or GRPs, reflect the gross weight that a par-
ticular advertising schedule has delivered. The term gross is the key. GRPs indicate
the total coverage, or duplicated audience, exposed to a particular advertising
schedule. Compare these terms with the alternative terms given earlier for reach—
that is, net coverage and unduplicated audience.
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Returning to our hypothetical example of an advertisement for the Esuvee in
Sports Illustrated, the reach was 90, meaning that nine of the 10 households in our
mini audience were exposed to at least a single issue of SI magazine. The gross rat-
ing points in this example amount to 200 GRPs because audience members were
exposed multiple times (2.22 times on average) to the vehicles that carried the
Esuvee advertisement during the four-week ad schedule.

It should be apparent from this discussion that GRPs represent the arithmetic
product of reach times frequency.

GRPs = Reach (R) × Frequency (F)
= 90 × 2.22
= 200

By simple algebraic manipulation the following additional relations are
obtained:

R = GRPs ÷ F
F = GRPs ÷ R

Determining GRPs in Practice
In advertising practice, media planners make media purchases by deciding how
many GRPs are needed to accomplish established objectives. However, because
the frequency distribution and reach and frequency statistics are unknown before
the fact (i.e., at the time when the media schedule is determined), media planners
need some other way to determine how many GRPs will result from a particular
schedule.

There is, in fact, a simple way to make this determination. GRPs are ascer-
tained by simply summing the ratings obtained from the individual vehicles
included in a prospective media schedule. Remember, gross rating points are
nothing more than the sum of all vehicle ratings in a media schedule. For example, dur-
ing the week of March 21 to March 27, 2005, the 10 most highly rated TV programs
were as follows:

Program Network Household Rating

American Idol—Tuesday Fox 15.9

Desperate Housewives ABC 14.4

American Idol—Wednesday Fox 12.3

CSI: Miami CBS 12.3

American Idol—Special Fox 12.1

Survivor CBS 10.9

CSI: NY CBS 10.7

NCAA Basketball—Eastern Regional Championship CBS 10.4

House Fox 10.4

Two and a Half Men CBS 10.4

SOURCE: Nielsen Top 10 TV Ratings: Broadcast TV Programs © Nielsen Media Research, http://www.nielsenmedia.com.

Suppose by chance that an advertiser had placed a single ad on each of these
TV programs during the week of March 21–27, 2005. This being the case, the
advertiser would have accumulated 119.8 GRPs when advertising in these partic-
ular programs (15.9 + 14.4 + … + 10.4 = 119.8). In short, the gross ratings generated
by a particular media schedule simply equal the sum of the individual ratings
obtained across all vehicles included in that schedule.

Target Rating Points (TRPs)
A slight but important variant of GRPs is the notion of target rating points. Target
rating points, or TRPs, adjust vehicle ratings to reflect just those individuals who
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match the advertiser’s target audience. Returning to the Esuvee example, let us
assume that the advertising target for this SUV model is primarily men between
the ages of 18 and 49 who have incomes of $45,000 or more. Considering the 10 TV
programs listed previously, assume that, as a matter of simplicity, only 35 percent
of the total audience exposed to each of these programs actually match Esuvee’s
target market. Hence, although placing a single ad in each of these programs
yields 119.8 gross rating points, this same schedule produces only 41.9 target rating
points (i.e., 119.8 × .35 = 41.9). It should be obvious from this simple illustration that
GRPs represent some degree of wasted coverage insofar as some audience mem-
bers fall outside the target audience the advertiser wishes to reach. Comparatively,
target rating points, TRPs, represent a better indicator of a media schedule’s non-
wasted weight. GRPs equal gross weight, some of which is wasted; TRPs equal net
weight, none of which is wasted.

The Concept of Effective Reach
Alternative media schedules are usually compared in terms of the number of
GRPs (or TRPs) that each generates. It is important to realize, however, that a
greater number of GRPs (or TRPs) does not necessarily indicate superiority.
Consider, for example, two alternative media plans, X and Z, both of which
require the same budget. Plan X generates 95 percent reach and an average fre-
quency of 2.0, thereby yielding 190 GRPs. (Note again that reach is defined as the
proportion of the audience exposed one or more times to advertising vehicles dur-
ing the course of a typically four-week campaign.) Plan Z provides for 166 GRPs
from a reach of 52 percent and a frequency of 3.2. Which plan is better? Plan X is
clearly superior in terms of total GRPs and reach, but Plan Z has a higher fre-
quency level. If the brand in question requires a greater number of exposures for
the advertising to achieve effectiveness, then Plan Z may be superior even though
it yields fewer GRPs. By the way, the same comparison would apply as well if this
example were in terms of TRPs rather than GRPs.

It is for the reason suggested in the preceding comparison that many advertis-
ers and media planners have become critical of the GRP and TRP concepts, con-
tending that “it rests on the very dubious assumption that every exposure is of
equal value, that the 50th exposure is the same as the tenth or the first.”12 Although
the GRP concept remains very much a part of media planning, the advertising
industry has turned away from the exclusive use of “raw” advertising weight
toward a concept of media effectiveness.13 The determination of media effectiveness
takes into consideration how often members of the target audience have an oppor-
tunity to be exposed to advertising messages for the focal brand. The terms effective
reach and effective frequency often are used interchangeably by media practitioners
to capture the idea that an effective media schedule delivers a sufficient but not
excessive number of ads to the target audience. Although either term is accept-
able, hereafter we will simply refer to effective reach.

Effective reach is based on the idea that an advertising schedule is effective
only if it does not reach members of the target audience too few or too many times
during the media scheduling period, which, as noted previously, is typically a
four-week period. In other words, there is a theoretical optimum range of expo-
sures to an advertisement with minimum and maximum limits. But what consti-
tutes too few or too many exposures? This, unfortunately, is one of the most
complicated issues in all of advertising. The only statement that can be made with
certainty is, “It depends!”

It depends, in particular, on considerations such as the level of consumer aware-
ness of the advertised brand, its competitive position, the audience’s degree of loy-
alty to the brand, message creativity and novelty, and the objectives that advertising
is intended to accomplish for the brand. In fact, high levels of weekly exposure to a
brand’s advertising may be unproductive for loyal consumers because of a leveling
off of ad effectiveness.14 Specifically, brands with higher market shares and greater
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customer loyalty typically require fewer advertising exposures to achieve minimal
levels of effectiveness. Likewise, it would be expected that distinctive advertising
campaigns require fewer exposures to accomplish their objectives. The higher up
the hierarchy of effects the advertising is attempting to move the consumer, the
greater the number of exposures needed to achieve minimal effectiveness. For
example, more exposures probably would be needed to convince consumers that
the Esuvee provides the dual advantages of practicality and excitement than
merely to make them aware that there is a brand named Esuvee.

How Many Exposures Are Needed?
It follows from the foregoing discussion that the minimum and maximum num-
bers of effective exposures can be determined only by conducting sophisticated
research. Because research of this nature is time-consuming and expensive, adver-
tisers and media planners generally have used rules of thumb in place of research
in determining exposure effectiveness. Advertising industry thinking on this mat-
ter has been heavily influenced by the so-called three-exposure hypothesis,
which addresses the minimum number of exposures needed for advertising to be
effective. Its originator, an advertising practitioner named Herbert Krugman,
argued that a consumer’s initial exposure to a brand’s advertising initiates a
response of “what is it?” The second exposure triggers a response of “what of it?”
And the third exposure and those thereafter are merely reminders of the informa-
tion that the consumer already has learned from the first two exposures.15 This
hypothesis, which was based on little empirical data and a lot of intuition, has vir-
tually become gospel in the advertising industry. Many advertising practitioners
have interpreted the three-exposure hypothesis to mean that media schedules are
ineffective when they deliver average frequencies of fewer than three exposures to the
vehicle in which a brand’s advertisement is placed.

Although there is some intuitive appeal to the notion that frequencies of fewer
than three are insufficient, this interpretation of the three-exposure hypothesis is
too literal and also fails to recognize that Krugman’s hypothesis had in mind three
exposures to an advertising message and not three exposures to vehicles carrying
the message.16 The difference is that vehicle exposure, or what we previously
referred to as opportunity to see an ad (OTS), is not tantamount to advertising expo-
sure. A reader of a magazine issue certainly will be exposed to some advertise-
ments in that issue, but the odds are that he or she will not be exposed to all, or
even most, of the dozens of advertisements placed in that issue. Likewise, a
viewer of a TV program will probably miss some of the commercials placed dur-
ing a 30- or 60-minute program. Hence, the number of consumers who actually are
exposed to any particular advertising message carried in a vehicle—what
Krugman had in mind—is less than the number of people who are exposed to the
vehicle that carries the message.

Aside from this general misunderstanding of the three-exposure hypothesis, it
must also be recognized that no specific number of minimum exposures—
whether 3, 7, 17, or any other number—is absolutely correct for all advertising sit-
uations. It cannot be overemphasized that what is effective (or ineffective) for one
product or brand may not necessarily be so for another. “There is no magic num-
ber, no comfortable ‘3+’ level of advertising exposures that works, even if we refer
to advertising exposure rather than OTS.”17

Effective Reach Planning in Advertising Practice
The mostly widely accepted view among media planners is that fewer than three
exposures during a four-week media schedule is generally considered ineffective,
while more than 10 exposures during this period is considered excessive. The range
of effective reach, then, can be thought of as three to 10 exposures during a desig-
nated media-planning period.
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The use of effective reach rather than gross rating points as the basis for media
planning can have a major effect on overall media strategies. In particular, effec-
tive reach planning generally leads to using multiple media rather than depending
exclusively on television, which is often the strategy when using the GRP crite-
rion. Prime-time television is especially effective in terms of generating high levels
of reach (1+ exposures) but may be deficient in terms of achieving effective reach
(3+ exposures). Thus, the use of effective reach as the decision criterion often
involves giving up some of prime-time television’s reach to obtain greater fre-
quency (at the same total cost) from other media.

This is illustrated in Table 13.2, which compares four media plans involving
different combinations of media expenditures from an annual advertising budget
of $12 million.18 Plan A allocates 100 percent of the $12 million budget to network
television advertising, plan B allocates 67 percent to television and 33 percent to
network radio, plan C splits the budget between network television and maga-
zines, and plan D allocates 67 percent to television and 33 percent to outdoor
advertising.

Notice first that plan A (the use of network television only) leads to the lowest
levels of reach, effective reach, frequency, and GRPs. An even split of network tel-
evision and magazines (plan C) generates an especially high level of reach (91 per-
cent), while combinations of network television with network radio (plan B) and
network television with outdoor advertising (plan D) are especially impressive
in terms of frequency, GRPs, and the percentage of consumers exposed three or
more times.

More to the point, notice that the network-television-only plan compared with
the remaining plans yields far fewer GRPs and considerably fewer effective rating
points (ERPs). (Please note that in Table 13.2 ERPs equal the product of effective
reach, or 3+ exposures, times frequency; plan A, for example, yields 81 ERPs, i.e.,
29 × 2.8 = 81.) Plan D, which combines 67 percent network television and 33 per-
cent outdoor advertising, is especially outstanding in terms of the numbers of
GRPs and ERPs generated. This is because outdoor advertising is seen frequently
as people travel to and from work and engage in other activities.

Should we conclude from this discussion that plan D is the best and plan A is
the worst? Not necessarily! Clearly, the impact from seeing one billboard adver-
tisement is generally far less than being exposed to a captivating television com-
mercial. This illustration points out a fundamental aspect of media planning:
subjective factors also must be considered when allocating advertising dollars.
Superficially, the numbers do favor plan D. However, judgment and past experi-
ence may favor plan A on the grounds that the only way to effectively advertise
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Plan A: Plan B: TV (67%), Plan C: TV (50%), Plan D: TV (67%),
TV (100%) Radio (33%) Magazines (50%) Outdoor (33%)

Reach
(1+ exposures) 69% 79% 91% 87%

Effective reach
(3+ exposures) 29% 48% 53% 61%

Frequency 2.8 5.5 3.2 6.7
GRPs 193 435 291 583
ERPs 81 264 170 409
Cost per GRP $62,176 $27,586 $41,237 $20,583
Cost per ERP $148,148 $45,455 $70,588 $29,340

SOURCE: Adapted from “The Muscle in Multiple Media,” Marketing Communications, December 1983, 25.

Table 13.2

Alternative Media Plans Based
on a $12 Million Annual Budget
and Four-Week Media Analysis



this particular product is by presenting dynamic action shots of people consuming
and enjoying the product. Only television could satisfy this requirement. Other
media (radio, magazines, and outdoor advertising) may be used to complement
the key message driven home by TV ads. (The strengths and limitations of each of
these ad media are discussed in the following chapter.)

It is useful to return again to a point established in Chapter 6: it is better to be
vaguely right than precisely wrong. Reach, frequency, effective reach, GRPs, and
TRPs are precise in their appearance but, in application, if used blindly, may be
precisely wrong. Discerning decision makers never rely on numbers to make deci-
sions for them. Rather, the numbers should be used solely as additional inputs
into a decision that ultimately involves insight, wisdom, and judgment.

An Alternative Approach: Frequency Value Planning
Advertising scholars have proposed an alternative approach to the three-exposure
doctrine.19 The objective of frequency value planning is to select that media schedule
(from a set of alternative schedules) that generates the most exposure value per
GRP—or, stated differently, select that media plan that provides a “bigger bang for
the buck.” Frequency value planning is an approach that attempts to get the most
out of an advertising investment in the sense of selecting the most efficient adver-
tising schedule. The following implementation steps are involved:

Step 1. Estimate the exposure utility for each level of vehicle exposure, or OTS,
that a schedule produces.20 Exposure utility represents the worth, or value, of each
additional opportunity for audience members to see an ad for a brand during the
period of an advertising schedule. Table 13.3 lists OTSs (from 0 to 10+) and their
corresponding exposure utilities. (Please note that these utilities are not invariant
across all situations but have to be determined uniquely for each brand-advertis-
ing situation.) It can be seen that 0 vehicle exposures has, of course, an exposure
utility of 0. One exposure adds the greatest amount of utility, assumed here to be
0.50 units; a second OTS contributes 0.13 additional units of utility (for an overall
utility of 0.63); a third exposure contributes 0.09 more units to the second exposure
(for an overall utility of 0.72 units); and so on. One can readily see that this utility
function reflects decreasing marginal utility with each additional OTS. At an OTS
of 10, the maximum utility of 1.00 is achieved. Hence, this illustration proposes
that OTSs in excess of 10 offer no additional utility. By graphing the utilities in
Table 13.3, one can readily see that the function is nonlinear and concave to the
origin. In other words, each additional exposure contributes decreasing utility.

Step 2. Estimate the frequency distribution of the various media schedules that
are under consideration. Computer programs, such as the program discussed later
in the chapter, are available for this purpose. Table 13.4 shows the distributions for
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Table 13.3

Exposure Utilities 
for Different OTS Levels

OTS Exposure Utility

0 0.00
1 0.50
2 0.63
3 0.72
4 0.79
5 0.85
6 0.90
7 0.94
8 0.97
9 0.99

10+ 1.00
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two alternative media schedules. Reading in Table 13.4 from columns B (Schedule 1)
and D (Schedule 2), it can be seen that 15 percent of the target audience is estimated
to be exposed zero times to Schedule 1 (8 percent exposed zero times to Schedule 2),
11.1 percent of the target audience is estimated to be exposed exactly one time to
Schedule 1 (21.0 percent are exposed one time to Schedule 2), 12.5 percent of the
audience exposed exactly two times to Schedule 1 (17.6 percent to Schedule 2), 13.2
percent three times to Schedule 1 (13.6 percent to Schedule 2), and so on.

Step 3. Estimate the OTS value at each OTS level.21 Entries in the OTS value
columns in Table 13.4 (column C for Schedule 1, column E for Schedule 2) are cal-
culated at each OTS level (OTS = 1, 2, 3, ... , 10+) by simply taking the arithmetic
product of the Exposure Utility at each OTS level times the Percentage of Target
column. Hence, at an OTS of one exposure, the exposure value is 0.5 × 11.1 = 5.55
for Schedule 1 and 0.5 × 21.0 = 10.5 for Schedule 2. At an OTS of two exposures, the
exposure value is 0.63 × 12.5 = 7.875 (Schedule 1) and 0.63 × 17.6 = 11.088
(Schedule 2), and so on.

Step 4. Determine the total value across all OTS levels. After calculating the
value at each OTS level, the total value is obtained by simply summing the indi-
vidual exposure values (5.55 + 7.875 + 9.504 + ... + 10.5 = 66.481 for Schedule 1).
The total value for Schedule 2 is virtually identical at 66.482.

Step 5. Develop an index of exposure efficiency. This index is calculated by divid-
ing each schedule’s total value by the number of GRPs produced by that schedule.
Total GRPs are determined from the data in Table 13.4 in the same way they were
identified earlier from the data in Table 13.1. Specifically, Schedule 1’s total of 398.6
GRPs (see bottom of Table 13.4) is calculated as (1 × 11.1) + (2 × 12.5) + (3 × 13.2) + ...
+ (10 × 10.5). (You should ensure that you understand this by calculating the GRPs
for Schedule 2.) The index of exposure efficiency for Schedule 1 is 0.167 (i.e., 66.481
÷ 398.6), whereas the index value for Schedule 2 is 0.199 (i.e., 66.482 ÷ 333.8).

What can be concluded from these calculations? With higher index values rep-
resenting greater efficiency, it should be clear that Schedule 2 in Table 13.4 is the
more efficient media schedule. That is, Schedule 2 has a higher efficiency index

Schedule 1 Schedule 2

(A) (B) (C) (D) (E)
Exposure Percentage OTS Value Percentage OTS Value

OTS Utility of Target (A × B) of Target (A × D)

0 0.00 15.0% 0.000 8.0% 0.000
1 0.50 11.1 5.550 21.0 10.500
2 0.63 12.5 7.875 17.6 11.088
3 0.72 13.2 9.504 13.6 9.792
4 0.79 11.0 8.690 10.9 8.611
5 0.85 8.4 7.140 8.6 7.310
6 0.90 6.3 5.670 6.6 5.940
7 0.94 5.0 4.700 5.2 4.888
8 0.97 3.9 3.783 3.9 3.783
9 0.99 3.1 3.069 3.0 2.970

10+ 1.00 10.5 10.500 1.6 1.600
Total Value: 66.481 66.482
GRPs: 398.6 333.8
Index of
Exposure
Efficiency
(Value/GRPs): 0.167 0.199

Table 13.4

Frequency Distributions 
and Valuations of 
Two Media Schedules



than Schedule 1 because Schedule 2 accomplishes an equivalent exposure value
(66.482 versus 66.481) but with fewer GRPs and hence less expense. Moreover,
whereas Schedule 1 reaches a high percentage of the target audience 10 or more
times (i.e., OTS = 10+ = 10.5 percent), Schedule 2 focuses more on reaching the
audience at least one time rather than wasting, expenditures on reaching the audi-
ence 10 or more times (OTS = 1+ = 92 percent for Schedule 2, compared with
Schedule 1’s 1+ of 85 percent).

Although this method of frequency value planning is theoretically sounder
than the three-exposure heuristic, the latter is embedded in advertising practice
whereas the former was introduced more recently. The implication is not that this
newer procedure should be dismissed out of hand; the point, instead, is that
advertising practice has not as yet widely adopted the approach. It is only fair to
note that the difficulty with implementing frequency value planning is in estimat-
ing exposure utilities, such as those presented in Table 13.3. There simply is no
easy way to estimate exposure utilities, which thus accounts for why many media
planners prefer to employ rules of thumb.

Continuity
Continuity involves the matter of how advertising should be allocated during the
course of an advertising campaign. The fundamental issue is this: should the
media budget be distributed uniformly throughout the period of the advertising
campaign, should it be spent in a concentrated period to achieve the most impact,
or should some other schedule between these two extremes be used? As always,
the determination of what is best depends on the specifics of the situation. In gen-
eral, however, a uniform advertising schedule may suffer from too little advertis-
ing weight at any one time. A heavily concentrated schedule, on the other hand,
can suffer from excessive exposures during the advertising period and a complete
absence of advertising at all other times.

Advertisers have three general alternatives related to allocating the budget
over the course of the campaign: continuous, pulsing, and flighting schedules. To
understand the differences among these three scheduling options, consider the
advertising decision faced by a local dairy company that markets various dairy-
based products. Figure 13.2 shows how advertising allocations might differ from
month to month depending on the use of continuous, pulsing, or flighting sched-
ules. Assume the annual advertising budget available to this marketer is $3 million.

Continuous Schedule
In a continuous advertising schedule, an equal or relatively equal number of ad
dollars are invested throughout the campaign. The illustration in panel A of
Figure 13.2 shows an extreme case of continuous advertising in which the adver-
tiser allocates the $3 million advertising budget in equal amounts of exactly
$250,000 for all 12 months throughout the year.

Such an advertising allocation would make sense only if dairy products were
consumed in essentially equal quantities throughout the year. However, though
dairy products are consumed year-round, consumption is particularly high dur-
ing May, June, July, and August when people increasingly eat ice cream, which is
an especially important product in this dairy company’s product line and one for
which sales are especially sensitive to advertising support. This calls for a discon-
tinuous allocation of advertising dollars throughout the year.

Pulsing
In a pulsing advertising schedule, some advertising is used during every period of
the campaign, but the amount of advertising varies from period to period. In
panel B of Figure 13.2, a pulsing schedule for this dairy company shows that
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its advertising is especially heavy during the high ice cream–consumption months
of May through August (spending $500,000 each month) but the company
nonetheless advertises in every month throughout the
year. The minimum advertising expenditure is $50,000
even in the relatively low ice cream–sales months of
January, February, November, and December.

Flighting
In a flighting schedule, the advertiser varies expendi-
tures throughout the campaign and allocates zero expen-
ditures in some months. As demonstrated in panel C of
Figure 13.2, the dairy company allocates $600,000 to each
of the four high ice cream–consumption months (May
through August), $200,000 each to moderately ice cream–
consumption months (April, September, and October),
but zero dollars to the five low-consumption months
(January, February, March, November, and December).
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Continuous, Pulsing, and
Flighting Advertising Schedules
for a Brand of Ice Cream
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Thus, pulsing and flighting are similar in that they both involve differential
levels of advertising expenditures throughout the year, but the schedules differ in that
some advertising takes place during every period with pulsing but not with flight-
ing. The following analogies may help to eliminate any confusion between puls-
ing and flighting. Pulsing in advertising is similar to an individual’s heartbeat or
pulse. One’s pulse changes continuously between some lower and upper bounds
but is always present in a living person. Comparatively, a flighting schedule is like
an airplane, which at times is on the ground but at different altitudes when in
flight. Thus, a pulsed advertising schedule is always beating (some advertising is
placed in every ad period), whereas a flighted schedule soars at times to very high
levels but is nonexistent on other occasions.

Recency Planning (a.k.a. The Shelf-Space Model)
Some advertising practitioners argue that flighted and pulsed advertising sched-
ules are necessitated by the tremendous increases in media costs, especially the
expense of network television advertising. Few advertisers, according to the logic
of discontinuous ad scheduling (i.e., flighted or pulsed schedules), can afford to
advertise consistently heavily throughout the year. According to this argument,
advertisers are forced to advertise only at select times—namely, during periods
when there is the greatest chance of accomplishing communication and sales objec-
tives. This argument further holds that during periods when advertising is under-
taken, there should be sufficient frequency to justify the advertising effort. In other
words, the argument favoring discontinuous advertising (pulsing or flighting)
goes hand in hand with the goal of achieving effective reach (3+) during any adver-
tising period in which a brand manager chooses to have an advertising presence.

At first blush, the logic of discontinuous scheduling appears unassailable.
However, the prudence of this argument has been challenged in recent years, most
forcefully by Erwin Ephron, a New York media specialist. Ephron and his sup-
porters assert that the advertising industry has failed to prove the value of the
effective reach (3+) criterion for allocating advertising budgets and that this dubi-
ous criterion leads inappropriately to flighted allocations. Ephron has formulated
an argument favoring continuous advertising that he terms the principle of recency,
also called the shelf-space model or the theory of effective weekly planning.22

Because flighting is an on-and-off advertising proposition, consider by anal-
ogy what would happen to a brand’s sales if retail shelves were out of stock for
that brand during various times throughout the year. The brand obviously would
experience zero sales during those periods of stock-outs when the shelves were
empty. Sales would be obtained only during those times when the shelves held
some amount of the brand. This, in a sense, is the way it is with flighted advertis-
ing schedules: the “shelves” are empty during certain periods (when no advertis-
ing is being run) and full during others.

The recency principle, or shelf-space model, is built on three interrelated ideas:
(1) that consumers’ first exposure to an advertisement for a brand is the most pow-
erful; (2) that advertising’s primary role is to influence brand choice, and that
advertising does indeed influence choice for the subset of consumers who are in the
market for the product category at the time a brand in that category advertises; and
(3) that achieving a high level of weekly reach for a brand should be emphasized over
acquiring heavy frequency. Let’s examine all three ideas.

The Powerful First Exposure
Empirical evidence (albeit somewhat tentative) has demonstrated that the first
exposure to advertising has a greater effect on sales than do additional expo-
sures.23 (The utility function given previously in Table 13.3 was based on the logic
that the first exposure has the greatest impact.) Using single-source data, which
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was covered in Chapter 12, an advertising researcher produced provocative find-
ings based on an extensive study of 142 brands representing 12 product categories
(detergents, bar soaps, shampoos, ice cream, peanut butter, ground coffee, etc.).
The researcher demonstrated that the first advertising exposure for these brands
generated the highest proportion of sales and that additional exposures added
very little to the first.24

Influencing Brand Choice
The concept of recency planning is based on the idea that consumer needs deter-
mine advertising effects. Advertising is especially effective when it occurs close to
the time when consumers are in the market for a particular product. There is, in other
words, a window of advertising opportunity for capturing the consumer’s selec-
tion of the advertised brand versus other brands in the product category.
“Advertising’s job is to influence the purchase. Recency planning’s job is to place
the message in that window.”25

Though recency planning is based on the idea that the first advertising expo-
sure is the most powerful, this does not mean that a single exposure is sufficient.
The point instead is that in the short-term additional exposures are likely to be
wasted on consumers who are not in the market for the product. The logic, in
other words, is that a brand can achieve greater sales volume by reaching more
consumers a single time during an advertising period (a reach objective) rather
than reaching fewer consumers more often (a frequency objective).

The advertising budget is not necessarily lower with recency planning; rather,
the budget is allocated differently than is a flighted advertising budget. In partic-
ular, recency planning allocates the budget over more weeks throughout the year
and invests less weight (fewer GRPs or TRPs) during the weeks in which advertis-
ing is undertaken. Recency planning uses one week, rather than four weeks, as the
planning period and attempts to reach as many target consumers as possible in as
many weeks as the budget will permit.

Optimizing Weekly Reach
Accordingly, it can be argued that media planners should devise schedules that
are geared toward providing a continuous (or near continuous) presence for a
brand with the objective of optimizing weekly reach rather than effective reach as
embodied in the three-exposure hypothesis. The logic of recency planning can be
summarized as follows:

1. Contrary to the three-exposure hypothesis, which has been interpreted to
mean that advertising must teach consumers about brands (therefore requiring
multiple exposures), the recency principle, or shelf-space model, assumes that
the role of advertising is not to teach but to influence consumers’ brand selec-
tion. “Unless it’s a new brand, a new benefit, or a new use, there is not much
learning involved.”26 Hence, the purpose of most advertising is to remind us
of, reinforce, or evoke earlier messages rather than to teach consumers about
product benefits or uses.

2. With the objective of influencing brand selection, advertising must therefore
reach consumers when they are ready to buy a brand. The purpose of adver-
tising by this logic is to “rent the shelf” so as to ensure a brand presence close
to the time when consumers make purchase decisions. Out of sight, out of mind
is a key advertising principle.

3. Advertising messages are most effective when they are close to the time of pur-
chase, and a single advertising exposure is effective if it reaches consumers
close to the time when they are making brand-selection decisions.

4. The cost effectiveness of a single exposure is approximately three times greater
than the value of subsequent exposures.27
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5. Hence, rather than concentrating the advertising budget to achieve multiple
exposures only at select times throughout the year, planners should allocate
the budget to reach more consumers more often.

6. In a world without budget constraints, the ideal advertising approach would be
to achieve a weekly reach of 100 (i.e., to reach 100 percent of the target audience
at least one time) and to sustain this level of reach for all 52 weeks of the year.
Such a schedule would yield 5,200 weekly reach points. Because most advertis-
ers cannot afford to sustain such a constant level of advertising, the next best
approach is to reach as high a percentage of the target audience as possible for as many
weeks as possible. This goal can be accomplished by (1) using 15-second TV com-
mercials as well as more expensive 30-second spots; (2) spreading the budget
among cheaper media (e.g., radio) rather than spending exclusively on televi-
sion advertising; and (3) buying cheaper TV programs (cable, syndicated) rather
than exclusively prime-time network programs. All of these strategies free up
advertising dollars and permit an advertising schedule that will reach a high
percentage of the target audience continuously rather than sporadically.

Toward Reconciliation: It Depends!
The concept of scheduling media to achieve a continuous rather than sporadic
presence has considerable appeal. However, no single approach is equally effec-
tive for all brands. The logic of recency planning recognizes this when suggesting
(in the first point previously) that for new brands, new benefits, or different ways
of using a brand, the advertising objective indeed may be to teach rather than
merely remind. Another advertising executive summarizes the issue well.

We’ve always believed that the first exposure is the most powerful, yet we don’t want to
have hard and fast rules. Every brand is a different situation. The leader in a category has
different frequency needs than a competitor with less market share. It’s not fair to say every
brand has the same need for frequency.28

As a student it may be somewhat disconcerting to receive “mixed signals”
such as these. Assuredly, it would be easier if there were hard-and-fast rules or
straightforward principles that said, “Here is how you should do it.” Advertising
practice, unfortunately, is not as simple as this. We repeat a theme that has been
emphasized at different points throughout the text: what works best depends on
the specific circumstances facing a brand. If the brand is mature and well estab-
lished, then effective weekly reach (the shelf-space model) is probably an appro-
priate way to allocate the advertising budget. On the other hand, if the brand is
new, or if new benefits or uses for the brand have been developed, or if the advertis-
ing message is complex, then the budget should be allocated in a manner that
achieves the frequency necessary to teach consumers about brand benefits and
uses. In other words, when any of these latter conditions prevail, a flighted ad
schedule is more appropriate than a weekly reach schedule.

These opposing viewpoints about how advertising works can be distinguished
as the “strong” and “weak” models of advertising.29 The strong model takes the posi-
tion that advertising is important because it teaches consumers about brands and
encourages trial purchases leading to the prospect of repeat buying. The weak model
contends that most advertising messages are not important to consumers and that
consumers do not learn much from advertising. This is because advertising usually
is for brands that consumers already know about. In this case, advertising merely
serves to remind consumers about brands they already know.

A reconciliation between these opposing viewpoints comes from appreciating
the fact that advertising at any time does have influence on a relatively small per-
centage of consumers, and these are the consumers who happen to be in the mar-
ket for the product at the time of the advertising. For example, a newspaper
advertisement announcing a retailer’s special sale for a particular brand of televi-
sion may encourage store traffic and purchases from the relatively small subset of
consumers who, at this time, need a new television set. Most consumers, however,
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do not need a new television set at this particular time. It thus may be said that
advertising achieves its effectiveness “through a chance encounter with a ready
consumer.”30

Should it be concluded from this discussion that a single advertising exposure
is all that is necessary and that advertising time and space should be scheduled so
that recency is optimized and frequency is neglected? Absolutely not. Rather, what
you should understand is that the specific advertising situation dictates whether
emphasis on reach or frequency is more important. Brands familiar to consumers
require less frequency, whereas new or relatively unfamiliar brands require higher
levels of frequency. Brands that employ complex messages (e.g., containing techni-
cal details or subtle claims) also generally require more frequency.31

Cost Considerations
Media planners attempt to allocate the advertising budget in a cost-efficient man-
ner subject to satisfying other objectives. One of the most important and univer-
sally used indicators of media efficiency is the cost-per-thousand criterion. Cost
per thousand (abbreviated CPM, with the M representing the Roman numeral for
1,000) is the cost of reaching 1,000 people. The measure can be refined to mean the
cost of reaching 1,000 members of the target audience, excluding those people
who fall outside the target market. This refined measure is designated CPM-TM.

CPM and CPM-TM are calculated by dividing the cost of an advertising inser-
tion by a vehicle’s circulation within the total market (CPM) or in just the target
market (CPM-TM):

CPM = Cost of ad ÷ Number of total contacts (expressed in thousands)
CPM-TM = Cost of ad ÷ Number of target market contacts (expressed in thousands)

The term contacts is used here in a general sense to include any type of adver-
tising audience (television viewers, magazine readers, radio listeners, etc.).

Illustrative Calculations
To illustrate how CPM and CPM-TM are calculated, consider the following uncon-
ventional advertising situation. During Saturday football games at a major uni-
versity, a local airplane advertising service flies messages on a trailing device that
extends behind the plane. The cost is $500 per message. The football stadium
holds 80,000 fans and is filled to capacity every Saturday. Hence, the CPM in this
situation is $6.25, which is the cost per message ($500) divided by the number of
thousands of people (80) who potentially are exposed to (i.e., have an opportunity
to see, or OTS) an advertising message trailing from the plane.

Now assume that a new student bookstore uses the airplane advertising
service to announce its opening to the 20,000 students who are in attendance at the
game. Because the target market in this instance is only a fraction of the total audi-
ence, CPM-TM is a more appropriate cost-per-thousand statistic. CPM-TM in this
instance is $25 ($500 ÷ 20)—which of course is four times higher than the CPM sta-
tistic because the target audience is one-fourth the size of the total audience.

To further illustrate how CPM and CPM-TM are calculated, consider a more
conventional advertising situation. Suppose an advertiser promoted its brand on
the reality program American Idol, and that during this particular week American
Idol’s Nielsen rating is 16.7, meaning that viewers in approximately 18.3 million
households had an OTS for any commercial aired on that program. At a cost of
$658,333 for a 30-second commercial on Wednesday evening airings of American
Idol during the 2005 season, the CPM is as follows:

Total viewership = 18,303,200 Households
Cost of 30-second commercial = $658,333

CPM = $658,333 ÷ 18,303.2
= $35.97
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If we assume that the advertised brand’s target market consists only of girls
and women between the ages of 13 and 34 and that this submarket represents 70
percent of the total audience—or 12,812,240 girls and women who view American
Idol—then the CPM-TM is

CPM-TM = $658,333 ÷ 12,812.24
= $51.38

Use with Caution!
The CPM and CPM-TM statistics are useful for comparing the cost-efficiency of dif-
ferent advertising vehicles. They must be used cautiously, however, for several
reasons. First, these are measures of cost-efficiency—not of effectiveness. A partic-
ular vehicle may be extremely efficient but totally ineffective because it: (1)
reaches the wrong audience (if CPM is used rather than CPM-TM) or (2) is inap-
propriate for the product category and brand advertised. By analogy, a
Volkswagen Beetle may be more efficient in terms of miles-per-gallon than a large
pickup truck but less effective for one’s purposes.32

A second limitation of CPM and CPM-TM measures is their lack of compara-
bility across media. As is emphasized in the following chapter, the various media
perform unique roles and are therefore priced differently. A lower CPM for radio
does not mean that buying radio time is better than buying a more expensive
(CPM-wise) television schedule.

Finally, CPM statistics can be misused unless vehicles within a particular
medium are compared on the same basis. For example, the CPM for an advertise-
ment placed on daytime television is lower than that for a prime-time program,
but this represents a case of comparing apples with oranges. The proper compari-
son would be between two daytime programs or between two prime-time pro-
grams rather than across dayparts. Similarly, it would be inappropriate to
compare the CPM for a black-and-white magazine ad against a four-color maga-
zine ad unless the two ads are considered equal in terms of their ability to present
the brand effectively.

The Necessity of Making Trade-Offs
Various media-planning objectives—reach, frequency, weight, continuity, recency,
and cost—have now been discussed in some detail. Each was introduced without
direct reference to the other objectives. It is important to recognize, however, that
these objectives are actually somewhat at odds with one another. That is, given a
fixed advertising budget (e.g., $15 million for the Esuvee), the media planner can-
not simultaneously optimize reach, frequency, and continuity objectives. Tradeoffs
must be made because media planners operate under the constraint of fixed
advertising budgets. Hence, optimizing one objective (e.g., minimizing CPM or
maximizing GRPs) requires the sacrifice of other objectives. This simply is due to
the mathematics of constrained optimization: multiple objectives cannot simulta-
neously be optimized when constraints (like limited budgets) exist.

For example, with a fixed advertising budget, the media planner can choose to
maximize reach or frequency but not both. With increases in reach, frequency is
sacrificed and vice versa—if you want to reach more people, you cannot reach
them as often with a fixed advertising budget; if you want to reach them more
often, you cannot reach as many. This discussion may remind you of a lesson you
learned in basic statistics about the trade-off between committing Type I (alpha)
and Type II (beta) errors while holding sample size constant. That is, with a fixed
sample size, decisions to decrease a Type I error (say, from .05 to .01) must
inevitably result in an increase in the Type II error and vice versa.
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As an advertising practitioner “you can’t have your cake and eat it too.” The
brand manager faced with an advertising budget constraint, which always is the
case, must decide whether frequency is more important (the three-exposure
hypothesis) or reach is more imperative (the recency principle).

Thus, each media planner must decide what is best given the particular cir-
cumstances surrounding the advertising decision facing his or her brand. As pre-
viously discussed, achieving effective reach (3+ exposures) is particularly important
when brands are new or when established brands have new benefits or uses. In
these circumstances, the task of advertising is to teach consumers, and part of
teaching is repetition. The more complex the message, the greater the need for rep-
etition to convey the message effectively. However, for established brands that
already are well known by consumers, the advertising task is more one of remind-
ing consumers about the brand. The ad budget in this situation is best allocated to
achieve the maximum level of reach.

Media-Planning Software

On top of the difficult task of making intelligent tradeoffs among sometimes
opposing objectives (reach, frequency, etc.), there literally are thousands, if not
millions, of possible advertising schedules that could be selected depending on
how the various media and media vehicles are combined. Fortunately, this daunt-
ing task is facilitated by the availability of computerized models to assist media
planners in selecting media and vehicles. These models essentially attempt to
optimize an objective function (e.g., selecting a schedule that yields the greatest
level of reach or the highest frequency), subject to satisfying constraints such as
not exceeding the upper limit on the advertising budget. A computer algorithm
searches through the possible solutions and selects the specific media schedule
that optimizes the objective function and satisfies all specified constraints.

Comprehensive media-scheduling programs allow the user to evaluate all
major advertising media categories and subcategories and to find optimum sched-
ules based on selecting multiple vehicles from within a single advertising medium
and combining plans across multiple media. However, it will be assumed here
that magazines are the only medium under consideration. Using for illustration
purposes a hypothetical $1.5 million magazine campaign for the Esuvee during its
introductory advertising month of June 2006, the following steps are involved:

Step 1. Develop a media database. This initial aspect of media planning entails
three activities: (1) select prospective advertising vehicles, (2) specify their ratings,
and (3) and identify individual vehicle cost. Table 13.5 illustrates the essential
information contained in the media database for the Esuvee. (Parenthetically, the
Global Focus insert provides a source on the Internet for obtaining useful informa-
tion about media vehicles in countries around the world. Be sure to visit this Web
site to see the wealth of available information.)

Step 2. Select the criterion for schedule optimization. Media-schedule optimiza-
tion alternatives include maximizing reach (1+), effective reach (3+), frequency,
and GRPs. In the illustration to follow, maximizing reach has been selected as the
optimizing criterion for Esuvee’s June 2006 campaign.

Step 3. Specify constraints. These include (1) determining a budget constraint
for the media planning period, and (2) identifying the maximum number of ad inser-
tions for each vehicle. The magazine budget constraint for June 2006 has been set at
$1.5 million. The computer algorithm is being “told,” in other words, to generate a
solution that maximizes reach but spends no more than $1.5 million to accomplish
this objective. In addition to the overall budget constraint, magazine-insertion
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constraints also are identified in Table 13.5. The purpose of these insertion con-
straints is to assure that the optimum solution does not recommend inserting
more ads in a particular publication than can be run during the four-week sched-
uling period. As can be seen in Table 13.5, with only three exceptions (ESPN
Magazine, The Sporting News, and Sports Illustrated), all remaining magazines are
issued only once per month. Hence, the maximum number of insertions is set at 1.
Though advertisers sometimes run multiple ads for a brand in the same magazine
issue, the simplifying assumption made here is that not more than one ad for the
Esuvee should be placed in any particular magazine per issue.

Step 4. Seek out the optimum media schedule according to the specified
objective function and subject to satisfying the budget and number-of-insertion
constraints. The following illustration reveals how this is accomplished.

Searching for Media Options 
Around the Globe

Suppose you are interested in learning about news media in any city
and state in the United States. Perhaps your interest goes beyond the
United States and you wish to know what news
media and advertising outlets may be
available in most any city in the world.
How would you learn, for example,
what newspapers are available in
Moscow, or what TV stations exist in
Barcelona? Fortunately, there is an indepen-
dent site on the Internet, named the Kidon Media-
Link (http://www.kidon.com/media-link), that makes this information
available. Kidon provides direct links to various news sources 

(and po-
tential advertising out-

lets) at its Web site. One simply 
goes to the Kidon Media-Link home page,

selects the continent where a city of
interest is located, identifies the
country, navigates to the desired city,

and then inspects available media.
Indeed, up-to-date news is provided at the

media outlets available in that city. It is worth your
time to access Kidon Media-Link and learn more about this interest-
ing resource that provides direct links to media throughout the globe.

lLglobal focus

4C/Open Maximum
Magazine Rating Cost* Insertions**

American Hunter 7.0 $ 29,830 1
American Rifleman 8.7 44,470 1
Bassmaster 8.8 34,855 1
Car & Driver 10.8 149,350 1
Ducks Unlimited 2.9 24,925 1
ESPN Magazine 15.6 148,750 2
Field & Stream 18.7 101,600 1
Game & Fish 5.8 20,540 1
Guns & Ammo 13.5 30,780 1
Hot Rod 18.5 72,790 1
Maxim 24.6 179,000 1
Men’s Fitness 9.5 49,425 1
Men’s Health 18.3 121,425 1
Motor Trend 14.5 127,155 1
North American Hunter 10.5 27,210 1
Outdoor Life 15.7 55,700 1
The Sporting News 10.7 49,518 4
Sports Illustrated 44.3 226,000 4

*4C/open stands for a full-page, four-color ad purchased without a quantity discount. Cost information is from
Marketer’s Guide to Media, 27 (New York: VNU Business Publications USA, 2004), 149–152.

**Maximum insertions are based on how frequently a magazine is published. The Sporting News and Sports Illustrated are
published weekly, which thus would enable one ad in each of the weeks during the four-week scheduling period. With
the exception of ESPN Magazine, which is published every other week, all other magazines under consideration are
published monthly.

Table 13.5

Media Database for the 
Esuvee, June 2006

http://www.kidon.com/media-link


Hypothetical Illustration: 
Esuvee’s June 2006 Magazine Schedule
Let’s assume that a media planner for the Esuvee is in the process of choosing the
optimal four-week schedule—during the June 2006 introduction of the Esuvee—
from among magazines considered appropriate for reaching males, ages 18 to 49,
who have household incomes of $45,000 or greater, and who are outdoor-oriented
(i.e., they like to hunt, fish, cycle, camp, etc.). As of 2006 there were approximately
67 million American males ages 18 to 49. On the assumption that only 40 percent
of this group satisfies the Esuvee’s income target of $45,000 or greater, the target
market is reduced to 26.8 million prospective customers for the Esuvee (i.e., .4 × 67
million). All subsequent planning is based on this estimate.

The Esuvee Database
The media planner has prepared a database consisting of 18 magazines consid-
ered suitable for reaching the target audience (see Table 13.5). These magazines
were selected because they are read predominantly by male readers who engage
in outdoor activities such as hunting, fishing, and cycling and who have house-
hold incomes of $45,000 or greater.

The second key input was magazine ratings. Ratings (see the second column
in Table 13.5) were determined by dividing each magazine’s audience size by the
size of Esuvee’s target market, which was estimated as 26.8 million potential cus-
tomers.33 Next, costs (the third column) were designated according to the price
charged by each magazine for a one-time placement of a full-page, four-color
advertisement. Finally, maximum insertions (the last column) were based on each
magazine’s publication cycle. Fifteen of the 18 magazines are published once per
month, whereas ESPN Magazine is published bimonthly and Sporting News and
Sports Illustrated are published weekly. Hence, only one ad each can be placed
during the four-week period in 15 of the magazines, whereas it is possible to place
up to two ads in ESPN Magazine and up to four ads each in Sporting News and
Sports Illustrated.

The Objective Function and Constraints
The information in Table 13.5 was input into a computerized media scheduling
program.34 With this information, the program was instructed to maximize reach
(1+) without exceeding a budget of $1.5 million for this four-week introductory
advertising campaign. Earlier it was indicated that the first-year advertising
budget for the Esuvee totaled $15 million. The media planner has decided to
invest $1.5 million in magazine advertising in the introductory month and another
$4.5 million on TV advertising during this month. The remainder of the budget, $9
million, will be allocated throughout the remainder of 2006. (To simplify the dis-
cussion, only the magazine component of the media schedule is described here.)

The Optimal Schedule
Had advertisements been placed in all 18 magazines listed in Table 13.5 (including
multiple insertions in the three magazines—ESPN Magazine, Sports Illustrated, and
Sporting News—where multiple insertions were permissible), the total advertising
cost would have amounted to nearly $2.5 million. This amount would have been
unacceptable, however, because a $1.5 million budget constraint was imposed on
magazine advertising in June 2006. It thus was necessary to make a selection from
these magazines such that the budget constraint was met and the goal to maxi-
mize reach was satisfied. This is precisely what media-scheduling algorithms
accomplish. Given 18 magazines with different numbers of maximum insertions
in each, there are numerous combinations of magazines that could be selected.
However, in a matter of seconds, the scheduling algorithm identified the single
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combination of magazines that would maximize reach for an expenditure of $1.5
million or less. The solution is displayed in Table 13.6.

Table 13.6 shows that the optimal schedule consists of four ads in Sporting
News, two ads in Sports Illustrated, and one ad each in 13 other magazines. (Three
magazines—Car & Driver, ESPN Magazine, and Motor Trend—were not included in
the final solution. Perusal of Table 13.5 reveals that these magazines are relatively
expensive in view of the ratings delivered.) The total cost of this schedule is
$1,422,622, which is just under, by $77,378, the specified upper limit of $1.5 million.
Note that the inclusion of any single additional advertisement would have ex-
ceeded the imposed budget limit. The least expensive magazine of the three that
are not included is Motor Trend at a cost of $127,155. Had an advertisement been
placed in this magazine (or in Car & Driver or ESPN Magazine), the total cost would
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Table 13.6

ADplus Magazine Schedule 
for the Esuvee, June 2006

Frequency (f ) Distributions

Vehicle Message

f %f %f + %f %f +

0 27.8 100.0 53.9 100.0
1 5.1 72.2 2.7 46.1
2 10.3 67.1 6.0 43.4
3 14.7 56.8 9.2 37.4
4 15.2 42.1 9.9 28.2
5 11.7 26.9 7.8 18.4
6 7.3 15.1 5.0 10.5
7 4.1 7.8 2.9 5.5
8 2.2 3.7 1.5 2.6
9 1.0 1.5 0.7 1.1

10+ 0.5 0.5 0.4 0.4

Summary Evaluation

Reach (1+) 72.2% 46.1%
Effective reach (3+) 56.8% 37.4%
Gross rating points (GRPs) 293.9 193.8
Average frequency (F) 4.1 4.2
Gross impressions (000s) 78,765.2 51,928.7
Cost-per-thousand (CPM) $18.32 $27.78
Cost-per-rating point (CPP) $4,909 $7,445

Vehicle List Rating Ad Cost CPM-MSG Ads Total Cost Mix

Guns & Ammo 13.5 $ 30,780 $16.20 1 $ 30,780 2.1%
North American Hunter 10.5 27,210 18.42 1 27,210 1.9
Game & Fish 5.8 20,540 25.17 1 20,540 1.4
Outdoor Life 15.7 55,700 25.22 1 55,700 3.9
Hot Rod 18.5 72,790 27.96 1 72,790 5.0
Bassmaster 8.8 34,855 28.15 1 34,855 2.4
American Hunter 7.0 29,830 30.29 1 29,830 2.1
The Sporting News 10.7 49,518 32.89 4 198,072 13.7
Sports Illustrated 44.3 226,000 36.26 2 452,000 31.3
American Rifleman 8.7 44,470 36.33 1 44,470 3.1
Men’s Fitness 9.5 49,425 36.98 1 49,425 3.4
Field & Stream 18.7 101,600 38.62 1 101,600 7.0
Men’s Health 18.3 121,425 47.16 1 121,425 8.4
Maxim 24.6 179,000 51.72 1 179,000 12.4
Ducks Unlimited 2.9 24,925 61.09 1 24,925 1.7

Totals: $27.78 19 $1,442,622 100.0%

XYZ Ad Agency
Esuvee SUV
June 2006
Target: 26,800,000
Males/18–49/$45K HHI/Outdoor
Message/Vehicle = 52.5%



have exceeded the budget constraint of $1,500,000. The solution in Table 13.6 is the
optimum solution for maximizing reach subject to satisfying the budget constraint.

Interpretation of the Solution
Let us carefully examine the data in Table 13.6. Notice first that the boxed section
in the upper left-hand corner provides pertinent details about the media schedule
(ad agency, client name, planning period, target size, target description, and mes-
sage-to-vehicle ratio). The only explanation needed is in regard to the message-to-
vehicle ratio, which is shown as equaling 52.5 percent. This value represents the
likelihood that consumers who are exposed to the magazine vehicle also will be
exposed to the advertising message within it. In other words, the expectation is
that only slightly more than 50 percent of consumers exposed to any particular
magazine in the Esuvee’s schedule will actually attend an Esuvee ad inserted in
these magazines. This ratio, although a rough estimate, was obtained from a sur-
vey of media directors who were asked to identify the message-to-vehicle ratios
they employ for different media categories.35 The corresponding ratios for televi-
sion, radio, and newspapers have been estimated at 32 percent, 16 percent, and 16
percent, respectively.36 These ratios mean that roughly one of three TV viewers and
one of six radio listeners and newspaper readers are expected to attend any par-
ticular advertisement contained in each medium. These ratios are, of course,
imperfect estimates that are not applicable to every advertising situation. For
example, people watching the NFL Super Bowl are probably much more likely to
view advertisements than normally is the case.

The next pertinent information to observe in Table 13.6 is the vehicle and mes-
sage frequency distributions. Conceptually these are identical, but the percentages
in the message distribution are lower for the reasons described in the previous
paragraph. To interpret the vehicle distribution, recall the earlier discussion (Table
13.1) of the 10-household market for the Esuvee advertised in Sports Illustrated
magazine. It will be helpful to review the concepts of (1) exposure level (f); (2) fre-
quency distribution, or percentage of audience exposed at each level of f
(Percentage f ); and (3) cumulative frequency distribution (Percentage f+). When f
equals zero, the Percentage f and Percentage f+ values in Table 13.6 are 27.8 and
100, respectively. This is to say that the 27.8 percent of the 26.8 million target audi-
ence members for the Esuvee will not be exposed to any of the 15 magazines that
made it into the optimal solution and that are listed at the bottom of Table 13.6.
The cumulative frequency when f equals zero is of course 100—that is, 100 percent
of the audience members will be exposed zero or more times to magazine vehicles
in Esuvee’s four-week advertising schedule.

Note further that Percentage f and Percentage f+ are 5.1 and 72.2 when f equals
1. That is, the media algorithm estimates that 5.1 percent of the target audience
will be exposed to exactly one of the 15 magazines, and 72.2 percent of the audi-
ence will be exposed to one or more of the magazines during this four-week
period in June 2006. Note carefully under the summary evaluation in the middle
of Table 13.6 that vehicle reach equals 72.2 percent. With reach defined as the per-
centage of the target audience exposed one or more times (i.e., 1+), the level of
reach is determined merely by identifying the corresponding value in the
Percentage f+ column, which, when f equals 1, is 72.2 percent. It should also be
clear that because 27.8 percent of the audience is exposed zero times, the comple-
ment of this value (100 – 27.8 = 72.2 percent) is the percentage of the audience
exposed one or more times—that is, the percentage of the audience reached.

Hence, this optimum schedule yields a vehicle reach of 72.2, which is the maxi-
mum level of reach that any combination of the 18 magazines included in the
database (Table 13.5) could achieve within a budget constraint of $1.5 million.

This optimal vehicle schedule produces 293.9 GRPs. These GRPs, by the way,
are calculated simply by multiplying the ratings for each magazine by the number
of ads placed in that magazine [(Guns & Ammo = 13.5 × 1) + (North American
Hunter = 10.5 × 1) + … (Ducks Unlimited = 2.9 × 1) = 293.9 GRPs].
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Further, this magazine schedule during June 2006 is estimated to reach the audi-
ence an average of 4.1 times (see average frequency under the summary evaluation in
Table 13.6). Having defined earlier that frequency = GRPs ÷ reach, you can readily
calculate that frequency = 293.9 ÷ 72.2 = 4.0706, which is rounded in Table 13.6 to 4.1.

Effective reach (i.e., 3+) is 56.8 percent. That is, nearly 57 percent of the total
audience are exposed to three or more vehicles. This value is obtained, of course,
by reading across from f = 3 to the corresponding percentage f+ column.

The cost per thousand (CPM) is $18.32. This value is calculated as follows:
(1) audience size is 26,800,000; (2) 72.2 percent—or 19,349,600 of the audience
members—are reached by the schedule of magazines shown in Table 13.6; (3) each
person reached is done so on average 4.0706 times (in Table 13.6, frequency is pre-
sented only to a single decimal point and is rounded up to 4.1); (4) the number of
gross impressions, which is the number of people reached multiplied by the aver-
age number of times they are reached, is thus 78,765,200 (see summary evaluation
in Table 13.6); (5) the total cost of this media schedule is $1,422,622 (see the bottom
of the Total Cost column in Table 13.6); and (6) hence, the CPM is $1,442,622 ÷
78,765.2 = $18.32.

Finally, the cost per rating point (CPP) is $4,909. This is calculated simply by
dividing total cost by the number of GRPs produced (i.e., $1,442,622 ÷ 293.9 GRPs).

Does Table 13.6 present a good media schedule? In terms of reach, the schedule
is the best of all possible schedules that could have been produced from the various
combinations of 18 magazines that were input into the media scheduling algorithm
and subject to a $1.5 million budget constraint. No other combination from among
these magazines could have exceeded this schedule’s vehicle reach of 72.2 percent.
Note carefully, however, that this opportunity to see (OTS) the advertisement for
Esuvee is not tantamount to having actually seen the advertisement. Indeed, it can
be seen under the message frequency distribution that the advertising message for
Esuvee is estimated to reach only 46.1 percent of the audience one or more times.
Such an achievement would be inadequate were it not for the fact, as earlier noted,
that television advertising is to be run simultaneously with the magazine schedule.
The combination of these media can be expected to produce much more impressive
numbers and to achieve Esuvee’s introductory advertising objectives.

There’s No Substitute for Judgment and Experience
It is critical to emphasize that media models such as what has just been illustrated
do not make the ultimate scheduling decision. All they can do is efficiently perform
the calculations needed to determine which single media schedule will optimize
some objective function such as maximizing reach or GRPs. Armed with the answer,
it is up to the media planner to determine whether the media schedule satisfies
other, nonquantitative objectives such as those described in the following chapter.

Now that fundamental issues in media scheduling have been identified, it will
be useful to consider several actual media plans. First discussed is an award-
winning plan for Diet Dr Pepper. Next presented is the plan used to introduce the
Saab 9–5 luxury automobile. The final plan is for two brands of Olympus cameras.
These three media plans are presented here as a matter of general appreciation.
The objective is for students to gain deeper understanding of the considerations
that go into developing media plans and the specific architecture of such plans. It
certainly is not the intent that students attempt to commit this material to memory.

The Diet Dr Pepper Plan

An award-winning advertising campaign for Diet Dr Pepper developed by the
Young & Rubicam advertising agency nicely illustrates a media schedule for a con-
sumer packaged good.37 Although this is not a current schedule, which explains
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why the following description is framed in past tense, the fundamentals
are as applicable now as when the schedule was implemented.

Campaign Target and Objectives
The target audience for Diet Dr Pepper consisted primarily of adults
ages 18 to 49 who were present or prospective diet soft-drink con-
sumers. The objectives for the Diet Dr Pepper advertising campaign
(titled “The Taste You’ve Been Looking For”) were as follows:

1. To increase Diet Dr Pepper sales by 4 percent and improve its
growth rate to at least 1.5 times that of the diet soft-drink category.

2. To heighten consumers’ evaluations of the key product benefit and
image factors that influence brand choice in this category: it is
refreshing, tastes as good as regular Dr Pepper, is a good product to
drink at any time, and is a fun brand to drink.

3. To enhance those key brand-personality dimensions that differenti-
ate Diet Dr Pepper from other diet drinks—particularly that Diet
Dr Pepper is a unique, clever, fun, entertaining, and interesting
brand to drink.

Creative Strategy
The creative strategy for Diet Dr Pepper positioned the brand as “tasting more like
regular Dr Pepper.” This was a key claim based on research revealing that nearly 60
percent of initial trial users of Diet Dr Pepper were motivated by the desire to have
a diet soft drink that tasted like regular Dr Pepper. The cornerstone of the cam-
paign entailed the heavy use of 15-second commercials, which historically had not
been used by major soft-drink brands, Coca-Cola and Pepsi-Cola, which instead
preferred the entertainment value of longer commercials. The aggressive use of 15-
second commercials enabled Diet Dr Pepper to simply convey its key taste claim
(“Tastes more like regular Dr Pepper”) and differentiate the brand from competi-
tive diet drinks. Moreover, by employing cheaper 15-second commercials, it was
possible to buy considerably more commercial spots and hence achieve greater
reach, frequency, and GRPs for the same advertising budget. Diet Dr Pepper’s
advertising expenditures for the year totaled $20.3 million.

Media Strategy
The advertising schedule for Diet Dr Pepper generated a total of 1,858 GRPs, with
a cumulative annual reach of 95 and frequency of 19.6. These media-weight values
were accomplished with the national media plan summarized as a flowchart in
Table 13.7.

Each of the 12 months and the week-beginning dates (Mondays) are listed
across the top of the chart. Table entries reflect the GRPs achieved by each TV
vehicle for each weekly period based on targeted adults in the age category 18 to
49. The first entry, a 41 for the NFL Championship Games, indicates that 41 gross rat-
ing points were produced by placing advertisements for Diet Dr Pepper during
the football games televised the week beginning January 17. Ten additional GRPs
were garnered by placing an ad on the Road to the Super Bowl program that aired
during the week of January 24.

It can be seen that the Diet Dr Pepper media plan consisted of (1) placing adver-
tisements during professional and college football games (the SEC stands for
Southeastern Conference); (2) sponsoring various special events (e.g., the Country
Music Awards and golfing events); and (3) continuously advertising during prime
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time, on late-night television (e.g., David Letterman), on syndicated programs, and
on cable stations.

At the bottom of Table 13.7 is a summary of GRPs broken down by week (e.g.,
86 GRPs during the week beginning January 10), month (e.g., 227 GRPs during
January), and quarter (e.g., 632 GRPs produced during the first quarter, January
through March). It can be seen that the media schedule was flighted insofar as
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Table 13.7

Media Plan for Diet Dr Pepper ADULTS 18–49 GRPs
SPORTS

NFL Championship Games

Road to the Superbowl

FOX “Game of the Week”

NBC “Game of the Week”

NBC Thanksgiving Game

ABC Monday Night Football

4Q Sports Total

SEC Championship Game

SEC-CFA Regular Game

SEC Thanksgiving Game

SEC Local/Conference Fee

SEC Sponsorship Total

TOTAL SPORTS

EVENTS

McDonald’s Golf Classic

Daytime Emmy Awards

Country Music Awards

Garth Brooks Special

Michael Bolton Sponsorship

May Event Print

JC Penney LPGA Golf

Harvey Penick Special

Diners Club Golf

TOTAL EVENTS

CONTINUITY

Prime

May Event Prime Scatter

Late Night

Syndication

Cable

TOTAL CONTINUITY

Integration-to-date

Total Diet Plan
A18-49 GRPs/Week
Amount Over Budget
A18-49 GRPs/Month
A18-49 GRPs/Quarter

JAN FEB MAR APR MAY JUN
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3
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11
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advertisements were placed during approximately two-thirds of the 52 weeks
with no advertising during the remaining weeks. In sum, the media schedule was
designed to highlight Diet Dr Pepper during a variety of special events and to
maintain continuity throughout the year with prime-time network advertising
and less expensive support on syndicated and cable programming.
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ADULTS 18–49 GRPs
SPORTS

NFL Championship Games

Road to the Superbowl

FOX “Game of the Week”

NBC “Game of the Week”

NBC Thanksgiving Game

ABC Monday Night Football

4Q Sports Total

SEC Championship Game

SEC-CFA Regular Game

SEC Thanksgiving Game

SEC Local/Conference Fee

SEC Sponsorship Total

TOTAL SPORTS

EVENTS

McDonald’s Golf Classic

Daytime Emmy Awards

Country Music Awards

Garth Brooks Special

Michael Bolton Sponsorship

May Event Print

JC Penney LPGA Golf

Harvey Penick Special

Diners Club Golf

TOTAL EVENTS

CONTINUITY

Prime

May Event Prime Scatter

Late Night

Syndication

Cable
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Total Diet Plan
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Saab 9–5’s Media Plan

The 9–5 model represented Saab’s first entry in the luxury category and was
designed to compete against well-known high-equity brands including Mercedes,
BMW, Volvo, Lexus, and Infiniti. Despite being a unique automobile company—
with a respected background in airplane manufacturing—Saab had done rela-
tively little to enhance its brand image in the United States. Saab suffered from
both a low level of consumer awareness and a poorly defined brand image.

Campaign Target and Objectives

Prior to the introduction of the 9–5 model, Saab’s product mix had historically
attracted younger consumers. Achieving success for its new luxury sedan required
that the advertising appeal to upscale families and relatively affluent older
consumers.

The introductory advertising campaign was designed to achieve the following
objectives: (1) generate excitement for the new 9–5 model line; (2) increase overall
awareness for the Saab name; (3) encourage consumers to visit dealers and test-
drive the 9–5; and (4) retail 11,000 units of the 9–5 during the introductory year.

Creative Strategy

The Saab 9–5 was positioned as a luxury automobile capable of delivering an ideal
synthesis of performance and safety. Creative advertising executions portrayedTable 13.8

Media Plan for the Saab 9–5
JAN FEB MAR APR MAY JUN

29 5 2 2 9 16 23 30 6 13 20 1 8 15 2227 4 11 18 259 16 2312 19 26

74 wk

40 wk

1X

95 wk

2X2X 2X2X1X 2X2X 2X2X 1X2X1X 1X1X1X1X 1X1X1X 1X1X1X1X

2X 2X4X

Network TV

Network Cable

Magazines

Newspapers

USA Today

3 PBW (2X)

   SPBW (1X)

   PBW (12X)

   T Page (58X)

   1/4 PBW (8X)

Wall Street Jrnl

3 PBW (2X)

   SPBW (1X)

   PBW (12X)

   4 col x 14" (63X)

   4 col x 8" (8X)

Interactive

1X 1X

2X2X4X

2X2X 2X2X1X 2X2X 2X2X 1X2X1X1X 1X1X 1X1X 1X1X

1X

1X 1X

60 wk

Legend:
1X, 2X, etc. = Number of insertions per week placed in USA Today or WSJ (1X = one insertion, 2X - two insertions, etc.)
3 PBW = 3 pages black & white magazine ad
SPBW = Spread page B&W (ad runs across 2 pages like a centerfold)



Saab as a premium European luxury manufacturer and were designed to have a
hint of mystery and wit. An intensive media campaign was needed to deliver the
creative executions and achieve the company’s three advertising objectives.

Media Strategy
An integrated media campaign was designed to generate high levels of reach and
frequency among the target group of older and financially well-off consumers and
ultimately to sell at retail 11,000 Saab 9–5 vehicles. The media schedule is presented
in Table 13.8. It first will be noted that TV advertising started in January, which was
before the 9–5’s introduction in April. Network and cable TV advertising ran from
mid-January through early February and then again throughout May following
the 9–5’s introduction. Notice that the initial network TV campaign accumulated
74 GRPs for each of three weeks (the weeks beginning January 19, January 26, and
February 2) and that accompanying advertising on cable TV amassed 40 GRPs for
each of these same three weeks. Following the 9–5’s introduction, the May televi-
sion schedule accumulated 95 and 60 GRPs, respectively, on network and cable TV.
Or, in other words, a total of 620 television GRPs [(95 × 4) + (60 × 4)] were pur-
chased in May.

Table 13.8 further reveals that magazine advertising for the Saab 9–5 started in
late January and continued for the remainder of the year without interruption. A
variety of magazines was used to reach Saab’s designated market for the 9–5.
These included automotive magazines (e.g., Car & Driver and Road & Track), sports
publications (e.g., Ski and Tennis), home magazines (e.g., Martha Stewart Living
and Architectural Digest), business magazines (e.g., Money, Forbes, and Working
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2X 2X1X 1X1X 2X2X 1X
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2X1X3X2X3X1X

Network TV

Network Cable

Magazines

Newspapers

USA Today

   3 PBW (2X)

   SPBW (1X)

   PBW (12X)

   T Page (58X)

   1/4 PBW (8X)

Wall Street Jrnl

   3 PBW (2X)

   SPBW (1X)

   PBW (12X)

   4 col x 14" (63X)

   4 col x 8" (8X)

Interactive

PBW = 1-page black & white
T Page = An odd shaped add placement
1/4 PBW = 1/4 page B&W
Interactive = Internet banner ad placed on The Wall Street Journal Interactive Edition



Women), and general interest publications (e.g., Time and New York Magazine).
National newspaper advertising in USA Today and the Wall Street Journal also ran
throughout the year. And finally, Internet banner advertising ran continuously
throughout the introductory year.

Olympus Camera 
Media Plan

The camera business has become increasingly competitive and diverse with new
players entering the industry on a regular basis.38 Where at one time it was primar-
ily only Kodak, Canon, Olympus, and Nikon who dominated the industry, now
firms such as Sony and Hewlett Packard also compete for the buying public’s cam-
era purchases. The modern camera industry is now one of sophisticated consumer
electronics rather than simply point-and-click devices. To successfully transition
the company’s camera business into the broader world of consumer electronics,
executives at Olympus realized the company would need to implement a market-
ing communications program that would change both consumer and retailer per-
ceptions of Olympus—a change from the belief that Olympus is merely a
point-and-click camera maker to the perception that it is a major player in
designer electronics. The shift began in earnest when Olympus asked The Martin
Agency to develop a media campaign for introducing two new brands, the Stylus
Verve and the m:robe.

Campaign Objectives

The first product, Stylus Verve, had all of the features of Olympus’ flagship Stylus
Digital line, but was uniquely designed and available in six colors. To make the jump
even more substantial, Olympus introduced a wholly new product to the market
in early 2005, the m:robe—an MP3 player and camera all in one. The Martin
Agency’s job was to create a media plan that would serve to successfully intro-
duce the Stylus Verve and the m:robe and, at the same time, to facilitate the shift in
marketplace perceptions that Olympus was a maker of designer electronics items
and not merely cameras.

The Strategy

A high-impact, event-driven media strategy was developed to meet these objec-
tives. Overall, the idea was to place the Olympus message in media that people
talk about, that get ink, that generate buzz, that yield free media coverage, that
have longevity, and that are influential. Moreover, it was important that the
selected media reach both males and females and be suitable for Olympus’ key,
fourth-quarter selling season running from October through December.

Olympus’ current sponsorships of the U.S. Tennis Open and Olympus Fashion
Week allowed for the perfect kick off in August 2004 and wrap-up in February
2005. Having these two events already in place allowed for the high-impact,
event-driven media to fill the gap.
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Media and Vehicles

TV programs were selected to deliver high viewership and to satisfy the criteria
previously mentioned. Considered especially suitable were high-impact and
widely viewed programs that aired only once a year. Ads for the Stylus Verve
were placed in programs such as the World Series, the American Music Awards,
Macy’s Thanksgiving Day Parade, and Dick Clark’s Rockin’ New Years Eve. The m:robe
was launched in the ultimate high-profile program, the Super Bowl, followed by
The Grammys. Network cable added frequency and continuity to the network TV
schedule. Ad placements on E! and ESPN complimented and extended the enter-
tainment and sporting events. The addition of programs such as Sex and the City
and Friends rounded out the TV schedule and further served to generate buzz for
the Verve and m:robe.

In addition to TV spots, magazine issues such as People’s “Sexiest Man Alive,”
Sports Illustrated’s “Sportsman of the Year,” and Time’s “Person of the Year” carried
four-page gatefold ads for the Stylus Verve. These special magazine issues reach
millions of consumers who are exposed to ad messages in a positive context.
Moreover, these special issues have a “life of their own” when people talk, for
example, about whether they agree with People’s choice of the sexiest man alive.
As part of the m:robe launch, the biggest magazine issue of the year, Sports
Illustrated’s “Swimsuit” edition, was utilized, along with Rolling Stone’s “Richest
Rock Stars” issue, a perfect tie in with the music aspect of the product.

Out of home (OOH) also played a role using a combination of impact units pur-
chased within four key Olympus markets and in-theater advertising in the top-25
markets. High-impact OOH units were selected based on high-traffic areas, as well
as proximity to key Olympus retailers. A five-week flight of in-theater advertising
starting Thanksgiving weekend capitalized on the heavy holiday movie traffic.
Additionally, an online element of highly visible brand placements and sponsor-
ships was developed for both the Stylus Verve and the m:robe. The chosen sites
had to be contextually relevant for the target and included high-traffic areas on the
Web featuring entertainment and sporting events—for example, E! Online for
entertainment and Fox Sports for its coverage of Worlds Series baseball and the
National Football League.

However, for m:robe, the online element went beyond just Web-site advertis-
ing and entered a whole new dimension. With the m:robe propelling Olympus
into the consumer electronics category, the online element needed to express the
m:robe experience and help define its points of differentiation from competitive
brands, while helping support ad placements on the Super Bowl. To achieve these
objectives, a non-branded interactive Web site was developed featuring the pop-
lockin’ dance moves that would later be viewed as the focus of the Olympus
Super Bowl spots. (Pop locking is a stylized form of dancing in which people, or
animated characters, tense up, or pop their muscles quickly, and lock out their
joints. The “robot” dance is one form of pop locking.)

The interactive Web site allowed users to make the Web-site characters pop
lock or see themselves pop lock by uploading a picture of their head to the Web
site. This Web site was passed along to friends and family, getting picked up on
blogs and other Web sites in the process. Once the units on the Super Bowl aired,
the previously unbranded Web site (http://www.poplockin.com) was changed to
Olympus Groove (http://www.olympusgroove.com) and became the official site
of m:robe. Users could still dance, but the site now became an online community
for m:robe users.
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Table 13.9 presents a flowchart of the 2004–2005 media plan for Olympus’
Stylus Verve and m:robe brands. Because the plan was not bought specifically in
terms of generating designated levels of gross ratings, no point totals are pre-
sented. Please note the diversity of media used (sponsored events, national TV,
print, online, in-theater, and OOH) and the various vehicles used in each medium.
This was a truly integrated media plan that generated impressive results.

Results
The Stylus Verve advertising campaign launched during the U.S. Tennis Open in
August and concluded with New Years. During this period, unaided awareness of
Olympus increased by 23 percent. The advertising also contributed to an increase
in consumers believing that Olympus was trendy and innovative. The m:robe
launch raised awareness of Olympus as a player in the digital music category
from 0 percent to 5 percent, which was on par with the more established iRiver
brand; moreover, 20 percent of the respondents to an advertising tracking study
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Sponsorship Events

National Television

National Print
Print

Online

In-Theater

Out-of-Home

Network Television

Network Cable

Network Sports

The Daily (Fashion Week)

USA Today

Consumer Magazines

Top 25 DMAs

New York

San Francisco

Los Angeles

Chicago

Minneapolis

September October November December January '05 February March

30 6 13 20 27 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 31 7 14 21 28 7 14 21

US Open
OFW

Style

USO

NYT SD

VERVE m:robe

ESPN, HGTV

W5

OC AMA Macy

TBS, ESPN, E!

BW DC

SOY

NYT PEO SI
NYT

PEO
TME

OFW

ESPN, Style

SB

SI

E! - AA

GR

Television Event Programs

US Open on CBS
Style Network - Fashion Week Coverage (Sept and Feb)
ESPN: NFL and high-profile programming
HGTV: High-profile prime and weekend day
World Series Game #3
The OC Premiere
American Music Awards
Macy's Parade
Sports Illustrated Sportsman of the Year on FOX
Barbara Walter's 25 Most Intruiging People
Dick Clark's Rockin New Year's Eve
Super Bowl coverage on ESPN
Super Bowl
Grammy Awards
Academy Awards on E!
TBS: Seinfeld, Friends, Everybody Loves Raymond, Sex and the City
ESPN: NFL and high-profile programming
E! / Style bonus: Entertainment/high-profile programming

Consumer Magazines

NYT =  New York Times
SD =    Time Style & Design
PEO =  People Magazine
SI =     Sports Illustrated
TME = Time Magazine

Table 13.9

2004–05 Media Plan 
for Olympus’ Stylus Verve 

and m:robe Brands



indicated that they believe Olympus offers good quality features. This compares
favorably with Apple’s iPod score of 17 percent on this same feature. The online com-
ponents saw equally successful results: LiquidTreat, an online design newsletter
(http://www.liquidtreat.com), and Maxim Online (http://www.maximonline.com)
listed poplockin’ (http://www.poplockin.com) as their “Site of the Week.” The Super
Bowl increased traffic to Olympus Groove (http://www.olympusgroove.com) and
OlympusAmerica (http://www.olympusamerica.com) by over 400 percent, and
post-Grammy’s traffic jumped over 700 percent. Retailer perceptions were also
greatly influenced when the Super Bowl media buy was announced as part of
m:robe’s product launch at the 2005 Consumer Electronic Show, generating press
coverage in USA Today and the Wall Street Journal.

Summary

Selection of advertising media and vehicles is one of the most important and com-
plicated of all marketing communications decisions. Media planning must be
coordinated with marketing strategy and with other aspects of advertising strat-
egy. The strategic aspects of media planning involve four steps: (1) selecting the
target audience toward which all subsequent efforts will be directed; (2) specify-
ing media objectives, which typically are stated in terms of reach, frequency, gross
rating points (GRPs), or effective rating points (ERPs); (3) selecting general media
categories and specific vehicles within each medium; and (4) buying media.

Media and vehicle selection are influenced by a variety of factors; most impor-
tant are target audience, cost, and creative considerations. Media planners select
media vehicles by identifying those that will reach the designated target audience,
satisfy budgetary constraints, and be compatible with and enhance the adver-
tiser’s creative message. There are numerous ways to schedule media insertions
over time, but media planners have typically used some form of pulsed or flighted
schedule whereby advertising is on at times, off at others, but never continuous.
The principle of recency, also referred to as the shelf-space model of advertising,
challenges the use of flighted advertising schedules and purports that weekly effi-
cient reach should be the decision criterion of choice because this approach
ensures that advertising will be run at the time when consumers are making brand
selection decisions.

The chapter provided detailed explanations of the various considerations used
by media planners in making advertising media decisions. These included the
concepts of reach, frequency, gross rating points (GRPs), effective rating points
(ERPs), and cost and continuity considerations. Media vehicles within the same
medium are compared in terms of cost using the cost-per-thousand criterion.

The chapter included a detailed discussion of a computerized media-selection
model. This model requires information about vehicle cost, ratings, maximum
number of insertions, and a budget constraint and then maximizes an objective
function subject to that budget. Optimization criteria include maximizing reach
(1+), effective reach (3+), frequency, or GRPs.

The chapter concluded with descriptions of media plans for Diet Dr Pepper,
the Saab 9–5, and the Styles Verve and m:robe brands of Olympus cameras.
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Discussion Questions
1. Why is target audience selection the critical first step in formulating a media

strategy?
2. Compare and contrast TRPs and GRPs as media selection criteria?
3. Why is reach also called net coverage or unduplicated audience?
4. A television advertising schedule produced the following vehicle frequency

distribution:

(a) What is the reach for this advertising schedule?
(b) What is the effective reach?
(c) How many GRPs does this schedule generate?
(d) What is the frequency for this schedule?

5. Assume that the TV advertising schedule in question 4 cost $2 million and
generated 240 million gross impressions. What are the CPM and CPP?

6. A publication called the $ Ad Summary (also generally known as Leading
National Advertisers, or LNA) is an invaluable source for determining how
much money brands invest in advertising. Go to your library and find the
most recent version of LNA. Identify the advertising expenditures and the
media used in advertising the following brands: Mountain Dew, Pantene
Shampoo, and Nike footwear.

7. With reference to the three-exposure hypothesis, explain the difference
between three exposures to an advertising message versus three exposures to
an advertising vehicle.

8. When an advertiser uses the latter, what implicit assumption is that advertiser
making?

9. Describe in your own words the fundamental logic underlying the principle of
recency (or what also is referred to as the shelf-space model of advertising). Is
this model always the best model to apply in setting media allocations over
time?

10. A TV program has a rating of 17.6. With approximately 109.6 million television
households in the United States as of 2005, what is that program’s CPM if a 30-
second commercial costs $600,000? Now assume that an advertiser’s target
audience consists only of people ages 25 to 54, which constitutes 62 percent of
the program’s total audience. What is the CPM-TM in this case?

f Percentage f Percentage f+

0 31.4 100.0
1 9.3 68.6
2 7.1 59.4
3 6.0 52.2
4 5.2 46.2
5 4.6 41.0
6 4.1 36.4
7 3.7 32.3
8 3.4 28.5
9 3.1 25.1

10+ 22.0 22.0
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11. Which is more important for an advertiser: maximizing reach or maximizing
frequency? Explain in detail.

12. In the output presented in Table 13.6, the message-to-vehicle ratio equals 52.5
percent. Explain in your own words precisely what this means. Why is the
ratio for TV lower than this?

13. Reach will be lower for an advertised brand if the entire advertising budget
during a four-week period is devoted to advertising exclusively on a single
program than if the same budget is allocated among a variety of TV programs.
Why is this so?

14. Following are the ratings and number of ad insertions on five cable TV pro-
grams designated as C1 through C5: C1 (rating = 7; insertions = 6); C2 (rating
= 4; insertions = 12); C3 (rating = 3; insertions = 20); C4 (rating = 5; insertions =
10); C5 (rating = 6; insertions = 15). How many GRPs would be obtained from
this cable TV advertising schedule?

15. Assume that in Canada there are 30 million TV households. A particular
prime-time TV program aired at nine o’clock in the evening and had a rating of
18.5 and a 32 share. At the nine o’clock airtime, how many TV sets were tuned
into this or another program? (Hint: Ratings are based on total households,
whereas share is based on just the households that have their TV sets on at a
particular time, in this case at nine o’clock at night. Because the numerator
value remains constant in both the calculation of ratings and share values, by
simple algebraic manipulation you can determine from the rating information
the number of households with their sets on.)
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effectiveness for 23 well-known CPG brands—some of

which are mature (e.g., Coca-Cola classic, Campbell’s

soup, and Heinz ketchup) and some that are relatively

new (e.g., Swiffer, Mach3 razors and blades, and Crest

Whitestrips). Results indicated that only 5 of the 23

brands examined (22 percent) enjoyed positive ROI from

TV advertising in the short term (i.e., less than one

year), whereas 12 of the 23 brands (52 percent) yielded

positive ROIs in the long term. Newer brands and

those representing meaningful

new products were

substantially more

likely to yield pos-

itive returns than

were mature brands.

This latter finding—that new brands

perform better than mature brands—should come as

no surprise in view of the previous discussion in Chap-

ter 12, where it was emphasized that TV advertising

generally is effective only when the advertising is per-

suasive and provides distinctive, newsworthy informa-

tion, such as when introducing new brands.

The takeaway from this discussion of the Deutsche

Bank report should not be that television advertising is

necessarily a wasted investment—and hopefully not,

considering the amount that companies spend on it

(for example, as shown previously in Table 9.1, 33 com-

panies each invested over $1 billion in a recent year on

advertising in the United States. The biggest ad spender,

Television as an advertising medium has undergone

rather dramatic changes in the past decade or so. The

average television household now has upwards of 90 or

more TV channels from which to choose, which means

that advertisements simply do not reach the large

numbers of consumers they once did. Beyond this

audience fractionalization, people have many more

entertainment options to divert their attention away

from watching TV. Then to further complicate matters

for advertisers, the number of

households owning

personal video re-

corders such as TiVo is

continually increasing,

and the owners of these

devices often use them to completely

skip or fast-forward through commercials. Finally, the

cost of TV advertising continues to increase, which

means that ads placed on television must be even more

effective than in the past to yield a positive return on

investment (ROI).

Against this backdrop, an important study—

referred to as the Deutsche Bank report—was released

in 2004 that presented data showing that a high

percentage of the advertisements for mature brands in

the consumer packaged goods (CPG) category do not

yield positive ROIs.1 The study used marketing-mix

modeling, which was briefly described in Chapter 2,

to assess TV advertising’s short- and long-term

Marcom Challenge: 
Does TV Deliver        for 

Mature Brands?

CHAPTER 14
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C H A P T E R  O B J E C T I V E S

1
Describe the four major traditional advertising media.

2
Discuss newspaper advertising 

and its strengths and limitations.

3
Evaluate magazine advertising 

and its strengths and limitations.

4
Discuss radio advertising and its 

strengths and limitations.

5
Discuss television advertising and its 

strengths and limitations.

A
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General Motors, spent nearly $3.5 billion during that

single year!). What instead should be gleaned from these

comments, along with those in Chapter 12, is that

advertisers must have something reasonably important to

say about their brands and that commercials must be

presented in an attention-getting, creative fashion if there

is to be a reasonable likelihood that investments in TV

commercials will deliver positive ROIs.
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Overview

This chapter focuses on the four major mass advertising media: newspapers, mag-
azines, radio, and television. The following sections are devoted to each of these
four major media, with primary emphasis devoted to exploring each medium’s
strengths and limitations. A few words of caution are in order before proceeding.
In particular, it might be tempting to play a count-’em game when examining each
medium’s strengths and limitations. That is, the reader might erroneously con-
clude that one medium is superior to another simply because more advantages
and fewer limitations are listed. But this assuredly is not the intent of the follow-
ing discussions.

