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PREFACE

Adpvertising can cause you to stop and watch, or even stop and think. It can make you laugh,
or squirm in your seat, or bring tears to your eyes. It can inspire you to read about a new
product or remember a favorite brand when you’re walking down the aisle in a super-
market. Advertising can also leave you free to change the channel or turn a page without
being aware of having seen the brand message at all. So the question for you as a student
of marketing communication is: Did it work?

But you’re not the only one facing that question. It’s clear from the headlines in in-
dustry publications that marketers want to know if their ads and other marketing commu-
nication efforts work. Marketing communication, particularly advertising, costs money—a
lot of money in many cases—and marketers want proof that their advertising and market-
ing communication is efficient and effective.

That’s why this textbook, Advertising & IMC: Principles & Practice, is dedicated not
only to explaining advertising and other areas of brand communication—such as public re-
lations, direct marketing, and sales promotion—but also to investigating what makes mar-
keting communication effective.

The challenge for this Ninth Edition is to pin down the basic principles and best practices
in an industry that is undergoing radical change—old media are shape-shifting and in some
cases disappearing; new media are emerging and merging with old media as well as develop-
ing entirely new functions. The practice of advertising, in particular, faces new challenges in
an interactive age where consumers are more in charge—actively selecting and designing
their own media world and engaging with their friends in new forms of social media. This
Ninth Edition reflects these changes as it challenges its readers to assume control not only of
their media choices, but of their bigger role as consumers of products, ideas, and media.

WHAT'S NEW IN PRINCIPLES & PRACTICE,
NINTH EDITION

1. New emphasis on enduring principles in a changing industry

Keeping up with the dynamic world of advertising and marketing communication is a
challenge for any textbook. Recent developments facing the industry including the evolv-
ing world of digital media and the varied consumer responses to the Great Recession re-
mind us to think about principles that anchor our profession. Although we recognize that
the marketing communication environment is in an increasing state of upheaval, we also
believe that the basic principles of advertising and marketing communication are enduring
and will help the industry adjust to the changing marketplace. We call attention to these en-
during principles throughout Principles & Practice as we describe how the practices are af-
fected by these new situations.
2. Increased IMC focus

To reflect a wider view of advertising among consumers and within the industry, we
have refocused the positioning of Principles & Practice to add a more obvious discussion
of integrated marketing communication (IMC). The word advertising, in other words, has
come to refer to a variety of marketing communication tools and functions. From the very
first edition, Principles & Practice has contained discussions about IMC, but in this edition
we have made that orientation clear. This broader focus includes all the various forms of
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marketing communication—multiplatform, as well as multimedia—and the discussion is
embedded seamlessly throughout the book.
3. Increased brand focus

We have introduced brand communication in previous editions, but with the more ex-
tensive use of IMC concepts in the Ninth Edition, we also have adjusted the language in
Principles & Practice to focus on the point of the communication, which we see as a brand.
In other words, instead of talking about an advertisement as if it were an end in itself, we
now talk about brand communication. This recognizes that the ad, or any other marketing
communication message, has to be about something. And that something—the focus of all
these communication efforts—is the brand.
4. New set of IMC principles

For most of this book’s life, we have made an effort to identify key principles and draw
attention to them as call-outs in the margins. With the increased emphasis on IMC in the
Ninth Edition, we have also made an effort to develop a set of 10 key IMC-based princi-
ples for brand communication. They evolve within the chapters as various IMC concepts
are introduced and explained and come together as a set in a much revised Chapter 18, “The
IMC Umbrella.” This IMC wrap-up chapter explains IMC campaigns and distinguishes
campaigns from the management of a Total Communication program.
5. Language adjustment

To reflect this broader focus on brands and IMC, we also needed to adjust the language
throughout Principles & Practice. In the Ninth Edition students will read about brand com-
munication, not just ads and advertisements. We still refer to ads, but only when we are talk-
ing specifically about that function. When we talk about the wider world of “advertising,”
we refer to marketing or brand communication.
6. Creative chapters moved ahead of media chapters