The overall value or worth of an advertising medium depends on the adver-
tiser’s specific needs in a particular situation and the overall budget available for
advertising a brand. No advertising medium is always best. The value or worth of
a medium depends on the circumstances confronting a brand at a particular time:
its advertising objective, the target market toward which this objective is aimed,
and the available budget. An analogy will clarify this point. Suppose someone
asked you, “What type of restaurant is best?” An immediate single answer is diffi-
cult to offer because you undoubtedly would recognize that what is best depends
on your particular needs on a specific dining occasion. In some circumstances
price and speed of service are of the essence, and restaurants like McDonald’s
would win out by these criteria. On other occasions ambiance rules the day, and a
classy French restaurant might be considered ideal. In yet another situation you
may be looking for a balance between dining elegance and a reasonable price and
favor a middle-of-the-road eating establishment. In sum, there is no such thing as
a universally “best” restaurant.

The same is true of advertising media. Which medium is “best” depends
entirely on the advertiser’s objectives, the creative needs, the competitive chal-
lenge, and budget availability. The best medium, or combination of media, is
determined not by counting advantages and limitations but by conducting a care-
ful examination of the advertised brand’s needs and resources.

The presentation of ad media progresses in the following order: first covered
are the two print media, newspapers and magazines. Then examined are the
broadcast media, radio and television. Advertising in the United States in these
four media totaled approximately $150 billion in a recent year. Newspapers com-
manded approximately 32 percent of this total, magazines slightly over 8 percent,
radio about 14 percent, and television nearly 46 percent.2

Newspapers

Newspapers in the United States reach approximately 56 million households in
the United States during the week and about 59 million on Sundays.3 USA Today
(2.22 million daily circulation), the Wall Street Journal (2.11 million), and the New
York Times (1.12 million) are the three largest U.S. newspapers in terms of daily cir-
culation.4 Newspapers historically had been the leading advertising medium, but
television surpassed newspapers as the medium that receives the greatest amount
of advertising expenditures. This is partially attributable to the fact that news-
paper readership has been on a constant decline for a number of years.

Local advertising is clearly the mainspring of newspapers. However, news-
papers have become more active in their efforts to increase national advertising.



These efforts have been facilitated by the Newspaper Advertising Bureau (NAB),
a nonprofit sales and research organization. The NAB offers a variety of services
that assist both newspapers and national advertisers by simplifying the task of
buying newspaper space and by offering discounts that make newspapers a more
attractive medium.

Buying Newspaper Space
A major problem in the past when buying newspaper space, especially for adver-
tisers that purchased space from newspapers in many cities, was that newspaper
page size and column space varied, thereby preventing an advertiser from prepar-
ing a single advertisement to fit every newspaper. Analogously, imagine what it
would be like to advertise on television if, rather than having fixed 15-, 30-, or 60-
second commercials for all networks and local stations, some local stations ran
only 28-second commercials, while others preferred 23-second, 16-second, or 11-
second commercials. Buying time on television would be nightmarish for adver-
tisers. So it was in buying newspaper space until the advertising industry adopted
a standardized system known as the Standardized Advertising Unit (SAU) sys-
tem. The implementation of the SAU system made it possible for advertisers to
purchase any one of 56 standard ad sizes to fit the advertising publishing parame-
ters of all newspapers in the United States.

Under this system, advertisers prepare advertisements and purchase space in
terms of column widths and depth in inches. There are six column widths:

1 column: 21⁄16 inches
2 columns: 41⁄4 inches
3 columns: 67⁄16 inches
4 columns: 85⁄8 inches
5 columns: 1013⁄16 inches
6 columns: 13 inches

Space depth varies in size from 1 inch to 21 inches. Thus, an advertiser can pur-
chase an ad as small as 1 inch by 21⁄16 inches or as large as 13 inches by 21 inches
with numerous in-between combinations of column widths and depths in inches.
A chosen size for a particular advertisement can then be run in newspapers
throughout the country. Space rates can be compared from newspaper to news-
paper and adjusted for circulation differences. For example, the daily SAU column-
inch rate for the Chicago Tribune (circulation: 681,000) is $580, whereas the same
rate in the competitive Chicago Sun-Times (circulation: 482,000) is $575.5 On the
surface, the Sun-Times is cheaper than the Tribune, but when adjusted to a per-
thousand-readers basis, the cost per thousand (CPM) of procuring a column inch
in the Tribune is approximately $0.85 (i.e., $580 ÷ 681) compared with a cost of
about $1.19 (i.e., $575 ÷ 482) to advertise in the Sun-Times. Hence, it is actually
cheaper to advertise in the Tribune. Of course, the advertiser must observe audi-
ence characteristics, newspaper image, and other factors when making an adver-
tising decision rather than considering only cost.

The choice of an advertisement’s position must also be considered when buy-
ing newspaper space. Space rates apply only to advertisements placed ROP (run
of press), which means that the ad appears in any location, on any page, at the dis-
cretion of the newspaper. Premium charges may be assessed if an advertiser has a
preferred space positioning, such as at the top of the page in the financial section.
Whether premium charges are actually assessed is a matter of negotiation
between the advertiser and the newspaper.
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Newspaper Advertising’s Strengths
and Limitations
As with all advertising media, newspaper advertising has
various strengths and limitations (see Table 14.1).

Newspaper Advertising’s Strengths
Because people read newspapers for news, they are in the
right mental frame to process advertisements that present news
of store openings, new products, sales, and so forth.

Mass audience coverage, or broad reach, is a second
strength of newspaper advertising. Coverage is not re-
stricted to specific socioeconomic or demographic groups
but rather extends across all strata. However, newspaper
readers on average are more economically upscale than

television viewers. College graduates are more likely to read a newspaper than the
population at large. Because economically advantaged consumers are compara-
tively light TV viewers, newspaper advertising provides a relatively inexpensive
medium for reaching these consumers. Special interest newspapers also reach
large numbers of potential consumers. For example, the vast majority of college
students read a campus newspaper.

Flexibility is perhaps the greatest strength of newspapers. National advertisers
can adjust copy to match the specific buying preferences and peculiarities of local-
ized markets. Local advertisers can vary copy through in-paper inserts targeted to
specific zip codes. In addition, advertising copy can be placed in a newspaper sec-
tion that is compatible with the advertised product. Retailers of wedding acces-
sories advertise in the bridal section, providers of financial services advertise in
the business section, sporting goods stores advertise in the sports section, and so
forth. A second facet of newspaper flexibility is that this medium enables advertis-
ers to design an ad of a variety of sizes, as compared to all other mass media
where few size or length options are possible.

The ability to use detailed copy is another of newspaper advertising’s strengths.
Detailed product information and extensive editorial passages are used in news-
paper advertising to an extent unparalleled by any other medium.

Timeliness is a final significant strength of newspaper advertising. Short lead
times (the time between placing an ad and having it run) permit advertisers to tie
in advertising copy with local market developments or newsworthy events.
Advertisers can develop copy or make copy changes quickly and thereby take
advantage of dynamic marketplace developments.

Newspaper Advertising’s Limitations
Clutter is a problem in newspapers, as it is in all of the other major media. A reader
perusing a newspaper is confronted with large numbers of ads, all of which com-
pete for the reader’s limited time and only a subset of which receive the reader’s
attention. It is noteworthy, however, that a national survey of consumers revealed
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Strengths Limitations

Audience in appropriate mental frame to
process messages

Mass audience coverage
Flexibility
Ability to use detailed copy
Timeliness

Clutter
Not a highy selective medium
Higher rates for occasional advertisers
Mediocre reproduction quality
Complicated buying for national advertisers
Changing composition of readers

Table 14.1

Newspaper Advertising’s
Strengths and Limitations



that they perceived newspapers as being significantly less cluttered with adver-
tisements than television, radio, and magazines.6

A second limitation of newspaper advertising is that newspapers are not a
highly selective medium. Newspapers are able to reach broad cross sections of
people but, with few exceptions (such as campus newspapers), are unable to reach
specific groups of consumers effectively. Media specialists consider newspapers to
fare poorly in comparison to network television in efficiently targeting specific
audiences.7

Occasional users of newspaper space (such as national advertisers who infre-
quently advertise in newspapers) pay higher rates than do heavy users (such as
local advertisers) and have difficulty in securing preferred, non-ROP positions. In
fact, newspapers’ price lists (called rate cards) show higher rates for national than
local advertisers.

Newspapers generally offer a mediocre reproduction quality. For this and other
reasons, newspapers are not generally known to enhance a product’s perceived
quality, elegance, or snob appeal, as can magazines and television.

Buying difficulty is a particularly acute problem in the case of the national
advertiser who wishes to secure newspaper space in multiple markets. On top of
the high rates charged to national advertisers is the fact that each newspaper must
be contacted individually. Fortunately, as mentioned previously, the NAB has
made great strides toward facilitating the purchase of newspaper space by
national advertisers.

A final significant problem with newspaper advertising involves the changing
composition of newspaper readers. While most everyone used to read a daily news-
paper, readership has declined progressively during the past generation. The most
faithful newspaper readers are individuals age 45 and older, but the large and
attractive group of consumers age 30 to 44 are reading daily newspapers less fre-
quently than ever. Daily newspaper readership in this age group has fallen dra-
matically in recent decades.

Magazines

Although considered a mass medium, there are literally hundreds of special-inter-
est magazines, each appealing to audiences that manifest specific interests and
lifestyles. In fact, Standard Rate and Data Service (now known simply as SRDS
Media Solutions), a company that tracks information for the magazine industry
(as well as for most other media), identifies well over 2,500 consumer magazines
in dozens of specific categories, such as automotive (e.g., Motor Trend); general
editorial (e.g., the New Yorker); sports (e.g., Sports Illustrated); women’s fashions,
beauty, and grooming (e.g., Glamour); and many others. In addition to consumer
magazines, hundreds of other publications are classified as farm magazines or
business publications. Advertisers obviously have numerous options when select-
ing magazines to promote their products. Advertisers and media planners turn to
SRDS (http://www.srds.com) to obtain information on standardized ad rates, con-
tact information, reader profiles and other information, which facilitates media
planning and buying.

Buying Magazine Space
A number of factors influence the choice of magazine vehicles in which to adver-
tise. Most important is selecting magazines that reach the type of people who con-
stitute the advertiser’s target market. However, because the advertiser typically
can choose from several alternative vehicles to satisfy the target market objective,
cost considerations also play an extremely important role.
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Advertisers that are interested in using the magazine medium can acquire a
wealth of data about the composition of a magazine’s readership in terms of
demographic profiles. This information is provided in each magazine’s media kit
that is made available to ad agencies and prospective advertisers. Media kits for
many magazines can be found online. For example, Figure 14.1 presents the
demographic profile for Sports Illustrated based on data compiled by Mediamark
Research Inc. (MRI) for fall 2004. The median age of Sports Illustrated’s readership
is 38.8 with a median household income of $62,845. Also presented in Figure 14.1
are specific breakdowns by age, education, occupation, household income, and
geographic region. For each demographic grouping, the first column contains
audience size expressed in thousands, the second column presents percentage
breakdowns for each demographic subgroup, and the last column indexes each
percentage against that group’s proportionate population representation. For
example, 41.2 percent of Sports Illustrated’s readers fall in the age group of 35–54,
26.7 percent are employed in professional and managerial positions, 40.4 percent
have household incomes of $75,000 or more, and 32.8 percent of Sports Illustrated’s
readers are located in the South. Note carefully, however, that though the greatest
number of readers are from the South, readers in this region are below their pro-
portionate population representation (index = 91; see last column), whereas indi-
viduals living in the North Central region of the United States are proportionately
more likely to read Sports Illustrated (index = 113).

Another demographic profile (of Cosmopolitan readers) is provided in Figure
14.2. Several interesting observations can be gleaned from this figure. For example,
women in the age category 18–24 constitute about 32 percent of Cosmopolitan’s read-
ers, but the index of 258 reveals that this age group represents this magazine’s read-
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Figure 14.1

Sports Illustrated Magazine’s
Demographic Profile

Audience Composition 
(in thousands) (%) Index

Age
18–24 3,757 18.7 145
25–34 4,701 23.4 127
35–54 8,263 41.2 104
55–64 1,996 10.0 77
Median Age 38.8
Education
Attended/Graduated College+ 12,239 61.0 118
Occupation
Professional 2,858 14.3 113
Management/Business/Finance 2,497 12.5 126
Professional/Managerial 5,354 26.7 118
Sales/Office 3,097 15.4 97
Natural Resource/Construction/Maintenance 2,013 10.0 153
Other Employed 4,943 24.6 130
Household Income (HHI)
$75,000+ 8,102 40.4 131
$50,000+ 12,332 61.5 120
$40,000+ 14,275 71.2 117
$30,000+ 16,303 81.3 113
<$30,000 3,751 18.7 67
Median HHI $62,845
Geographic Region
Northeast 3,718 18.5 97
North Central 5,140 25.6 113
South 6,580 32.8 91
West 4,618 23.0 104

SOURCE: Sports Illustrated, MRI Fall 2004, http://sportsillustrated.cnn.com/adinfo/si/mriabc.html

http://sportsillustrated.cnn.com/adinfo/si/mriabc.html


ership by 2.58 times greater than this age group’s proportionate population repre-
sentation. In short, Cosmopolitan attracts a younger readership base. Moreover,
approximately 42 percent of Cosmopolitan’s readers are single, and, again, with an
index of 197, far exceed single people’s proportionate representation in the U.S. pop-
ulation. Finally, because many of Cosmopolitan’s readers are young and single, their
median individual employment income is relatively low at $26,053; however, being
fashion conscious, it is likely that a large percentage of the Cosmopolitan reader’s dis-
posable income goes toward purchasing the products advertised in this magazine.

Media kits also provide prospective advertisers with pertinent cost informa-
tion in the form of rate cards. A partial rate card for Cosmopolitan magazine is
presented in Figure 14.3. This card includes advertising rates for different page
sizes (full page, two-thirds page, half page, one-third page, etc.), and for four-color,
two-color, and black-and-white (B&W) ads. For example, an advertiser would
pay $175,900 to place a full-page, four-color ad in Cosmopolitan on a one-time
(open) rate basis. However, as is typical in magazines’ price policies, cumulative
discounts are available based on the number of pages advertised in Cosmopolitan
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Figure 14.2

Cosmopolitan Magazine’s
Demographic Profile

Audience Composition 
(in thousands) (%) Index

Age
Total Women 14,083 85.3 164
18–24 4,483 31.8 258
25–34 3,697 26.3 147
35–49 3,927 27.9 92
Median Age 31.4
Education
Attended/Graduated College+ 9,203 65.3 126
Employment
Total Employed 10,157 72.1 126
Full-Time 7,555 53.6 124
Marital Status
Single 5,899 41.9 197
Married 5,559 39.5 72
Divorced/Widowed/Separated 2,625 18.6 77
Individual Employment Income (IEI)
$20,000+ 6,322 44.9 121
$25,000+ 5,275 37.5 121
Median IEI $26,053
Household Income (HHI)
$30,000+ 10,958 77.8 113
$40,000+ 9,319 66.2 115
Median HHI $58,015

SOURCE: Cosmopolitan, MRI Fall 2004, http://www.cosmopolitan.com.

Figure 14.3

Partial Rate Card for
Cosmopolitan Magazine
(2005 rates; rate base =
2,900,000)

4-Color 2-Color B&W
Full Page $175,900 $158,300 $140,700
2/3 Page 131,900 118,700 105,500
1/2 Page 118,700 106,900 95,000
1/3 Page 88,000 79,200 70,400
1/6 Page 70,400 63,300 56,300
Bleed Page 202,285 182,045 161,805
Second Cover 224,300
Third Cover 193,500
Fourth Cover 237,500

SOURCE: Cosmopolitan, MRI 2005, http://www.cosmopolitan.com. Courtesy of Mediamark Research Inc.

http://www.cosmopolitan.com
http://www.cosmopolitan.com


during 12 consecutive months. Cumulative quantity discounts provide clear
incentives for advertisers to maintain continuity with a particular magazine.

Although every magazine has its own media kit, advertisers and their agen-
cies do not have to contact each magazine to obtain them. SRDS compiles media
kits and then makes them available (of course, for a fee) to advertisers and their
agencies. Also, rate cards can be obtained online by simply conducting a search
such as inputting “Cosmopolitan media kit” into Google. Information for each
magazine (or book as they are referred to in the advertising industry) includes edi-
torial features, rates, readership profiles, circulation, and contact information.

The CPM measure introduced in the previous chapter and discussed earlier in
the context of the newspaper medium is used by advertisers to compare different
magazine buys. CPM information for each magazine is available from two syndi-
cated magazine services: Mediamark Research Inc. (MRI) and Simmons Market
Research Bureau (SMRB). These services provide CPM figures for general reader
categories (e.g., total men) and also break out CPMs for subgroups (e.g., men ages
18 to 49, male homeowners). These more specific subgroupings enable the adver-
tiser to compare different magazine vehicles in terms of cost per thousand for
reaching the target market (or CPM-TM) rather than only in terms of gross CPMs.
Cost-per-thousand data are useful in making magazine vehicle selection deci-
sions, but many other factors must be taken into account.

Magazine Advertising’s Strengths and Limitations
Magazine advertising too has both strengths and limitations, depending on the
advertisers’ needs and resources (see Table 14.2).

Magazine Advertising’s Strengths
Some magazines reach very large audiences. For example, magazines like Better
Homes & Gardens, TV Guide, Reader’s Digest, Sports Illustrated, and Time have total
audiences that exceed 25 million readers.

However, the ability to pinpoint specific audiences (termed selectivity) is the
feature that most distinguishes magazine advertising from other media. If a
potential market exists for a product, there most likely is at least one periodical
that reaches that market. Selectivity enables an advertiser to achieve effective,
rather than wasted, exposure. This translates into more efficient advertising and
lower costs per 1,000 target customers.

Magazines are also noted for their long life. Unlike other media, magazines
often are used for reference and kept around the home (and barber shops, and
beauty salons, and dentists’ and doctors’ offices, etc.) for weeks. Magazine sub-
scribers sometimes pass along their copies to other readers, further extending a
magazine’s life.

In terms of qualitative considerations, magazines as an advertising medium
are exceptional with regard to elegance, quality, beauty, prestige, and snob appeal.
These features result from the high level of reproduction quality and from the sur-
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Some magazines reach large audiences
Selectivity
Long life
High reproduction quality
Ability to present detailed information
Ability to convey information authoritatively
High involvement potential

Not intrusive
Long lead times
Clutter
Somewhat limited geographic options
Variability of circulation patterns by market

Table 14.2

Magazine Advertising’s
Strengths and Limitations



rounding editorial content that often transfers to the advertised product. For
example, food items advertised in Bon Appetit always look elegant, furniture items
in Better Homes & Gardens look tasteful, and clothing items in Cosmopolitan and
Gentlemen’s Quarterly (GQ) appear especially fashionable.

Magazines are also a particularly good source for providing detailed product
information and for conveying this information with a sense of authority. That is,
because the editorial content of magazines often includes articles that themselves
represent a sense of insight, expertise, and credibility, the advertisements carried
in these magazines convey a similar sense of authority, or correctness.

A final and especially notable feature of magazine advertising is its creative
ability to get consumers involved in ads or, in a sense, to attract readers’ interest and
to encourage them to think about the advertised brands. This ability is due to the
self-selection and reader-controlled nature of magazines compared with more
intrusive media such as radio and television. A cute, albeit unintentional, por-
trayal of this ability appeared in the Family Circus comic strip, which typically
presents the thoughts of preschool-age children as they contemplate the world
around them. This particular strip opens with Billy saying to his sister, Dolly, “I’ll
tell you the difference between TV, radio, and books. . . . TV puts stuff into your
mind with pictures and sound. You don’t even hafta think.” In the next box he
states, “Radio puts stuff into your mind with just sounds and words. You make up
your own pictures.” And in the final section, Billy proclaims, “Books are quiet
friends! They let you make up your own pictures and sounds. They make you
think.”8 Substitute the word magazines for books, and you have a pretty good char-
acterization of the power of magazine advertising.

Magazine Advertising’s Limitations
Several limitations are associated with magazine advertising. First, unlike TV and
radio, which by their very nature infringe on the attention of the viewer and lis-
tener, magazine advertising is not intrusive; readers control whether to be exposed
to a magazine ad.

A second limitation is long lead times. In newspapers and the broadcast media,
it is relatively easy to change ad copy on fairly short notice and in specific mar-
kets. Magazines, by comparison, have long closing dates that require advertising
materials to be on hand for weeks in advance of the actual publication date. For
example, for four-color ads the closing dates for the following sampling of maga-
zines are shown in parentheses: Better Homes & Gardens (eight weeks),
Cosmopolitan (seven weeks), Sports Illustrated (five weeks), and Time
(four weeks).

As with other advertising media, clutter is a problem with magazine
advertising. In certain respects clutter is a worse problem with maga-
zines than, say, television, because readers can become engrossed in edi-
torial content and skip over advertisements so as not to have their
reading disrupted.

Magazine advertising also provides fewer geographic options than do
other media, although some large circulation magazines such as Sports
Illustrated provide considerable selectivity. For example, Sports Illus-
trated offers advertising rates for seven key regions, all 50 states, and 33
metropolitan areas. An advertiser could choose to advertise in Sports
Illustrated only in the Cleveland, Ohio, area, say, and in so doing pay
$17,614 for a full-page, four-color ad. (This rate is for 2005.)

A final limitation of magazine advertising is variability in circula-
tion patterns from market to market. Rolling Stone, for example, is read
more in metropolitan than rural areas. Hence, advertisers who are inter-
ested, say, in reaching young males would not be very successful in
reaching nonmetropolitan readers. This would necessitate placing ads
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in one or more magazines other than Rolling Stone, which would up the total cost
of the media buy. Radio, TV, or both might better serve the advertiser’s needs and
provide more uniform market coverage.

Magazine Audience Measurement
When selecting magazine vehicles, it is critical for advertisers to know the audi-
ence size reached by candidate magazines. Determining the size of a particular
magazine’s readership might seem an easy task. All one need do is tally the
number of people who subscribe to a magazine, right? Unfortunately, it is not
that simple; several complicating factors make subscription counting an inade-
quate way of determining a magazine’s readership. First, magazine subscrip-
tions are collected through a variety of intermediaries, making it difficult to
obtain accurate lists of who subscribes to which magazines. Second, maga-
zines often are purchased from newsstands, supermarkets, and other retail
outlets rather than through subscriptions, thus completely eliminating

knowledge of who purchases which magazines. Third, magazines that are avail-
able in public locations such as doctors’ offices, barber shops, and beauty salons
are read by numerous people and not just the subscriber. Finally, individual mag-
azine subscribers often share issues with other people.

For all these reasons, the number of subscriptions to a magazine and the num-
ber of people who actually read the magazine are not equivalent. Fortunately, two
previously mentioned services—MRI and Simmons—specialize in measuring
magazine readership and determining audience size. These two companies offer
very similar, yet competitive, services.

In brief, both services take large, national probability samples and query
respondents to identify their media consumption habits (e.g., which magazines
they read) and determine their purchase behaviors for an extensive variety of
products and brands. Statisticians then employ inference procedures to generalize
sample results to the total population. Advertisers and media planners use the
readership information along with detailed demographic and product and brand
usage data to evaluate the absolute and relative value of different magazines.

Advantages aside, not all is perfect in the world of magazine audience meas-
urement. At least three notable problems are recognized: (1) respondents to reader-
ship surveys are asked to rate numerous magazines (and other media), which can
lead to fatigue and hasty or faulty responses; (2) sample sizes often are small,
especially for small-circulation magazines, which leads to high margins of sam-
pling error when generalizing to the total population; and (3) sample composition
may be unrepresentative of audience readership.9 Also, because these two reader-
ship services use different research methods, their results often are discrepant.
Consider, for example, Simmons’ versus MRI’s estimates for the following maga-
zines: Ebony (17.38 million versus 10.42 million), Golf Digest (9.20 million versus
5.69 million), and House & Garden (20.73 million versus 12.96 million).10 In percent-
age terms and using the smaller estimate as the base, these differences are 66.8,
61.7, and 60 percent, respectively. Media planners thus confront the challenge of
determining which service is right or whether both are wrong in their estimates of
audience size.11

Using Simmons and MRI Reports
Despite these problems, media planners must make the most of the audience esti-
mates and readership profiles generated by Simmons and MRI. Both of these com-
panies produce annual reports of product and brand usage data and detailed
media information. Using bottled water and seltzer as an illustration, Table 14.3
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provides a pared-down report that will be useful for explaining the construction
and interpretation of Simmons and MRI reports.12 For ease of exposition, we will
hereafter refer to the bottled-water and seltzer category simply as “bottled water.”

MRI and Simmons reports are structurally equivalent to the data contained in
Table 14.3. Each of the detailed tables in these reports present cross-tabulations of
demographic segments or media by product or brand usage. Table 14.3 presents
usage of bottled water delineated by gender, educational status, age groupings,
geographic region, and radio vehicles. The table is to be interpreted as follows:

1. The first row (Total) shows the occurrence of bottled-water purchases in the
total U.S. population. Thus, of the 197,462,000 adults living in the United
States at the time of data collection, 46,248,000 (see column A), or 23.4 percent
(see column C, % Across), purchased bottled water at least once in recent
months.

2. Each set of detailed entries shows the estimate in four different ways (denoted
as columns A, B, C, and D) for the product category (bottled water in this case),
and the specified population grouping:
a. Column A presents the estimate of total product users (expressed in thou-

sands). For example, of the 46,248,000 product users, 19,536,000 are men
and 26,711,000 are women.

b. Column B (% Down) represents the composition of buyers in each demo-
graphic group. For example, the 26,711,000 female users of bottled water
represent 57.8 percent of all product users; that is, 26,711,000 ÷ 46,248,000 =
57.8 percent. Please note that each value in column B (% Down) is calcu-
lated by dividing the column A value for a particular row by the total value
in column A (i.e., 46,248,000).

Chapter 14: Using Traditional Advertising Media 417

Table 14.3

Illustration of a 
Skeleton MRI Report 
for Bottled Water

Total A B C D
Adults ’000 ’000 % Down % Across Index

Total 197,462 46,248 100.0 23.4 100
Men 94,827 19,536 42.2 20.6 88
Women 102,635 26,711 57.8 26.0 111
Graduated College 43,406 11,933 25.8 27.5 117
Graduated High School 66,168 14,726 31.8 22.3 95
18–24 24,807 7,640 16.5 30.8 131
25–34 40,154 11,150 24.1 27.8 119
35–44 44,393 12,058 26.1 27.2 116
45–54 33,700 7,982 17.3 23.7 101
55–64 22,149 3,979 8.6 18.0 77
65 or over 32,260 3,438 7.4 10.7 46

Northeast 39,284 9,572 20.7 24.4 104
North Central 46,039 8,960 19.4 19.5 83
South 69,564 14,865 32.1 21.4 91
West 42,574 12,851 27.8 30.2 129

Radio: Classic Rock 21,275 5,699 12.3 26.8 114
Radio: Classical 3,128 919 2.0 29.4 125
Radio: Country 38,490 8,925 19.3 23.2 99
Radio: Adult Contemporary 41,362 11,674 25.2 28.2 121
Radio: Modern Rock 9,465 3,039 6.6 32.1 137

SOURCE: Mediamark Reporter (Mediamark Research Inc., Spring 1999). http://www.mediamark.com © 1999 by Mediamark
Research, Inc., a NOP World company, a subsidiary of United Business Media Company. All rights reserved.

http://www.mediamark.com


c. Column C (% Across) reflects each demographic group’s coverage with
respect to the particular product category. For example, female purchasers
of bottled water (26,711,000) represent 26.0 percent of the 102,635,000
women who live in the United States.

d. Column D (Index) is a measure of the particular demographic group com-
pared with the total population. For example, 26.0 percent of women are
bottled-water purchasers compared with 23.4 percent of all adults. (See the
% Across figure in the top, or Total, row). The index is a calculation of this
relationship: (26.0 ÷ 23.4) x 100 = 111. This index indicates that women are 11
percent more likely than the general population to purchase bottled water.
Men, with an index of 88, are disproportionately less likely to purchase bot-
tled water.

The educational status, age, and radio listenership data can be interpreted in
an analogous fashion. Regarding age, it can be seen that proportionately the great-
est consumption of bottled water is by consumers in the 18-to-24 (index = 131),
25-to-34 (index = 119), and 35-to-44 (index = 116) age categories. Comparatively,
consumers in the older age categories are less likely to purchase bottled water.
Does this mean that bottled-water marketers should cater only to the younger age
groups and neglect the others? Probably not. For example, although people ages
45 to 54 (index = 101) are proportionately less likely than the younger age groups
to consume bottled water, there are, nonetheless, a total of nearly eight million
people in this age group who do consume bottled water. It thus would make little
sense to disregard such a large number of consumers simply because the index
number is barely greater than 100. Although prudent bottled-water marketers
would not neglect these older consumers, the index numbers in Table 14.3 suggest
that less media emphasis, or weight, should be directed at older consumers than
the weight targeted at the younger consumers.

Turning to the radio data in Table 14.3, it can be seen that listeners of country
radio stations have the lowest index number (index = 99) compared with the index
numbers for listeners of the other four types of radio programming, which range
from 114 for classic rock to 137 for modern rock. How might an advertiser use these
data? Looking just at index numbers, modern rock stations represent the best choice
for bottled-water ads, but the index number conveys only part of the story.13 Note
carefully that a bottled-water advertisement placed on modern rock stations would
potentially reach only a few more than three million bottled-water purchasers.
There would be relatively little wasted coverage with this vehicle, but not many bot-
tled-water purchasers would be reached. Comparatively, an advertisement placed
on adult contemporary stations would have a chance of reaching nearly 11.7 million
potential bottled-water consumers. Although a smaller percentage of the listeners of
adult contemporary stations purchase bottled water compared with the percent-
age of modern rock listeners, advertisements placed on adult contemporary sta-
tions reach a far greater number of actual and potential bottled-water consumers.

In using media data supplied in MRI and Simmons reports, the advertiser
must weigh various pieces of information to make intelligent media selection
decisions. This includes (1) the size of the potential audience that a vehicle might
reach, (2) the attractiveness of its coverage as revealed by the total product pur-
chasers exposed to that vehicle (column A) and compared with other media (col-
umn D), (3) its cost compared with other vehicles, and (4) its appropriateness for
the advertised brand. It thus should be apparent that making intelligent advertis-
ing-vehicle decisions cannot be reduced to simply comparing index numbers.
These numbers are merely input into a judgment that a careful decision maker
must make after considering all of the available information. Finally, there is evi-
dence that media planners too often use MRI and Simmons data in a simplistic
manner that fails to fully utilize all information provided by these reports.14
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Radio

Radio is a nearly ubiquitous medium: there are over 11,000 commercial radio sta-
tions in the United States; almost 100 percent of all homes have radios; most
homes have several; virtually all cars have a radio; more than 50 million radios are
purchased in the United States each year; and radio in the United States reaches
about 94 percent of all persons age 12 or older.15 These impressive figures indicate
radio’s strong potential as an advertising medium. Although radio has always
been a favorite of local advertisers, regional and national advertisers have increas-
ingly recognized radio’s advantages as an ad medium.

Buying Radio Time
Radio advertisers are interested in reaching target customers at a reasonable
expense while ensuring that the station format is compatible with a brand’s image
and its creative message strategy. Several considerations influence the choice of
radio vehicle. Station format (classical, progressive, country, top-40, talk, and so
forth) is a major consideration. Certain formats are obviously most appropriate for
particular products and brands.

A second consideration is the choice of geographic areas to cover. National adver-
tisers buy time from stations whose audience coverage matches the advertiser’s
geographic areas of interest. This typically means locating stations in preferred
metropolitan statistical areas (MSAs) or in so-called areas of dominant influence
(ADIs), which number approximately 200 in the United States and correspond to
the major television markets.

A third consideration in buying radio time is the choice of daypart. Radio day-
parts include the following:

Morning drive: 5 A.M. to 10 A.M.
Midday: 10 A.M. to 3 P.M.
Afternoon drive: 3 P.M. to 7 P.M.
Evening: 7 P.M. to Midnight
Late night: Midnight to 7 A.M.

Rate structures vary depending on the attractiveness of the daypart; for
example, morning and afternoon drive times are more expensive than midday
and late night dayparts. Information about rates and station formats is available in
Spot Radio Rates and Data, a source published by SRDS Media Solutions.

Radio Advertising’s Strengths and Limitations
This section examines the advantages and also explores some of the problems
with radio advertising (see the summary in Table 14.4).
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Strengths Limitations

Ability to reach segmented audiences
Intimacy
Economy
Short lead times
Transfer of imagery from TV
Use of local personalities

Clutter
No visuals
Audience fractionalization
Buying difficulties

Table 14.4

Radio Advertising’s 
Strengths and Limitations



Radio Advertising’s Strengths
The first major strength of radio is that it is second only to magazines in its ability
to reach segmented audiences. An extensive variety of radio programming enables
advertisers to pick specific formats and stations to be optimally compatible with
both the composition of their target audience and their creative message strategies.
Radio can be used to pinpoint advertisements to specific groups of consumers:
teens, Hispanics, sports fanatics, news addicts, jazz enthusiasts, conservatives,
and so on. As noted earlier, there are over 11,000 commercial radio stations in the
United States, and these stations are formatted to cater to special listening inter-
ests. The Global Focus insert talks about the status of radio stations in China and
indicates that the absence of distinct formats has prevented many major global
advertisers from investing heavily in this ad medium.

A second major advantage of radio advertising is its ability to reach prospective
customers on a personal and intimate level. Local store merchants and radio announc-
ers can be extremely personable and convincing. Their messages sometimes come
across as if they are personally speaking to each audience member. A top-level
advertising agency representative metaphorically described radio as a “universe
of private worlds” and a “communication between two friends.”16 In other words,
people select radio stations in much the same way that they select personal
friends. People listen to those radio stations with which they closely identify.
Because of this, radio advertising is likely to be received when the customer’s
mental frame is most conducive to persuasive influence. Radio advertising, then,
is a personal and intimate form of friendly persuasion.

Economy is a third advantage of radio advertising. In terms of target audience
CPM, radio advertising is considerably cheaper than other mass media. Over the
past several decades, radio’s CPM has increased less than any other advertising
medium.

Another relative advantage of radio advertising is short lead times. Because
radio production costs are typically inexpensive and scheduling deadlines are
short, copy changes can be made quickly to take advantage of important develop-
ments and changes in the marketplace. For example, a sudden weather change
may suggest an opportunity to advertise weather-related products. A radio spot
can be prepared quickly to accommodate the needs of the situation. Radio adver-
tising copy can be changed swiftly in response to changing inventory levels and
special events and holidays.

A very important advantage of radio advertising is its ability to transfer images
from television advertising. A memorable television advertising campaign that has
been aired frequently effects in consumers a mental association between the sight
and sound elements in the commercial. This mental image can then be transferred
to a radio commercial that uses the TV sound or some adaptation of it. The radio
commercial thus evokes in listeners a mental picture of the TV ad—much in the
fashion that Billy described in the Family Circus cartoon mentioned earlier. The
advertiser effectively gains the advantage of TV advertising at the lower cost
of radio.17

A final strength of radio advertising is its ability to avail itself of the reputa-
tions and the sometimes bigger-than-life persona of local personalities. Snapple
Natural Beverages, for example, gained much of its early success when it started
advertising on a New York radio show hosted by the highly controversial Howard
Stern. Snapple later regained lost momentum when it signed up conservative talk-
show host Rush Limbaugh to promote its Snapple Diet Iced Tea.

Radio Advertising’s Limitations
Radio’s foremost limitation, one it shares with other ad media, is that it is cluttered
with competitive commercials and other forms of noise, chatter, and interference.
Radio listeners frequently switch stations, especially on their car radios, to avoid
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commercials.18 The irritation of having to listen to one commercial after another
partially explains why many people have turned to iPods and other brands of
portable digital-audio players as an alternative to radio listening. The iPod’s
growing popularity has been shown, in fact, to be correlated with reduced radio
ratings. So-called AQH ratings, which measure the number of people tuned to
radio during an average quarter hour (AQH) as a percentage of the population,
fell by almost 6 percent between 2000 and 2004, with the ratings decline among
the college-aged demographic (18–24) even greater at 11 percent.19

A second limitation is that radio is the only major medium that is unable
to employ visualizations. However, radio advertisers attempt to overcome the
medium’s visual limitation by using sound effects and choosing concrete words to
conjure up mental images in the listener. It is important to note that many adver-
tising campaigns use radio as a supplement to other media rather than as a stand-
alone medium. This reduces radio’s task from one of creating visual images to one
of reactivating images that already have been created via television or magazines.
On the other hand, information-based advertising campaigns do not necessarily
require visualizations, and radio under such circumstances is fully capable of
delivering brand-based information—for example, a mortgage company’s interest
rate, a special sale at a local department store, or the location of an automobile
repair shop.

A third problem with radio advertising results from a high degree of audience
fractionalization. On the one hand, selectivity is a major advantage of radio adver-
tising, but at the same time the advertiser is unable to reach a diverse audience
because each radio station and program has its own unique set of audience demo-
graphics and interests.

A final limitation is the difficulty of buying radio time. This problem is particu-
larly acute in the case of the national advertiser that wishes to place spots in dif-
ferent markets throughout the country. With over 11,000 commercial radio stations
operating in the United States, buying time is complicated by unstandardized rate
structures that include a number of combinations of fixed and discount rates. One
prospect that may offset this problem is the growth of the fledgling satellite radio
industry. Companies such as Sirius Satellite Radio and XM Satellite Radio
Holdings can broadcast nationally (even internationally) and thus offer advertis-
ers an opportunity to reach large audiences and pay a single rate for the pur-
chased airtime. XM Satellite Radio is predicting it will have 20 million subscribers
by 2010.20

As a controlled 
economy that only in recent 

years has moved toward a rapidly developing market
economy, China has been slow to develop radio as a major
advertising medium. This in large part is due to the historical
control of radio by the Chinese government
and the treatment of this medium as a
propaganda vehicle. Whereas nearly
two-thirds of Chinese advertising
expenditures are allocated to
television, only about 2 percent of ad
expenditures are directed toward radio
advertising. Media buyers refrain from purchasing airtime
on Chinese radio stations because most of China’s 1,500 stations
do not have pure formats such as all-talk, all-classical music, or
whatever. Another reason that many advertisers refrain from airing

ads on Chinese radio is that there is no formal monitoring system
in place, which means that advertisers have no assurance that the
ads they buy are actually broadcast.

One development that is likely to lead to increased radio adver-
tising is the rapid growth in passenger cars in China, from 4.1 mil-

lion vehicles in 2003 to an estimated 10.4 million by 2009.
With millions of Chinese drivers riding in their

cars and listening to radios, it is only a
matter of time before radio stations
develop pure formats that spe-
cifically cater to people’s listening

interests. When that time arrives,
advertisers will be able to direct their

ads to the individuals who are most likely to buy their
products and specific brands.

SOURCE: Adapted from Geoffrey A. Fowler, “Why Advertisers Are Tuning in to
Chinese Radio,” Wall Street Journal Online, April 28, 2004, http://online.wsj.com.

The (Sorry) Stateof RadioAdvertising
in China
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Radio Audience Measurement
Radio audiences are measured both nationally and locally. Arbitron is the major
company at both the national and the local levels involved with measuring radio
listenership and audience demographics. At the national level, Arbitron owns a
service that goes by the acronym RADAR, which stands for Radio’s All
Dimension Audience Research. The RADAR service produces radio-listening esti-
mates by recruiting 70,000 individuals age 12 and older, who, during a one-week
period, make diary entries that identify their daily listening behavior, including
the radio stations they listened to, the time of day they listened to each station,
and their location when they listened (e.g., in the car, at home, or at work).
RADAR’s research provides ratings estimates for network radio programming
and audience demographic characteristics. Advertisers use this information to
select network programming that matches their intended target audiences.

At the local level, there used to be two major research services that measured
radio audience sizes: Birch Scarborough Research and Arbitron. However, in the
early 1990s Birch discontinued operations, leaving Arbitron the sole supplier of
local radio ratings data. Arbitron measures listening patterns in over 250 markets
located throughout the United States. Arbitron researchers obtain data in each
market from 250 to 13,000 randomly selected individuals age 12 or older. Respon-
dents are compensated for maintaining diaries of their listening behavior for a
seven-day period. Subscribers to the Arbitron service (thousands of radio stations,
advertisers, and agencies) receive reports that detail people’s listening patterns,
their station preferences, and their demographic breakdowns. This information is
invaluable to advertisers and their agencies for purposes of selecting radio stations
whose listener compositions match the advertiser’s target market.

At the time of this writing (in early 2005), there is a new radio-audience meas-
urement service from a company called Navigauge that may eventually challenge
Arbitron. Navigauge’s service is designed to measure radio-listening behavior
exclusively in motor vehicles by using a continuous tracking device that provides
moment-by-moment detection of which specific stations vehicle drivers are tuned
into.21 Arbitron itself is in the process of attempting to get away from the paper-
diary method of data collection by having people in test markets carry pager-like
meters throughout the day. More will be said about this subsequently in the con-
text of measuring TV viewing insofar as Arbitron is collaborating with the king of
TV-audience measurement, Nielsen, to measure people’s away-from-home listen-
ing (radio) and their viewing (TV) habits.

Television

Television is practically ubiquitous in the United States and throughout the rest of
the industrialized world. Television sets are present in slightly more than 98 per-
cent of all American households, which amounted to 109.6 million TV households
in the United States by late 2004.22 As an advertising medium, television is
uniquely personal and demonstrative, yet it is also expensive and subject to con-
siderable competitive clutter. Consumers consider television the most cluttered of
all ad media.23

Before we elaborate on television’s specific strengths and weaknesses, it first
will be instructive to examine two specific aspects of television advertising: (1) the
different programming segments, or so-called dayparts; and (2) the alternative
outlets for television commercials (network, spot, syndicated, cable, and local).
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Television Programming Dayparts
Advertising costs, audience characteristics, and programming appropriateness
vary greatly at different times of the day. Like radio, these times of day are
referred to as dayparts. There are seven TV dayparts, with the following shown
for Eastern Standard Time:

Early morning: 5 A.M. to 9 A.M.
Daytime: 9 A.M. to 4 P.M.
Early fringe: 4 P.M. to 7 P.M.
Prime access: 7 P.M. to 8 P.M.
Prime time: 8 P.M. to 11 P.M.
Late fringe: 11 P.M. to 2 A.M.
Overnight: 2 A.M. to 5 A.M.

The three major dayparts are daytime, fringe time, and prime time, each of
which has its own strengths and weaknesses.

Daytime
The period that begins with the early morning news shows and extends to 4:00
P.M. is known as daytime. Early daytime appeals first to adults with news programs
and then to children with special programs designed for them. Afternoon pro-
gramming—with its special emphasis on soap operas, talk shows, and financial
news—appeals primarily to people working at home, retirees, and, contrary to the
stereotype, even young males. Indeed, research reveals that single men between the
ages of 18 and 34 view soap operas such as All My Children, As the World Turns, and
The Young and the Restless. Males apparently watch this form of entertainment as an
escape from everyday life and, interestingly, as a way of acquiring gossip-type
information for aiding conversations with women.24

Fringe Time
The period preceding and following prime time is known as fringe time. Early
fringe starts with afternoon reruns and is devoted primarily to children but
becomes more adult oriented as prime time approaches. Late fringe appeals pri-
marily to young adults.

Prime Time
The period between 8:00 P.M. and 11:00 P.M. (or between 7:00 P.M. and 10:00 P.M. in
some parts of the United States) is known as prime time. The best and most expen-
sive programs are scheduled during this period. Audiences are largest during
prime time. Table 14.5 indicates the average prime-time audience size for the four
major U.S. networks, which ranges from 13.6 million viewers on average for CBS
down to 9.5 million viewers for ABC. Interestingly, the total audience size garnered
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Table 14.5

Average Prime-Time Audience
(in millions) for 
Four Major Networks
(9/22/03–4/18/04)

Network Estimated Viewers (in millions)

ABC 9.5
CBS 13.6
Fox 9.8
NBC 10.9
Total 43.8

SOURCE: Nielsen Media Research, reported in “Stiff Competition: TV Has Seen Better
Days,” Marketing News, December 15, 2004, 8.



by these four major networks is about 44 million; compar-
atively, the total audience size during the 1994–1995
period was just over 62 million. This decline of 29 percent
reflects the continuing trend wherein network TV is cap-
turing smaller audiences, whereas cable TV’s audience
base continues to grow.25

The networks naturally charge the highest rates for
prime-time advertising. Popular prime-time programs
sometimes reach as many as 20 million households.
Advertisers pay dearly to reach the huge numbers of
households that popular prime-time programs deliver.
The five highest-priced programs for the 2004 television
season are shown in Table 14.6, where it can be seen that
the cost for a single 30-second commercial placed on these
programs ranges from a low of $409,877 (The Apprentice)

to a high of $658,333 (American Idol, Wednesday broadcast). Please note that these
advertising prices are for just the five most expensive TV programs. Most 30-
second commercials broadcast on prime-time TV during the 2004 season were in
the range of $50,000 to $300,000.

Network, Spot, Syndicated, Cable, 
and Local Advertising
Television messages are transmitted by local stations, which are either locally
owned cable television systems or affiliated with the six commercial networks
(ABC, CBS, NBC, Fox, UPN, and WB) or with an independent cable network (such
as TBS, Turner Broadcasting System). This arrangement of local stations and net-
works allows for different ways of buying advertising time on television.

Network Television Advertising
Companies that market products nationally often use network television to reach
potential customers throughout the country. The advertiser, typically working
through an advertising agency, purchases desired time slots from one or more of
the networks and advertises at these times on all local stations that are affiliated
with the network. The cost of such advertising depends on the time of day when
an ad is aired, the popularity of the television program in which the ad is placed,
and the time of year—advertising rates are typically highest in the fourth quarter
(October through December) when more people are inside watching television
and ratings are at their peak. The average cost for all 30-second prime-time tele-
vision commercials during each of the four quarters in one recent year were as
follows: first quarter (January–March), $165,700; second quarter (April–June),
$180,800; third quarter (July–September), $150,600; and fourth quarter (October–
December), $212,000.26
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Table 14.6

The Five Highest Priced 
TV Programs

Show Network Price

American Idol (Wed.) Fox $658,333
American Idol (Tues.) Fox 620,000
ER NBC 479,250
Survivor: Vanuatu CBS 412,833
The Apprentice NBC 409,877

SOURCE: Claire Atkinson, “‘Idol’ Tops TV Price Chart,” Advertising Age, September 27, 2004, 1. Reprinted with permission from
Advertising Age. Copyright, Crain Communications Inc. 2004.



Network television advertising, although expensive in terms of per-unit cost,
can be a cost-efficient means to reach mass audiences. Consider a 30-second com-
mercial that costs $300,000 and reaches 15 percent of the 109.6 million American
households with TV sets, or about 16.44 million households. Although $300,000 is
a lot to pay for 30 seconds of commercial time, reaching 16.44 million households
means that the advertiser would have paid approximately only $18.25 to reach
every 1,000 households.

Network advertising is inefficient, and in fact unfeasible, if the national adver-
tiser chooses to concentrate efforts only on select markets. For example, some
brands, though marketed nationally, are directed primarily at consumers in certain
geographic locales. In this case, it would be wasteful to invest in network advertis-
ing, which would reach many areas where target audiences are not located.

Spot Television Advertising
The national advertiser’s alternative to network advertising is spot advertising. As
the preceding discussion intimated and as the name suggests, this type of adver-
tising is placed (spotted) only in selected markets.

Spot advertising is particularly desirable when a company rolls out a new
brand market by market before it achieves national distribution, when a marketer
needs to concentrate on particular markets due to poor performance in these mar-
kets or because of aggressive competitive efforts, or when a company’s product
distribution is limited to one or a few geographical regions. Also, spot advertising
is useful even for those advertisers who use network advertising but need to sup-
plement the national coverage with greater amounts of advertising in select mar-
kets that have particularly high brand potential. Greater use of spot television
advertising is harmonious with the growing practices of regional-oriented mar-
keting and geodemographic segmentation of consumer markets, such as was dis-
cussed in Chapter 4.

Syndicated Advertising
Syndicated programming occurs when an independent company—such as Buena
Vista Television Advertising Sales (an affiliate of the Walt Disney Company) and
Sony Pictures Television—markets a TV show to as many network-affiliated or
cable television stations as possible. Because an independent firm markets syndi-
cated programs to individual television stations, the same syndicated program
will appear on, say, NBC stations in some markets and on ABC or CBS stations in
other markets.

Syndicated programs are either original productions or shows that first
appeared on network television and are subsequently shown as reruns. During a
recent television season, the five most costly syndicated programs (and their costs
per 30-second commercial) were Friends ($179,320), Seinfeld ($154,118), Entertain-
ment Tonight ($110,693), Everybody Loves Raymond ($104,597), and Will & Grace
($104,303). Prices for 30-second commercials on most syndicated programs typi-
cally range between $12,000 and $80,000.27

Cable Advertising
Unlike network television, which is free to all owners of television sets, cable tele-
vision requires users to subscribe (pay a fee) to a cable service and have their sets
specially wired to receive signals via satellite or other means. Though cable televi-
sion has been available since the 1940s, only in recent decades have advertisers
turned to cable as a valuable advertising medium. Growing numbers of major
national companies now advertise on cable TV. Cable television’s household pen-
etration increased from less than 25 percent of all households in 1980 to a current
level of about 84 percent of U.S. households with television sets.28 Advertising
spending on cable TV is climbing steadily.
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Cable advertising is attractive to national advertisers for several reasons. First,
because cable networks focus on narrow areas of viewing interest (so-called nar-
rowcasting), advertisers are able to reach more finely targeted audiences (in terms of
demographics and psychographics) than when using network, syndicated, or spot
advertising. Indeed, cable stations are available to reach almost any imaginable
viewing preference. A brand marketer can select cable stations that appeal to a
variety of specific viewing interests such as cooking and eating (Food Network);
golfing (Golf Channel); sports in general (ESPN and ESPN2); music entertainment
(Country Music Television, MTV, MuchMusic, and VH1); nature, science, and ani-
mal life (Animal Planet, Discovery Channel, and Outdoor Life Network); general
education (the History Channel and Travel Channel); and so forth.

A second reason that cable advertising appeals to national advertisers is that
high network advertising prices and declining audiences have compelled adver-
tisers to experiment with media alternatives such as cable. A third factor behind cable
advertising’s growth is the demographic composition of cable audiences. Cable sub-
scribers are more economically upscale and younger than the population as a
whole. By comparison, the heaviest viewers of network television tend to be
somewhat economically downscale. It is little wonder that the relatively upscale
characteristics of cable viewers have great appeal to many national advertisers.

Local Television Advertising
Television advertising historically was dominated by national advertisers, but
local advertisers have turned to television in ever greater numbers. Local adver-
tisers often find that the CPM advantages of television along with the ability to
demonstrate products justify the TV medium. Many local advertisers are using
cable stations to an unprecedented degree. In fact, the growth rate in local cable
advertising is faster than other ad media.29

Television Advertising’s Strengths and Limitations
Like the other forms of media, advertising on television has a number of strengths
and limitations (see the summary in Table 14.7).

Television Advertising’s Strengths
Beyond any other consideration, television possesses the unique capability to
demonstrate a product in use. No other medium can reach consumers simultane-
ously through both auditory and visual senses. Viewers can see and hear a prod-
uct being used, identify with the product’s users, and imagine using the product.

Television also has intrusion value unparalleled by other media. That is, televi-
sion advertisements engage one’s senses and attract attention even when one
would prefer not to be exposed to an advertisement. In comparison, it is much
easier to avoid a magazine or newspaper ad by merely flipping the page, or to
avoid a radio ad by changing channels. But it is often easier to sit through a televi-
sion commercial rather than to attempt to avoid it either physically or mentally. Of
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Strengths Limitations

Demonstration ability
Intrusion value
Ability to generate excitement
One-on-one reach
Ability to use humor
Effective with sales force and trade
Ability to achieve impact

Rapidly escalating cost
Erosion of viewing audiences
Audience fractionalization
Zipping and zapping
Clutter

Table 14.7

Television Advertising’s
Strengths and Limitations



course, as will be discussed shortly, remote controls and digital video recorders
(also called personal video recorders) have made it easier for viewers to avoid televi-
sion commercials via zipping and zapping.

A third relative advantage of television advertising is its combined ability to
provide entertainment and generate excitement. Advertised products can be brought
to life or made to appear even bigger than life. Products advertised on television
can be presented dramatically and made to appear more exciting and less mun-
dane than perhaps they actually are.

Television also has the unique ability to reach consumers one on one, as is the
case when a spokesperson or endorser espouses the merits of a particular product.
Like a sales presentation, the interaction between spokesperson and consumer
takes place on a personal level.

More than any other medium, television is able to use humor as an effective
advertising strategy. As discussed in a previous chapter, many of the most memo-
rable commercials are those using a humorous format.

In addition to its effectiveness in reaching ultimate consumers, television
advertising also is effective with a company’s sales force and the trade. Salespeople find
it easier to sell new or established brands to the trade when a major advertising
campaign is planned. The trade has added incentive to increase merchandise sup-
port (e.g., through advertising features and special display space) for a brand that
is advertised on television.

In the final analysis, the greatest relative advantage of television advertising is
its ability to achieve impact, that is, the ability to activate consumers’ awareness of
ads and enhance their receptiveness to sales messages.

Television Advertising’s Limitations
As an advertising medium, television suffers from several distinct problems. First,
and perhaps most serious, is the rapidly escalating advertising cost. The cost of net-
work television advertising has more than tripled over the past two decades. A dra-
matic illustration of this is the increasing cost of buying advertising time during the
Super Bowl. In 1975 a 30-second commercial cost $110,000. By 2005, 30 years later,
the average price for placing a 30-second ad on Super Bowl XXXIX was $2.4 mil-
lion! (For more on Super Bowl advertising, see the IMC Focus.) In addition to the
cost of buying airtime, it is very costly to produce television commercials. The aver-
age cost of making a national 30-second commercial was $372,000 in a recent year.30

A second problem is the erosion of television viewing audiences. Syndicated pro-
grams, cable television, the Internet, and other leisure and recreational alterna-
tives have diminished the number of people viewing network television. The four
major networks’ share of television audiences during prime time fell from over 90
percent around 1980 to only about 60 percent today. Program ratings have consis-
tently fallen over the past 40 years. Whereas the most popular programs used to
have ratings in the 50s (meaning that more than 50 percent of all television house-
holds were tuned in to these programs), the top-rated programs now rarely
exceed a rating of 20. For example, Gunsmoke was the top-rated program from
1957 to 1961 with ratings consistently around 40. From 1972 to 1976 All in the
Family was the leading program with ratings above 30.

Today it is rare for a show to have a rating above 18. For example, the 10 top-
rated programs during the week of January 24–30, 2005, are shown in Table 14.8.
The highest rated program, American Idol (Tuesday broadcast), had a rating of 15.8,
and the two programs tied for the tenth top rating, Numb3rs and Without a Trace,
had ratings slightly below 10.31 Ratings on network television continue to slide.

There also has been substantial audience fractionalization. Advertisers cannot
expect to attract large homogeneous audiences when advertising on any particu-
lar program due to the great amount of program selection now available to televi-
sion viewers.
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Fourth, when watching TV programs, viewers spend much of their time
switching from station to station, zapping or zipping commercials. Zapping occurs
when viewers switch to another channel when commercials are aired, prompting
one observer to comment (only partially with tongue in cheek) that the remote
control “zapper” is the greatest threat to capitalism since Karl Marx.32 Research
reveals that perhaps as much as one-third of the potential audience for a TV com-
mercial may be lost to zapping.33 Although zapping is extensive, one intriguing
study presented evidence suggesting that commercials that are zapped are

The Rising Cost of Super Bowl Advertising

The Super Bowl football game, which pits the winners of the
National and American conferences of the National Football League,
is for many Americans the most important sporting event of the
year. Super Bowl Sunday, which occurs annually in late January or
early February, has been described as the third or fourth largest
“holiday” celebrated in America. People throw parties and
consume large quantities of food and drink
while watching the clash of professional
football teams. This event is one of
the few remaining television spec-
taculars that can be described as
mass television. The sponsoring TV
network is able to command huge prices for
30-second commercials because advertisers know they
can reach nearly 90 million people with an advertisement placed
on this single program. Advertising rates have basically doubled in
the past decade, from $1,130,577 in 1995 to $2,210,400 in 2005
(both cost figures have been adjusted for inflation to 2000 dollars).

Interestingly, the price for a 30-second ad fell slightly in
2001 and then again in 2002 to approximately $2,000,000. The

dot-com crash 
of 2000 and the reces-
sion of 2001 probably explained the declining 
prices for Super Bowl ads. Since 2002, prices have steadily inched
up. The following table provides detailed statistics for every Super

Bowl from its inception in 1967 through 2001. It is worth not-
ing that the prices for each year have been

adjusted for inflation and are presented
in constant 2000 dollars. For example,
the actual price of a 30-second com-
mercial during Super Bowl XXXIX

in 2005 was $2,400,000, which,
when adjusted for inflation, amounts to

$2,210,400 in 2000 dollars.
SOURCES: Claire Atkinson, “Super Bowl: It’s a Big (Ad) Deal,” Advertising Age, January 3,
2005, 10 (ratings for 2002–2004 are provided in this source; all other ratings are from
the following sources); Richard Linnett and Wayne Friedman, “No Gain,” Advertising
Age, January 15, 2001, 43; Wayne Friedman, “Second Down,” Advertising Age,
September 3, 2001, 3, 22. The 2005 rating is from “Super Bowl Ratings Down from
’04,” CBSNews.com, February 7, 2005 (accessed June 7, 2005). Reprinted with permis-
sion from Advertising Age. Copyright, Crain Communications Inc.

i m c  f o c u s

Price (adjusted Rating (% of U.S.
for inflation to households tuned

Year 2000 dollars) to Super Bowl)

1967 $216,665 23.0%
1968 267,362 36.8
1969 316,901 36.0
1970 347,264 39.4
1971 306,311 39.9
1972 353,493 44.2
1973 401,645 42.7
1974 373,957 41.6
1975 352,286 42.4
1976 378,515 42.3
1977 460,604 44.4
1978 488,888 47.2
1979 526,868 47.1
1980 575,030 46.3
1981 614,707 44.4
1982 615,995 49.1
1983 691,968 48.6
1984 746,246 46.4
1985 800,651 46.4
1986 864,644 48.3

Price (adjusted Rating (% of U.S.
for inflation to households tuned

Year 2000 dollars) to Super Bowl)

1987 872,117 45.8
1988 873,880 41.9
1989 937,923 43.5
1990 922,800 39.0
1991 1,012,041 41.9
1992 982,466 40.3
1993 1,013,529 45.1
1994 1,046,356 45.5
1995 1,130,577 41.3
1996 1,207,967 46.0
1997 1,288,224 43.3
1998 1,374,172 44.5
1999 1,654,742 40.2
2000 2,100,000 43.3
2001 2,050,000 41.1
2002 1,824,380* 40.4
2003 2,172,801* 40.7
2004 2,144,750* 41.4
2005 2,210,400* 43.4

*The actual costs of Super Bowl advertising from 2002 to 2005 were deflated to 2000 dollars using the Gross Domestic Product Deflator Inflation Calculator, http://www1.jsc.nasa.gov/
bu2/inflateGDP.html. Values for the remaining years (from 1967 to 2001) were already calculated from the 2001 source materials presented in the source documentation.

http://www1.jsc.nasa.gov/bu2/inflateGDP.html
http://www1.jsc.nasa.gov/bu2/inflateGDP.html


actively processed prior to being zapped and may have a more positive effect on
brand purchase behavior than commercials that are not zapped.34 This provocative
prospect certainly requires further support before being accepted as fact.

In addition to zapping, television viewers also engage in zipping. Zipping
takes place when ads that have been recorded along with program material using
a video cassette recorder or a digital video recorder (of the TiVo variety) are fast-
forwarded (zipped through) when the viewer watches the prerecorded material.
Research has shown that zipping is extensive.35 Digital, or personal, video
recorders (DVRs or PVRs), which are essentially VCRs with the storage powers of
personal computers, make zipping behavior easier than ever. PVRs from compa-
nies such as TiVo and ReplayTV allow viewers to fast-forward past commercials
by simply pushing a skip button that fast-forwards in 30-second intervals, which,
by no coincidence, is the standard length of a TV commercial.

An estimated 7 percent of American households (about 7.7 million) had DVRs
as of early 2005,36 and it is projected that by 2007 anywhere from a low estimate of
32.6 million to a high estimate of 45.9 million households will have DVRs.37 Many
DVR owners use the technology to fast-forward through commercials or skip
them all together. One study found that nearly 60 percent of males skip commer-
cials and an even greater percentage of females, nearly 70 percent, do the same.38

Fast-forwarding through commercials is particularly high (upwards of 75 percent)
when programs are prerecorded for later viewing; however, fast-forwarding of
commercials drops considerably (to a level below 20 percent) when people watch
live programs.39 The implication is clear: commercials are more likely to be
watched during live programs, which perhaps explains why programs such as
American Idol command such premium prices.

As the penetration of DVRs increases, many advertisers may switch to media
other than television for concern that TV simply isn’t delivering the eyeballs that
are being paid for. However, it is important to note that research conducted by
Procter & Gamble came to the conclusion that consumers fast-forwarding through
ads with DVRs recall those ads at about the same level as do people who see the
ad at normal speed in real time.40 Nonetheless, other indicators of advertising
effectiveness (feelings of warmth, likeability, overall persuasion) may be nega-
tively affected when fast-forwarding, which thus makes it inappropriate to con-
clude that “TiVo-ing” does not diminish commercial effectiveness.
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Table 14.8

Top-10 Prime-Time Broadcast TV
Programs (for week of
1/24/05–1/30/05)

Rank* Program Network Rating** Total Viewers***

1 American Idol-Tuesday Fox 15.8 28,062,000
2 American Idol-Wednesday Fox 15.2 26,568,000
3 CSI: Crime Scene Investigation CBS 14.0 21,821,000
4 ER NBC 13.0 19,751,000
5 CBS Sunday Movie CBS 12.4 18,667,000
6 CSI: NY CBS 11.5 17,560,000
7 Cold Case CBS 10.6 16,694,000
8 CSI: Miami CBS 10.3 14,957,000
9 Medium NBC 10.2 15,776,000

10 Numb3rs CBS 9.9 15,456,000
10 Without A Trace CBS 9.9 14,547,000

*Based on household rating percentage from Nielsen Media Research’s National People Meter sample.

**As of September 20, 2004, there were an estimated 109.6 million TV households. A single rating point represents 1 per-
cent, or 1,096,000 households.

***Total viewers includes all persons over the age of two.

SOURCE: © Nielsen Media Research, Inc. 2005. The information contained herein is the copyrighted property of Nielsen Media
Research Inc. Unauthorized use of this copyrighted material is expressly prohibited. All rights reserved.



Clutter is a fifth serious problem with television advertising. Clutter refers 
to the growing amount of nonprogram material, including public service mes-
sages and promotional announcements for stations and programs, but especially
commercials. In fact, out of every broadcast hour of prime-time television, non-
program content ranges slightly over 15 minutes among the six major TV net-
works, or more than 25 percent of the time.41 As noted earlier, consumers perceive
television to be the most cluttered of all major advertising media. Clutter has been
created by the network’s increased use of promotional announcements to stimu-
late audience viewing of heavily promoted programs and by advertisers’ increased
use of shorter commercials. Whereas 60-second commercials once were prevalent,
the duration of the vast majority of commercials today is only 30 or 15 seconds.42

The effectiveness of television advertising has suffered from the clutter problem,
which creates a negative impression among consumers about advertising in gen-
eral, turns viewers away from the television set, and perhaps reduces advertising
recognition and recall.43

Infomercials
Discussion of television advertising would not be complete without at least a brief
mention of the infomercial. Introduced to television in the early 1980s, the long
commercial, or infomercial, is an alternative to the conventional, short form of tel-
evision commercial. By comparison, infomercials are full-length commercial seg-
ments run on television that typically last 28 to 30 minutes and combine product
news and entertainment. Infomercials account for nearly one-fourth of the pro-
gramming time for most cable stations. Marketers’ increased use of infomercials
extends from two primary factors: First, technologically complicated products
and those that require detailed explanations benefit from the long commercial for-
mat. Second, the infomercial format is in lockstep with increasing demands for
marketing accountability insofar as most orders obtained from infomercials occur
within 24 hours or so after an infomercial is aired.44 Due to the rapid response, it is
very easy to determine whether infomercials are moving the sales dial; compara-
tively, such rapid sales response is rarely the case with most products advertised
via traditional commercials.

In the early years, infomercials were restricted primarily to unknown compa-
nies selling skin-care products, balding treatments, exercise equipment, and other
such products. However, the growing respectability of this form of advertising has
encouraged a number of consumer goods companies to promote their brands
via infomercials. Well-known infomercial users include Avon, Braun, Clairol,
Chrysler, Estée Lauder, Hoover, Pioneer, Procter & Gamble, and Sears. Manu-
facturers of consumer durables are increasingly using infomercials. For example,
General Motors’ Chevrolet division featured famous baseball star Cal Ripken Jr. in
an infomercial touting its Silverado pickup truck. Philips Consumer Electronics
used a 30-minute infomercial in marketing its digital video disc (DVD) player.
Consider the following successful infomercial application by Kodak.

Kodak introduced a 30-minute infomercial to promote its new DC210 zoom
digital camera. Up to that time Eastman Kodak had little sales and profit to show
for the $500 million it had invested in digital imaging. The infomercial, which cost
nearly $400,000 to produce, included a toll-free number that invited viewers to
request a $175 coupon that was good toward the purchase of the camera and other
Kodak products at retail locations. Follow-up research indicated that approxi-
mately one out of 12 callers who received the discount coupon ordered the camera
at a retail outlet, an impressive statistic in view of the fact that the DC210’s retail
price was $899 at the time of the promotion. Retail sales in cities where the DC210
infomercials were aired exceeded by 80 percent sales of this brand in cities with-
out infomercials. Moreover, retail selling time was substantially reduced insofar as
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consumers already were presold by the infomercial. Kodak officials concluded
that the infomercial was a cost-effective way to introduce consumers to the advan-
tages of digital imaging.45

Numerous advertisers have found infomercials on television to be an extremely
effective tool for moving merchandise. This long-form commercial is apparently
here to stay. Although consumers have complaints with infomercials (e.g., that
some make false claims and are deceptive),46 this form of long commercial appears
to be especially effective for consumers who are brand and price conscious and
who place high importance on shopping convenience.47

Brand Placements in Television Programs
Returning to our earlier discussion of advertising clutter along with consumers’
responses in the form of zipping and zapping behavior, many observers fear that
television advertising is no longer as effective as it used to be. (Recall the discus-
sion of the Deutsche Bank study in the Marcom Challenge.) Brand managers and
network television executives have responded to consumers’ zipping and zap-
ping behavior by borrowing from the movie industry and finding a way to cir-
cumvent TV viewers’ fondness for avoiding commercials. Have you noticed
brands appearing more often in television programs? This is not by happenstance;
rather, brand managers are paying to get prominent placements for their brands—
precisely as they have done in placing their products in movies. The widely
viewed Survivor program perhaps epitomizes the use of product placements, per-
haps to the point where TV viewers now realize that the brands placed in Survivor
episodes are little more than thinly disguised commercials.

Brand placements represent a growing form of marketing communications.
Placements occur not just in TV programs and movies but also in music videos,
video games, and even in novels.48 Compared with movie placements, brand
appearances in TV programs have the advantages of (1) much larger audiences;
(2) more frequent exposure; and (3) global reach, especially when programs are
rerun around the world under syndication.49

It perhaps goes without saying that brand placements on TV can be very effec-
tive provided the brand is displayed in a context that appropriately matches the
brand’s image. The downside with placements in TV programs is that brand man-
agers relinquish the full control available to them by comparison when providing
the final approval for TV commercials. Interestingly, the more people feel a sense of
connection with a TV program—that is, they identify with a program’s characters,
issues, and images—the higher their recall of brands that are placed in that pro-
gram.50 This obviously implies that TV programs that create a heightened sense of
connectedness among their audiences are more effective vehicles in which to place
brands in comparison to programs that fail to achieve high levels of connectedness.

Television Audience Measurement
As noted earlier, a 30-second commercial on prime-time television for national air-
ing can cost as much as $2,400,000 (for a Super Bowl spot in 2005) or less than
$100,000. Of course, the cost of advertising on spot television (i.e., non-national) is
considerably cheaper inasmuch as the market covered is much smaller. Also,
advertising on cable stations and syndicated programs typically is cheaper than
on network TV, again due to smaller audience sizes. Whatever the case, the reason
for the disparity in commercial costs is ratings. Generally speaking, higher-rated
programs command higher prices. Because prices and ratings go hand in hand,
the accurate measurement of program audience size—the basis on which ratings
are determined—is a critically important, multimillion-dollar industry. Adver-
tising researchers continually seek ways to measure more accurately the size of TV
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program audiences. In the following discussion we will distinguish network
(national) and local audience measurement. Inherent in this distinction is whether
audience-size data are collected via electronic technology (so-called people
meters) or with paper diaries.

National (Network) Audience Measurement: 
Nielsen’s People Meter Technology
The people meter, by Nielsen Media Research, represents perhaps the most impor-
tant (and controversial!) research innovation since the advent of television audi-
ence measurement.51 Nielsen uses the people meter technology by outfitting a
national sample of households with TV set–top boxes that require consumers to
punch a button to record their viewing. Only 5,100 households (of 109.6 million
TV households in the United States as of 2004) are currently included in Nielsen’s
sample, though this is expected to increase to 10,000 households by 2006. The box
has eight buttons for family members and two additional buttons for visitors (see
Figure 14.4). A family member (or visitor) is requested to push his or her desig-
nated numerical button each time he or she selects a particular program. The
meter automatically records which programs are being watched, which family
members are in attendance, and how many households are watching. These data
are then statistically extrapolated to all households to arrive at estimates of each
program’s ratings on a given occasion, such as American Idol on a particular
Tuesday. Information from each household’s people meter is fed daily into a cen-
tral computer via telephone lines, although typically only about 80 percent of the
5,100 households actually transmit data to Nielsen.52 This viewing information is
then combined with each household’s demographic profile to provide a single
source of data about audience size and composition.

You might be wondering, why would anyone take the time to push a button
on every occasion they sit down to watch TV? In actuality, it is likely that some
portion of the participating households and household members are not espe-
cially faithful in pushing their button(s) to identify they are viewing TV. However,
because Nielsen compensates participating households—up to $600 for a two-
year period—many participants feel obligated to perform the task for which they
are being paid, albeit modestly.

People meters likely are here to stay in one form or another, and probably so is
the controversy surrounding their use. The major networks, which pay Nielsen
more than $10 million annually for its data, are growing increasingly critical of
Nielsen’s data. They claim that Nielsen undercounts major segments of the popu-
lation, especially young people and viewers watching TV outside the home.

Local Audience Measurement: Nielsen’s Diary Panels
The 5,100 households (soon to be 10,000) on which Nielsen’s network audience
measurement is based are scattered around the United States. For example, in the

city where I am located (Columbia, South Carolina—a metropol-
itan area with over 500,000 residents and one of the top-100 TV
markets in the United States), there may be only 50 or fewer
households that are included in Nielsen’s national sample.
Obviously, there are many more households represented in
much larger markets (New York City, Los Angeles, Chicago,
etc.), but fewer in smaller markets. Considering just Columbia,
South Carolina, for illustration, it should be obvious that the 50
or so households included as part of Nielsen’s national people
meter sample are far too few to draw statistically reliable esti-
mates of TV viewing in the Columbia market.

Given this statistical fact, Nielsen has used an alternative
data collection procedure for estimating TV program ratings in
local markets. In particular, Nielsen has since the 1950s used
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paper diaries to collect information regarding audience viewing habits and the
composition of households that view particular programs. Paper diaries of TV
viewing behavior are filled out by a sample of 375,000 households from local mar-
kets throughout the United States. Each of these households completes a 20-page
diary four times a year—February, May, July, and November, which are the
months of the year known in the TV industry as “sweep” periods. Randomly
selected households in 210 markets throughout the United States fill out the
diaries. The diaries are delineated for each day of the week into 15-minute chunks.
Participating households identify which household member(s) watch which TV
programs during each 15-minute chunk.53 You might be thinking, who would take
the time to faithfully record their viewing behavior? Needless to say, this meas-
urement system is imperfect because some participating households do not per-
form a careful job in recording who watched what. Further, over 10 percent of
households return diaries with substantial sections blank or containing impos-
sible-to-read entries due to illegible handwriting.

Local Audience Measurement: 
Nielsen’s Local People Meters
It is for these reasons that the TV industry has insisted on a superior method of
measuring viewing behavior in local markets. Enter the local people meter tech-
nology. Local people meters (LPMs) are the same devices used by Nielsen for its
national audience measurement. Compared to paper diaries, which collect crucial
viewing and demographic information only during the four sweep months, LPMs
provide media buyers with daily feedback about audience size and composition
for particular programs.

At the time of this writing, the LPM procedure is being tested in the Boston
market and soon will be introduced in 10 major markets throughout the United
States. These 10 markets—Boston, Chicago, Los Angeles, New York, San Francisco,
Dallas–Fort Worth, Detroit, Philadelphia, Washington DC, and Atlanta—represent
approximately 30 percent of all TV households in the United States.

Measuring Away-from-Home Viewers (and Listeners)
As noted earlier in the context of Arbitron’s radio audience measurement service,
Arbitron and Nielsen are collaborating in an attempt to measure people’s radio
listening and TV viewing when they are away from home.54 Needless to say, much
radio listening and TV viewing occur outside the home. For example, millions of
college students listen to radios and watch TV in their dorms, but the traditional
Arbitron and Nielsen measuring systems do not include this group in their
samples. Likewise, people often consume radio and TV while at bars and restau-
rants; when they are exercising in gyms; while working in offices, stores, and fac-
tories; and so on. Yet the traditional Arbitron (radio) and Nielsen (TV) systems
miss these out-of-home listening and viewing experiences. Nielsen and Arbitron
are involved in a pilot project at the time of this writing to count away-from-home
listeners and viewers.

Testing began in Wilmington, Delaware, and then expanded to nearby Phila-
delphia. A sample of 1,500 people in Philadelphia carry portable people meters (PPMs)
that are about the size of a pager. These meters are capable of detecting inaudible
codes that are embedded in radio and TV programs and thus are able to track the
exact radio and TV programs that people have been exposed to, regardless of
the location of that exposure. Only time will tell whether the PPM technology is fea-
sible and economical, but most people in the advertising industry look forward to
the prospect of having more complete information about away-from-home listen-
ing and viewing to supplement the in-home audience measurements. Importantly,
in the Philadelphia testing only about 10 percent of households recruited to partici-
pate in the PPM test were willing to do so. This compares with typical acceptance
rates ranging from 30 to 40 percent for Nielsen’s in-home people meter procedure.55
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The Challengers Have Come and Gone
Nielsen is often criticized for its monopoly powers because it is the only major
service involved with estimating national and local TV audiences. It is interesting
to note that Arbitron, of radio-audience measurement fame, introduced a service
in the early 1990s called ScanAmerica to compete with Nielsen’s rating system.
However, within two years Arbitron discontinued the service due to lack of indus-
try support. Another company named Statistical Research Inc. worked on devel-
oping its own TV measurement system called SMART, standing for Systems for
Measuring and Reporting Television, but that company also discontinued the ini-
tiative due to lack of financial support. The challengers have come and gone.
Nielsen, with all its imperfections, is the sole basis on which TV audiences are
measured and program ratings (and thus advertising costs) are determined.

Summary

Excluding out-of-home advertising (covered in Chapter 8) and Internet advertis-
ing (covered in Chapter 15), there are four major media available to media plan-
ners: newspapers and magazines (print media), and radio and television
(broadcast media). Each medium has unique qualities with both strengths and
weaknesses. This chapter provides a detailed analysis of each medium.
Newspapers provide mass audience coverage and reach readers who are in the
appropriate mental frame to process messages. But newspapers suffer from high
clutter and limited selectivity, among other limitations. Magazines enable adver-
tisers to reach selective audiences and to present detailed information in an
involving manner. This medium lacks intrusiveness, however, and also experi-
ences considerable clutter. Radio also has the ability to reach segmented audiences
and is economical. Clutter and the lack of visuals are notable weaknesses. Finally,
television is an intrusive medium that is able to generate excitement, demonstrate
brands in use, and achieve impact. Television advertising suffers from clutter,
audience fractionalization, and high cost.

In addition to examining each medium’s strengths and limitations, the chapter
also examined how media space and time are purchased. Another major point of
focus was the measurement of audience size and composition for each medium.
Specific coverage included Mediamark Research Inc. and the Simmons Market
Research Bureau in the area of magazine measurement, the Arbitron service in the
case of radio audience measurement, and Nielsen Media Research on the matter
of measuring TV audiences. Detailed discussion of Nielsen’s people meter sys-
tem—including local people meters (LPMs) and portable people meters (PPMs)—
was provided along with mention of its historical paper diary method for
measuring local audiences.

Discussion Questions
1. What are the advantages and disadvantages of cable television advertising?

Why are more national advertisers turning to cable television as a viable
advertising medium?

2. Assume you are brand manager for a new product line of book bags designed
for college students. These bags come in each university’s school colors and
are imprinted with the school’s mascot. Assume you have five million dollars
to invest in a two-month magazine advertising campaign (July and August).
Which magazines would you choose for this campaign? Justify your choices.
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3. Assume you are a manufacturer of various jewelry items. Graduation rings for
high school students are among the most important items in your product line.
You are in the process of developing a media strategy aimed specifically at
high school students. With an annual budget of $10 million, what media and
specific vehicles would you use? How would you schedule the advertising
over time?

4. Examine a copy of the most recent Spot Radio Rates and Data available in your
library and compare the advertising rates for three or four of the radio stations
in your hometown or university community.

5. Pick your favorite clothing store in your university community (or home-
town), and justify the choice of one radio station that the clothing store should
select for its radio advertising. Do not feel constrained by what the clothing
store may be doing already; focus instead on what you think is most impor-
tant. Be certain to make explicit all criteria used in making your choice and all
radio stations considered.

6. Magazine A is read by 11,000,000 people and costs $52,000 for a full-page, four-
color advertisement. Magazine B reaches 15,000,000 readers and costs $68,000
for a full-page, four-color advertisement. Holding all other factors constant, in
which magazine would you choose to advertise and why?

7. Go online and see if you can locate a current (as of January of the present year)
rate card for your favorite magazine. Carefully study this rate card and sum-
marize your observations regarding price differentials for, say, black-and-
white ads versus four-color ads of the same page size. (If you can’t locate a rate
card for your favorite magazine, find one for your next favorite, and so on.)

8. Radio is the only major medium that is nonvisual. Is this a major disadvan-
tage? Thoroughly justify your response.

9. Will, in your opinion, portable digital-audio players (e.g., Apple’s iPod) even-
tually replace radio?

10. One marketer made the following assertion: “Infomercials are junk. I wouldn’t
waste my money advertising on this medium.” What is your response to her
contention?

11. Members of the advertising community often claim that people meters are
flawed. What are some of the reasons why people meters may not yield pre-
cise information about the number of households tuned into a specific televi-
sion program or provide accurate demographic information of the people who
actually do view a particular program?

12. Locate a recent SMRB or MRI publication in your library, and select a product
used by large numbers of consumers (soft drinks, cereal, candy bars, etc.). Pick
out the index numbers for the 18–24, 25–34, 35–44, 45–54, 55–64, and 65 and
older age categories. Show how the index numbers were calculated. Also,
identify some magazines that would be especially suitable for advertising to
the heavy users of your selected product category.

13. With the following data, fill in the empty blanks:

Total A B C D
Age Range ’000 ’000 % Down % Across Index

All Adults 169,557 49,639 100.0 29.3 100
18–24 14,859 6,285
25–34 38,494 10,509

14. Based exclusively on the data in question 13, if you were an advertiser decid-
ing whether to advertise your brand just to people ages 18 to 24, just to the 25-
to-34 age group, or to both age groups, what would be your decision? Provide
a detailed rationale for your decision.

15. Why, in your opinion, is viewership of cable TV growing rather dramatically
at the expense of network TV?
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16. What effect, in your view, will personal video recorders (of the TiVo variety)
have on television advertising effectiveness, say, 10 years from now?

17. What are your thoughts about brand placements in TV programs? Do you find
these placements irritating or do you accept them as simply part of the pro-
gramming landscape? Do you think they influence your attitudes toward
advertised brands and purchase behavior?

18. Offer your thoughts about the likelihood that portable people meters (PPMs)
will serve to effectively track people’s listening and viewing behaviors when
they are away from home.
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ment represents a loss for another. The media envi-

ronment is generally of this nature: marketers’ increased

advertising expenditures on, say, television generally

result in their decreased spending in other media such

as magazines and radio. Today, the “800-pound gorilla”

in the media world is online advertising. Forrester

Research, an independent technology research company,

reports that in 2005 nearly half of all marketers

increased funding for online advertising while

decreasing spending in

traditional media such

as magazines,

newspapers, and

postal mail. Moreover,

Forrester Research forecasts

that by 2010 online advertising and promotional

spending will rival the combined spending allocated to

cable and satellite TV and radio.1

According to another survey of over 2,000 Web

users, consumers’ Internet usage continues to grow

at the expense of the traditional media: TV, radio,

magazines, and newspapers. Sixty-one percent of the

respondents to the survey indicated they now spend

more time on the Internet than they did the previous

year. Given the zero-sum character of time available for

media consumption, 36 percent of the respondents

indicated watching television less, 34 percent expend

less time reading magazines, 30 percent have reduced

You will recall from Chapter 14 that the traditional

advertising media include broadcast (television and

radio) and print media (magazines and newspapers).

Throughout most of the twentieth century, these

four media commanded the bulk of marketing

communicators’ advertising budgets. Magazines and

newspapers dominated through most of the first half

of the past century, but with radio’s advent as a broad-

cast medium in the early 1920s and television’s

ascendancy by the 1950s, a

major change in the

advertising landscape

had occurred. Though

newspaper advertising

remained a dominant adver-

tising medium into the 1980s, television continued

to capture an ever-growing portion of media expendi-

tures. It could be argued that television’s heyday as an

advertising medium has now passed with marketers’

unceasing endeavors to identify advertising outlets that

are less cluttered, more precise in targeting prospective

customers, and more economical. Television’s loss (along

with the ad revenue losses experienced by other major

media) is largely due to the arrival of the Internet as a

viable advertising medium. In short, the purveyors of

advertising media live in a zero sum world.

The concept of zero sum captures the idea that

any gain for one constituent in a competitive environ-

Marcom Challenge: In a Zero-Sum
Environment, Gains for Online Advertising 

Are Losses for Traditional Media

CHAPTER 15

Employing the Internet 
for Advertising



C H A P T E R  O B J E C T I V E S

1
Appreciate the magnitude, nature, and potential 

for Internet advertising.

2
Be familiar with the two key features of 

Internet advertising: individualization and interactivity.

3
Understand how Internet advertising differs 

from advertising in conventional mass-oriented
advertising media, as well as how the same fundamentals

apply to both general categories of ad media.

4
Understand the various forms of Internet advertising:
display ads, rich media, e-mail advertising, Web logs,

search engine advertising, and advertising 
via behavioral targeting.

5
Appreciate the importance of measuring 

Internet advertising effectiveness and the various 
metrics used for this purpose.

C
ourtesy, Forrester Research, Inc.

their newspaper reading, and 27 percent have cut their

radio listening.2

It is virtually axiomatic that marketers chase eyeballs

wherever they happen to be located and place their

advertising expenditures in those media where consumers

allocate their time. The statistics thus indicate that the

eyeballs are increasingly being devoted to consumption

of online media, and marketers, accordingly, are

allocating greater portions of their marcom budgets

to online media while reducing spending in the tradi-

tional media.
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Overview

The Internet performs a multifaceted marketing function, serving as a mechanism
for building demand, conducting transactions, filling orders, providing customer
service, and serving as a versatile advertising medium. However, this chapter is
not about e-commerce in general but rather is restricted to looking at the Internet
as a rapidly growing advertising medium. It is important to recognize that the
Internet’s exact role as an advertising medium is in a state of flux: new technolo-
gies are continually emerging, and marketers are experimenting with varied uses
of online advertising. This chapter’s objective is to present coverage of most
aspects of Internet advertising, hoping that students will fully appreciate the
changes occurring and the uncertainties of what exactly the future might bring.
Nonetheless, upon completing this chapter, you will have developed an apprecia-
tion of the scope and potential of the Internet as a viable advertising medium—a
medium that undoubtedly will continue to steal advertising dollars from the tra-
ditional ad media.

Traditional advertising media, such as those covered in the previous chapter
(television, radio, magazines, and newspaper), have served advertisers’ needs for
generations. In recent years, however, there have been increased efforts on the part
of advertisers and their agencies to locate new media that are less costly, less clut-
tered, and potentially more effective than the established media. Some observers
have gone so far as to claim that traditional advertising is on its deathbed.3 The con-
tention is that online advertising is superior to traditional media because it pro-
vides consumers with virtually full control over the commercial information they
choose to receive or avoid. The Internet is claimed to be a better communications
medium due to its versatility and superiority at targeting customers.4 Most agree,
however, that the Internet is nothing more than a potentially key element of IMC
programs and not a replacement for conventional media.5

Dating back only to 1994, the World Wide Web has become an important
medium for Internet advertising. Though at the time of this writing the Internet
commands less than 5 percent of advertising revenue in the United States, surveys
reveal that it accounts for about 14 percent of America’s media usage.6 As of 2004,
slightly over 150 million Americans were active Internet users.7 Online advertising
spending in the United States amounted to over $9.6 billion in 2004, and is esti-
mated to grow to $26 billion by 2010.8 Perhaps the most dramatic indicator of the
Internet’s growth as an advertising medium is the fact that advertising revenue
generated by search engine companies Google and Yahoo! virtually equaled in
2005 the combined prime-time ad revenues garnered by the big-three television
networks in the United States—ABC, CBS, and NBC.9

The Two i’s of the Internet: 
Individualization and Interactivity
Individualization and interactivity (the Internet’s two i’s) are key features of the
Internet and of advertising in that medium.10 Individualization refers to the fact that
the Internet user has control over the flow of information. This feature leads, in
turn, to the ability to target advertisements and promotions that are relevant to the
consumer. Interactivity, which is intertwined with individualization, allows for
users to select the information they perceive as relevant and for brand managers
to build relationships with customers via two-way communication. We now elab-
orate on the importance of the Internet’s interactivity feature.

Traditional advertising media vary in the degree to which they are able to gen-
erate mental activity from consumers. Nonetheless, all these media engage the



consumer in a relatively passive fashion: the consumer listens to or sees informa-
tion about the advertised brand, but he or she has limited control over the amount
or rate of information received. What you see (or hear) is what you get. There is
action but no interaction. Whereas action involves a flow in one direction (from
advertiser to consumer), interaction entails reciprocal behavior. This idea of reci-
procity generally defines the nature of interactive media.

Interactive advertising enables the user (who no longer is a “receiver” in the
traditional, passive model of communications) to control the amount or rate of infor-
mation that he or she wishes to acquire from a commercial message. The user can
choose to devote one second or 15 minutes to a message. He or she is, for all
intents and purposes, involved in a “conversation” with the commercial message
at a subvocal level. A request for additional information occurs with the push of a
button, the touch of a screen, or the click of a mouse. In all instances, the user and
source of commercial information are engaged in a give-and-take exchange of
information—communications intercourse rather than mere transmission and
reception. By analogy, a North American football quarterback and receivers are
somewhat equivalent to the traditional media: the quarterback throws the ball,
and the receivers attempt to catch it. Comparatively, in British rugby, players
toss the ball back and forth as they advance downfield—each player both
passes and receives; their relation is analogous to the give-and-take reciprocity
that defines interactive advertising.11

The Internet is undeniably a more interactive advertising medium than most.
Nonetheless, it is important to note that the Internet as a medium for advertising
is not homogeneous; rather, there are a variety of different forms of online adver-
tising. These range from e-mail and banner advertisements, which typically offer
relatively little opportunity or desire for interaction, to ads encountered when one
actively searches a product category or topic (referred to as search engine ads that
appear as sponsored links when one conducts, say, a Google search), which gener-
ate more interaction.

The Internet Compared with 
Other Ad Media
In the early days of the World Wide Web (roughly from 1994 to 1999), many busi-
nesspeople thought the Internet would be an advertising panacea—a means of
reaching millions of customers worldwide with ad messages in a way that would
allow for greater accountability than would traditional media. The assumption
was that people would be interested in receiving Internet ads and that the adver-
tising would be effective in creating brand awareness, influencing attitudes and
purchase intentions, and driving sales. The notion that the Internet was dramati-
cally different from conventional ad media was as simplistic as the corresponding
idea of a “new economy” that assumed that dot-com companies played under
rules different from the conventional microeconomic principles that for genera-
tions have explained the requirements for success in the “old economy.”

As covered in the previous chapter, each of the major advertising media has its
unique set of advantages and disadvantages. Each ad medium is capable of achiev-
ing particular advertising objectives at a cost to the advertiser. In planning for and
selecting a single advertising medium or, more likely, a portfolio of integrated
media, the advertiser’s objective is to achieve against the target market necessary
objectives for the brand as inexpensively as possible. (Recall our mantra presented
initially in Chapter 1: all marketing communications should be (1) directed to a
particular target market, (2) clearly positioned, (3) created to achieve a specific objec-
tive, and (4) undertaken to accomplish the objective within budget constraint.)
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JOB OUTLOOK
Familiarity with word process-
ing and database applications
also is important for many posi-
tions. Computer skills are vital
because marketing, productpromotion, and advertising on

the Internet are increasinglycommon. (OccupationalOutlook Handbook, 2004–05Edition, U.S. DOL, http://www.bls.gov/oco/home.htm)



From the discussion in the previous chapter, it should be obvious that no
advertising medium is perfect for all purposes. The Internet is no exception, con-
trary to the early hype. It can be argued, in fact, that the Internet’s interactivity fea-
ture may represent a disadvantage rather than an advantage. According to this
argument, the Internet user is in a “leaning forward” mind-set compared with,
say, the TV viewer who is “leaning back.” In other words, whereas the TV viewer
is casually watching TV programs and advertisements in a relaxed mood (leaning
back, so to speak), the Internet user is goal driven and on a mission to obtain infor-
mation (leaning forward). In this mind-set, banner ads, pop-ups, and unsolicited
e-mail messages simply represent an interruption, an obstacle to the user’s pri-
mary mission for connecting to the Internet.12 Advertisements seen while in a
leaning-forward mission mind-set are actively avoided and thus can have little
possible effect, beyond perhaps mere brand identification. Of course, Internet
advertising comes in several forms and generalizations such as these are not nec-
essarily appropriate to all. We direct our attention now to the various forms of
Internet ads and their unique characteristics.

Internet Advertising Formats
Internet advertisers use a variety of advertising formats. Table 15.1 lists the vari-
ous forms of Internet advertising that are described in this chapter. The largest
form of online advertising—paid search, or search engine advertising—com-
mands about 40 percent of all Internet advertising. Other forms of online advertis-
ing are much smaller in terms of revenue generated. The following presentation
provides a current treatment of online advertising formats. It is important to
appreciate, however, that any sweeping and definitive claims would be mislead-
ing, because Internet advertising is so new, with a history dating back slightly
more than a decade. Imagine, by comparison, the futility in the mid-1950s of pro-
viding a definitive treatment about the nature and effectiveness of TV advertising.
Only with time have we come to know how TV advertising performs and what its
strengths and limitations are. Similarly, more time is needed before conclusive
statements are possible about online advertising.
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• Web Sites
• Display or Banner Ads
• Rich Media Formats

• Pop-Ups
• Interstitials
• Superstitials
• Video Ads

• Web Logs
• Blogs
• Podcasts

• E-mail
• Opt-in Versus Spam
• E-zines
• Wireless E-mail Advertising
• Mobile Phones and Text Messaging

• Search Engine Advertising
• Keyword-Matching Advertising
• Content-Targeted Advertising

• Advertising via Behavioral Targeting

Table 15.1

Internet Advertising Formats
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Courtesy, LUCASFILM LTD.

Web Sites

Before discussing specific online advertising formats, it will be useful to briefly dis-
cuss Web sites. On the one hand, a company’s Web site is itself an advertisement
for the company. However, beyond being a form of advertising, Web sites represent
a venue for generating and transacting exchanges between organizations and their
customers. Web sites can be considered the centerpiece of companies’ online adver-
tising efforts, with other advertising formats (e.g., banners, e-mail, and paid
searches) simply serving to drive traffic to their Web sites. Hence, Web sites are key
to successfully integrated online advertising programs. It serves little utility to
drive prospects to a bad Web site—that is, one that is difficult to navigate, provides
little useful information, is unattractive, or fails to offer entertainment value.

The Web site for a brand is an invaluable advertising medium for conveying
information about the brand, its character, and its promotional offerings. Perhaps
the major difference between Web sites and other online ad formats is that users
seek out Web sites in a goal-oriented fashion (e.g., to learn more about a company or
brand, to play a game, or to register for a contest), whereas the other online formats
typically are “stumbled upon accidentally.”13 Research has shown, for example, that



half of all new-vehicle buyers visit Web sites prior to going to automobile dealer-
ships; moreover, people who visit these Web sites spend, on average, about five
hours online shopping for new vehicles.14

The advertising value of a Web site is well documented in a recent study that
found that site visitations for newly released movies play a prominent role in pre-
dicting box office performance. Specifically, the greater the number of unique (not
repeat) visits to a new movie’s Web site, the more people actually see the movie in
a cinema.15

A small-town retailer was fond of saying that “merchandise well displayed is
half sold,” implying, of course, that attractively displayed items capture the shop-
per’s attention and invite purchase.16 The same advice applies to Web-site construc-
tion: attractive and user-friendly sites invite usage and revisits. Research on the
“look” of Web pages is in its infancy, but there is some tentative evidence that Web
pages designed with relatively simple backgrounds (i.e., without a lot of color and
animation) might be better liked than more complex pages. In a study using a state
lottery as the focal Web site, it was learned that the most complex background pro-
duced the least favorable attitudes toward the advertised service and the weakest
purchase intentions.17 It would be foolhardy to generalize this finding to other
products, but it does suggest that too many bells and whistles in a Web site may
serve to distract attention away from the key message arguments on which
involved consumers form their attitudes toward advertised products and services.

Because consumers visit Web sites with the objective of acquiring useful infor-
mation or being entertained, it follows that Web sites are of most value when they
fulfill consumers’ goal-seeking needs by providing useful information rather than
attempting to dazzle with excessive graphic cleverness. The architect’s advice that
“form follows function” certainly applies to the Web site as an online advertising
tool. It has been demonstrated, for example, that the background color of a Web
page affects the perceived speed of a download. That is, more relaxing colors
(such as blue and green) are perceived to download more quickly than exciting
colors (such as red and yellow).18

Display or Banner Ads

The most popular advertising format in the Internet’s short advertising history has
been the static advertisement known as a display, or banner, ad. This format can be
considered analogous to a static print ad in a magazine or newspaper. Banner ads
are a staple of Internet advertising. These are typically small, static ads placed in
frequently visited Web sites. Banner ads on the Internet are ubiquitous. Click-
through rates (CTRs) to banner ads are very low, averaging less than 0.3 percent.
Banner ads for B2B companies receive somewhat higher CTRs than do those for
B2C companies.19 In other words, online users pay attention and solicit information
from only a small percentage of all the Internet banner ads to which they are
exposed. (Remember, exposure is necessary for but not equivalent to attention.
Exposure merely indicates that the consumer has had a chance to see an advertise-
ment.) Although the mere exposure to a banner ad can have some value in enhanc-
ing brand awareness, the low CTRs largely reduce the effectiveness of banner ads
much beyond being noticed.

Research has found that CTRs are a function of brand familiarity, with brands
that consumers know best receiving substantially higher CTRs than unfamiliar
brands.20 Importantly, but not particularly surprisingly, this same research
revealed that CTRs decrease with multiple exposures to banner ads for familiar
brands, whereas the rates increase with more exposures to ads for unfamiliar
brands. New and relatively unknown brands thus need to produce a banner-ad
media schedule that allows for multiple exposures. Established brands, on the

444 Part 4: Advertising Management



other hand, may not experience increased CTRs with multiple exposures. This,
however, does not necessarily imply that established brands do not benefit from
banner advertising. On the contrary, such brands may achieve increasing levels of
brand awareness—culminating in top-of-mind awareness, or TOMA, even though
consumers choose not to click through to the brand’s Web site. (The student may
recall the discussion of brand awareness back in Chapter 2, where a brand aware-
ness pyramid portrayed a progression from brand unawareness, to brand recogni-
tion, to brand recall, and, ideally, ultimately to TOMA.) Banner advertising, along
with other communications elements in an IMC program, can serve to facilitate
increasing levels of brand awareness and thus enhance brand equity.

Because CTRs are trivially small, online advertisers have turned to new tech-
nology and larger ad sizes to grab the online surfer’s attention. Many of these
changes and the standardization of banner sizes have been facilitated by the efforts
of the Internet Advertising Bureau (IAB), a trade association that is a leader in the
Internet advertising industry. The IAB endorsed seven new Internet ad formats,
labeled Internet marketing units (IMUs). These seven new IMUs compare with the
earlier full banner, the size of which was 468 x 60 pixels (28,080 square pixels).

Table 15.2 contrasts the new IMUs against this original full banner. This table
makes it clear that the new IMUs are generally considerably larger than the origi-
nal full banner ad. It is likely that the larger ad sizes increase attention and thus
CTRs. A study conducted by a research firm for the IAB determined that the sky-
scraper and large rectangle IMUs were more than three to six times as effective in
increasing brand awareness and favorable message associations as the 468 x 60
standard banner IMU.21

In addition to increasing the size and differentiating the shapes of banner ads,
Internet advertisers, like the savvy conventional advertisers who preceded them,
have turned increasingly to customer targeting as a means of increasing CTRs and
achieving their objectives for brand equity enhancement.22 With improved track-
ing technology, it has become possible to determine more about Internet surfers’
consumer behavior and then to tailor the specific banner ads that surfers are
exposed to. This is accomplished with electronic files (called cookies) that track
users’ online behavior. The following quote illustrates how cookies enable
Internet advertisers to direct ads that are compatible with Internet users’ product-
usage interests:

If a golfer clicks on an ad for a golf magazine, that click is recorded. The next time our golf-
loving Web surfer goes online, an ad server detects him or her, finds a golf banner and
serves it up. By isolating that user, Internet ad companies can sell targeted golf-related
advertising. The user doesn’t have to go back to the same site to get the targeted ad, either.
The ad-server companies [e.g., DoubleClick, 24/7 Media, Engage Technologies] sign up
hundreds of client Web sites onto their ad networks, which enables the ad servers to follow
users from Web site to Web site.23
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Type and Size Size Differential
of IMU (pixel size) Square Pixels Versus Full Banner

Full Banner (468 × 60) 28,800
Skyscraper (120 × 600) 72,000 156%
Wide Skyscraper (160 × 600) 96,000 242
Rectangle (180 × 150) 27,000 –4
Medium Rectangle (300 × 250) 75,000 167
Large Rectangle (336 × 280) 94,080 235
Vertical Rectangle (240 × 400) 96,000 242
Square Pop-Up (250 × 250) 62,500 123

Table 15.2

Types and Sizes of Internet
Marketing Units (IMUs)



DoubleClick, one of the more prominent Internet companies, has over 100 mil-
lion user profiles that advertisers can use for targeting their ads. These profiles are
created when users register for something online or make online purchases. Often
a profile contains detailed demographic information, including the profiled user’s
age, gender, and income. Needless to say, these user profiles represent a mar-
velous advertising tool, and, at the same time, create the potential for invasion of
users’ privacy.24 In an Internet advertising variation on the well-known principle
of physics that for every action there is an equally strong and opposing reaction,
many consumers avoid Web ads by downloading ad-blocking software. Of
course, nothing in life comes for free. Consumers receive free television program-
ming because advertisers subsidize this freedom. Likewise, if ad-killing software
becomes widely used, Internet users may have to pay for the Web content that we
presently enjoy at no cost.

Rich Media: Pop-Ups, Interstitials,
Superstitials, and Video Ads

It was only a matter of time before Internet advertisers began using online formats
that were more dynamic than banners in their use of motion, sights, and sounds.
This newer form of online advertising is referred to as rich media, and includes
pop-up ads, interstitials, superstitials, and now even video advertisements. There
has been a natural progression, in other words, from the relatively dull and inani-
mate form of banner advertising to the attention-gaining, albeit annoying, ani-
mated form of online advertising. These rich media formats might even be
compared to the low-budget ads on cable TV that use fast-talking salespeople, ele-
vated noise levels, and dynamic movements to gain viewers’ attention.

Let us briefly distinguish rich media formats. Pop-ups are ads that appear in a
separate window that materializes on the screen seemingly out of nowhere while
a selected Web page is loading. Interstitials—based on the word interstitial, which
describes the space that intervenes between things—are, by comparison, ads that
appear between (rather than within, as is the case with pop-ups) two content Web
pages. In short, both pop-up ads and interstitials are obtrusive, but in different
ways. The difference between pop-ups and interstitials is more than trite, as
described compellingly in this quote:

First, unlike pop-ups, interstitials do not interrupt the user’s interactive experience
because they tend to run while the user waits for a page to download. Users, however, have
less control over interstitials because there is no “exit” option to stop or delete an intersti-
tial, which is common among pop-ups. In other words, with interstitials, users have to
wait until the entire ad has run.25

Superstitials are short, animated ads that play over or on top of a Web page.
Finally, online video ads, also referred to as streaming video, are audio-video ads
that are similar to standard 30-second TV commercials but are often shortened to
10 or 15 seconds and compressed into manageable file sizes. With more house-
holds having access to broadband connection to the Internet, video ads are now
feasible—unlike with dial-up connection, which was much too slow in download-
ing audio-video files.

Pop-up ads, interstitials, and superstitials, though often a source of irritation,
are effective attention getters. Internet advertisers, like advertisers in all other
media, have to fight through the clutter to find ways to attract and hold the online
user’s attention. Bigger ads, ads popping up, and ads that offer sounds, anima-
tion, and movement are just some of the ways that have been devised to accom-
plish these objectives. These formats are more eye-catching and memorable than
are standard (i.e., static) banner ads and yield higher CTRs.
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However, in their effort to gain attention, rich media advertising formats also
create great levels of annoyance among Internet users. One study determined that
whereas only about 10 percent of respondents indicate they are “very annoyed”
with TV ads, over 80 percent of these respondents revealed considerable annoy-
ance with pop-ups.26 Advertisers have accordingly cut back in their use of pop-up
ads, though interstitials, superstitials, and video ads are widely used.

Web Logs

You may recall that the topic of Web logs, or blogs, was introduced in Chapter 7
when discussing the role of the Internet in creating buzz and disseminating word-
of-mouth information. Brief additional discussion will be provided in this section.
It was estimated as of early 2005 that 31.6 million hosted blogs had been created
on services such as Blogger, BlogSpot, LiveJournal, Xanga, and MSN Spaces. The
number of hosted blogs is expected to grow to over 50 million by the end of 2005.27

Upwards of 40 thousand new blogs appear daily!28

Blogs are, in a manner of speaking, “everyman’s” way of communicating with
others and establishing digital communities wherein individuals, mostly of like
mind, can exchange their views on issues of personal relevance. It is in this context
that products and brands are sometimes discussed. It is here where companies can
endeavor to further enhance the equity of their brands and perhaps even to gener-
ate additional business. The importance of blogs to businesses has been stated in a
direct and convincing fashion in the pages of BusinessWeek magazine:

Go ahead and bellyache about blogs. But you cannot afford to close your eyes to them,
because they’re simply the most explosive outbreak in the information world since the
Internet itself. And they’re going to shake up just about every business—including yours.
It doesn’t matter whether you’re shipping paper clips, pork bellies, or videos of Britney in
a bikini, blogs are a phenomenon that you cannot ignore, postpone, or delegate. Given the
changes barreling down upon us, blogs are not a business elective. They’re a prerequisite.29

It is likely that small businesses may benefit most from blogging, in large part
due to the fact that blogs published by small businesses may better connect with
prospective customers on an intellectual or emotional level and also appear less
commercial and thus more credible. Much of the appeal of blogs is that a company
can communicate directly with prospective customers, who in turn can become
active communicators through their own posted comments. The interactive fea-
ture of the Internet that was described at the beginning of the chap-
ter is perhaps realized better by blogs than any other form of online
advertising.

Blogs as an Advertising Format
Brand marketers can develop their own blogs or simply place adver-
tisements on blogs that are appropriate for the advertiser’s brand. For
example, Google offers a service that enables small ads to be placed
on blog sites. Only after a blog visitor clicks on the ad is revenue
generated. Advertisers can turn to Blogads (http://blogads.com),
which is a network of bloggers who accept advertising; the network
matches advertisers with appropriate blogs at which to place their
advertisements. Advertisers purchase ads through Blogads on a
weekly or monthly basis at a cost ranging from $10 up to $3,000 for
highly popular blogs.30

Though the numbers indicate that blogging is growing at an epi-
demic rate, this does not necessarily mean that blogs represent a
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viable advertising medium. The value of blogs to their producers and consumers
is the community created and the opportunity for a free and honest exchange of
ideas. Because advertising is often perceived as less than fully objective and is
seen by many as an intrusion, the purpose for producing and consuming blogs
may be antithetical with using blogs as an advertising vehicle. In short, it is doubt-
ful that blogs represent a major advertising opportunity.

The Special Case of Podcasting
Whereas traditional blogs are written documents, podcasting is an audio version of
blogging. Podcasts, which are derived from the name iPod, are MP3 audio files
that are available for free online and are accompanied by written blogs.
Podcasting is a way of publishing sound files to the Internet, allowing users to
subscribe to a feed and receive new audio files automatically. In effect, podcasters
self-produce radio-type programs. Consumers subscribe to podcasts using a spe-
cial form of so-called aggregator software that periodically checks for and down-
loads new content, which then is playable on computers and digital audio players.
KarmaBanque, for example, is a podcast that provides a unique view on business
and financial matters. Podcasting enables advertisers the opportunity to target
messages to consumers who share similar lifestyle characteristics as revealed by
their self-selection to particular podcasts.31 For further reading about podcasting,
go online to Podcasting Avenue (http://podcasters.blogspot.com).

E-mail Advertising

The primary reason many people use the Internet is to send and receive e-mail
messages. With millions of people online and the numbers substantially increas-
ing each year, it is little wonder that marketing communicators have turned to e-
mail as a viable advertising medium. E-mail advertising is simply the use of the
Internet for sending commercial messages. However, as with any other advertis-
ing medium, there is no such thing as a single type of e-mail message; rather, e-
mail messages appear in many forms, ranging from pure-text documents to more
sophisticated versions that use all the audio-video powers of the Internet.
Oftentimes firms send e-mail messages and encourage recipients to pass along the
messages to their personal distribution list of other people. See the Global Focus
insert for an application of e-mail advertising designed to build buzz.

Expenditures on e-mail advertising in the United States amounted to slightly
less than $300 million in 2005, which is dramatically less than what was predicted
only a few years ago.32 The fact of the matter is that the bloom is off the e-mail
advertising rose. Seen at one time as a substitute for postal mail and telemarketing,
e-mail is not nearly as effective as originally expected because many marketers
have simply “spoiled the commons.” This expression, in the event you don’t
remember it from a basic economics course (also termed the tragedy of the commons),
refers to the excessive and damaging use of what effectively amounts to a free
resource. Common grazing land for cattle represents the classic case of spoiling the
commons. Imagine a situation where a large field is available for all farmers in a
community to feed their cattle. All is well as long as not too many animals graze the
field and the grass can naturally replace itself at a rate faster than it is consumed.
But if there are too many cattle grazing the field, the grass can’t recover rapidly
enough and in the long term the field may become bare—certainly unable to sup-
port the number of cattle grazing it. In short, the commons have been spoiled.

This, unfortunately, has been the case with e-mail advertising. Too many mes-
sages are sent, and too many represent spam, or junk mail, rather than messages
received from companies for whom the recipient has some interest. Indeed, it is
estimated that approximately two-thirds of all commercial e-mail messages repre-
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sent spam.33 Unspoiling the e-mail advertising commons is possible only by gain-
ing recipients’ permission to send them e-mail ads.

Opt-In E-mailing Versus Spam
Opt-in e-mailing is the practice of marketers asking for and receiving consumers’
permission to send them messages on particular topics. The consumer has agreed,
or opted-in, to receive messages on topics of interest rather than receiving mes-
sages that are unsolicited. Imagine, for example, that a hypothetical consumer is
interested in purchasing a digital camera and visits a Web site that appeared when
she conducted a Google search for “digital cameras.” While logged into this Web
site, which was quite informative, she received a query that asked whether she
would be interested in receiving more information about photographic equip-
ment. She replied, “Yes,” and provided her e-mail address as well as other infor-
mation. The Web site electronically recorded her “permission granted” and,
unknown to the unsuspecting shopper, sold her name and e-mail address to a bro-
ker that specializes in compiling lists. This list broker, in turn, sold her name and
e-mail address to companies that market photographic equipment and supplies.
Our hypothetical Internet user’s name and e-mail address eventually appeared on
a variety of lists, and she received regular e-mail messages for photographic
equipment and supplies.

In theory, opt-in e-mailing serves both the marketer’s and the consumer’s
interests. However, frequency and quantity of e-mail messages can become intru-
sive as more and more companies have access to your name and areas of interest.
Consumers feel especially violated when the e-mail messages deal with topics
that are tangential to their primary interests. For example, when granting the orig-
inal Web site permission to send photography-related messages, our unsuspecting
consumer may have been interested only in information about digital cameras,
when in fact she subsequently was bombarded with messages involving more
aspects of photography and more photography products than she ever could have
imagined. She knew not what she had opted for—some of the information
received was relevant, most was not.

Café con Leche, 
which is a mixture of coffee 

with milk, is marketed by Nescafé in Argentina and
some other countries. Given a very small budget for marketing the
brand in Argentina, it was necessary for Nescafé to come up with
a clever marcom strategy. The plan devised involved the use of
e-mails to create brand buzz. (Recall that
Chapter 7 discussed buzz building in
some detail.) Users of Café con
Leche who were known to be
technology savvy and frequent
forwarders of e-mail messages were
recruited. The request made of these men
and women, all in the 25-to-45 age group, was to pass
along a commercial message for Café con Leche to at least
15 other people. The spot focused on two young women who
were preparing an iced coffee with Café con Leche. Also included
was a link to a Web site containing a virtual kitchen. Visitors to
the site could click on ingredients located in cupboards and a
refrigerator while following recipes to create coffee shakes with ice
cream and to mix Café con Leche with rum or other ingredients.

The intent, of course, was to increase user involvement with the
brand and to demonstrate its variety of uses.

Within only a month of the launch of the campaign, the e-mail
message was forwarded 100,000 times. Moreover, upwards of
20 percent of visitors to the Web site responded to a survey by
providing information about the brand and its uses. Beyond this
specific application, which was unique at the time for Argentina,

one may question why anyone would be will-
ing to forward e-mail messages to other

people. The fact is that all Internet
users receive e-mails that encourage
us to pass them along to others.

Why are people willing to pass mes-
sages along? Research has determined that

the major motives for passing e-mail messages along
are because people enjoy doing so and find it entertaining and
possibly of help to others.

SOURCES: Charles Newbery, “Nescafé Builds Buzz Via Viral E-Mail Effort,”
Advertising Age, May 2, 2005, 24; Joseph E. Phelps, Regina Lewis, Lynne Mobilio,
David Perry, and Niranjan Raman, “Viral Marketing or Electronic Word-of-Mouth
Advertising: Examining Consumer Responses and Motivations to Pass Along
Email,” Journal of Advertising Research 44 (December 2004), 333–348.

Nescafé’s Viral E-mail Effort 
in Argentina
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Although this example may appear to cast a negative evaluation of opt-in
e-mail, the fact remains that advertisers who send messages to individuals whose
interests are known, if only somewhat broadly, increase their odds of providing
consumers with relevant information. Moreover, sophisticated marketers are
using a more detailed opt-in procedure so they can better serve both their own
needs for accurate targeting and consumers’ needs for relevant information. For
example, a consumer might say, “Send me information about men’s clothes; but I
don’t have any kids, so don’t send me anything about kids’ clothiers. And I want
to hear from you only once a month.”34

Compare this with the practice of sending unsolicited e-mail messages, a prac-
tice pejoratively referred to as spam. As you may know, Spam is a brand of canned,
processed meat that people love to joke about. For whatever reason, Internet users
and pundits began using the word spam in reference to unsolicited and unwanted
commercial e-mail messages. Such messages offer little prospect that recipients
will do much more than click on and then rapidly click off these unsolicited mes-
sages. It could be argued that spam at least has a chance of influencing brand
awareness, perhaps much like may happen when the consumer is perusing a mag-
azine and unintentionally comes across an ad for a product in which he or she has
little interest. However, whereas the consumer expects to see ads in magazines
and realizes that this is part of the “cost of entry,” the consumer does not, at least
at the present time, expect to receive unsolicited e-mail messages. Hence, any
brand awareness gain a marketer might obtain from e-mailing unsolicited mes-
sages is likely to be offset by the negative reaction consumers have to this form of
advertising.

Anti-spam legislation under the rubric CAN-SPAM has been passed in the
United States, and regulations against unsolicited e-mail are even more stringent
in Europe. The spam problem represents a bothersome intrusion for consumers
and also presents an economic cost to legitimate marketers that use commercial
e-mail messages as an honest way of conducting business. In an effort to curtail
spamming, the Federal Trade Commission has recommended to Congress a
rewards program that pays anywhere from $100,000 to $250,000 as incentives for
people to turn in spammers.35

Phishing
Perhaps even more troubling than spam is a related illegal e-mailing practice
known as phishing. Phishing takes place when criminals send e-mail messages
appearing to be from legitimate corporations and direct recipients to phony Web
sites that are designed to look like companies’ actual Web sites. These phony Web
sites attempt to extract personal data from people such as their credit card and
ATM numbers. Pronounced like fishing, the practice of phishing has the same
intent—to cast line with hopes of hooking some suckers. Not only are consumers
injured when their identities are stolen, but brand equity also suffers when thieves
masquerade as legitimate businesses.

E-mail Magazines (E-zines)
A growing form of e-mail advertising known as e-zines, or sponsored e-mail, is the
distribution of free magazine-like publications. E-zines typically are distributed
on a local rather than national basis, and are available in most major U.S. cities.
These publications tend to focus on trendy issues such as entertainment, fashion,
and food and beverages. Most e-zines include a relatively small number of ads
that link readers to the Web sites of stores and brands. In order to boost the credi-
bility of their publications, e-zine editors clearly identify advertisements and
avoid mentioning advertisers’ products in editorial copy.36 E-zines enable adver-
tisers to reach highly targeted audiences and to deliver credible advertising mes-
sages that are clearly designated as such.
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The Special Case of Wireless E-mail Advertising
Laptops with wireless modems, personal digital assistants, cellular phones, and
pagers are invaluable tools for millions of businesspeople and consumers around
the globe. These mobile appliances enable people to remain connected to the Web
without being tethered to a wired laptop or desktop PC. Needless to say, advertis-
ers would like to reach businesspeople and consumers on their wireless devices
just as much as they covet contacting them when they are electronically wired into
the Internet. This section discusses the nature and future of wireless advertising.
Because wireless advertising is in its infancy, the following comments are neces-
sarily somewhat speculative.

The growth of wireless advertising was made possible with the advent of wire-
less fidelity technology, commonly referred to as Wi-Fi. Wi-Fi is a technology that
enables computers and other wireless devices such as cell phones to connect to the
Internet via low-power radio signals instead of cables. Hence, users can have
Internet access at base stations, or so-called hotspots, that are Wi-Fi equipped.

Companies that advertise via the Internet will have greater access to millions
of consumers who, before wireless-enabled Internet access, could be reached only
in their homes or offices at times separated from the occasion during which con-
sumers were actually in the marketplace to make product and brand selections.
Now consumers can be contacted at or close to the point of purchase where adver-
tising can have greater impact in influencing brand choice. For example, it is one
thing to receive an advertising message at home late at night several days prior to,
say, going to the mall to casually shop. That advertising received in advance of the
shopping trip may be forgotten prior to making product and brand choices.
Comparatively, imagine sitting in a mall at a comfortable bench surfing the Web
wirelessly and being exposed to an ad announcing a sale at a store located only
100 yards away. This advertising is likely to be substantially more effective than
that received at a time and point separated from the buying decision. Wi-Fi has a
huge future as an advertising medium for contacting business customers and
everyday consumers.

Locating Hotspots
A challenge for Internet users is to locate hotspots where wireless Internet connec-
tion is possible. Now available are small and inexpensive Wi-Fi finders that facili-
tate locating hotspots. For example, a product called WiFi Seeker requires users to
simply push a button and a light sweeping past four bars indicates when a Wi-Fi
signal is detected. The WiFi Seeker also is useful for identifying the best place in a
home or business for locating a base station.37 Some cities such as Philadelphia
have installed citywide Wi-Fi technology enabling Internet access virtually any-
where. Companies have developed inexpensive portable devices that make it pos-
sible for users to set up temporary Wi-Fi networks at locations of their choice.
These devices (e.g., Apple Computer’s AirPort Express) simply require that one
have access to a high-speed Internet connection such as a DSL line; then by plug-
ging the device into the connecting line a hotspot is created. A company called
RaySat Inc. has developed a satellite antenna that turns moving vehicles into
rolling hotspots.38

Mobile Phones and Text Messaging
Cellular phones, or mobile phones, are nearly ubiquitous. As of 2005, there were
180 million mobile phone subscribers in the United States and hundreds of
millions more around the world.39 Worldwide manufacturers shipped approxi-
mately 700 million mobile phones in 2005, and by 2008 shipments are expected to
increase to nearly 900 million.40 Most of these phones are equipped with Wi-Fi
technology, which allows users virtually unlimited access to the Internet via their
mobile phones.
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Americans until recently have used their mobile phones primarily
as talking devices, but Europeans and Asians have for years used these
phones for transmitting text messages. Americans are following suit.
Short Message System (SMS) allows users to send and receive text mes-
sages on their mobile phones of up to 160 characters in length.
Multimedia Messaging Service (MMS) is a more advanced technology
that permits transmitting messages along with graphics and sound. In
a sense, the mobile phone is emerging into what amounts almost to a
small laptop computer. Indeed, mobile phones are being dubbed the
third screen, meaning that TV (the first screen), computers (the second
screen), and now mobile phones are common audiovisual devices for
receiving information, entertainment, and advertisements.

The growing numbers of mobile phone users indicate considerable
potential for advertisers to reach people through these devices.
Younger consumers are especially viable targets. It is estimated that
about 75 percent of teens ages 15 to 19 and 90 percent of people in their
early 20s use their cell phones for text messaging on a regular basis.41

Perhaps the more important issue, however, is whether people want to
be contacted by advertisers. Because mobile phones are highly per-
sonal items (i.e., they go with us everywhere and often are in constant
contact with our bodies), many critics of wireless advertising (as well
as advertisers themselves) are concerned that unwanted messages rep-

resent an invasion of privacy. Feeling invaded, recipients of undesired advertise-
ments may immediately delete the intruding item and hold negative feelings
toward the offending advertiser—”How dare you send me a message for a prod-
uct or service about which I have absolutely no interest!”

In addition to privacy invasion, others are skeptical about wireless advertis-
ing’s future on the grounds that advertising is antithetical to the reasons that
people own mobile phones in the first place. The argument, in other words, is that
people own mobile phones for reasons of enhancing time utilization and increas-
ing work-related productivity while away from the workplace or home, and the
last thing they want while using these devices is to receive unwanted, interrupt-
ing advertising messages. Another potential limit on the immediate future of
effective wireless advertising is that the small screens on mobile phones limit the
space for presenting creative advertising messages.

It would seem, based on the downside arguments just noted, that advertising
on mobile phones has distinct limitations. Only the future will tell for sure. It is
certain at the present time, however, that many advertisers much desire the
opportunity to reach prospective customers via their mobile phones. Another cer-
tainty is that successful text messaging from marketers must be based on an opt-in
model, where message recipients have absolutely indicated their interest in receiv-
ing certain types of messages via mobile phones. Wireless ad recipients must, in
other words, have complete control over the advertising content they are willing to
receive as well as when and where they receive ad messages. Advertisers must
secure the wireless device user’s permission to send him or her ad messages and
make the user a quid pro quo: if you grant me (the advertiser) permission to send
messages to you regularly, say once a week, I will provide you with useful infor-
mation on topics of interest to you. Such an arrangement benefits the interests of
both advertiser and consumer and thus provides an opportunity for the advertis-
ing community to profit from ads placed on mobile phones.

Many who are skeptical of a successful future for mobile phone advertising
nonetheless believe this ad medium may have value for local retailers such as
restaurants, entertainment complexes, and various service operations. Retail out-
lets can send promotional offers, price discounts, and other pertinent information
to consumers who are in the vicinity of the retailer’s store. This is made possible
by positioning systems (similar to the Global Positioning Satellite) that pinpoint a
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mobile phone user’s location to a particular retail outlet within 100 feet or less
(30.5 meters or less). For example, Jiffy Lube, the retail chain offering quick oil
changes, tested the use of wireless advertisements in San Francisco. Recipients
received oil change reminders on their pagers or cell phones whenever they
passed a Jiffy Lube franchise and were promised an attractive discount if they
came in for an oil change during nonpeak times.42

In the final analysis, mobile phones offer a potentially attractive advertising
medium, but there are notable problems that may or may not be overcome. It is clear
that spamming mobile phone users is totally ineffective and that successful adver-
tisers must gain the user’s permission and allow him or her control over message
content and how often, when, and where message receipt is acceptable. The next
several years will provide us with a rearview-mirror perspective on whether wire-
less advertising is merely a passing fad or a viable, long-term advertising medium.

Search Engine Advertising

There are thousands of companies with Web sites on the Internet promoting their
goods and services and encouraging prospective customers to place orders. The
competition is intense with many other firms promoting their own offerings. All
of these competitors face the challenge of first getting prospective customers to
visit their Web sites, and only subsequently can they hope to convert these Web
surfers into actual purchasers. In view of the competitive intensity, how does a
marketing organization attract prospective customers to its Web site? Well, of
course, all of the previously discussed Internet advertising tools (display ads, rich
media, e-mail, etc.) play a role in attracting people to Web sites. For the most part,
however, these tools have limited ability to draw traffic to Web sites, this due in
large part to the fact that most Internet users do not click through to Web sites that
are encountered via intrusive banner ads, pop-ups, e-mail messages, and so on.
There has to be a better way, and in fact there is. This better way is described with
various terms such as search engine marketing, search engine advertising, keyword
search, or simply search. Search engine advertising is the term preferred here insofar
as the text focuses on marcom and advertising rather than all aspects of market-
ing. Further, the acronym for search engine advertising, SEA, nicely captures the
idea that keywords are strategically placed in the Internet “sea” in hopes they will
be found by the surfers located in this cyberspace sea.

The Fundamentals of 
Search Engine Advertising
So what does search engine advertising (SEA) entail? First, by
way of numbers, it is the fastest growing form of Internet adver-
tising and, based on the latest available data, SEA commanded
40 percent of the $9.6 billion U.S. marketers spent on online adver-
tising.43 A second key to understanding SEA is the realization that
Internet search engines include a variety of well-known services
that people use when seeking information as they perform what
can be referred to as natural searches—for example, one enters the
expression “inexpensive book bags” when searching online for
items of this sort. Among the best-known search engines are
Google, Yahoo! Search, MSN Search, and Ask Jeeves. Google and
Yahoo! Search are the most used search engines and together
account for over three-quarters of all searches.44

A third critical element of SEA is that this form of advertising
attempts to place messages in front of people precisely when their
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natural search efforts indicate they apparently are interested in buying a particu-
lar good or service. In this context, you might remember reading in Chapter 13 the
following statement: Advertising achieves its effectiveness “through a chance
encounter with a ready consumer.”45 Search engine advertising is, in many
respects, the optimum form of advertising for purposes of increasing the chances
of encountering ready consumers! That is, as described next in the context of “key-
words,” SEA places ads exactly where customers who are interested in particular
goods or services are searching. In terms of the hierarchy of effects, such as dis-
cussed in Chapter 6, SEA can move people to action or serve equity-enhancing
purposes in addition to performing a sales-generating role. The IMC Focus insert
discusses SEA’s equity-enhancement role.

A fourth key feature of SEA, and probably the most important, is the concept
of keywords. Keywords are specific words and short phrases that describe the
nature, attributes, and benefits of a marketer’s offering. For example, suppose a
consumer was performing an online search to locate a really specific product such
as a navy blue sports coat. In performing a natural search for such an item, one con-
sumer might input the expression “navy blue sports coat,” another consumer
when searching for the same item may simply input “blue blazer,” yet another
may enter “dress jacket.” In other words, there are many ways that different con-
sumers might perform searches for the same item. When I entered “navy blue
sports coat” into the Google search line, slightly fewer than 1,000 matches were
returned. Of most relevance to the present discussion, the right side of the Google
results page listed eight sponsored links. These links were for companies that
paid Google to advertise their Web sites. For example, the first two links were
for Sierra Trading Post (http://www.sierratradingpost.com) and Shopping.com
(http://shopping.com). Clicking through to the Web sites for these two companies
led me to learn that both companies offer multiple products for sale, of which
navy blue sports coats are just one of many. Please note that a future attempt to
repeat this search would undoubtedly yield different results.

Now, from the perspective of a company that sells sports coats, it would be use-
ful to have an ad for its product appear whenever consumers enter into a search
engine any expression that might relate to navy blue sports coats. In other words,
when natural search results are returned by Google, Yahoo! Search, Ask Jeeves, or
any other search engine, companies would like to have their Web sites listed as
sponsored links. Why so? Well, as mentioned previously, when I entered “navy
blue sports coat,” nearly 1,000 items were returned. Because each Google page lists
only 10 items and considering that most people will look into maybe only about
five pages, this means that over 950 potential items—including your company’s
listing—would never be seen unless it appeared somewhere on the first five pages
of search results. Because advertising is all about increasing the odds that ready
consumers will have a chance encounter with your ad (not just any ad), your task as
an Internet advertiser is to increase the odds of that happening. Sponsored links to
natural searches serve beautifully to accomplish this objective. The foregoing
description can be summarized in the series of steps listed in Figure 15.1.
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Figure 15.1

The Role of Keywords in
Increasing the Odds That Ready

Consumers Encounter Your Ad

Step 1: Prospective purchasers of a specific good or service perform natural search using one

or more search engines to locate that item.

Step 2: Matches to Internet shopper’s search are generated by Google or another

search engine.

Step 3: Alongside the matches are sponsored links that correspond to the keyword(s) entered

by the shopper.

Step 4: These sponsored links appear because companies offering the searched item

purchased corresponding keywords from the search engine company.

Step 5: Shoppers may click through to a sponsored Web site and purchase a desired item or,

at least, consider this Web site for future purchases.

http://www.sierratradingpost.com
http://shopping.com


Purchasing Keywords and 
Selecting Content-Oriented Web Sites
There actually are two forms of search engine advertising available to online
advertisers. One form, as described already, is keyword search (also called key-
word-matching), and the other involves placing ads on content-oriented Web sites
that provide appropriate contexts in which to advertise a particular type of prod-
uct. Each form of SEA is described using Google’s advertising services for illustra-
tion. Google is selected for illustration rather than another search engine insofar as
it is by far the leading search engine.

Keyword-Matching Advertising
To become a sponsored link to Internet shoppers’ search results, interested adver-
tisers must bid for and purchase keywords from search engine services such as
Google. For example, the obvious keywords that a sports coat advertiser might
employ to attract consumers to its Web site would include terms and phrases such
as “sports coats,” “blazers,” “blue blazer,” “blue sports coat,” “blue sports jacket,”
“wool sports coat,” “moderately priced blazers,” and so forth. Google has a key-
word advertising program called AdWords.

Interested students can learn more about AdWords by reviewing the demon-
stration for that program at https://adwords.google.com. One will discover from
the demonstration that prospective advertisers bid for keywords by indicating
how much they are willing to pay each time an Internet
shopper clicks on their Web site when it appears as a spon-
sored link. Options range from five cents to $100 for each
click through. This is termed the cost-per-click, or simply
CPC. The higher an advertiser’s bid, the more prominent
the placement of the advertiser’s sponsored link. That is,
the highest bidder per keyword receives the top place-
ment, the second highest bidder the second placement, and
so on. When purchasing keywords, advertisers also indi-
cate the top amount they are willing to budget each day. So
for example, if an advertiser is willing to pay only 20 cents
per CPC for a keyword and specifies a daily budget limit of
$30, then that advertiser could receive a maximum of 150
click throughs to its Web site on a given day.

Enhancing Brand Equity via 
Search Engine Advertising

Search engine 
advertising has been dom-

inated by sellers of goods and services such
as Internet auctioneer eBay. For many firms the purpose of SEA is
to generate quick sales. Firms, especially those operating in the
B2B realm, are now using search ads not to generate
immediate sales but rather to build brand
awareness and improve brand images,
or, in other words, to enhance brand
equity. The computer chip maker
Intel, for example, buys search ads
that appear as sponsored links when
Web surfers type any of nearly 10,000
keywords or phrases—such as “computer chips,”
“laptop computers,” and “mobile computing.” For example,
at the time this material was written, users conducting a search
for “mobile computing” saw an Intel ad appear on the right side
of the search results as a sponsored link. Clicking on this link,

searchers were taken to an animated Web site that promoted
Intel’s chips for laptop computers. Intel claimed that these search
ads yielded positive results even when no immediate sales occurred.
For example, many businesspeople download technical reports
supplied by Intel that describe the merits of its products. This infor-
mation can serve to influence future purchases of Intel products.

Pitney Bowes, a B2B marketer like Intel, also used to use
search ads to sell its products online. It now

is purchasing search ads increasingly
as a means of enhancing its brand
equity by driving prospective
customers to its Web site where

they can obtain technical reports on
topics such as business security. Senior exec-

utives, who are difficult to reach via other forms of tradi-
tional and Internet advertising, are responsive to ads and Web sites
that provide them with useful information.

SOURCE: Adapted from Kevin J. Delaney, “Your Ad Here, 10 Words Max,” Wall
Street Journal Online, March 24, 2005, http://online.wsj.com.

i m c  f o c u s

© 2005 Google.com

http://online.wsj.com


The keyword advertiser also can specify the country where ads are to be spon-
sored and particular local areas where ads are to be targeted. For example, adver-
tisers of services provided in local communities are interested in reaching only
people located in particular communities and surrounding areas. Google’s
AdWords program also provides advertisers with performance reports that indi-
cate which keywords are generating the most click throughs and how much each
keyword costs on average. Advertisers can then decide to drop usage of under-
performing keywords or rebid how much they are willing to pay to use these
words or phrases.

Content-Targeted Advertising
In addition to its AdWords service, Google has another program called AdSense.
With this program, Google enables Internet advertisers to run ads on Web sites
other than Google’s own site. Advertisers specify the sites on which they want
their ads to appear rather than picking keywords that are tied to Internet surfers’
natural search behavior (as described previously for the AdWords program).
Advertisers pay Google to run ads on selected Web sites, and then Google pays
these Web sites about 80 percent of the revenue generated from advertisers.46 In a
sense, Google operates as an ad agency placing ads on other Web sites, taking as
commission about 20 percent of the revenue and allowing the content-oriented
Web sites to earn the bulk of the ad-placement cost.

This form of SEA is particularly attractive to marketers of products that people
typically do not search for using keywords. For example, most people would not
perform searches for staple products such as bread and milk; purchasing key-
words for these products would likely yield few productive results. However,
advertisers of these products could benefit greatly by placing ads on content-
oriented Web sites that are devoted to matters of health and fitness. People who
go to such Web sites might then encounter ads for bread or milk touting these
products’ health-related benefits. For example, at the time of this writing, widely
circulated reports appeared in various media about the weight-loss benefits of
drinking at least 24 ounces of milk daily along with undertaking a regular exercise
regimen. The trade association responsible for promoting milk could take advan-
tage of this publicity by placing ads on various health-oriented Web sites and link-
ing the ads to media reports describing milk’s weight-loss benefits.

In summary, SEA with programs such as Google’s AdWords and AdSense pro-
vide Internet advertisers with ways to place their ads in places where prospective
customers are searching and thus to increase the odds of encountering ready con-
sumers. The advantages are clear (cost efficiency, pinpointed targeting, and quick
and easy assessment of ad effectiveness), yet SEA is not without problems.

SEA Is Not without Problems
The major problem with search engine advertising, especially the keyword-matching
variety, is that of click fraud. Click fraud occurs when a competitor or other party
clicks on a sponsored link repeatedly in order to foul up advertising effectiveness.
Recall that advertisers pay for sponsored links on a cost-per-click basis, and that
advertisers specify an upper limit on how much they are willing to budget daily.
You may further recall that at 20 cents per click and with a daily limit of $30, the
advertiser can achieve a total of only 150 click throughs on a given day. That being
the case, a competitor could repeatedly click on a sponsored link until the 150 limit
is reached, thus precluding any legitimate click throughs from happening. As such,
our hypothetical advertiser would receive zero benefit from its modest investment.

In addition to competitors engaging in click fraud, this practice also takes place
when employees of content-oriented Web sites repeatedly click on advertised Web
sites so as to increase the revenue paid to them by a search engine such as Google.
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Again, advertisers suffering from fraudulent click throughs receive no benefit
from their advertising. So-called bot software programs (short for robot) are used
to automatically click on ads repeated times, thereby generating a lot of revenue
for Web sites and wasting advertisers’ honest investment that is intended to
enhance their brand images and drive sales.

Estimates of the magnitude of click fraud range from 5 percent to 20 percent.47

The magnitude of the problem prompted a top executive at Google to describe
click fraud as “the biggest threat to the Internet economy” and to encourage that
something be done as quickly as possible to curtail the problem before it threatens
the SEA business model.48

Advertising via Behavioral Targeting

This form of online advertising was introduced back in Chapter 4 when dis-
cussing marcom targeting more generally. It was pointed out that companies such
as Revenue Science and Tacoda Systems track Internet users’ surfing behaviors
and provide this information to advertisers that wish to target prospective cus-
tomers based on their online search behavior. For example, a prospective furniture
company could employ the services of Tacoda Systems to identify people who fre-
quently visit Web sites that provide furniture-related content. (It is technologically
simple to identify Web users’ site-selection behavior by inserting cookies on com-
puters to indicate which Web sites have been visited.) Having identified prospec-
tive furniture purchasers—as revealed by their Internet search habits—a furniture
advertiser could then serve up ads to these people whenever they subsequently
visit furniture-related Web sites. Because unlike with content-oriented SEA where
the advertiser must pay for every person who has an opportunity to see the adver-
tiser’s message, with behavioral targeting only those consumers known to be
interested in furniture would receive ads from our hypothetical furniture mar-
keter. By being selective, it would be possible for this advertiser to place ads on
many more Web sites than it could afford when employing a relatively indiscrim-
inate content-oriented campaign.

The essence of online behavioral targeting is thus a matter of directing online
advertisements to just those individuals who most likely are interested—as indi-
cated by their online site-selection behavior—in making a purchase decision for a
particular product category. Many argue that behavioral targeting takes Internet
advertising to a level higher than that provided by SEA. In fact, one practitioner
has dubbed behavioral targeting “search [engine advertising] on steroids.”49

As always is the case with any form of advertising, behavioral targeting is not
without its disadvantages. The most notable of these is that this form of targeting
can be viewed as an invasion of people’s privacy. Simply, many people feel vio-
lated knowing that their Web-search behavior is being closely tracked.

Measuring Internet Ad Effectiveness

A major concern for Internet advertisers is measuring the effectiveness of their
advertising placements. This is, of course, precisely the same concern that brand
managers have when advertising in conventional media, as was mentioned in the
previous chapter when discussing audience measurement in the context of each of
the major conventional media. You will recall, for example, the services available
for magazine audience measurement (Mediamark Research Inc. and Simmons
Market Research Bureau), radio audience measurement (Arbitron’s RADAR
service), and television audience measurement (Nielsen’s people meters). In every
instance, these audience measurement services have been developed to determine
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as precisely as possible the numbers of readers, listeners, or viewers of particular
advertising vehicles and to identify their demographic characteristics. With the
conventional media as a benchmark, the student can easily appreciate that
Internet advertisers have precisely the same measurement concerns: How many
people clicked through a particular Web ad? What are the demographic character-
istics of these people? How many visited a particular Web site? What actions were
taken following click throughs or site visits.

The Tools of Internet Audience Measurement
Three primary methods of Internet audience measurement are in use: (1) analysis
of server log files, (2) surveys of sample users using recall measurement, and
(3) electronic measurement of a sample of Internet users.50 Each of these measure-
ment methods is briefly discussed. Log-file analysis involves examining server log
files. When a file is requested from a particular Web site, its computer server records
the request in a so-called log file along with any subsequent actions taken by the
Web user. Hence, the primary advantage of log file analysis is that it effectively
provides a census of all user activity at a particular Web site. The downside of this
analysis, however, is that it tracks machines and provides no information about
the people who request particular files. Another drawback of this type of analysis
is the difficulty of distinguishing individual users from the computer programs,
called robots and spiders, that companies create to automatically surf the Internet
and covertly gather competitive information.

The second tool, surveys of sample users using recall measures, involves the use of
survey methods (telephone interviews, mail questionnaires, or in-person inter-
views) to obtain information about consumers’ Web-site use along with their
demographic and perhaps psychographic characteristics. The objective is, of
course, to relate Web-site use as recalled from memory by interviewees to their
demographic and psychographic characteristics. The problems with this method
include the fact that: (1) memories are fallible, (2) people overstate their use of
popular Web sites and understate their use of less popular sites, and (3) people
often provide responses that involve putting themselves in a positive light rather
than necessarily revealing their true Internet use (socially desirable responding).
These limitations are not unique to Internet usage measurement. You will recall
from the previous chapter that radio and magazine audience measurements also
use survey techniques and thus suffer from the same deficiencies.

Electronic measurement of a sample of users is possibly the most valuable tool for
assessing Internet usage activity. Software meters are installed in the computers of
a large sample of Internet users, and this software records electronically precisely
how each sampled user actually uses the Internet. Statistical procedures are used
to draw inferences from the electronically metered sample to the population of
Internet users. Companies such as Media Metrix and Nielsen Media Research are
among the best-known researchers using electronic measurement. Nielsen, for
example, attaches software tracking meters to the computers of a panel of 30,000
randomly selected Internet users.51 These meters allow Nielsen to record every-
thing the sampled users do online—which sites they visit, how long they stay at
each site, which ad banners they click on, and so on. This information is sent
instantly to a central database, which enables Nielsen to prepare periodic reports
on Internet traffic and usage. Because each panel member provides Nielsen with
information about gender, educational level, income, household size, geographic
location, and other pertinent data, it subsequently is possible for Nielsen to link
this demographic information with use of particular Web sites. The characteristics
of users of particular Web sites thus are acquired from this electronic metering,
and brand managers can then target ads to Web sites that best match the demo-
graphic characteristics of the brand’s target market.
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Metrics for Measuring Internet Ad Performance
The word metric refers, in general, to a unit of measurement. As applied in the
present context, the issue is one of which particular indicators are most appropri-
ate for assessing the effectiveness of Web sites and ads placed in these sites.
Thinking of Web sites as a type of advertising vehicle, as that term was used in the
previous chapter when discussing traditional ad media, the measurement issue is
one of assessing the worth or effectiveness of Web-site vehicles. In actuality, a
wide variety of metrics are used because advertisers have different measurement
objectives. There are at least four general objectives, as follows, for assessing Web-
site advertising effectiveness and (in parentheses) a variety of metrics that can be
used to indicate whether the objective has been accomplished:52

1. The exposure value or popularity of a Web site or Internet ad (e.g., number of
users exposed to an ad, number of unique visitors, and click-through rate)

2. The ability of a site to attract and hold users’ attention and the quality of customer
relationships (e.g., average time per visit, number of visits by unique visitors,
and average interval between user visits)

3. The usefulness of Web sites (e.g., proportion of repeat visitors)
4. The ability to target users (e.g., profile of Web-site visitors and visitors’ previous

Web-site search behavior)

It should be apparent that many metrics are used to assess the effectiveness of
Web sites and the ads placed on those sites. Because detailed discussion of these
metrics is beyond the scope of this text, brief discussion is devoted to just three
widely used metrics: click-through rates, cost per thousand impressions, and cost
per action.

Click-through rates, as mentioned several times already, simply represent the
percentage of people who are exposed to, say, an Internet-delivered ad and actu-
ally clicked their mouse on it. The click-through percentage has continued to
decline, especially for banner ads, and many in the advertising community have
become disenchanted with this metric—though some claim that banner ads can
have a positive effect on brand awareness even if Internet users do not click
through to learn more about the advertised brand.

Cost per thousand impressions (CPM) is a simple alternative to click-through
rates that assesses how much (on a per-thousand-impressions basis) it costs to
place an ad on a particular Web site. The only information revealed by the CPM
metric is what it costs (again, on a per-thousand-impressions basis) to have an ad
come into potential contact with the eyeballs of Internet users. This measure cap-
tures Internet users’ opportunity to see (OTS) an ad but provides no information
about the actual effect of an advertisement.

Use of the CPM metric is beginning to give way to the cost-per-action, or CPA,
metric. The action in cost-per-action refers to determining the number of users
who actually click on a display or rich-media ad, visit a brand’s Web site, register
their names on the brand’s site, or purchase the advertised brand. Many advertis-
ers prefer to pay for Internet advertising on a CPA rather than a CPM basis. The
terms of purchasing Internet advertising on a CPA basis vary greatly, with higher
prices paid for actions involving actual purchases or actions closer to purchase
(such as registering for free samples of a brand) compared with merely clicking on
a banner ad.

In the final analysis it should be apparent that there is no such thing as perfect
measurability—for the Internet or for that matter any other advertising medium.
The difficulty of determining how effective is an ad medium is illustrated, in the
extreme, by the following set of questions: “Consider the Nike logo on Tiger
Woods’s baseball cap: Does it make you more likely to buy a pair of the company’s
shoes? If so, would you admit it to a surveyor? Would you admit it to yourself?
Would you even know it?”53
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Summary

This chapter has covered a variety of online advertising media. Table 15.1 struc-
tured the discussion by identifying specific forms of Internet advertising. Online
advertising spending in the United States amounted to over $9.6 billion in 2004
and is expected to grow to as much as $26 billion by 2010. In comparison to most
other advertising media, the Internet possesses the two key features of individual-
ization and interactivity. These features allow users to control the information
they receive and the amount of time and effort devoted to processing advertising
messages.

The bulk of the chapter discussed various forms of Internet advertising media.
First, Web sites were considered the centerpiece of companies’ online advertising
efforts, with other advertising formats (e.g., banners, e-mail, and paid searches)
serving to drive traffic to companies’ sites. Display, or banner, ads are the most
popular form of Internet advertising, though click-through rates are notoriously
low. Because CTRs to displays are trivially small, online advertisers have turned
to new technology and larger ad sizes to grab the online surfer’s attention. Rich-
media formats such as pop-ups, interstitials, superstitials, and video ads have
experienced increased usage due to their ability to attract attention. The downside
of rich-media ads is that Internet users find them intrusive and annoying.

Web logs (blogs) were described as a potential advertising vehicle, but one
with an uncertain future in view of the fact that users’ reasons for blogging is anti-
thetical to the role and purpose of advertising. The ubiquity of blogs, including
the radio-type version known as podcasts, makes this an attractive prospect for
advertisers, but only time will tell whether advertising on blogs is an economi-
cally viable option. It simply is too early to know.

E-mail advertising has fallen in importance due to the “spoiling of the com-
mons” resulting from excessive spamming and phishing. Permission-based, or
opt-in, e-mail is an effort to legitimize the use of e-mail advertising, but many con-
sumers simply do not like being advertised to on the Internet. E-mail magazines
(e-zines) represent a more acceptable advertising medium, insofar as ads are
clearly labeled for what they are, which explains why this form of sponsored
e-mail is on the rise. Also, given the huge increase in wireless devices such as Wi-
Fi–enabled laptops, personal digital assistants, and mobile phones, advertisers
covet the opportunity to reach people when they are away from their homes and
workplaces. Again, only time will tell whether, for example, mobile phones repre-
sent a viable advertising medium.

Search engine advertising (SEA) is the form of Internet advertising that com-
mands the largest advertising investment in capturing about 40 percent of all
online ad expenditures. The fundamental concept underlying SEA is that adver-
tisements can be located where consumers and B2B customers are searching. In
other words, SEA increases the odds of encountering the ready consumer. Two
forms of SEA are widely used: keyword matching and placing ads on content-
oriented Web sites that match the advertiser’s offering.

Behavioral targeting is a final form of Internet advertising discussed in this
chapter. This form of advertising directs ads just to those individuals who most
likely are interested in purchasing a particular good or service as indicated by
their past online site-selection behavior. Many argue that behavioral targeting
takes Internet advertising to a level higher than even SEA. In fact, one practitioner
has dubbed behavioral targeting as search engine advertising on steroids.

The final topic discussed was measuring Internet ad effectiveness. Log-file
analysis, surveys to measure recall, and electronic measurement were described as
the tools of Internet audience measurement. Explained also were three specific
metrics for measuring ad performance, namely, click-through rates, cost per thou-
sand impressions, and cost per action.
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Discussion Questions
1. As noted in the text, some observers have gone so far as to claim that tradi-

tional advertising is on its deathbed and will eventually be supplanted by
Internet advertising. What are your views on this?

2. Provide an interpretation of the meaning and importance for advertisers of the
Internet’s two i’s, individualization and interactivity. Use your own words and
ideas rather than merely feeding back what is described in the text.

3. The text described the Internet user as being in a “leaning-forward” mind-set
compared with, say, the TV viewer who is “leaning back.” Explain what this
means and why the distinction is advantageous or problematic for Internet
advertisers.

4. Describe your typical response behavior to Internet ads. That is, do you
often click on banner ads? What’s your reaction to pop-ups, interstitials, and
superstitials?

5. Can banner ads be effective if less than 0.3 percent of all people click through
these ads? Use the consumer processing model from Chapter 5 to frame your
response.

6. Do you believe that Internet companies’ use of cookies invades your privacy?
Would you favor legislation that prevents the use of this technology? If
such a law were passed, what would be the downside from the consumer’s
perspective?

7. Have you personally downloaded ad-blocking software onto your computer?
What are the implications of this practice if millions of consumers had ad-
blocking software loaded on their PCs and other Internet appliances?

8. The following set of questions was quoted in the chapter in reference to the Nike
logo on Tiger Woods’s baseball cap: Does it make you more likely to buy a pair
of the company’s shoes? If so, would you admit it to a surveyor? Would you
admit it to yourself? Would you even know it? What implications do these ques-
tions (and their answers) hold for measuring Internet advertising effectiveness?

9. The Cookie Central Web site (http://www.cookiecentral.com) is dedicated to
explaining exactly what cookies are and what they can do. Visit this site and
present a discussion on how cookies can be and are used to compile lists for
behavioral targeting purposes.

10. What has been your personal experience with e-mail advertising? Are you part
of any opt-in lists whereby you receive regular (say once a week) e-mail mes-
sages? What proportion of the e-mail messages do you receive on a daily basis
that you would consider spam?

11. One virtue of e-mail advertising is that different messages for the same prod-
uct or service can be mailed to various customer groups who differ with
respect to pertinent buyographic, demographic, or other characteristics. This
ability to “mass customize” messages should increase marcom effectiveness,
yet a cynic might look at this practice as a bit deceptive—somehow saying dif-
ferent things about your product to different audiences seems misleading.
What is your view on this?

12. E-mail advertising is claimed to be very effective for viral marketing pur-
poses—that is, buzz generation. This is accomplished by requesting an e-mail
recipient to forward the message to a friend. Return to the discussion of buzz
generation in Chapter 7 along with the Global Focus insert in the present chap-
ter, and then present your views on the effectiveness of the e-mail viral mar-
keting practice. In other words, explain what makes e-mail buzz generation
effective or not.

13. Behavioral targeting was characterized as search engine advertising on steroids.
Explain what the practitioner who used this clever expression had in mind.
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14. From the perspective of an advertiser for a product such as cereal, compare
and contrast the strengths and weaknesses of the two forms of search engine
advertising: keyword-matching versus content-targeted advertising.

15. It was claimed when discussing e-mail advertising that advertisers using this
medium may be accused of spoiling the commons. Explain what this means
and then indicate whether you agree or disagree with this statement.

16. What, in your view, is the potential of using blogs as an advertising medium?
17. What, in your view, is the potential of using mobile phones as an advertising

medium?
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confusion caused by consumers being inundated by one

advertisement after another.

Some of these other media, though not necessarily

all, reach the target market via a direct route rather than

through an intermediary such as a television network.

For example, postal advertising and audio-video

advertising (for example, via CD-ROMs and DVDs) are

direct forms of advertising. Direct advertising provides

advertisers with a means of targeting messages

to a target market that has

been selected with

precision. This is

to say that direct

advertising results

in fewer wasted

exposures and thus more

efficient delivery of advertising messages. 

But accomplishing precision is not limited to adver-

tising delivered via direct channels. For example, product

placements inserted in movies and in music recordings

enable advertisers to reach desired target audiences

with greater precision than is typically the case when

placing ads in the context of TV programs, in news-

papers, or in other mass media. This is because the

audiences for particular movies and the fans of individual

recording artists tend to share many lifestyle and demo-

graphic characteristics. 

Finally, the advertiser’s choice of other ad media

is limited only by the lack of ingenuity. With skill and

cleverness, advertisers can use any of an endless

number of ad media to reach target audiences

efficiently and effectively. Virtually any blank surface

can become a channel for delivering ad messages.

For example, advertisements are placed on vehicles

CHAPTER 16

Using Other Advertising Media

Clutter—A state or condition of confusion or

disorderliness

Direct—Proceeding to a target by the shortest route

Precision—The state or quality of being exact

Ingenuity—The quality of being clever or skillful in

producing or designing something

The preceding terms and their definitions are relevant

for appreciating the various forms of “other”

advertising media that are

described in this chapter.

The text up to this

chapter has reviewed

the major forms of

mass-media and online

advertising. The present chapter

explores a number of other media that provide

alternatives to the better known and more traditional

advertising media.

These other media—direct advertising through the

postal service; advertising messages delivered in the form

of videotapes, CD-ROMs, and DVDs; yellow pages adver-

tising; videogame advertising (a.k.a. adver-gaming);

product placements in movies, in songs, and elsewhere;

cinema advertising; and so on—are increasingly being

used to avoid the clutter problem that characterizes the

mass media.

Clutter, as defined previously, is a state of con-

fusion or disorderliness. The traditional media and

the Internet represent a disorderly state for individual

advertisers inasmuch as their attempts to capture the

viewer’s or listener’s attention is offset by the efforts of

hundreds of other advertisers to accomplish the same

goal. Any advertiser’s message is easily lost amid the

Marcom Challenge: Some Definitions
Encapsulating This Chapter



C H A P T E R  O B J E C T I V E S

1
Explain why postal mail advertising is 
an efficient and effective ad medium.

2
Understand p-mail’s five distinctive features 

compared to mass forms of advertising.

3
Appreciate the role of database marketing, 

data mining, and lifetime-value analysis.

4
Understand the role of 
audio-video advertising.

5
Appreciate the value of 

yellow-pages advertising.

6
Recognize the growth and role of 

video-game advertising (adver-gaming).

7
Appreciate branded entertainment 

and brand placements in various venues 
(movies, TV, etc.).

8
Understand the role of cinema advertising 

and Web films.

9
Appreciate the potential value 

of various other ad media.©
 Robert Brenner/PhotoEdit

(buses and taxis), in restrooms, in the sky (skywriting),

in sporting venues, in shopping malls, and even as

temporary tattoos on peoples’ foreheads and on other

body parts. The options are virtually limitless, bounded

only by the lack of ingenuity.



Table 16.1

Framework for Various Forms
of “Other” Advertising
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Overview

This chapter, as the title suggests, deals with the general topic of other advertising
media. The vague term other media is used here to include all forms of advertising
that were not previously covered and will not be subsequently treated in this text.
As such, mass-media advertising via traditional media such as television and
magazines (the topic of Chapter 14) and Internet advertising (Chapter 15) are
excluded. Word-of-mouth advertising and buzz generation (Chapter 7) are out-
side the scope of the present chapter. Also, out-of-home advertising, external store
signage, and point-of-purchase advertising (Chapter 8) were previously covered.
Finally, advertising via sales promotion vehicles such as freestanding inserts
(Chapter 18) and advertising that takes place at sponsored events and in support
of worthy causes (Chapter 20) are covered in subsequent chapters.

Now that we know which topics aren’t covered in the present chapter, it will
be useful to overview the topics that are examined. Table 16.1 facilitates this dis-
cussion. It can be seen that “other” forms of advertising are broadly delineated
along two dimensions: whether the advertising is direct or indirect, and whether it
is delivered to homes and workplaces or at any of a virtually infinite number of
public venues. Direct advertising is delivered to individuals’ homes or workplaces
typically via postal mail in the form of print materials (e.g., direct mail and cata-
logs) or in a digital or electronic form such as DVDs and CD-ROMs. Indirect adver-
tising is delivered either to homes and workplaces (e.g., via the Yellow Pages and
in video games) or at a variety of public venues. The fact is that advertisements
can be delivered in virtually any public environment in which messages can be
printed, sung, blared, or announced. Ads appear on blimps, restroom walls,
T-shirts, buses and bus stops, shopping carts, store floors, race cars, boats, athletes’
apparel, and signs that trail behind small airplanes. Advertisements also appear as
product placements in movies and television programs. These “special purpose”
media are minor, albeit growing, in relation to the traditional advertising media
and the rapidly growing Internet medium.

Direct Advertising

Postal Mail Advertising
The prior chapter discussed advertising on the Web in its various forms, including
discussion of e-mail advertising. This section of the chapter includes detailed cov-
erage of nonelectronic mail advertising, or postal mail. Postal mail advertising,

Advertising Directed to 
Private Venues Advertising Delivered at 
(Homes and Workplaces) Private and Public Venues

Direct Advertising • Postal mail delivery
• Video ads (VCRs, CD-ROMs, Not applicable

and DVDs)
Indirect Advertising • Yellow pages • Brand placements in

movies, TV programs,
and songs

• Video games • Cinema advertising and
Web films

• Virtual signage
• Miscellaneous alternative

media



or, for short, p-mail in parallel to e-mail, refers to any advertising matter delivered
by the postal service to the person whom the marketer wishes to influence. These
advertisements can take the form of letters, postcards, programs, calendars, fold-
ers, catalogs, videocassettes, blotters, order blanks, price lists, menus, and so on.

At least four factors account for the widespread use of p-mail by B2B as well as
B2C marketers. First, the rising cost of television advertising and increasing audience
fragmentation have led many advertisers to reduce investments in the television
medium. Second, p-mailing enables unparalleled targeting of messages to desired
prospects. Why? Because, according to one expert, it is “a lot better to talk to 20,000
prospects than 2 million suspects.”1 Third, increased emphasis on measurable adver-
tising results has encouraged advertisers to use the medium—namely, p-mail—that
most clearly identifies how many prospects purchased the advertised product.
Fourth, many consumers have favorable attitudes toward mail advertisements and
would be disappointed if they could not get direct mail offers and catalogs.

Illustration of a Successful P-mail Campaign
A direct-mail campaign for the Saab 9–5 typifies effective p-mailing.2 The Saab 9–5
represented Saab’s first entry in the luxury category and was designed to compete
against well-known high-equity brands, including Mercedes, BMW, Volvo, Lexus,
and Infiniti. A total of 200,000 consumers, including 65,000 current Saab owners
and 135,000 prospects, were targeted with the objective of encouraging them to
test-drive the 9–5. The Martin Agency of Richmond, Virginia, developed an IMC
strategy, prominent among which were multiple p-mailings. The effort was
designed to engage prospects in a dialogue about the new 9–5 and to learn more
about their automobile purchase interests. Mailings provided prospects with
brand details and made an appealing offer for them to test-drive the 9–5. Names
of the most qualified prospects were then fed to dealers for follow-up.

The Martin Agency designed four mailings: (1) an initial mailing announced
the new Saab 9–5, provided a photo of the car, and requested recipients to com-
plete a survey of their automobile purchase interests and needs; (2) a subsequent
qualification mailing provided respondents to the first mailing with product
information addressing their specific purchase interests (performance, safety, ver-
satility, etc.) and offered a test-drive kit as an incentive for returning an additional
survey; (3) a third mailing included a special issue from Road & Track magazine
that was devoted to the Saab 9–5’s product development process; and (4) a final
test-drive kit mailing extended an offer for recipients to test-drive the 9–5 for three
hours and also provided an opportunity for prospects to win an all-expenses-paid
European driving adventure (through Germany, Italy, and Sweden) as incentive
for test-driving the 9–5.

An outbound telemarketing campaign was conducted as a follow-up to the
p-mailings. Telephone calls were made to all people who responded to the initial
mailings as well as to all prospects who had automobile leases or loans that were
expiring. These callings reinforced the European test-drive offer and set up times
for local dealers to call back to schedule test-drives. The direct marketing effort for
the 9–5 was fabulously successful. Of the 200,000 initial prospects who were con-
tacted by the introductory mailing, 16,000 indicated interest in test-driving the 9–5
(an 8 percent response rate), and more than 2,200 test-drives were scheduled.

P-mail’s Distinctive Features
P-mail expenditures are huge. In the United States alone, more than $50 billion is
annually invested in p-mailing.3 These expenditures include B2B as well as B2C
direct mailings. The recent growth in p-mailing is largely attributable to many
marketers’ concern with e-mail limitations resulting from spam issues and fire-
wall protection. Because the vast majority of e-mailings never get delivered or are
instantaneously deleted on the assumption they are spam, or junk, many market-
ing people now regard p-mail as a more efficient form of direct marketing and
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a better ROI. P-mailing offers five distinctive features as compared to mass forms
of advertising efforts: targetability, measurability, accountability, flexibility, and
efficiency:

• Targetability. P-mail is capable of targeting a precisely defined group of people.
For example, The Martin Agency selected just 200,000 consumers to receive
mailings for the Saab 9–5. These included 65,000 current Saab owners and
135,000 prospects who satisfied income and car ownership requirements, and
other hurdles.

• Measurability. It is possible with p-mail to determine exactly how effective the
advertising effort was because the marketer knows how many mailings were
sent and how many people responded. This enables ready calculations of cost
per inquiry and cost per order. As previously noted, more than 2,200 con-
sumers signed up for test-drives of the Saab 9–5. Proprietary dealer sales data
reveal how many of the initial 200,000 mailings resulted in purchases.

• Accountability. As has been repeatedly pointed out in this text, marcom practi-
tioners are increasingly being required to justify the results of their communi-
cations efforts. P-mailing simplifies this task because results can be readily
demonstrated (as in the case of the Saab 9–5) and brand managers can justify
budget allocations to p-mail.

• Flexibility. Effective p-mail can be produced relatively quickly (compared with,
say, producing a TV commercial), so it is possible for a company to launch a p-
mail campaign that meets changing circumstances. For example, if inventory
levels are excessive, a quick postcard or letter may serve to reduce the inventory.
P-mail also offers the advantage of permitting the marketer to test communica-
tions ideas on a small-scale basis quickly and out of the view of competitors.
Comparatively, a mass-media effort cannot avoid the competition’s eyes. P-mail
also is flexible in the sense that it has no constraints in terms of form, color, or
size (other than those imposed by cost and practical considerations). It also is
relatively simple and inexpensive to change p-mail ads. Compare this with the
cost of changing a television commercial.

• Efficiency. P-mail makes it possible to direct communications efforts only to a
highly targeted group, such as the 200,000 consumers who received mailings
for the Saab 9–5. The cost-efficiency resulting from such targeting is consider-
able compared with mass-advertising efforts.

An alleged disadvantage of p-mail is its expense. On a cost-per-thousand
(CPM) basis, p-mail typically is more expensive than other media. For example,
the CPM for a particular mailing may be as high as $200 to $300, whereas a maga-
zine’s CPM might be as low as $4. However, compared with other media, p-mail is
much less wasteful and will usually produce the highest percentage of responses.
Thus, on a cost-per-order basis, p-mail is often a better bargain.

Perhaps the major problem with p-mail is that many people consider it exces-
sively intrusive and invasive of privacy. Consumers are accustomed to receiving
massive quantities of mail and so have been “trained” to accept the voluminous
amount of p-mail received. It is not the amount of mail that concerns most people
but the fact that virtually any business or other organization can readily obtain
their names and addresses.

What Functions Can P-mail Accomplish?
Research and practical experience indicate that p-mail campaigns can achieve the fol-
lowing functions, all of which are straightforward and thus require no explanation:4

1. Increase sales and usage from current customers
2. Sell products and services to new customers
3. Build traffic at a specific retailer or Web site
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4. Stimulate product trial with promotional offers and incentives
5. Generate leads for a sales force
6. Deliver product-relevant information and news
7. Gather customer information that can be used in building a database
8. Communicate with individuals in a relatively private manner and thereby

minimize the likelihood of competitive detection; in other words, p-mail
advertising, unlike mass advertising, reaches the customer and prospects
under competitors’ radar screens

Who Uses P-mail Advertising?
All types of marketers use p-mail as a strategically important advertising medium.
Some automobile manufacturers, for example, budget as much as 10 percent of
their advertising expenditures to p-mail, with car companies’ mailing expenditures
in the United States alone having exceeded $70 million in a recent year.5 Both B2B
companies and marketers of consumer goods have turned increasingly to p-mailing
as an advertising option. Packaged goods companies such as Ralston Purina, Kraft,
Gerber Products, Sara Lee, Quaker Oats, and Procter & Gamble are some of the
primary users of p-mailings. P-mailing by firms such as these is especially valu-
able for introducing new brands and distributing product samples.

The Special Case of Catalogs
Catalog marketing, though a form of direct mail, deserves a separate discussion
due to its distinctiveness and importance. Cataloging is a huge enterprise, with
more than 16 billion catalogs distributed in a recent year.6 Name a product, and at
least one company is probably marketing that item by catalog. The growth rate for
catalog sales in the United States has exceeded that enjoyed by fixed-site retailers.
Various factors account for this. From the marketer’s perspective, catalog selling pro-
vides an efficient and effective way to reach prime prospects. From the consumer’s
perspective, shopping by catalog offers several advantages: (1) catalog shopping
saves time because people do not have to find parking spaces and deal with in-
store crowds; (2) catalog buying appeals to consumers who are fearful of shopping
due to concerns about crime; (3) catalogs allow people the convenience of making
purchase decisions at their leisure and away from the pressure of a retail store; (4) the
availability of toll-free 800 numbers and online Web sites, credit-card purchasing,
and liberal return policies make it easy for people to order from catalogs; (5) con-
sumers are confident purchasing from
catalogs because merchandise quality
and prices often are comparable, or even
superior, to what is available in stores;
and (6) guarantees are attractive.

Illustrative of this last point, con-
sider the policy of L. L. Bean, the famous
retailer from Maine:

All of our products are guaranteed to give
100 percent satisfaction in every way.
Return anything purchased from us at any
time if it proves otherwise. We will replace
it, refund your purchase price or credit your
credit card, as you wish. We do not want
you to have anything from L.L. Bean that is
not completely satisfactory.

Although catalog marketing is
pervasive, the growth rate has subsided
for several reasons: First, industry ob-
servers note that the novelty of catalog
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scanning has worn off for many consumers. Second, as typically is the case when
a product or service reaches maturity, the costs of catalog marketing have
increased dramatically. A primary reason is that firms have incurred the expenses
of developing more attractive catalogs and compiling better mailing lists in an
effort to outperform their competitors. Costs have been further strained by third-
class postal rate increases in recent years and sharp increases in paper prices.

Some catalog companies have responded to the slowdown by sending out even
more catalogs than they mailed in the past. Other companies have scaled back their
efforts. Marginal companies have dropped out, which invariably is the case when
an industry reaches maturity. Many catalog companies have found it unprofitable
to remain in the catalog business, but the best companies continue to flourish. In
their efforts to achieve steady growth, some U.S. catalogers have expanded to mar-
kets overseas, and European catalogers have made inroads into the U.S. market.
For example, Lands’ End opened a distribution center in Japan and mass mails cat-
alogs to consumers in that country. Lands’ End also is actively pursuing German
consumers, which is understandable in view of the fact that mail order accounts for
nearly 6 percent of overall retail sales in Germany compared with 3 percent in the
United States. L. L. Bean mails catalogs to more than 100 countries, although nearly
70 percent of its international sales comes from Japan alone.

European catalogers have also intensified their marketing efforts in the attrac-
tive U.S. market. The strongest European catalogers are huge concerns that offer a
vast array of merchandise—everything from clothing and furniture to consumer
electronics and appliances. U.S. catalogers, by comparison, tend to concentrate on
specialty lines of merchandise. European catalogs are massive, ranging in size from
700 to 1,300 pages. Most European catalog companies are experienced international
marketers. For instance, the French cataloger La Redoute earns a substantial per-
centage of its sales in other countries, as does Otto Versand, a German cataloger.