Creative thinking is a basic requirement in all areas of marketing communication. To
emphasize that and to respond to adopters and reviewers who prefer to teach creative be-
fore media, Part 3 now focuses on the creative side and message strategy; Part 4 focuses on
the media side.
7. Rewritten and reorganized media chapters reflecting changes in industry

In our first point on this list, we mentioned the changes in the media industry; which
include the growth of social media and the assault on traditional media. In recognition of
this new media environment, we have totally rewritten and reorganized the media chapters
in Principles & Practice. The first media chapter, which is now Chapter 11, is completely
new. It provides an overview of this new media world with a special emphasis on the ex-
citing new opportunities to engage with consumers. It also introduces the basic concepts
necessary to evaluate and compare media options. The second chapter is also completely
rewritten and now combines all the traditional media in one discussion. The third chapter
is more tightly focused on digital media; and the fourth chapter puts it all together in a dis-
cussion on media planning and buying including, of course, the new media.
8. New interactive and social media discussions

We note the special role that social media play in marketing communication strategies.
What has happened is a huge change in the way advertising, both in its traditional and wider
meanings, operate. It’s a paradigm shift with the entire industry moving from one-way tar-
geted media to two-way interactive media. The idea that the audience is in control not only
of what media they choose, but also what content they see (including messages generated
by other consumers), means companies have to engage, rather than target prospective cus-
tomers. And engagement means companies have to listen, as well as deliver messages. And
listening is much more complicated because it’s not just one customer calling a customer
service line, but rather sharing information online among family and thousands of “friends”
on social media, such as Facebook. Throughout Principles & Practice, the Ninth Edition
recognizes the impact and implications of this shift from company-controlled to consumer-
controlled media.



9. New Principled Practice boxes
We’ve added a new feature called Principled Practice. In previous editions we in-
cluded ethics discussions in our Matter of Principle and Matter of Practice boxes. In the

Ninth Edition we have designated a separate feature for these ethics boxes and titled it

Principled Practice to help students think critically about current issues in the industry.

10. New pedagogical tools

* A new award-winning American Advertising Federation National Student Advertising
Competition (AAF NSAC) case for the Century Council appears in the Appendix, and
questions referring to the case were added at the end of each chapter.

* BrandRevive is a new assignment at the end of each chapter that guides the student
through the activities involved in developing a brand campaign plan, in this case for
some older, perhaps forgotten brand that needs a new lease for space in the minds of con-
sumers. If students engage in this assignment continuously throughout the course, they
will develop a campaign plan for their portfolio.

* Anew MyLab website for Principles & Practice has been created. Content from the text
has been moved to this site to provide more integration between the printed text and the
online support materials and activities.

WHY MARKETING COMMUNICATION?

We are using the phrase marketing communication or brand communication because what
used to be known as advertising has expanded beyond the familiar ads in print media and
commercials on radio and television.

Electronic and social media have opened up new ways to communicate online with
consumers about a brand. Alternative and nontraditional forms, such as guerilla marketing
that reaches people in surprising ways in unexpected places, have opened up new opportu-
nities to engage people with brand messages through memorable experiences.

Creating buzz and dialogue have replaced the old
practice of targeting messages at consumers. A new
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goal is to enlist word-of-mouth conversations to rein- The Facets Model of Effects

force and extend the power of the more traditional
marketing communication forms.
This wider view of advertising includes an array
of communication tools. We mentioned public rela-
tions, direct marketing, and sales promotion, but those
are just a few of the tools in the brand communication
toolkit. We will describe the use of these various
forms of brand communication as integrated market- U
ing communication (IMC), which refers to the strate- P:’l!dulu.lll
gic use of multiple forms of communication to engage
different types of consumers who have an interest in
or connection to a brand.
So the two most central themes for this introduc- !
tory brand communication textbook are effectiveness \/UNlET otaf
and integration and they will be discussed throughout ,J.! Il fion
the chapters that follow.

WHAT IS EFFECTIVENESS?