Database Marketing
Successful direct mailing necessitates the availability of computer databases and
the addressability inherent in the databases. That is, databases enable contacts with
present or prospective customers who can be accessed by companies whose data-
bases contain postal and electronic addresses along with the buyographic, geo-
graphic, demographic, and, perhaps, psychographic data of the nature previously
described in this text (Chapter 4). Direct advertising, in comparison to broadcast
advertising, does not deal with customers as a mass but rather creates individual
relationships with each customer or prospective customer. The following analogy
aptly pits addressable media against broadcast media: “Broadcast media send
communications; addressable media send and receive. Broadcasting targets its
audience much as a battleship shells a distant island into submission; addressable
media initiate conversations.”7

An up-to-date database provides firms with a number of assets, including the
ability to direct advertising efforts to those people who represent the best
prospects for the company’s products or services, to offer varied messages to dif-
ferent groups of customers, to create long-term relationships with customers, to
enhance advertising productivity, and to calculate the lifetime value of a customer
or prospect. Due to the importance of customer lifetime value, the following sec-
tion focuses on this fifth database asset.

Lifetime-Value Analysis
A key feature of database marketing is the need to consider each address con-
tained in a database from a lifetime-value perspective. That is, each present or
prospective customer is viewed as not just an address but rather as a long-term
asset. Customer lifetime value is the net present value (NPV) of the profit that a
company stands to realize on the average new customer during a given number of
years. This concept is best illustrated using the data in Table 16.2.8
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Assume, for illustration purposes, that a retailer has a database of 1,000 cus-
tomers (see the intersection of row A and Year 1 column in Table 16.2). The analy-
sis examines the NPV of each customer over a five-year period. Row B, the
retention rate, indicates the likelihood that people will remain customers of this
particular retailer during a five-year period. Hence, 40 percent of 1,000 customers
in Year 1 will continue to be customers in Year 2, or, in other words, 400 of the ini-
tial 1,000 customers will be remaining in Year 2 (see intersection of row A and the
Year 2 column). Forty-five percent of these 400 customers, or 180 customers, will
remain into Year 3, and so on.

Row C indicates that the average yearly sales in Years 1 through 5 are constant at
$150. That is, customers on average spend $150 at this particular retail establish-
ment. Thus, the total revenue, row D, in each of the five years is simply the product
of rows A and C. For example, the 1,000 customers in Year 1 who spend on aver-
age $150 produce $150,000 of total revenue.

Row E reflects the cost of selling merchandise to the store’s customers. For sim-
plification it is assumed that the cost is 50 percent of revenue. Total costs in each
year, row F, are thus calculated by simply multiplying the values in rows D and E.

Gross profit, row G, is calculated by subtracting total costs (row F) from total
revenue (row D). The discount rate, row H, is a critical component of NPV analysis
and requires some discussion. This rate reflects the idea that money received in
future years is not equivalent in value to money received today. This is because
money received today, say $100, can be immediately invested and begin earning
interest. Over time, the $100 grows more valuable as interest accumulates and
compounds. Delaying the receipt of money thus means giving up the opportunity
to earn interest. This being the case, $100 received in the future, say in three years,
is worth less than the same amount received today. Some adjustment is needed to
equate the value of money received at different times. This adjustment is called
the discount rate and can be expressed as:

D = (1 + i)n

where D is the discount rate, i is the interest rate, and n is the number of years
before the money will be received. The discount rate given in row H of Table 16.2
assumes an interest rate of 20 percent. Thus, the discount rate in Year 3 is 1.44,
because the retailer will have to wait two years (from Year 1) to receive the profit
that will be earned in Year 3. That is:

(1 + 0.2)2 = 1.44
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Year 1 Year 2 Year 3 Year 4 Year 5

Revenue
A Customers 1,000 400 180 90 50
B Retention rate 40% 45% 50% 55% 60%
C Average yearly sales $150 $150 $150 $150 $150
D Total revenue $150,000 $60,000 $27,000 $13,500 $7,500

Costs
E Cost percentage 50% 50% 50% 50% 50%
F Total costs $75,000 $30,000 $13,500 $6,750 $3,750

Profits
G Gross profit $75,000 $30,000 $13,500 $6,750 $3,750
H Discount rate 1 1.2 1.44 1.73 2.07
I NPV profit $75,000 $25,000 $9,375 $3,902 $1,812
J Cumulative NPV profit $75,000 $100,000 $109,375 $113,277 $115,088
K Lifetime value per customer $75.00 $100.00 $109.38 $113.28 $115.09

Table 16.2

Customer Lifetime-Value
Analysis



The NPV profit, row I, is determined by simply taking the reciprocal of the dis-
count rate (i.e., 1 ÷ D) and multiplying the gross profit, row G, by that reciprocal.
For example, in Year 3, the reciprocal of 1.44 is 0.694, which implies that the pres-
ent value of $1 received two years later is only about $0.69 at an interest rate of 20
percent. Thus, the NPV of the $13,500 gross profit to be earned in Year 3 is $9,375.
(You should perform the calculation for Years 4 and 5 to ensure that you under-
stand the derivation of NPV. Recall that the reciprocal of a particular value, such
as 1.44, is calculated by dividing that value into 1.)

The cumulative NPV profit, row J, simply sums the NPV profits across the years.
This summation reveals that the cumulative NPV profit to our hypothetical
retailer, who had 1,000 customers in Year 1, of whom 50 remain after five years, is
$115,088. Finally, row K, the lifetime value per customer, shows the average worth of
each of the 1,000 people who were customers of our hypothetical retailer in Year 1.
The average lifetime value of each of these customers, expressed as NPV over a
five-year period, is thus $115.09.

Now that you understand the concept of lifetime-value analysis, we can turn to
more strategic concerns. The key issue is this: what can a database marketer do to
enhance the average customer’s lifetime value? There are five ways to augment
lifetime value:9

1. Increase the retention rate. The more customers a firm has and the longer they
are retained, the greater the lifetime value. It therefore behooves marketers
and advertisers to focus on retention rather than just acquisition. Database
marketing is ideally suited for this purpose, because it enables regular com-
munication with customers (through newsletters, frequency programs, and so
on) and relationship building. Customer relationship management (CRM) is a
widespread marketing practice—a practice justified by the ability to enhance
the lifetime value of the average customer.

2. Increase the referral rate. Positive relations created with existing customers can
influence others to become customers through the positive word of mouth
expressed by a company’s satisfied users.

3. Enhance the average purchase volume per customer. Existing customers can be
encouraged to purchase more of a brand by augmenting their brand loyalty.
Product satisfaction and capable management of customer relations are means
to building the base of loyal customers.

4. Cut direct costs. By altering the channel of distribution via direct marketing
efforts, a firm may be able to cut costs and hence increase profit margins.

5. Reduce marketing communications costs. Effective database marketing can lead
to meaningful reductions in marketing communications expenses because
direct advertising often is more productive than mass-media advertising.

The Practice of Data Mining
Databases can be massive in size with millions of addresses and dozens of vari-
ables for each database entrant. The availability of high-speed computers and
inexpensive computer software has made it possible for companies to literally
mine their databases for the purpose of learning more about customers’ buying
behavior. The goal of data mining is to discover hidden facts contained in data-
bases. Sophisticated data miners look for revealing relations among the variables
contained in a database for purposes of using these relationships to better target
prospective customers, develop cooperative marketing relations with other com-
panies, and otherwise better understand who buys what, and when, how often,
and along with what other products and brands they make their purchases.

Consider, for example, a credit card company that mines its huge database and
learns that its most frequent and largest-purchase users are disproportionately more
likely than the average credit card user to vacation in exotic locations. The company
could use this information to design a promotional offering that has an exotic vaca-
tion site as the grand prize. A furniture chain mining its database learns that families
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with two or more children rarely make major furniture purchases within two years
of buying a new automobile. Armed with this information, the chain could acquire
automobile purchase lists and then direct advertisements to households that have
not purchased a new automobile for two or more years. These examples are purely
illustrative, but they provide a sense of how databases can be mined and used for
making strategic advertising and promotional decisions.

Another use of databases is to segregate a company’s customer list by the
recency (R) of a customer’s purchase, the frequency (F) of purchases, and the mone-
tary value (M) of each purchase. Companies typically assign point values to
accounts based on these classifications. Each company has its own customized
procedure for point assignment (i.e., its own R-F-M formula), but in every case
more points are assigned to more recent, more frequent, and more expensive pur-
chases. The R-F-M system offers tremendous opportunities for database manipu-
lation and mail targeting. For example, a company might choose to send out free
catalogs only to accounts whose point totals exceed a certain amount.

Another application of the R-F-M categories is for a company to divide cus-
tomers into equal-sized groupings such as quartiles (four equal-sized groups) or
quintiles (five equal-sized groups) for each of the R, F, and M categories. Hence,
with respect to recency of purchase, the first quintile would consist of the top one-
fifth of the customer database who have most recently purchased from the com-
pany, and the last quintile would include the bottom one-fifth of customers who
have least recently purchased the company’s products. Likewise, customers’ pur-
chase frequencies also would be delineated into five equal quintiles, ranging from
the top (most frequent purchasers) to bottom quintiles (least frequent purchasers).
Finally, customers’ amount of purchases of the company’s products would be
grouped into five equal-sized quintiles. These quintile delineations of the R-F-M
categories would thus lead to 125 total combinations (each combination is known
as a cell) of customer groupings—that is, 5 recency quintiles x 5 frequency quintiles
x 5 monetary-value quintiles. Cell 1 would include customers who have purchased
the company’s products most recently, have purchased most frequently, and have
spent the most amount in purchasing from the company, while cell 125 would
include customers who have purchased products least recently, have purchased
least frequently, and have spent the least amount in purchasing from the company.
Customers in the 123 intermediate cells would fall between these two extremes.

Having delineated all customers into one of 125 cells, a company can then test
the effectiveness of a proposed p-mailing using the following procedure:

1. Take a representative random sample of customers from each of the 125 cells.
2. Distribute a catalog, brochure, or other p-mailing to the sampled customers

from each of the 125 cells. This mailing would encourage recipients to pur-
chase the company’s advertised product(s).

3. Provide sufficient time for sampled customers to respond to the mail offering.
4. After sufficient time has elapsed (based on past mailing experience), deter-

mine the response rate and average expenditure for each of the 125 R-F-M
cells.

5. Project these statistics to the full membership of each of the 125 groupings.
6. Based on these response rate and average expenditure projections, and with

knowledge of the cost of distributing the mailing to all customers in each
group, calculate whether distributing the mailing to all customers in a particu-
lar cell would be a profitable proposition.

7. Based on the sample results, mail the catalog, brochure, or other piece only to
those cells in which the potential revenue from the customers outstrips the
mailing expense.

It should be clear from this description that testing of the sort just described
can be performed to determine which customers in a company’s database repre-
sent the best prospects for future mailings. Based on these results, a decision is
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made to mail, say, a catalog to those database entrants who occupy a select subset
of the R-F-M cells, namely, the most profitable cells. In the absence of testing a pro-
posed new mailing, a company would be taking a “shot in the dark” if it were to
mail its catalog to all customers in its database. The testing procedure represents a
systematic approach that likely will produce a more profitable outcome compared
with blanketing a mailing to all database occupants.

Audio-Video Advertising
Whereas the prior discussion of direct advertising has focused primarily on print
forms of direct advertising, a second general form of direct advertising is the use
of electronic devices to present audiovisual advertising messages that have been
captured in the form of videotapes, CD-ROMs, or DVDs. This form of advertising
involves capturing key visual and audio information about a brand and distribut-
ing the information to business customers or final consumers for projection on
computer monitors or television screens. Although there is limited research to ver-
ify the effectiveness of audio-video advertising, firms in this industry maintain
(albeit not without self-interest) that video advertising is both more effective and
less expensive than print advertising delivered via direct mail. It is claimed that
business customers and consumers are less likely to throw away an unsolicited
audiovisual message than they are a brochure or other printed material and that
videos are more persuasive. Although unverified in a scientific sense, it stands to
reason that video advertising is potentially more entertaining than comparable
print advertising and thus more effective in gaining attention and influencing
memorability of an advertising message.

Companies are increasingly using the audiovisual medium to present con-
sumers and B2B customers with detailed product information. Consider, for
example, the valuable use of CD-ROMs and DVDs to market new automobiles
and vacation spots. When used for the introduction of new automobiles, a car
company can provide detailed product information as well as show scenes of the
product in use and illustrations of the “typical” purchaser of the new car.

Imagine also how a tourist destination might effectively use CD-ROM and DVD
advertising. When a prospective tourist requests information, a disc could be mailed
out that would contain the sights (video as well as still pictures) and sounds (music,
wildlife and outdoor sounds, etc.) of the area and would present this information in
a newsworthy and entertaining fashion. CD-ROMs and DVDs also have consider-
able potential in the area of B2B marketing. Audio-video presentations of new prod-
ucts can be mailed to prospective customers, who are encouraged to call for
additional information or to arrange a personal sales visit.

Indirect Forms of Advertising

As previously portrayed in Table 16.1, indirect advertising can be broadly distin-
guished as being directed to homes and workplaces (private venues) or dissemi-
nated in a wide variety of private and public venues. Yellow-pages and video-game
advertising directed to homes and workplaces are covered first, and then a variety
of public-venue forms of indirect advertising are examined.

Advertising Directed to Homes and Workplaces
Yellow-Pages Advertising
Advertising in the yellow pages is not a substitute for but a complement to other
advertising media when used in an IMC program. This old advertising medium,
with a past as a static form of communication in the pages of telephone directories,
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is seeing a new life with the creation of online yellow pages. The yellow pages is an
advertising medium that consumers turn to when they are seeking a product or
service supplier and are prepared to make a purchase.

The yellow pages—the online version (e.g., http://www.yellowpages.com and
http://www.superpages.com) as well as the traditional print volume—represent a
huge advertising medium with annual revenues exceeding $15 billion.10 Over 7,000
localized yellow-pages directories are distributed annually to hundreds of millions
of consumers. There are currently more than 4,000 headings for different product
and service listings. Local businesses place the majority of yellow-pages ads, but
national advertisers also are frequent users of the yellow pages. For example, the
following national companies in a recent year all invested over $20 million adver-
tising in the yellow pages: ServiceMaster ($51 million), U-Haul ($38 million), State
Farm Insurance ($35 million), and Budget and Ryder ($20.5 million).11

Who Uses the Yellow Pages? Although most people use the yellow pages
at one time or another, heavy users tend to fall most heavily in the 25-to-49 age cat-
egory, are college educated, and have relatively high household incomes ($60,000
and up).12 Some of the major reasons for using yellow pages include saving time
spent shopping around for information, saving energy and money, finding infor-
mation quickly, and learning about products and services. In a typical week, an
estimated 60 percent of all American adults use the yellow pages at least once.

Distinguishing Features of Yellow-Pages Advertising. The yellow
pages differ from other ad media in several respects.13 First, whereas consumers
often avoid exposure to advertisements in other media, customers actively seek
out ads in the yellow pages. Second, the advertiser largely determines the quality
of ad placement in the yellow pages by the actions it takes. For example, by plac-
ing a large ad, the advertiser receives prized placement (i.e., placement earlier in
the sequence of ads under a particular category) than do purchasers of small ads;
also, companies that are long-time yellow-pages advertisers receive the best ad
placements.

A third distinguishing feature of yellow-pages advertising is that there are
clear-cut limits on possible creative executions. That is, when advertising in the
yellow pages, advertisers have fewer creative options available than when adver-
tising in other media. It is noteworthy, however, that now advertisers in the yel-
low pages have greater color and graphic options available than solely using black
print against a yellow background. Research indicates that the use of color and
higher-quality graphics have positive effects in attracting attention, signaling
product quality, and even increasing the likelihood that the advertised brand will
be selected over competitive options.14

A fourth distinguishing characteristic of yellow-pages advertising is the
method of purchase. Whereas advertising in mass media such as TV, radio, maga-
zines, and newspapers allows for frequent adjustments in the creative execution
and budget allocations, yellow-pages advertisements are purchased for a full year
and thus cannot be changed in either purchase amount or creative execution.

Overall, the yellow pages is a valuable advertising medium, especially for local
advertisers in their efforts to attract new customers and to reach past customers.

Video-game Advertising (a.k.a. Adver-gaming)
Brand managers and marcom practitioners are continually looking for alterna-
tives to mass-media advertising, especially TV, and seeking ways to get their mes-
sages before difficult-to-reach consumers such as young males. Electronic games
(video games) provide an excellent advertising medium for this purpose. These
games typically are available on game consoles or online, and marketers either
customize their own games or incorporate their brands into existing games (a
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form of product placement). The producers of video games now actively pursue
tie-ins with brand marketers, who pay for advertising space within the games.

It is easy to understand why video games represent a potentially valuable ad
medium considering that popular games sell millions of units, and users of these
games play for an average of 40 hours before growing tired of them.15 Moreover,
JupiterResearch, a technology research firm, expects over 60 million game players
by 2009, with 40 percent of those in the 18-to-34 age category.16 Although in the
early years of this technology video games were most played by young males,
today nearly 40 percent of game players are girls and women.17

An Illustration of Adver-Gaming. DaimlerChrysler sought a way to effec-
tively advertise the company’s Wrangler Rubicon brand in its Jeep line. In an
appeal to the young males representing the primary target for this brand,
Wrangler’s brand team commissioned a video game—named Jeep 4x4: Trail of
Life—that gave players an opportunity to “drive” the Wrangler up steep inclines
and across rivers. It only took six months for 250,000 game players to download
the Jeep game and provide their names and addresses to DaimlerChrysler.
(Regarding the discussion earlier in the chapter about database marketing, note
that these names and addresses would become part of DaimlerChrysler’s ever-
growing database.) Hundreds of the limited-edition Wrangler Rubicons, priced at
$29,000, were sold to people who played the game. The marketing people at
DaimlerChrysler were able to determine this, of course, by comparing dealer sales
records with the name and address information supplied by people who played
the 4x4: Trail of Life game.18

Nielsen to Measure Video-game Audiences. Expenditures on adver-
gaming, somewhere in the $1 billion vicinity at the time of this writing, are minus-
cule in comparison to those on TV and other mass media. Nevertheless, in
anticipation of continued growth, Nielsen (of TV ratings fame) has developed a
service to measure video-game audiences. Nielsen employs a small monitor (some-
what akin to the set-top boxes used in TV measurement) to measure game-playing
behavior. For example, an inaudible audio signal was coded into the Tony Hawk’s
Underground 2 game that is played online, and Nielsen’s monitoring system was
alerted each time game players viewed product placements for the Chrysler Jeep.19

Measures of viewers’ recall of ads placed in games and their reactions to these ads
will require telephone surveying and perhaps personal interviewing.

Advertising Delivered at 
Private and Public Venues

Presented in this context are several forms of advertising: branded entertainment
(i.e., product placements in movies, on TV, and in other media), cinema advertising
and Web films, virtual signage, and miscellaneous modes of ad delivery.

Branded Entertainment: 
Brand Placements in Movies and Other Media
The practice of what typically is referred to as product placement—but which more
appropriately should be dubbed brand placement inasmuch as marketers promote
specific brands, not products in general—has risen in recent years to unprece-
dented heights. It has been estimated that brand-placement spending in the
United States exceeded $4 billion in 2005.20 Interestingly, there is little scientific
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evidence regarding the effectiveness of brand placements.21 Most of the evidence
is anecdotal, and the discussion in this section will be in that vein.

In their efforts to present brand messages in a manner that does not appear
blatant, marketers seek opportunities to have their brands mentioned in positive
contexts—including movies, TV programs, books, songs, and so on. Brand place-
ment activity is perfectly aligned with one of the five key features of IMC intro-
duced in Chapter 1, namely that the customer represents the starting point for all
marcom decisions. The essence of this principle, as it relates to media selection, is
that marketing communicators should seek opportunities to present brand mes-
sages in positive contexts where potential customers naturally place themselves.
People go to movies, watch TV programs, listen to music, and so on; hence, all of
these venues are potentially attractive contexts in which to present brand mes-
sages. This then is the general rationale for so-called branded entertainment,
namely, that brand messages placed in entertainment events are conveyed in a
covert fashion compared to traditional advertising’s overt approach and that
brand placements do not come across as advertisements.

By way of comparison with traditional mass-media advertising, brand place-
ments in movies, TV programs, and elsewhere have certain distinct advantages as
well as disadvantages. First, in terms of advantages, brand placements generally
are less intrusive than advertisements and thus less likely to be avoided. Second,
because consumers, especially younger people, often dislike being marketed to,
brand placements are less likely to be summarily rejected as just another persua-
sive attempt. Third, when a brand is appropriately connected with the plot of a
movie (or TV program, song, etc.) and with the characters in that entertainment
event, there is a strong potential for the placement to buttress or even augment a
brand’s image and to build an emotional connection with the target audience.
Finally, a prominent placement can create a memorable association that serves to
enhance consumers’ memories (recognition and recall) of a brand and thus possi-
bly their chances of selecting it from among competitive options.

On the downside, marcom practitioners lose control of how their brands are
positioned when movie and TV directors make the decision of how exactly brands
are placed in an entertainment event. Whereas an advertisement is a perfectly con-
trolled context for a brand, when a brand is placed in, say, a movie, the control of
the positioning is to some degree lost to the movie’s director. Another disadvan-
tage of brand placements is the difficulty of measuring their effectiveness and
their ROI. Third, prices of brand placements are spiraling upward, and many
brand managers consider the cost unreasonably high. For example, 79 percent of
major marketers surveyed in a poll conducted by the Association of National
Advertisers believe branded-entertainment deals are overpriced.22

In sum, brand placements offer many potential advantages, but these do not
come free of cost. We now discuss specific forms of brand placements: in movies,
on TV, and in songs.

Brand Placements in Movies. Brand placements in movies date back to the
1940s, yet the frequency of occurrence is greater now than ever. It is virtually impos-
sible to attend a movie without seeing various well-known brands (Coca-Cola,
Nike, Apple, Ford, etc.) appearing in these movies. For example, the movie Sahara,
which just opened at the time this chapter was being written, featured nearly 20
brands—including Apple, Budweiser, Coca-Cola, Intel, Jeep, Mercedes, Ray-Ban,
Samsung, and USA Today. Interested readers can see the brands that are featured
in favorite films by going to the following Web site: http://www.brandchannel.
com/brandcameo_films.asp. This source has been tracking brand placements in
movies since the early 2000s. It also includes a section that identifies which brands
are placed in the most films.
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Do brand placements work? Public evidence of whether such “advertising” is
effective is limited. There is evidence, however, that brand awareness and recall
increase with more prominent placements.23 It would seem that advertisers have little
to lose and much to gain when using this form of supplemental marketing commu-
nications. The typical price for a brand placement ranges from as low as $25,000 to
into the millions.24 For example, Ford invested millions to have its Jaguar, Aston
Martin, and Thunderbird brands featured in the James Bond movie Die Another Day.

Several factors determine how much a brand placement is worth and thus how
much it should cost a brand marketer to place a brand in a particular movie.25 A first
determinant is the amount of time the brand gets on screen. Placements in which a
brand is in the foreground of a scene and in which the brand logo is clearly seen are
more valuable to a brand and lead to higher prices than instances in which the
brand is in the background and the logo is difficult to detect. Second, brand place-
ments are more valuable (and thus should be priced higher) when characters in the
movie use the brand and perhaps mention it and exclaim its virtues. A third deter-
minant of a placement’s value is whether the brand appears during an important
plot point in the movie (if it does, the placement is worth more). In short, the more
time a brand placement receives, the more tightly it is woven into the movie’s plot,
and the more the brand and key movie characters are connected, the more valuable
the placement is and the higher the price to be paid for garnering the placement.

Based on a large global study conducted by a major advertising media company
(over 11,000 interviews conducted with consumers from 20 countries), younger con-
sumers appear to be the most responsive to brand placements in movies.26 Compared
to older age groups, 16-to-24 year olds were the most likely to notice brand place-
ments in movies (57 percent) and to consider trying the brands seen in films (41 per-
cent). The comparative notice and consider-trying statistics for 35-to-44 year olds
were 49 percent and 28 percent and, for 45-to-54 year olds, 43 percent and 22 percent.
Perhaps the most interesting finding from this study was the difference across coun-
tries in the percentages of consumers saying they would try a brand if they saw it in
a film. The percentages for a subset of countries were Mexico (53 percent), Singapore
(49 percent), India (35 percent), Hong Kong (33 percent), the United States (26 per-
cent), Finland (14 percent), Denmark (14 percent), the Netherlands (9 percent), and
France (8 percent). Consumers from the latter four countries objected to brand place-
ments because they are considered as interfering with the film-making process.

For a discussion of the problems and opportunities with brand placements
when movies are exported overseas, see the Global Focus.

Brand Placements in TV Programs. The topic of brand placements in TV
programs was briefly mentioned in Chapter 14 when discussing television as a
mass-advertising medium. A few additional comments are appropriate at this
time. Brand-placement spending on television is even greater than in movies,
accounting for nearly 60 percent of brand-placement expenditures in 2005.27 The sub-
stantial increase in brand placements on TV has been concurrent with the growth
of reality television programming. Programs such as Survivor and The Apprentice
represent near-perfect contexts in which to place brands and provide brand man-
agers with an alternative form of exposure to the traditional 30-second commercial.
Of course, brand placements are not limited just to reality shows. Brand place-
ments can be observed on most successful TV programs. Even reruns of TV sitcoms
are being digitally remastered to include brands in scenes where they did not exist
when initially produced.28

Brand marketers are attempting to get their brands integrated into TV pro-
grams in as seamless a fashion as possible. For example, Agent Jack Bauer, the dar-
ing Counter Terrorist Unit character on Fox network’s 24, always drives a Ford
F-150 truck. Jack and the truck are inseparable. The truck appears in the program
not as a prop, but as a natural element of the action-packed program. Likewise,
brands such as Coca-Cola and Campbell’s soup are featured in American Dreams,
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a program about a Philadelphia family during the Vietnam era and its struggles
during this tumultuous time to keep four children grounded in the parents’ tradi-
tional Catholic values while simultaneously allowing them to experiment with
the rapid sociocultural changes being ushered in during this period. Brands
embedded in this program stand to be perceived as both traditional and
modern—a fine line between two potentially contradictory value schemes, but
nonetheless a position that many brands would hope to occupy in their appeal to
multiple age groups.

Brand Placements in Books and Songs. The previous sections have dis-
cussed brand placements in movies and TV programs. In actuality, brand place-
ment activity has become universal. Books often mention specific brands in the
context of describing their protagonists’ lifestyles, which, needless to say, can rep-
resent positive plugs for brands when real or fictional characters are themselves
perceived positively. (What brand marketer would want to see a brand associated
with a dastardly character or “loser”?) When listening to songs, one often hears
references to specific brands. Hip-hop artists are especially active promoters of
brands. As one observer has noted, “These brands are part of the artists’ lives, and
what they’re selling is a lifestyle.”29

Cinema Advertising and Web Films
In addition to placements of brands in movies, the movie theater has in recent
years itself become a medium for placing advertising messages prior to featured
films. Expenditures on cinema advertising are trivial in comparison, say, to TV
advertising, amounting to only about $350 million in a recent year. Research has
demonstrated that, at least in its infancy, consumers are not antagonized by cin-
ema advertisements.30 Younger consumers are more positively disposed toward
cinema advertising than older individuals, which makes for an attractive proposi-
tion for brand marketers given the difficulties of reaching the younger demo-
graphic group with traditional advertising media. The prospect that cinema
advertising has a bright future is perhaps best evidenced by the fact that Nielsen

Interestingly, as 
much as 60 percent of the 

revenue produced by Hollywood movies is generated
in non-U.S. markets. This raises a very interesting challenge as well
as an opportunity: what does a movie studio do when a brand
placed in a movie is unavailable in another country where the
rights to the movie are sold? Movie studios used to
sell product-placement rights only on a
single occasion to advertisers
interested primarily in exposure to
U.S. audiences. Now they have
turned to dubbing product place-
ments to accommodate advertisers’
efforts to reach audiences in other countries. This
has been made possible as movies increasingly are being shot with
digital cameras rather than with 35 mm film.

In Spider-Man 2, for example, the U.S. version featured a
Dr Pepper logo on the refrigerator in the pizza shop where Spider-
Man (Peter Parker as played by Tobey Maguire) works. However,
when Sony Pictures was unable to interest the marketers of Dr
Pepper in paying for overseas brand placements, the rights were
sold to Mirinda (a fruit-flavored soft drink marketed by PepsiCo

outside the United States). Mirinda’s brand then appeared on the
pizza shop refrigerator in 60 countries where Spider-Man 2 was
distributed.

In the Warner Bros. movie Looney Tunes: Back in Action, Sprint
Corp. bought only the U.S. product-placement rights in that its
wireless service isn’t available outside the United States. So where
the U.S. release shows a close-up of the red Sprint logo on a cell

phone, in the international release of the movie,
the orange square logo of Orange (a unit

of France Telecom SA) replaces the
Sprint logo. In another cell phone
placement, Cingular Wireless is the

brand appearing in Charlie’s Angels:
Full Throttle, but just in the United States.

In the movie’s international release, T-Mobile (a
unit of Deutsche Telekom AG) is dubbed in place of Cingular.

Dubbing logos in international releases of U.S. films has
enabled movie studios to increase revenue generation from brand
placements. At the same time, this practice has been criticized as
another effort to turn movies into glorified infomercials.

SOURCE: Adapted from Charles Goldsmith, “Dubbing in Product Plugs,” Wall Street
Journal Online, December 6, 2004, http://online.wsj.com.

Dubbing in Brands to Fit the Needs
of Different Countries

lLglobal focus
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Media Research has introduced Nielsen Cinema, which is an in-the-
ater audience measurement service that will be used by cinema
companies and advertisers for buying and selling cinema advertis-
ing. Figure 16.1 is an advertisement from Regal CineMedia
Corporation directed at prospective movie advertisers. The ad
points out that movie advertising is especially valuable for reaching
young audiences and that it delivers high levels of brand recall.

Another film-related advertising medium is Web films. This
form of advertising involves producing short films that feature the
advertised brand and are available on the Internet for free viewing.
BMW introduced this advertising genre when in 2000 it presented
Clive Owen as “The Driver” in five films titled Ambush, Chosen, The
Follow, Star, and Powder Keg.31 The Driver appeared in each action-
packed film driving a different BMW vehicle, all of which served to
portray BMW vehicles in the most positive light. American Express
created its own Web films that featured Seinfeld and Superman in
an extension of an advertisement involving these characters that
first aired on a Super Bowl program. In another illustration of Web
films, Dr. Martens (known for its hip boots) has attempted to regain
the glory of its 1990s success years by investing $10 million in the
production of six films, each telling the story of individuals with
unique jobs or avocations. A company spokesperson justified the

choice of Web films by saying that this medium enables Dr. Martens to reach its
target of 18–35 men and women and to present an authentic and honest message
that parallels the brand’s image.32

Virtual Signage
Largely unbeknownst to television viewers, the brand logos sometimes seen on
sports fields, tennis courts, and other venues actually are not there. That is, com-

puter technology is used to “paint” advertisers’ logos at these ven-
ues. Attendees at a sporting event cannot see the signs because the
logos are not physically present, but television viewers have no
idea that what they are viewing is merely a computer-generated
image rather than a “real” sign. Virtual signs have been used in
boxing, football, tennis, baseball, and basketball venues. These
signs enable advertisers to use state-of-the-art graphics to attract
and hold viewer attention during the actual playing of a sporting
event. Advertisers in the United States have enthusiastically
embraced virtual signage as a potentially promising advertising
medium, but in Europe regulators such as the European Broad-
casting Union have categorically banned virtual advertising from
events in which it holds broadcasting rights.33

Some Additional Alternative Media
Following is a discussion of a potpourri of alternative media, all of
which have minor but potentially useful roles to play as part of an
integrated marcom effort. Creative advertisers find many ways to
reach customers using alternative media. For example, Figure 16.2
is an advertisement from 3M Company that is directed at adver-
tising agencies and their clients. On reading the advertisement you
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will see that 3M is suggesting that Post-it Notes can be
used as a powerful advertising medium that will reach
potential customers day after day, note after note.
Figure 16.3 is a photo taken at a professional football
stadium (the Carolina Panthers stadium in Charlotte,
North Carolina), showing a cup holder emblazoned
with an advertisement for Coca-Cola.34 Why let the
space go to waste when it can be sold as an advertising
outlet?

Advertisers have even turned to using restroom
space as a venue to convey their messages. Since its
introduction, Axe deodorant from Unilever has been
advertised in public restrooms in major U.S. markets.
A company spokesman justified this choice by saying
that Axe is a brand that “is about helping a guy attract
women,” and that guys are in the right mind-set to
accept ad messages for a brand such as Axe during their restroom interludes
when frequenting bars.35

An enterprising firm called The Fruit Label Company has used apples and
other fruit and vegetable items to carry mini-ads for movies and other products.
Levi Strauss & Co. advertised Levi’s 501 jeans on the back covers of Marvel and
DC comics, an excellent medium because these two comic-book companies com-
bined sell more than 10 million copies of their comic books every month. The
comics provided Levi Strauss & Co. with an outlet for reaching the notoriously
difficult-to-reach segment of boys ages 12 to 17.

Another interesting ad medium is skywriting. A company named Skytypers—
with bases in California, Florida, and New York—“writes” sky messages in
the form of white cloud formations. At a recent U.S. Open tennis tournament
in Flushing Meadows, New York, tennis patrons saw messages for brands
such as Heineken, Dunkin’ Donuts, GEICO, and Song Airways. A message of 25 to
30 letters costs between $25,000 and $30,000 and can be seen by upwards of
2.5 million people in the 400-square-mile area surrounding the site of the U.S.
Open.36 See the IMC Focus for another description of a
fascinating advertising medium.

In conclusion, this brief discussion of alternative
media has been intended merely to demonstrate that
the imagination, along with good taste, are the only
limits to the choice of advertising media. These
examples illustrate rather vividly that virtually any
blank surface can be converted into space for an adver-
tisement. In the final analysis, we must be mindful of
the advice about IMC presented in Chapter 1: contact
brand users wherever and whenever possible, use all
appropriate touch points to convey messages that will
increase brand awareness and augment images, and
be sure to integrate messages across all touch points to
assure they all speak with a single voice. Multiple
media are to little avail if their messages are inconsis-
tent or possibly even in conflict.
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Summary

This chapter has devoted coverage to a variety of “other” advertising media. Table
16.1 structured the discussion by delineating these other ad options into direct and
indirect media. In addition to this breakdown, alternative media also were classified
as being directed primarily to homes and workplaces or to public venues. Direct
advertising via postal mail (p-mail) received the most extensive coverage in view of
its widespread usage and huge investment in this medium.

Direct advertising is increasingly being viewed as a critical component of suc-
cessful IMC programs. Indeed, for many firms direct advertising is the corner-
stone of their communications efforts. The increased sophistication of database
marketing has been largely responsible for the growing use and effectiveness of
direct advertising. Major advances in computer technology have made it possible
for companies to maintain huge databases containing millions of prospects and
customers. An up-to-date database allows targeting of messages to prime
prospects, provides for an ability to vary message content to different groups,
enhances advertising productivity, enables the determination of a customer’s life-
time value, and affords an opportunity to build long-term relations with cus-
tomers. The availability of high-speed computers and inexpensive computer
software has made it possible for companies to literally mine their databases for
the purpose of learning more about customers’ buying behavior. Sophisticated
data miners look for revealing relations that can be used to target prospective cus-
tomers, develop cooperative marketing relations, and otherwise better under-
stand who buys what, and when, how often, and along with what other products
and brands they make their purchases.

Two forms of indirect advertising that are directed mostly at homes and work-
places are yellow-pages advertising and video-game advertising (also known as
adver-gaming). The yellow pages (online as well as in print form) is virtually a

The Human Body as an Ad Medium

As noted previously, virtually any location or space represents a
potential advertising medium. Advertisers are limited only by their
ingenuity in selecting settings in or on which to place their ads.
Perhaps the last frontier in advertising space was breached when
advertisers began using the human body as an ad medium.
People’s bodies now represent a form of billboard for
ad messages. Foreheads seem to be the
preferred spot for tattoo ads. A British
company, for example, pays students
the equivalent of about $8 an hour
to walk up and down busy streets
with their foreheads temporarily im-
printed with brand names. The company has a
group of about 1,000 students who are willing to serve as walking
billboards.

Tattoo advertising also has appeared in the United States. A
Massachusetts-based firm borrowed the forehead-tattooing idea
from Great Britain and introduced it in that state and elsewhere.
Dunkin’ Donuts ran a forehead tattoo promotion in conjunction
with the National Collegiate Athletic Association (NCAA) March
Madness basketball tourney. One hundred students from 10 uni-
versities in Boston, Massachusetts; Illinois; Georgia; and Florida
earned between $50 and $100 per day to walk around their cam-
puses with the Dunkin’ Donuts logo tattooed on their foreheads.

In another 
campaign tied to the 
famous Boston Marathon, approximately 
1,000 students were tattooed with a slogan for Reebok shoes
exclaiming, “The Pain Train is Coming” (in reference to fictional

Terry Tate who, at the time, was Reebok’s iconic
endorser).

Whether tattoo advertising is
a fad or has some staying power
is unknown at this time. One

prospect is that there are more
people willing to have their bodies

serve as tattooed billboards than there are
companies who are interested in using this advertising medium.
One need only go online to an eBay auction to see that there
are various individuals auctioning off their bodies as venues for
temporary or even permanent brand-name tattoos. For example,
at the time of writing this section, one auctioneer was offering
to permanently tattoo his shaven head for any nonvulgar brand—
at an asking price of $50,000. He had yet to receive any bids.

SOURCE: Details about the British campaign and those for Dunkin’ Donuts and
Reebok are from Arundhati Parmar, “Maximum Exposure,” Marketing News,
September 15, 2003, 6, 8.
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must for local advertisers in their quest to attract prospective customers and
repeat purchases. Adver-gaming is a new but rapidly growing form of advertising
that appeals mostly to young men but increasingly to girls and women who also
are avid gamers.

There are a variety of other forms of indirect advertising that reach consumers
primarily in public venues outside homes and workplaces. Brand placements in
movies, on TV, and in songs is another rapidly growing ad medium. These place-
ments provide advertisers with an opportunity to reach consumers in a rather
covert fashion (in comparison to traditional advertising, which, in a manner of
speaking, is “in your face”) and to portray brands positively by connecting them
with entertainment plots and characters.

Another interesting development in the search for alternative advertising
media is the recent growth of cinema advertising. Most theaters now show a few
commercials prior to presenting the featured movie. These ads oftentimes are the
same ones shown on TV. The appeal of this medium is that it captures the atten-
tion of a young demographic group that is difficult to reach via traditional media.
Moreover, shown prior to the commencement of the feature film, cinema advertis-
ing is not as disruptive as are TV commercials. Another form of cinematic adver-
tising is the recent emergence of Web films. These typically are short films made
available online at no cost to the viewer. Web films are entertaining and attract
viewers by buzz-building word of mouth. The films often are exciting and portray
the featured brand in a fashion that holds positive associations for the featured
brand—such as BMW automobiles or Dr Martens’ boots.

Discussion Questions
1. Virtually any space is a potential medium for a marketer’s advertisement.

Please identify several novel forms of advertising media that go beyond the
“other” media described in this chapter. Describe the target for each of these
novel media, and offer an explanation as to why, in your opinion, each novel
medium is effective or ineffective.

2. Can you recall any prominent brand placements in movies you have seen
lately? What were these placements? Were the products “positioned” in posi-
tive or negative contexts? How successful, in your opinion, were these place-
ments?

3. Have you ever viewed a CD-ROM or DVD advertisement? If so, what are your
views on why this form of advertising was or was not effective?

4. Describe your use, if any, of yellow-pages advertising in recent weeks.
5. Assume you are the proprietor of a sports bar in a community of, say, 250,000

people. Can you offer any good reasons for not advertising your business in
the yellow pages?

6. Four types of “graphics” are used in compiling databases: buyographics,
demographics, geographics, and psychographics. Provide one illustrative
variable that a catalog marketer of men’s or women’s clothing (your choice)
might include in its database for each of these “graphics.”

7. Explain the meaning and importance of database “addressability.”
8. The section describing database assets included the claim that an up-to-date

database allows a marketing organization to create long-term relationships
with customers. What does this mean?

9. Assume you are a direct marketer for a line of merchandise imprinted with the
logos of major universities. These items are targeted to the fans and supporters
of university athletic programs. Detail how you would compile an appropriate
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mailing list, one that would reach people who are most likely to purchase the
logo merchandise. Use your college or university for illustration.

10. Following is a lifetime-value analysis framework similar to that presented in
the chapter. Perform the calculations necessary to complete row K:

Year 1 Year 2 Year 3 Year 4 Year 5
Revenue
A Customers 2,000
B Retention rate 30% 40% 55% 65% 70%
C Average yearly sales $250 $250 $250 $250 $250
D Total revenue

Costs
E Cost percentage 50% 50% 50% 50% 50%
F Total costs

Profits
G Gross profit
H Discount rate 1 1.15 _____ _____ _____

I NPV profit
J Cumulative NPV profit
K Lifetime value per customer

11. Assume that, 10 years after graduating from your university or college, you
are appointed to your school’s Athletics Oversight Committee. The chair of the
committee suggests that it would be useful to know the lifetime value of the
average football season-ticket holder. Describe how you might go about esti-
mating the average ticket holder’s lifetime value over the first five years start-
ing with the year that he or she first purchases season tickets. Refer to Table
16.2 to assist you with this analysis. Make whatever assumptions you deem
necessary and then conduct the analysis. Your analysis obviously would be
facilitated by using a spreadsheet program such as Microsoft Excel.

12. Your college or university no doubt has an organizational unit that is respon-
sible for marketing merchandise to alumni and other customers—items
emblazoned with your school’s logo, such as sweatshirts, T-shirts, caps, cups,
and so on. Assume that the merchandising unit in your school does not have
an up-to-date computerized database. Explain how you would go about put-
ting together such a database. What specific information would you maintain
in your computerized database for each customer? How would you use this
information?

13. As a consumer who probably has spent considerable time perusing the pages
of different catalogs, provide your perspective on the value of catalogs to you.
Why would you (or why would you not) purchase from a catalog company?

14. What are your views on adver-gaming? Respond to this question by com-
menting about this advertising practice both from the perspective of advertis-
ers and from the viewpoint of game players.

15. Brand placements in movies, on TV, and in songs represent a subtle, even
covert, way to present a brand message. Traditional advertising, by compari-
son, is, in a manner of speaking, “in your face.” One therefore could argue that
traditional advertising is a more honest form of communications than the
practice of branded entertainment. What are your views on this? Might one
argue that brand placements are even a bit deceitful?

16. Visit http://www.brandchannel.com/brandcameo_films.asp and identify a
movie that you either have seen or are at least familiar with. Examine the
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brands that have been placed in that movie and comment on why you think
these brands chose to be placed in that particular movie.

17. What are your views on the effectiveness of brand placements in songs?
18. What are your views on both the appropriateness and the effectiveness of plac-

ing advertisements in restrooms?
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CHAPTER 17

Sales Promotion and the Role
of Trade Promotions

CHAPTER 18

Consumer-Oriented 
Promotions: Sampling 

and Couponing

CHAPTER 19

Consumer-Oriented Promotions:
Premiums and Other 
Promotional Methods

CHAPTER 20

Marketing-Oriented
Public Relations and

Sponsorships

Part Five includes four chapters that cover trade- and con-
sumer-oriented sales promotions along with the marketing
aspect of public relations and the use of sponsorships and
events. Chapter 17 overviews sales promotions by explaining
the targets of promotional efforts, the reasons underlying the
rapid growth of promotions, and sales promotion’s capabilities
and limitations. The chapter also examines trade-oriented
promotions, describing the most widely used forms of trade
promotions and discussion of forward buying, diverting, and
the advent of manufacturer-oriented everyday low pricing.
Efficient consumer response, category management, and
account-specific marketing also receive prominent treatment.
The chapter concludes with a discussion of nine empirical gen-
eralizations about trade and consumer promotions.

Two forms of consumer-oriented sales promotions, sam-
pling and couponing, are the subjects of Chapter 18. The vari-
ous forms of sampling programs and three major sampling
initiatives are discussed (targeting, innovative distribution
methods, and sampling’s ROI). The second topic in Chapter
18, couponing, includes treatment of the various forms of
coupons, the economic implications of couponing, and the
process of coupon redemption and misredemption.

Chapter 19 continues coverage of consumer-oriented pro-
motions by examining various promotions other than sam-
pling and couponing. Each of the following promotional
programs receives coverage: premiums, price-off promotions,
bonus packs, promotional games, rebates/refunds, and sweep-
stakes/contests. The chapter concludes with a three-step pro-
cedure for evaluating sales promotion ideas and suggestions
for conducting a post-mortem analysis.

Chapter 20, on marketing-oriented public relations and
sponsorships, includes a discussion of the historically entrenched
practice of reactive public relations, as well as the more recent
practice of proactive public relations. A special section is
devoted to negative publicity, including the issue of how to
handle rumors and urban legends. The last major section
covers both cause marketing and event marketing—the two
specific aspects of sponsorship marketing. Coverage includes
discussion of the specific factors that a company should
consider when selecting an event to sponsor—factors such as
image match-up, target audience fit, clutter, and economic
viability. The benefits of cause-oriented marketing are
detailed, and factors that should be considered when selecting
a cause to support are reviewed.
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Promotion Management,
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Nike, a manufacturer, and Foot Locker, a retailer. This

collision occurred when the CEO of Foot Locker became

infuriated at Nike’s rigid terms of sale being imposed

on Foot Locker (and other retail buyers) in both the

selection of which of Nike’s shoes Foot Locker would

carry in its stores and in how the shoes would be priced.

Due to its industry dominance and power position, Nike

requires retailers to buy all types of Nike shoes, not just

the particular models that retailers would like to cherry

pick as most appropriate for

their clientele. Also,

Nike provides

retailers lower

markups on Nike

shoes in comparison to

the markups permitted by other

athletic footwear makers.

Angered by Nike’s rigid terms and power politics,

Foot Locker’s CEO announced it would cut Nike orders

by 15 percent to 25 percent per year, or between

$150 million and $250 million annually. What was

Nike’s response to Foot Locker’s power play? On the

one hand, you might think that Nike would relax its

rigid terms so as to appease Foot Locker and prevent

the huge loss of business. On the other hand, Nike

could respond in kind by making its own power move.

That, in fact, is exactly the course of action undertaken:

Nike slashed its planned shipments to Foot Locker by

$400 million (40 percent of the previous year’s

CHAPTER 17

Sales Promotion and the Role of
Trade Promotions

A theme presented throughout this chapter is that the

role of sales promotions, especially trade-oriented

promotions, is largely a function of the relative power

between manufacturers and retailers. Power, in a diction-

ary sense, describes the strength, might, or force that

one entity has relative to another. In the marketplace,

power involves the ability of one channel member to

command or control another. Greater power relative

to another is achieved with increased economic or non-

economic (e.g., informational)

resources. The com-

petitive marketplace

virtually necessitates

that companies amass

power in order to flourish, if

not only to simply survive. Greater power

means that one participant in a market relationship—

such as a manufacturer or a retailer—has increased

ability to influence the nature of the relationship and

the terms of sale between the two parties. Weak trade

partners have terms of sale imposed on them, whereas

more powerful partners can, at the extreme, dictate

terms of sale. Wal-Mart, for example, is a mega-

powerful retailer that is well known for commanding its

suppliers to produce products that meet Wal-Mart’s price

and non-price requirements.

A recent episode in the athletic footwear industry

illustrates another application of power, when a major

power clash transpired between two industry giants—

Marcom Challenge: It’s a Matter of
Power—Nike Versus Foot Locker



C H A P T E R  O B J E C T I V E S

1
Understand the nature and purpose of sales promotions.

2
Know the factors that account for the increased

investment in promotions, especially those
that are trade oriented.

3
Recognize the tasks that promotions can 

and cannot accomplish.

4
Appreciate the objectives of trade-oriented promotions

and the factors critical to building a successful 
trade promotion program.

5
Comprehend the various forms of trade allowances and

the reasons for their use.

6
Be aware of forward buying and diverting and 

how these practices emerge from manufacturers’ use of
off-invoice allowances.

7
Appreciate the role of everyday low pricing (EDLP) and
pay-for-performance programs as means of reducing

forward buying and diverting.

8
Recognize the concept and practice known as 

efficient consumer response (ECR).

9
Appreciate the practice of category management.

10
Understand nine empirical generalizations 

about promotions.

©
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shipments) and withheld its most highly demanded shoes

from being sold in Foot Locker stores. One power move

trumped by another! A former Foot Locker executive

opined that Foot Locker’s CEO made the mistake of

thinking that Nike is as dependent on his company as

Foot Locker is reliant on Nike. “They’ve taught Foot

Locker a lesson they’ll never forget.”1



Overview

The objective of this chapter and the two that follow is to provide a thorough
introduction to sales promotion’s role in the overall marcom function. This chap-
ter introduces the topic of sales promotions and then examines the role of trade-
oriented promotions. The following two chapters extend this introduction by
analyzing promotion’s job in influencing the actions of consumers.

What Exactly Is Sales Promotion?
It first will be useful to clarify some terminology. Whereas marketing academics
typically refer to the term sales promotions, practitioners truncate the expression to
simply promotions. This contrast between academia and practice probably origi-
nated because one of the elements of the marketing mix (product, place, price, and
promotion) is applied by academics in reference to all forms of marketing commu-
nications (advertising, sales promotions, public relations, personal selling, etc.)
and not to sales promotions per se. Thus, in the pursuit of precise terminology,
academics separate the specific practice of sales promotions from the more inclu-
sive notion of promotion in toto. Practitioners need not concern themselves with
this distinction and thus use the more efficient term promotions in reference to
what professors call sales promotions. Distinction noted, this text uses the term pro-
motion in lieu of or interchangeably with sales promotion.

By definition, promotion refers to any incentive used by a manufacturer to
induce the trade (wholesalers, retailers, or other channel members) or consumers to
buy a brand and to encourage the sales force to aggressively sell it. Retailers and
not-for-profit organizations also use promotional incentives to encourage desired
behaviors from their consumers and clientele—shop at this store rather than a
competitor’s, buy this brand rather than another, purchase larger quantities,
donate now rather than later, become a season-ticket holder, and so on. The incen-
tive is additional to the basic benefits provided by the brand and temporarily changes
its perceived price or value.2

The italicized features require comment. First, by definition, promotions
involve incentives (i.e., bonuses or rewards) that are designed to encourage trade
customers or end-user consumers to purchase a particular brand sooner, more fre-
quently, or in larger quantities, or to engage in some other behavior that will ben-
efit the manufacturer or retailer that offers the promotion. Second, these incentives
(allowances, rebates, sweepstakes, coupons, premiums, and so on) are additions
to—not substitutes for—the basic benefits a purchaser typically acquires when
buying a particular product or service. Third, the target of the incentive is the
trade, consumers, the sales force, or all three parties. Finally, the incentive changes
a brand’s perceived price or value, but only temporarily. This is to say that a sales
promotion incentive for a particular brand applies to a single purchase or perhaps
several purchases during a period, but not to every purchase a trade customer or
consumer would make over an extended time.

In contrast to advertising, which typically, though not always, is relatively
long term in orientation and best suited to enhancing buyer attitudes and aug-
menting brand equity, promotion is more short-term oriented and capable of influ-
encing behavior (rather than just attitudes or intentions). Indeed, the academically
oriented term sales promotion precisely captures this short-term, behavioral orien-
tation insofar as promotions are designed to promote purchases, which from the
brand promoter’s perspective are sales. Promotion has the character of urgency in
its injunction to act now because tomorrow is too late.3 Promotion has the power to
influence behavior because it offers the buyer superior value in the short term and
can make buyers feel better about the buying experience.4
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It also is important to note at this point that although consumer packaged
goods (CPG) companies are the biggest users of promotions, all types of compa-
nies use promotional incentives. For example, restaurants offer coupons and other
forms of price discounts, and sometimes provide free desserts when a special
entrée is purchased. Online companies offer free shipping for orders above a cer-
tain monetary amount. Furniture stores provide free gifts when selected items are
purchased. And automobile companies regularly offer rebates and cheap financ-
ing to attract purchasers. In fact, a recent study of rebate programs concluded that
automobile manufacturers’ frequent use of rebates positively impacts revenue in
the short run but has a negative effect on profits in the long run.5

In an unconventional yet increasingly practiced form of promotion by not-for-
profit organizations, a major state university wrote letters to hundreds of high
school students who had been named National Merit Semifinalists and offered the
following:

If you attain finalist status in the National Merit competition, we will offer you, upon
admission to the university, a Presidential Scholarship that will pay the value of tuition for
four years as well as on-campus housing during your freshman year. You will also receive
a University National Merit Scholarship of at least $1,000 . . . if, as a finalist, you do not
receive another National Merit sponsored scholarship. In addition, you will receive $2,000
for use in summer research or study abroad. If you list [name of university] as your college
of choice with the National Merit Scholarship Corporation, you also will receive a free lap-
top computer when you enroll.

Though not your typical $1 coupon, free sample, or mail-in premium, this
offer attempts to induce an action (enroll at this particular university) that is no
different than efforts brand managers employ to encourage purchases of their
brands. The point is clear: promotions are used universally.

Promotion Targets
To appreciate more fully the role of promotion, consider the following promotion
from Schering-Plough, a leader in the foot-care category. Schering-Plough markets
two well-known foot-care brands: Lotrimin AF and Tinactin. To gain greater trade
support for these brands and to generate excitement and enthusiasm among its
own sales force of 152 people, Schering-Plough introduced the “Howwe Gosell”
promotion. (This promotional label plays on the name of the famous sportscaster,
the late Howard Cosell, who gained celebrity for his outspoken personality and
quirky mannerisms while announcing major sporting events, especially boxing
matches featuring Muhammad Ali, and football games
on Monday Night Football.) The promotion appealed to
Schering-Plough’s sales force to be part of the “team”
coached by Howwe Gosell, who encouraged his “play-
ers” (the sales force) on to a victory ending in higher sales
of Lotrimin AF and Tinactin. In keeping with the football
motif, salespeople received “playbooks” and had a chance
to score points that would earn them National Football
League merchandise or expense-paid trips to the Super
Bowl. The result: Tinactin and Lotrimin AF gained 19 per-
cent and 14 percent, respectively, in sales volume during
the promotional period. Howwe Gosell was a topic of
much discussion among the sales force, and the trade
devoted more display space to these brands than they
had ever previously enjoyed.6

For Schering-Plough’s foot-care brands to achieve
their marketing objectives (sales volume and market
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share), several things had to happen: First, Schering-Plough’s sales force had to
enthusiastically and aggressively sell these brands to the trade. Second, retailers
had to be encouraged to allocate sufficient store space to the brands and provide
merchandising support to enable them to stand out, if only temporarily, from
competitive brands. Third, consumers needed reasons for selecting Lotrimin AF
and Tinactin over competitive foot-care brands. The promotion was extremely
effective in appealing to all three groups.

All three groups—the sales force, retailers, and consumers—are targets of sales
promotional efforts (see Figure 17.1). First, trade- and consumer-oriented sales
promotions provide the manufacturer’s sales force with the necessary tools for
aggressively and enthusiastically selling to wholesale and retail buyers. In other
words, salespeople have an incentive to put special selling emphasis behind a pro-
moted brand; they are, in other words, encouraged to actively sell those brands that
are being promoted.

A promotion undertaken by a manufacturer also can encourage retail sales-
people to devote more attention to the manufacturer’s brands. Consider a promo-
tion undertaken by Packard Bell, which at one time was a top brand in home PC
sales, only to lose its commanding presence to Dell, Gateway, and Hewlett-
Packard/Compaq. In an effort to regain some of its lost market share, Packard Bell
designed an innovative program to influence the retail salespeople in electronic
and computer stores to emphasize Packard Bell computers to prospective pur-
chasers. After acquiring a mailing list of names and home addresses, Packard Bell
mailed retail salespeople a series of three interactive CD-ROMs that were pack-
aged as takeout food items (a pizza box, Chinese food container, and a chicken
bucket). These food items were appropriately themed to the takeout eating habits
of the targeted group of youthful male salespeople. Each CD-ROM contained
information about the latest features of Packard Bell computers along with inter-
esting supplemental segments, including movie trailers, classic TV advertising
spots, and music videos. The “Home Delivery” program was a major success.
Follow-up research determined that 95 percent of the targeted salespeople wanted
to receive more CD-ROMs; 64 percent reported having viewed the CD-ROMs on
multiple occasions; and, of greatest significance, 70 percent of the salespeople
acknowledged that their perceptions of Packard Bell had improved after viewing
the CD-ROMs and that they recommended Packard Bell PCs more often than
before.7 (See the Global Focus insert for another example of how a sales promotion
can incentivize retail salespeople.)

A second target of sales promotion efforts is the trade, including wholesalers
but especially retailers. Various types of allowances, discounts, contests, and
advertising support programs are used in a forward thrust from manufacturers to
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trade accounts (referred to as push efforts) that provide retailers with reasons for
stocking, displaying, advertising, and perhaps placing the promoted brand on a
price-discounted deal. Third, the use of consumer-oriented promotions (e.g.,
coupons, samples, premiums, cents-off deals, sweepstakes, and contests) serve to
pull a brand through the channel by providing consumers with a special reason to
purchase a promoted brand on a trial or repeat basis.

Increased Budgetary Allocations 
to Promotions

Advertising spending as a percentage of total marketing communications expen-
ditures has declined in recent years, while promotion spending has steadily
increased. Media advertising expenditures as a proportion of total marketing
communications expenditures used to average over 40 percent of companies’
budgets. However, beginning about a quarter century ago and continuing today,
media advertising’s portion of the total marcom budget has fallen to less than one-
quarter. In fact, one recent report estimates that for CPGs trade promotions com-
mand 54 percent of total U.S. marcom expenditures, that consumer promotions
capture 28.5 percent of the total, and that consumer advertising achieves only 17.5
percent of the total.8 Why have firms shifted money from advertising and into pro-
motions, especially trade-oriented promotions? The following section examines
the major reasons underlying this shift.

Fiat Automobiles
of Brazil had redesigned its 

Marea sedan and station wagon and was looking
for an exciting promotion. A promotion agency was employed
to create a program that would achieve two key objectives:
(1) encourage prospective customers to test drive the Marea,
and (2) motivate salespeople to develop thorough product
knowledge.

One of the Marea’s top new features was a redesigned CD
player. With this feature in mind, the promotion
agency began the process of developing a
campaign targeted mostly to males
age 35 and older. The client, Fiat,
wanted a promotional campaign
that would create buzz; encourage
nearly 20,000 consumers to test-drive
the Marea; and, ultimately, sell a lot of cars.

The creative promotional program centered on the giveaway
of a CD containing the music of two well-known and respected
Brazilian singers, Milton Nascimento and Gilberto Gil. CDs were
distributed via direct mail to targeted consumers and also through
inserts in magazines that reached the demographic group.
Accompanying advertising copy pointed out to recipients that it
was important that they bring their free CDs with them when visit-
ing a Fiat dealership. Dealer visits were encouraged by promoting
the fact that CD recipients would receive free concert tickets and
an opportunity to win a new Marea automobile.

On arriving at a dealership and requesting a test-drive, a
salesperson would insert the customer’s free CD into the Marea’s
CD player. Near the end of the test-drive, the salesperson would

switch the CD to the final track. This track, unbeknownst to the
customer, contained an audio code that was compared with a
printed code located under the driver-side visor. The customer
became an automatic winner of a new Marea if the CD code
matched the printed code under the visor. Of course, only one per-
son won the car. However, everyone who took a test-drive received
free concert tickets. They also were entered into a sweepstakes
that provided everyone an opportunity to win a second Marea.

The promotional program also included an incentive to ener-
gize dealer salespeople. One part of the program involved “mys-

tery shoppers” trained by Fiat who visited dealerships
to test salespeople and managers on their

technical knowledge of the Marea and
their customer service skills. Sales-
people and managers judged as

having impeccable knowledge and
sales skills received cash prizes.

Additionally, each month during the course of
the year, top-performing salespeople and managers earned addi-
tional cash prizes. At the campaign’s end, top performers received
paid vacations to Brazil’s luxurious Comandatuba Island.

All told, more than 22,000 CD recipients visited dealerships
to take test-drives in the redesigned Marea. Incredibly, 3,000,
or nearly 14 percent, actually purchased a Marea—which is an
extremely high conversion rate. In the final analysis, the Marea
experienced a 20 percent sales increase during the promotional
period, attributable in large part to a promotion that appealed
to the target market and also incentivized dealerships and their
salespeople.

SOURCE: Adapted from “A Real Gasser,” Promo, January 2002, 27. Used with per-
mission from Promo.

Driving Sales for Fiat in Brazil

lLglobal focus



Factors Accounting for the Shift
Several factors account for why CPG brand managers have shifted budgetary allo-
cations increasingly toward a greater proportion of trade promotions. However,
before we describe the reasons for this shift, it first will be beneficial to briefly
review the concepts of push and pull marketing strategies.

Push and pull (as these terms were used in Figure 17.1) are physical metaphors
characterizing the promotional activities manufacturers undertake to encourage
channel members (the trade) to handle and merchandise brands and consumers to
purchase them. Push involves a forward thrust of effort, metaphorically speaking,
whereby a manufacturer directs personal selling, trade advertising, and trade-
oriented promotions to wholesalers and retailers. Through this combination of sales
influence, advertising, and, perhaps especially, promotions in the form of
allowances and other deals, manufacturers “push” channel members to increase
their inventories of the manufacturer’s brand versus competitive brands. Pull, on
the other hand, entails a backward tug, again speaking metaphorically, from con-
sumers to retailers. This tug, or pull, is the result of a manufacturer’s successful
advertising and consumer promotion efforts that encourage consumers to prefer,
at least in the short term, the manufacturer’s brand versus competitive offerings.

Table 17.1 illustrates the differences between push- and pull-oriented promo-
tional strategies based on two companies’ allocations of $30 million among differ-
ent promotional activities. Company X emphasizes a push strategy by allocating
most of its promotional budget to personal selling and trade promotions aimed at
retail customers. Company Y, on the other hand, uses a pull strategy by investing
the vast majority of its budget in consumer advertising.

It is important to recognize that pushing and pulling are not mutually exclu-
sive activities. Both efforts occur simultaneously. Manufacturers promote to con-
sumers (creating pull) and to trade members (accomplishing push). The issue is
not which strategy to use but rather which to emphasize. Effective marketing commu-
nications involves a combination of forces: exerting push to the trade and creating
pull from consumers.

Historically, at least through the 1970s, the emphasis in CPG marketing was on
promotional pull (such as company Y’s budget in Table 17.1). Manufacturers
advertised heavily, especially on network television, and literally forced retailers
to handle their brands by creating consumer demand for those heavily advertised
items. However, over the past generation, pull-oriented marketing has become
less effective due in large part to the splintering of the mass media and audience
fractionalization as discussed in Chapter 14. Along with this reduced effectiveness
has come an increase in the use of push-oriented sales promotion practices (such
as company X’s budget in Table 17.1).

Increased investment in sales promotion, especially trade-oriented promotions,
has gone hand in hand with the growth in push marketing. Major developments
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Company X (PUSH) Company Y (PULL)

Personal Selling to Retailers $13,500,000 $6,000,000
Sales Promotion to Retailers 12,000,000 150,000
Advertising to Retailers 2,400,000 300,000
Advertising to Consumers 1,800,000 20,550,000
Sales Promotion to Consumers 300,000 3,000,000
TOTAL $30,000,000 $30,000,000

Table 17.1

Push and Pull Strategies



that have given rise to sales promotion are summarized in Table 17.2 and discussed
hereafter. It is important to emphasize at this point that these developments are
interdependent rather than separate and distinct. Hence, there is no particular
order of importance implied by the listing in Table 17.2.

Balance-of-Power Shift
Until roughly 1980, national manufacturers of CPG products generally were more
powerful and influential than the supermarkets, drugstores, and mass merchan-
disers that carried the manufacturers’ brands. The reason was twofold. First, man-
ufacturers were able to create consumer pull by virtue of heavy network television
advertising, thus effectively requiring retailers to handle their brands whether
retailers wanted to or not. Second, retailers did little research of their own and,
accordingly, were dependent on manufacturers for information such as whether a
new product would be successful. A manufacturer’s sales representative could
convince a buyer to carry a new product using test-market results suggesting a
successful product introduction.

The balance of power began shifting when network television dipped in effec-
tiveness as an advertising medium and, especially, with the advent of optical scan-
ning equipment. Armed with a steady flow of data from optical scanners, retailers
now know virtually on a real-time basis which products are selling and which
advertising and promotion programs are working. Retailers no longer need to
depend on manufacturers for data. Instead, retailers use the facts they now pos-
sess to demand terms of sale rather than merely accepting manufacturers’ terms.
The consequence for manufacturers is that for every promotional dollar used to
support retailers’ advertising or merchandising programs, one less dollar is avail-
able for the manufacturer’s own advertising. Needless to say, retailers are not
always more powerful than manufacturers, as indicated in the Marcom Challenge
where a manufacturer (Nike) was more powerful than its recalcitrant retailer (Foot
Locker) and accordingly dictated the terms of sale.

Increased Brand Parity and Price Sensitivity
In earlier years when truly new products were being offered to the marketplace,
manufacturers could effectively advertise unique advantages over competitive
offerings. As product categories have matured, however, most new offerings rep-
resent only slight changes from existing products, thus resulting, more often than
not, in greater similarities between competitive brands. With fewer distinct prod-
uct differences, consumers have grown more reliant on price and price incentives
(coupons, cents-off deals, refunds, etc.) as ways of differentiating parity brands.
Because concrete advantages are often difficult to obtain, both manufacturers and
retailers have turned increasingly to promotion as a means of achieving tempo-
rary advantages over competitors.

Reduced Brand Loyalty
Consumers probably are less loyal than they once were. This is partly due to the fact
that brands have grown increasingly similar, thereby making it easier for consumers
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• Shift in manufacturer versus retailer balance of power
• Increased brand parity and price sensitivity
• Reduced brand loyalty
• Splintered mass market and reduced media effectiveness
• Emphasis on short-term results in corporate reward structures
• Responsive consumers

Table 17.2

Developments Underlying the
Growth in Promotions



to switch among brands. Also, marketers have effectively trained consumers to
expect that at least one brand in a product category will always be on deal with a
coupon, cents-off offer, or refund; hence, many consumers rarely purchase brands
other than those on deal. (The term deal refers to any form of sales promotion that
delivers a price reduction to consumers. Retailer discounts, manufacturer cents-off
offers, and the ubiquitous coupon are the most common forms of deals.)

One team of researchers investigated the impact that deal promotions have on
consumers’ price sensitivity using eight years of data for a nonfood brand in the
CPG category. These researchers determined that price promotions make con-
sumers more price sensitive in the long run. Moreover, increased use of price pro-
motions serves, for all intents and purposes, to “train” consumers to search for
deals. Nonloyal consumers are especially likely to be conditioned by marketers’
use of price deals.9 Research also reveals that the use of coupons by brands in the
liquid detergent category (brands such as Wisk, Era, and Bold) resulted in
increased consumer price sensitivity and reduced brand loyalty.10

The upshot of heightened dealing activity is that marketers have created a
“monster” in the form of consumers’ desire for deals. Reduced loyalty and
increased brand-switching behavior have resulted, requiring more dealing activ-
ity to feed the monster’s insatiable appetite. A major international study of sales
promotion activities in Germany, Japan, the United Kingdom, and the United
States investigated the effects of price-related promotions (such as cents-off deals
and coupons) on a brand’s sales after a promotional period is over. The dramatic
finding from this research, which examined dozens of brands in 25 consumer
goods categories, is that these promotions have virtually no impact on a brand’s
long-term sales or on consumers’ repeat buying loyalty. No strong aftereffects
occurred because extra sales for the promoted brands came almost exclusively
from a brand’s long-term customer base. In other words, the people who normally
buy a brand are the ones who are most responsive to the brand’s price promotion.
Hence, price promotions effectively serve to induce consumers to buy on deal
what they would have bought at regular prices anyway. In sum, although price-
related promotions typically result in immediate and huge sales spikes, these
short-term gains generally do not positively influence long-term brand growth.11

Splintering of the Mass Market and 
Reduced Media Effectiveness
Advertising efficiency is directly related to the degree of homogeneity in consumers’
consumption needs and media habits. The greater their homogeneity, the less
costly it is for mass advertising to reach target audiences. However, as consumer
lifestyles have diversified and advertising media have narrowed in their appeal,
mass-media advertising’s efficiency has weakened. On top of this, advertising
effectiveness has declined with simultaneous increases in ad clutter and escalating
media costs. These combined forces have influenced many brand managers to
devote proportionately larger budgets to promotions at the expense of advertising.

Short-Term Orientation and Corporate Reward Structures
Sales promotions go hand in hand with the brand management system, which
is the dominant organizational structure in CPG firms. The reward structure in
firms organized along brand manager lines emphasizes short-term sales response
rather than slow, long-term growth. In other words, brand managers’ perfor-
mances are assessed on an annual basis or even quarter-by-quarter. And sales
promotion is incomparable when it comes to generating quick sales response. In
fact, the majority of packaged-good brand sales are associated with some kind of
promotional deal.12
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Consumer Responsiveness
A final force that explains the shift toward sales promotion at the expense of
advertising is that consumers respond favorably to money-saving opportunities
and other value-adding promotions. Consumers would not be responsive to pro-
motions unless there was something in it for them—and, in fact, there is. All pro-
motion techniques provide consumers with rewards (benefits, incentives, or
inducements) that encourage certain forms of behavior desired by brand man-
agers. These rewards, or benefits, are both utilitarian and hedonic.13 Consumers
using sales promotions receive utilitarian, or functional, benefits of (1) monetary
savings (e.g., when using coupons); (2) reduced search and decision costs (e.g., by
simply availing themselves of a promotional offer and not thinking about other
alternatives); and (3) improved product quality, because price reductions allow
consumers to buy superior brands they might not otherwise purchase.

Consumers also obtain hedonic, nonfunctional benefits when taking advantage
of sales promotion offers, including (1) a sense of being a wise shopper when tak-
ing advantage of sales promotions;14 (2) a need for stimulation and variety when,
say, trying brands they otherwise might not purchase if it were not for attractive
promotions; and (3) entertainment value when, for example, consumers compete
in promotional contests or participate in sweepstakes.

An Unintended Consequence of Growth: 
New Accounting Rules
In view of the major increase in sales promotions over the past quarter century,
especially trade-oriented promotions, the organization responsible for establish-
ing accounting standards in the United States—the Financial Accounting
Standards Board (FASB)—reexamined how sales promotion expenditures should
be handled on business organizations’ income statements. Promotion expendi-
tures historically were treated in exactly the same fashion as advertising expendi-
tures, namely, as current expenses that were deducted from top-line revenue.
However, a unit of FASB called the Emerging Issues Task Force proposed new
accounting regulations (EITF 00-14 and 00-25) that went into effect in late 2001.
EITF 00-14 and 00-25 require that those sales promotions used as a form of price
discount—including promotions directed to retailers (e.g., off-invoice and slotting
allowances, both of which are discussed later in this chapter) as well as to con-
sumers (e.g., couponing expenditures and loyalty programs)—must now be
treated as reductions in sales revenue. Some companies (e.g., Procter & Gamble
[P&G] and Unilever) have long accounted for promotion expenditures in the way
proposed by these new accounting regulations, but most firms did not, which thus
created an apples and oranges situation when comparing top-line revenue figures.
FASB’s regulations were designed to create an apples-versus-apples environment
by placing all firms on equal footing in how they account for price-oriented sales
promotions. It is estimated that adherence to these new accounting rules will cut
reported net sales for CPG companies by 8.5 percent on average.15

Table 17.3 presents simplified income statements to illustrate the effect of this
accounting change. For illustrative purposes, consider that a firm has $50 million
in sales revenue, that cost of goods sold equals $20 million, general and adminis-
trative expenses total $10 million, sales promotion expenditures amount to $8 mil-
lion, and advertising expenditures equal $5 million. Under the historical (pre-EITF
00-14 and 00-25) accounting procedures, top-line revenue would be recorded at
the full amount of $50 million, and sales promotion expenditures along with the
other expenses would be deducted from this amount to yield a bottom-line profit
of $7 million (see entries under the “old” accounting procedure in Table 17.3).
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Under the “new” (post-EITF 00-14 and 00-15) accounting procedure and assuming
identical expenditures, the bottom-line profit would remain at $7 million. Notice
in Table 17.3, however, that the difference between the “old” and “new” proce-
dures is in the amount recorded for the top-line revenue—specifically, $50 million
under the “old” procedure compared to $42 million for the “new” procedure ($50
million sales minus $8 million promotion expenditures).

You might be thinking that this is no big deal insofar as the change in account-
ing procedures really has had no impact on the bottom-line figure. The signifi-
cance of the change, however, is that it better reflects “true” levels of sales
revenue, which was the intent of the FASB’s regulations. In other words, when
sales promotions represent little more than a price discount, the amount of dis-
count should not be treated as revenue, which under the old accounting system
served to inflate actual revenue and to mislead financial analysts, stockholders,
and other parties regarding a firm’s actual revenue generation. Moreover, sales
forces compensated on the basis of top-line results were overcompensated
because revenue itself was overstated. Hence, under the new accounting rules,
price-discounting promotions are appropriately treated as direct reductions from
sales revenue rather than as indirect expense reductions.

Although it is too early to know with any certainty what impact, if any, this
change in accounting rules will have on brand managers’ allocations of marcom
funds to sales promotions, it is possible to conjecture that their behavior may be
altered somewhat in order to “protect” the top line. In other words, knowing that
every dollar of price-discounting promotion is immediately deducted from the
revenue line, brand managers may move relatively more money into advertising
or into other forms of sales promotions other than price discounts. Only time will
tell, but this change in accounting standards likely is not a trivial development in
terms of managerial behavior with respect to allocating marcom budgets.

What Are Sales Promotion’s
Capabilities and Limitations?

Trade and consumer promotions are capable of accomplishing certain objectives
and not others. Table 17.4 summarizes these “can” and “cannot” capabilities, each
of which is discussed hereafter.16

What Promotions Can Accomplish
Promotions cannot work wonders but are well-suited to accomplishing the follow-
ing tasks.
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“Old” Accounting Procedure “New” Accounting Procedure

Revenue $50,000,000 $42,000,000
Cost of Goods Sold 20,000,000 20,000,000
G&A Expenses 10,000,000 10,000,000
Sales Promotion 8,000,000 NA*
Advertising 5,000,000 5,000,000
Total Expenses 43,000,000 35,000,000
Pretax Profit $ 7,000,000 $ 7,000,000

* The $8,000,000 spent on sales promotions has been deducted from the top line.

Table 17.3

Illustration of “Old” and “New”
Accounting Procedures



Stimulate Sales Force Enthusiasm for 
a New, Improved, or Mature Product
There are many exciting and challenging aspects of personal selling; there also are
times when the job can become dull, monotonous, and unrewarding. For example,
imagine what it would be like to repeatedly call on a customer if you never had
anything new or different to say about your brands or the marketing efforts that
support them. Maintaining enthusiasm would be difficult, to say the least.
Exciting sales promotions give salespeople persuasive ammunition when interact-
ing with buyers; they revive enthusiasm and make the salesperson’s job easier and
more enjoyable. A case in point is the previously described Howwe Gosell promo-
tion for Schering-Plough’s two foot-care brands, Lotrimin AF and Tinactin.

Invigorate Sales of a Mature Brand
Promotions can invigorate sales of a mature product that requires a shot in the
arm. Promotions cannot, however, reverse the sales decline for an undesirable
product or brand. Consider, for example, a promotion undertaken by Bazooka
bubble gum in Latin America, where, as in the United States, Bazooka bubble gum
comes wrapped with a Bazooka Kid comic strip. The character in this comic strip is
known to children in Argentina, Paraguay, and Uruguay as El Pibe Bazooka.
Bazooka commanded over 40 percent of the gum market in these countries, but its
share had fallen by more than 10 points due to an onslaught of competitors. The
maker of Bazooka gum, Cadbury, turned to its promotion agency for ideas to off-
set competitive inroads. The agency devised a promotion that led to temporarily
replacing El Pibe Bazooka with Secret Clues that, when placed under a decoder
screen, would reveal keys to “Bazooka Super Treasure.” More than 150 million
Secret Clues hit the market, and three million decoder screens were made avail-
able to kids through magazine and newspaper inserts and at candy stands and
schools. After buying Bazooka and placing a Secret Clue under a decoder screen,
kids learned immediately whether they would receive instant-win prizes such as
T-shirts, soccer balls, and school bags. Kids could also enter a Super Treasure
sweepstakes by mailing in 10 proofs of purchase. Top prizes included multimedia
computers for winners and their schools along with stereo systems, TVs, bicycles,
and other attractive items.
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Sales Promotions Can
• Stimulate sales force enthusiasm for a new, improved, or mature product
• Invigorate sales of a mature brand
• Facilitate the introduction of new products to the trade
• Increase on- and off-shelf merchandising space
• Neutralize competitive advertising and sales promotions
• Obtain trial purchases from consumers
• Hold current users by encouraging repeat purchases
• Increase product usage by loading consumers
• Preempt competition by loading consumers
• Reinforce advertising

Sales Promotions Cannot
• Compensate for a poorly trained sales force or for a lack of advertising
• Give the trade or consumers any compelling long-term reason to continue purchasing a

brand
• Permanently stop an established brand’s declining sales trend or change the basic

nonacceptance of an undesired product

Table 17.4

Tasks That Promotions 
Can and Cannot Accomplish
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Consumer response was so overwhelming that Bazooka experienced distribu-
tion problems within several weeks of initiating the promotion. Bazooka sales
increased by 28 percent and gained back about seven share points. This successful
promotion demonstrates the power of sales incentives that catch the imagination
of a receptive target market. Kids were encouraged to buy Bazooka gum to win
instant prizes and to purchase the brand on repeated occasions to become eligible
for very attractive sweepstakes awards.17

Facilitate the Introduction of New Products to the Trade
To achieve sales and profit objectives, marketers continually introduce new prod-
ucts and add new brands to existing categories. Promotions to wholesalers and
retailers are typically necessary to encourage the trade to handle new offerings,
which practitioners refer to as stock-keeping units, or SKUs. In fact, many retailers
refuse to carry additional SKUs unless they receive extra compensation in the
form of off-invoice allowances, display allowances, and slotting allowances. (Each
of these various forms of allowances is discussed later in the chapter.)

Increase On- and Off-Shelf Merchandising Space
Trade-oriented promotions, often in conjunction with consumer promotions,
enable a manufacturer to obtain extra shelf space or more desirable space for a
temporary period. This space may be in the form of extra facings on the shelf or
off-shelf space in a gondola or an end-of-aisle display.18 As established in Chapter
8 in the discussion of point-of-purchase materials, preferred shelf space plays an
important role in lifting a brand’s sales volume.

Neutralize Competitive Advertising and Sales Promotions
Sales promotions can effectively offset competitors’ advertising and promotion
efforts. For example, one company’s 50-cent coupon loses much of its appeal
when a competitor simultaneously comes out with a $1 coupon. As previously
described, Bazooka’s promotion in Argentina, Paraguay, and Uruguay offset com-
petitors’ promotions and won back lost market share.

Obtain Trial Purchases from Consumers
Marketers depend on free samples, coupons, and other sales promotions to
encourage trial purchases of new brands. Many consumers would never try new
products or previously untried brands without these promotional inducements.
Consider the following creative promotion that was extraordinarily successful in
introducing a new line of lightbulbs in England.

Although consumers worldwide use massive quantities of lightbulbs, many
people consider the brand name not all that important when selecting lightbulbs,
because they assume that lightbulbs are essentially commodities—one bulb is as
good (or bad) as the next. Against this perception Philips Lighting attempted to
create a differential advantage for its brand when introducing the Softone line of
colored bulbs. But after more than a decade of marketing the brand, it had
achieved a loyal following only among a small and predominantly older group of
consumers. With a surge in home improvement activity in England in the late 90s,
Philips attempted one more time to build demand for its Softone line—especially
among younger families, who might become loyal product users for years.

This was quite a challenge considering that TV advertising was unable to ade-
quately convey the subtle colors of Softone bulbs. It therefore was necessary to use
some form of promotion to build brand awareness among the target segment and
encourage trial purchase behavior—leading, hopefully, to repeat purchasing
among loyal brand users. Philips hired a promotion agency to create a campaign
that would achieve the dual awareness-building and trial-generating objectives.
And, the available budget was approximately only $2 million.
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The agency developed a program based on what it described as a “ludicrously
simple idea.” Certain households were selected to receive bags, each of which
contained an information brochure, a coupon, and a brief questionnaire. The
attractive brochure described the product’s benefits and emphasized the mood-
generating ability of colored lightbulbs. The coupon was for 50 pence (approxi-
mately 75 cents) off the purchase of a bulb. Bags were distributed just to
households targeted based on a combination of their demographic and psycho-
graphic characteristics that made them prime prospects for purchasing the prod-
uct. The distribution crews placed the bags in mailboxes. (Parenthetically, this
would be illegal in the United States, which permits only the U.S. Postal Service to
use mailboxes; such a restriction does not exist in England.)

You will note that the bags did not contain lightbulbs. Rather, a response sheet
inside the bags asked recipients if they were interested in receiving a free bulb
and, if so, which of seven colors they wanted. Interested households were
instructed to hang the bag with the completed questionnaire on their outside
doorknob. Then, that same evening distribution crews inspected each household’s
response sheet and slipped the preferred-color lightbulb into the bag.

A total of two million bags were distributed. Of these, 700,000 households
requested a free bulb—for a response rate of 35 percent. Follow-up surveys
revealed that over 50 percent of bulb recipients actually used the bulbs. A total of
160,000 coupons were redeemed, which at 8 percent is an incredibly high redemp-
tion level—as you will see in the following chapter. Sales in the six-month period
following this special promotion doubled the prior average. Moreover, a subse-
quent bag distribution campaign was three times more efficient than the inaugu-
ral effort by focusing on neighborhoods near key retail accounts. This simple
program illustrates how creative and strategically sound promotions can be
highly successful in generating trial purchase behavior.19

Hold Current Users by Encouraging Repeat Purchases
Brand switching is a fact of life faced by all brand managers. The strategic use of
certain forms of promotion can encourage at least short-run repetitive purchasing.
Premium programs, refunds, sweepstakes, and various continuity programs (all
described in Chapter 19) are useful promotions for encouraging repeat purchasing.

Increase Product Usage by Loading Consumers
The effect of many deal-oriented promotions is to encourage consumer
stockpiling—that is, to influence consumers to purchase more of a particular brand
than they normally would to take advantage of the deal. Research has found that
when readily stockpiled items (e.g., canned goods, paper products, and soap) are
promoted with a deal, purchase quantity increases—or stated alternatively, the

consumption rate accelerates—by a substantial magnitude
in the short term.20

This practice prompts a critical question: do these
short-term increases resulting from consumer stockpiling
actually lead to long-term consumption increases of the
promoted product category or do they merely represent
borrowed future sales? An important study found that price
promotions do not increase category profitability but sim-
ply serve to shift short-term sales revenue from one brand
to another. That is, sales gains in the short term induced by
consumer stockpiling were offset by reduced demand in
the long term.21 This finding thus suggests that price-ori-
ented promotions may encourage consumers to load up in
the short term, but that this short-term loading simply
steals purchases that otherwise would have been made
during subsequent periods.
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Please note that the foregoing finding is based on research involving a single
product—namely, a nonfood item (probably a brand from the household cleaning
category) that could not be disclosed by the researchers due to the manufacturer’s
proprietary concerns. Can this finding be generalized, or is the result idiosyncratic
to this particular product category? No simple answer is possible, and, as usual, it
depends on the circumstances surrounding a specific brand and promotional
event. Other researchers, however, have provided tentative evidence that estab-
lishes when the practice of loading might have positive long-term effects. These
researchers have determined that loading does increase consumers’ product usage,
especially when usage-related thoughts about a product are vivid in the con-
sumer’s memory. For example, people will not necessarily consume more soup just
because they have stockpiled above-average quantities. However, if soup is on their
minds (due to the presence of an advertising campaign touting soup’s versatility),
consumption is likely to increase. Also, products that are regularly visible (such as
perishable items placed in the front of the refrigerator) are likely to receive greater
use when consumers have stockpiled quantities of such products.22

This finding receives additional support from research that has examined the
impact of consumer inventory levels on the amount of usage for two product cat-
egories, ketchup and yogurt. Researchers predicted that consumption of yogurt
would be more sensitive to inventory level because unlike ketchup, yogurt can be
consumed at different times of the day and under a variety of circumstances (with
meals, as a snack, etc.). Their results supported this expectation as the amount of
yogurt consumption, but not ketchup, was influenced by the quantity of yogurt
available in consumers’ refrigerators—more yogurt, more (than normal) con-
sumption; more ketchup, no more (than normal) consumption.23

Although no simple conclusion is available at this stage of research, the empir-
ical evidence suggests that marketer’s price-oriented deals that encourage stock-
piling promote increased long-term consumption for some product categories but
not others. The evidence suggests two conditions when increased consumption
occurs from stockpiling. First, when stockpiled products are physically visible to
consumers as well as perishable, the effect may be to encourage increased short-
term consumption without stealing sales from future periods. Second, consumers
seem to increase their consumption rate of stockpiled products when the product
is convenient to consume compared with when it requires preparation. Hence, it
would be expected that snack foods would be consumed more rapidly when
larger quantities are available in the household than would, say, a product such as
pasta that has to be prepared.24

On the other hand, the use of price deals that lead consumers to stockpile
products like ketchup and household cleaning products may simply serve to
increase product purchasing in the short term without increasing long-term con-
sumption. Consumers, in effect, stockpile these items when they go on deal but do
not increase normal product usage. Thus, we would tentatively conclude that
price dealing is a useful offensive weapon (that is, for purposes of increasing total
consumption) only for items such as yogurt, cookies, and salty snacks, whereas
products such as ketchup should be price promoted only for defensive reasons
such as offsetting competitive efforts that attempt to steal market share.

Preempt Competition by Loading Consumers
When consumers are loaded with one company’s brand, they are temporarily out
of the marketplace for competitive brands. Hence, one brand’s promotion serves
to preempt sales of competitive brands.

Reinforce Advertising
A final can-do capability of sales promotion is to reinforce advertising. An adver-
tising campaign can be strengthened greatly by a well-coordinated sales promo-
tion effort.
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The relationship between advertising and promotion is two way. On the one
hand, an exciting promotion can reinforce advertising’s impact. On the other,
advertising is increasingly being used as a communications mechanism for deliv-
ering promotional offerings. It is estimated, in fact, that upwards of one-third of
all media advertisements (TV, print, Internet, etc.) carry a promotional message.25

The growing importance of promotion-oriented advertising is evidenced by the
fact that promotion agencies are increasingly responsible for creating advertise-
ments—a role historically of the traditional full-service advertising agency.

What Promotions Cannot Accomplish
As with other marketing communications elements, there are limits to what sales
promotions are capable of accomplishing. Particularly notable are the following
three limitations.

Inability to Compensate for a Poorly Trained Sales Force
or for a Lack of Advertising
When suffering from poor sales performance or inadequate growth, some compa-
nies consider promotion to be the solution. However, promotions will provide at
best a temporary fix if the underlying problem is due to a poor sales force, a lack of
brand awareness, a weak brand image, or other maladies that only proper sales
management and advertising efforts can overcome.

Inability to Give the Trade or Consumers Any Compelling
Long-Term Reason to Continue Purchasing a Brand
The trade’s decision to continue stocking a brand and consumers’ repeat purchas-
ing are based on continued satisfaction with the brand. Satisfaction results from
the brand’s meeting profit objectives (for the trade) and providing benefits (for
consumers). Promotions cannot compensate for a fundamentally flawed or
mediocre brand unless the promotions offset the flaws by offering superior value
to the trade and consumers.

Inability to Permanently Stop an Established Brand’s
Declining Sales Trend or Change the Basic Nonacceptance
of an Undesired Product
Declining sales of a brand over an extended period indicate poor product perfor-
mance or the availability of a superior alternative. Promotions cannot reverse the
basic nonacceptance of an undesired brand. A declining sales trend can be
reversed only through product improvements or perhaps an advertising cam-
paign that breathes new life into an aging brand. Promotions used in combination
with advertising efforts or product improvements may reverse the trend, but sales
promotion by itself would be a waste of time and money when a brand is in a state
of permanent decline.

The Role of Trade Promotions

With the shift in power from manufacturers to retailers, and with brands from
competitive manufacturers becoming increasingly indistinct, retailers have pres-
sured the manufacturers that supply them to also provide attractive price dis-
counts and other forms of promotional dollars. Consider the case of Clorox. In the
late 1990s The Clorox Company acquired a firm named First Brands. One of First
Brands’ most important products was the line of plastic items (wraps and bags)
under the Glad brand name. Clorox thought it could quickly boost sales of Glad
products insofar as First Brands had previously invested virtually nothing in
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media advertising behind the brand and had instead relied almost exclusively on
consumer promotions (primarily coupons) and heavy trade promotion spending.

Clorox’s strategy was to cut Glad’s consumer and trade price promotions and
to invest heavily in mass-media advertising. Clorox cut trade promotion spending
on Glad both in 1999 and then again in 2000. Much to Clorox’s surprise and frus-
tration, competitors did not follow suit by also cutting trade promotions on their
own brands. How did retailers react? They withdrew merchandise support, and
Glad sales fell dramatically—as did Clorox’s stock price, which dropped by about
20 percent in the two years after acquiring First Brands.

With declining market share and a sagging stock price, Clorox responded in
the only way it could: it returned to couponing and trade promotion spending.
Though Clorox’s long-term strategy is to build Glad’s brand equity via increased
advertising spending and new product introductions, the fact remains that its
effort to cut trade-promotion spending was rebuffed by large, powerful retailers.
As previously discussed, the power of retailers continues to grow relative to that
of manufacturers. As one observer noted, “Without unique products and strong
advertising, package-goods brands have little choice but to pay up to maintain
shelf space, especially as consolidation makes retailers more powerful.”26

As indicated earlier in the chapter, trade promotions represent over half of
every manufacturer dollar invested in advertising and promoting new and existing
products. Manufacturers’ trade promotions are directed at wholesalers, retailers,
and other marketing intermediaries (rather than at consumers). A manufacturer’s
consumer-oriented advertising and promotions are likely to fail unless trade pro-
motions have succeeded in influencing channel intermediaries to stock adequate
quantities. The special incentives offered by manufacturers to their distribution
channel members are then expected to be passed through to consumers in the form
of price discounts offered by retailers, often stimulated by advertising support and
special displays. As we will see later, however, this does not always occur.

Even though trade promotions do not always work the way they are designed
to, manufacturers have legitimate objectives for using trade-oriented promo-
tions.27 In particular, these objectives include the following:

1. Introducing new or revised products
2. Increasing distribution of new packages or sizes
3. Building retail inventories
4. Maintaining or increasing the manufacturer’s share of shelf space
5. Obtaining displays outside normal shelf locations
6. Reducing excess inventories and increasing turnover
7. Achieving product features in retailers’ advertisements
8. Countering competitive activity
9. Selling as much as possible to final consumers

Ingredients for a Successful 
Trade Promotion Program
To accomplish these myriad objectives, several ingredients are critical to building
a successful trade promotion program.28

Financial Incentive
A manufacturer’s trade promotion must offer wholesalers, retailers, and other
channel intermediaries increased profit margins, increased sales volume, or both.

Correct Timing
Trade promotions are appropriately timed when they are (1) tied in with a sea-
sonal event during a time of growing sales (such as candy sales during Valentine’s
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Day, Halloween, and Christmas); (2) paired with a consumer-oriented sales pro-
motion; or (3) used strategically to offset competitive promotional activity.

Minimize the Retailer’s Effort and Cost
The more effort and expense required, the less likely it is that retailers will cooper-
ate in a program they see as benefiting the manufacturer but not themselves.

Quick Results
The most effective trade promotions are those that generate immediate sales or
increases in store traffic. (As you will see in the next chapter, instant gratification is
an important motivator of consumer responses to consumer-oriented promotions.
This same motive applies to retailers as well.)

Improve Retailer Performance
Promotions are effective when they help the retailer do a better selling job or
improve merchandising methods as, for example, by providing retailers with
improved displays.

Trade Allowances

This major type of trade-oriented promotions, trade allowances, is used by man-
ufacturers, in theory, to reward wholesalers and retailers for performing activities
in support of the manufacturer’s brand. These allowances, also called trade deals,
encourage retailers to stock the manufacturer’s brand, discount the brand’s price
to consumers, feature it in advertising, or provide special display or other point-
of-purchase support.

By using trade allowances, manufacturers hope to accomplish two interrelated
objectives: (1) increase purchases of the manufacturer’s brand by wholesalers and
retailers, and (2) augment consumers’ purchases of the manufacturer’s brand
from retailers. This latter objective is based on the expectations that consumers are
receptive to price reductions and that retailers will in fact pass along to consumers
the discounts they receive from manufacturers.

These expectations do not always become reality. Retailers often take advantage
of allowances without performing the services for which they receive credit. In fact,
a study of trade promotion spending by ACNielsen revealed that 70 percent of sur-
veyed manufacturers rated the value they received from trade promotion spending
as fair or poor—only 30 percent responded that the value was “good” or “excel-
lent.”29 Moreover, the vast majority of retailers think that trade promotions should
serve to increase sales and profits of entire product categories without concern for
whether a manufacturer’s specific brand benefits from the trade promotion.30

There is, in short, a substantial rift between manufacturers and retailers over
the matter of which party trade promotions are intended to benefit. Manufacturers
use trade promotions, of course, to advance their brands’ sales and profit perfor-
mance. Retailers, on the other hand, tend to regard trade dollars as an opportunity
for increasing their profit margins and thus boosting bottom lines. This schism is
easy to understand because parties to economic transactions often have conflict-
ing objectives yet depend on each other for success.

Major Forms of Trade Allowances
Three major forms of trade allowances are (1) off-invoice allowances, (2) bill-back
allowances, and (3) slotting allowances. As we will see in the following discus-
sion, manufacturers use off-invoice and bill-back allowances as a matter of choice,
but slotting allowances are imposed on them by retailers.
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Off-Invoice Allowances
The most frequently used form of trade allowance is an off-invoice allowance,
which represents a manufacturer’s temporary price reduction to the trade on a partic-
ular brand. Off-invoice allowances are, as the name suggests, deals offered peri-
odically to the trade that permit retailers to deduct a fixed amount from the
invoice—merely by placing an order during the period which the manufacturer is
“dealing” a brand. (A slight variant is a deal that provides the trade with free goods
for orders meeting or exceeding required quantities.) In offering an off-invoice
allowance, the manufacturer’s sales force informs retail buyers that a discount of,
say, 15 percent can be deducted from the invoice amount for all quantities pur-
chased during the specified deal period. Many manufacturers of CPGs provide off-
invoice allowances at regularly scheduled intervals, which for many brands is one
four-week period during every 13-week business quarter. This means that many
brands are on off-invoice deals approximately 30 percent of the year.

A manufacturer in using an off-invoice allowance does so with the expectation
that retailers will purchase more of the manufacturer’s brand during the deal
period than they normally would and, to rapidly sell off excess inventories, will
pass the deals on to consumers in the form of reduced prices—which thus should
spur consumers’ purchasing of the manufacturer’s price-reduced brand.
However, as previously stated, retailers do not always comply with this expecta-
tion and, in fact, are typically not contractually bound to pass along discounted
prices to consumers. Rather, retailers receive an off-invoice allowance (of, say, 15
percent) when purchasing the manufacturer’s brand but often they do not dis-
count their selling prices to consumers or they reduce prices by substantially less
than the full 15 percent.31 Manufacturers estimate that retailers pass through to
consumers only about one-half of the trade funds that they provide to retailers.
Later on we will discuss two undesirable offshoots of off-invoice allowances—for-
ward buying and diverting—but first it will be useful to discuss the other two major
forms of trade allowances, bill-back and slotting allowances.

Bill-Back Allowances
Another form of trade allowance is the so-called bill-back allowance. Retailers
receive allowances for featuring the manufacturer’s brand in advertisements (bill-
back ad allowances) or for providing special displays (bill-back display allow-
ances). As the expression indicates, retailers do not deduct bill-back allowances
directly from the invoice by virtue of ordering products (as is the case with off-invoice
allowances) but rather must earn the allowances by performing designated advertising
or display services in behalf of the manufacturer’s brand. The retailer effectively
bills (i.e., charges) the manufacturer for the services rendered, and the manufac-
turer pays an allowance to the retailer for the services received.

To illustrate, assume that the sales force for the Campbell Soup
Company informs retailers that during October they will receive a 5
percent discount on all cases of V8 juice purchased during this
period provided they run newspaper advertisements in which V8
juice is prominently featured. With proof of having run feature ads
in newspapers, retailers then would bill Campbell Soup for a 5 per-
cent advertising allowance. Similarly, Campbell Soup’s sales force
could offer a 2 percent display allowance whereby retailers could
receive an additional 2 percent discount on all purchases of V8 juice
during the deal period for displaying V8 juice in prime locations.

Slotting Allowances
Slotting allowances are the fees manufacturers pay retailers for
access to the slot, or location, that the retailer must make avail-
able in its distribution center to accommodate the manufacturer’s
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new brand. This form of trade allowance applies specifically to the situation
where a manufacturer attempts to get one of its brands—typically a new brand—
accepted by retailers.32 Also called a stocking allowance or street money, a slotting
allowance is not something manufactures of branded products choose to offer
retailers. To the contrary, retailers impose slotting allowances on manufacturers.
Retailers demand this fee of manufacturers supposedly to compensate them for
added costs incurred when taking a new brand into distribution and placing it on
the shelf. It should be obvious that manufacturers and retailers hold somewhat
differing views regarding the appropriateness and value of the slotting-allowance
practice.33 The following discussion examines many of the key issues.34

When first used back in the 1960s, slotting allowances compensated retailers for
the real costs of taking on a new stock-keeping unit, or SKU. The cost at that time
averaged $50 per SKU per account. However, slotting allowances now can cost as
much as $300 per SKU and represent a healthy profit margin for retailers. You prob-
ably are thinking, “This sounds like bribery.” You also may be wondering, “Why
do manufacturers tolerate slotting allowances?” Let’s examine each issue.

First, slotting allowances are indeed a form of bribery. The retailer that
demands slotting allowances denies the manufacturer shelf space unless the man-
ufacturer is willing to pay the up-front fee—the slotting allowance—to acquire
that space for its new brand. Second, manufacturers tolerate slotting allowances
because they are confronted with a classic dilemma: either they pay the fee and
eventually recoup the cost through profitable sales volume, or they refuse to pay
the fee and in so doing accept a fate of not being able to successfully introduce
new brands. The expression “Between a rock and a hard place” appropriately
describes the reality of slotting allowances from the manufacturer’s perspective.

In certain respects, slotting allowances are a legitimate cost of doing business.
When, for example, a large, multistore supermarket chain takes on a new brand, it
incurs several added expenses. These expenses arise because the chain must make
space for that new brand in its distribution center, create a new entry in its com-
puterized inventory system, possibly redesign store shelves, and notify individual
stores about the new SKU. In addition to these expenses, the chain takes the risk
that the new brand will fail. This is a likely result in the grocery industry, where at
least half of all new brands are failures. Hence, the slotting allowance provides the
retailer with what effectively amounts to an insurance policy against the prospects
that a brand will fail.

It is questionable, however, whether the actual expenses incurred by retailers
are anywhere near the slotting allowances they charge. Actual charges are highly
variable. Some supermarkets charge as little as $5 per store to stock a new item,
while others charge as much as $300 per item per store. Large companies can
afford to pay slotting allowances, because their volume is sufficient to recoup the
expense. However, brands with small consumer franchises are frequently unable
to afford these fees. Smaller manufacturers thus are placed at a competitive disad-
vantage when attempting to gain distribution for their new products.

How, you might be wondering, are retailers able to impose expensive slotting
fees on manufacturers? The reason is straightforward: as noted earlier in the chap-
ter, the balance of power has shifted away from manufacturers and toward retail-
ers. Power means being able to call the shots, and increasing numbers of retailers
are doing this. It might be said that retailers are calling the shots to control the slots.
Also, CPG manufacturers have hurt their own cause by introducing thousands of
new brands each year, most of which are trivial variants of existing products rather
than distinct new offerings with meaningful profit opportunities for retailers and
many of which ultimately fail. As such, every manufacturer competes against
every other manufacturer for limited shelf space, and slotting allowances are
simply a mechanism used by retailers to exploit the competition among manu-
facturers. Furthermore, many grocery retailers find it easy to rationalize slotting
allowances on the grounds that their net profit margins in selling groceries are
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minuscule (typically 1 percent to 1.5 percent) and that slot-
ting allowances enable them to earn returns comparable to
those earned by manufacturers.

Further understanding of the rationale and dynamics
underlying slotting allowances is possible by making a
comparison with apartment prices in any college commu-
nity. When units are abundant, different apartment com-
plexes compete aggressively with one another and rental
prices are forced downward to the benefit of students. On
the other hand, when apartments are scarce (which typi-
cally is the case in most college communities), prices often
are inflated. The result: you may be forced to pay exorbi-
tant rent to live in a second-rate, albeit conveniently
located, apartment.

This is also the case in today’s marketing environment.
Each year retailers are confronted with requests to stock
thousands of new brands (consider these new brands equivalent to potential ten-
ants). The amount of shelf space (the number of apartments) is limited because
relatively few new stores are being built. Hence, retailers are able to command slot-
ting allowances (charge higher rent), and manufacturers are willing to pay the
higher rent to “live” in desirable locations.

What can a manufacturer do to avoid paying slotting allowances? Sometimes
nothing. But powerful manufacturers such as P&G and Kraft, for example, are less
likely to pay slotting fees than are weaker national and particularly regional man-
ufacturers. Retailers know that P&G’s and Kraft’s new brands probably will be
successful. This is because P&G and Kraft invest substantially in research to
develop meaningful new products; they spend heavily on advertising to create
consumer demand for these products; and they use extensive consumer promo-
tions (e.g., sampling and couponing) to create strong consumer pull for their
brands. Another way to avoid paying slotting allowances is simply to refuse to
pay them and, if need be, to accept the consequence of being refused shelf space
by some, if not most, retail chains.

Whereas slotting allowances represent a form of entry fee for getting a new
brand into a grocery chain’s distribution center, some retail chains charge manu-
facturers a fee for having unsuccessful brands removed from their distribution
centers. These exit fees could just as well be called deslotting allowances. Here is
how they operate: when introducing a new brand to a retail chain, the manufac-
turer and chain enter into a contractual arrangement. This arrangement stipulates
the average volume of weekly product movement during a specified period that
must be achieved for the manufacturer’s brand to be permitted to remain in the
chain’s distribution center. Then, if the brand has not met the stipulated average
weekly movement, the chain will issue a deslotting charge. This charge, or exit fee,
is intended to cover the handling costs for the chain to remove the item from its
distribution center.

This practice may seem to be a marketplace application of the old saying about
having salt rubbed into a wound. However, it really represents the fact that retailers,
especially in the supermarket industry, no longer are willing to pay for manufactur-
ers’ new-product mistakes. There clearly is some economic logic to deslotting
charges. Indeed, these charges are another form of insurance policy to protect retail
chains from slow-moving and unprofitable brands. To continue the apartment rental
analogy, a deslotting charge operates in much the same fashion as the stipulation
between apartment owner and tenant regarding property damage. If as a tenant
you damage an apartment, the apartment owner is fully justified in forfeiting all or
part of your rental deposit. As such, your deposit provides the apartment owner
with an insurance policy against your potential negligence. This is precisely how
an exit fee, or deslotting charge, operates.
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In the final analysis, the issue of slotting allowances is extremely complicated.
Manufacturers have legitimate reasons for not wanting to pay slotting allowances, but
retailers have justification for charging them. Can both sides be right? Is the practice of
slotting allowances a case of free-market competition working at its best, or at its
worst? Simple answers are unavailable because the “correct” answer depends largely
on which perspective—manufacturer’s or retailer’s—one takes on the matter.35

And in the middle of this battle are government regulators, who have the
responsibility of ensuring that the practice of slotting allowances does not reduce
competition or harm consumers by forcing them to pay higher prices or limiting
their options because smaller manufacturers are unable to gain shelf space for
their new products. One regulatory agency, the Bureau of Alcohol, Tobacco,
Firearms and Explosives, passed a ruling that prohibits the use of slotting fees in
the marketing of alcohol products.36 However, no prohibitions exist for the many
other product categories where slotting allowances are charged. Although the
Federal Trade Commission continues to investigate whether slotting allowances
need to be regulated, it has not as yet issued any regulation against retailers charg-
ing these fees.37 In the meantime, slotting allowances remain for manufacturers an
additional cost of introducing new products and an additional source of revenue
for retailers. The power struggle goes on!

Undesirable Consequences of Off-Invoice Allowances:
Forward Buying and Diverting
Manufacturers’ off-invoice allowances make considerable sense in theory, but in
practice many retailers do not perform the services necessary to earn the allowances
they receive from manufacturers. Large retail chains are particularly likely to take
advantage of manufacturers’ allowances without passing the savings along to con-
sumers. A major reason is that large chains, unlike smaller chains, are able to mer-
chandise their own private brands. Because private brands can be sold at lower prices
than manufacturers’ comparable brands, large chains are able to use private brands
to satisfy the needs of price-sensitive consumers while selling manufacturers’
brands at their normal prices and pocketing the trade allowance as extra profit.

A second major problem with manufacturers’ off-invoice allowances is that
they often induce retailers to stockpile products to take advantage of the temporary
price reductions. Forward buying and diverting are two interrelated practices
used by retailers, especially those in the grocery trade, to capitalize on manufac-
turers’ trade allowances. Table 17.5 illustrates these practices.38
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1. In preparation for a huge promotional event in 2006 surrounding the Cinco de Mayo
celebration of Mexican independence on May 5, Beauty Products Inc.—a hypothetical
manufacturer of personal-care products—extends an off-invoice offer to grocery chains in
the Los Angeles area. This promotion is a 15 percent off-invoice allowance on all orders
placed for SynActive shampoo (a hypothetical brand) during the week beginning April 3,
2006, and extending through the week beginning April 24, 2006.

2. Assume that FB&D Supermarkets of Los Angeles orders 15,000 cases of SynActive
shampoo—many more cases than it typically would sell in its own stores during any four-
week period. Beauty Products Inc. has offered the 15 percent off-invoice allowance to FB&D
Supermarkets with the expectation that FB&D will reduce SynActive’s retail price to
consumers by as much as 15 percent during the week of Cinco de Mayo festivities.

3. FB&D sells at the discounted price only 3,000 of the 15,000 cases purchased. (The remaining
cases include some that are forward bought and some that will be diverted.)

4. FB&D resells 5,000 cases of SynActive at a small profit margin to Opportunistic Food
Brokers—a company that services grocery retailers throughout the West. (This is the practice
of diverting.)

5. FB&D later sells the remaining 7,000 cases of SynActive to shoppers in its own stores but at
the regular, full price. (These 7,000 cases represent forward buys.)

Table 17.5

Illustration of Forward Buying
and Diverting



Forward Buying
As earlier noted, manufacturers’ trade allowances are typically available for four
weeks of each business quarter (which translates to about 30 percent of the year).
During these deal periods, retailers buy larger quantities than needed for normal
inventory and warehouse the excess volume, thereby avoiding purchasing the brand
at its full price during the remaining 70 percent of the time when a deal is not offered.
Retailers often purchase enough products on one deal to carry them over until the
manufacturer’s next regularly scheduled deal. This is the practice of forward buy-
ing, which, for obvious reasons, is also called bridge buying—the amount of inventory
purchased during one deal period bridges all the way to the next deal period.
Approximately 75 percent of all leading grocer retailers practice forward buying.39

When a manufacturer marks down a product’s price by, say, 15 percent, retail
chains commonly stock up with a 10- to 12-week supply. A number of manufac-
turers sell 80 percent to 90 percent of their volume on deal. It is estimated that for-
ward buying costs manufacturers between 0.5 percent and 1.1 percent of retail
prices, which translates into hundreds of millions of dollars annually.40

The practice of forward buying has given rise to computer models that enable
retail buyers to estimate the profit potential from a forward buy and the optimum
number of weeks of inventory to purchase. The models take into consideration the
amount of savings from a deal and then incorporate into their calculations the var-
ious added costs from forward buying. These added costs include warehouse stor-
age expenses, shipping costs, and the cost of tying up money in inventory when
that money could be used to earn a better return in some other manner. Retailers,
when forward buying, balance savings from reduced purchasing costs against the
added expenses of the kind just noted.

It may appear that forward buying benefits all parties to the marketing
process, but this is not the case. First, as previously mentioned, a substantial por-
tion of retailers’ savings from forward buying often are not passed on to consumers.
Second, forward buying leads to increased distribution costs because wholesalers
and retailers pay greater carrying charges by holding inventories of large quanti-
ties of forward-bought items. In fact, the average grocery product takes up to 12
weeks from the time it is shipped by a manufacturer until it reaches retail store
shelves. This delay obviously is not due to transit time but rather reflects storage
time in wholesalers’ and retailers’ warehouses from stockpiling surplus quantities
of forward-bought items. Third, manufacturers experience reduced margins due to
the price discounts they offer as well as the increased costs they incur.

A notable case in point is the situation that confronted Campbell Soup Company
with massive forward buying of its chicken noodle soup when that product was
placed on trade deal. As much as 40 percent of its annual chicken noodle soup
production was sold to wholesalers and retailers in just six weeks when this prod-
uct was on deal. Because wholesalers and retailers forward-bought chicken noodle
soup in large quantities, Campbell had to schedule extra work shifts and pay
overtime to keep up with the accelerated production and shipping schedules.
After years of falling prey to forward buying, Campbell implemented a bill-and-
hold program whereby it invoices (bills) the retailer as soon as the retailer places a
forward-bought order but delays shipping (holds) the order until desired quanti-
ties are requested by the retailer. This program smoothed out Campbell’s produc-
tion and shipping schedules by allowing retailers to purchase large amounts at
deal prices while delaying shipments until inventory was needed. The bill-and-
hold program has not eliminated forward buying, but the negative consequences
for Campbell Soup Company have been reduced.

Diverting
Diverting occurs when a manufacturer restricts a deal to a limited geographical area
rather than making it available nationally. In Table 17.5, SynActive shampoo is
available only in Los Angeles as part of Beauty Products Inc.’s participation in the
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Cinco de Mayo festivities. The manufacturer intends for only retailers in that area
(such as FB&D Supermarkets) to benefit from the deal. However, what happens
with diverting is that retailers take advantage of the opportunity by buying abnor-
mally large quantities at the deal price and then selling off, at a small profit mar-
gin, the excess quantities through food brokers in other geographical areas.
(Finance people would label diverting an application of arbitrage behavior.) Over
50 percent of retailers acknowledge engaging in the practice of diverting.

Retailers blame manufacturers for offering irresistible deals and argue that they
must take advantage of the deals in any way legally possible to remain competitive
with other retailers. Manufacturers could avoid the diverting problem by placing
brands on national deal only. This solution is more ideal than practical, however,
since regional marketing efforts are expanding, and local deals and regional mar-
keting go hand in hand. Further complicating the problem is that products
intended for foreign markets sometimes are diverted back into a domestic market.

There are other negative consequences of diverting. First, product quality
potentially suffers due to delays in getting products from manufacturers to retail
shelves. For example, Tropicana requires its chilled juices to be stored between 32
and 36 degrees. If unrefrigerated for a few hours because of careless diverting
practices, the product can go bad, and consumers may form negative impressions
of the brand. A second and potentially more serious problem could result from
product tampering—such as the infamous Tylenol incident in the early 1980s,
when seven Chicago residents died from this brand being laced with cyanide by a
mentally ill person. In the event of product tampering, it would be difficult, if not
impossible, to identify exactly where a diverted brand may have been shipped.

Don’t Blame Retailers
The preceding discussion has perhaps made it seem that retailers are villains
when engaging in the practice of forward buying and diverting. This would be an
unfair representation of retail buyers who are simply taking advantage of an
opportunity that is provided by manufacturers offering attractive trade deals. One
retail executive explains his company’s forward buying and diverting actions in
this fashion: “We are very aggressive when it comes to buying at the best price. We
have to be. If we don’t, somebody else will.”41 In other words, retailers are simply
exhibiting rational behavior when they forward buy and divert. The opportunity
to increase profits is provided to retailers by manufacturers’ indiscriminate off-
invoice allowances, and smart retailers take advantage of the break.

If Nobody Is at Fault, Then What’s the Problem?
In brief, the problem is that the present system is wasteful and inefficient. The overall
level of costs throughout the distribution system is higher than it could be in a more
“ideal” world where costs are better managed and inefficiencies are removed. What
the ideal world might look like is the topic to which we now turn. It needs to be
stated in advance that the “ideal” world may be just that, as business reality involves
inherent conflicts between trading partners such as manufacturers and retailers. The
concept of win-win situations is great in theory but not easy to implement in practice.
Zero-sum thinking often rules (“What you gain is what I lose.”), and it is for this rea-
son that concessions and compromises give way to “get yours”–type behavior.

Efforts to Rectify 
Trade Allowance Problems

Because trade allowances spawn inefficiencies, create billions of added dollars
in distribution costs, are often economically unprofitable for manufacturers, and
perhaps inflate prices to consumers, a variety of efforts have been undertaken to
fundamentally alter the way business is conducted, especially in the grocery
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industry.42 The following sections are devoted to five notable developments that
hold important implications for trade allowances. Two of these represent major
changes in the interrelations between manufacturers and retailers (namely, the
efficient consumer response and category management movements), whereas the
final three reflect more specific practices on the part of manufacturers (everyday
low pricing, pay-for-performance programs, and account-specific marketing).

Efficient Consumer Response (ECR)
Efficient consumer response (ECR) is a broad-based concept of business manage-
ment that is oriented toward enhancing efficiencies and reducing costs in the gro-
cery industry. Kurt Salmon Associates, a consulting firm, issued a report that
estimated that some $30 billion, or 10 percent of total grocery sales, is wasted. This
waste, according to the Salmon report, is due to inefficient ordering procedures,
maintenance of excessive inventories, and inefficient promotional practices. The
report argued that billions of dollars could be saved if ECR were fully imple-
mented throughout the distribution chain. The objective of ECR is to improve effi-
ciencies in the grocery industry between all parties (manufacturers, wholesalers,
brokers, and retailers) and reduce costs for everyone, especially the final con-
sumer. ECR also includes the objective of reducing the huge expenditures on trade
promotion. Although many of the ECR initiatives go beyond the scope of this
chapter, several features are noteworthy:

1. Improved product replenishment practices. The objective is to move products more
efficiently from manufacturers’ production facilities to retailers’ shelves.
Electronic data interchange (EDI) between manufacturers and retailers is a major
means of reducing the time and cost of order fulfillment. EDI essentially entails
constant electronic exchanges between trading partners: retailers are able to
maintain minimal inventory levels because manufacturers ship required prod-
uct quantities just in time to replenish depleting inventories. For example, the
fully coordinated EDI system between Procter & Gamble and Wal-Mart allows
Wal-Mart to carry minimal levels of P&G brands with the assurance that addi-
tional quantities of brands like Tide detergent and Pringles chips will be replen-
ished as needed. Another example is the relation between Costco stores and
Kimberly-Clark Corporation, which manufactures Huggies disposable diapers.
A contractual relationship between these two entities turns responsibility for
stock replenishment over to Kimberly-Clark. Costco shares detailed data about
individual store sales of diapers, and Kimberly-Clark uses this information to
determine precisely when new inventories should be shipped.

2. Reduced trade promotions. The objective is to minimize inventory costs in the
system, and this necessitates reducing drastically the practices of forward buy-
ing and diverting. Everyday low pricing and pay-for-performance programs,
as discussed later, represent major steps in this direction.

3. Improved product introductions. The objective is for manufacturers to bring to
market new products meeting consumer needs rather than simply introduce
slight variations on existing offerings. Fewer, more meaningful product intro-
ductions likely would substantially cut slotting allowances and exit fees.

In sum, the ultimate objective of ECR is to reduce wasteful practices that lead
to excessive prices for consumers and diminished profits for manufacturers,
wholesalers, and retailers. As with all revolutions, it will be a matter of years
before the benefits of ECR are anywhere close to being fully realized.43

Category Management
Manufacturers produce different product lines among which the individual
brands in each line constitute a group, or category. Likewise, retailers merchandise

Chapter 17: Sales Promotion and the Role of Trade Promotions 513



multiple brands that compete in each of many categories. A grocery store, for
example, has categories of detergents, breakfast cereals, and pain relievers; an
appliance dealer has kitchen appliances, video devices, computer equipment, and
audio equipment. Although manufacturers and retailers both work with cate-
gories, their interests are not necessarily equivalent. Whereas manufacturers are
concerned with the profitability of their individual brands, retailers are more
interested in the overall profitability of a product category. With growing retailer
power, manufacturers have been forced to market their brands with greater con-
cern for the retailer’s broader category interests rather than focusing exclusively
on the profitability of their own brands.

Category management involves the working relationship between manufac-
turers and retailers and attempts to find ways whereby both parties can be more
profitable. The implementation of category management means that retailers and
manufacturers must work together, share market intelligence, and develop strate-
gies that are mutually beneficial. Category managers from both the manufacturer
and the retailer sides of business jointly plan and execute merchandising pro-
grams, promotion deals, and advertising executions that are agreeable to both par-
ties and improve the performance for both.

Figure 17.2 presents five interrelated stages involved in the actual process of
implementing category management. Although both manufacturers and retailers
must individually conduct these same five activities, the following discussion
presents the manufacturer’s perspective:44

1. Reviewing the category: A manufacturer would initiate a category management
program by conducting a thorough study of the product category. After care-
fully defining the category (e.g., soft drinks) and its subcategories (e.g., colas,
noncolas, regular, and diet), the manufacturer must gather information per-
taining to category sales volume and growth rate, sales by type of retail outlet,
household purchasing patterns, and comparisons of the performances of the
manufacturer’s brands and its competitors’. By acquiring these data, the man-
ufacturer can identify growth opportunities and develop new or modified
marketing strategies that capitalize on the opportunities.

2. Targeting consumers: This stage requires the manufacturer to acquire an in-
depth understanding of the typical consumer in the product category. The con-
sumer is profiled with respect to relevant demographic characteristics (e.g.,
income level and age) and examined with respect to their product-purchase
and usage patterns (Where do they shop? How much do they typically pur-
chase?), lifestyles (What activities do they participate in?), and media prefer-
ences. Armed with this information, a manufacturer is prepared to know a
brand’s potential in specific stores and to make intelligent decisions about the
choice of advertising media, promotions, and product offerings.

3. Merchandise planning: This stage entails developing a detailed strategy for the
best mix of brands for each retail account within a particular category. The
manufacturer recommends to the retailer an optimum mix of brands, prices,
and shelf-space allocation that will enable the retailer to achieve desired vol-
ume and profit goals within the category. Sophisticated software applications
enable manufacturers to assist retailers in developing product-stocking pro-
grams, called planograms, that designate the specific products and brands that
the store should stock to best appeal to the consumers in its trade area.
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4. Implementing the strategy: Results from the first three stages provide the content
for an ongoing interaction between the manufacturer’s sales team and a retail
chain’s category buyer. Merchandising plans are the foundation for the sales
team’s recommendations to the retailer concerning appropriate product mix,
pricing, promotions, and shelf-space allocations for the category. The sales
team also explains how the manufacturer’s advertising program will target
the retailer’s consumers and thus generate business for the retailer.

5. Evaluating results: Effective implementation of category management pro-
grams requires that manufacturers answer this key question: did the strategies
proposed for the retail account achieve their objectives? If the program has not
achieved these objectives, answering this question will direct manufacturers
and retailers to alter their strategies; if objectives have been achieved, the pru-
dence of continuing with the previously proposed strategy will be reinforced.

In sum, manufacturers are able to undertake category management programs
that are mutually beneficial to themselves and their retail accounts. Sophisticated
software applications backed by careful study of consumer behavior, competitor
actions, and market developments enable manufacturers and retailers to formu-
late merchandising programs that suit the needs of all parties: retailers, manufac-
turers, and consumers.

Everyday Low Pricing (EDLP)
Manufacturers lose billions of dollars every year to inefficient and ineffective
trade deals stemming from the trade’s practice of forward buying and diverting. It
is for this reason that the powerful P&G, under the leadership of then chief execu-
tive officer Edwin Artzt, undertook a bold move in the 1990s to break the practice
of forward buying and diverting. P&G introduced a new form of pricing called
everyday low pricing, or EDLP, which the company also refers to as value pricing—
signifying its desire to compete on the basis of providing product values and not
mere price savings. Because some retailers also practice everyday low prices, we
will distinguish between “back-door” EDLP as used by manufacturers from the
“front-door” variety practiced by retailers.45 Our interest is with the back-door
variety of EDLP, which for clarity’s sake we label EDLP(M) to stand for manufac-
turers’ use of EDLP.

EDLP(M) is a form of pricing whereby a manufacturer charges the same price
for a particular brand day in and day out. In other words, rather than charging
high-low prices—that is, regular, or “high,” prices for a period followed
by off-invoice, or “low,” prices for a shorter period—EDLP(M) involves
charging the same price over an extended period. Because no off-invoice
allowances are offered the trade under this pricing strategy, wholesalers
and retailers have no reason to engage in forward buying or diverting.
Hence, their profit is made from selling merchandise rather than from
buying it.

How Has P&G Fared?
Researchers examined the effects of P&G’s value pricing initiative over
the first six years of its implementation.46 The analysis encompassed a
total of 24 product categories and 118 brands in these categories. From
the year prior to P&G’s implementation of value pricing through the
first six years of the practice, P&G’s advertising expenditures and net
prices both increased by approximately 20 percent. During this same
period, its expenditures on trade deals decreased by nearly 16 percent,
and coupon spending was reduced by about 54 percent.

What was the effect of these changes? P&G lost about 18 percent mar-
ket share on average across the 24 product categories analyzed. Value
pricing clearly was a disaster for P&G, right? In actuality, it was not.
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Although P&G suffered a significant decline in market share (due largely to com-
petitors’ retaliatory increases in promotional deals while P&G was cutting its own
dealing activity), at the same time its overall profits increased by virtue of cutting
trade deals and coupon activity and increasing net prices.47 It could be argued that it
is unwise ever to relinquish market share; however, in the final analysis, giving up
market share can be justified if the share that remains generates greater profitability
than what was obtained with a larger but less profitable share. Over the long haul,
the bottom line (profits) is a more telling indicator of firm success than is the top
line (sales).

What Have Other Manufacturers Done?
Manufacturers less powerful than P&G have found it difficult to convert to a pure
system of everyday low pricing. Even P&G has experienced resistance and has
deviated from a pure EDLP pricing with some brands such as laundry detergents.
Three major reasons account for why many retailers resist manufacturers’ EDLP
pricing initiatives. First, those retailers that established distribution infrastructures
necessary to practice forward buying have resisted EDLP(M) pricing.48 Second,
there is some evidence that EDLP(M) pricing benefits the manufacturers that price
their products in this fashion more than it does the retailers that pay EDLP(M)
rather than high-low prices. Finally, it also has been argued that EDLP(M) pricing
takes some of the excitement out of retailing. With EDLP(M) pricing, the retailer
charges the same price to consumers day after day. Comparatively, with high-low
pricing, there are periods when retailers are able to advertise attractive price sav-
ings, which breaks the monotony of never varying the retail price. Although in the
long term the consumer realizes no savings from high-low pricing, in the short
term it may be exciting to receive an appealing discount.

Although pricing practices by manufacturers remain somewhat in a state of
flux, it appears that a pure EDLP(M) pricing system will not dominate. Some com-
bination of EDLP(M) pricing along with periodic promotional funds provided to
the trade by manufacturers is the pricing system most likely to endure.

Pay-for-Performance Programs
As noted earlier, many trade promotions, especially in the grocery industry, are
unprofitable for manufacturers because they merely shift future buying to the pres-
ent when the trade engages in forward buying and diverting. Manufacturers, accord-
ingly, have a strong incentive to devise an alternative system to the traditional
off-invoice allowance. One such system is so-called pay-for-performance programs.
The IMC Focus insert offers an explanation from the vantage point of one manu-
facturer, Nestlé, as to why there is a need to shift trade spending in this direction.

Rewarding Selling Rather Than Buying
As the name suggests, pay-for-performance is a form of trade allowance that
rewards retailers for performing the primary function that justifies a manufac-
turer’s offering a trade allowance—namely, selling increased quantities of the manu-
facturer’s brand to consumers. In other words, pay-for-performance programs are
designed to reward retailers for selling the manufacturer’s brand supported with a
trade allowance rather than for merely buying the brand at an off-invoice price.

One form of pay-for-performance programs is called scanner-verified trade pro-
motions or scan downs. This name is based on the idea that retail sales volume for a
trade-supported brand is recorded via optical scanning devices at the point of
sale. Scan downs entail three key facets:49

1. A manufacturer agrees with a retailer on a period during which the retailer
receives an allowance for all quantities of a promoted brand that are sold to
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consumers at the designated deal price (e.g., an item that regularly sells to con-
sumers at $1.99 per unit is to be reduced to $1.79).

2. The retailer’s own scanning data verify the exact amount of the promoted brand
that has been sold during this period at the deal price (e.g., 5,680 units at $1.79
each).

3. The manufacturer pays the retailer quickly, say within five days, at the designated
allowance for the quantity sold. The manufacturer would reimburse the
retailer for the reduced margin in selling a certain number of units (e.g., 5,680
units at a reduced margin of $0.20, or $1,136) and compensate the retailer for
the amount of the trade allowance (e.g., 5,680 units at $0.05 each, or $284; thus,
the manufacturer would mail a check to the retailer totaling $1,420).

A Win-Win-Win Situation
Scanner-verified programs provide an incentive to the retailer only for the items
sold at discount to consumers during the agreed-on time period. Thus unlike off-
invoice allowances, manufacturers using scan downs do not pay for allowances
where no benefit is received. Rather, manufacturers compensate retailers only for
those items that are sold to consumers at discounted prices. Hence, this form of
pay-for-performance program benefits all parties: consumers, retailers, and man-
ufacturers. Consumers win by receiving reduced prices; retailers win by obtaining
allowances for moving increased quantities of manufacturers’ promoted brands;
and manufacturers win by increasing sales of their brands, if only temporarily, by
reducing prices to consumers. By comparison, when using off-invoice allowances,
manufacturers have no assurance that the off-invoice allowances given to retailers
will be passed on to consumers.

In theory, then, with pay-for-performance programs, everyone wins. The rub,
however, is that retailers do not win as much as they do with “gain without pain”
off-invoice programs that offer rewards and require no effort other than placing an
order. It is for this reason that pay-for-performance programs are embraced more
heartily by manufacturers than by retailers. It also is for this reason that large,
powerful manufacturers (such as Nestlé in the IMC Focus) sometimes need to take
dramatic steps such as discontinuing selling their brands to retailers failing to per-
form the duties that serve the manufacturer’s promoted brand.

Pay-for-performance programs are a natural correlate to the efficient con-
sumer response (ECR) initiative that was previously discussed. Only time will tell
whether these programs become widely implemented. The technological infra-
structure is available in the United States to support this form of trade promotion,
and well-known companies such as ACNielsen and Information Resources Inc.
make it possible by serving, for a fee, as scanning agents. Scanning agents profit

Pay-for-Performance at Nestlé

There is an old 
country music song by a 

singer named Jerry Reed about a disputa-
tious divorce settlement. One line in the
song, which also is the song’s title,
states, “She got the goldmine,
[and] I got the shaft.” Like the
offended party in Jerry Reed’s
song, many manufacturers believe
they are getting the shaft when it
comes to trade promotions. Their sense is that
retailers grab the trade dollars without performing any duties that
serve the manufacturer’s interests.

Marketing officials at Nestlé are fed up with spending 
trade dollars that serve little useful purpose. Accordingly, promo-
tional contracts with retailers now emphasize the minimum 
duties retailers must perform to receive Nestlé’s trade dollars,

duties such as reducing retail prices for a
specified period of time, featuring 

Nestlé’s brands in retailers’ circulars,
and providing special displays. 
Retailers that fail to meet Nestlé’s

contractual requirements will not
receive promotional funds, or, at the 

extreme, Nestlé will simply withdraw its brands from 
noncomplying retailers’ stores.
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from performing the following functions: (1) collecting scanner data from retailers,
(2) verifying the amount of product movement that meets the manufacturer’s pro-
motional requirements and warrants compensation, (3) paying the retailer, and
(4) collecting funds from the manufacturer along with a commission for services
rendered.

Customizing Promotions: 
Account-Specific Marketing
Account-specific marketing, also called co-marketing, is a descriptive term that
characterizes promotional and advertising activity that a manufacturer customizes
to specific retail accounts. To appreciate this practice fully, it is necessary to place it
in the context of the off-invoice allowance promotion, which is a temporary price
reduction that is offered to all accounts. With off-invoice programs, a manufac-
turer’s promotion dollars are anything but customized to the needs of specific
retail accounts. On the other hand, account-specific marketing, or co-marketing,
directs promotion dollars to specific retail customers and develops in concert with
the retailer an advertising or promotion program that simultaneously serves the
manufacturer’s brand, the retailer’s volume and profit requirements, and the con-
sumer’s needs. Local radio tie-in advertising and loyalty programs using retailers’
shopper databases are especially popular account-specific practices.

Some Examples
When introducing its expensive Photosmart photography system—a photo-
scanning-and-printing system for home computers—Hewlett-Packard (HP) devel-
oped co-marketing arrangements with a small number of retailers. HP selected
prime consumer prospects in each retailer’s trade area and mailed invitations cus-
tomized to appear as if they were from the retailer, not HP. Prospective purchasers
were invited to see an in-store demonstration and receive a chance to win a free
Photosmart system.

An illustration from the CPG category is Hormel Foods’ account-specific effort
with the SPAM® Family of Products (the canned-meat product). To
boost sales and to lure new consumers to the brand, Hormel Foods
introduced the “SPAM Stuff” continuity program. Following in the
footsteps of Marlboro, Kool-Aid, and Pepsi, all of which had previ-
ously launched “stuff” programs, Hormel Foods offered consumers
points toward the acquisition of free items (such as beanbag characters,
boxer shorts, mouse pads, mugs, and T-shirts) with each purchase of
SPAM products. In addition to offering “freebies” to encourage con-
sumers to try SPAM products, Hormel Foods developed some account-
specific programs to draw the trade’s attention to the brand. Retailers
were provided with SPAM advertising materials (called ad slicks) for
their advertising flyers. They also received local advertising support
for promoting SPAM on the radio and in newspapers. To further excite
retailer participation, Hormel Foods offered one supermarket per
region with a “SPAM Day” promotion for the best in-store display.
Winning stores received “SPAM-wear” for employees and customers,
free SPAMBURGER hamburgers grilled in the store’s parking lot, and
personal appearances by SPAM Cans characters.

It would also be understandable if you were to consider this pro-
motional program somewhat goofy. This surely is a lighthearted
attempt on the part of Hormel Foods to increase interest in SPAM from
both consumers and retailers. Silly as it may seem, programs like this
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often are effective in encouraging retailers to devote greater attention to a brand
(e.g., provide increased display space) and to entice consumers to purchase the
brand more regularly.

What Does the Future Hold?
Account-specific marketing is a relatively recent innovation. First introduced by
marketers in the packaged goods field, the practice has spread to companies that
manufacture and market soft goods (e.g., apparel items) and durable items such as
the HP Photosmart system. Because account-specific marketing requires a lot of
effort in both development and implementation and is costly, the future of this
practice is uncertain. It appears that interest among packaged goods companies
has peaked already.50 The future will depend on results. As always, the proof is in
the pudding. Account-specific marketing will increase in those industries where
and for those companies whose programs yield increased results but decrease
where the returns fail to justify the efforts. Because powerful retailers benefit from
well-designed account-specific programs (oftentimes programs that they develop
and then sell to manufacturers, who pay for the programs’ implementation), it is
likely that co-marketing is here to stay.

Generalizations 
about Promotions

The foregoing discussion has referred to research evidence regarding how promo-
tions work and the objectives accomplished. Researchers—especially during the
past two decades—have vigorously studied the functioning and effectiveness of
sales promotions. Empirical efforts have enabled researchers to draw some tenta-
tive conclusions. These conclusions, more formally termed empirical generaliza-
tions, represent consistent evidence regarding different facets of promotion
performance. Nine empirical generalizations are noteworthy (see Table 17.6).51

Generalization 1: Temporary retail price reductions
substantially increase sales—but only in 
the short term.
The evidence is clear that temporary retail price reductions generally result in sub-
stantial increases in short-term sales. These short-term sales increases are termed
sales spikes. These spikes in the short term generally occur, however, at the expense
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1. Temporary retail price reductions substantially increase sales.
2. The greater the frequency of deals, the lower the height of the deal spike.
3. The frequency of deals changes the consumer’s reference price.
4. Retailers pass through less than 100 percent of trade deals.
5. Higher-market-share brands are less deal elastic.
6. Advertised promotions can result in increased store traffic.
7. Feature advertising and displays operate synergistically to influence sales of discounted

brands.
8. Promotions in one product category affect sales of brands in complementary and

competitive categories.
9. The effects of promoting higher- and lower-quality brands are asymmetric.

Table 17.6

Nine Generalizations about
Promotions

Source: Adapted from Robert C. Blattberg, Richard Briesch, and Edward J. Fox, “How Promotions Work,” Marketing Science 14
(No. 3, 1995), G122–G132.



of some reduction in consumer purchases of the promoted brand either preceding
or following the promotional period.52 Moreover, the effects of retail price promo-
tions are short lived. For example, one study examined price promotions for vari-
ous brands in the soup and yogurt categories—the former representing a storable
product and the latter a perishable—and found that the effect these promotions
had on consumers’ purchase likelihood, brand choice, and purchase quantity
lasted only a matter of several weeks and did not alter consumers’ long-term pur-
chase behavior.53

Generalization 2: The greater the frequency of deals,
the lower the height of the deal spike.
When manufacturers (and thus retailers) offer frequent deals, consumers learn to
anticipate the likelihood of future deals, and thus their responsiveness to any par-
ticular deal is diminished. In short, infrequent deals generate greater spikes,
whereas frequent deals generate less dramatic sales increases. The psychology of
deal responsiveness also entails the issue of reference prices. When deals are fre-
quently offered, the consumer’s internal reference price (i.e., the price the con-
sumer expects to pay for a particular brand) is lowered, thus making the deal
price less attractive and generating less responsiveness than would be the case if
the deal were offered less frequently.

Generalization 3: The frequency of deals 
changes the consumer’s reference price.
A corollary to the preceding generalization is that frequent deals on a brand tend
to reduce consumers’ price expectation, or reference price, for that brand. This
lowering of a brand’s reference price has the undesirable consequence of lowering
the brand’s equity and thus the seller’s ability to charge premium prices. Taken
together, generalizations 2 and 3 indicate that excessive dealing has the undesir-
able effects of both reducing a brand’s reference price and diminishing consumer
responsiveness to any particular deal.

Generalization 4: Retailers pass through less than
100 percent of trade deals.
The simple reality is that manufacturers’ trade deals, which typically are offered
to retailers in the form of off-invoice discounts, are not always passed on to
consumers. Though a manufacturer offers, say, a 15 percent off-invoice allowance,
perhaps only 60 percent of retailers will extend this allowance to consumers
as lower retail prices. There is no legal obligation for retailer’s to pass through
trade discounts. Retailers choose to pass along discounts only if their profit cal-
culus leads them to the conclusion that greater profits can be earned from pass-
ing discounts to consumers rather than from directly “pocketing” the discounts.
It is for this reason that manufacturers increasingly are implementing pay-for-
performance programs.

Generalization 5: Higher-market-share brands 
are less deal elastic.
Suppose that a brand’s price is reduced at retail by 20 percent and that sales
volume increases by 30 percent. This would represent an elasticity coefficient of
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1.5 (i.e., 30 ÷ 20), a value indicating that the increase in the quantity demanded
is proportionately one and one-half times greater than the reduction in price.
Generalization 5 suggests that for brands holding larger market shares, the deal
elasticity coefficient generally is smaller than for smaller-share brands. The reason
is straightforward: smaller-share brands have proportionately more customers to
gain when they are placed on deal, whereas larger-share brands have fewer
remaining customers. In short, a larger-share brand when placed on deal gains
“less bang for the promotional buck” compared with a smaller-share brand.

Generalization 6: Advertised promotions can 
result in increased store traffic.
On balance the research suggests that store traffic benefits from brand-dealing
activity. When exposed to a retailer’s advertising featuring brands on deal, some
consumers will switch stores, if only temporarily, so as to take advantage of attrac-
tive deals from stores other than those in which they most regularly shop.
Retailers refer to this temporary store-switching behavior as consumer “cherry
picking,” an apt metaphor. Interestingly, research has demonstrated that cherry-
picking shopping behavior increases with increases in family size, when the head
of household is a senior citizen, when a family does not have a working woman in
the household, and with decreases in family income. All of these variables suggest
that cherry-picking is greater when the opportunity cost of visiting multiple stores
is reduced—for example, it is less costly in terms of time expenditure for a retired
senior citizen to visit multiple stores to avail him- or herself of price discounts
than it is for a younger, employed person.54 This same research further revealed
that cherry pickers save on average approximately 5 percent per item across all
purchases.

Generalization 7: Feature advertising and displays
operate synergistically to influence sales of
discounted brands.
When brands are placed on price deal, sales generally increase (see generalization
1). When brands are placed on price deal and are advertised in the retailers’ adver-
tised features, sales increase even more (see generalization 6). When brands are
placed on price deal, are feature advertised, and receive special display attention,
sales increase by substantially more. In other words, the combined effects of
advertising and display positively interact to boost a dealt brand’s retail sales.
(This point was made previously in Chapter 8 in a slightly different manner when
discussing point-of-purchase advertising.)

Generalization 8: Promotions in one product category
affect sales of brands in complementary and
competitive categories.
An interesting thing often happens when a brand in a particular product category
is promoted—namely, sales for brands in complementary and competitive cate-
gories are affected. For example, when Tostitos tortilla chips are promoted, sales of
complementary salsa brands likely increase. On the other hand, sales of brands in
the competitive potato chip category could be expected to decrease as tortilla-chip
purchases by consumers reduce their selection of potato chips.
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Generalization 9: The effects of promoting higher-
and lower-quality brands are asymmetric.
When a higher-quality brand is promoted, say, via a substantial price reduction,
there is a tendency for that brand to attract switchers and thus steal sales from
lower-quality brands.55 However, a lower-quality brand on promotion is propor-
tionately less likely to attract switchers from higher-quality brands. In other
words, switching behavior is asymmetric—the proportion of switchers drifting
from low- to high-quality brands, when the latter is on deal, is higher than the pro-
portion moving in the other direction when a low-quality brand is on deal.56

Summary

Sales promotion was introduced in this first of three chapters devoted to the topic.
The precise nature of sales promotion was described. Promotion was explained as
having three targets: the trade (wholesalers and retailers), consumers, and a com-
pany’s own sales force. The chapter proceeded to discuss the reasons for a signifi-
cant trend toward increased investment in promotions vis-à-vis advertising. This
shift is part of the movement from pull- to push-oriented marketing, particularly
in the case of CPGs. Underlying factors include a balance-of-power transfer from
manufacturers to retailers, increased brand parity and growing price sensitivity,
reduced brand loyalty, splintering of the mass market and reduced media effec-
tiveness, a growing short-term orientation, and favorable consumer responsive-
ness to sales promotions.

The chapter also detailed the specific tasks that promotions can and cannot
accomplish. For example, promotions cannot give the trade or consumers com-
pelling long-term reasons to purchase. However, promotions are ideally suited for
generating trial-purchase behavior, facilitating the introduction of new products,
gaining shelf space for a brand, encouraging repeat purchasing, and performing a
variety of other tasks. Also discussed were nine empirical generalizations about
sales promotions.

Following this general introduction, the chapter presented the topic of trade-
oriented sales promotions and described its various forms. Trade-oriented promo-
tions represent on average over 50 percent of CPG companies’ promotional
budgets. These programs perform a variety of objectives. Trade allowances, or
trade deals, are offered to retailers for performing activities that support the man-
ufacturer’s brand. Manufacturers find allowance promotions attractive for several
reasons: they are easy to implement, can successfully stimulate initial distribution,
are well accepted by the trade, and can increase trade purchases during the
allowance period. However, two major disadvantages of trade allowances, espe-
cially of the off-invoice variety, are that they often are not passed along by retailers
to consumers and may induce the trade to stockpile a product in order to take
advantage of the temporary price reduction. This merely shifts business from the
future to the present. Two prevalent practices in current business are forward buy-
ing and diverting. Another form of trade deal, called a slotting allowance, applies to
new-product introductions. Manufacturers of grocery products typically are
required to pay retailers a slotting fee for the right to have their product carried by
the retailer. Exit fees, or deslotting charges, are assessed to manufacturers whose
products do not achieve prearranged levels of sales volume.

To reduce forward buying and diverting, some manufacturers have revised
their method of pricing products. P&G is most notable in this regard for introduc-
ing what it calls value pricing, or what others refer to as everyday low pricing by a
manufacturer, or EDLP(M). This method of pricing eliminates the historical prac-
tice of periodically offering attractive trade deals and instead charges the same
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low price at all times. Another major development in the grocery industry that is
aimed at curtailing forward buying and diverting is the implementation of pay-
for-performance programs, which also are called scanner-verified systems, or scan
downs. With this method of trade allowance, retailers are compensated for the
amount of a manufacturer’s brand that they sell to consumers, rather than accord-
ing to how much they purchase from the manufacturer (as is the case with off-
invoice allowances). Pay-for-performance programs and everyday low pricing are
both part of the paradigm shift in the grocery industry known as efficient consumer
response (ECR). Category management is another development that is designed to
create better working relations between manufacturers and retailers and to
increase efficiency in their relations.

Discussion Questions
1. The term promotional inducement has been suggested as an alternative to sales

promotion. Explain why this term is more descriptive than the established one.
2. Describe the factors that have accounted for sales promotion’s rapid growth.

Do you expect a continued increase in the use of promotion throughout the
following decade?

3. Why, in your opinion, is the Internet a good medium for offering sales promo-
tions to consumers?

4. Explain in your own words the meaning of push- versus pull-oriented promo-
tional strategies. Using for illustration a well-known supermarket brand of
your choice, explain which elements of this brand’s marcom mix embody
push and which embody pull.

5. Assume you are the vice president of marketing of a large, well-known CPG
company (e.g., P&G, Unilever, or Johnson & Johnson). What steps might you
take to restore a balance of power favoring your company in its relations with
retailers?

6. Are promotions able to reverse a brand’s temporary sales decline or a perma-
nent sales decline? Be specific.

7. How can a manufacturer’s use of trade- and consumer-oriented promotions
generate enthusiasm and stimulate improved performance from the sales
force?

8. Generalization 5 in the chapter claimed that higher-market-share brands are
less deal elastic. Construct a realistic example to illustrate your understanding
of this empirical generalization.

9. Generalization 8 asserted that promotions in one product category affect sales
of brands in complementary and competitive categories. Tostitos tortilla chips
were used as an example of this generalization. Provide examples of two addi-
tional brands and the complementary and competitive product categories that
likely would be affected by promotions for your two illustrative brands.

10. Assume you are the marketing manager of a company that manufactures a
line of paper products (tissues, napkins, etc.). Your current market share is 7
percent, and you are considering offering retailers an attractive bill-back
allowance for giving your brand special display space. Comment on this pro-
motion’s chances for success.

11. In your own words, explain the practices of forward buying and diverting.
Also, describe the advantages and disadvantages of bill-and-hold programs.

12. Assume you are a buyer for a large supermarket chain and that you have been
asked to speak to a group of marketing students at a nearby university. During
the question-and-answer session following your comments, a student makes
the following statement: “My father works for a grocery product manufac-
turer, and he says that slotting allowances are nothing more than a form of lar-
ceny!” How would you defend your company’s practice to this student?
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$40 million on mobile tours to campuses where they

gave away free samples and coupons. Commercial

research indicates that nearly two-thirds of students

who receive a sampled product subsequently purchase

that item. It is little wonder that more than two million

Campus Trial Paks are annually distributed in bookstores

at nearly 900 campuses around the United States. 

For example, in one recent year—perhaps your fresh-

man year—SpongeBob SquarePants boxes included

free samples of brands such

as Clearasil, Vicks

NyQuil, Clairol

Herbal Essences

shampoo, and,

of course, the nearly

ubiquitous AOL CD-ROMs. Products

also are sampled on days of hosted events such as

FHM Comedy Fest and the mtvU Campus Invasion

Tour. Sampling of products builds excitement for

the events as well as for the brands that are given

to students.

The big-box electronics retailer, Best Buy, is one

of the sponsors of the Comedy Fest and mtvU tour. In

addition to offering samples of brands, Best Buy uses

these events as a prime opportunity to acquaint

students with its stores. One particularly effective

strategy is providing students with attractive coupons

for redemption at Best Buy stores. Beyond merely

offering coupons, at select universities Best Buy even

buses students to its closest available store.1

CHAPTER 18

Consumer-Oriented Promotions:
Sampling and Couponing

Try to recall your first few days on campus as a

freshman. Life was great: You had money in your

pocket, possibly saved up from working in the summer.

You felt absolutely no school-related pressure in that

first week before the beginning of classes. It was

exciting seeing all the new people, few of whom were

from your high school, many from other states and

different countries. Life was good. However, one thing

that may have surprised you this first week in college

was that your campus may have

looked like a shopping

mall with people try-

ing to get you to sign

up for any of several

credit cards, different wire-

less phone programs, and perhaps other

items. Also, you may have been surprised to receive

a sampler pack of free items at the bookstore. Or

perhaps you received coupons for discounts at local

merchants. Your new campus was not much different

than what you had always experienced, especially if

you are an American-born student, namely, your campus

was yet another venue for promoting products and

hawking wares.

Marketers do indeed covet the opportunity to

reach and influence college-age students. College

campuses are an ideal venue for sampling and

couponing products, largely because students’ buying

preferences are probably more open to influence than

later in life. Marketers in a recent year spent almost

Marcom Challenge: Sampling and
Couponing to College Students



C H A P T E R  O B J E C T I V E S

1
Appreciate the objectives of consumer-oriented 

sales promotions.

2
Recognize that many forms of promotions perform

different objectives for marketers.

3
Know the role of sampling, the forms of sampling, 

and the trends in sampling practice.

4
Be aware of the role of couponing, the types of coupons,

and the developments in couponing practice.

5
Understand the coupon redemption process 

and misredemption.

6
Appreciate the role of promotion agencies.
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Another method of campus advertising is on

mouse pads. According to New Age Marketing,

MousepAD-vertising, mouse pads promote products

and services by reaching millions of college Internet

users whenever they log on to the Internet in their class-

rooms, libraries, computer labs, dorms, etc.—places

where advertising was often previously restricted.



Overview

This chapter introduces the many consumer-oriented sales promotions that are
part of the brand manager’s arsenal when attempting to influence desired behav-
iors from present and prospective customers. Building on the base developed in
Chapter 17, which introduced the general topic of promotions and then focused
on trade-oriented promotions, the present chapter devotes exclusive coverage to
consumer-oriented promotions. The practices of sampling and couponing receive pri-
mary attention in this chapter; the subsequent chapter then explores additional
forms of consumer-oriented promotions.

Before proceeding, it is appropriate to reiterate some advice that was provided
in Chapter 1 and repeated elsewhere in the text. That guidance involved the rela-
tions among target markets, brand positioning, objectives, and budgets and was
summarized in the form of the following mantra:

All marketing communications should be (1) directed to a particular target market,
(2) clearly positioned, (3) created to achieve a specific objective, and (4) under-
taken to accomplish the objective within budget constraint.

This counsel, when considered in the context of consumer promotions, simply
advises that target marketing and brand positioning are the starting points for all
decisions. With a precise target and clear positioning, the brand manager is in a
position to specify the objective(s) a particular promotion program is (are)
designed to accomplish. The manager also must work diligently to ensure that
promotion spending does not exceed the budget constraint. This is the challenge
that brand managers face when using consumer-oriented promotions to achieve
strategic objectives.

Why Use Consumer Promotions?
In almost every product category, whether durable products or consumer pack-
aged goods (CPGs), there are several brands available to wholesalers and retailers
(the trade) to choose among and for consumers ultimately to select or reject for
personal or family consumption. As a brand manager, your objective is to get your
brand adequately placed in as many retail outlets as possible and to ensure that
the brand moves off the shelves with frequency sufficient to keep retailers satis-
fied with its performance and to achieve your own profit objectives. This requires
that you get consumers to try your brand and, hopefully, to become regular versus
only occasional purchasers.

Your competitors have identical goals. They are attempting to garner the sup-
port of the same wholesalers and retailers that you desire and activate trial pur-
chases and achieve purchase regularity from the consumers you also covet. Their
gain is your loss. It is a vicious zero-sum game in the battle for trade customers
and final consumers. You are unwilling to make it easy for your competitors, and
they are not inclined to make your life a proverbial bed of roses.

Though the stakes pale in comparison, brand managers—like their counter-
parts in the military—are constantly attacking, counterattacking, and defending
their turf against competitive inroads. Advertising plays a major role in this battle,
flying above the day-to-day action, in a manner of speaking, and dropping per-
suasive bombs. Sales promotion, on the other hand, is analogous to an army’s
ground troops, who are engaged in the “dirty work” of fighting off the competi-
tion and engaging in hand-to-hand battle. Advertising alone is insufficient; pro-
motion by itself is inadequate. Together they can make a formidable opponent.

Now, in answer to the question opening this section (Why use consumer pro-
motions?), the short response is that promotions are used because they accomplish
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goals that advertising by itself cannot. Consumers oftentimes need to be induced to
buy now rather than later, to buy your brand rather than a competitor’s, to buy
more rather than less, and to buy more frequently. Sales promotions are uniquely
suited to achieving these imperatives. Whereas advertising makes consumers
aware of your brand and promotes a positive image, promotions serve to consum-
mate the transaction.

Before proceeding, a final preliminary point is in order. This actually is a per-
sonal request regarding your study of this chapter and the following. In particular,
as a consumer living in a market-oriented society who is exposed daily to the com-
monplace practice of marketers inundating us with many forms of promotions
(coupons, samples, sweepstakes, games, rebates, etc.), you may think you already
understand everything you need to know about these ordinary topics. Without a
doubt, you do know a lot about promotions—at least at an experiential level. Yet,
just as you are aware of Einstein’s theory of relativity (E = mc2), you probably do
not actually understand the theory in a sophisticated fashion. Though promotions
are trivial in comparison to Einstein’s theory, the point I am attempting to make is
that you probably also do not understand sales promotions beyond a relatively
superficial level. It is my wish that you study the material in this and the follow-
ing chapter with the goal of really understanding why the various types of promo-
tions are used and which unique objectives each is designed to accomplish.
Sophisticated brand managers do not simply reach into a “bag” and pick out any
promotional tool as if the multiple forms of promotions are completely inter-
changeable. Rather, each is chosen to accomplish strategic objectives to a degree
better than alternative options, given the budget constraint.

Brand Management Objectives 
and Consumer Rewards
What objectives do brand managers hope to accomplish by using consumer-
oriented promotions, and why are consumers receptive to samples, coupons, con-
tests, sweepstakes, cents-off offers, and other promotional efforts? Answers to
these interrelated questions will provide us with a useful framework for under-
standing why particular forms of promotions are useful in view of the goal that
must be accomplished for a brand at a given point in time.

Brand Management Objectives
The overarching objective of consumer-oriented promotions is to promote
increased sales (sales promotion = promoting sales). Subsidiary to this overarch-
ing goal and in concert with trade-oriented promotions (the subject of the prior
chapter), consumer promotions are capable of achieving various sales-influencing
objectives for “our” brand:2

• Gaining trade support for inventorying increased quantities of our brand dur-
ing a limited period and providing superior display space for our brand dur-
ing this period

• Reducing brand inventory for a limited period when inventories have grown
to an excessive level due to slow sales caused by economic conditions or effec-
tive competitive actions

• Providing the sales force with increased motivation during a promotional
period to gain greater distribution for our brand, better display space, or other
preferential treatment vis-à-vis competitive brands

• Protecting our customer base against competitors’ efforts to steal them away
• Introducing new brands to the trade and to consumers
• Entering new markets with established brands
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• Promoting trial purchases among consumers who have never tried our brand
or achieving retrial from those who have not purchased our brand for an
extended period

• Rewarding present customers for continuing to purchase our brand
• Encouraging repeat purchasing of our brand and reinforcing brand loyalty
• Enhancing our brand’s image
• Increasing advertising readership
• Facilitating the process of continually expanding the list of names and addresses

in our database

As can be seen, consumer promotions are used to accomplish a variety of
objectives, with the ultimate goal of driving increased sales of our brand.
Consumer promotions, when done effectively, can serve to gain the trade’s sup-
port, inspire the sales force to improve performance, and, most important for
present purposes, motivate consumers to commit a trial purchase of our brand
and, ideally, to purchase it with greater frequency and perhaps even in larger
quantities.

To simplify matters, the discussions of specific forms of consumer-oriented
promotions in this and the following chapter focus primarily on objectives
directed at influencing consumer behavior rather than initiating trade or sales-force
action. We will focus on three general categories of objectives: (1) generating trial
purchases, (2) encouraging repeat purchases, and (3) reinforcing brand images.

Some sales promotions (such as samples and coupons) are used primarily for
trial impact. A brand manager employs these promotional tools to prompt
nonusers to try a brand for the first time or to encourage retrial from prior users
who have not purchased the brand for perhaps extended periods. At other times,
managers use promotions to hold onto their current customer base by rewarding
them for continuing to purchase the promoted brand or loading them with a
stockpile of the manufacturer’s brand so they have no need, at least in the short
run, to switch to another brand. This is sales promotions’ repeat-purchase objective.
Sales promotions also can be used for image reinforcement purposes. For example,
the careful selection of the right premium object or appropriate sweepstakes prize
can serve to bolster a brand’s image.

Consumer Rewards
Consumers would not be responsive to sales promotions unless there was some-
thing in it for them—and, in fact, there is. All promotion techniques provide con-
sumers with rewards (benefits, incentives, or inducements) that encourage certain
forms of behavior desired by brand managers. These rewards, or benefits, are both
utilitarian and hedonic.3 Consumers who use sales promotions receive various
utilitarian, or functional, benefits: (1) obtaining monetary savings (e.g., when using
coupons); (2) reducing search and decision costs (e.g., by simply availing them-
selves of a promotional offer and not having to think about other alternatives);
and (3) obtaining improved product quality made possible by a price reduction
that allows consumers to buy superior brands they might not otherwise purchase.
Consumers also obtain hedonic benefits when taking advantage of sales promotion
offers: (1) accomplishing a sense of being a wise shopper when taking advantage
of sales promotions; (2) achieving a need for stimulation and variety when, say,
trying a brand one otherwise might not purchase if it were not for an attractive
promotion; and (3) obtaining entertainment value when, for example, the con-
sumer competes in a promotional contest or participates in a sweepstakes.
Consumer promotions also perform an informational function by influencing con-
sumer beliefs about a brand—for example, by suggesting the brand is of higher
quality than previously thought because it is copromoted with another brand that
is itself widely regarded as being high quality.4
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The rewards consumers receive from sales promotions sometimes are immedi-
ate, while at other times they are delayed. An immediate reward is one that delivers
monetary savings or some other form of benefit as soon as the consumer performs
a marketer-specified behavior. For example, you potentially obtain immediate
pleasure when you try a free food item or beverage that has been sampled in a
supermarket or a club store such as Costco or Sam’s Club. Delayed rewards are
those that follow the behavior by a period of days, weeks, or even longer. For
example, you may have to wait six or eight weeks before a mail-in premium item
can be enjoyed.

Generally speaking, consumers are more responsive to immediate rewards
than they are to delayed rewards. Of course, this is in line with the natural human
preference for immediate gratification.

Classification of Promotion Methods
It is insightful to consider each consumer-oriented promotion technique in terms
of its brand management objective and its consumer reward. Table 18.1 presents a
six-cell typology that was constructed by cross-classifying the two forms of con-
sumer rewards (immediate versus delayed) with the three objectives for using
promotions (generating trial purchases, encouraging repeat purchases, and rein-
forcing brand image).

Cell 1 includes three promotion techniques—samples, instant coupons, and
shelf-delivered coupons—that encourage trial purchase behavior by providing con-
sumers with an immediate reward. The reward is either monetary savings, in the
case of instant coupons, or a free product, in the case of samples. Media- and mail-
delivered coupons, free-with-purchase premiums, and scanner-delivered coupons—
all found in cell 2—are some of the techniques that generate consumer trial yet
delay the reward. Coupons along with samples are the topics of the present chap-
ter, while premiums and other forms of consumer-oriented promotions are cov-
ered in the following chapter.
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Brand Management Objective

Consumer Generating Encouraging Reinforcing
Reward Trial Purchases Repeat Purchases Brand Image

Immediate

Delayed

* Indicates the chapter, either Chapter 18 or 19, in which this form of sales promotion is covered.

Table 18.1

Major Consumer-Oriented
Promotions

Cell 1
• Samples 18*
• Instant coupons 18
• Shelf-delivered

coupons 18

Cell 2
• Scanner-delivered

coupons 18
• Media- and mail-

delivered coupons
18

• Online coupons 18
• Mail-in premiums

19
• Free-with-purchase

premiums 19

Cell 3
• Price-offs 19
• Bonus packs 19
• In-, on-, and near-

pack premiums 19
• Games 19

Cell 4
• In- and on-pack

coupons 18
• Rebates and

refunds 19
• Phone cards 19
• Continuity

programs 19

Cell 5

Cell 6
• Self-liquidating

premiums 19
• Sweepstakes and

contests 19



Cells 3 and 4 contain promotional tools that are intended to encourage repeat
purchases from consumers. Marketing communicators design these techniques to
reward a brand’s existing customers and to keep them from switching to compet-
itive brands—in other words, to encourage repeat purchasing. Immediate reward
tools, in cell 3, include price-offs; bonus packs; in-, on-, and near-pack premiums;
and games. Delayed reward techniques, listed in cell 4, include in- and on-pack
coupons, refund and rebate offers, phone cards, and continuity programs.

Building a brand’s image is primarily the task of advertising; however, sales
promotion tools may support advertising efforts by reinforcing a brand’s image. By
nature, these techniques are incapable of providing consumers with an immediate
reward; therefore, cell 5 is vacant. Cell 6 contains self-liquidating premiums and
two promotional tools, contests and sweepstakes, that, if designed appropriately,
can reinforce or even strengthen a brand’s image in addition to performing other
tasks. (See the Global Focus insert for an interesting contest for M&M’s candies.)

Caution Is in Order!
It is important to reemphasize that the classification of promotional tools in Table
18.1 is necessarily simplified. First, the table classifies each technique with respect
to the primary objective it is designed to accomplish. It is important to recognize,
however, that promotions are capable of accomplishing more than a single objec-
tive. For example, bonus packs (cell 3) are classified as encouraging repeat pur-
chasing, but first-time triers also occasionally purchase brands that offer extra
volume. The various forms of coupons located in cells 1 and 2 are designed pri-
marily to encourage triers and to attract switchers from other brands. In actuality,
however, most coupons are redeemed by current purchasers rather than by new
buyers. In other words, though intended to encourage trial purchasing and
switching, coupons also invite repeat purchasing by rewarding present customers
for continuing to purchase “our” brand.

Second, the tools in Table 18.1 are categorized under the primary objective
each is designed to accomplish toward consumers. It is important to recognize,
however, that manufacturers use consumer-oriented sales promotions also to
leverage trade support. For example, when a manufacturer informs retailers that a
certain brand will be sampled during a designated period, the manufacturer is
virtually assured that retailers will purchase extra quantities of that brand and
possibly provide additional display space. In other words, consumer-oriented
promotions can influence trade behavior as well as consumer action.

Finally, note that two techniques, coupons and premiums, are found in more
than one cell. This is because these techniques achieve different objectives
depending on the specific form of delivery vehicle. Coupons delivered through the
media (newspapers, magazines, and online) or in the mail offer a form of delayed
reward, whereas instant coupons that are peeled from a package at the point of
purchase offer an immediate reward. Similarly, premium objects that are delivered
in, on, or near a product’s package provide an immediate reward, while those
requiring mail delivery yield a reward only after some delay.

Sampling

The baby food division of H. J. Heinz Company developed a rather revolutionary
product idea: a powdered, instant baby food. Although Heinz’s management was
optimistic about instant baby food, they knew consumers would resist trying the
product because of a natural inertia regarding dramatic product shifts and the fear
of treating their babies as guinea pigs. A further complication was the difficulty of
communicating the product’s benefits by advertising alone. Heinz needed a way
to persuade mothers to try instant baby food. The solution was to employ the
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services of a company that specializes in delivering samples to mothers of new-
born infants. This form of sampling avoided waste distribution and gave mothers
firsthand experience with preparing and feeding their babies instant food. Many
sample recipients became loyal users.

This case illustrates the power of sampling as a promotional technique. Most
practitioners agree that sampling is the premier sales promotion device for generating
trial usage. In fact, some observers believe that sample distribution is almost a neces-
sity when introducing truly new products. Sampling is effective because it provides
consumers with an opportunity to personally experience a new brand. It allows an
active, hands-on interaction with the sampled brand rather than a passive
encounter, as is the case with the receipt of promotional techniques such as coupons.

By definition, sampling includes any method used to deliver an actual- or
trial-sized product to consumers. The vast majority of manufacturers use sam-
pling as part of their marcom programs for purposes of generating trial or retrial
and leveraging trade support. Brand managers in the United States invest more
than $1.5 billion annually on product sampling.5

Various distribution methods are used to deliver samples either alone (solo
sampling) or in cooperation with other brands (co-op sampling):

• Direct mail: Samples are mailed to households targeted by demographic char-
acteristics or in terms of geodemographics (as discussed in Chapter 4).

• Newspapers and magazines: Samples often are included in magazines and news-
papers. The newspaper is an increasingly attractive medium for broad-scale
sampling, especially when considering that 55 million American households
receive daily newspapers and nearly 60 million receive Sunday papers. This is
a cost-efficient form of sampling for reaching a mass audience.

• Door-to-door sampling by distribution crews: This form of sampling allows con-
siderable targeting and possesses advantages such as lower cost and short
lead times between when a sampling request is made by a brand manager and
when samples are ultimately delivered by the sampling company. Companies
that specialize in door-to-door sampling target household selection to fit the
client’s needs. Samples can be distributed just in blue-collar neighborhoods,
Hispanic areas, or in any other locale where residents match the sampled
brand’s target market.

• On- or in-pack sampling: This method uses the package of another product to
serve as the sample carrier. Figure 18.1 is an advertisement from a company
called Co-op Promotions that specializes in this form of promotion. The ad
indicates that Nuprin pain reliever was sampled in Ace bandages and that the

Masterfoods, the 
owner of M&M’s candies, has 

in recent years conducted contests asking consumers
to vote for their preferred new M&M’s color. In a recent contest,
10 million votes were cast by people from more than
200 countries in choosing among pink,
purple, or aqua as their preferred new
M&M’s color. TV and print ads and
an Internet campaign were under-
taken to drum up the vote, and in the
United States special events were con-
ducted to increase enthusiasm. For example, a
voting day was held at Wal-Mart stores, which generated
600,000 votes, and National Association for Stock Car Auto Racing
(NASCAR) enthusiasts also voted at racing events.

And the winner? Purple garnered over 40 percent of the world-
wide vote and barely eked out aqua, which earned just short of
40 percent of the votes. Pink came in last with not quite 20 percent.
But, of course, Masterfoods did not conduct this contest simply
to find out which color consumers most like. The company’s hope,

instead, was that the contest would increase enthusi-
asm for M&M’s and grow sales volume.

And that is exactly what happened.
Sales growth of 21 percent was
enjoyed in the United States. Sales

in Mexico were up 16 percent, while
sales in Canada increased over the

previous year by 5 percent. M&M’s product
movement also was up in Europe and the Asia-Pacific region.

SOURCE: Adapted from Mike Beirne, “Getting Out the Vote, Globally,” Brandweek,
March 17, 2003, R15.

M&M’s Global Color Vote

lLglobal focus



Molly McButter brand was sampled in Success Rice. The comple-
mentary nature between each brand pair is obvious, which is a key
requirement of this form of tie-in promotion.

• High-traffic locations and events: Shopping centers, movie theaters,
airports, and special events offer valuable forums for sample distri-
bution. More will be said about this form of sampling in a later dis-
cussion of creative forms of sampling.