LUINIG
During a recent Super Bowl, an ad for Anheuser- > 3
Busch called “Applause” showed people in an airport ASSociation
spontaneously applauding a group of American troops
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PREFACE

returning home. Even the audience watching from their living rooms was inclined to join
in with applause as part of this graceful display of respect and appreciation. It was touch-
ing. Memorable. Beautifully photographed. And the people seemed real, not rehearsed. But
was it an effective ad? What was it trying to accomplish? Did the viewers remember it as
an Anheuser-Busch ad and, if so, did it affect their opinions of that company and its brands?

What is effective advertising? Is it marketing communication that gets talked about?
Is it a message like the Anheuser-Busch commercial that touches your emotions and in-
spires you to applaud? What, exactly, does it mean to say that an advertisement “works”?

Our answer is that brand communication is effective if it creates a desired response in
the audience. A brand message that works is advertising that affects people; it gets results
that can be measured. To better understand how this impact is created by a message, this
textbook will highlight the principles and best practices of the industry.

Principles & Practice uses the Facets Model of Advertising Effects to better explain
brand communication strategies, consumer responses, and effectiveness. The facets model
is like a diamond or a crystal whose surfaces represent the different types of responses gen-
erated by a brand message. This model and the ideas it represents are used throughout the
book to help explain such things as how objectives are decided on, what strategies deliver
what kind of effects, and how an advertisement and other forms of marketing communica-
tion are evaluated based on their objectives.

Principles & Practices

Marketing communication messages are part inspiration and part hard work, but they are
also a product of clear and logical thinking. Ultimately marketing communication is eval-
uated on its ability to generate a desired consumer response that meets a set of carefully
crafted objectives.

In most cases, consumers have little idea what the objectives are because that infor-
mation generally isn’t made public—and you sometimes can’t tell from the ad itself. But
think about the “Applause” ad. From what we’ve told you, what do you think the ad’s ob-

Campaigns:
“Still the One,”

“Flip to Mexico,”

“Leather Seats”
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The Creative Side

Awards: most airlines by creating an “episodic sitcom” much like Seinfeld or Cheers. As a
Grey Worldwide Gold Effie (for sustained success), Silver result, consumers built an emotional attachment to the brand and its spokes-
Clio, Silver Effie, Gold Mobius (“Best of animals. And with each new commercial, that connection grew stronger as Frontier

. How do we explain the science and art of creative strategy, as well as the important parts of a
creative brief?

What are some key message strategy approaches?

Can creative thinking be defined, and how does it lead to a Big Idea?

What characteristics do creative people have in common, and what is their typical creative process?
What issues affect the management of creative strategy and its implementation?

LA o

Frontier: A Whole Different Animal

hen low-cost carrier Frontier Airlines started up in 1994, it took off with

animals emblazoned on the tails of its planes. Frontier's distinctive air-

craft tails, all of which depict a variety of different wildlife, have made
Frontier's brand name synonymous with the airline’s Western heritage. Years of
award-winning advertising have firmly established the airline with its talking animals
on the planes’ tails as a favorite of consumers in the Denver market and beyond.

The economic downturn of 2008 and 2009, however, grounded much of Fron-
tier's advertising as the airline was forced into bankruptcy because of a cash-flow
problem. Luckily, it emerged from the downturn with a new owner who recognized
the value of the brand and its award-winning advertising.

Frontier's agency, Grey Worldwide, realized that Denverites were elated that
their hometown airline and its beloved animals would live to see another day. A
narrow window to celebrate this great news emerged. And once again, Creative
Directors Shawn Couzens and Gary Ennis turned to Larry, Jack, Flip, and the rest
of the gang for the perfect solution. The campaign had to be written and produced
quickly and affordably—so it could air while the news was still fresh. And so, in just
a few short weeks, the “Still the One” campaign was born.

This is just one example of how nimble the Frontier campaign is. No matter
what the message, or how quick the turnaround, the animals can always deliver it
in a way that's engaging and relevant. In fact, the animals have proven so popular,
they may end up being the airline’s single most important asset when it comes to
the brand’s ultimate survival.