• Sampling at unique venues: Brand managers and their promotion
agencies sometimes choose unique locations for sampling products
that are especially appropriate for people at a certain stage of life,
referred to as life’s change points. Sampling to college students at the
beginning of a new school year (see Marcom Challenge) is one illus-
tration of change-point sampling. Marriage offices are another
change-point for reaching newlyweds. Newlywed kits containing
various products are sometimes presented to couples when they
apply for marriage licenses. The rationale for this sampling loca-
tion is based on the fact that newlyweds in the United States spend
in excess of $70 billion for their households in the first year after
marriage.6

• In-store sampling: Demonstrators provide product samples in gro-
cery stores and other retail outlets for trial while consumers are
shopping. It is understandable that in-store sampling is the most

frequent form of sampling when considering that this distribution mode offers
samples to consumers where and when their purchase decisions can be influ-
enced most immediately. A toy store such as Toys “R” Us, for example, would
be an appropriate outlet for reaching moms and kids, and Blockbuster is an
excellent venue for delivering samples to teens and young adults.

• Internet sampling: Brand managers are increasingly distributing samples online.
They typically employ the services of companies that specialize in online
sample delivery, companies such as StartSampling and TheFreeSite.com. We
return to online sampling in a later discussion of creative delivery methods.

Major Sampling Practices
Brand managers have distributed free samples for generations. Historically, how-
ever, many sampling efforts were unsophisticated and wasteful. In particular,
there was a tendency to use mass-distribution outlets in getting sampled products
in the hands of as many people as possible. Sophisticated sampling now insists
on three prudent practices: (1) targeting rather than mass distributing samples,
(2) using innovative distribution methods where appropriate, and (3) undertaking
efforts to measure sampling’s return on investment.

Targeting Sample Recipients
Sampling services that specialize in precision distribu-
tion (targeting) have emerged in recent years. For
example, one sampling specialist aims for children
under the age of 8 by distributing samples at zoos,
museums, and other locations that appeal to young
children and their parents. It reaches children and
teens (ages 9 to 17) at venues such as little league base-
ball fields, movie theaters, and skating centers. Young
adults (ages 18 to 24) receive samples at colleges and
universities, malls, beaches, and concerts. Airports,
shopping centers, and high-density retail districts
are good sites for homing in on adults ages 25 to 54.
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Newlyweds, as mentioned previously, receive free samples when applying for
marriage licenses.

Another form of targeting is delivering samples to consumers who are either
product nonusers or users of competitive brands. The Gillette Company, for
example, mailed 400,000 Sensor razors to men who use competitive wet razors.

How would you reach high school males? This is one of the most inaccessible
markets because they are not particularly heavy television viewers or magazine
readers. MarketSource, another company that specializes in targeted sample dis-
tribution, developed a program that connected with teenage males by distributing
gift packages of product samples (such as shaving cream, razors, mouthwash, and
candy) at tuxedo rental shops. Recipients picked up their sample pack when they
arranged to rent a prom tuxedo.

Suppose you wanted to reach young children with free samples. Where would
you gain access to this group? Distributors hand out sample packs at stores such
as Toys “R” Us. One sampling executive describes the advantage of this form of
targeting sampling in these terms:

When you’re giving your product to customers in Toys “R” Us, you can bet with 99 per-
cent accuracy you’re reaching families with children under 12 or grandparents with
grandchildren that age. You don’t have that kind of certainty of reach with other [forms of
marketing communications].7

How might you reach urban residents? Lafayette Jones, president of a company
that specializes in delivering samples to African-Americans and Latinos, has estab-
lished a network of several thousand African-American and Latino churches through
which samples are distributed. Ministers in these churches often present sample
bags to members of the congregation. Jones’s company also distributes samples to
urban residents through a large network of beauty salons and barber shops.8

A final illustration of targeted sampling involves the distribution of Benadryl
anti-itch cream conducted a few years ago by Warner-Lambert, then makers of
Benadryl (since merged under the Pfizer name). Warner-Lambert wanted to
develop a sampling program that would contact victims of itching caused by mos-
quito bites, heat rash, poison ivy, and so on. The objective was to approach
prospective consumers at “point-of-itch” locations where they would be most
receptive to learning about the virtues of Benadryl. The company considered sam-
pling at retail lawn-and-garden departments but eliminated that prospect as not
quite satisfying its point-of-itch objective. It eventually came up with the clever
idea of sampling at KOA Kampground—locations where people camp, enjoy the
outdoors, and . . . itch. Twenty-five million people visit KOA Kampgrounds every
year. During a two-summer period Warner-Lambert distributed six million
Benadryl samples to 550 campgrounds, thereby achieving effective and cost-effi-
cient sample distribution.9

All of the foregoing illustrations indicate that almost any group of consumers
can be selectively sampled. Probably the only limitation to selective sampling is
the absence of creativity!

Using Creative Distribution Methods
Companies are applying numerous creative ways to get sample merchandise into
the hands of targeted consumers. One company distributed samples of Chunky
candy bars to consumers stuck in rush-hour traffic. Progresso Soup, marketed by
The Pillsbury Company (now owned by General Mills), employed a fleet of
“Soupermen” to deliver cups of hot soup from backpack dispensers to consumers
in cold-weather cities such as Cleveland, Chicago, Detroit, and Pittsburgh. From
October through March, sampling teams visited consumers in these cities at sport-
ing events, races, outdoor shows, and other locales—all of which represented
ideal locations for getting consumers to try cups of hot Progresso soup.
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Guinness Import Company sampled its unique beer
using tractor trailers equipped with dozens of taps. These
trailers traveled to Irish music festivals in cities such as New
York, Chicago, and San Francisco. According to a company
spokesperson, Guinness invested in the trailers because it
regards hands-on sampling at special events as a good
opportunity to create a unique brand usage experience and
to avoid the clutter of mass-media advertising.

Another example of creative sampling is provided by
the Marie Callender’s brand of frozen foods owned by
ConAgra Frozen Foods. West of the Rocky Mountains, Marie
Callender’s is a name well known for home-style restau-
rants. The line of frozen foods under the Marie Callender’s
name performed well in western markets, but in the
Midwest and eastern markets, sales were sluggish because
the Marie Callender’s name in these markets had no

preestablished brand equity as it had in the West. ConAgra decided it would have
to aggressively sample Marie Callender’s frozen foods to establish the name and
generate trade and consumer enthusiasm.

ConAgra developed a clever way to sample its line of Marie Callender’s
frozen foods. Old Airstream trailers were purchased and converted into retro
Marie Callender’s Mobile Diners. The trailers were sent to six markets: Chicago,
Detroit, Grand Rapids, Milwaukee, Pittsburgh, and New England. Samples of
Marie Callender’s entrees were distributed to more than 100,000 consumers in
these markets. Live radio broadcasts and in-store point-of-purchase banners
announced the diner visits. As a result of the sampling program, key retail
accounts in the six-market area ordered ConAgra’s Marie Callender’s frozen
foods, and consumers demonstrated their receptiveness to this new brand
through trial and repeat purchasing.10

The famous Ben & Jerry’s Homemade ice cream offers another illustration of
creative sampling. After Ben & Jerry’s was purchased by Unilever, the brand man-
agers decided to sample the product to increase its market penetration and to con-
vert new users from competitive brands. But how do you sample ice cream? It
could be done in supermarkets, but that venue somehow doesn’t quite fit with
Ben & Jerry’s image. Obviously, unlike most other products, sampling through the
mail also is out of the question. Given these product-sampling limitations, Ben &
Jerry’s marketing team decided to sample Ben & Jerry’s ice cream at a special
event titled “Urban Pasture,” which was designed specifically for that purpose,
and invited fans to “stop and taste the ice cream.”

Requiring the event to match Ben & Jerry’s upscale, pastoral image, the pro-
motion planners created an “Urban Pasture” motif complete with cow manikins,
banners, lounge chairs, live bands, and, of course, free ice cream. The event toured
13 major U.S. cities, including Boston, Chicago, Los Angeles, and New York. The
“Urban Pasture” set up in each city included a main stage from which music was
played, and ice-cream-scooping matches were hosted by sports and entertainment
celebrities, with the winner at each tour stop receiving the opportunity to select a
charity to receive an attractive donation—clearly in line with the brand’s philan-
thropic image. Each “pasture” was up for a single day, but sampling crews
remained in each city for at least an additional week during which they sampled
Ben & Jerry’s ice cream from cow-bedecked buses.

In addition to giving away more than one million samples of the ice cream
during the entire tour, a sweepstakes also was run at each tour stop, whereby win-
ners received a month-long lease on a large recreational vehicle along with spend-
ing money and a year’s supply of Ben & Jerry’s ice cream. Also at each site,
coupons were distributed and participants had an opportunity to receive T-shirts,
ball caps, travel mugs, and other premium items. All in all, the promotional events
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in 13 cities for Ben & Jerry’s Homemade ice cream increased consumer interest in
the brand, encouraged subsequent trial purchasing, and undoubtedly influenced
some consumers to become loyal repeat purchasers.11

The promotion agency for Nivea for Men skin-care products, Maya Marketing,
devised a clever method to sample this product to male consumers. Street teams
distributed samples of Nivea products at almost 800 rail and subway stations
across the United States. The brand enjoyed a 100 percent increase in sales in large
part due to this creative sampling program.12 (A final illustration of creative sam-
pling is presented in the IMC Focus insert.)

The most recent method used to creatively sample brands is the Internet. As
noted earlier, a number of specialized companies have entered this business to
serve as online sampling portals for the CPG companies they represent. Interested
consumers are driven to online sampling sites and register to receive free samples
for brands that interest them. Samples are then mailed in a timely fashion. Because
mailing represents a major cost element, it is estimated that online sampling costs
are perhaps three times greater than sampling in stores or at special events.13 The
justification for this added expense is that people who go online to request a par-
ticular sample generally are really interested in that brand—and eventually may
purchase it—in comparison, say, to people who receive a sample at an event.
Hence, online sampling may be less wasteful than alternative forms of sampling.
Though representing a useful way to distribute samples, it is doubtful that online
sampling will displace alternative sampling methods.

Estimating Return on Investment
As previously detailed in Chapter 2, marketing communicators are increasingly
being held accountable for their decisions. Financial officers, senior marketing
executives, and chief executives are demanding evidence that investments in
advertising and promotions can be justified by the profits they return. Return on
investment (ROI) is a tool that can be used to assess whether an investment in a
sampling program is cost justified. Table 18.2 lays out the straightforward steps in
applying an ROI analysis to a sampling investment.14 Please read carefully the sys-
tematic procedure described in Table 18.2.
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• Step 1: Determine the total cost of sampling, which includes the cost of the sample goods
plus the costs of distribution—mailing, door-to-door distribution, and so on.
Assume, for example, that the cost of distributing a trial-sized unit is $0.60 and
that 15,000,000 units are distributed; hence, the total cost is $9 million.

• Step 2: Calculate the profit per unit by determining the average number of annual uses of
the product and multiplying this by the per-unit profit. Assume, for example, that
on average six units of the sampled product are purchased per year and that the
profit per unit is $1. Thus, each user promises the company a profit potential of $6
when they become users of the sampled brand.

• Step 3: Calculate the number of converters needed for the sampling program to break
even. (Converters are individuals who after sampling a brand become users.) Given
the cost of the sampling program ($9 million) and the profit potential per user
($6), the number of conversions needed in this case to break even is 1,500,000
(i.e., $9 million divided by $6). This number represents a 10 percent conversion
rate just to break even (i.e., 1,500,000 divided by 15,000,000).

• Step 4: Determine the effectiveness of the sampling. For a sampling to be successful, the
conversion rate must exceed the break-even rate with gains in the 10 to 16
percent range. In this case, this would mean a minimum of 1,650,000 people
must become users after trying the sampled brand (i.e., 1,500,000 times 1.1) to
justify the sampling cost and yield a reasonable profit from the sampling
investment.

Table 18.2

Calculating the ROI for a
Sampling Investment



When Should Sampling Be Used?
Promotion managers use sampling to induce consumers to try either a brand that
is new or one that is moving into a different market. While it is important to
encourage trial usage for new brands, sampling is not appropriate for all new or
improved products. Ideal circumstances include the following:15

1. Either when a new or improved brand is either demonstrably superior to other
brands or when it has distinct relative advantages over brands that it is intended
to replace. If a brand does not possess superiority or distinct advantages, it
probably is not economically justifiable to give it away.

2. When the product concept is so innovative that it is difficult to communicate by
advertising alone. The earlier example of Heinz instant baby food illustrates this
point, as do the examples of sampling Ben & Jerry’s Homemade ice cream and

Charmin toilet tissue (see IMC Focus and Figure 18.2). In general, sampling
enables consumers to learn about product advantages that marketers would
have difficulty convincing them of via advertising alone. Procter & Gamble
(P&G) sampled its new line of olestra-made Fat Free Pringles to lunchtime
crowds in 20 major cities. The brand management team knew that con-
sumers had to experience for themselves that this fat-free version of
Pringles tasted virtually the same as regular Pringles chips.
3. When promotional budgets can afford to generate consumer trial quickly. If

generating quick trial is not essential, then cheaper trial-impacting pro-
motional tools such as coupons should be used.

Sampling Problems
There are several problems with the use of sampling. First, sam-
pling is expensive. Second, mass mailings of samples can be mis-
handled by the postal service or other distributors. Third, samples
distributed door to door or in high-traffic locations may suffer
from wasted distribution and not reach the hands of the best
potential customers. Fourth, in- or on-package sampling excludes
consumers who do not buy the carrying brand. Fifth, in-store
sampling often fails to reach sufficient numbers of consumers to
justify its expense.

Sampling Toilet Tissue

This is a bit of a sensitive topic, but it’s part of life, so let’s deal
with it. If you were brand manager of a line of toilet tissue and
thought sampling would benefit the brand, how would you
provide consumers with free samples? Obviously, many of 
the traditional sampling methods would be in-
appropriate due to the high cost of send-
ing out, say, millions of rolls of tissue.
Think about it before reading on,
what would you do?

Brand managers of P&G’s Charmin
brand faced precisely this challenge. They
had tried various sampling methods, such as giving
away rolls to discharged hospital patients, but without much suc-
cess in building brand volume. Then someone hit upon the idea of
sampling Charmin at outdoor events. The company manufactured
a fleet of tractor-trailer mounted bathrooms (see Figure 18.2) and
conducted the Charmin Potty Palooza tour at events such as state

fairs and 
Oktoberfests. Each trailer 
was equipped with running water, wall-
papered walls, faux-wood floors, Charmin toilet tissue, and various

samples of P&G’s other brands—Safeguard
soap, Bounty paper towels, and Pampers

diapers—along with changing tables.
As described by Charmin’s

brand manager, “[Toilet tissue] is
a category that consumers don’t

think much about. To break through that
and understand the benefits of Charmin Ultra,

you really need to try it.” P&G’s research indicated a 14 percent
increase in Charmin sales among people who used P&G’s Potty
Palooza facilities.

SOURCE: Adapted from Jack Neff, “P&G Brings Potty to Parties,” Advertising Age,
February 17, 2003, 22.
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Figure 18.2

Sampling Charmin 
via a Fleet of Tractor Trailers



A sixth problem with samples is that consumers may misuse them. Consider
the case of Sun Light dishwashing liquid, a product of Lever Brothers. This prod-
uct, which smells like lemons, was extensively sampled some years ago to more
than 50 million households. Unfortunately, nearly 80 adults and children claimed
that they became ill after consuming the product, having mistaken the dishwash-
ing liquid for lemon juice! According to a Lever Brothers’ marketing research
director at the time of the sampling, there is always a potential problem of misuse
when a product is sent to homes rather than purchased with prior product knowl-
edge at a supermarket.16

A final sampling problem, pilferage, can result when samples are distributed
through the mail. A case in point occurred in Poland shortly after the Iron Curtain
separating eastern from western Europe was literally and symbolically demol-
ished with the fall of Communist dominion in the East. P&G mailed 580,000
samples of Vidal Sassoon Wash & Go shampoo to consumers in Poland, the first
ever mass mailing of free samples in that country. The mailing was a big hit—so
big, in fact, that about 2,000 mailboxes were broken into. The shampoo samples,
although labeled “Not for sale,” turned up on open markets and were in high
demand at a price of 60 cents each. P&G paid nearly $40,000 to the Polish Post,
Poland’s mail service, to deliver the samples. In addition to the cost of distribu-
tion, P&G paid thousands more to have mailboxes repaired.17

Due to its expense and because of waste and other problems, the use of sam-
pling fell out of favor for a period of time as many marketers turned to less expen-
sive promotions, especially couponing. However, with the development of
creative solutions and innovations, brand managers and their promotion agencies
have again become enthusiastic about sampling. Sampling has become more effi-
cient in reaching specific target groups, its results are readily measurable, and the
rising costs of media advertising have increased its relative attractiveness.

Couponing

A coupon is a promotional device that rewards consumers for purchasing the
coupon-offering brand by providing either cents-off savings or free merchandise.
Cents-off savings often are as high as $1 or more. For example, S. C. Johnson & Son
offered a $10 coupon for its Grab-it floor sweeper starter kit. As an alternative to
price-discounting coupons, free-merchandise offers typically come in the form of
“buy one, get one free” in which the free item typically is another unit of the same
brand (see Figure 18.3).

Coupons are delivered through newspapers; magazines; freestanding inserts;
direct mail; in or on packages; online; and at the point of purchase by package,
shelf, and electronic delivery devices. It is important to appreciate the fact that not
all delivery methods have the same objective. Instant coupons (that is, those that
can be peeled from packages at the point of purchase) provide immediate rewards
to consumers and encourage trial purchases as well as repeat buying from loyal
consumers (see Table 18.1). Mail- and media-delivered coupons delay the reward,
although they also generate trial purchase behavior. Before discussing these spe-
cific coupon delivery modes in detail, it first will be instructive to examine perti-
nent developments in coupon use.

Couponing Background
Approximately 250 billion coupons are distributed annually in the United States,
and coupon promotions cost U.S. marketers about $7 billion annually.18 Nearly all
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Figure 18.3 A Buy One Get One Free Coupon Offer
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CPG marketers issue coupons. The use of coupons is not, however, restricted to
packaged goods. For example, General Motors Corporation mailed coupons val-
ued as high as $1,000 to its past customers in hopes of encouraging them to pur-
chase new cars. Surveys indicate that virtually all American consumers use
coupons at least on occasion. However, research has established that consumers
vary greatly in terms of their psychological inclination to use coupons and that
this coupon proneness is predictive of actual coupon redemption behavior.19

The appeal of coupons is not limited to American consumers. A major inter-
national study found that consumers in every country included in the survey val-
ued coupons. Although vastly more coupons are distributed in the United States
than elsewhere, redemption rates (the percentage of all distributed coupons that
are taken to stores for price discounts) are higher in most other countries.
However, couponing in some countries is virtually nonexistent or in the fledgling
stage. For example, in Germany the government limits the face value of coupons
to 1 percent of a product’s value, which effectively eliminates this form of promo-
tion in that country for CPGs. Only a small amount of couponing occurs in France
because the few chains that control the retail grocery market in that country gen-
erally oppose the use of coupons. Couponing activity in Japan is in the early
stages following the lifting of government restrictions.

Coupon Distribution Methods
The method of coupon distribution preferred by brand managers is the freestand-
ing insert (FSI). FSIs, which are inserts most often appearing in Sunday news-
papers, account for approximately 87 percent of all coupons distributed in the
United States.20 The other media for coupon distribution are handouts at stores
and other locations, magazines and newspapers, product packages, direct mail,
and the Internet.

Another major trend in coupon distribution has been the establishment of
cooperative coupon programs. These are programs in which a service distributes
coupons for a single company’s multiple brands or brands from multiple compa-
nies. Two such service companies—Valassis and SmartSource—are responsible for
distributing the billions of FSI coupons in separate inserts in newspapers around
the United States. Both Valassis and SmartSource distribute coupons every Sunday
throughout the year and represent literally hundreds of different brands and com-
panies. P&G has its own FSI insert program (P&G brandSAVER) that is distrib-
uted in Sunday newspapers every four weeks. Valpak Direct Marketing Systems
is a cooperative program for distributing coupons by direct mail.

Economic Impact
The extensive use of couponing has not occurred without criticism. Some critics
contend that coupons are wasteful and may actually increase prices of consumer
goods. Whether coupons are wasteful and inefficient is debatable. However, it is
undeniable that coupons are an expensive proposition. For a better understanding
of coupon costs, consider the case of a coupon with a $1 face value. (The face value is
the amount paid to the consumer when he or she redeems the coupon at a retail
checkout along with a purchase of the brand for which the coupon is offered.) The
actual cost of this coupon is considerably more than $1. In fact, the actual cost, as
shown in Table 18.3, is substantially more at $1.59. As can be seen from the table, the
major cost element is the face value of $1 that is deducted from the purchase price.
But the marketers offering this coupon incur several other costs: (1) a hefty distribu-
tion and postage charge (40 cents), (2) a handling fee that is paid to retailers for their
trouble (8 cents), (3) a misredemption charge resulting from fraudulent redemptions
(estimated at 7 cents), (4) internal preparation and processing costs (2 cents), and
(5) a redemption cost (2 cents). The actual cost of $1.59 per redeemed coupon is 59
percent greater than the face value of $1. Assume a marketer distributes 40 million
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of these FSI coupons and that 2 percent, or 800,000, are redeemed. The total cost of
this coupon “drop” would thus amount to $1,272,000. It should be apparent that
coupon activity requires substantial investment to accomplish desired objectives.

Obviously, programs that aid in reducing costs, such as cooperative couponing
and online delivery, are eagerly sought. Coupons are indeed costly, some are
wasteful, and other promotional devices may be better. However, the extensive use
of coupons suggests either that there are a large number of incompetent brand
managers or that better promotional tools are not available or are economically
infeasible. The latter explanation is the more reasonable when considering how the
marketplace operates. If a business practice is uneconomical, it will not continue to
be used for long. When a better business practice is available, it will replace the pre-
vious solution. Conclusion: it appears that coupons are used extensively because
marketers have been unable to devise more effective and economical methods for
accomplishing the trial-generating objectives that coupons accomplish.

Is Couponing Profitable?
There is evidence that those households most likely to redeem coupons are also
the most likely to buy the brand in the first place. Moreover, most consumers
revert to their pre-coupon brand choice immediately after redeeming a competi-
tive brand’s coupon.21 Hence, when consumers who redeem would have bought
the brand anyway, the effect of couponing, at least on the surface, is merely to
increase costs and reduce the per-unit profit margin. However, the issue is more
involved than this. Although it is undeniable that most coupons are redeemed by
current brand users, competitive dynamics force companies to continue offering
coupons to prevent present consumers from switching to other brands that do offer
coupons or other promotional deals.

Couponing is a fact of life that will continue to remain an important part of
marketing in North America and elsewhere. The real challenge for promotion
managers is to continually seek ways to increase couponing profitability, to target
coupons to consumers who may not otherwise purchase their brands, and to
reward consumers for remaining loyal to their brands.

The following sections describe the major forms of couponing activity, the
objectives each is intended to accomplish, and the innovations designed to
increase couponing profitability. The presentation of couponing delivery methods
follows the framework presented earlier in Table 18.1. It will be worthwhile to
revisit Table 18.1 so as to better understand the specific couponing methods that
follow.

Point-of-Purchase Couponing
As discussed in Chapter 8 in the context of point-of-purchase advertising, approx-
imately 70 percent of purchase decisions are made while shoppers are in the store.
It thus makes sense to deliver coupons at the point where decisions are made.
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1. Face value $1.00
2. Distribution and postage cost .40
3. Handling charge .08
4. Consumer misredemption cost .07
5. Internal preparation and processing cost .02
6. Redemption cost .02

Total Cost $1.59

Table 18.3

Full Coupon Cost

SOURCE: Adapted from an analysis performed by the McKinsey & Co. consulting firm.



Point-of-purchase coupons come in three forms: instant, shelf-delivered, and elec-
tronically delivered by optical scanner.

Instantly Redeemable Coupons
Most coupon distribution methods have delayed impact on consumers because
the coupon is received in the consumer’s home and held for a period of time
before it is redeemed. Instantly redeemable coupons (IRCs) are peelable from the
package and are designed to be removed by the consumer and redeemed at check-
out along with a purchase of the brand carrying the coupon. This form of coupon
represents an immediate reward that can spur the consumer to undertake a trial
purchase of the promoted brand (see cell 1 in Table 18.1). Instant coupons provide
a significant price reduction and an immediate point-of-purchase incentive for
consumers.

Although the instant coupon is a minor form of couponing, it has emerged in
recent years as an alternative to price-off deals (in which every package must be
reduced in price). The redemption level for instant coupons is considerably higher
than the level for other couponing techniques. Whereas the dominant couponing
method, FSIs, generates an average redemption level of approximately 1.5 percent
(i.e., on average about 15 out of every 1,000 households that receive FSIs actually
redeem them at stores), the average redemption rate for instant coupons is about
30 percent.22 One would think that most purchasers would remove instant
coupons at the time of making a purchase so as to receive the savings, but obvi-
ously the majority do not take advantage of these instant coupons.

A study compared the effectiveness of instantly redeemable coupons against
freestanding inserts in generating sales for a brand of body wash. The FSI coupons
and IRCs had face values of either 50 cents or $1. Each coupon type and value
combination (that is, 50-cent FSI coupon, $1 FSI coupon, 50-cent IRC, or $1 IRC)
was placed on the body wash brand in each of two markets for a two-month
period. Recorded sales data revealed that the IRCs out-performed FSI coupons of
equal value. Moreover, the 50-cent IRC increased sales volume by 23 percent more
than the $1 FSI coupon!23 This obviously is a counterintuitive finding that requires
explanation.

A spokesperson for the company that conducted this research said his com-
pany had no idea why the 50-cent IRC out-performed the $1 FSI coupon.
However, research from the academic front offers an answer. One study found
that a 75-cent coupon was not considered any more attractive than a 40-cent
coupon.24 A more directly relevant study determined that higher-value coupons
signal higher prices to consumers.25 This is especially true when consumers are
unfamiliar with a brand. In this situation, high coupon values may scare off con-
sumers by suggesting, or signaling, that these brands are high priced.

Perhaps the $1 FSI coupon for the body wash implied to prospective cus-
tomers that the brand must be high priced or it could not otherwise justify offer-
ing such an attractive coupon. This being the case, they would not have removed
the FSI coupon for later redemption. Comparatively, the 50-cent IRC was available
to consumers at the point of purchase where the brand’s actual price was also
available. They had no reason to expect a high price; rather, they saw an opportu-
nity to receive an attractive discount by simply peeling the coupon and presenting
it to the clerk when checking out.

Ironically, higher-valued coupons may attract primarily current brand users
who know the brand’s actual price and realize the deal offered by the attractive
coupon, whereas potential switchers from other brands may be discouraged by a
higher-valued coupon if to them it signals a high price. This, of course, is particu-
larly problematic in the use of FSIs, a form of coupon received away from the
point of purchase and that, as a matter of practicality, include only the coupon
value but not the brand’s regular price. Such is not the case, however, with IRCs.
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It would be unwise to draw sweeping generalizations
from this single study based on only one product cate-
gory (body wash), but the intriguing finding suggests
that IRCs are capable of outperforming FSIs. Only with
additional research will we know whether this finding
holds up for other products.

Shelf-Delivered Coupons
Shelf-delivered coupon devices are attached to the shelf
alongside coupon-sponsoring brands. A red device
(referred to as the “instant coupon machine”) is the best
known among several shelf-delivered couponing serv-
ices. Consumers interested in purchasing a particular
brand can pull a coupon from the device and then
redeem it when checking out. The average redemption

rate for shelf-delivered coupons is approximately 9 percent to 10 percent.26

Scanner-Delivered Coupons
There are several electronic systems for dispensing coupons at the point of purchase.
Best known among these is a service from Catalina Marketing Corporation that is
available in thousands of stores nationwide. Catalina offers two programs, one called
Checkout Coupon and the other Checkout Direct. The Checkout Coupon program
delivers coupons based on the particular brands a shopper has purchased. Once the
optical scanner records that the shopper has purchased a competitor’s brand, a coupon
from the participating manufacturer is dispensed. By targeting competitors’ cus-
tomers, Catalina’s Checkout Coupon program ensures that the manufacturer will
reach people who buy the product category but are not currently purchasing the
manufacturer’s brand. The redemption rate is approximately 8 percent.27

The other couponing program from Catalina, called Checkout Direct, enables
marketers to deliver coupons only to consumers who satisfy the coupon-sponsor-
ing manufacturer’s specific targeting requirements. The Checkout Direct program
allows the coupon user to target consumers with respect to their purchase pattern
for a particular product (e.g., direct coupons only to consumers who purchase
toothpaste at least once every six weeks) or based on the amount of product usage
(e.g., deliver coupons only to heavy users of the product). When shoppers who
satisfy the coupon-sponsor’s requirement make a purchase (as indicated by their
check-cashing ID number), a coupon for the sponsoring brand is automatically
dispensed for use on the shopper’s next purchase occasion.

Frito-Lay used the Checkout Direct system to increase trial purchases of its
new Baked Lay’s brand. Frito-Lay’s brand managers targeted super-heavy users
of healthier snack foods such as its own Baked Tostitos. Based on optical scanner
data that records and stores consumers’ past purchase data, the Checkout Direct
system was programmed to issue coupons for Baked Lay’s only to those con-
sumers who purchased “better-for-you” snacks at least eight times during the past
12 months. When these consumers checked out, the scanner triggered a coupon
for Baked Lay’s. In excess of 40 percent of the coupons were redeemed, and the
repeat-purchase rate was a very impressive 25 percent.28

Both Catalina programs are used to encourage trial purchasing. However,
because coupons are distributed to consumers when they are checking out of a
store and cannot be used until their next visit, the reward is delayed—unlike the
instant or shelf-delivered coupons. Nevertheless, these scanner-delivered coupon-
ing methods are effective and cost-efficient because they provide a way to care-
fully target coupon distribution. Targeting, in the case of Checkout Coupon, is
directed at competitive-brand users and, in the case of Checkout Direct, is aimed
at users who satisfy a manufacturer’s prescribed product-usage requirements.
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Mail- and Media-Delivered Coupons
These coupon-delivery modes initiate trial purchase behavior by offering con-
sumers delayed rewards. Mail-delivered coupons represent about 2 percent of all
manufacturer-distributed coupons. Mass-media modes (newspapers and maga-
zines) are clearly dominant, carrying about 90 percent of all coupons—the bulk of
which is in the form of freestanding inserts in Sunday newspapers.

Mail-Delivered Coupons
Marketers typically use mail-delivered coupons to introduce new or improved
products. Mailings can be either directed at a broad cross section of the market or
targeted to specific geodemographic segments. Mailed coupons achieve the high-
est household penetration.

Coupon distribution via magazines and newspapers reaches fewer than 60 per-
cent of all homes, whereas mail can reach as high as 95 percent. Moreover, direct
mail achieves the highest redemption rate (3.5 percent) of all mass-delivered coupon
techniques.29 There also is empirical evidence to suggest that direct-mail coupons
increase the amount of product purchases, particularly when coupons with higher
face values are used by households that own their homes, have larger families,
and are more educated.30

The major disadvantage of direct-mailed coupons is that they are relatively
expensive compared with other coupon-distribution methods. Another disadvan-
tage is that direct mailing is especially inefficient and expensive for brands enjoy-
ing a high market share. This is because a large proportion of the coupon
recipients may already be regular users of the coupon brand, thereby defeating
the primary purpose of generating trial purchasing. The inefficiencies of mass
mailing account for the rapid growth of efforts to target coupons to narrowly
defined audiences such as users of competitive brands.

FSIs and Other Media-Delivered Coupons
As earlier noted, approximately 87 percent of all coupons distributed in the
United States are via freestanding inserts in Sunday newspapers. The cost per
thousand for freestanding inserts is only about 50 percent to 60 percent of that for
direct-mail coupons, which largely explains why FSIs are the dominant coupon-
delivery mode. Another advantage of FSIs is that they perform an extremely
important reminder function for the consumer who peruses the Sunday inserts,
clips coupons for brands he or she intends to buy in the coming week, and then
redeems these at a later date.31 Finally, there is some evidence that FSIs also per-
form an advertising function. That is, when perusing the Sunday inserts, consumers
are exposed to FSI “advertisements” and are somewhat more likely to purchase
promoted brands even without redeeming coupons.32 This comes as no great sur-
prise because FSI coupons often are extremely eye-catching “advertisements.”

Research has shown that attractive pictures in FSIs are particularly effective
when viewers of the FSI are loyal to a brand other than the one featured in the FSI.
In this situation, consumers, loyal as they are to another brand, are not motivated
to process arguments about a nonpreferred brand featured in the FSI. Hence, the
use of attractive pictures (versus message arguments) is necessary to enhance con-
sumer attitudes, if only temporarily, and increase the odds that consumers will
clip the FSI coupon.33

In addition to FSIs, coupons also are distributed in magazines and as part of the
regular (noninsert) newspaper page. Redemption rates for coupons distributed in
magazines and newspapers average less than 1 percent.34 A second problem with
magazine- and newspaper-delivered coupons is that they do not generate much
trade interest. Finally, coupons delivered via magazines and newspapers are partic-
ularly susceptible to misredemption. The latter issue is so significant to all parties
involved in couponing that it deserves a separate discussion later.
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In- and On-Pack Coupons
In- and on-pack coupons are included either inside a product’s package or as part
of a package’s exterior. This form of couponing should not be confused with the
previously discussed instant, or peelable, coupon. Whereas IRCs are removable at
the point of purchase and redeemable for that particular item while the shopper is
in the store, an in- or on-pack coupon cannot be removed until it is in the shop-
per’s home to be redeemed on a subsequent purchase occasion. This form of
couponing thus affords consumers with a delayed reward that is designed more for
encouraging repeat than trial purchases (see cell 4 in Table 18.1).

A coupon for one brand often is promoted by another brand. For example,
General Mills promoted its brand of granola bars by placing cents-off coupons in
cereal boxes. Practitioners call this practice crossruffing, a term borrowed from
bridge and bridge-type card games where partners alternate trumping one another
when they are unable to follow suit.

Though marketers use crossruffing to create trial purchases or to stimulate
purchase of products, such as granola bars, that are not staple items, in- and on-
pack coupons carried by the same brand are generally intended to stimulate repeat
purchasing. That is, once consumers have exhausted the contents of a particular
package, they are more likely to repurchase that brand if an attractive inducement,
such as a cents-off coupon, is available immediately. A package coupon has
bounce-back value, so to speak. An initial purchase, the bounce, may stimulate
another purchase, the bounce back, when a hard-to-avoid inducement such as an
in-package coupon is made available.35

A major advantage of in- and on-pack coupons is that there are virtually no
distribution costs. Moreover, redemption rates are much higher because most of
the package-delivered coupons are received by brand users. The average redemp-
tion rate for in-pack coupons is around 6 percent to 7 percent, whereas the
redemption rate for on-pack coupons is slightly less than 5 percent.36 Limitations
of package-delivered coupons are that they offer delayed value to consumers, do
not reach nonusers of the carrying brand, and do not leverage trade interest due to
the delayed nature of the offer.

Online Couponing
A number of Internet sites now distribute coupons. Although representing a very
small percentage of all coupons distributed (less than 1 percent), online couponing
is growing in popularity. Consumers print the coupons on their home (or work)
printers, and then, as with other modes of coupon delivery, redeem the printed
coupon along with the purchased item at checkout.

Allowing consumers to print their own coupons creates considerable potential
for fraud because it leaves open the possibility that consumers will manipulate the
face value and print multiple copies. Moreover, computer savvy criminals download
coupon files and scan coupons into their computers, and then change the bar codes,
dates, amounts, and even the sponsoring brand.37 To avoid this problem, some online
couponing services allow the consumer to select the brands for which he or she
would like to receive coupons, and then actual coupons are mailed. It is too early to
predict whether online couponing will continue to grow in popularity, especially
since some retailers such as Wal-Mart refuse to accept Internet coupons. However,
unless companies are able to curtail the substantial amount of online couponing
fraud, it is likely that online couponing will not experience significant growth.

The Coupon Redemption Process and Misredemption
Coupon misredemption is a long-standing and widespread problem and
assuredly is not limited to Internet couponing. The best way to understand how
misredemption occurs is to examine the redemption process. A graphic of the
process is provided in Figure 18.4.
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The Process
The process begins with a manufacturer distributing coupons to consumers via
FSIs, direct mail, or any of the other distribution modes previously described (see
path A in Figure 18.4). Consumers collect coupons, take them to the store, and
present them to a checkout clerk, who subtracts each coupon’s face value from the
shopper’s total purchase cost (path B). For the shopper to be entitled to the
coupon discount, certain conditions and restrictions must be met: (1) he or she
must buy the merchandise specified on the coupon in the size, brand, and quan-
tity directed; (2) only one coupon can be redeemed per item; (3) cash may not be
given for the coupon; and (4) the coupon must be redeemed before the expiration
date. (Some coupon misredemption occurs because consumers present coupons
that do not meet these requirements.)

Retailers, in turn, redeem the coupons they have received to obtain reimburse-
ment from the manufacturers that sponsored the coupons. Retailers typically
hire another company, called a clearinghouse, to sort and redeem the coupons in
return for a fee (path C). The two major clearinghouses in the United States are
Carolina Manufacturer’s Service (CMS) and Nielsen Coupon Clearing House (NCH).
Clearinghouses, acting on behalf of a number of retail clients, consolidate coupons
before forwarding them. Clearinghouses maintain control by ensuring that their
clients sold products legitimately in the amounts they submitted for redemption.

Clearinghouses forward the coupons to redemption centers (path D), which serve
as agents of coupon-issuing manufacturers. A redemption center pays off on all
properly redeemed coupons (path E) and then is compensated for its services by
the manufacturer (path F). If a center questions the validity of certain coupons, it
may go to its client, a manufacturer, for approval on redeeming suspected coupons.

The system is not quite as clear-cut as it may appear from this description.
Some large retailers act as their own clearinghouses, some manufacturers serve as
their own redemption centers, and some independent firms, such as NCH, offer
both clearinghouse and redemption-center services.

However, regardless of the specific mechanism by which a coupon is ultimately
redeemed (or misredeemed), the retailer is reimbursed for the amount of the face
value paid to the consumer and for payment of a handling charge, which currently
is 8 cents per coupon. Herein rests the potential for misredemption: an unscrupu-
lous person could thus make a profit of $1.08 from a coupon with a face value of $1.
One thousand such misredeemed coupons are worth $1,080! Exacerbating the
potential for misredemption is the fact that many coupons now have face values
worth as much as $1 or more.
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The Consequences
Estimates of the misredemption rate have ranged from a low of 15 percent to a
high of 40 percent. Many brand managers have assumed a 20 to 25 percent rate of
misredemption when budgeting for coupon events. However, a recent study
found that past estimates of coupon misredemption have been inflated. It now
appears that fraudulent coupon redemption is, on average, closer to 3 or 4 percent
rather than the 20 to 25 percent assumed previously.38 Although the magnitude of
misredemption has been reduced by imposing tighter controls on coupon
redemption at all stages of the redemption process, a 3 to 4 percent misredemption
level nevertheless represents millions of dollars lost by manufacturers.

The Participants
Now with an understanding of the redemption process and consequences, how
does misredemption occur and who participates in it? Misredemption occurs at
every level of the redemption process. Sometimes consumers present coupons that
have expired, coupons for items not purchased, or coupons for a smaller-sized
product than that specified by the coupon. Some clerks take coupons to the store
and exchange them for cash without making a purchase. At the store management
level, retailers may boost profits by submitting extra coupons in addition to those
redeemed legitimately. A dishonest retailer can buy coupons on the black market,
age them in a clothes dryer, mix them with legitimate coupons, and then mail in the
batch for redemption. Shady clearinghouses engage in misredemption by combining
illegally purchased coupons with real ones and certifying the batch as legitimate.

The major source of coupon misredemption is large-scale professional misre-
deemers (see path M, standing for misredemption, in Figure 18.4). These profes-
sional misredeemers either: (1) recruit the services of actual retailers to serve as
conduits through which coupons are misredeemed or (2) operate phony businesses
that exist solely for the purpose of redeeming huge quantities of illegal coupons.
Illegal coupons typically are obtained by removing FSIs from Sunday newspapers.

The following examples illustrate organized misredemption efforts. The pro-
prietor of Wadsworth Thriftway store in Philadelphia illegally submitted in excess
of 1.5 million coupons valued at more than $800,000.39 The top three executives of
the Sloans Supermarket in New York were indicted for their role in a 20-year opera-
tion that led to $3.5 million in coupon misredemption.40 Another Philadelphian acted
as a middleman between charities, from which he purchased coupons in bulk, and a
supermarket employee, who submitted them for repayment by manufacturers or
their redemption centers. The middleman earned $200,000 from the couponing scam
before he was arrested.41 Five operators of Shop n’ Bag supermarkets in Philadelphia
bought nearly 12 million coupons for only 20 percent to 30 percent of their face value
and then redeemed them prior to being arrested.42 And finally, according to the New
York Post, Mideastern terrorists misredeemed perhaps up to $100 million by funnel-
ing illegally redeemed coupons through minimarts and Hispanic bodegas.43

The Role of Promotion Agencies

As discussed in Chapter 9, brand managers typically employ the services of
advertising agencies to create advertising messages, buy advertising media, and
perform other services related to a brand’s advertising function. Though less well
known than their ad agency counterparts, brand managers also hire specialized
promotion agencies to perform sales promotion functions. These agencies—again
like their advertising agency counterparts—work with brand managers in formu-
lating promotion strategies and implementing tactical programs.

Assume, for example, that the brand manager of a hypothetical brand of
shampoo, SynActive, believes that this new brand needs to be sampled in trial-
sized bottles to facilitate high levels of trial-purchase behavior. The promotion
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also will include coupons in the box containing the trial-size sample. Further, an
introductory advertising campaign in magazines will include an attractive sweep-
stakes offer to draw attention to the ad and enhance consumer involvement with
the brand. The brand manager determines that it will be best to use the services of
a promotion agency that can expertly design a sampling program that efficiently
targets sample distribution to young consumers and a sweepstakes program that
would appeal to this age group.

The Rise of the Online Promotion Agency

In addition to traditional promotion agencies, which traditionally have empha-
sized programs using off-line media and in-store distribution, there is a new gen-
eration of promotion agencies that emphasize online promotions. The Internet has
become an increasingly important venue for conducting promotions. Coupons,
sweepstakes offers, online promotional games, free sample offerings, and online
continuity programs are just some of the promotions that are virtually ubiquitous
on the Web. These programs are effective because they enable marketers to target
promotions to preferred consumers, to deliver the programs relatively inexpen-
sively, and to measure results with greater precision than what is possible with
other marketing programs. Promotion agencies are a valuable resource for brand
managers in both planning strategically sound promotions and carrying through
their implementation.

Summary

This chapter focused on consumer-oriented promotions. The various sales promo-
tion tools available to marketers were classified in terms of whether the reward
offered consumers is immediate or delayed and whether the manufacturer’s
objective is to achieve trial impact, encourage repeat purchases, or reinforce brand
images. Specific sales promotion techniques are classified as falling into one of six
general categories (see Table 18.1).

The first and most critical requirement for a successful sales promotion is that
it be based on clearly defined objectives. Second, the program must be designed
with a specific target market in mind. It should also be realized that many con-
sumers, perhaps most, desire to maximize the rewards gained from participating
in a promotion while minimizing the amount of time and effort invested. Conse-
quently, an effective promotion, from a consumer-response perspective, must
make it relatively easy for consumers to obtain their rewards, and the size of the
reward must be sufficient to justify the consumers’ efforts. A third essential ingre-
dient for effective sales promotions is that programs must be developed with the
interests of retailers in mind—not just those of the manufacturer.

The bulk of the chapter was devoted to two of the major forms of consumer-
oriented sales promotions: sampling and couponing. It was pointed out that sampling
is the premier promotion for generating trial usage of a new brand. The various
methods of distributing samples were presented, and it was emphasized that regard-
less of distribution method, three practices are necessary for sampling success:
(1) targeting rather than mass distributing samples, (2) using innovative distribu-
tion methods where appropriate, and (3) undertaking efforts to measure sampling’s
return on investment. The specific circumstances when sampling is appropriately
used were discussed, and various problems with sampling were identified.

The second major type of promotion, couponing, was described in terms of the
magnitude of usage and types of distribution methods (via freestanding inserts, direct
mail, and optical scanners, at the point of purchase, on the Internet, etc.). The grow-
ing role of online couponing was identified. A major section described the coupon-
redemption process and in this context discussed the act of coupon misredemption.

Chapter 18: Consumer-Oriented Promotions: Sampling and Couponing 549



Discussion Questions
1. Why are immediate (versus delayed) rewards more effective in inducing the

consumer behaviors desired by a brand marketer? Use a specific, concrete
illustration from your own experience to support your answer.

2. One of the major trends in product sampling is selective sampling of targeted
groups. Assume you work for a company that has just developed a candy bar
that tastes almost as good as other candy bars but has far fewer calories.
Marketing research has identified the target market as economically upscale
consumers, ages primarily 25 to 54, who reside in suburban and urban areas.
Explain specifically how you might selectively sample your new product to
approximately two million such consumers.

3. Compare and contrast sampling and media-delivered coupons in terms of
objectives, consumer impact, and overall roles in marketing communications
strategies.

4. A packaged-goods company plans to introduce a new bath soap that differs
from competitive soaps by virtue of a distinct new fragrance. Should sampling
be used to introduce the product?

5. A manufacturer of golf balls introduced a new brand that supposedly deliv-
ered greater distance than competitively priced balls. However, in accordance
with restrictions established by the governing body that regulates golf balls
and other golfing equipment and accessories, this new ball when struck by a
driver travels on average only a couple of yards farther than competitive
brands. The manufacturer identified a list of two million golfers and mailed a
single golf ball to each. In view of what you have learned about sampling in
this chapter, comment on the advisability of this sampling program.

6. Present your personal views concerning the number of coupons distributed
annually in the United States. Is widespread couponing in the best interest of
consumers?

7. Rather than offering discounts in the form of coupons, why don’t brand man-
agers simply reduce the prices of their brands?

8. Using Table 18.3 as a rough guide, calculate the full cost per redeemed coupon
given the following facts: (1) face value = 75 cents, (2) 20 million coupons dis-
tributed at $7 per thousand, (3) redemption rate = 3 percent, (4) handling cost
= 8 cents, and (5) misredemption rate = 5 percent.

9. Go through a Sunday newspaper and select three FSIs. Analyze each in terms
of what you think are the marketer’s objectives in using this particular promo-
tion. Don’t restrict your chosen FSIs to just those offering coupons.

10. Assume you are brand manager of Mountain State Bottled Water. This new
brand competes in a product category with several well-known brands. Your
marketing communications objective is to generate trial purchases among pre-
dominantly younger and better-educated consumers. Propose a promotion
that would accomplish this objective. Assume that your promotion is purely
experimental and that it will be undertaken in a small city of only 250,000
people. Also assume that: (1) you cannot afford product sampling; (2) you will
not advertise the promotion; and (3) your budget for this experimental promo-
tion is $5,000. What would you do?

11. A concluding section of the chapter indicated that promotion agencies have
become an increasingly important resource for brand managers in planning
and executing promotional programs. One could argue that the fees brand
managers pay for the services of promotion agencies might better be spent
elsewhere—for example, on increased advertising levels. Present arguments
both in favor of and in opposition to hiring promotion agencies.
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• Ohio University offers free computers, printers, and

microwave/refrigerator combination appliances.

• Northwestern University upgraded its Internet system

so students could watch cable TV on their computers,

receiving as many as 10 channels.

• Virginia Tech offers its students unlimited Internet

access.

Sales promotion practices are alive and well on college

campuses, just as they are elsewhere in society. Interest-

ingly, students in many institutions have grown accus-

tomed to the offering of perks and

regard these “extras” as a

form of entitlement.

Some perks at

such universities

include state-of-the-

art recreational facilities.

For example, Baylor University has a

52-foot climbing wall, and centers at some big schools

include deluxe private health clubs with saunas, steam

rooms, whirlpools, sprays, and slides, with staff to lead

programs from karate to yoga. Georgia Tech has a $45

million recreation complex about the size of a basketball

colosseum, with a pool and water slide, hot tub, and

sun deck.2

At the University of Wisconsin, Oshkosh, students

get massages, pedicures and manicures, and Washington

State University claims to have the largest Jacuzzi in the

west, capable of holding 53 people. At Indiana University

of Pennsylvania, students can play one of 52 golf courses

from around the world on room-sized golf simulators,

using real balls and clubs.3 Other schools are relying on

clever methods to attract students, including reality shows

and sending birthday cards to prospective students.4

CHAPTER 19

Consumer-Oriented Promotions:
Premiums and Other Promotional
Methods

The previous chapter was introduced by discussing the

use of sampling and couponing on college campuses.

This chapter continues that theme by considering other

promotions used by colleges and universities to recruit

new students and gain favor with the student body. It

used to be that the difference between attending one

university or another boiled down to differences in

financial incentives (a.k.a. scholarship money or financial

aid) offered by competing institutions. But now that most

schools provide financial assistance (over 80 percent of

private-school students receive some

form of financial aid), the

distinguishing factor

involves other forms of

promotional perks.

(Needless to say, colleges

and universities differ with

respect to their academic quality;

however, many students have choices among several

schools that have similar academic reputations; hence,

the decision sometimes comes down to which school

offers more attractive prequisites and provides other

special services for a fee.) Following is a listing of some of

the perks and special services that are offered at schools

of higher education in the United States:1

• New York University offers free theater tickets and

movie screenings.

• Many universities, including Duke and Northwestern,

offer free cell phones and cable TV.

• Freshmen at Emory University receive free tickets to

Atlanta Braves baseball games and are even escorted

to games.

• At Bryn Mawr students can borrow video cameras

without a charge.

Marcom Challenge: 
Luring College Students with Perks



C H A P T E R  O B J E C T I V E S

1
Understand the role of premiums, the types of premiums,

and the developments in premium practice.

2
Recognize the role of price-off promotions 

and bonus packages.

3
Be aware of the role of rebates and refund offers.

4
Know the differences among sweepstakes, 
contests, and games, and the reasons for 

using each form of promotion.

5
Understand the role of continuity programs.

6
Appreciate retailer-driven promotions.

7
Evaluate the potential effectiveness of 

sales promotion ideas, and appraise the 
effectiveness of completed promotional programs.

©
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However, some students and their parents are

concerned that these non-academic accoutrements may

diminish the quality of the educational experience by

encouraging students to spend excessive time having

fun rather than getting down to business and doing

what is needed to make the most of a college education.

After reading the above list of perks, you may feel yourself

ripped off if your college or university is not offering similar

freebies. Consider, however, that many perks are offered

by private institutions that charge much higher tuitions

than most public colleges and universities.



Overview

This chapter picks up where Chapter 18 left off. In particular, the present chapter
discusses major forms of consumer-oriented promotions other than sampling and
couponing, which, of course, were the focus of the prior chapter. To again frame
the subsequent discussion, Table 18.1 is repeated in this chapter as Table 19.1. The
presentation proceeds as follows: first discussed is the use of product premiums
(cells 2, 3, 4, and 6 in Table 19.1); second is price-off promotions (cell 3); third, bonus
packs (cell 3); fourth, games (cell 3); fifth, rebates and refunds (cell 4); sixth, continuity
programs (cell 4); and, seventh, sweepstakes and contests (cell 6). Three additional
topics will follow the discussion of specific promotional tools: (1) overlay and tie-
in promotions, (2) retailer-driven promotions, and (3) techniques for evaluating
sales promotion ideas.

It again is important to emphasize that each of the various promotional tech-
niques covered in this chapter performs a unique role and is therefore appropri-
ately used to achieve limited objectives. This chapter conveys each tool’s role and
identifies, where appropriate, unique limitations or problems associated with
using each tool. It again will be useful to peruse Table 19.1 before proceeding with
your study of the various types of promotions.

Premiums

Many B2B firms as well as consumer-oriented companies use premiums. Broadly
defined, premiums are articles of merchandise or services (e.g., travel) offered as a
form of gift by manufacturers to induce action on the part of the sales force, trade
representatives, or consumers. Our focus in this chapter is on premiums’ con-
sumer-oriented role.

Consumer-oriented premiums represent a versatile promotional tool, possess-
ing the ability to generate trial purchases, encourage repeat purchasing, and rein-
force brand images. Brand managers use several forms of premium offers to
motivate desired consumer behaviors: (1) free-with-purchase premiums; (2) mail-in
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Brand Management Objective

Consumer Generating Encouraging Reinforcing
Reward Trial Purchases Repeat Purchases Brand Image

Immediate

Delayed

Table 19.1

Major Consumer-Oriented
Promotions

Cell 1
• Samples
• Instant coupons
• Shelf-delivered

coupons

Cell 2
• Scanner-delivered

coupons
• Media- and mail-

delivered coupons
• Online coupons
• Mail-in premiums
• Free-with-purchase

premiums

Cell 3
• Price-offs
• Bonus packs
• In-, on-, and near-

pack premiums
• Games

Cell 4
• In- and on-pack

coupons
• Rebates and

refunds
• Phone cards
• Continuity

programs

Cell 5

Cell 6
• Self-liquidating

premiums
• Sweepstakes and

contests



offers; (3) in-, on-, and near-pack premiums; and (4) self-liquidating offers. These
forms of premiums perform somewhat different objectives. Free-with-purchase
and mail-in offers are useful primarily for generating brand trial or retrial. In-, on-,
and near-pack premiums serve customer-holding purposes by rewarding present con-
sumers for continuing to purchase a liked or preferred brand. And self-liquidators
perform a combination of customer-holding and image-reinforcement functions.

Free-with-Purchase Premiums
Free-with-purchase premiums (also called free-gift-with-purchase premiums) are
provided by both marketers of durable goods and consumer packaged goods
(CPG) brands. As shown in Table 19.1, this form of premium typically represents a
delayed reward to consumers that is primarily designed to generate trial purchases.
Examples of this type of free-with-purchase premium include an offer from
Michelin to receive a $100-retail-value emergency roadside kit with the purchase
of four Michelin tires. Compaq offered a free Rio 600 digital audio player with the
purchase of select computer models. Volkswagen gave away Apple iPods with
purchases of New Beetle automobiles. Attractive premiums such as these might
provide indecisive consumers with an added reason to purchase the premium-
offering brand rather than a competitive option. All of these examples represent
immediate rewards inasmuch as consumers receive the premium items at the time
of purchasing the brands sponsoring the promotions.

CPG firms also offer free-with-purchase premiums. For example, offers of free
music (digital downloads) represent an especially hot form of premium offering.
Pepsi-Cola offered 100 million free iTune downloads in an under-the-cap promo-
tion for Pepsi, Diet Pepsi, and Sierra Mist. Purchasers of these brands searched
under the cap for redemption codes that permitted free downloading of songs
from Apple’s iTunes Music Store, a typical value of about 99 cents per song.
Purchasers had a one-in-three chance of winning a redemption code. Pepsi-Cola
extended the initial under-the-cap promotion the following year by automatically
entering people who downloaded songs into a sweepstakes program that gave
them a chance of winning hundreds of iPods.2

Research has shown that the perceived value of a premium item, or gift,
depends on the value of the brand that is offering the gift. In particular, the identi-
cal item was perceived to be of lower value when it was offered as a free gift by a
lower- versus higher-priced brand.3 This finding buttresses the point
made in the previous chapter that sales promotions perform an infor-
mational role in addition to utilitarian and hedonic functions. This is to
say that sales promotions provide signaling information used by con-
sumers to judge product quality and value. An important implication
of this finding is that brands used as gift items must be cautious that
their images are not damaged by the sponsoring brand. The adage
“Beware of the company you keep” is as applicable in the premium-
partners context as it is in social relations.

Mail-In Offers
By definition, a mail-in offer is a premium in which consumers receive
a free item from the sponsoring manufacturer in return for submitting
a required number of proofs of purchase. As shown in Table 19.1, this
form of premium represents a delayed reward to consumers that is pri-
marily designed to generate trial purchases (cell 2). For example,
Vaseline Intensive Care lotion offered a free watch when consumers
purchased one bottle of this brand and submitted a proof of purchase
and $2 for shipping and handling. However, this type of premium may
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also stimulate repeat purchasing when requiring more proofs of pur-
chase than can be acquired on a single purchase occasion. Illustratively,
ConAgra Foods Inc., the makers of brands such as Chef Boyardee
canned pasta and Hunt’s SnackPack pudding, offered free movie tickets
for multiple proofs of purchase of these brands (see Figure 19.1, upper
right-hand corner).

Perhaps as few as 2 percent to 4 percent of consumers who are
exposed to free mail-in offers actually take advantage of these opportu-
nities. However, mail-in premiums can be effective if the premium item
is appealing to the target market. See the Global Focus insert for a really
clever promotion that used a mail-in premium.

In-, On-, and Near-Pack Premiums
In- and on-pack premiums offer a free item inside or attached to a pack-
age or make the package itself the premium item. For example, in a
delightful promotional program for Cap’n Crunch cereal, the box was
labeled “Christmas Crunch,” and Cap’n Horatio Crunch (the brand’s
cartoon-character icon) was shown on the package dressed as Santa
Claus. The package advertised a free Christmas tree ornament inside the
box—a premium offer with much appeal to small children during the hol-
iday season. In general, in- and on-package premiums offer consumers

immediate value and thereby encourage increased product consumption from
consumers who like or prefer the premium-offering brand (see Table 19.1, cell 3).

This form of premium is not restricted to children. For example, Ralston
Purina offered tiny sports car models in about 11 million boxes of six cereal
brands. Ten of these boxes contained scale-model red Corvettes. Lucky consumers
turned in the models for real Corvettes.

Near-pack premiums provide the retail trade with specially displayed pre-
mium pieces that retailers then give to consumers who purchase the promoted
product. Near-pack premiums are less expensive because additional packaging is
not required. Furthermore, near-pack premiums can build sales volume in stores
that put up displays and participate fully.

Self-Liquidating Offers
Self-liquidating offers (known as SLOs by practitioners) are named for the fact that
the consumer mails in a stipulated number of proofs of purchase along with suffi-
cient money to cover the manufacturer’s purchasing, handling, and mailing costs of
the premium item. In other words, the actual cost of the premium is paid for by con-
sumers; from the manufacturer’s perspective the item is cost-free, or, in other words,
self-liquidating. Attractive self-liquidating offers can serve to enhance a brand’s
image (cell 6 in Table 19.1)—by associating the brand with a positively valued pre-
mium item—and also can encourage repeat purchasing by requiring multiple
proofs of purchase to be eligible for the premium offer. SLOs are often used by
brand managers as a complement to sweepstakes offers. The combination of these
two promotions enhances consumer interest in and interaction with the brand.

Gerber employed an SLO promotion when offering the Gerber Keepsake
Millennium Cup. With 12 Gerber baby food proofs of purchase and $8.95, con-
sumers received a cup engraved with their child’s name and birth date. This item
at retail likely would have sold for around $25. Many parents could be expected to
have purchased Gerber exclusively until they acquired the requisite number of
proofs of purchase.

General Mills employed two forms of premium promotions for its child-
oriented cereals (see Figure 19.2). First, an in-pack premium, as described pre-
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viously, was offered by making available five different DVDs in 10 million boxes
of its various cereal brands. This form of in-pack premium is an excellent way of
encouraging repeat purchasing. A second form of premium appears in the upper
left-hand corner of Figure 19.2. Parents could send in $4.99 and receive a
Strawberry Shortcake watch for their child. This self-liquidating offer could serve
to enhance the image of General Mills’ various cereal brands by creating an asso-
ciation in children’s minds between General Mills’ cereal brands and this much-
admired cartoon character.

It is interesting to note that very few consumers ever send for a pre-
mium. Companies expect only 0.1 percent of self-liquidators to be
redeemed. A circulation of 20 million, for example, would be expected to
produce only about 20,000 redemptions. Industry specialists generally
concur that the most important consideration in developing a self-liqui-
dating offer is that the premium be appealing to the target audience and
represent a meaningful value. It is generally assumed that consumers
look for a savings of at least 50 percent of the suggested retail price.

Phone Cards
Phone cards represent a rather unique type of premium offer. This form
of promotion incentive is classified in Table 19.1 as performing a repeat-
purchasing objective and providing consumers with a delayed reward (cell
4). This is a bit of a simplification insofar as phone cards also are capable
of generating trial purchases and reinforcing brand images. Although a
variety of phone cards are available, the most common type offers a pre-
set amount of long-distance calling time. Phone cards are lightweight
and easy to mail, provide an inexpensive promotional tool, and are per-
ceived as useful by consumers. Marketers also are able to collect infor-
mation from consumers, who typically are required to answer a few
questions before their cards are activated.4

Barq’s root beer 
is a regional soft drink brand 

that was founded in New Orleans. Nearly a hundred
years after its founding, Barq’s remained a small-share brand with
a limited advertising and promotion budget. In the
early 1990s Barq’s decided to promote the
brand in commemoration of the 15th
anniversary of Elvis Presley’s death.
Barq’s vice president of marketing
thought up a great premium idea
that would involve purchasing an old
Cadillac that had been owned by Elvis, cutting
it into thousands of small pieces, and offering each piece to a
different consumer as part of a mail-in premium requiring multiple
proofs of purchase of Barq’s root beer. There was only one problem
with this premium idea: the administrators of the Presley estate
demanded a $1 million licensing fee, which exceeded tenfold Barq’s
budget for the promotion.

Unable to afford this, Barq’s marketing vice president scrambled
to find a replacement. Just about this time the Soviet government
collapsed. Seeing the news on TV, the vice president hit immedi-
ately on the idea of a replacement for the failed Elvis promotion:
“The Soviet Union Going Out of Business Sale.” Mind you, this

had all taken place within a month or less—decision-making on the
run, so to speak. With a meager $70,000 in his possession, Rick
Hill, Barq’s marketing vice president, boarded a plane to Russia to
purchase ex–Soviet Union memorabilia. Unable to find legitimate
businesspersons from whom to purchase ex-Soviet items, Hill

turned to members of the Soviet Mafia. Within
two weeks he spent the $70,000 acquiring

4,000 pounds of ex-Soviet stuff
(Russian nesting dolls, Lenin Day
pins, military medals, etc.) that was

shipped back to the United States.
Barq’s offered one randomly

chosen Soviet knickknack with a 12-pack proof
of purchase and 50 cents postage and handling charge. This
last-minute, desperate promotion achieved incredible results:
5 percent of all consumers eligible for the promotion actually
took advantage of it, and sales increased 30 percent versus the
comparable period the previous year. This mail-in premium promo-
tion also received the industry’s top promotion award for the year.
The moral of the story: a creative promotion that is of high topical
interest and captures the public’s imagination can be extremely
successful.

SOURCE: Adapted from Rod Taylor, “From Russia with Root Beer,” Promo, June
2003, 143–144.
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What Makes a Good Premium Offer?
It is undeniable that consumers enjoy gifts, like to receive something for free, and
are responsive to offers for premium objects that are attractive and valuable.
However, brand managers must be careful to select premiums that are suitable in
view of the objectives that are intended to be accomplished during the promo-
tional period. In other words, as previously established, the various forms of pre-
miums serve somewhat different objectives. As always, the choice of premium
object and delivery method should be based on an explicit detailing of which
objective is to be accomplished. Also, managers must be circumspect in choosing
premium items that are congenial with the brand’s image and appropriate for the
target market.

Price-Offs

Price-off promotions (also called cents-off or price packs) entail a reduction (typi-
cally ranging from 10 to 25 percent) in a brand’s regular price. A price-off is clearly
labeled as such on the package. This type of promotion is effective when the mar-
keter’s objective is any of the following: (1) to reward present brand users; (2) to
get consumers to purchase larger quantities of a brand than they normally would
(i.e., to load them), thereby effectively preempting the competition; (3) to establish
a repeat-purchase pattern after initial trial; (4) to ensure that promotional dollars
do, in fact, reach consumers (no such assurance is possible with trade allowances);
(5) to obtain off-shelf display space when such allowances are offered to retailers;
and (6) to provide the sales force with an incentive to obtain retailer support.
Although price-off promotions perform multiple objectives, this text classifies
price-offs as primarily representing a form of immediate reward for consumers to
encourage repeat purchasing (cell 3 in Table 19.1).

Price-offs cannot reverse a downward sales trend, produce a significant num-
ber of new users, or attract as many trial users as samples, coupons, or premium
packs. Furthermore, retailers often dislike price-offs because they create inventory
and pricing problems, particularly when a store has a brand in inventory at both
the price-off and the regular prices. Yet despite trade problems, price-offs have
strong consumer appeal.

FTC Price-Off Regulations
Manufacturers cannot indiscriminately promote their brands with continuous or
near-continuous price-off labeling. To do so would deceive consumers into think-
ing the brand is on sale when in fact the announced sale price is actually the regu-
lar price.

The Federal Trade Commission controls price-off labeling with the following
regulations:5

1. Price-off labels may only be used on brands already in distribution with estab-
lished retail prices.

2. There is a limit of three price-off label promotions per year per brand size.
3. There must be a hiatus of at least 30 days between price-off label promotions

on any given brand size.
4. No more than 50 percent of a brand’s volume over a 12-month period may be

generated from price-off label promotions.
5. The manufacturer must provide display materials to announce the price-off

label offer.
6. The dealer is required to show the regular shelf price in addition to the new

price reflecting the price-off label savings.
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Bonus Packs

Bonus packs are extra quantities of a product that a company gives to consumers
at the regular price. Listerine mouthwash provided consumers with a free 250-
milliliter bottle along with the purchase of a 1.7-liter bottle. Carnation offered con-
sumers 25 percent more hot cocoa mix at the regular price. Flex-A-Min, a product
designed to enhance joint flexibility, offered 33 percent more tablets for free. Golf
ball manufacturers on occasion reward consumers with an extra pack of three
balls when they purchase a dozen.

Table 19.1 classifies this form of promotion as providing consumers with an
immediate reward and, for manufacturers, primarily serving a repeat purchase objec-
tive (cell 3). In other words, consumers most likely to avail themselves of a bonus
offer are present brand users. A bonus quantity (at no extra price) thus rewards
them for their purchase loyalty and encourages repeat purchasing.

Bonus packs are sometimes used as an alternative to price-off deals when the lat-
ter are either overused or resisted by the trade. The extra value offered to the con-
sumer is readily apparent and for that reason can be effective in loading current
users and thereby removing them from the market—a defensive tactic that is used
against aggressive competitors.

Games

Promotional games represent a growing form of promotion that is being increas-
ingly used in lieu of sweepstakes and contests. Games provide consumers with an
instant reward and, for marketers, serve primarily to encourage repeat purchasing
from existing brand users (cell 3 in Table 19.1). An instant-win game promotion is
shown in Figure 19.3 for Fisher Boy. Here the consumer looks inside specially
marked packages to see if they have won a home theater system or other prize. In
general, promotional games are capable of creating excitement, stimulating brand
interest, and reinforcing brand loyalty.

Game promotions often involve the placement of winning numbers under
package lids. Coca-Cola, for example, offered consumers a chance to win $1 mil-
lion and a role in a movie from Universal Studios, along with thousands of other
smaller prizes, if the consumer opened a can containing winning numbers.
V8 vegetable juice had a look-under-the-cap contest in which winners
received trips to famous resorts. Orville Redenbacher’s popcorn offered
consumers who were lucky enough to select specially marked packages
of this brand a Mitsubishi home theater system (50 winners) as the first
prize, DVD players as the second prize (50 winners), and VCRs as the
third prize (50 winners). Please note that almost invariably, games are
marketed with claims of “instant win” to appeal to consumers’ natural
preference for instant gratification.

Avoiding Snafus
Brand managers and the promotion firms they recruit to execute games
have to be extremely careful to ensure that a game does not go awry.
There have been a number of celebrated snafus in the conduct of pro-
motional games. For example, a Pepsi bottler in the Philippines offered
a one-million-peso grand prize (which at the time was equivalent to
approximately $36,000) to holders of bottle caps with the number 349
printed on them. To the bottler’s (and PepsiCo’s) great chagrin, a com-
puter error (by the printer that produced the game numbers) created
500,000 bottle caps with the winning number 349 imprinted—making
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PepsiCo liable for approximately $18 billion! The botched promotion created may-
hem for PepsiCo, including attacks on Pepsi trucks and bottling plants and anti-
Pepsi rallies. Pepsi’s sales plummeted in the Philippines, and market share fell by
nine points. To resolve the problem, PepsiCo paid consumers with winning caps
$19 apiece. More than 500,000 Filipinos collected about $10 million. The Filipino
justice department excused PepsiCo from criminal liability and dismissed thou-
sands of lawsuits.6

PepsiCo blew it again in a game conducted in the United States. Contestants
participated in a spell-your-surname event with letters printed on bottle caps.
Because very few caps bore vowels, PepsiCo assumed that only a small number of
people would win. What the game planners failed to realize, however, was that
many Asian names contain only consonants (such as Ng).7

The Beatrice Company’s Monday Night Football promotion illustrates another
failed game. Contestants scratched silver-coated footballs off cards to reveal num-
bers, hoping to win the prize offered if the numbers on the cards matched the num-
ber of touchdowns and field goals scored in the weekly Monday night National
Football League game. Game planners intended the chances of getting a match to
be infinitesimal. However, to Beatrice’s great surprise, a salesman for rival Procter
& Gamble (P&G) put in a claim for a great deal more money than Beatrice had
planned on paying out. A computer buff, the salesman cracked the game code and
determined that 320 patterns showed up repeatedly in the cards. By scratching off
just one line, he could determine which numbers were underneath the rest. With
knowledge of the actual number of touchdowns and field goals scored on a partic-
ular Monday night, he would start scratching cards until winning numbers were
located. He enlisted friends to assist in collecting and scratching the cards.
Thousands of cards were collected, mostly from Beatrice salespeople. The P&G
salesman and friends identified 4,000 winning cards worth $21 million in prize
money! Beatrice discontinued the game and refused to pay up.8

This section would be incomplete without discussing a major scandal that
rocked the promotions industry in 2001. Brand managers for McDonald’s restau-
rants and Simon Marketing, a company hired to run a summer promotion for
McDonald’s, created a Monopoly-type game that was to provide customers with
millions of dollars in promotional prizes. Unfortunately, there was a major prob-
lem in the game’s execution. An employee in charge of game security at Simon
Marketing allegedly stole winning tickets and distributed them to various friends
and accomplices, who obtained approximately $13 million in prize money. After
learning of the theft and informing the Federal Bureau of Investigation,
McDonald’s immediately introduced a different promotional game run by
another promotional agency so as to make good on its promise to customers and
restore its credibility. Apparently, the Simon Marketing employee who ripped off
McDonald’s had for several years been stealing winning game tickets from other
games. A spokesperson for the Promotion Marketing Association, the trade asso-
ciation for the industry, characterized this debacle as a “black eye” for the promo-
tion marketing industry. The moral is clear: promotional games can go awry, and
brand managers must go to extreme lengths to protect the integrity of the games
that are designed to build, not bust, relationships with customers.9

Rebates and Refunds

A rebate (also called a refund) refers to the practice in which manufacturers give
cash discounts or reimbursements to consumers who submit proofs of purchase.
Unlike coupons, which the consumer redeems at retail checkouts, rebates are
mailed with proofs of purchase to manufacturers, and, unlike premiums, the
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consumer receives a cash refund with a rebate rather
than a gift item. Marketers are fond of rebates because
they provide an alternative to the use of coupons and
stimulate increased consumer purchasing. Rebate
offers can reinforce brand loyalty, provide the sales
force with something to talk about, and enable the
manufacturer to flag the package with a potentially
attractive deal.

Refund offers are used by both CPG companies and
durable goods companies. For example, Enfamil offered
a $4 rebate on its infant formula product. With rising
gas prices following the start of the war in Iraq, credit
card companies offered rebates on gasoline purchases.
Uniroyal provided a $40 mail-in rebate with the pur-
chase of four Tiger Paw tires. Automobile companies
are among the major users of rebate programs. It is not unusual for automobile
companies to offer rebates amounting to as much as $3,000 or $4,000 per vehicle.
American automobile companies have relied on rebates for years, and now
European manufacturers are increasingly using rebates when marketing their cars
in the United States. As is illustrated in the IMC Focus, even realtors are beginning
to use rebates.

Rebates offer consumers delayed rather than immediate value, since the con-
sumer must wait to receive the reimbursement. In using these programs, manu-
facturers achieve customer-holding objectives by encouraging consumers to make
multiple purchases (in the case of CPG items) or by rewarding previous users with
a cash discount for again purchasing the manufacturer’s brand. Rebate offers also
attract switchers from competitive brands who avail themselves of attractive dis-
count offers.

For CPG brands, rebates require consumers to acquire rebate slips at retail
sites or to go online to designated sites and download appropriate forms. There is
some evidence indicating that consumers are more responsive to online than off-
line (via traditional retail outlets) rebate and refund offers.10

Phantom Discounts
Perhaps the major reason manufacturers are using rebates more now than ever is
that many consumers never bother to redeem them. Thus, when using rebates,
manufacturers get the best of both worlds—they stimulate consumer purchases of
rebated items without having to pay out the rebated amount because most con-
sumers do not undertake the effort to mail in rebate forms. Hence, rebates can be
thought of as a form of phantom discount.11 It is for this reason consumer advocates
often condemn manufacturers’ use of rebates.

One may wonder why consumers purchase rebated items but then fail to take
the time to submit forms to receive the rebate amount. Academic research offers
an explanation. It appears that at the time of brand choice, consumers tend to
exaggerate the benefit to be obtained from a rebate relative to the future effort
required to redeem a rebate offer.12 In other words, it seems that many consumers
engage in a form of self-deception when purchasing rebated merchandise. They
find rebate offers attractive and on that basis decide to purchase particular brands.
Yet later on at home they are unwilling to commit the time and effort to send in the
rebate form, or simply forget to do so.

Are manufacturers exploiting consumers when offering rebates, or are con-
sumers to be blamed for their own inaction? This should make for interesting class
discussion.
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Rebate Fraud
Rebate fraud occurs by manufacturers, retailers, and consumers themselves.
Manufacturers commit fraud when promoting rebate offers but then failing to ful-
fill them when consumers submit rebate slips with accompanying proof of pur-
chase. Retailers sometimes advertise attractive rebates but then do not disclose (or
disclose only in fine print) that the rebates will not arrive for several months or
that the consumer must purchase another item to be eligible for the rebate. For
example, a retail advertisement may claim that a computer has a $400 rebate offer
but neglect to mention that the consumer must sign up for three years of Internet
service to receive it.13

It is not just marketers that engage in misleading or fraudulent rebating prac-
tices. Consumers undertake their own form of rebate-related fraud. There is, in fact,
a huge amount of fraud associated with bogus claims paid out to “professional”
rebaters. Fraud occurs when professionals acquire their own cash registers, gener-
ate phony cash-register receipts, and send them on to manufacturers to collect
refund checks without making the required product purchases. Other scam artists
use computers to design phony UPC symbols, which they mail to manufacturers as
evidence of purchases they actually have not made. Of course, these professionals
do not send in just single refund requests; rather, they submit requests under mul-
tiple names and then have refund checks mailed to different post office boxes.

Two promotions illustrate this fraudulent practice.14 One manufacturer ran a
$3 refund offer requiring submission of a UPC to be eligible for the refund. Three

The Use of Rebates by an 
Enterprising Realtor

Let’s suppose you just received your license to sell home real estate
and that you’re anxious to differentiate yourself from the literally
hundreds of other realtors against whom you will have to com-
pete. Frankly, in an old and highly marketing-oriented industry,
most competitive-advantage tricks already have
been discovered. One really has to be
enterprising to gain a leg up on your
counterparts in the industry who
want to make money just as badly
as you do.

However, Daniel Rubén Odio-Páez was
a bit more enterprising than other realtors operating
in the Virginia suburbs of Washington, DC. Having just 
received his realtor’s license and deciding to work for a very 
small agency rather than a large chain that would restrict his
latitude, Mr. Odio came up with the idea of offering rebates 
to his home-buying clients. He offered to give clients two-thirds 
of his own commission on the purchase of a new home, or 
one-third of his commission when purchasing an older home.
Exactly how much would Odio rebate to his clients? Assume a 
new home cost $500,000, Mr. Odio’s commission of 3 percent
would thus yield him $15,000 of which two-thirds ($10,000) would
be rebated to the home purchaser and one-third ($5,000) would
be his to retain.

You might be thinking, How could a realtor justify giving away
two-thirds of his commission? Odio explains it this way: “I’m happy
to make [a 1 percent commission] for two hours of my time.” This
is to say that this neophyte realtor estimated that in many instances
he would need to expend only a couple of hours helping his clients

negotiate
purchase agree-
ments with home sellers and 
participating in the final closing after the transaction 

had been consummated. His implicit decision
calculus was that by giving away two-

thirds of his commission in rebates
he could increase his business more
than threefold and thereby be

better off than if he were to retain
all 100 percent of the commission. Stated

differently, assuming an average new home selling
price of $500,000 in the Northern Virginia market, Odio would
receive $5,000 for each house sold after rebating $10,000 to
his clients. Had he sold the same house without giving away the
rebate, he would have received the full $15,000 commission.
Hence, he would have to sell exactly three homes with rebates to
equal selling one home without rebates. Mr. Odio’s calculus obvi-
ously led him to believe that rebates would increase his selling
business more than threefold compared to not offering rebates.

As a newbie in the industry, offering rebates gave him a
unique way to build his business and to gain tons of free publicity.
The potential downside of his rebating practice is that other real-
tors might be forced into offering their own rebates. A “rebate
war” would serve well the interests of home buyers but would
have devastating implications on realtors’ earnings. Mr. Odio obvi-
ously was betting that other realtors would not follow his lead.

SOURCE: Adapted from James R. Hagerty, “Young Realtor’s Brash Pitch: I Give
Rebates,” Wall Street Journal Online, July 6, 2004, http://online.wsj.com.

i m c  f o c u s

http://online.wsj.com


out of four refund requests had the same misprinted UPC number on them.
Investigators determined that Moneytalk, a former refunding magazine, had mis-
printed the product’s UPC number in one of its issues. In a second case, a manu-
facturer’s rebate forms were available in stores before its product reached store
shelves. Nonetheless, this did not deter 2,200 rebate requests from flowing in
immediately—all accompanied by bogus cash-register receipts and UPC numbers.

Postal authorities and marketers are taking aggressive efforts to curtail refund-
ing fraud. Many marketers are beginning to state on their refund and rebate forms
that they will not send checks to post office boxes. Others are stating that checks
will be mailed only to the return address listed on the envelope. Because orga-
nized refund redeemers use computers to generate mailing and return address
labels, manufacturers are further deterring fraud by stipulating on their refund
and rebate forms that printed mailing labels are prohibited.

Sweepstakes and Contests

Sweepstakes and contests are widely used forms of sales promotions. Though
sweepstakes, or sweeps, and contests differ in how they are executed, both offer
consumers the opportunity to win cash, merchandise, or travel prizes.

Sweepstakes
In a sweepstakes, winners are determined purely on the basis of chance. Accordingly,
proofs of purchase cannot be required as a condition for entry. A sweepstakes from
Nabisco is illustrative. In a promotion for various Nabisco brands (e.g., Fig
Newtons, Chips Ahoy, and Wheat Thins), consumers are encouraged to enter a
sweepstakes online at NabiscoWorld.com (http://www.nabiscoworld.com) and
register for the grand prize: a spa vacation for two in Honolulu. Durable good
marketers also employ sweepstakes promotions, as illustrated in Figure 19.4 for
the Buell motorcycle “Slay the Dragon II” sweep.

Sweepstakes represent a very popular promotional tool. Indeed, approximately
three-quarters of packaged-goods marketers use sweepstakes, and
nearly one-third of households participate in at least one sweepstakes
every year.15 Compared with many other sales promotion techniques,
sweepstakes are relatively inexpensive, simple to execute, and are able
to accomplish a variety of marketing objectives. In addition to reinforc-
ing a brand’s image and attracting attention to advertisements, well-
designed sweepstakes can promote increased brand distribution at
retail, augment sales-force enthusiasm, and reach specific groups
through a prize structure that is particularly appealing to consumers in
the group. Because sweeps require less effort from consumers and gen-
erate greater participation, brand managers much prefer this form of
promotion over contests.

The effectiveness and appeal of a sweepstakes is generally limited
if the sweepstakes is used alone. However, when tied in with advertis-
ing, point-of-purchase displays, and other promotional tools, sweep-
stakes can work effectively to produce significant results.

Contests
In a contest, the participant must act according to the rules of the con-
test and may or may not be required to submit proofs of purchase.
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Brand managers at Hershey’s Syrup created a contest that appealed to soccer
moms and their children. The contest simply required submission of an action
photo of a 6- to 17-year-old child or teen playing soccer along with an original store
receipt with the purchase price of a 24-ounce bottle of Hershey’s Syrup circled. This
promotion associated Hershey’s Syrup with the sport of soccer that is beloved by
millions of families and also encouraged brand purchasing so as to allow the con-
sumer to participate in the contest and thus become eligible to win any of numerous
prizes. A contest such as this fits with the brand’s wholesome image and matches
the interests of many consumers in its target market.

Contests sometimes require participants to do more than simply send in a
photo, as was the case with the contest for Hershey’s Syrup. For example, Dickies,
a manufacturer of work clothes, required entrants to nominate someone for the
“American Worker of the Year” award and to explain in 100 words or less their
reasons why the nominee deserves this recognition. A promotion for Sun-Maid
raisins required entrants to create an original recipe that used at least one-half cup
of raisins and could be prepared in 20 minutes or less. Pillsbury (maker of dessert
baking mixes and frostings) required entrants to explain in 50 words or less,
“What upcoming event would you like the Pillsbury Doughboy to help you cele-
brate and why?” Contests such as these typically include a coupon as part of the
offer to encourage brand purchase and stimulate greater consumer interaction
with the brand.

The makers of Motrin® IB ran an Extreme Makeover: Home Edition contest
whereby participants could win an extreme makeover of their homes valued at
$50,000 (Figure 19.5). The contest required participants to send a photo of their
homes and write an essay regarding why their homes were worthy of an extreme
makeover. This contest appropriately related Motrin to the successful TV program
Extreme Makeover: Home Edition in claiming that Motrin IB (Ibuprofen) is Home
Edition’s “partner in pain relief.”

Online Sweeps and Contests
Online promotional events are growing in importance. Most companies now
direct consumers to register online to participate in a sweepstakes or contest.
Online sweeps and contests (along with online games) appeal to consumers and
also further the interest of brands by creating awareness, building consumer inter-
action with the brand, and enabling the expansion of a brand’s opt-in e-mail data-
base. You can go to the Web sites of some of your favorite brands and see that
almost every one offers some form of online sweeps, contest, or game.

Continuity Promotions

Promotions sometimes reward consumers’ repeat purchasing of a particular
brand by awarding points leading to reduced prices or free merchandise. It is
obvious from this description why continuity promotions also are referred to as
loyalty or point programs. Frequent-flyer programs by airlines and frequent-guest
programs by hotels represent one form of loyalty program. Flyers and hotel guests
accumulate points that can be redeemed eventually for free flights and lodging.
These programs encourage consumers to stick with a particular airline or hotel to
accumulate requisite numbers of points as quickly as possible. Renaissance
Hotels, for example, provided 1,000 bonus miles per stay plus three extra miles for
every U.S. dollar spent. These points were added to hotel guests frequent-flyer
point totals with designated airlines.
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In a novel application of a loyalty program, Medicis Pharmaceutical—
maker of Restylane, an antiwrinkle skin filler product that costs between
$500 and $750 per treatment—introduced a program to encourage
women to get injections every six months, which is the time period
after which the effects of the product wear off. With each subsequent
appointment, the consumer accumulates gifts that grow in value with
every follow-up injection—worth $375 after the fourth follow-up injec-
tion. This program obviously is designed to encourage repeat business.
Many first-time users of cosmetic-enhancement products get injections
of products such as Restylane or Botox on impulse, but then do not
return for follow-up treatments. Medicis Pharmaceutical has designs
of encouraging repeat business with this interesting program.16

Pfizer, maker of erectile dysfunction product Viagra, introduced
the Value Card loyalty program whereby users after every six prescrip-
tions of Viagra are filled receive the seventh free. The marketing direc-
tor for Viagra explained the program as a way of building long-term
relations with customers.17

In general, continuity programs reward consumers for purchasing
a particular brand repeatedly. The program need not be based on point
accumulation and instead may simply require a certain number of pur-
chases to be eligible for prizes. For example, Budget Rent A Car ran a

continuity promotion whereby renters received free Bollé ski goggles with five car
rentals from Budget.

Consumers who are already loyal to a brand that offers a point program or
other continuity plan are rewarded for what they would have done anyway—
namely, buy a preferred brand on a regular basis. In such a case, a point program
does not encourage repeat purchasing; it does, however, serve to cement a relation
with the consumer that is strong already. On the other hand, point programs can
encourage consumers whose loyalty is divided among several brands to purchase
more frequently the brand that awards promotion points or rewards repeat pur-
chases in some other fashion. This is perhaps where continuity programs have the
greatest value.

Overlay and Tie-In Promotions

Discussion to this point has concentrated on individual sales promotions. In prac-
tice, promotions often are used in combination to accomplish objectives that could
not be achieved by using a single promotional tool. Furthermore, these tech-
niques, individually or in conjunction with one another, are used oftentimes to
promote simultaneously two or more brands either from the same company or
from different firms.

The simultaneous use of two or more sales promotion techniques is called an over-
lay, or combination, program. The simultaneous promotion of multiple brands in a single
promotional effort is called a tie-in, or group, promotion. In other words, overlay
refers to the use of multiple promotional tools, whereas tie-in refers to the promo-
tion of multiple brands from the same or different companies. Overlay programs
and tie-ins often are used together, as the following sections illustrate.

Overlay Programs
Media clutter, as noted repeatedly in past chapters, is an ever-present problem facing
marketers. When used individually, promotion tools (particularly coupons) may
never be noticed by consumers. A combination of tools, such as the use of a coupon
offer with another promotional device, increases the likelihood that consumers will
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attend to a promotional message and process the promotion offer. In
addition, the joint use of several techniques in a well-coordinated pro-
motional program equips the sales force with a strong sales program and
provides the trade with an attractive incentive to purchase in larger
quantities (in anticipation of enhanced consumer response) and to
increase display activity. Nearly all the illustrative figures used previ-
ously in the chapter have overlaid a coupon with a refund, sweepstakes,
contest, or other promotional offer.

Tie-In Promotions
Growing numbers of companies use tie-ins (group promotions) to gener-
ate increased sales, to stimulate trade and consumer interest, and to gain
optimal use of their promotional budgets. Tie-in promotions are cost-
effective because the cost is shared among multiple brands. Two or more
brands, either from the same company (intracompany tie-ins) or from dif-
ferent companies (intercompany tie-ins) are involved in a tie-in. For
example, Figure 19.6 illustrates a tie-in promotion between Orville
Redenbacher’s popcorn and 7-Up soft drinks. Tie-in relationships
between complementary brands from different companies are being used
with increasing regularity. For example, a freestanding insert showed a
breakfast plate of Black Label bacon (from Hormel) and Grands! biscuits (from
Pillsbury). The FSI (see Figure 19.7) included coupons for each brand. These com-
panies shared the cost of producing and distributing this FSI offer.

Implementation Problems
Tie-in promotions are capable of accomplishing useful objectives, but not without
potential problems. Promotion lead time—the amount of time required to plan
and execute a promotion—is lengthened because two or more entities have to
coordinate their separate promotional schedules. Furthermore, creative conflicts
and convoluted messages may result from each partner trying to receive primary
attention for its product or service.

To reduce problems as much as possible and to accomplish objectives, it is
important that: (1) the profiles of each partner’s customers be similar with regard
to pertinent demographic or other consumption-influencing characteris-
tics; (2) the partners’ images should reinforce each other (e.g., Hormel
and Pillsbury both are well-known brands with images of consistently
high quality); and (3) the partners must be willing to cooperate rather
than imposing their own interests to the detriment of the other partner’s
welfare.

Retailer Promotions

Discussion to this point has focused on manufacturer promotions that
are directed at consumers. Retailers also design promotions for their
present and prospective customers. These retailer-inspired promotions
are created for purposes of increasing store traffic, offering shoppers
attractive price discounts or other deals, and building customer loyalty.

Retail Coupons
Couponing is a favorite promotion among many retailers in the grocery,
drug, and mass-merchandise areas of business. Some grocery retailers
hold special “coupon days” when they redeem manufacturer coupons at
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double or even triple their face value. For example, a grocery store on
a “triple-coupon day” would deduct $1.50 from the consumer’s bill
when he or she submits a manufacturer’s coupon with a face value of
50 cents. Retailers typically limit their double- or triple-discount offers
to manufacturer coupons having face values of 99 cents or less.

Frequent-Shopper Programs
A number of retailers offer their customers frequent-shopper cards
that entitle shoppers to discounts on select items purchased on any
particular shopping occasion. For example, in a Wednesday advertis-
ing flyer, one grocery retailer offered its cardholders savings such as
$2.99 on the purchase of two Mrs. Paul’s fish fillets, $1.25 when buying
two cans of Minute Maid juice, and $1.70 with the purchase of
Freschetta pizza. Customers receive these savings on submitting their
frequent-shopper cards to checkout clerks, who scan the card number
and deduct savings from the shopper’s bill when discounted items are
scanned. These frequent-shopper cards encourage repeat purchasing
from a particular retail chain. Because they are designated with labels
such as “VIC” (very important customer), they also serve to elevate the
shopper’s sense of importance to a store. Finally, frequent-shopper

card programs provide retailers with valuable databases containing information
on shopper demographics and purchase habits.

In another form of loyalty program, some retailers provide customers with plas-
tic cards that are presented to clerks for automatic scanning with every purchase
made from that particular store. For example, Dick’s Sporting Goods is a retail chain
that specializes, as the name suggests, in a wide variety of sporting goods products.
Dick’s has a “Score Card” program (see Figure 19.8) whereby customers submit
their cards with every purchase and accumulate points enabling discounts on sub-
sequent purchases. This is a perfect application of a loyalty, or rewards, program—
one in which earning points fits perfectly with the point-scoring athletic games
whose equipment and apparel is featured in this retail chain’s stores.

Special Price Deals
Many retailers use a variety of creative ways of reducing prices on a temporary
basis. For example, Goody’s—a regional discount apparel chain—runs a periodic
price-discounting promotion in which paper shopping bags are mailed out to
shoppers—paper bags of the sort that one sees in grocery stores. The bags are
printed with statements such as, “20% off everything you can stuff in this bag.”
The deal is offered on a one-day-only basis and then repeated again at different
times throughout the year. The value of a special-pricing program such as this is
that it creates excitement on the part of customers, while at the same time not
requiring blanket price reductions for all customers—just those who bring their
bags to the store on the designated date.

Samples and Premiums
Sampling is another form of retailer-based sales promotion that is in wide use.
Although many instances of store sampling represent joint programs between
stores and manufacturers, retailers are sampling their own store or private label
products increasingly. Club stores such as Costco are famous for providing a vari-
ety of food samples on any given purchase occasion. Such promotions serve to
increase sales of the sampled items and also possess an entertainment-type value
that enhances the shopping experience.

568 Part 5: Sales Promotion Management, Marketing-Oriented Public Relations, and Sponsorships

©
 Susan Van Etten

Figure 19.8

Illustration of a Retailer’s
Loyalty-Card Program



Stores also offer premiums to encourage purchases of select items. For example,
Lowe’s Companies, a major retail chain in the home-improvement industry, part-
nered with Omaha Steaks, a supplier of premium meat products, with the objective
of increasing sales of gas grills priced at more than $150. The giveaway of steaks
and burgers increased Lowe’s grill sales by 35 percent in participating stores.

Evaluating Sales Promotion Ideas

It should be apparent by this point that numerous alternatives are available to
manufacturers and retailers when planning sales promotions. There also are a
variety of objectives that effective promotion programs are able to achieve. The
combination of numerous alternatives and diverse objectives leads to a staggering
array of possibilities. A systematic procedure for selecting the type of sales promo-
tion is therefore essential. The following sections outline procedures for apprais-
ing potential promotions during the idea stage and then, after they have run, for
evaluating their effectiveness.

A Procedure for Evaluating Promotion Ideas
The following straightforward, three-step procedure directs a brand manager in
determining which promotion ideas and approaches have the best chance of
succeeding.18

Step 1: Identify the Objectives
The most basic yet important step toward successful consumer-oriented promo-
tions is the clear identification of the specific objective(s) that is (are) to be accom-
plished. Objectives should be specified as they relate both to the trade and to
ultimate consumers; for example, objectives may be to generate trial, to load con-
sumers, to preempt competition, to increase display space, and so on.

In this first step, the promotional planner must commit the objectives to writ-
ing and state them specifically and in measurable terms. For example, “to increase
sales” is too general. In comparison, the objective “to increase display space by 25
percent over the comparable period last year” is specific and measurable.

Step 2: Achieve Agreement
Everyone involved in a brand’s marketing must agree with the objectives devel-
oped. Failure to achieve agreement on objectives results in various decision mak-
ers (such as the advertising, sales, and brand managers) pushing for different
programs because they have different goals in mind. Also, in line with the follow-
ing step, a promotion program can more easily be evaluated in terms of a specific
objective than can a vague generalization.

Step 3: Evaluate the Idea
With specific objectives established and agreement achieved, the following five-
point evaluation system can be used to rate alternative sales promotion ideas:

1. Is the idea a good one? Every idea should be evaluated against the promo-
tion’s objectives. For example, if increasing product trial is the objective, a
sample or a coupon would be rated favorably, whereas a sweepstakes
would flunk this initial evaluation.

2. Will the promotion idea appeal to the target market? A contest, for example,
might have great appeal to children but for certain adult groups have
disastrous results. In general, remember that the target market repre-
sents the benchmark against which all proposals should be judged.
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3. Is the idea unique, or is the competition doing something similar? The prospects of
receiving interest from both the trade and the consumers depend on develop-
ing promotions that are not ordinary. Creativity is every bit as important to the
success of promotions as it is with advertising.

4. Is the promotion presented clearly so that the intended market will notice, comprehend,
and respond positively to the promotion? Sales promotion planners should start
with one fundamental premise: most consumers are unwilling to spend much
time and effort figuring out how a promotion works. It is critical to a promo-
tion’s success that instructions be user-friendly. Let consumers know quickly
and clearly what the offer is and how to respond to it.

5. Is the proposed idea cost-effective? This requires an evaluation of whether the pro-
posed promotion will achieve the intended objectives at an affordable cost.
Sophisticated promotion planners cost out alternative programs and know in
advance the likely bottom-line payoff from a promotion.

Postmortem Analysis
The previous section described a general procedure for evaluating proposed pro-
motion ideas while they are in the planning stage, before actual implementation. It
would be useful to also have a way of evaluating a promotional program after it
has been implemented. Such evaluation would be useful for future planning pur-
poses, especially if the evaluation becomes part of brand management’s “institu-
tional memory” rather than discarded shortly after the evaluation is completed. A
seasoned practitioner in the promotion industry has proposed judging completed
promotion programs in terms of five characteristics: expense, efficiency, execution
ease, equity enhancement, and effectiveness.19

Expense
A promotion program’s expense is the sum of the direct outlays invested in the
promotion. Typical cost elements include the expense to create the promotion,
costs to advertise it, and payouts for coupons redeemed, refunds paid, game
prizes awarded, and so on.

Efficiency
Efficiency represents a promotion’s cost per unit moved. The efficiency metric is cal-
culated simply by dividing the total cost of the completed promotion by the total
units sold during the promotional period.

Execution Ease
This represents the total time and effort that went into the planning and execution
of a promotion. Obviously, everything else held constant, promotions that require
less time and effort are preferred.

Equity Enhancement
This criterion cannot be measured objectively but involves a subjective assessment
of whether a promotion has enhanced a brand’s image or possibly even detracted
from it. A sweepstakes offer, for example, may serve to enhance a brand’s equity
by associating it with, say, a prestigious grand prize. A self-liquidating premium
may accomplish the same goal. Comparatively, a game may be inappropriate for
some brands by virtue of appearing tacky. As always, the evaluation depends on
the brand positioning and target-market situation.
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Effectiveness
A promotion’s effectiveness can best be assessed by determining the total units of
the promoted item that were sold during the promotional period.

Combining the Individual Factors
Having evaluated a completed promotion program along the five “E” dimensions
just noted, it would be helpful if the individual evaluations could be combined into
a single score. This can be done simply enough by using a straightforward model
that weights each of the five factors in importance and then summates the products
of each factor’s score by its weight. A model such as the following could be used:

Program j’s Score = 
5

(E i j x Wi)�
i = 1

where,
Program j = A just-completed promotional program (one of many potential

promotional programs that have been run and subsequently
evaluated).

Eij = Evaluation of the jth promotional program on the ith evaluation
factor (i.e., the efficiency factor, the executional ease factor, etc.).

Wi = Weight, or relative importance, of the ith factor in determining
promotion success. (Note that the weight component is sub-
scripted just with an i, and not also a j, because the weights
are constant across program evaluations. Comparatively,
evaluations of the individual factors, Eij, require a j subscript
to reflect the likelihood of varying evaluations across different
promotional programs.)

Table 19.2 illustrates this straightforward model.20 Consider a company that
has run three promotional programs during a particular year. On completion,
each program was evaluated with respect to the five evaluative criteria (expense,
efficiency, etc.) on 10-point scales, with 1 indicating poor performance and
10 reflecting an excellent execution on each evaluative criterion. Notice also in
Table 19.2 that the five criteria have been weighted as follows: Expense =
.2, Efficiency = .1, Execution Ease = .1, Equity Enhancement = .3, and Effectiveness
= .3. These weights sum to 1 and reflect the relative importance to this particular
brand manager of the five factors. (Relative importance of these factors will obvi-
ously vary across different brands, depending on each brand’s image, the com-
pany’s financial standing, and so on.)

Given this particular set of weights and evaluations, it can be concluded that
program 1 was the least successful of the three promotions, whereas program
3 was the most successful. These evaluations can thus be archived for reference by
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Evaluation of Three Completed
Promotional Programs

Execution Equity
Expense Efficiency Ease Enhancement Effectiveness

Program j Weight = .2 Weight = .1 Weight = .1 Weight = .3 Weight = .3 Total Score

Program 1 7 6 7 5 9 6.9
Program 2 9 8 8 7 8 7.9
Program 3 8 9 8 10 9 9.0



future brand managers. Eventually, norms can be established for specifying the
average effectiveness level achieved by different types of promotions (samples,
coupon programs, rebates, etc.).

Of course, Table 19.2 is purely illustrative. However, in actual promotion situ-
ations it is possible for brand managers to formally evaluate promotions, pro-
vided that the procedure for evaluating each criterion is clearly articulated,
systematically implemented, and consistently applied (as best as possible) to
all promotions that are appraised. The point to be appreciated is that the model
on which Table 19.2 is based is suggestive of how promotional programs can be
evaluated.

Intelligent brand managers must develop their own models to accommodate
their brand’s specific needs, but the point to be emphasized is that this can be
accomplished with the application of thought and effort. The alternative to having
a formalized evaluation system, such as the one proposed here, is simply to run
promotion events and then never to evaluate their success. Can you imagine as
a student what it would be like to take courses but never to receive grades, never
to be evaluated? How would you know how well you have done? How would
your institution know whether grading standards have changed over the
years? Like it or not, evaluation is essential. Good business practice requires it.
The issue is not whether to evaluate promotions but how to do it in a valid and
reliable manner.

Summary

This chapter focused on consumer-oriented promotions other than sampling and
couponing. Specific topics addressed include the use of product premiums, price-
off promotions, bonus packs, games, rebates and refunds, continuity programs,
and sweepstakes and contests.

The discussion of premiums included the various forms of premium offers:
free-with-purchase premiums; mail-in offers; in-, on-, and near-pack premiums;
self-liquidating offers; and phone cards as a special form of premium. Also
described were the specific conditions necessary to execute a successful premium
promotion.

Price-off promotions, which typically entail a reduction ranging from 10 to 25
percent of a brand’s regular price, were described as a form of sales promotion
that provides consumers with an immediate reward and serves marketers by
encouraging repeat purchasing. The Federal Trade Commission’s specific regula-
tions regarding price-off promotions were presented.

Bonus packs provide consumers with extra quantities of a promoted brand for
free (e.g., 25 percent more than the regular size). This form of promotion repre-
sents an immediate reward for consumers and serves to encourage repeat pur-
chasing by rewarding consumers for their loyalty to a brand.

Games are frequently used as a means of increasing consumer enthusiasm and
involvement with a brand, and in so doing perform a repeat-purchasing function
by providing consumers with an instant reward. The implementation of games is
fraught with the potential for snafus, so brand managers and their promotion
agencies must exercise caution when using this form of promotion.
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Rebate and refund programs are used by CPG and durable-goods companies
as a means of offering consumers a cash discount—but, of course, only if they go
to the effort of redeeming the rebate offer. Marketers are fond of rebates because
they provide an alternative to the use of coupons and stimulate consumer pur-
chase behavior. Rebate offers can reinforce brand loyalty, provide the sales force
with something to talk about, and enable the manufacturer to flag the package
with a potentially attractive deal. Because most consumers never redeem rebates,
this form of promotion is referred to as a phantom discount. Consumers, in a sense,
self-deceive themselves in buying a brand to take advantage of the rebate offer but
then do not undertake the necessary effort to redeem the rebate within the period
allotted by the brand marketer.

Both sweepstakes and contests offer consumers the opportunity to win cash,
merchandise, or travel prizes. Unlike other forms of sales promotions, sweeps and
contests serve primarily image-enhancement purposes rather than generating
trial usage or encouraging repeat-purchase behavior. Where sweeps require no
effort on the part of the consumer other than mere entry via mail or more fre-
quently online, contests necessitate that the consumer write an essay or perform
another function. Sweeps generate much higher responses from consumers than
contests and thus are preferred.

Continuity promotions are used by many marketers to encourage brand loy-
alty and repeat-purchase behavior. These include the ubiquitous frequent-flyer
programs offered by airlines, frequent-guest offerings from hotels, and many
variants of these well-known programs. For example, the erectile dysfunction
product, Viagra, offered its purchasers a free seventh prescription after six
purchases.

Overlay and tie-in promotions involve the use of two or more sales promotion
techniques in combination with one another (an overlay, or combination, pro-
gram) or the simultaneous promotion of multiple brands in a single promotional
effort (a tie-in, or group, promotion). Both types of joint promotions are widely
used as a means of spreading promotional dollars among multiple brands or com-
panies and achieving greater impact from every promotional offering.

The chapter concluded by discussing various forms of retailer-driven pro-
motions and procedures for testing promotions, whether undertaken by manu-
facturers or retailers. First discussed was a three-step procedure for testing
promotion ideas prior to their implementation; then described was a method for
conducting a postmortem analysis of completed promotions. This latter analysis
involves evaluating what can be referred to as the five “E” factors related to pro-
motion success: expense, efficiency, execution ease, equity enhancement, and
effectiveness.

Discussion Questions
1. Present a position on the following statement (voiced by a student who read a

previous edition of this textbook): “I can’t understand why in Table 19.1 mail-
in premiums are positioned as accomplishing just a trial-impact function. It
would seem that this form of promotion also accomplishes repeat-purchasing
objectives.”
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2. Your company markets hot dogs, bologna, and other processed meats. You
wish to offer a self-liquidating premium that would cost consumers approxi-
mately $25, would require five proofs of purchase, and would be appropri-
ately themed to your product category during the summer months. Your
primary market segment consists of families with school-age children crossing
all socioeconomic strata. Suggest two premium items and justify your choices.

3. What is the purpose of the Federal Trade Commission price-off regulations?
4. Compare bonus packs and price-off deals in terms of consumer impact.
5. How can sales promotion reinforce a brand’s image? Is this a major objective

of sales promotion?
6. Compare sweepstakes, contests, and games in terms of how they function and

their relative effectiveness.
7. Your company markets antifreeze. Sales to consumers take place in a very

short period, primarily September through December. You want to tie in a pro-
motion between your brand and the brand of another company that would
bring more visibility to your brand and encourage retailers to provide more
shelf space. Recommend a partner for this tie-in promotion and justify the
choice.

8. Have you participated in online promotions, and, if so, what has been your
experience? Considering just a single online promotion that you participated
in and considering yourself representative of the brand’s target market, do
you think the promotion accomplished its objective?

9. What are your thoughts regarding the future of online promotions?
10. Visit a local grocery store and identify five instances of sales promotions.

Describe each promotion and comment on the objectives that promotion was
intended to accomplish for the sponsoring brand or for the retailer.

11. Have you ever participated in some form of loyalty program? What has been
your experience? For example, do you think the program served to increase
your repeat business with the sponsoring brand?
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were invented by a company named Storm Products,

Inc., located in Utah. Because bowling balls are made

from shaped urethane, the technology of scenting is

quite simple: just add scents to the chemical mix prior

to shaping the bowling balls. Storm Products’ first

scented ball was grape. Now each of this company’s

many varieties of scented balls has its own unique

name: the X Factor Ace (wintergreen), the Atomic

Charge (cranberry), Fear Factor (plum), Eraser Banshee

(piña colada), and so on.

Storm Products’

scented bowling

balls cost $150 to

$250 and are said

to have a soothing

effect on bowlers. In fact,

some users of these balls believe that the particular

smell of their scented ball enables them to relax when

approaching the lane, and enhances their concentra-

tion. There is a scientific explanation for this. In a nut-

shell, olfaction, the sense of smell, is known to be

related to people’s memories, their felt emotions, and

their mood states. You undoubtedly remember certain

smells that are attached to pleasant or unpleasant

memories of your past. These memories are so vivid that

upon contact with the particular scent your mind races

back to a situation, an event, or a person with which

you associate the scent. Some smells put you in a

positive mood, because you associate the smells with

pleasant circumstances or perhaps with a much-cherished

person. Other smells may place you in a negative mood

CHAPTER 20

Marketing-Oriented Public Relations
and Sponsorships

Bowling alleys are places where many people rarely if

ever visit, because they frankly don’t find these venues

very appealing. Rented shoes, used bowling balls,

lingering tobacco smoke, and the smell of stale beer

are just some of the unforgettable images people asso-

ciate with bowling alleys. This perhaps explains why

there are fewer than three million bowlers in the United

States, only about half as many as there were less than

a generation ago.

One aspect of bowling alleys is

about to change. The Wall

Street Journal, in a

March 2005 article

discussed, of all things,

a new product line of

scented bowling balls.1 The

following day a similar article appeared in my local

newspaper. “What’s going on?”, I thought. “Why

would these multiple articles about scented bowling

balls be appearing simultaneously in the news media?” I

went online and googled “scented bowling balls.” My

query received nearly 1,500 hits. Apparently, the idea of

a scented bowling ball had caught the imagination of a

lot of journalists. Stories about this specialty line of

bowling balls were being aired and printed around the

country. Millions of people were learning about this

new product very quickly, some of whom undoubtedly

would seek additional information and possibly

contemplate immediate purchases.

In the event that scented bowling balls are news to

you, let me provide a few details. These bowling balls

Marcom Challenge: The Smell of
Bowling Alleys—Beer, Smoke, Musty Shoes, 

and Scented Bowling Balls



C H A P T E R  O B J E C T I V E S

1
Appreciate the nature and role 

of marketing public relations (MPR).

2
Understand the differences between 

proactive and reactive MPR.

3
Understand the types of commercial rumors 

and how to control them.

4
Be aware of event sponsorships and 

how to select appropriate events.

5
Recognize the nature and role 
of cause-oriented marketing.
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due to their association in your memory with unpleasant

situations. Of course, a bowler selecting a particular scent

for his or her ball likely would choose one that is associ-

ated with past positive experiences and memories. Hence,

as the bowler steps up to the lane and raises the ball

close to his or her nose in preparation of rolling it down

the alley, it is possible that the scent of his or her ball

unconsciously activates something in the brain that serves

to elevate the bowler’s mood and perhaps calm the

nerves.

But what, you may be wondering, do scented

bowling balls have to do with the topic of this chapter.

Read on; an explanation will be offered in short order.



Overview

This chapter explores the multiple roles performed by the public relations aspect
of an integrated marketing communications program. Also examined are the
related topics of event sponsorship and cause-related marketing as part of the
more general practice known as sponsorship marketing. These growing aspects of
IMC are conceptually aligned with public relations and in some organizations are
administratively treated as part of the public relations department.

Public relations, or PR, is an organizational activity involved with fostering
goodwill between a company and its various publics. PR efforts are aimed at var-
ious corporate constituencies, including employees, suppliers, stockholders, gov-
ernments, the public, labor groups, citizen action groups, and consumers. As just
described, PR involves relations with all of an organization’s relevant publics. In
other words, most PR activities do not involve marketing per se but rather deal
with general management concerns. This more encompassing aspect of public
relations can be called general PR.

Our concern in this chapter is only with the narrow aspect of public relations
involving an organization’s interactions with consumers. The marketing-oriented
aspect of public relations is called marketing public relations, or MPR for short.2

Though general PR historically played a relatively minor marcom role, MPR is
performing an increasingly important function. Whereas advertising messages are
paid for by identified sponsors and are regarded by consumers as direct attempts
to influence their attitudes and behaviors, MPR messages come across not as
advertisements but as unbiased reports from journalists. An MPR message in
comparison with an advertisement assumes a mantle of credibility. MPR messages
also are considerably less expensive than advertisements because the airtime or
newspaper space is provided free of charge by the newspaper, magazine, radio, or
television station that prints or airs the message. Hence, for the dual reasons of
high credibility and low expense, MPR messages (and thus the PR departments
that produce them) have achieved a more prominent position in firms’ IMC
efforts. MPR performs a particularly important role in new-product introductions
and in overall brand-building efforts.

Is It Time to Say Goodbye to Advertising? 
Probably Not!
The role that PR, or MPR, should play in a firm’s marcom program has been a
matter of no small debate over the years. Most marcom practitioners and brand
managers have historically believed that MPR’s role is specialized and limited.
Some critics contend that MPR is too difficult to control and measure. However, a
provocative book titled The Fall of Advertising & the Rise of PR has challenged pre-
vailing beliefs and argued for an expanded role for PR.3 The book’s authors—a
father and daughter team, Al and Laura Ries—contend that public relations and
its major tool, publicity, represent the most important instrument in the mar-
keter’s tool bag. Their thesis is that new products can be introduced with little if
any advertising and, instead, that a brand’s marketing communicators can get the
job done with creative and powerful public relations. They use as anecdotal evi-
dence the success of well-known brands such as eBay, PlayStation, Starbucks, The
Body Shop, Palm, and BlackBerry—all of which were introduced without large
advertising budgets and focused instead on publicity and word-of-mouth buzz.

Let us return to scented bowling balls (please read the Marcom Challenge if you
haven’t already). Do you think that Storm Products needed to heavily advertise
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these balls in order to achieve success? Probably not. Getting publicity releases
published and aired around the country served to inform millions of people about
this unique and fun new product. In brand equity terms, publicity would have cre-
ated high levels of product awareness and piqued bowlers’ interest in scented
bowling balls. Then, those early purchasers of scented balls would have further
spread the word via the buzz accompanying something as strangely original as a
scented bowling ball. (It would really be worthwhile for you to return to Chapter 7
for a brief review of the section on creating buzz.) With reference to buzz creation in
Chapter 7, the discussion about designing products to be unique or visible under
“Igniting Explosive Self-Generating Demand” should make it clear that scented
bowling balls are both highly unique and highly visible (“smellable”). Hence, news
about this product would have spread rapidly once the media started talking about
it and initial product adopters began showing off their scented bowling balls. MPR
accomplished the awareness-building job and piqued prospective purchasers’
interest. Advertising would have been relatively unnecessary.

But let’s fast-forward a short time, say, six months, after the barrage of initial
publicity. How now will the product’s uniqueness remain on the minds of poten-
tial purchasers? Why would prospective purchasers have a compelling reason to
purchase Storm’s brand of scented bowling balls rather than competitive brands
introduced later, especially if these brands have a lower price point? Surely, the
news media would have little interest in telling additional stories about scented
bowling balls—that would be yesterday’s news. Returning to the book (The Fall of
Advertising & the Rise of PR), Ries and Ries have a point when stating that PR (or
what we’re calling MPR), is invaluable for introducing new products.

However, two very important qualifications to the Ries and Ries claim must be
acknowledged: First, all new products cannot, contrary to their omnibus claim,
rely on publicity for successful introductions. Considering that most new prod-
ucts are not high in uniqueness or visibility, the news media are not interested in
presenting free publicity for these mundane products. Only a small subset of
products (such as scented bowling balls) captures the imagination of the media.
Hence, widespread publicity simply is not an option for ordinary products.
Marketing communicators therefore must create the news themselves, and that
means investing in advertising to create brand awareness and build positive
brand images. In short, brand-equity creation via MPR is restricted to that subset
of truly unique products and brands.

Second, even for those truly unique new products that can benefit from MPR,
it is only a matter of time before free publicity no longer is available. At that point,
the brand-equity-maintenance responsibility falls squarely on advertising’s shoul-
ders. After the newsworthiness wears off, advertising is absolutely necessary to
maintain brand interest.

Marketing public relations, or MPR, can be extremely effective and substan-
tially less costly than advertising, but it is not a panacea. My best advice is that
marketing practitioners should not default to advertising as the marcom tool of
first choice. Instead, public relations should be first considered insofar as it is a
cheaper, more credible, and potentially more impactful means of accomplishing
marcom objectives. However, and it’s a critical however, one should not be blind to
the fact that publicity simply cannot be generated for products that are mundane.
That being the case, brand managers must turn to advertising as the tool of second
resort. If you are introducing scented bowling balls, you can obtain a lot of free
impressions from the media. MPR is great in this case; go for it! If you are introduc-
ing, say, a new line of unscented bowling alley floor wax (boring!), don’t kid your-
self—the media likely will be unwilling to devote space or airtime to this product,
so advertising and personal selling will be needed to build brand awareness.

Let us turn now to a deeper exploration of MPR.
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The MPR Aspect of 
General Public Relations

Marketing-oriented public relations, MPR, is an increasingly important compo-
nent in companies’ marcom programs. A recent survey of senior marketing man-
agers determined that MPR registers very high for purposes of increasing brand
awareness, providing credibility, reaching purchase influencers, and educating
consumers.4

MPR can be further delineated as involving both proactive and reactive initia-
tives. Proactive MPR is a tool for communicating a brand’s merits and is used typ-
ically in conjunction with other marcom tools such as advertising and promotions.
Dictated by a company’s marketing objectives, proactive MPR is offensively
rather than defensively oriented and opportunity seeking rather than problem
solving.

Reactive MPR, by comparison, describes the conduct of public relations in
response to outside influences. It is undertaken as a result of external pressures
and challenges brought by competitive actions, shifts in consumer attitudes,
changes in government policy, or other external influences. Reactive MPR deals
most often with influences having negative consequences for an organization.
Reactive MPR attempts to repair a company’s reputation, prevent market erosion,
and regain lost sales.

Proactive MPR
The major role of proactive MPR is in the area of product introductions or product
revisions. Proactive MPR is integrated with other IMC tools to give a product
additional exposure, newsworthiness, and credibility. This last factor, credibility,
largely accounts for the effectiveness of proactive MPR. Whereas advertising is
oftentimes suspect—because we question advertisers’ motives, knowing they
have a personal stake in influencing us—product announcements by a newspaper
editor or television broadcaster are notably more believable. Consumers are less
likely to question the motivation underlying an editorial-type endorsement.

Publicity is the major tool of proactive MPR. Like advertising, the fundamental
purposes of marketing-oriented publicity are to enhance a brand’s equity in a
twofold manner: (1) facilitating brand awareness and (2) augmenting brand image
by forging in customers’ minds strong and favorable associations with the brand.
Three widely used forms of publicity are product releases, executive-statement
releases, and feature articles.

Product releases announce new products, provide relevant information about
product features and benefits, and inform interested listeners and readers how
additional information can be obtained. Product releases are often published in
the product section of trade magazines (i.e., publications that cater to specific
industries) and in general interest business publications such as BusinessWeek,
Forbes, Fortune, and the Wall Street Journal. Product releases also are reprinted in
the business or consumer news section of consumer magazines and in local,
national (e.g., USA Today), or international newspapers (e.g., the International
Herald Tribune).

Audiovisual product releases have gained wide usage in recent years. For
example, Hershey introduced its new Hershey’s Kisses with almonds by showing a
6-foot, 500-pound replica of a Hershey’s Kiss covered in gold sequins and foil being
dropped from a Times Square building in New York City, reminiscent of New Year’s
Eve. Hershey’s PR agency videotaped the event, distributed tapes to New York net-
works, and the same evening the event was seen on TV by millions of Americans.
For less than $100,000, Hershey’s new product received tremendous exposure.
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Executive-statement releases are news releases quoting chief executive offi-
cers and other corporate executives. Unlike a product release, which is restricted
to describing a new or modified product, an executive-statement release may
address a wide variety of issues relevant to a corporation’s publics, such as those
illustrated in the following list:

• Statements about industry developments and trends
• Forecasts of future sales
• Views on the economy
• Comments on research and development or market research findings
• Announcements of new marketing programs launched by the company
• Views on foreign competition or global developments
• Comments on environmental issues

Whereas product releases are typically published in the business and product
sections of newspapers and magazines, executive-statement releases are pub-
lished in the news section. This location carries with it a significant degree of
credibility. Note that any product release can be converted into an executive-
statement release by changing the way it is written.

Feature articles are detailed descriptions of products or other newsworthy
programs that are written by a PR firm for immediate publication or airing by
print or broadcast media or distribution via appropriate Internet sites.
Materials such as these are inexpensive to prepare, yet they can provide com-
panies with tremendous access to many potential customers—as was the
case with Storm Products’ scented bowling balls.

Many newspapers often publish feature articles about new products that are
of likely interest to the paper’s readers. For example, the “do it yourself” section of
a local newspaper recently published a product release for the Skil cordless screw-
driver. Although this release appeared to be written by a local columnist, to the
trained eye it obviously was a product release prepared by Skil’s PR agency and
likely was published in dozens, if not hundreds, of local newspapers. The opening
paragraph and an accompanying photo of the product immediately captured the
reader’s attention when stating, “Don’t be deceived by the size of Skil’s palm-
sized cordless screwdriver. The tool has a bigger punch than you’d expect.” Later
in the release the do-it-yourselfer’s interest was really piqued with the claim “But
here’s the real beauty of the tool: charge the battery, stick the screwdriver in a
drawer, and it will hold the charge for two years. So it’s ready to work whenever
you are.” It is easy to imagine that thousands of readers of this product release
searched for a Skil cordless screwdriver on their next trip to their favorite store
carrying products such as this.

Reactive MPR
Unanticipated marketplace developments can place an organization in a vulner-
able position that demands reactive MPR. In simple terms, bad things happen and
unanticipated events sometimes occur that require a public relations response. In
the sports realm, for example, the National Basketball Association suffered terrible
embarrassment after a melee broke out in a game between the Detroit Pistons and
the Indiana Pacers. Several players even went into the stands and exchanged blows
with fans. Major League Baseball in the same year, 2004, experienced the humiliat-
ing disclosure that some of the league’s most successful and celebrated players had
allegedly used steroids. Only time will tell whether the fortunes of these two major
U.S. sports organizations will suffer from these shameful episodes.

In the corporate domain, Firestone tires—made by Firestone, a U.S. subsidiary
of Japan’s Bridgestone Corporation—was the focus of negative publicity when
Ford Explorer SUVs fitted with Firestone tires experienced numerous rollover
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accidents. The particular tire in question was eventually recalled, but both
Firestone and the Explorer were subjected to intense public scrutiny and even
scorn. Vioxx, the arthritis and acute-pain medication made by the pharmaceutical
giant, Merck & Co., was withdrawn from worldwide distribution in late 2004 after
a scientific study revealed that patients taking Vioxx for 18 months or longer had
double the risk of suffering heart attacks or strokes compared to a control group
taking a placebo. With 2003 Vioxx sales of $2.5 billion, this withdrawal had signif-
icant financial implications for Merck, and the negative publicity surrounding
Merck’s failure to withdraw the product even sooner could have damaging long-
term implications for the Vioxx brand and for Merck overall.

In general, the most dramatic factors underlying the need for reactive MPR are
product defects and failures. Following are some illustrations of crises that have
received widespread media attention. The ordering is chronological and ranges
from an event occurring as far back as the early 1980s to those happening recently.

Product Tamperings: Tylenol and Sudafed
In 1982, seven people in the Chicago area died from cyanide poisoning after
ingesting Tylenol capsules. Many analysts predicted that Tylenol would never
regain its previously sizable market share. Some observers even questioned
whether Johnson & Johnson ever would be able to market anything under the
Tylenol name.

Johnson & Johnson’s handling of the Tylenol tragedy was nearly brilliant.
Rather than denying a problem existed, J&J acted swiftly by removing Tylenol
from retail shelves. Spokespersons appeared on television and cautioned con-
sumers not to ingest Tylenol capsules. A tamperproof package was designed, set-
ting a standard for other companies. As a final good-faith gesture, J&J offered
consumers free replacements for products they had disposed of in the aftermath
of the Chicago tragedy. Tylenol regained its market share shortly after this cam-
paign began.

In a tragic replay of the Tylenol case, two people in the state of Washington
died in 1991 after ingesting cyanide-laced Sudafed capsules. Following Tylenol’s
lead, Burroughs Wellcome Company, Sudafed’s maker, immediately withdrew the
product from store shelves, suspended advertising, established an 800-number
phone line for consumer inquiries, and offered a $100,000 reward for information
leading to the arrest of the product tamperer. Burrough Wellcome’s quick and
effective response reportedly resulted in only a brief sales slump for Sudafed.

The Perrier Case
Perrier was the leading brand of bottled water in the United States until 1990
when Source Perrier, the manufacturer, announced that traces of a toxic chemical,
benzene, had been found in some of its products. Perrier recalled 72 million
bottles from U.S. supermarkets and restaurants and subsequently withdrew the
product from distribution elsewhere in the world. The total cost of the global
recall was estimated to have exceeded $150 million. Perrier’s sales in the United
States declined by 40 percent, and Evian replaced it as the leading imported bot-
tled water. Perrier’s business has never fully recovered. For another case of defec-
tive bottled water, see the Global Focus description of Coca-Cola’s Dasani brand in
the United Kingdom.

The Pepsi Hoax
PepsiCo was the target of a hoax when a New Orleans man contacted the Cable
News Network (CNN) and alleged that he had found a syringe in a can of Diet
Pepsi. This was only the first of several reported contaminations from different
geographical areas. PepsiCo officials, knowing the reports were false and that the
Diet Pepsi bottling process was completely safe, reacted to the negative publicity
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by using the media. A video showing the bottling process of PepsiCo products
was released shortly after the initial news broke and was seen by an estimated 187
million viewers. It demonstrated the remote possibility that a foreign object, espe-
cially something as large as a syringe, could be inserted in cans in the less than one
second they are open for filling and capping. That same day, PepsiCo’s president
and chief executive officer appeared on ABC’s Nightline along with the commis-
sioner of the Food and Drug Administration (FDA). PepsiCo’s chief executive offi-
cer assured viewers that the Diet Pepsi can was 99.9 percent safe, and the FDA
commissioner warned consumers of the penalties for making false claims.

Two days later, the FDA commissioner noted at a news conference that “it is
simply not logical to conclude that a nationwide tampering has occurred” and that
the FDA was “unable to confirm even one case of tampering.” These statements
were later broadcast over national TV along with a video news release showing a
consumer inserting a syringe into a Diet Pepsi can. She had been caught by the
store’s surveillance camera. With this exposure, the crisis was essentially over.

PepsiCo ran nationwide newspaper advertisements to assuage any residual
consumer fears. The headlines to these full-page ads read, “Pepsi is pleased to
announce . . . nothing.” The ads proceeded to inform readers that “those stories
about Diet Pepsi were simply a hoax. Plain and simple, not true.” Although vol-
ume case sales dropped slightly during the period immediately following the
hoax, sales returned to normal in a matter of weeks.

Coke in Europe
An accident in a Coca-Cola bottling plant in Belgium in 1999 introduced some
tainted carbon dioxide into bottles of Coke, and European consumers, mostly in
Belgium, reported becoming ill after drinking the product. Coca-Cola’s initial
response was to deny that its product was at fault, which prompted a public out-
cry in reaction to this corporate denial and created feelings among consumers that
Coca-Cola officials did not care about their health and safety. Media throughout
Europe wrote articles asserting that Coca-Cola products had poisoned consumers.
Senior officers at Coca-Cola eventually got the message, and its PR people were

Unlike European  
brands of bottled water such 

as Evian and Perrier that come from mineral springs,
Coca-Cola’s Dasani brand is tap water that undergoes a rigid
filtering process to remove chlorine and mineral
particles. After these are removed, a
mineral mix is added to the purified
water to provide a fresh taste.
Although Dasani is a success in
North America, it was new to the
European continent as of 2004. Coca-
Cola chose the United Kingdom as the launch-
ing point for its planned European “invasion.” First off, the
brand received negative press from British tabloids, which harshly
criticized Coca-Cola for marketing filtered tap water rather than
the spring water that Europeans have grown to expect. This
negative press may have doomed the brand from the outset, but
the coup de grace came when Coke recalled Dasani after testing
revealed that its bottled water had excessive levels of a chemical
(bromate) that increases the risk of cancer after long-term

exposure. The problem apparently resulted from adding calcium
chloride to the water in compliance with the United Kingdom’s
regulation that all brands of bottled water contain calcium. Coke’s
batch of calcium chloride apparently contained unexpectedly high
levels of bromide, and excessive levels of bromide’s derivative,

bromate, formed during production.
This incident put a rapid halt

to Coke’s plans to market Dasani
globally. Although capable of
marketing a variety of smaller

brands in different countries,
the company had hoped to gain the

economies of scale that only a high-equity
brand can provide. In light of this contamination problem, some
observers believe Coke should drop Dasani in Europe and intro-
duce another brand in its stead.

SOURCES: Adapted from Chad Terhune and Deborah Ball, “Dasani Recall Hurts
Coke’s Bid to Boost Water Sales in EU,” Wall Street Journal Online, March 22,
2004, http://online.wsj.com; Chad Terhune, Betsy McKay, and Deborah Ball,
“Coke Table Dasani Plans in Europe,” Wall Street Journal Online, March 25, 2004,
http://online.wsj.com.
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put to work to offset the considerable damage to Coke’s brand equity and prof-
itability. Among other initiatives, the company hired thousands of Belgians to dis-
tribute coupons to grocery store shoppers for free 1.5-liter bottles. This incident
resulted in millions of dollars of lost revenue, much more than likely would have
been lost had the company responded more quickly and apologetically.5

Coke and Pepsi in India
As is well known, India is a huge country with a population exceeding one billion.
Though historically India has not been a huge market for soft drinks, the market
size is growing along with a rapidly increasing middle class. Coke and Pepsi, as
well as many other consumer-goods marketers, see India as having huge growth
potential. Unfortunately for Coke and Pepsi, an Indian environmental group
released a report in 2003 claiming that its laboratory tests revealed that pesticide
residues in various soft-drink brands bottled by Coke and Pepsi were at least 30
times higher than acceptable limits in Europe. Shortly after the report became
public, sales of these two major soft-drink brands fell by over 30 percent.6 Officials
at both companies denied that their pesticide-related standards are any different
in India than elsewhere. Nonetheless, India’s supreme court issued a ruling that
both Coke and Pepsi must provide warning labels on their soft-drink containers
that indicate the level of pesticide residue. In view of this publicity disaster, it will
be a major challenge for both companies to restore the trust Indian consumers had
in these high-equity brands.

Corporate Response and Crisis Management
As the previous examples illustrate, product crises and negative publicity can
hit a company at any time. The lesson to be learned is that quick and positive
responses to negative publicity are imperative. Negative publicity is something to
be dealt with head-on, not denied. When done effectively, reactive MPR can
virtually save a brand or a company. A corporate response immediately following
negative publicity can lessen the damage that will result, damage such as a
diminution in the public’s confidence in a company and its products or a major
loss in sales and profits.

And in the era of the Internet, a company’s brand image can be tar-
nished virtually immediately as the result of a product failure, defect,
contamination problem, or any other form of negative marketing-related
news. Consider the Firestone/Ford Explorer debacle that was men-
tioned previously. In the wake of news that its 15-inch tires fitted on
Ford Explorer SUVs were responsible, at least in part, for hundreds of
rollovers and more than 200 deaths, Bridgestone/Firestone issued a
massive recall. This was not the first major recall of Firestone tires; in fact,
nearly a quarter of a century earlier (in 1978) Firestone recalled hun-
dreds of thousands of faulty tires. The damage was relatively minimal in
that earlier time, however, perhaps because consumers were unaware of
the severity of the problem and due to the hiring of highly respected
actor Jimmy Stewart, who appeared in multiple TV commercials publi-
cizing the brand’s long history as a successful and trusted company.

Let’s now move the calendar forward to August 2000 and Bridge-
stone/Firestone’s recall of 6.5 million Firestone tires in that year. News-
papers, network television, and other media constantly reported one
rollover accident after another. Officials at Ford denied that that com-
pany was at fault and placed the blame squarely on the shoulders of
Bridgestone/Firestone. Consumer groups such as the Tire Action
Group immediately had a presence on the Internet, and people in chat
rooms routinely discussed the Ford Explorer’s rollover accidents and
the potential fault of Firestone’s tires.
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With the near-viral proliferation of information made possible via the Internet, it
is difficult for companies to control the spread of negative information. According
to some observers, the Internet magnifies consumer concerns, thus making it espe-
cially difficult to manage bad publicity in the Internet age. Although Bridgestone/
Firestone was incredibly slow to respond to the negative publicity being dissemi-
nated, Ford realized the power of the Internet and created a banner ad that it
placed on about 200 Web sites with the potential of reaching millions of people.
The ad invited viewers to click through to Ford’s recall site, which included infor-
mation about the specific tire models included in the recall, the tire models that
were appropriate for replacement, and locations of authorized replacement deal-
ers. The site also provided press releases from Ford and a statement from the com-
pany’s chief executive officer claiming that Ford does not take lightly its
customers’ safety and trust.

Whereas Bridgestone/Firestone was slow to react to the negative publicity, Ford
adroitly took advantage of the speed and impact of the Internet to offset negative
publicity directed toward it. Perhaps the Ford Explorer was itself not free of blame
for the numerous rollover accidents, but due in large part to Ford’s PR efforts, the
general public placed the blame almost exclusively on Firestone. A consultancy firm
reported that Firestone’s score on a reputation index had plummeted by an amount
never before registered in its research on company and brand reputations.7

Just as Ford used the Internet to its advantage in offsetting bad publicity about
Firestone tires and the Explorer’s rollover accidents, other company’s faced with
negative publicity must also avail themselves of the power of this medium. One
observer has compared the spread of negative product news via the Internet as
equivalent to “reverse viral marketing.”8 To offset this “virus,” companies can use
the Internet to convey their own news in hopes of partially offsetting the negative
information about their brands. This is especially important in the present era of
great skepticism where consumers have grown increasingly cynical of corporations
due to the shenanigans of companies such as Adelphia, Enron, Tyco, WorldCom,
and others.

It is important to note, however, that not all consumers are equally swayed by
negative publicity about a brand or company. In particular, consumers who hold
more positive evaluations of a company are more likely to challenge negative pub-
licity about that company and thus are less likely to experience diminished evalu-
ations following negative publicity. On the other hand, those who are less loyal
are especially susceptible to the adverse effects of negative publicity.9

The Special Case of Rumors and Urban Legends
You have heard them and probably helped spread them since you were a child in
elementary school. They are often vicious and malicious. Sometimes they are just
comical. Almost always they are false. We are talking about rumors and urban leg-
ends. As a technical aside, urban legends and rumors capture slightly different
phenomena. Whereas urban legends are a form of rumor, they go beyond rumor
by transmitting a story involving the use of irony; that is, urban legends convey
subtle messages that are in contradiction of what is literally expressed in the story
context.10 As a case in point, consider the “Gucci Kangaroo” legend:

Have you heard about the American tourists who were driving in the outback of Australia?
They had been drinking, and it seems that their car hit a kangaroo. Thinking the kangaroo
to be dead, the tourists decided to take a gag photograph. They hastily propped the kangaroo
up against a fence and dressed it in the driver’s Gucci jacket. They proceeded to take photo-
graphs of the well-dressed marsupial. Well, it seems that the kangaroo had merely been
stunned rather than dead. All of a sudden he revived and jumped away wearing the man’s
jacket, which also contained the driver’s license, money, and airline ticket.11
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Technical distinction noted, we need not get hung up differentiating between
the more general case of rumors and the specific instance of urban legends.
Hereafter we will refer simply to rumors in a sense that encompasses urban leg-
ends. It further is noteworthy that our interest involves only those rumors that
involve products, brands, stores, or other objects of marketing practice.12 A variety
of Internet Web sites focus on rumors and urban legends, and many of these refer
to products, technological developments, and even specific brands. For a review
of many types of urban legends, go to Urban Legends Reference Pages (http://
www.snopes.com) and see legends related to business and specific products such
as automobiles and computers.

Commercial rumors are widely circulated but unverified propositions about a
product, brand, company, store, or other commercial target.13 Rumors are probably
the most difficult problem faced by public relations personnel. What makes
rumors so troublesome is that they spread like wildfire and almost always state or
imply something very undesirable, and possibly repulsive, about the target of the
rumor.14 For example, the rumor spread quickly around the United States that
because Mountain Dew is colored with a dye (Yellow 5), drinking the product
lowers a man’s sperm count. Though untrue, this urban legend influenced teen-
ager’s soft-drink consumption behavior, with some actually consuming more
Mountain Dew than normal as a means of birth control and others consuming less
for fear that later in life they would not be able to have children.15

Consider also the case of the persistent rumor and urban legend that for years
surrounded Procter & Gamble (P&G). The rumor involved P&G’s famous man-in-
the-moon logo, which was claimed to be a symbol of the devil. According to the
rumormongers, when the stars in the old logo were connected, the number 666 (a
symbol of the Antichrist) was formed. Also, the curls in the man-in-the-moon’s
beard also supposedly formed 666 when held up to a mirror.

Although nonsensical, this rumor spread throughout the Midwest and South.
P&G eventually decided to drop the old logo and change to a new one. The new
logo retains the 13 stars, which represent the original U.S. colonies, but eliminates
the curly hairs in the beard that appeared to form the number 666.

Following are some other rumors and urban legends you may have heard at
one time or another. Many of these are from the past and none are true, but all
have been widely circulated:

• McDonald’s Corporation makes sizable donations to the Church of Satan.
• Wendy’s hamburgers contain something other than beef, namely red worms.

(Other versions of this rumor have substituted McDonald’s or Burger King as
the target.)

• Pop Rocks (a carbonated candy made by General Foods) explode in your
stomach when mixed with soda.

• Bubble Yum chewing gum contains spider eggs.
• A woman while shopping in a Kmart store was bitten by a poisonous snake

when trying on a coat imported from Taiwan.
• A boy and his date stopped at a Kentucky Fried Chicken (KFC) restaurant on

their way to a movie. Later the girl became violently ill, and the boy rushed
her to the hospital. The examining physician said the girl appeared to have
been poisoned. The boy went to the car and retrieved an oddly shaped half-
eaten piece from the KFC bucket. The physician recognized it to be the remains
of a rat. It was determined that the girl died from consuming a fatal amount of
strychnine from the rat’s body.16

• In what is referred to as the “Gerber Myth,” thousands of consumers sent let-
ters to a post office box in Minneapolis following a rumor circulating on the
Internet (as well as in church bulletins and day-care centers) that Gerber, a
baby food company, was giving away $500 savings bonds as part of a lawsuit
settlement. Complying with the rumor’s advice, parents mailed copies of their
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child’s birth certificate and Social Security card to the Minneapolis address.
For a period of time, the post office box received daily between 10,000 and
12,000 pieces of Gerber Myth mail.

The preceding examples illustrate two basic types of commercial rumors: con-
spiracy and contamination.17 Conspiracy rumors involve supposed company poli-
cies or practices that are threatening or ideologically undesirable to consumers. For
example, a conspiracy rumor circulated in New Orleans claiming that the founder
of the Popeyes restaurant chain, Al Copeland, supported a reprehensible politician
known to have Ku Klux Klan and Nazi connections. Copeland immediately called
a press conference, vehemently denied any connections with the politician, and
offered a $25,000 reward for information leading to the source of the rumor. This
swift response squashed the rumor before it gained momentum.18

Another example of a conspiracy rumor involved the little-known Brooklyn
Bottling Corporation. This company introduced an inexpensive line of soft drinks
under the name Tropical Fantasy. Tropical Fantasy quickly gained sales momen-
tum and was heading toward becoming the top-selling brand in small grocery
stores in many northeastern markets. But then rumor peddlers went to work.
Leaflets started appearing in low-income neighborhoods warning consumers
away from Tropical Fantasy and claiming that the brand was manufactured by the
Ku Klux Klan and contained stimulants that would sterilize African-American
men. Angry Tropical Fantasy drinkers threatened distributors with baseball bats
and threw bottles at delivery trucks. Some stores stopped accepting shipments.
Sales of Tropical Fantasy plummeted.19 One can only wonder whether an employee
of a competitive brand may have started this malicious rumor.

Contamination rumors deal with undesirable or harmful product or store fea-
tures. For example, a rumor started in Reno, Nevada, that the Mexican imported
beer Corona was contaminated with urine. A beer distributor in Reno who han-
dled Heineken, a competitive brand, actually had initiated the rumor. Corona
sales fell by 80 percent in some markets. The rumor was hushed when an out-of-
court settlement against the Reno distributor required a public statement declar-
ing that Corona was not contaminated.

What Is the Best Way to Handle a Rumor?
When confronted with a rumor, some companies believe that doing nothing is the
best way to handle it. This cautious approach is apparently based on the fear that
an antirumor campaign will call attention to the rumor itself. An expert on rumors
claims that rumors are like fires, and, like fires, time is the worst enemy. His advice
is to not merely hope that a rumor will simmer down but to combat it swiftly and
decisively to put it out!20 An antirumor media campaign needs to be launched as
quickly as possible.

An antirumor campaign would minimally involve the following activities:
(1) deciding on the specific points in the rumor that need to be refuted; (2) empha-
sizing that the conspiracy or contamination rumor is untrue and unfair; (3) pick-
ing appropriate media and vehicles for delivering the antirumor message; and
(4) selecting a credible spokesperson (such as a scientist, a government official as
in the case of the Pepsi hoax described previously, a civic leader, or a respected
theologian) to deliver the message on the company’s behalf.21

Sponsorship Marketing

Sponsorships represent a rapidly growing aspect of marketing communications,
and are considered by most marketing executives as an important marketing tool;
indeed, more than two-thirds of chief marketing officers who responded to a
recent survey indicated that event sponsorship is a vital marketing function.22
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Sponsorships involve investments in events or causes for the pur-
pose of achieving various corporate objectives, especially ones
related to enhancing brand equity and augmenting sales. The fol-
lowing definition captures the practice of sponsorship marketing:

[S]ponsorship involves two main activities: (1) an exchange between a
sponsor [such as a brand] and a sponsee [such as a sporting event] whereby
the latter receives a fee and the former obtains the right to associate itself
with the activity sponsored and (2) the marketing of the association by the
sponsor. Both activities are necessary if the sponsorship fee is to be a mean-
ingful investment.23

Event sponsorships range from supporting athletic events (such
as golf and tennis tournaments, college football bowl games, the
Olympics, extreme sports such as snowboarding, and soccer) to
underwriting rock concerts and supporting festivals and fairs.
Cause-oriented sponsorships typically involve supporting causes
deemed to be of interest to some facet of society, such as environ-
mental protection and wildlife preservation.

At least five factors account for the growth in sponsorships:24

1. By attaching their names to special events and causes, companies
are able to avoid the clutter inherent in advertising media. For
example, Visa USA sponsors the Triple Crown of horse racing
consisting of the Kentucky Derby, the Preakness Stakes, and the 

Belmont Stakes. Visa’s vice president of marketing justified this choice on
grounds that horse racing is an uncluttered area, thus allowing Visa to receive
primary attention from consumers. It is noteworthy, however, that some exten-
sively sponsored events such as the National Association for Stock Car Auto
Racing (NASCAR), have become highly cluttered.

2. Sponsorships help companies respond to consumers’ changing media habits.
For example, with the decline in network-television viewing, sponsorships
offer a potentially effective and cost-efficient way to reach customers.

3. Sponsorships help companies gain the approval of various constituencies,
including stockholders, employees, and society at large.

4. Relationships forged between a brand and a sponsored event can serve to
enhance a brand’s equity, both by increasing consumers’ awareness of the
brand and by enhancing its image.25

5. The sponsorship of special events and causes enables marketers to target their
communications and promotional efforts to specific geographic regions or
to specific demographic and lifestyle groups. For example, Columbia Sports-
wear Company was one of the sponsors of the 2005 Albuquerque International
Balloon Fiesta. This event attracts thousands of photographers and other
enthusiasts and is thus an ideal venue for creating a strong, positive link with
Columbia Sportswear.

Now that we have provided an overview of the general features of sponsor-
ship marketing, the following sections detail the practice of event and cause-
oriented sponsorships, respectively.

Event Sponsorships
Though relatively small compared to the two major components of the marcom
mix—that is, advertising and promotions—expenditures on event sponsorship
are increasing. Worldwide, brand marketers are estimated to spend around $50
billion on event sponsorships in 2006.26 U.S. marketers alone will spend more than
$10 billion on events in that same year.27 Well over half of this amount goes toward

588 Part 5: Sales Promotion Management, Marketing-Oriented Public Relations, and Sponsorships

© Associated Press/AP



sponsoring various sporting events such as motor sports (e.g., NASCAR), golf and
tennis, professional sports leagues and teams, and the Olympics.28 Companies also
sponsor entertainment events and tours, festivals and fairs, the arts, and cultural
institutions.

Thousands of companies invest in some form of event sponsorship, which is
defined as a form of brand promotion that ties a brand to a meaningful athletic,
entertainment, cultural, social, or other type of high-interest public activity. Event
marketing is distinct from advertising, promotion, point-of-purchase merchandis-
ing, or public relations, but it generally incorporates elements from all these com-
munications tools.

Selecting Sponsorship Events
Marketers sponsor events for purposes of developing relationships with con-
sumers, enhancing brand equity, and strengthening ties with the trade. Successful
event sponsorships require a meaningful fit among the brand, the event, and the
target market. Budget Rent A Car, for example, oriented much of its marketing
communications efforts toward women, who are the key decision makers on car
rentals, both as business and leisure travelers and as coordinators of company
travel. Accordingly, Budget became a major sponsor of women’s professional
sports leagues such as the Ladies Professional Golf Association and the Women’s
Tennis Association.

What specific factors should a company consider when selecting an event?
The following points identify the key issues to consider when evaluating whether
an event represents a suitable association for a brand:29

1. Image matchup—Is the event consistent with the brand image, and will it bene-
fit the image? The Coleman Company, a maker of grills and other outdoor
equipment, sponsors NASCAR races, fishing tournaments, and country-music
festivals. All these events appropriately match Coleman’s image and also rep-
resent appropriate venues for its target customers. Unionbay, a jeans and
sportswear brand, along with soft-drink brand Mountain Dew and snowboard
maker Burton, sponsored the U.S. Open Snowboarding Championships. It
would seem that this event matches perfectly the images of all three brands.

2. Target audience fit—Does the event offer a strong likelihood of reaching the
desired target audience? Wal-Mart stores and General Mills’ Hamburger
Helper brand are two of the sponsors of fishing competitions, which might
seem like a limited event for these brands to sponsor until it is pointed out that
there are more than 50 million Americans who are active fishermen (and
women).30 The Old Navy chain of retail clothing stores has sponsored Major
League Soccer. The demographics of Old Navy’s typical customer match well
the characteristics of consumers who both participate in soccer and view it live
or on television. H. J. Heinz Company’s frozen pizza-topped snack, Bagel Bites,
has sponsored ESPN’s winter and summer X Games (X stands for extreme
sports) in an appeal to teenagers. This event is just behind the Olympic Games
in its appeal to 6- to 17-year-olds. Professional bull riding holds a tour that vis-
its more than 70 cities annually. Cowboys from Australia, Brazil, Canada, and
the United States compete on the bull-riding tour, and millions of TV viewers
and event attendees are loyal followers. Sponsoring companies’ products that
match well with the demographic and lifestyle profiles of bull-riding enthusiasts
include Anheuser-Busch Bud Light, Carhartt work clothing, DeWalt tools, Jack
Daniel’s whiskey, Wrangler jeans, and Dickies line of work and casual clothing.

3. Sponsor misidentification—Is this event one that the competition has previously
sponsored, and therefore is there a risk of being perceived as “me-too-istic”
and confusing the target audience as to the sponsor’s identity? Sponsor
misidentification is not a trivial issue. For example, Coca-Cola paid $250 mil-
lion to be the official soft drink of the National Football League (NFL) for a

Chapter 20: Marketing-Oriented Public Relations and Sponsorships 589



five-year period. After sponsoring the NFL for several years, a general survey
(not about Coca-Cola per se) asked football fans to name brands that sponsor
the NFL. Thirty-five percent of the respondents named Coke as an NFL spon-
sor. Unfortunately (for Coca-Cola), another 34 percent falsely identified Pepsi-
Cola as a sponsor!31

4. Clutter—As with most every marcom communications medium, an event
sponsor typically competes for signage and attention from every other com-
pany that sponsors the event. It obviously makes little sense to sponsor an
event unless live participants and television viewers are likely to notice your
brand and associate it with the event that it is paying to sponsor. NASCAR, for
example, attracts a large number of sponsors due to the extraordinary growth
rate in fan interest. However, recognizing the problem with sponsorship clut-
ter, one observer noted that unless a brand is a prime NASCAR sponsor it eas-
ily “can get lost on the bumper.”32

5. Complement other marcom elements—Does the event complement existing spon-
sorships and fit with other marcom programs for the brand? Many brands
sponsor multiple events. In the spirit of integrated marketing communica-
tions, it is important that these events “speak with a single voice.” (If the
notion of speaking with a single voice is unclear, please refer back to the IMC
discussion in Chapter 1.)

6. Economic viability—This last point raises the all-important issue about budget
constraints. Companies that sponsor events must support the sponsorships
with adequate advertising, point-of-purchase materials, and publicity.33 One
professional in the sponsorship arena uses the rule of thumb that two to three
times the cost of a sponsorship must be spent in properly supporting it and
offers the following advice:

A sponsorship is an opportunity to spend money. But like a car without gasoline, sponsor-
ship without sufficient funds to maximize it goes nowhere. Therein lies the biggest secret to
successfully leveraging sponsorship: It’s not worth spending money for rights fees unless
you are prepared to properly support it.34

Creating Customized Events
Some firms develop their own events rather than sponsoring existing events. For
example, managers of the Kibbles ’n Bits brand of dog food developed the “Do
Your Bit for Kibbles and Bits” tour that covered 33 U.S. cities during a three-month
period. The event involved having consumers in each of these cities enter their
dogs into a competition to determine which dog would be picked for the brand’s
next TV commercial based on the quality of tricks the dog would perform to
receive Kibbles ’n Bits food. More than 11,000 people attended the event, and 2,500
dogs were entered into the competition. The Kibbles ’n Bits brand gained any-
where from one to four share points in key markets during this event.35

In general, there are two major reasons that brand managers choose to cus-
tomize their own events rather than sponsor events conducted by another organi-
zation. First, having a customized event provides a brand total control over the
event. This eliminates externally imposed timing demands or other constraints
and also removes the problem of clutter from too many other sponsors. Also, the
customized event is developed to match perfectly the brand’s target audience and
to maximize the opportunity to enhance the brand’s image and sales. A second
reason for the customization trend is that there is a good chance that a specially
designed event is more effective but less costly than a preexisting event.

It would be simplistic to conclude that brand managers or higher-level mar-
keting executives should eschew sponsoring well-known and prestigious events.
Sponsoring the Olympics or another major sporting or entertainment event can
greatly enhance a brand’s image and boost sales volume. Indeed, successfully
achieving a strong link with an event that is highly valued means that the event’s
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stature may transfer at least in some small part to the sponsoring brand. However,
achieving such an outcome requires that a strong, durable, and positive link be
established between the sponsoring brand and the event. All too often individual
brands are swamped by larger and better-known sponsoring brands and no solid
or durable link is formed. This being the case, it is doubtful that the sponsorship
represents a good return on investment.36

Ambushing Events
In addition to increased customization, a number of companies engage in what is
called ambush marketing, or simply ambushing. Ambushing takes place when com-
panies that are not official sponsors of an event undertake marketing efforts to
convey the impression that they are.37 For example, research following a past sum-
mer Olympics in Atlanta determined that 72 percent of respondents to a survey
identified Visa as an official sponsor of the Olympic Games and that 54 percent
named American Express as a sponsor. As a matter of fact, Visa paid $40 million to
sponsor the Olympics, whereas American Express simply advertised heavily dur-
ing the telecast of the Olympics.38

One may question whether it is ethical to ambush a competitor’s sponsorship
of an event, but a counterargument can easily be made that ambushing is simply a
financially prudent way of offsetting a competitor’s effort to obtain an advantage
over your company or brand. (The ethical aspects of ambushing would make for
interesting class discussion.)

Measuring Success
Whether participating as an official sponsor of an event, customizing your own
event, or ambushing a competitor’s sponsorship, the results from all these efforts
must be measured to determine effectiveness. As always, accountability is the key.
Sponsorships cannot be justified unless there is proof that brand equity and finan-
cial objectives are being achieved. Many critics have claimed that sponsorship
arrangements often involve little more than managerial ego trips—that is, key
executives sponsor high-profile events as a means of meeting famous athletes or
entertainers and gaining great tickets and luxurious accommodations. Whether
this cynical perspective is correct is beyond this text to resolve, but the point to be
emphasized is that a brand’s welfare cannot be compromised by executive caprice.

As always, measuring whether an event has been successful requires, first,
that the brand marketer specify the objective(s) that the sponsorship is intended to
accomplish. Second, to measure results, there has to be a baseline against which to
compare some outcome measure. This baseline is typically a premeasure of brand
awareness, brand associations, or attitudes prior to sponsoring an event. Third, it
is necessary to measure the same variable (awareness, associations, etc.) after the
event to determine whether there has been a positive change from the baseline
premeasure.

The metrics used to measure sponsorship effectiveness are typically straight-
forward. The measure most frequently used by companies is a simple head count
of how many people attended an event.39 The total cost of the event is then divided
by the number of attendees to obtain a measure of efficiency; this measure is
useful for comparison against the per-capita costs of other sponsorships. Other
frequently used measures include tracking sales volume following an event,
determining how many hits to the brand’s Web site occurred postevent, and
counting the number of samples or coupons that were distributed.

Cause-Related Marketing
A relatively minor but important aspect of overall sponsorships, cause-related
marketing involves an amalgam of public relations, sales promotion, and corporate
philanthropy. As of 2004, American marketers spent $1 billion on cause-related
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marketing.40 Cause-related marketing (CRM) entails alliances that companies
form with nonprofit organizations to promote their mutual interests. Companies
wish to enhance their brands’ images and sales, whereas nonprofit partners obtain
additional funding by aligning their causes with corporate sponsors. Though
CRM was initiated in the United States in the early 1980s, companies throughout
the world have become active participants in supporting causes.

There are several varieties of cause-related practices, but the most common
form of CRM arrangement involves a company contributing to a designated cause
every time the customer undertakes some action that supports the company and
its brands. The company’s contribution is, in other words, contingent on the cus-
tomer performing a behavior (such as buying a product or redeeming a coupon)
that benefits the firm. Obviously, firms aligning themselves with particular causes
do so partially with philanthropic intentions but also with interest in enhancing
their brands’ images and, frankly, selling more products, preferably at higher
prices. As always, whether cause-related alignments accomplish these goals
depends very much on the specifics of the situation—in this case, the nature of the
product involved and the magnitude of the contribution offered.41

The following examples illustrate how cause-related marketing operates.

• Whirlpool Corporation’s KitchenAid division has been a supporter of the
Susan G. Komen Breast Cancer Foundation. In a unique program, Whirlpool
donated $50 to the foundation for every purchase of a pink mixer (pink being
the symbol for breast cancer awareness) that was purchased via the company’s
Web site or a toll-free telephone number. The $50 donation represented a gen-
erous 17 percent of the revenue Whirlpool obtained for this special-colored
mixer priced at $289.99.

• General Mills’ Yoplait brand yogurt also supports the Susan G. Komen Breast
Cancer Foundation. In its Save Lids to Save Lives promotion, Yoplait made a
10-cent contribution to the Komen Foundation for every lid that consumers
mailed back to the company (see Figure 20.1).

• In another breast cancer CRM program, Lee Jeans conducted Lee National
Denim Day. Individuals were urged to wear jeans to work on one particular day
in October and to donate $5 to the Susan G. Komen Breast Cancer Foundation.

• The IMC Focus on page 594 provides a more detailed description of another
program that is aligned with the Susan G. Komen Breast Cancer Foundation,
namely, Georgia-Pacific’s Quilts of Inspiration program.

• In support of the Share Our Strength program that is dedicated to
reducing hunger and poverty, Tyson Foods donated more than
12 million pounds of chicken and other food products. For every
package purchased, Tyson donated a pound of chicken, beef, or pork
to the Share Our Strength program—up to three million pounds (see
Figure 20.2).

• The Campbell Soup Company has for more than a quarter century
sponsored the Labels for Education program, which helps schools
obtain classroom supplies by asking families to collect labels from
various Campbell’s brands. Since the program began, Campbell has
contributed items worth at least $100 million to schools and organi-
zations in exchange for the millions of labels submitted.

• For each Heinz baby food label mailed in by consumers, H. J. Heinz
Company contributed 6 cents to a hospital near the consumer’s
home.

• Nabisco Brands donated $1 to the Juvenile Diabetes Research
Foundation for each certificate that was redeemed with a Ritz-brand
proof of purchase.

• Hershey donated 25 cents to local children’s hospitals for each
Hershey coupon redeemed.
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• Reynolds Metals Company, a maker of aluminum foil and other food packag-
ing products, contributed 5 cents to local Meals on Wheels programs every
time any of three Reynolds brands was purchased.

• Domino’s Pizza teamed with Easter Seals in an ambitious CRM effort. Twenty-
eight million Domino’s Pizza box tops offered customers a coupon worth up
to $10 toward the purchase of the electronic game called SimCity 3000. When
redeeming coupons, consumers were required to send in $5 donations to
Easter Seals.

The Benefits of CRM
Cause-related marketing is corporate philanthropy based on profit-motivated giv-
ing. In addition to helping worthy causes, corporations satisfy their own tactical
and strategic objectives when undertaking cause-related efforts. By supporting a
deserving cause, a company can (1) enhance its corporate or brand image,
(2) thwart negative publicity, (3) generate incremental sales, (4) increase brand
awareness, (5) broaden its customer base, (6) reach new market segments, and
(7) increase a brand’s retail merchandising activity.42

Research reveals that consumers have favorable attitudes toward cause-
related marketing efforts. According to the 2004 Cone Corporate Citizenship
Study, the vast majority of Americans (72 percent) think it is acceptable for com-
panies to involve a cause in their marketing. Moreover, an even larger proportion
of respondents to this survey (86 percent) indicated that they would be likely to
switch from one brand to another of equal quality and price if the other brand
associates itself with a cause. This latter percentage takes on added significance
when noting that in 1993, the first year Cone conducted its Corporate Citizenship
Study, the percentage of consumers indicating they would switch brands to a
brand supporting a cause was only 66 percent.43

Georgia Pacific’s Quilts of Inspiration 
CRM Program

Georgia-Pacific, the maker of Quilted Northern Ultra bath tissue
(among many other products), wanted a strategic way to differen-
tiate itself from other brands that compete in this mundane product
category, where product functionality and price are typically the
primary purchase considerations. How, beyond appeals to pure
functionality or price, could this brand be looked upon
as different, in a positive way, than other
brands? For example, would it be
possible to create a positive
emotional response?

Enter a role for cause-related
marketing. The brand management
team for Quilted Northern made the strategic
decision to link the brand with the Susan G. Komen Breast
Cancer Foundation by using a CRM program along with other
marcom initiatives. During a six-month period in 2004, Georgia-
Pacific’s Quilts of Inspiration program teamed with a TV program,
The View, and conducted a sweepstakes promotion that invited
participants to submit quilt blocks containing inspirational mes-
sages for women affected by breast cancer. A total of 1,422 blocks
were submitted during the six-month period, including 71 from
celebrities. The quilt formed from these blocks was unveiled on

The View
and subsequently 
auctioned online to benefit the Komen Foundation.

For its part, Georgia-Pacific contributed 50 cents for every
Quilted Northern Ultra UPC that consumers mailed in. GP prom-

ised to donate up to $500,000 annually in its role to
fight breast cancer. Although the sales gain

certainly cannot be attributed exclu-
sively or even primarily to the CRM
program, the case volume for this
brand of bath tissue rose over 25

percent and increased its market share
by nearly a full share point. It would appear

that this campaign represents a classic win-win-win situation.
That is, the Komen Foundation benefited by receipts up to
$500,000; Georgia-Pacific gained by increasing sales and market
share; and consumers were rewarded by knowing they were con-
tributing to an important cause when submitting a UPC from the
purchase of Quilted Northern Ultra.

SOURCE: Adapted from Chuck Stogel, “G-P Rolls Out Pink Carpet for Breast Cancer
Effort,” Brandweek, March 7, 2005, R16.
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On the downside, about one-half of the sample in another study expressed
negative attitudes toward CRM; this negativity is due in large part to consumers’
cynicism about the sponsoring firm’s self-serving motive.44 Research has revealed
that brands may not benefit from CRM efforts if their support is perceived as hav-
ing an ulterior motive rather than authentic concern about the sponsored cause.45

Also, consumers are distrustful of CRM programs that are vague in terms of
exactly how much will be donated to the cause, and, in fact, the majority of CRM
offers are abstract and unclear about the amount of contribution (e.g., “a portion
of the proceeds will be donated”).46 In comparison with some ambiguous offers,
the illustrations of CRM programs are perfectly clear as to how much will be
donated. The illustrations are notable for their clarity and thus should earn con-
sumers’ respect rather than displeasure.

It’s a Matter of Fit
How should a company decide which cause to support? Although there are many
worthy causes, only a subset is relevant to the interests of any brand and its target
audience. Selecting an appropriate cause is a matter of fitting the brand to a cause
that is naturally related to the brand’s attributes, benefits, or image and also
relates closely to the target market’s interests. When there is a natural congruence
between the sponsor and the cause, the sponsoring brand benefits in terms of
being perceived as more socially responsible and is looked upon more favorably.47

The absence of a close fit can suggest to consumers that the brand is sponsoring a
cause merely for self-serving reasons. Campbell Soup Company’s Labels for
Education program beautifully matches the target audience of children and their
parents who consume Campbell’s branded products. In fact, the same can be said
of all of the illustrative examples of CRM programs provided previously.

Accountability
In the final analysis, brand marketers are obligated to show that their CRM efforts
yield sufficient return on investment or achieve other important, nonfinancial
objectives. Corporate philanthropy is wonderful, but cause-related marketing is
not needed for this purpose—companies can contribute to worthy causes without
tying the contribution to consumers’ buying a particular brand.48 However, when
employing a cause-related marketing effort, a company intends to accomplish
marketing goals (such as improved sales or enhanced image) rather than merely
exercising its philanthropic aspirations. Hence, a CRM effort should
be founded on specific objectives—just the same as any marcom
campaign. Research—such as a pre- and posttest, as described for
event sponsorships—is absolutely essential to determine whether a
CRM effort has achieved its objective and is thereby strategically
and financially accountable.

Colgate-Palmolive applied a straightforward formula in mea-
suring the effectiveness of one of its sponsorships in which the CRM
program was based on consumers redeeming FSI coupons. Using
scanner data, Colgate compared product sales in the three weeks
following a coupon drop with the average sales for the preceding
six months. The difference between these two sales figures was mul-
tiplied by the brand’s net profit margin, and the event’s cost on a
per-unit basis was subtracted to determine the incremental profit.49

This procedure has the virtue of being logically sound and easy to
implement.
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Summary

This chapter covered two major topics: marketing public relations and sponsor-
ship marketing. Public relations (PR) entails a variety of functions and activities
that are directed at fostering harmonious interactions with an organization’s
publics (customers, employees, stockholders, governments, and so forth). An
important distinction was made between general public relations (general PR),
which deals with overall managerial issues and problems (such as relations with
stockholders and employees), and marketing public relations (MPR). The chapter
focused on MPR.

MPR consists of proactive MPR and reactive MPR. Proactive MPR is an increas-
ingly important tool in addition to advertising and promotions for enhancing a
brand’s equity and market share. Proactive MPR is dictated by a company’s mar-
keting objectives. It seeks opportunities rather than solves problems. Reactive
MPR, on the other hand, responds to external pressures and typically deals with
changes that have negative consequences for an organization. Handling negative
publicity and rumors are two areas in which reactive PR is most needed.

The other major topic covered in this chapter was sponsorship marketing.
Sponsorships involve investments in events and causes to achieve various corpo-
rate objectives. Event marketing is a rapidly growing facet of marketing commu-
nications. Though small in comparison with advertising and other major
promotional elements, expenditures on event promotions are estimated to exceed
$10 billion in 2006. Event marketing is a form of brand promotion that ties a brand
to a meaningful athletic, cultural, social, or other type of high-interest public activ-
ity or entertainment. Event marketing is growing because it provides companies
with alternatives to the cluttered mass media, an ability to segment consumers on
a local or regional basis, and opportunities for reaching narrow lifestyle groups
whose consumption behavior can be tied to the event.

Cause-related marketing (CRM) is a relatively minor aspect of overall spon-
sorship but a practice that is growing in importance. Although there are several
varieties of CRM programs, the distinctive feature of the most common form of
CRM is that a company’s contribution to a designated cause is linked to customers
engaging in revenue-producing exchanges with the firm. Cause-related marketing
serves corporate interests while helping worthy causes. Well-conducted CRM pro-
grams represent a win-win-win situation for corporate sponsors, the causes that
are sponsored, and the consumers who engage in behaviors that generate funds
for a worthy cause.

Discussion Questions
1. Select a brand of your choice, preferably one that you really like and purchase

regularly. Assuming that this brand is not presently involved in a cause spon-
sorship, propose a nonprofit organization with which your chosen brand
might align itself. Also, devise a specific CRM program for this brand that
would enhance the brand’s sales volume and contribute to the cause.

2. Assume you are the owner of a restaurant in your college or university com-
munity. A rumor about your business has circulated claiming that your head
chef has AIDS. Your business is falling off. Explain precisely how you would
combat this rumor.

3. What are the advantages of publicity compared with advertising?
4. Some marketing practitioners consider publicity to be too difficult to control

and measure. Evaluate these criticisms.
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5. Some marketing people claim that any news about a brand, negative or posi-
tive, is good as long as it enables the brand to get noticed and encourages
people to talk about the brand. Do you agree that negative publicity is always
good? Under what conditions might it not be good?

6. Many homeowners perform a chore each spring (or even more often) that
involves refreshing the landscaping surrounding their homes by covering the
ground around plants and other ornamental vegetation with some form of
mulch. Over time the mulch either washes away or fades in color, thus requir-
ing periodic refreshment. In view of the aggravation and expense of this peri-
odic task, a long-term solution has been devised. In particular, companies are
now offering mulch made from recycled vehicle tires that is shaped and col-
ored to look like natural mulch. This unnatural mulch has the advantage of
lasting for up to 10 years because it doesn’t fade in the sun or wash or blow
away as easily as does natural mulch. On the other hand, the upfront expense
is about three times greater than when landscaping with natural mulch. All
said, how might you use proactive MPR to create some inexpensive brand
exposure and incremental sales for artificial mulch made from recycled tires?

7. Assume you are the director of your college or university’s athletic depart-
ment. A major story hits the news claiming that several of your athletes
received inappropriate assistance writing term papers. Supposing the story is
untrue (in other words, that this is nothing but a rumor), how would you
handle this negative publicity?

8. Faced with the rumor about Corona beer being contaminated with urine (see
the discussion earlier in the chapter), what course of action would you have
taken if the Heineken distributor in Reno had not been identified as starting
the rumor? In other words, if the source of the rumor were unknown, what
steps would you have taken?

9. Classify the various rumors presented in the text (e.g., P&G’s logo and
McDonald’s/Church of Satan connection) as either conspiracy or contamina-
tion rumors.

10. Describe two or three commercial rumors, or urban legends, other than those
mentioned in the chapter. Identify each as either a conspiracy or a contamina-
tion rumor. Describe how you think these rumors started and why people
apparently consider them newsworthy enough to pass along. (You might want
to locate an urban legend Internet site for ideas. See, for example, http://
www.snopes.com.)

11. Is ambushing unethical or just smart, hard-nosed marketing?
12. In 1999, the year after Mark McGwire had slugged a record-smashing 70 home

runs—a record broken three years later by Barry Bonds—the coffee chain
Starbucks contributed $5,000 to child-literacy causes for each home run
McGwire hit. Explain why this is or is not, in your opinion, a good CRM pro-
gram from Starbucks’ perspective.
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601

G L O S S A R Y

A
Achievers One of eight VALS segments of American adult con-

sumers. Motivated by the desire for achievement, Achievers
have goal-oriented lifestyles and a deep commitment to
career and family. See also Believers, Experiencers,
Innovators, Makers, Strivers, Survivors, and Thinkers.

Account-specific marketing A descriptive term that charac-
terizes promotional and advertising activity that a manu-
facturer customizes to specific retail accounts; also called
co-marketing.