So how did it all start? In 2003, Grey Worldwide brought the tail animals to life
by creating a likable cast of characters—each different and unique in its own way.
The humorous ad campaign broke away from the buttoned-up approach used by

Show” Nomination) for “Flip to Mexico” continued to evolve the campaign.
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A Passion for the Business

Wende Zomnir, Creative Director and Founding Partner, Urban Decay Cosmetics

Being the creative force behind a

brand like Urban Decay makes

me responsible for cranking

out great ideas. And in the 13

years I've been doing this, I've

figured out a few things about

how to generate creative ideas

with which people connect. It

begins with a passion for the busi-

ness. Here are my seven principles.
about how to run a business creatively:

1. Feel a passion for your brand. Everyone in product
development, design, PR, merchandising, sales, and
marketing at Urban Decay loves our makeup and
deeply connects to our position as the countercul-
ture icon in the realm of luxury makeup.

Spot emerging trends. Our best ideas don't start
from analysts telling us what the trends are. My cre-
ative team and | talk about what kinds of colors, vi-
sual icons, textures, and patterns we are craving and
start from there. Our job at Urban Decay is to lead
graphically with our product design and formulation.
Recently we launched a volumizing mascara called

~

Big Fatty and played off the connotations in the

w

Cultivate your inner voice. You also need to develop
a gut instinct for what will work. | felt that skuls were
going to be huge because everyone in the office was
craving them on Tshirts, shoes, key rings, and so
forth. We decided to put them on our seasonal holi-
day compacts in 2005. And the same season that
Marc Jacobs launched them, so did we. We had dis-
tributors begging us to sell them a version without
the skull, but we stood firm and wouldn't change it
because we knew it was right. And you know what?
The same distributors who balked placed the biggest
reorders and complained that we couldn’t stock
them fast enough.

Check your ego. Listening to that inner voice IS
something you can cultivate, but you've got to check
your ego at the door in order to do it. That can be
hard, because being a creative leader means you've
probably generated a lot of great ideas that work.
So, you've got confidence in your concepts and your
ability to deliver, but you have to be able to admit
others have great ideas, too.

Cherry-pick the best ideas. Gut instinct is important,
BUT—and this is big—even more crucial is being able
to listen to all the ideas and sort out the junk. After

IS

o

A View from the Marketing
Communication Front Line

Peter Stasiowski, Marketing and Communication Manager, Interprint, Inc

A DAY IN THE LIFE

There's a big difference between working for an ad agency,
where the focus is on promoting many clients, and becom-
ing an individual company’s lone marketing professional,
where the focus is on promoting the company that signs
your paycheck.

The most obvious changes, such as fine-tuning one
marketing plan instead of juggling several, give way to more
subtle and important differences. When | traded my agency
fitle of art director and creative director for my current po-
sition as marketing and communications manager for an in-
dustrial printing company, | went from working with a group.
of people dedicated to practicing good marketing commu-
nications to working with a group dedicated to printing
good décor paper for its customers in the laminate indlustry.

In my case, the opportunities to expand my marketing
skills beyond lart int like copywriting and
financial planning came with the responsibility to make
good marketing decisions without the security of an ad
agency's team behind me

Atits core, a day in my life s the marketing and com-

ble. For example, to the broad laminate market, | write 90
percent of the articles for Interprint's promotional maga-
zine about everything from our latest printing technologies
1o our environmental stewardship programs.

'm also responsible for speaking with newspaper re-
porters, either to answer their questions or to promote a
press release. Then there's coordinating the construction of
trade show exhibits, planning press conferences, and, yes,
designing print advertising. It all meant to get the good
word out to the right eyes and ears

At the end of the day, my reward is knowing that as |
dive deeper into the fabric of one company and lear what
messages and media resonate with its customers, | gain
both a broader skill set and the unfiltered feedback that
ensures increasingly successful marketing efforts into the
future.

For out Interprint, checl

k out the company's factshet at hitp://usa

You sort through everything, then pick the very best
concept, even if it's NOT your idea.

Little ideas are important, too. You've got to rally
everyone behind your Big Idea, but realize that all
those little ideas that prop up the big one are great,
to0. That's what makes so many of our products work
in the marketplace: a big idea supported by little
ideas—and the people who develop them.