Active synthesis The second stage of perceptual encoding,
active synthesis involves a more refined perception of a stim-
ulus than simply an examination of its basic features. The
context of the situation in which information is received
plays a major role in determining what is perceived and
interpreted.

Advertising strategy A plan of action guided by corporate and
marketing strategies which determine the following: how
much can be invested in advertising; at what markets adver-
tising efforts need to be directed; how advertising must be
coordinated with other marketing elements; and, to some
degree, how advertising is to be executed.

Affordability method An advertising budgeting method that
sets the budget by spending on advertising those funds that
remain after budgeting for everything else.

Ambushing An activity that takes place when companies that
are not official sponsors of an event undertake marketing
efforts to convey the impression that they are.

Attention A stage of information processing in which the con-
sumer focuses cognitive resources on and thinks about a mes-
sage to which he or she has been exposed.

Attractiveness An attribute that includes any number of virtu-
ous characteristics that receivers may perceive in an endorser.
The general concept of attractiveness consists of three related
ideas: similarity, familiarity, and liking.

Attributes In the means-end conceptualization of advertising
strategy, attributes are features or aspects of the advertised
product or brand.

Awareness class The first step in product adoption. Four
marketing-mix variables influence the awareness class:
samples, coupons, advertising, and product distribution.

B
Baby boom The birth of 75 million Americans between 1946 and

1964.
Believers One of eight VALS segments of American adult con-

sumers. Believers are motivated by ideals. They are conser-
vative, conventional people with concrete beliefs based on
traditional, established codes: family, religion, community,
and the nation. See also Achievers, Experiencers, Innovators,
Makers, Strivers, Survivors, and Thinkers.

Bill-back allowances A form of trade allowance in which retail-
ers receive allowances for featuring the manufacturer’s brand
in advertisements (bill-back ad allowances) or for providing
special displays (bill-back display allowances).

Bonus pack Is a form of sales promotion whereby extra quanti-
ties of the product are provided to consumers at the brand’s
regular price.

Brand Is a company’s particular offering of a product, service, or
other consumption object. Brands represent the focus of mar-
com efforts.

Brand image style A creative advertising style that involves psy-
chosocial rather than physical differentiation. The advertiser
attempts to develop an image for a brand by associating it
with symbols.

Buzz creation The systematic and organized effort to encourage
people to talk favorably about a particular item (a product,
service, or specific brand) and to recommend its usage to
others who are part of their social network.

C
Category management A system established by Procter &

Gamble whereby category managers who have direct profit
responsibility manage a company’s various product
categories.



Cause-related marketing (CRM) A relatively narrow aspect of
overall sponsorship which involves an amalgam of public
relations, sales promotion, and corporate philanthropy. The
distinctive feature of CRM is that a company’s contribution
to a designated cause is linked to customers’ engaging in
revenue-producing exchanges with the firm.

Cells 1 through 6 Sales promotions are classified into six
categories, or cells, based on the manufacturer’s objective
in using a promotion—whether generating trial purchasing,
encouraging repeat buying, or enhancing a brand’s image—
and the type of reward offered consumers (immediate or
delayed).

Click fraud When a competitor or other party clicks on a
sponsored link repeatedly in order to foul up advertising
effectiveness.

Commercial rumor A widely circulated but unverified proposi-
tion about a product, brand, company, store, or other com-
mercial target.

Comparative advertising The practice in which advertisers
directly or indirectly compare their products against com-
petitive offerings, typically claiming the promoted item is
superior in one or several important purchase considerations.
Comparative ads vary both with regard to the explicitness of
the comparisons and with respect to whether their target of
comparison is named or referred to in general terms.

Compatibility Is the degree to which an innovation is perceived
to fit into a person’s way of doing things; in general, a new
product/brand is more compatible to the extent that it
matches consumers’ needs, personal values, beliefs, and past
consumption practices.

Competitive parity method A budgeting method that sets the
advertising budget by basically following what competitors
are doing. Also called the match-competitors method.

Complexity The degree of perceived difficulty of an innovation.
The more difficult an innovation is to understand or use, the
slower the rate of adoption.

Comprehension The ability to understand and create meaning
out of stimuli and symbols.

Concretizing A marketing approach based on the idea that it is
easier for people to remember and retrieve tangible rather
than abstract information.

Consequences In the means-end conceptualization of advertis-
ing strategy, consequences represent the desirable or undesir-
able results from consuming a particular product or brand.

Conspicuity The ability of a sign to capture attention; those
signage characteristics that enable walkers or drivers and
their passengers to distinguish a sign from its surrounding
environment. This requires that a sign be of sufficient size
and the information on it be clear, concise, legible, and distin-
guishable from the competing signage.

Conspiracy rumors Unconfirmed statements that involve sup-
posed company policies or practices that are threatening or
ideologically undesirable to consumers.

Contact Potential message delivery channels capable of reaching
target customers and presenting the communicator’s brand
in a favorable light. Interchangeable term with touch point.

Contamination rumors Unconfirmed statements dealing with
undesirable or harmful product or store features.

Contest A form of consumer-oriented sales promotion in which
consumers have an opportunity to win cash, merchandise,

or travel prizes. Winners become eligible by solving the
specified contest problem.

Continuity A media planning consideration that involves how
advertising should be allocated during the course of an
advertising campaign.

Continuous advertising schedule In a continuous schedule, a
relatively equal number of ad dollars are invested in adver-
tising throughout the campaign.

Corporate advertising Advertising that focuses on specific
products or brands in a corporation’s overall image or on
economic/social issues relevant to the corporation’s interests.

Corporate image advertising A specific form of corporate adver-
tising that attempts to gain name recognition for a company,
establish goodwill for it and its products, or identify itself
with some meaningful and socially acceptable activity.

Corrective advertising Advertising based on the premise that
a firm that misleads consumers should have to use future
advertisements to rectify any deceptive impressions it has
created in consumers’ minds. Its purpose is to prevent a firm
from continuing to deceive consumers rather than to punish
the firm.

Coupon A promotional device that provides cents-off savings
to consumers upon redeeming the coupons.

CPM An abbreviation for cost per thousand, in which the M
represents the Roman numeral for 1,000. CPM is the cost of
reaching 1,000 people.

CPM-TM A refinement of CPM that measures the cost of reach-
ing 1,000 members of the target market, excluding those
people who fall outside of the target market.

Creative brief The work of copywriters is directed by this
framework, which is a document designed to inspire copy-
writers by channeling their creative efforts toward a solution
that will serve the interests of the client.

Customer lifetime value The net present value (NPV) of the
profit that a company stands to realize on the average new
customer during a given number of years.

D
Data mining Involves the process of searching databases to

extract information and discover potentially hidden but use-
ful facts about past, present, and prospective customers.

Deal Refers to any form of sales promotion that delivers a price
reduction to consumers. Retailer discounts, manufacturer
cents-off offers, and the ubiquitous coupon are the most
common forms of deals.

Diffusion process The process by which an innovation is com-
municated and adopted throughout the marketplace. In
contrast to the individual-level adoption process, it is the
process of spreading out; as time passes, a new product is
adopted by increasingly greater numbers of people.

Diverting Occurs when a manufacturer restricts a deal to a lim-
ited geographical area rather than making it available nation-
ally, which results in retailers buying abnormally large
quantities at the deal price and then selling off, at a small
profit margin, the excess quantities through brokers in other
geographical areas.

Dual-coding theory The idea that pictures are represented in
memory in verbal as well as visual form, whereas words are
less likely to have visual representations.
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E
EDLP(M) pricing This is a form of pricing whereby a manu-

facturer charges the same price for a particular brand day in
and day out. Rather than charging high-low prices (regular,
or “high,” prices for a period followed by off-invoice, or
“low,” prices for a shorter period), EDLP(M) involves charg-
ing the same price over an extended period.

Effective reach The idea that an advertising schedule is effective
only if it does not reach members of the target audience too
few or too many times during the media scheduling period,
typically a four-week period. In other words, there is a theo-
retical optimum range of exposures to an advertisement with
minimum and maximum limits. Also called effective frequency.

Efficient consumer response (ECR) A broad-based concept of
business management oriented toward altering industry
practices to enhance efficiencies and reduce costs.

Elasticity Is a measure of how responsive the demand for a
brand is as a function of changes in marketing variables
such as price and advertising.

Encoding specificity principle A principle of cognitive psy-
chology, which states that information recall is enhanced
when the context in which people attempt to retrieve infor-
mation is the same or similar to the context in which they
originally encoded the information.

Encoding variability hypothesis A hypothesis contending that
people’s memories for information are enhanced when
multiple pathways, or connections, are created between the
object to be remembered and the information about the object
that is to be remembered.

Ethics In the context of marketing communications involves
matters of right and wrong, or moral, conduct.

Event sponsorship A form of brand promotion that ties a brand
to a meaningful cultural, social, athletic, or other type of
high-interest public activity.

Executive-statement release A news release quoting CEOs and
other corporate executives.

Exit fee A deslotting charge to cover the handling costs for a chain
to remove an item from its distribution center.

Experiencers One of eight VALS segments of American adult
consumers. Experiencers are motivated by self-expression. As
young, enthusiastic, and impulsive consumers, Experiencers
quickly become enthusiastic about new possibilities but are
equally quick to cool. See also Achievers, Believers,
Innovators, Makers, Strivers, Survivors, and Thinkers.

Experiential needs Needs representing desires for products that
provide sensory pleasure, variety, and stimulation.

Expertise The knowledge, experience, or skills possessed by
an endorser as they relate to the communications topic.

Exposure In marketing terms, signifies that consumers come in
contact with the marketer’s message.

F
Feature analysis The initial stage of perceptual encoding

whereby a receiver examines the basic features of a stimulus
(brightness, depth, angles, etc.) and from this makes a pre-
liminary classification.

Feature article A detailed description of a product or other
newsworthy programs that are written by a PR firm for

immediate publication or airing by print or broadcast media
or distribution via appropriate Internet sites.

Forward buying The practice whereby retailers take advantage
of manufacturers’ trade deals by buying larger quantities
than needed for normal inventory. Retailers often buy
enough product on one deal to carry them over until the
manufacturer’s next scheduled deal; hence, forward buying
also is called bridge buying.

Free-with-purchase premium This form of premium is typically
provided by durable-good brands and involves free mer-
chandise with the purchase of the brand.

Frequency The number of times, on average, within a four-week
period that members of the target audience are exposed to
the advertiser’s message. Also called average frequency.

Functional needs Those needs involving current consumption-
related problems, potential problems, or conflicts.

G
Galvanometer A device (also referred to as a psychogalvan-

ometer) for measuring galvanic skin response or GSR. The
galvanometer indirectly assesses the degree of emotional
response to an advertisement by measuring minute amounts
of perspiration.

Generation X (Gen X) To avoid overlap with the baby boomer
generation and Generation Y, this text defines Generation X
as people born between 1965 and 1981. See also Baby boom
and Generation Y.

Generation Y (Gen Y) To avoid overlap with the preceding gen-
eration, Generation X, this text defines Generation Y as
people born between 1982 and 1994. See also Generation X.

Generic style A creative advertising style in which the adver-
tiser makes a claim about its brand that could be made by
any company that markets the product.

Gross rating points (GRPs) A statistic that represents the mathe-
matical product of reach multiplied by frequency. The num-
ber of GRPs indicates the total weight of advertising during a
time frame, such as a four-week period. The number of GRPs
indicates the gross coverage or duplicated audience that is
exposed to a particular advertising schedule.

H
Hedonic needs Needs such as pleasure satisfied by messages

that make people feel good. People are most likely to attend
those stimuli that have become associated with rewards and
that relate to those aspects of life that they value highly.

Hierarchy of effects A model predicated on the idea that adver-
tising moves people from an initial stage of unawareness
about a product/brand to a final stage of purchasing that
product/brand.

I
Identification The process whereby the source attribute of

attractiveness influences message receivers, that is, receivers
perceive a source to be attractive and therefore identify with
the source and adopt the attitudes, behaviors, interests, or
preferences of the source.
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Infomercial A form of television advertising that serves as an
innovative alternative to the conventional form of short tele-
vision commercial. Infomercials are full-length commercial
segments run on cable (and sometimes network) television
that typically last 30 minutes and combine product news and
entertainment.

Innovators One of eight VALS segments of American adult con-
sumers. Innovators are successful, sophisticated, take-charge
people with high self-esteem. Because they have such abun-
dant resources, they exhibit all three primary motivations
(i.e., ideals, achievement, and self-expression) in varying
degrees. See also Achievers, Believers, Experiencers,
Makers, Strivers, Survivors, and Thinkers.

In-pack premium Is a premium item provided inside the pack-
age of the brand that offers the free item as a promotional
inducement.

Instantly redeemable coupons Are coupons that are peelable
from a brand’s package and are to be removed by the con-
sumer and redeemed at checkout.

Integrated marketing communications (IMC) A communica-
tions process that entails the planning, integration, and
implementation of diverse forms of marcom (advertisements,
sales promotions, publicity releases, events, etc.) that are
delivered over time to a brand’s targeted customers and
prospects.

Intense and prominent cues Cues that are louder, more colorful,
bigger, brighter, and so on, thereby increasing the probability
of attracting attention.

Internalization The source attribute of credibility influences
message receivers via a process of internalization; that is,
receivers perceive a source to be credible and therefore accept
the source’s position or attitude as their own. Internalized
attitudes tend to be maintained even when the source of the
message is forgotten and even when the source switches to
a new position.

Interstitials A form of Internet advertising in which messages
appear between two content Web pages rather than within a
Web page as is the case with pop-up ads.

Involuntary attention One of the forms of attention that requires
little or no effort on the part of the message receiver; the stim-
ulus intrudes upon a person’s consciousness even though he
or she does not want it to. See also Voluntary attention.

Issue advertising A form of corporate advertising that takes a
position on a controversial social issue of public importance.
It does so in a manner that supports the company’s position
and best interests. Also called advocacy advertising. See also
Corporate image advertising.

K
Key fact A single-minded statement in an advertising strategy,

from the consumer’s point of view, that identifies why con-
sumers are or are not purchasing the product, service, or
brand or are not giving it proper consideration.

Keywords One of the features of search engine advertising
(SEA), keywords are specific words and short phrases that
describe the nature, attributes, and benefits of a marketer’s
offering.

L
Laddering A marketing research technique that has been devel-

oped to identify linkages between attributes, consequences,
and values. It involves in-depth, one-on-one interviews using
primarily a series of directed probes.

M
Mail-in offer Is a premium in which consumers receive a free

item from the sponsoring manufacturer in return for submit-
ting a required number of proofs of purchase.

Makers One of eight VALS segments of American adult con-
sumers. Makers are motivated by self-expression. They
express themselves and experience the world by working on
it—building a house, raising children, fixing a car, or canning
vegetables—and have enough skill and energy to carry out
their projects successfully. See also Achievers, Believers,
Experiencers, Innovators, Strivers, Survivors, and Thinkers.

Marcom objectives The goals that the various marcom elements
aspire to individually or collectively achieve during a scope
of time such as a business quarter or fiscal year. Objectives
provide the foundation for all remaining decisions.

Market mavens Individuals who have information about many
kinds of products, places to shop, and other facets of markets,
and who initiate discussions with consumers and respond to
requests from consumers for market information.

Match-competitors method Also called the competitive parity
method, this advertising budgeting procedure sets the ad
budget for a brand by basically following what competitors
are doing.

Mature consumers Also called seniors, mature consumers are the
approximately 66 million consumers aged 55 and older. They
are wealthier and more willing to spend than ever before,
and they control nearly 70 percent of the net worth of all
U.S. households.

Meaning The set of internal responses and resulting predis-
positions evoked within a person when presented with a
sign or stimulus object.

MECCAS An acronym for Means-End Conceptualization of
Components for Advertising Strategy, a model for applying
the concept of means-end chains to the creation of advertis-
ing messages.

Media The general communication methods that carry advertis-
ing messages, that is—television, magazines, newspapers,
and so on.

Media planning An approach that involves the process of
designing a scheduling plan that shows how advertising time
and space will contribute to the achievement of marketing
objectives.

Message research Also known as copy testing, message research
is a technique that tests the effectiveness of creative messages.
Copy testing involves both pretesting a message during its
development stages and posttesting the message for effec-
tiveness after it has been aired or printed.

Metaphor A form of figurative language that applies a word or
a phrase to a concept or an object, such as a brand, that it
does not literally denote to suggest a comparison with the
brand (e.g., Budweiser is “the king of beers”).
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Middle age Is the age range starting at age 35 and ending at
age 54 at which point maturity is reached.

N
Near-pack premium A premium offer that provides the retail

trade with specially displayed premium pieces that retailers
then give to consumers who purchase the promoted brand.

Novel messages Are those that are unusual, distinctive, or
unpredictable. Such messages tend to produce greater atten-
tion than those that are familiar and routine.

O
Objective-and-task method A budgeting method that establishes

the advertising budget by determining the communication
tasks that need to be established. See also Percentage-of-sales
method.

Observability The degree to which other people can observe
one’s ownership and use of a new product. The more a con-
sumption behavior can be sensed by other people, the more
observable it is and typically the more rapid is its rate of
adoption.

Off-invoice allowance A deal offered periodically to the trade
that literally permits wholesalers and retailers to deduct a
fixed amount from the invoice.

Online video ads Also referred to as streaming video, these are
audio-video Internet ads that are similar to standard 30-second
TV commercials but are often shortened to 10 or 15 seconds
and compressed into manageable file sizes.

On-pack premium Is a premium item that is attached to the
package of the brand that offers the free item as a promo-
tional inducement.

Opinion leader Is a person who frequently influences other
individuals’ attitudes and behavior related to new products.
They inform other people (followers) about new products,
reduce followers’ perceived risk in purchasing new products,
and confirm decisions that followers have already made.

Opt-in e-mailing Is the practice of marketers’ asking for and
receiving consumers’ permission to send them messages on
a particular topic. The consumer agrees (opts-in) to receive
messages on topics of interest rather than receiving messages
that are unsolicited.

Overlay program The use of two or more sales promotion tech-
niques in combination with one another; also called combina-
tion program.

P
Paper diaries ACNielsen’s alternative data collection procedure

(as opposed to the electronic people meter) for estimating
TV program ratings in local markets throughout the United
States. Participating households complete a 20-page diary
four times a year, during sweep months.

Pay-for-performance programs A form of trade allowance that
rewards retailers for performing the primary function that
justifies a manufacturer’s offering a trade allowance—
namely, selling increased quantities of the manufacturer’s
brands to shoppers.

Percentage-of-sales method A budgeting method that involves
setting the budget as a fixed percentage of past or anticipated
(typically the latter) sales volume. See also Objective-and-
task method.

Perceptual encoding The process of interpreting stimuli, which
includes two stages: feature analysis and active synthesis.

Phishing An illegal e-mailing practice related to spam in which
criminals send email messages appearing to be from legiti-
mate corporations and direct recipients to phony Web sites
that are designed to look like companies’ actual Web sites.
These phony Web sites attempt to extract personal data from
people such as their credit card and ATM numbers.

Physical attractiveness Is a key consideration in many endorse-
ment relationships and involves an endorser’s beauty, athleti-
cism, and sexuality.

P-mail advertising P-mail, which is structurally equivalent to
e-mail and is shorthand for “postal,” refers to any advertising
matter a company sends via the postal service.

Podcasting An audio version of blogging and a way of publish-
ing sound files to the Internet, podcasting allows users to
subscribe to a feed and receive new audio files automatically.
Consumers subscribe to podcasts using a special form of
so-called aggregator software that periodically checks for
and downloads new content, which then is playable on
computers and digital audio players.

Pop-up ads Are a form of Internet advertising in which ads
appear in a separate window that materializes on the screen
seemingly out of nowhere when a selected Web page is
loading.

Positioning The key feature, benefit, or image that a brand
stands for in the target audience’s collective mind.

Positioning Advertising Copy testing (PACT) A set of nine
copy testing principles developed by leading U.S. advertising
agencies.

Positioning statement The key idea that encapsulates what a
brand is intended to stand for in its target market’s mind.

Preemptive style A creative advertising style in which the
advertiser that makes a particular claim effectively prevents
competitors from making the same claim for fear of being
labeled a copycat.

Premiums Articles of merchandise or services offered by manu-
facturers to induce action on the part of the sales force, trade
representatives, or consumers.

Price-off promotion Also called cents-off or price packs, this
form of sales promotion entails a reduction, typically ranging
from 10 to 25 percent, in a brand’s regular price.

Proactive MPR A form of marketing PR that is offensively rather
than defensively oriented and opportunity-seeking rather
than problem solving. See also Reactive MPR.

Product release A publicity tool that announces a new product,
provides relevant information about product features and
benefits, and informs interested listeners/readers how addi-
tional information can be obtained.

Promotion Refers to any incentive used by a manufacturer to
induce the trade (wholesalers, retailers, or other channel
members) and/or consumers to buy a brand and to encourage
the sales force to aggressively sell it.

Psychographics Information about consumers’ attitudes, values,
motivations, and lifestyles that relate to buying behavior in a
particular product category.
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Psychological reactance A theory that suggests that people react
against any efforts to reduce their freedoms or choices. When
products are made to seem less available, they become more
valuable in the consumer’s mind.

Pull Marketing efforts directed to ultimate consumers with the
intent of influencing their acceptance of the manufacturer’s
brand. Manufacturers hope that the consumers will then
encourage retailers to handle the brand. Typically used in
conjunction with push.

Push A manufacturer’s selling and other promotional efforts
directed at gaining trade support from wholesalers and retail-
ers for the manufacturer’s product.

R
Rating points Ratings points are the foundation for concepts

such as effective, gross, and target rating points. A single
rating point simply represents one percent of a designated
group or an entire population that is exposed to a particular
advertising vehicle such as a TV program.

Reach The percentage of an advertiser’s target audience that is
exposed to at least one advertisement over an established
time frame (a four-week period represents the typical time
frame for most advertisers). Reach represents the number of
target customers who see or hear the advertiser’s message
one or more times during the time period. Also called net cov-
erage, unduplicated audience, or cumulative audience (cume).

Reactive MPR Marketing undertaken as a result of external
pressures and challenges brought by competitive actions,
changes in consumer attitudes, or other external influences. It
typically deals with changes that have negative consequences
for the organization. See also Proactive MPR.

Rebate Manufacturers give cash discounts or reimbursements to
consumers who submit proofs of purchase when purchasing
the manufacturer’s brand. Unlike coupons, which the con-
sumer redeems at retail checkouts, rebates/refunds are
mailed with proofs of purchase to manufacturers.

Recency principle Known also as the shelf-space model for
media planning, this principle is based on the idea that
achieving a high level of weekly reach for a brand should
be emphasized over acquiring heavy frequency.

Relationship An enduring link between a brand and its
customers. Successful relationships between customers
and brands lead to repeat purchasing and perhaps even loy-
alty toward a brand.

Relative advantage The degree to which an innovation is per-
ceived as better than an existing idea or object in terms of
increasing comfort, saving time or effort, and increasing the
immediacy of reward.

Repeater class This third stage in the adoption process is influ-
enced by four marketing-mix variables: advertising, price,
distribution, and product satisfaction.

Respect Is an endorser characteristic that represents the quality
of being admired or esteemed due to one’s personal qualities
and accomplishments.

Revenue premium The revenue differential between a branded
item and a corresponding private labeled item.

ROMI The idea of return on investment (ROI), which is well
known in accounting, finance, or managerial economics
circles, is referred to in marketing circles as ROMI, or return
on marketing investment.

S
Sales-to-advertising response function The relationship

between money invested in advertising and the response,
or output, of that investment in terms of revenue generated.

Sampling The use of various distribution methods to deliver
actual- or trial-size products to consumers. The purpose is to
initiate trial-usage behavior.

Self-liquidating offer Known as SLOs by practitioners, this
form of premium requires consumers to mail in a stipulated
number of proofs of purchase along with sufficient money to
cover the manufacturer’s purchasing, handling, and mailing
costs of the premium item.

Self-regulation Regulation of advertising by advertisers them-
selves rather by state or federal government bodies.

Semiotics The study of signs and the analysis of meaning-
producing events. This perspective sees meaning as a
constructive process.

Share of market (SOM) Represents a brand’s proportion of
overall product category sales.

Share of voice (SOV) Represents a brand’s proportion of overall
advertising expenditures in a product category.

Sign Something physical and perceivable by our senses that
represents or signifies something (the referent) to somebody
(the interpreter) in some context.

Similarity Represents the degree to which an endorser matches
an audience in terms of characteristics such as age, gender,
and ethnicity that are pertinent to the quality of an endorse-
ment relationship.

Single-source systems (SSSs) Systems that gather purchase data
from panels of households using optical scanning equipment
and merge it with household demographic characteristics
and, most important, with information about causal market-
ing variables that influence household purchases.

Slotting allowance The fee a manufacturer pays a supermarket
or other retailer to get that retailer to handle the manu-
facturer’s new product. The allowance is called slotting in
reference to the slot, or location, that the retailer must
make available in its warehouse to accommodate the manu-
facturer’s product.

Standardized Advertising Unit (SAU) system A system
adopted in the 1980s, making it possible for advertisers to
purchase any one of 56 standard ad sizes to fit the advertising
publishing parameters of all newspapers in the United States.

Strivers One of eight VALS segments of American adult con-
sumers. Strivers are trendy and fun loving. Because they are
motivated by achievement, Strivers are concerned about the
opinions and approval of others. Money defines success for
Strivers, who don’t have enough of it to meet their desires.
See also Achievers, Believers, Experiencers, Innovators,
Makers, Survivors, and Thinkers.

Superstitials Are short, animated Internet ads that play over or
on top of a Web page.

Survivors One of eight VALS segments of American adult con-
sumers. Survivors live narrowly focused lives. With few
resources with which to cope, they often believe that the
world is changing too quickly. They are comfortable with the
familiar and are primarily concerned with safety and security.
Because they must focus on meeting needs rather than fulfill-
ing desires, Survivors do not show a strong primary motiva-
tion. See also Achievers, Believers, Experiencers, Innovators,
Makers, Strivers, and Thinkers.
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Sweepstakes A form of consumer-oriented sales promotion in
which winners receive cash, merchandise, or travel prizes.
Winners are determined purely on the basis of chance.

Symbolic needs Internal consumer needs such as the desire for
self-enhancement, role position, or group membership.

Synergy When multiple methods, used in combination with one
another, yield more positive communication results than do
the tools used individually.

T
Target rating points (TRPs) An adaptation of gross rating points

(GRPs), TRPs adjust a vehicle’s rating to reflect just those
individuals who match the advertiser’s target audience.

Thinkers One of eight VALS segments of American adult con-
sumers. Thinkers are motivated by ideals. They are mature,
satisfied, comfortable, and reflective people who value order,
knowledge, and responsibility. See also Achievers, Believers,
Experiencers, Innovators, Makers, Strivers, and Survivors.

Three-exposure hypothesis This addresses the minimum num-
ber of exposures needed for advertising to be effective.

Tie-in The simultaneous promotion of multiple brands in a
single sales-promotion effort; also called joint promotion.

Touch point See Contact.
Trade allowances Also called trade deals, these allowances are

used by manufacturers to reward wholesalers and retailers
for performing activities in support of the manufacturer’s
brand such as featuring the brand in retail advertisements
or providing special display space.

Transformational advertising Brand image advertising that
associates the experience of using an advertised brand with
the unique set of psychological characteristics that would not
typically be associated with the brand experience to the same
degree without exposure to the advertisement.

Trialability The extent to which an innovation can be used on
a limited basis. Trialability is tied closely to the concept of
perceived risk. In general, products that lend themselves to
trialability are adopted at a more rapid rate.

Trier class The group of consumers who actually try a new
product; the second step in which an individual becomes a
new brand consumer. Coupons, distribution, and price are
the variables that influence consumers to become triers.

Trustworthiness The honesty, integrity, and reliability of
a source.

U
Unfair advertising Is a legal term to define advertising acts or

practices that cause or are likely to cause substantial injury to
consumers, which is not reasonably avoidable by consumers
themselves and not outweighed by countervailing benefits to
consumers or competition.

Unique selling proposition (USP) style A creative advertising
style that promotes a product attribute that represents a
meaningful, distinctive consumer benefit.

V
Values In the means-end conceptualization of advertising

strategy, values represent important beliefs that people hold
about themselves and that determine the relative desirability
of consequences.

Value proposition Is the essence of an advertisement or other
marcom message and the reward to the consumer for invest-
ing his or her time attending the message.

Vehicles The specific broadcast programs or print choices in
which advertisements are placed.

VIEW Is an acronym that can be used when evaluating four
general features of a particular package: visibility, informa-
tion, emotional appeal, and workability.

Voluntary attention One of three forms of attention that occurs
when a person willfully notices a stimulus. See also
Involuntary attention.

W
Wearout Refers to the ultimately diminished effectiveness of

advertising over time.
Wi-Fi Short for wireless fidelity, this technology enables com-

puters and other wireless devices such as cell phones to
connect to the Internet via low-power radio signals instead of
cables. Hence, users can have Internet access at base stations,
or so-called hotspots, that are Wi-Fi equipped.
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Contact, 9
Contamination rumors, 587
Content-oriented Web sites,

selecting, 455
Content-targeted advertising,

456

Contests, 67, 532, 554, 563–64,
572, 573

online, 564
Context, 120
Continental, 190
Continuity, 370, 380–82
Continuity programs, 532, 554,

572, 573
Continuity promotions, 564–66
Continuous advertising

schedule, 380
Converse, 35
Cookies, 445
Cooperative coupon advertising,

541
Co-op Productions, 533
Co-op sampling, 533
Coors, 162, 163
Copy research, 333
Copy testing, 333, 334
Copy tests, weight tests versus,

352
Corona, 587
Corporate blogs, 189
Corporate image advertising,

287
Corporate issue (advocacy)

advertising, 287–88
Corporate response, 584–85
Corporate reward structures, 496
Corrective advertising, 74
Cosmopolitan (magazine), 217,

366, 415
demographic profile of, 411,

412
partial rate card for, 412

Costco, 512, 531, 568
Cost considerations

with celebrity endorsers, 308
in media planning, 385–86

Cost-efficiency, 386
Cost-per-action (CPA) metric,

459, 460
Cost-per-click (CPC), 455
Cost-per-order, p-mail and, 468
Cost per rating point (CPP), 392
Cost-per-thousand (CPM), 216

p-mail and, 468
Cost-per-thousand impressions,

459, 460
Council of Better Business

Bureau, National
Advertising Division
(NAD), 76, 77, 82

Country Casuals, 114
Country image problems, 36
Couponing, 487, 504, 539–48, 549

background, 539–41
on college campuses, 526–27
cooperative, 541
economic impact, 541–42
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online, 546
point-of-purchase, 542–43
profits from, 542
by retailers, 567–68

Coupons, 67, 150, 496
defined, 539
in- or on-packs, 539, 546
instant, 531, 539
mail-delivered, 531, 539, 545
media-delivered, 531, 539, 

545
misredemption, 547–48
redemption process, 543–44,

546–47
scanner-delivered, 531, 544
shelf-delivered, 531, 544

CPM, 385, 386, 392, 414, 420
CPM-TM, 385, 386, 414
Cracker Jack, 196
Craftsman tools, 45
Crayola, 32, 45
Creative brief, 333

constructing, 271–74
Creative content, media weight

and, 358
Creative director, 265
Creative distribution methods,

in sampling, 535–37
Creative platform, 270
Creatives, constructing, 271–74
Creative services, in advertising

agency, 252
Creativity, role of, in advertising,

265–67
Credibility, 135, 304–5, 307, 322,

323, 578, 580
Crest, 34, 35, 406
Crisis management, 584–85
Crossruffing, 546
Crouching Tiger, Hidden Dragon,

184
Crown Royal, 299
Crusoe chip, 191
Culturally constituted world,

139
of consumers, 121, 122

Cumberland, 231
Cumulative net present value

(NPV) profit, 472
Curiosity, enhancing, 298
Customer lifetime value, 470
Customer relationship

management (CRM), 13,
472

Customers
brand equity and, 33–34
integrated marketing

communication and, 8
Customized events, creating,

590–91
Cute things, 330

D
DaimlerChrysler, 187, 241, 476
Dasani, 582, 583
Database marketing, 470
Data collection, accurate, 48–49
Data mining, 472–74, 482
Day-after recall (DAR), 344, 345
Daytime, 423
Deadline, 274
Deal, 496
DeBeers, 126, 130
Deceptive advertising, 72–73
Delayed reward, 531, 532, 544,

546, 555
Dell, 4, 264, 492
Delta Air Lines, 190, 259
Demographers, 100
Demographics, 87, 90, 91, 114,

270, 369
Demographic targeting, 99–114
Denny’s, 174
Dentsu Eye, 182
Design, in packaging, 198–99
Deslotting allowances, 508
Deslotting charges, 521
Detriments, 280
Deutsche Bank, 431

report by, 406
DeWalt, 589
DHL, 172
Diamond Trading Company, 130
Dickies, 564, 589
Dick’s Sporting Goods, 568
Diesel, 43
Diet Dr. Pepper plan, 392–95
Diffusion marketing, 180, 183
Diffusion process, adopter

categories in, 179
Digital video disk (DVD) player,

430
Digital video recorders (DVRs),

429
Direct, 464
Direct advertising, 14, 466–74,

482
postal mail advertising,

466–74
Direct-advertising firms, 16
Direct costs, 472
Direct mail, 15, 539

couponing by, 545
sampling by, 533

Direct Marketing Association, 25
Direct-to-consumer (DTC)

advertising, 75
Disadvantaged consumers,

targeting of, 61–62
Discounted cash flow (DCF), 48,

53n, 248
Discount rate, 471

Discounts, phantom, 561, 573
Discovery Channel, 45
Discretionary income, 108
Disinvesting in advertising, 255,

260
Disney Dream Desk PC, 102
Display ads, 460

on Internet, 444
Displays

effectiveness of, 230–32
point-of-purchase, 222

Diverting, 509, 510–11
DKNY, 43
Doan’s Pills, 74
Domino’s Pizza, 594
Donnelly Marketing

(ClusterPlus), 98, 99, 114
Door-to-door sampling, 533
Dora the Explorer, 59
Doritos, 56, 200
Dot-com businesses, 36–37
DoubleClick, 446
DoveBar, 126, 128
Dove body lotion, 198
Downy, 198
Dr. Martens, 480, 483
Dr. Pepper, 199, 479

advertising plan, 392–95
campaign target and

objectives, 393
creative strategy for, 393
media strategy for, 393–95

Drifters, 105
Dual-coding theory, 137
Ducks Unlimited (magazine), 

391
Dunkin’ Donuts, 112, 126, 481,

482
DuPont, 43, 299
Duracell, 127, 225
Dutch Boy paint, 202, 204
DVD advertising, 474

E
Early adopters, 179
Early majority, 179
Ease or difficulty factor, with

celebrity endorsers, 308
Easter Seals, 594
eBay, 578
Ebony (magazine), 366, 416
Edge shaving gel, 318
Effective advertising, 265
Effectiveness, 571, 573

assessing, 250
Effective rating points (ERPs),

377, 401
Effective reach, 375–76, 392

planning in advertising
practice, 376–78

Efficiency, 570, 573
with p-mail, 468

Efficient consumer response
(ECR), 512–14, 516,
522

Elasticity, 255, 256–58, 519
effect of, on share of market,

258
Electronic data interchange

(EDI), 512
Electronic mail (e-mail),

unfairness doctrine
and, 74

Electronic mail (e-mail)
advertising, 448–53, 460

e-zines, 450
opt-in e-mailing versus spam,

449–50
wireless, 451–53

Electronic measurement of a
sample of users, 458

Electronic television meters, 351
Elementary-school-age children,

102
Elle (magazine), 130
e-mail magazines (e-zines), 450
Emotional appeal, in packaging,

201–2
Emotional creative style, 277, 288
Emotional reactions, 130

measurement of, via
physiological arousal,
346–47

Emotional responses, sex appeal
and enhancement of, 315

Empirical generalizations, 518,
521

Empty-vessel philosophy, of
brand naming, 193

Encoding specificity principle,
201, 225

Encoding variability hypothesis,
163, 164

Endorsers, 323
attributes of, TEARS Model,

304–6
celebrity, 302–3, 323
no tears approach in selection

considerations of, 306–9
role of, in advertising, 302–9
typical-person, 303, 323

Energizer, 199, 225
Enfamil, 561
Enforcement costs, 71
Enron, 56, 57, 585
Entertainment Tonight, 425
Entry interviews, 226
Environmental issues, in

packaging, 66
Environmental marketing

communications, 77–82



Epidemics, rules of, 185–86
EquiTrend surveys, 44, 45
Equity enhancement, 570, 573
Equity score, 45
Era, 496
ESPN, X Games on, 6
ESPN Magazine, 388, 389, 390
Esprit, 88
Esso, 248
Estée Lauder, 430
e-tailers, 36, 37
Ethical core values, 68
Ethics, 58

in advertising, 62–65
in marketing communications,

57–58
in online marketing, 67–68
in packaging and branding,

66–67
in public relations, 65–66
in sales promotions, 67
of targeting, 58–62

Ethnic population
developments, 99, 109–14

European Broadcasting Union,
480

European Union, 71
Evan Williams, 300, 302
Event marketing, 596
Event sponsorships, 15, 588–91
Eveready batteries, 224, 225
Everybody Loves Raymond, 425
Everyday low pricing (EDLP),

514–15, 521–22
Evian, 4, 80, 582
Excitement, 38
Execution ease, 570, 573
Executive-statement releases,

581
Exemplar, 299
Exemplar-based learning, 299
Exit fees, 508, 521
Exit interviews, 226
Expectations, creating, 150
Expense, 570, 573
Experian (MOSAIC), 98
Experiencers, 97
Experiential needs, positioning

based on, 126, 139
Expertise, 305, 323
Explosive self-generating

demand (ESGD), 185,
186–88

Exposure, 132
first, power of, 382–82, 384

Exposure efficiency, index of, 
379

Exposures, effective, 376
Exposure time, 217

Exposure utility, 378
Exxon Mobil, 248

F
Face value, 541, 547
Failing recluses, 109
Fair trade products, symbolism

and, 125
Fall of Advertising & the Rise of

PR, The (Ries and Ries),
578, 579

Fallon McElligott, 184, 312
Familiarity, 310
Fantasies, 138
Favorability, brand image and,

37
Favorable brand associations, 

18
Fear appeals, 312–14, 323

appropriate intensity, 313
logic behind, 313
to scarcity, 313–14

Feature analysis, 133
Feature articles, 581
Federal agencies, regulation of

marketing
communications by,
71–75

Federal Bureau of Investigation,
560

Federal Trade Commission
(FTC)

on cigarette advertising, 60
corrective advertising 

and, 74
on deceptive and unfair

marketing practices,
72–74

on green marketing, 57
Internet fraud and, 74
on junk e-mails, 450
on marketing

communications, 71
on price-off labeling, 558, 572
regulation of information by,

74–75
slotting allowances and, 509

Federal Trademark Dilution Act
of 1995, 190

Fiat Automobiles, 493
Financial Accounting Standards

Board (FASB), 497, 498
Financial Times, 241
Firestone, 66, 581, 582, 584, 585
First Brands, 57, 503, 504
Fisher Boy, 559
Flexibility, 410

with p-mail, 468

Flighting advertising schedule,
381–82, 401

Food and Drug Administration
(FDA), 71, 583

on prescription drug
advertising, 75

on trans fat labeling, 54, 55
Foote, Cone & Belding (FCB),

262, 345
Foot Locker, 488–89, 495
Forbes (magazine), 3, 397, 580
Ford Motor Company, 66, 176,

187, 241, 253, 477, 478,
581, 584, 585

Forrester Research, 10, 438
Fortune (magazine), 3, 241, 580
Forward buying, 509, 510
Fox, 224
Framing

nonrelative, 323
relative, 323
verbal, 299

France Telecom SA, 479
Fraud

game, 560
Internet, 74
rebate, 562–63

Free-gift-with-purchase
premiums, 555

Free merchandise, 539
Freestanding insert (FSI), 539,

543, 545
Free-standing signs, 220
Free-with-purchase premiums,

531, 554, 555, 572
Frequency, 370, 371–73
Frequency distributions, 372–73,

378, 391
Frequency in media planning,

371–73
Frequency levels, 216
Frequency of deals, 519
Frequency value planning,

378–80
Frequent-flyer programs, 13, 564,

573
Frequent-shopper programs, 

568
Friends, 425
Fringe time, 423
Frito-Lay, 56, 200, 354, 359, 544
Frozen Coke, 68, 69
Fruit Label Company, 481
Full-service advertising

agencies, 16, 252
Fun, exhiliration, and energy

(FEE), 5–6
Functionally oriented

advertising, 275

Functional magnetic resonance
images (fMRIs), 42

Functional needs, positioning
based on, 125, 139

Fundamental decisions, 17,
18–19

Fundamental marketing
communications decisions,
18–20

G
Gallup & Robinson, 336, 344
Galvanic skin response (GSR),

346, 347
Galvanometer, 346, 347
Games, 532, 554, 559–60, 572

avoiding snafus, 559–60
Gap Inc., 88, 307
Gateway, 18, 197, 264, 492
Gatorade, 58, 199, 247, 306
GEICO, 481
General Electric (GE), 2–4, 80
General Foods, 586
Generally planned purchases,

227
General Mills, 202, 246, 535, 546,

556, 557, 589, 592
General Motors, 38, 80, 110, 184,

241, 287, 367, 430, 541
General public relations, 578
Generation X, 99, 104, 105, 106
Generation Y, 99, 104
Generic creative style, 277–78,

288
Gentleman’s Quarterly (GQ)

(magazine), 415
Geo, 191
Geodemographics, 87, 90, 91,

114, 270
in targeting, 98–99

Geographic flexibility, 216
Geographics, 369
Georgia-Pacific, 594
Gerber Products, 469, 556,

586–87
Gestalt, 197, 299
Gillette Company, 177, 275, 317,

535
Gillette Mach3, 406
Giorgio Armani, 129
Girl guides, 182
Glad, 56, 57, 297, 503, 504
Glamour (magazine), 411
Global positioning satellites

(GPS) technology, 218,
453

GM Planworks, 367
Go-Gurt yogurt, 202
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Golf Digest (magazine), 416
Goody’s, 568
Google, 440, 447, 449, 453, 454,

455, 456
Gore-Tex, 43, 44
Graphics, packaging, 66
Grass roots, nurturing, 187–88
Gravity Games (NBC), 6
Green advertising, 78
Green marketing, 82

guidelines for, 81–82
Green marketing

communications, 
77–82

Green Seal, 80
Gross profit, 471
Gross rating points (GRPs),

215–16, 355, 356, 364,
373–74, 401

GTE, 192
Guerrilla marketing, 180, 183,

206
Guilt, use of appeals to, 314–15,

323
Guinness Import Company, 4,

276, 277, 536
Guns & Ammo (magazine), 391
Gunsmoke, 427

H
Habituation, 297
Hanes, 278
Harley-Davidson, 30–31, 32, 42,

107
Harris Interactive, 44
Havas, 250
Healthy Choice, 190, 191, 192,

198
Healthy hermits, 108
Healthy indulgers, 109
Hedonic, experiential model

(HEM), 131, 137–39, 
140, 201

Hedonic benefits, 497, 530
Hedonic needs, appeals to,

296–97
Hedonism value, 280, 283
Hefty trash bags, 56–57, 65
Heileman Brewing Company, 

61
Heineken, 198, 481, 587
H. J. Heinz Company, 201, 406,

532, 538, 589, 592
Hershey Foods, 10, 45, 564, 580,

592
Heuristics, 159, 165
Hewlett-Packard (HP), 191, 398,

492, 517

Hierarchy-of-effects framework,
147–48, 165

High-traffic locations and
events, sampling in, 534

Hispanic Americans (Latinos),
109, 111–12

targeting of, 62
top 10 U.S. markets, 112

Holiday Inn, 269, 270, 271, 312
Honda, 4, 67, 76, 78, 122, 138, 267
Honesty, 58
Honor, 58
Hoover, 430
Horizontal lines, in packaging,

198
Hormel, 517, 567
Hotspots, locating, 451
House & Garden (magazine), 416
Household, ever-changing

American, 99, 109, 114
Hubs, 185
Huggies, 190, 512
Human adaptation, 297
“Humanology” campaign

(Gateway), 18, 19
Hummer, 38, 39, 186, 187
Humor, 297, 330

role of, in advertising, 310–12
Hybrid vehicles, 78

I
I Can’t Believe It’s Not Butter,

190
I Can’t Believe It’s Not Chicken,

190
Identification, 305
Identity theft, 450
Ill-structured problem, 20
Image matchup, 589
Image reinforcement, 530
Imagery

usage, 129
user, 129

“Imagination at Work,” 3
Immediate gratification, 531
Immediate reward, 531, 543, 

555
Impersonal sources, 180
Implementation decisions, 17
Incentive Manufacturers and

Representatives Alliance,
25

Incentives, 490, 497
Incongruity resolution, 310
Independent blogs, 189
Index of exposure efficiency, 379
Indirect advertising, 466, 474–76,

482

Individuation, 440–41
Inducements, 497
Industry standards for message

research, 334–35
Infiniti, 467
Influentials, 185
Infomercials, 430–31
Information

avoiding negative, 182–83, 
188

enhancing opportunity to
encode, 298–99

exposure to, 132
in packaging, 200
regulation of, 74–75
search and retrieval of, 137

Informational needs, appeals to,
296–97

Information processing, stages
of, 135

Information Resources Inc. (IRI),
92, 351, 354, 516

BehaviorScan, 354
Infoscan service, 92
Ingenuity, 464
Ingredient branding, 43
In-house advertising operation,

251
Innovators, 96, 179, 187
In-pack coupons, 539, 546
In-pack premiums, 532, 556, 

572
In-pack sampling, 533
Instant coupon machine, 544
Instant coupons, 531, 539
Instantly redeemable coupons

(IRCs), 543–44
In-store decision making, factors

influencing, 228–29
In-store decision rate, 227, 228
In-store media, 222, 223
In-store promotions, 567–69
In-store sampling, 534, 538
In-store signage, 167
Integrated marketing

communication (IMC),
1, 2, 32, 46

defined, 6, 7
key features of, 8–15
obstacles to implementing,

16
synergy and, 6–7

Integration of marketing
communications, 5–16

Integrity, 58, 68, 69
Intel, 4, 477
Intelligent shopping carts,

212–13
Intense stimuli, use of, 297–98

Interactivity, 440–41
Internalization, 304, 323
International Business Machine

(IBM) Corporation, 4,
264, 347

International Herald Tribune, 580
Internet, 10, 36, 92, 438–62, 584

advertising formats, 442
advertising via behavioral

targeting, 457
Asian-Americans and, 114
buzz creation via, 188–89
comparison with other media,

441–42
coupons via, 546
display or banner ads, 444–46
e-mail advertising, 448–53
individuation and

interactivity, 440–41
marketing to children over, 

59
mature consumers and, 108
measuring ad effectiveness,

457–59
negative information and, 585
promotion agencies on, 549
rich media on, 446–47
sampling by, 534, 537
search engine advertising and,

453–57
unfairness doctrine and, 74

Internet Advertising Bureau
(IAB), 445

Internet marketing units (IMUs),
445

Interpretation, 133
Interpreter, 120, 139
Interpublic Group, 250
Interstitials, 446
Intrusion value, 426
Investing in advertising, 254, 

260
Involuntary attention, 296
iPods, 421, 448

“Silhouette” commercial, 267
Ipsos-ASI, 336, 347

Next*TV Method, 348, 360
iVillage, 92

J
Jack Daniels, 589
Jaguar, 110
Japan, 36

outdoor media in, 217
Jean Coutu, 231
Jeep, 477
JetBlue Airways, 144–45, 184,

190, 194, 195



Jiffy Lube, 453
Jimmy Neutron, 59
Job outlook

for advertising managers, 249
forcreative director, 265
for market and survey

researchers, 47, 94
for marketing majors, 4
for media directors, 179
for survey researchers, 416

Joe Camel, 60, 61
John Deere, 176
Johnson & Johnson, 66, 300, 582
S. C. Johnson & Son, 539
Jose Cuervo Especial tequila,

341, 346
JP Morgan Chase, 278
Junk e-mail, 448

K
Kaplan Thaler Group, 266
Kellogg Company, 198, 246
Kentucky Fried Chicken, 192,

586
Key fact, 270
Keyword-matching, 455
Keywords, 454

purchasing, 455
Keyword search, 453
Kia, 339, 340
Kiasu mentality, 314
Kibbles and Bits, 590
Kidon Media-Link, 388
Kimberly Clark, 512
Kmart, 226, 230, 233, 586
Knowledge structures, 135

enhancing ability to access,
299

enhancing ability to create,
299–300

KOA Kampground, 535
Kodak, 4, 198, 398, 430, 431
Kool-Aid, 517
Kraft Foods, 43, 73, 367, 469, 508
K-Swiss, 35
Kuchikomi, 182
Ku Klux Klan, 587
Kurt Salmon Associates, 512

L
L. L. Bean, 469
Label information, 66
Labeling, regulation of, 75
Labor-based fee system, 253
Laddering, 284, 286
Ladies Professional Golf

Association, 589

Laggards, 179
Landor Associates, 192, 195
Land Rover, 176
Lands’ End, 470
La Redoute, 470
Late majority, 179
Law of the few, 185–86
Lay’s, 56, 200
Lead time, 415, 567
LeapPads, 102
Learning, types of, 136–37
Lee Jeans, 184, 592
Leveraging, 41, 42, 66
Lever Brothers, 539
Levi Strauss, 4, 6, 43, 481
Levitra, 108
Lexus, 191, 467
Lifan, 67
Lifestyle/psychographics, 369,

370
Lifestyles of health and

sustainability (LOHAS),
126

Lifetime-value analysis, 470–72
Lifetime value per customer, 

472
Limited processing capacity, 

135
Limited Too, 102
Linkages

establishing new, 137
strengthening of, 136–37

Links, 185
Listerine, 74, 231, 232, 559
Lists, buzz creation and, 187
Liveamatics, 333
LiveJournal, 447
Loading, 501–2
Local advertising, 408

on television, 426
Local people meters (LPMs), 

433, 434
Log-file analysis, 458
Logos, 206

dubbing in, 479
famous, 196
role of, 195–96

London International
Advertising Awards, 
265

Long-run franchise, 180
Long-term memory (LTM), 

135, 136
L’Oreal, 107
Loser, 140
Loser prospect, 124
Lotrimin AF, 491, 492, 499
Lowe’s Companies, 569
Loyalty, accomplishing, 151

Loyalty programs, 564
Lucent Technologies, 193, 194
Lumina, 191
Lycra, 43

M
Made-up brand names, 191
Magazine advertising, 408,

411–18
audience measurement for,

416
buying space, 411–14
humor in, 310, 311
hypothetical illustration:

Esuvee’s magazine
schedule, 389–92

strengths and limitations,
414–16

Magazines
coupon distribution via, 545
sampling by, 533
specialty interest, 15

Mail-delivered coupons, 531,
539, 545

Mail-in offers, 555–56
Makers, 97
Management supervisors, in

advertising agencies, 
253

Manchurian Candidate, 64
Mandatory requirements,

establishing, 271
Mantra, 20
Manufacturers, P-O-P and, 222
Mapes & Ross, 336, 344
Marginal cost (MC), 156
Marginal revenue (MR), 156
Marie Callender’s, 536
Market and survey researchers,

47, 94
Marketing

account-specific, 517–18
ambush, 591
brand-level, 5
business-to-business, 2
business-to-consumer, 2
catalog, 469–70
cause-related, 80, 591–95,

596
database, 470
diffusion, 180, 183
experiential, 126
green, 77, 81–82
guerrilla, 180, 183, 206
mistakes, 268
online, 67–68, 438–39
reverse viral, 585
search engine, 453

sponsorship, 578, 587–95, 596
viral, 180, 183, 206

Marketing Agencies Association
Worldwide, The, 25

Marketing communications, 1.
See also Integrated marketing
communications
achieving accountability,

46–47
at brand level, 4–5
changes in practices, 15–16
costs, 472
decision-making process in,

17–18
ethical issues in, 57–58
fostering of ethical behavior

in, 68–70
green, 77–82
hierarchy-of-effects in, 147
implementation decisions for,

20–22
integration of, 5–16
mantra for, 20
meaning and, 121–22
measuring effectiveness, 47–49
momentum and, 22
nature of, 4–5
new products and, 170–78
objectives in, 19, 146–53
outcomes in, 23, 32
primary forms of, 4
program evaluation, 23–24
regulation of, 70–76

by federal agencies, 71–75
by state agencies, 75–76

tools of, 5
for objective setting, 

146–47
trade associations in, 25–26

Marketing Evaluations, 309–10
Marketing majors, starting

salaries for, 4
Marketing mix, 4
Marketing-mix modeling, 50–51

effects assessed with, 49–50
Marketing parochialism, 6
Marketing public relations

(MPR), 578, 596
proactive, 580–81, 596
reactive, 580, 581–85, 596

Marketing strategy, 368
Marketing Violent Entertainment

to Children, 60
Market mavens, 182, 185
MarketSource, 535
Marlboro, 276, 517
Marriott, 271
Mars, Inc., 12
Martha Stewart, 33
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Martha Stewart Living
(magazine), 397

Martin Agency, 398, 467
Masked-recognition tests, 345,

346
Mass audience coverage, 410
Mass market, splintering of, 496
Mass media advertising, 15
MasterCard, 4
Masterfoods, 533
Match-competitors method, 161
Materialism, tweens and, 105
Material representation, 71, 72
Mattel, 102
Mature brands, invigorating

sales of, 499–500
Mature consumers, 108–9
Maximum penetration, 180
Maya Marketing, 537
Mazola, 198
McCann Worldgroup, 15
McDonald’s, 4, 37–38, 112, 174,

292, 293, 309, 408, 560,
586

McKinsey & Company, 185, 186,
187

MeadWestvaco Corporation, 118
Meals on Wheels, 594
Meaning

defined, 121
within marketing

communications, 120, 139
meaning of, 121

Meaning transfer, 121–22
Means-end chains, 279–87, 288

advertising applications of,
282–84

laddering and, 284, 286
practical issues in identifying,

286–87
Measurability, with p-mail, 468
MECCAS Model, 282, 283, 286,

288
Media, 366

alternative, 480–81, 483
in-store, 222, 223
messages and, 366–67
outdoor, 214, 217, 218
reduced effectiveness of, 496
selecting and buying, 367
self-regulation, 76
Spanish, 112

Media buyers, 252
Media database, developing, 387
Media-delivered coupons, 531,

539, 545
Media directors, 179
Media effectiveness, 332–33
Media kit, 412–14

Mediamark Research Inc. (MRI),
411, 414, 416–18, 434, 457

Media Metrix, 458
Media-neutral approach, 15
Media planners, 252, 366, 401
Media planning, 366, 401

continuity in, 370, 380–82
cost considerations in, 370,

385–86
frequency in, 370, 371–73
model of process for, 368
process of, 368–69
reach in, 370–71
recency planning in, 370,

382–85
software for, 387–92
specifying, 370–87
subjective factors in, 377
trade-offs in, 386–87
weight in, 370, 373–80

Media plans
for Olympus camera, 398–401
for Saab 9-5, 396–98

Media-schedule optimization,
387

Media selection, 21–22, 401
Media services, in advertising

agency, 252
Media Sexploitation (Key), 318
Media strategy, 368
Mediated communication, 240
Media weight, creative content

and, 358
Medicis Pharmaceutical, 566
Memory, elements of, 135–36
Memory organization packets,

135
Mentadent, 34, 353
Mercedes-Benz, 4, 35, 196, 467,

477
Merck & Co., 582
Message comprehension, 23
Message-driven approach, 41
Message research, 332–33

industry standards for, 334–35
measures used in, 336–38
methods of, 338
what brand managers and ad

agencies learn from,
336

Messages, 186
creating, 21
enhancing motivation to

attend to, 296
enhancing motivation to

process, 298
media and, 366–67
novel, 297
subliminal, 317–19

Messengers, 186
Metaphors, 337
Metrics

choosing, 47–48
for measuring Internet ad

performance, 459
Metropolitan Life, 113
Metropolitan statistical areas

(MSAs), 419
Meyers Research Center, 229
Michael Power advertising

campaign, 277
Michelin, 313, 555
Microsoft Corporation, 4, 183
Middle age, 108
Middle-aged consumers, 106–8
Millenial Generation, 104
Miller Brewing, 59, 150, 162, 163,

316, 317
Millstone coffee, 283
Millward Brown, 330, 336
Minnesota Mining and

Manufacturing (3M), 161
Minute Maid, 568
Miscomprehension, 134
Misleading omission, 72
Misredemption, coupon, 547–48
Misrepresentation, 72
M & M candies, 45–46, 532, 533
Mobil Chemical Company, 

56, 57
Mobile phones, 451–53
Mobium Creative Group, 118
Molly McButter, 534
Molson, 13, 59
Momentum

advertising, 46
establishing, 22

Monday Night Football, 366
Money (magazine), 397
Moneytalk (magazine), 563
Mood, 134
Morphemes, 191
Motion, using, 298
Motion displays, 223, 224, 

225
Motivation, 123

enhancing, in attending to
messages, 296

enhancing, in processing
messages, 298

Motivation, opportunity, and
ability (MOA), 295

Motorola, 4
Motor Trend (magazine), 390, 411
Motrin, 564, 565
Mott’s, 113
Mountain Dew, 5–6, 10, 198, 276,

586, 589

MousepADvertising, 527
Movies, product placements in,

476–78, 483
MP3 audio files, 448
Mr. Clean, 321
Mr. Goodwrench, 38
m:robe, 398, 399
Mrs. Paul, 568
MSNBC, 241
MSN Search, 453
MSN Spaces, 447
Multimedia Messaging Service

(MMS), 452
Multivariate regression analysis,

49
Music, 330

functions of, in advertising,
320, 323

N
Nabisco Brands, 12, 43, 563, 592
National advertising, 408
National Advertising Review

Board (NARB), 76, 82
National Advertising Review

Council (NARC), 76–77
National Association for Stock

Car Auto Racing
(NASCAR), 533, 588

National Association of
Attorneys General
(NAAG), 75, 76

National Association of Colleges
and Employers, 4

National Basketball Association
(NBA), 307, 581

National Cattlemen’s Beef
Association, 18

National Collegiate Athletic
Association (NCAA), 
482

National Decision Systems
(Vision), 98

National Football League (NFL),
589–90

Nature Made, 301
Navigauge, 422
NBC, 224

Gravity Games, 6
Near-pack premiums, 532, 556,

572
Negative information, 188

avoiding, 182–83
Negative publicity, 65, 66, 581,

584–85
Neilsen Monitor-Plus, 406
Nescafé, 449
Nestlé, 277, 515, 516



Net present value (NPV), 48,
53n, 470

Networks, 185
Network television advertising,

424–25
Neuromarketing, 42
New Age Marketing, 527
New Balance, 35, 107
Newlywed kits, 534
New-Product Adoption Process

Model, 170, 171
New-product introductions, 578
New products, marketing

communications and,
170–78

Newspaper advertising, 408–11
buying space, 409
strengths and limitations,

410–11
Newspaper Advertising Bureau

(NAB), 408
Newspapers

coupon distribution via, 545
sampling by, 533

New Yorker (magazine), 411
New York Times, 408
New York Yankees, 199
Nextel, 163
Next*TV Method, 348, 360
A. C. Nielsen, 351, 352, 422, 434,

476, 505, 516
Nielsen Cinema, 480
Nielsen Clearing House (NCH),

547
Nielsen Media Research, 218,

434, 458, 479–80
Nielsen’s diary panels, 432–33
Nielsen’s People Meters, 432,

433, 457
Nielsen’s ScanTrack, 351, 352,

360
Nike, 35, 176–77, 195, 266–67,

303, 459, 477, 488–89, 495
Nikon, 398
1984 Macintosh commercial, 264,

265
Nissan Motor, 278
Nivea, 198, 537
Nodes, 185
Non-product-related features,

127, 129
Nonprofit organizations, 592
Nonrelative framing, 323
Nonselectivity, 217
Nordstrom, 129
Nortel, 241
North American Hunter

(magazine), 391
Northwest, 190
Norwegian Cruise Line, 298

No significant difference (NSD),
356

No tears approach to endorser
selection, 306–9

Novartis Corporation, 74, 179,
180

Novel stimuli, use of, 297
Noxzema, 198
Npods, 218
NPV profit, 472
Nupirin, 533
Nutrition facts information,

trans fat labeling, 54–56

O
Obesity, childhood, 58
Objective-and-task budgeting,

87, 160–61
Objectives

brand-positioning, 204–5
setting, 17

Observability, 176–77, 178
Ocean Spray, 42
Odyssey putter, 283
Off-invoice allowances, 505, 506,

517
undesirable consequences of,

509–11
Ogilvy & Mather, 316
Oil of Olay, 129–30
Old Milwaukee, 316
Old Navy, 589
Olfaction, 576
Olympics, 589, 591
Olympus camera media plan,

398–401
campaign objectives for, 398
media and vehicles for,

399–400
results for, 400–401
strategy for, 398

Omnicom Group, 250
100% Recycled Paperboard

Alliance, 80
Online advertising, 438, 440
Online behavioral targeting, 92,

457, 460
Online buzz creation, 206
Online coupons/couponing, 539,

546
Online marketing, ethical issues

in, 67–68
Online promotion agencies, rise

of, 549
Online sampling, 534, 537
Online sweepstakes and

contests, 564
Online video ads, 446
On-pack coupons, 539, 546

On-pack premiums, 532, 556, 572
On-pack sampling, 533
On-premise signs, 219–21

functions of, 220–21
Opinion leaders, 181–82, 185, 206
Opportunity

enhancing, 294
to encode information,

298–99
to reduce processing time, 299

Opportunity to see an ad (OTS),
376, 392, 459

Optical laser scanning, 351, 515
Optimum mixture, 20
Opt-in e-mailing, 15

spam versus, 449–50
Orajel Toddler Training

Toothpaste, 102, 103
Orbit gum, 540
Originality, 266
Orville Redenbacher, 559, 567
Outcome-based programs, 253
Outcomes, 17, 23, 32
Outdoor advertising, 214
Outdoor Advertising

Association of America,
214

Out-of-home (OOH) advertising,
214–19, 399

buying, 215–16
measuring audience size and

characteristics, 217–18
Out-of-store signage, 167
Overlay programs, 566–67
Overlay promotions, 573

P
Pace, 330
Packaging, 197–200, 206

design and shape cues in,
198–99

designing, 204–5
ethical issues in, 66–67
evaluating, 200–204
graphics for, 66
green, 78
physical materials in, 200
size, 199
structure, 197
use of color in, 197–98

Packard Bell, 492
PACT. See Positioning

Advertising Copy Testing
Painted bulletins, 215
Palm, 578
Pantene, 198
Paper diaries, 433, 434
Parade (magazine), 179
Parker Hannifin, 241

Parmalat, 175
Parochialism, marketing, 6
Passion of the Christ, The (movie),

183–84
Pay-for-performance programs,

515, 522
Peelable coupons, 543
Pennzoil, 198
People (magazine), 179, 399
People meters, 432, 457
PepsiCo, 40, 42, 44, 112, 196, 246,

276, 320, 479, 517, 555,
559–60, 582–83, 584

Pepsodent, 34
Percentage-of-sales budgeting,

87, 159–60, 165
Perception, 133
Perceptual encoding, 133
Perceptual field, 121
Performance-based programs,

253
Performer Q Scores, 309–10
Permanent displays, 222
Perrier, 582
Personal sources, 180
Personal video recorders (PVRs),

427, 429
Persuasion

ARS method of, 348–50
predictive value of score,

349–50
Ipsos-ASI Next*TV method of,

348
measures of, 347–50

Pfizer, 173, 204, 241, 566
Phantom discounts, 561, 573
Pharmaprix, 231
Philips Consumer Electronics,

430
Phillips Lighting, 500
Phishing, 450
Phone cards, 532, 557, 572
Phonemes, 191
Photomatics, 333
Physical attractiveness, 304, 305,

323
Physical materials, in packaging,

200
Physiological arousal, measures

of, 346–47
Pilferage, 539
Pillsbury Company, 535, 564, 567
Pilot Season, 312
Pioneer, 430
Piracy, brand name, 67
Pitney Bowes, 455
Pittsburgh Brewing Co., 203
Place, 4
Plants, 215
Playboys, 105
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PlayStation, 578
P-mail advertising, 466–74

catalog marketing, 469–70
database marketing, 470
data mining, 472–74
distinctive features of, 467–68
functions of, 468–69
lifetime-value analysis, 470–72
successful campaign, 46467
use of, 469

Podcasting, 448
Podcasting Avenue, 448
Point-of-purchase advertising,

63–64, 167, 221–33
accomplishments with, 222–23
couponing in, 542–43
displays in, 146
environmental issues and, 80
in-store decision making and,

226
objective setting and, 19
spectrum of materials in, 222

Point of Purchase Advertising
International (POPAI), 26,
222, 233

Consumer Buying Habits
Study, 226–28, 233

Kmart/P&G Study, 230
Warner-Lambert Benylin

Study, 231
Warner-Lambert Listerine

Study, 231–32
Point programs, 564
Polykoff, Shirley, 262
Popeyes, 587
P-O-P materials

functions performed by,
222–23

use and nonuse of, 232
Pop Rocks, 586
Popularity, 310
Population

ethnic groups, in U.S., 110
of U.S., by age group (2005),

101
Population growth, geographic

dispersion and, 99–100
Popups, 446
Portable people meters (PPMs),

433, 434
Positioning, 17, 19, 90, 120, 146,

274
brand benefits and, 125–27
implementing, 130–37

Positioning Advertising Copy
Testing, principles of,
334–35

Positioning statement, 12, 123,
139, 270

choosing, 271

Post, 43
Postal mail, 482
Postal Service, 241
Poster panels, 215
Post-it Notes, 190, 480, 481
Postmortem analysis, 570–72
Posttesting messages, 333
Power, 488
J. D. Power and Associates, 40
PowerMaster, 61–62
Power of context, 185, 186
Power value, 281, 284
Prairie Home Companion, 267
Precision, 464
Preemptive creative style,

278–79, 288
Premium charges, 409
Premium offers, 67
Premiums, 554–58, 568, 572

characteristics of good, 558
defined, 554
free-with-purchase, 531, 554,

555, 572
in-, on-, or near-pack, 532, 556,

572
mail-in offers, 555–56
near-pack, 532
phone cards, 557, 572
self-liquidating offers, 532,

556–57, 572
Presales objectives, 153, 154
Preschoolers, 102
Prescription drug advertising,

regulation of, 75
Pretesting messages, 333
Price, 4
Price-offs, 532, 554, 558, 572

Federal Trade Commission
regulations on, 558, 572

Price packs, 558
Price sensitivity, increased, 495
Primary demand, 247
Primary problem, in advertising

strategy, 270
Prime time, 423
Pringles, 198, 538
Privacy

online behavior targeting and,
93

online marketing and, 68
Private brands, 509
PRIZM, 98, 99, 114
Proactive marketing public

relations, 580–81, 596
Processing time, enhancing

opportunity to reduce,
299

Procter & Gamble (P&G), 5, 9,
50, 112, 126, 129, 130, 138,
157, 173, 188, 192, 203,

230, 233, 241, 246, 253,
429, 430, 469, 497, 508,
512, 514, 515, 538, 539,
541, 560, 586

Product, 4
Product adoption

compatibility and, 174–75
complexity and, 175–76
observability and, 176–77
quantifying adoption-

influencing
characteristics, 177–78

relative advantage and,
173–74

trialability and, 176
Product attributes in brand

positioning, 127, 129, 140
Product category analysis, 205
Product introductions,

improved, 512
Product labeling, regulation of,

75
Product placements, 476, 483

in movies, 477–78
Product-related features, 127
Product releases, 580
Product-usage characteristics,

270
Professional misredeemers, 548
Profit-maximization rule, 156,

157
Program evaluation, 17, 23–24
Progresso Soup, 535
Prominent stimuli, use of,

297–98
Promotes-competitors prospect,

140
Promotion agencies

online, 549
role of, 548–49

Promotional Products
Association International,
26

Promotion lead time, 567
Promotion Marketing

Association, 26, 560
Promotions, 4, 521. See also

Consumer promotions;
Continuity promotions
accomplishments of, 498–503
accounting rules, 497–98

“old” and “new”
accounting procedures,
498

classifications of methods,
531–32

customizing, 517–18
defined, 490
generalizations made by,

518–21

increased budgetary
allocations to, 493–98

limitations of, 503
price-off, 554
retailer, 567–68, 573
tie-in, 534, 566, 567

Promotion targets, 491–93
Psychgraphic targeting, 93–97
Psychographics, 87, 90, 91, 114,

270, 369, 370
Psychological reactance, 314
PT Turbo automobile, 283
Publicis Groupe, 250
Publicity, 65, 580

negative, 65, 66
Public relations, 578, 596

ethical issues in, 65–66
Public relations agencies, 16
Public relations specialists, 

581
Public service announcements

(PSAs), 352
Pull, 494, 495, 521
Pulse schedule, 401
Pulsing advertising schedule,

380–81
Puma, 9
Pupil dilation, 346
Pupillometers, 334, 347
Pur advertisement, 298
Purchase behaviors, 226–27
Purchase intentions, 23, 48
Purchase volume per customer,

472
Purex, 137
Purina, 300
Push, 494, 521

Q
Q scores, role of, 309–10
Quaker Oats, 469
Qualitative message research,

336–37
Quality, 45
Quantitative message research,

337–38
QuickStep, 276–77

R
Radio advertising, 408, 419–22

audience measurement for,
422

buying time, 419, 421
in China, 421
humor in, 310, 311
strengths and limitations,

419–21
Radio dayparts, 419



Radio frequency identification
(RFID) technology, 212

Radio’s All Dimension Audience
Research (RADAR), 422

Radisson Hotels, 271
Ralph Lauren, 33, 196
Ralston Purina, 469, 556
Rapid acceleration, 180
Rapid takeoff, 179
Rate cards, 413, 414
Rating points, 373
Ratings, 373, 431
Ray-Ban, 477
Rayovac, 42
RaySat Inc., 451
Reach, 370–71

determinants of, 371
effective, 375–76

Reactive marketing public
relations, 580, 581–85, 596

Reader’s Digest (magazine), 179,
414

Realtor rebates, 562
Reasonable consumers, 72
Rebates/refunds, 67, 532, 554,

560–63, 572, 573
phantom discounts, 561
realtor, 562
rebate fraud, 562–63

Recall, 584
controversy, 345–46
measures of, 338–46
sex appeal and enhancement

of, 315
Recency, 401
Recency planning in media

planning, 370, 382–85
Recency principle, 382
Recognition, measures of, 338–46
Recyclable batteries, 79
Recyclable packaging, 203
Red Bull, 4, 44, 107
Redemption centers, 547
Redemption process, 546–47
Reduced commission system,

253
Reebok, 35, 482
Reese’s, 200
Reference prices, 519
Referent, 120, 139
Referral rate, 472
Refund offers, 532
Refunds, 554
Regal CineMedia Corporation,

480
Regression analysis, 49
Regulation

benefits of, 70–71
costs of, 71
justification for, 70–71

of marketing communications,
70–76

Related-recall scores, 344
Relationship building, 13
Relative advantage, 173–74, 178
Relative framing, 323
Relevance, enhancing, 298
Reminder function, 545
Renaissance Hotels, 564
Renault, 106
Repeater class, 171
Repeat-purchase objective, 530
Repeat purchases, 501, 532, 546
Repetition, 299
ReplayTV, 429
Repositioning brands, 129–30
Research. See also Advertising

research; Message research
copy-testing, 333, 334

Research services in advertising
agency, 252

Research Systems Corporation,
336

Resonance creative style, 276–77,
288

Respect, 304, 306, 323
Restaurant Business Magazine, 19
Restylane, 566
Retailer promotions, 518–19,

567–68, 573
Retailers, P-O-P and, 223
Retention, 135
Retention rate, 471, 472
Return on investment (ROI), 16,

155, 406
for sampling, 537

Return on marketing investment
(ROMI), 1, 47, 48

Revenue premium, 33
Revenue Science, 92, 93, 457
Reverse viral marketing, 585
Revlon, 198
Rewards, 497
Reynolds Metals, 594
R. J. Reynolds, 60, 61
R-F-M formula, 473
Richardson-Vicks, 129
Rich media, via Internet, 446–47
Rio Audio, 173
Ripamatics, 333
Roadblocks, 364
Road & Track (magazine), 397,

467
Rogaine, 203
Rolaids, 300
Rold Gold pretzels, 56
Rolex, 32, 40
Rolling Stone (magazine), 399
Roper ASW, 339, 341
rsc, 347, 348, 353, 358, 360

Ruffles, 56, 200
Ruggedness, 38, 40
Rumors, 585–87

commercial, 586
conspiracy, 587
contamination, 587
handling of, 587

Run of press (ROP), 409
Ryder, 475

S
Saab, 467
Saab 9-5’s media plan, 396–98

campaign target and
objectives, 396

creative strategy for, 396–97
media strategy for, 397–98

Sales, relations among
advertising weight,
persuasion scores, and,
355

Sales force, stimulating
enthusiasm by, 499

Sales objectives, 154
Sales promotion firms, 16
Sales promotions, 4, 14, 521,

528–29
capabilities and limitations,

498–503
on college campuses, 552–53
defined, 490–91
ethical issues in, 67, 68–70
evaluating ideas, 569–70, 573
new accounting rules for,

497–98
role of, 488

Sales response (single-source
systems), measures of,
350–53

Sales spikes, 518
Sales-to-advertising (S-to-A)

response function, 156,
157, 158

Sales volume, 48
Salience, 45

increasing, 247
Samples, 150, 531
Sampling, 487, 532–39, 549, 568

on college campuses, 526–27
co-op, 533
creative distribution methods,

535–37
deciding to use, 538
defined, 533
by direct mail, 533
door-to-door, 533
by high traffic locations and

events, 534
in-store, 534

Internet, 534, 537
major practices in, 534–37
by newspapers and

magazines, 533
on- or in-pack, 533
problems of, 538–39
return on investment (ROI)

for, 537
solo, 533
at unique venues, 534

Sam’s Club, 531
Samsung, 36, 173, 477
Sandwich-board signs, 220
Sanka, 198
Sara Lee, 469
Satellite radio, 421
Saturation factor, with celebrity

endorsers, 309
Saturday Night Live, 218
Sauza Commemorativo, 297
ScanAmerica, 434
Scan-downs, 515, 516, 522
Scanner-delivered coupons, 531,

544
Scanner-verified systems, 522
Scanner-verified trade

promotions, 515
Scanning agents, 516
ScanTrack, 351, 352, 360
Scarcity, 187

fear appeals to, 313–14
Schemata, 135
Schering-Plough, 491, 492, 499
Scotch-Brite Never Rust Soap

Pads, 161
Sea-Doo, 104
Seagrams, 168
Seal-of-approval programs, 80
Search and retrieval, 135
Search engine advertising (SEA),

453–57, 460
brand equity enhanced via,

455
fundamentals of, 453–54
problems with, 456–57
purchasing keywords and

selecting content-oriented
Web sites, 454–56

Search engine marketing, 453
Sears, 33, 45, 110, 112, 430
Secondary demand, 247
Second Nature, 192
Security value, 281, 284
“Seeding” the market, 182
Seinfeld, 425, 480
Selective attention, 133
Selectivity, 414
Self-direction value, 280, 283
Self-liquidating offers (SLOs),

556–57, 572
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Self-liquidating premiums, 532
Self-regulation, 82

advertising, 76–77
Semiotics, 120, 139
Semipermanent P-O-P displays,

222
Seniors, 108
Sensation transference, 197
Sensory stores (SS), 135
Sentra, 191
ServiceMaster, 475
Seven-Up, 198, 567
Sex, use of, in advertising,

315–17
Sex and the City, 307
Sex appeals, downside of, in

advertising, 316–17
Sexist advertisements, 316–17
Sexual objectification, 317
Shape cues, in packaging, 198–99
Share of market (SOM), 161, 162,

163
ad spending, advertising

elasticity and, 258–59
Share of voice (SOV), 161, 162,

163, 258
Sharp, 36, 125
Shelf-delivered coupons, 531,

544
Shelf space, preferred, 500
Shelf-space model, 382
Shelf talkers, 222
Shell Oil, 195
Shop ‘n Bag, 548
Shoppers Drug Mart, 231
Shopping Buddy, 212
Short filling, 80
Short Message System (SMS),

452
Short-term memory (STM), 135
Short-term sales response, 496
Showing, 215
Significant difference (SD), 356
Signs, 120, 121

on-premise, 219–21
types of, 220
virtual, 480

Similarity, 304, 306, 323
Simmons Market Research

Bureau (SMRB), 414,
416–18, 434, 457

Simon Marketing, 560
Sincerity, 38
Single-person households, 99
Single-source data, 352, 360
Single-source systems (SSSs),

350, 351
Single-voice principle, 12
Sirius Satellite Radio, 421
Size, packaging, 199

Skechers, 104
Skil, 581
Ski (magazine), 397
Skytypers, 481
Skywriting, 481
Sloans Supermarket, 548
Slogans, 272

on packages, 201
Slotting allowances, 67, 505,

506–9, 521
Smart-packages, 202, 203
Smart Sign Media, 217
Smart snack labels, 201
SmartSource, 541
Smithsonian Institution, 44, 45
Snapple Beverage Corp., 92
Snapple Natural Beverages, 420
Snuggle, 198
Snyder’s of Hanover, 54
Societal workability, 203
Solo sampling, 533
Song Airways, 190, 481
Songs, brand placements in, 479
Sony Corporation, 4, 32, 36, 173,

398
Sony Pictures Television, 425
Sophistication, 38, 40
S.O.S., 161
Sound symbolism, 191
Source Perrier, 582
Southwest Airlines, 190, 195
Space depth, 409
Space rates, 409
Spam, 448

opt-in e-mailing versus, 449–50
Spanish media, 112
Speak-for-itself approach, 41
Special-event marketers, 16
Special K, 198, 247
Special price deals, 568
Special purpose media, 466
Specifically planned purchases,

226–27
Spirit Airlines, 190
Splenda, 173
Split-cable technology, 351
Sponsored links, 454, 455
Sponsor misidentification,

589–90
Sponsorship events, selecting,

589–90
Sponsorship marketing, 578,

587–95, 596
Sponsorships, growth in, 588
Sporting News (magazine), 388,

389, 390
Sports Illustrated (magazine), 339,

341, 371, 372, 373, 374,
388, 389, 390, 391, 399,
411, 412, 414, 415

demographic profile, 411
Sports utility vehicles (SUVs),

368, 369
Buick Rainier, 2

Spot television advertising, 425
Sprint Corporation, 479
Sprite, 198
SRDS Media Solutions, 411, 419
SRI Consulting Business

Intelligence (SRIC-BI’s)
VALS system, 94–97

segments within, 96–97
Standardized Advertising Unit

(SAU) system, 409
Starbucks, 44, 126, 196, 578
Starch Readership Service, 336,

339, 341–42, 360
StartSampling, 534
State agencies, regulation of

marketing
communications by,
75–76

State Farm Insurance, 475
Static displays, 223, 224, 225
Station format, 419
Statistical Research Inc., 434
Stereotypes, in advertising, 64
Stickiness factor, 185, 186
Stimulation value, 280, 283
Stocking allowance, 507
Stock keeping units (SKUs), 500,

507
Stockpiling, 501, 509
Stopping-power role of sex, in

advertising, 315
Stop & Shop Supermarket

Company, 212
Storm Products Inc., 576, 578,

579, 581
Storyboards, 333
Stouffer’s, 198
Street marketing, 180, 183, 206
Street money, 507
Strength, brand image and, 37
Strivers, 97
Stroh’s, 316
Strong model, 384
Strong ties, 181
Stylus Verve, 398, 399, 400
Subaru, 191
Subliminal messages, 63–64, 323
Subliminal Seduction (Key), 318
Substitute purchases, 227
Suburban Pioneers, 98–99, 114
Subway, 59, 292, 303, 306
Success Rice, 534
Sudafed, 582
Suggestive brand names, 191
Sundsvall, 168, 169
Sunk costs, 359

Sun Light, 539
Sun-Maid, 564
Super Bowl advertising, 6, 36,

343, 344, 364–65, 399, 401,
427, 428

Superstitials, 446
Suppliers, heightened demands

on, 16
Surprise, 310
Survey researchers, 416
Surveys of sample users using

recall measures, 458
Survivor program, 431, 478
Survivors, 97
Susan B. Komen Breast Cancer

Foundation, 592, 594
Sweeps, 67, 532, 554, 563, 572,

573
online, 564

Swerve, 192
Swiffer, 406
Swimming-up-the-river (SUTR),

124, 140
Switchers, 520, 521, 532
Symbolically or experientially

oriented advertising, 275
Symbolic embeds, 317–19
Symbolic needs, 125, 139
Syndicated advertising, 425
Synergy, 1

value of, 6–7
Systems for Measuring and

Reporting Television
(SMART), 434

T
Tachistoscope, 318
Tacoda Systems, 92, 93, 457
Tag lines, 272
Tango, 118, 119
Targetability, with p-mail, 468
Target audience, selecting,

369–70
Target audience fit, 589
Target Corporation, 197, 226
Targeting, 17, 18–19, 82, 218

behaviorgraphic, 90–93
classification of, 90, 91
of customers and prospects, 90
demographic, 99–114
ethics of, 58–62
geodemographic, 98–99
psychographic, 93–97
sample recipients, 534–35

Target market, 90, 146, 273
defining, 270–71

Target rating points (TRPs),
374–75

Tattoo advertising, 482



TCL Corp., 36
TEARS Model, 304–6, 323
Ted Airlines, 190
Teenage Research Unlimited, 104
Teenagers, 102, 104

targeting to, 58–61
Teflon, 43
Television advertising, 406, 408,

422–34
alcohol advertising, 59
audience measurement in,

431–34
B2B, 241
brand placements in

programs, 431, 478–79,
483

cable, 425–26
effective reach in, 377
humor in, 310, 311
infomercials, 430–31
local, 426
major conclusions about,

353–59
network, 424–25
programming dayparts in,

423–24
reduced dependence on, 15
spot, 425
strengths and limitations of,

426–30
Super Bowl stats, 364–65, 427,

428
syndicated, 425
watchable, 330

Television networks, 224
Temporary P-O-P displays, 222
Tennis (magazine), 397
Text messaging, 451–53
TheFreeSite.com, 534
Theory of effective weekly

planning, 382
Thinkers, 96
Third screen, 452
Thompson, J. Walter, Ad Agency,

130
S. B. Thomas’ English muffins,

224, 225
Three-exposure hypothesis, 376,

381
3M Company, 161, 481
Three Olives vodka, 315
Thrifty-Rent-A-Car, 195
Tie-in promotions, 534, 566, 567,

573
implementation problems, 567

Tie strength, 181
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