Be flexible. My final important creative principle is
flexibility. Knowing when to be flexible has resulted
in some of the best work we've created here. While
working on a body powder for summer that was to
be impregnated with water for a cooling sensation
on the skin, we ran into production problems. We
wanted a powder, but | decided to add flavor in-
stead. That edible body powder became a huge

munications manager for Interprint is spent communicating

i i | - - 5
(LG T et D ol v clear messages to the right markets as efficiently as possi-

ping the mascara vial in an Age of Aquarius-inspired
print. Shortly after the product’s release, a supplier to
the cosmetics industry came in to show us a version
of our own mascara, giving us a presentation on the
coming trends. It's annoying, but when this happens,
we know we're doing our job.

I

subbrand for us, spawning multiple flavors and gen-
erating huge amounts of press and revenue. The
cooling powder would have been late, had quality
control issues, and probably would have lasted a
season

Wende Zomnir (aka Ms. Decay) graduated from the University
of North Texas where she was a student of Professor Sheri

Broyles. designed for his company.7
The distinctive personality of Urban Decay Cosmetics is e ma

seen in its packaging, as well as its products’ names, Check out Urban Decay at www.urbandecay.com/; www

such as the Ammo Group, and colors: “Smog, " and

“Mildew,” and “Oil Slick.” UrbanDecay411

Massachusetts. In addition to his story, he has provided two business-to-business ads that he

als and ingredients used in producing a product are obtained from other companies,
referred to as suppliers or vendors. The phrase supply chain is used to refer to this complex net-
work of suppliers who produce components and ingredients that are then sold to the manufacturer.
‘The distribution chain or channel of distribution refers to the various companies involved in
moving a product from its manufacturer to its buyers. Suppliers and distributors are also partners

jectives are? To sell beer? To get viewers to run out and buy the brand? Actually, the ad
seems to be a bit removed from a straight sales pitch.

An educated guess—and that’s what you will be better able to make after reading this
book—is that perhaps its objective is simply to make people feel good, to see the goodness
in a simple patriotic gesture—and, ultimately, to associate that feeling of goodness and
warmth with the brand. Does it work? How did you feel when you read over the descrip-
tion of the ad? Even without seeing the commercial, you may have found that the idea
touched your emotions and increased your respect or liking for the brand. To write objec-
tives, however, you must have some understanding of how these messages work.

This book presents both principles and practices of effective brand communication. You
will find principles in the margins of the text in every chapter. In addition, boxes and other
features elaborate on both the principles and practices related to the topic of each chapter.

In this Ninth Edition, we take you behind the scenes of many award-winning cam-
paigns, such as the “Aflac,” “Altoids,” and “Wii” campaigns, to uncover the hard work and
explain the objectives, the inspiration, and the creative ideas behind some great campaigns.
You will see how the ideas come together; you will live through the decision making; and
you will understand the risks the message creators faced.

We also have contributions from highly experienced professionals, as well as our Ad
Stars, graduates from advertising and marketing communication programs around the
country who were nominated by their professors to be featured in this book. We showcase
their work throughout the book. They also have written Inside Stories that explain strate-
gies and what they have learned on the job, as well as A Day in the Life features that pro-
vide insight into various career opportunities in marketing communication.

The Proof

Adpvertisers and marketers want proof that their marketing communication is effective and
efficient. Likewise, you should want proof about the value of your textbooks. You will learn
in this book that all advertising claims need to be supported. That’s why we make the
claim—and, yes, this is an advertisement—that Advertising & IMC: Principles & Practice
is the book to read to learn about effective brand communication. We are making a bold
claim, but here is how we back it up.


www.urbandecay.com/
www.myspace.com/urbandecaycosmetics
www.myspace.com/urbandecaycosmetics
http://twitter.com/UrbanDecay411
http://twitter.com/UrbanDecay411
http://usa.interprint.com/media
http://usa.interprint.com/media
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Advertising & IMC: Principles & Practice is time tested. That’s why it has continued
as one of the market leaders for more than 20 years. It continues to be in touch with the most
current practices in the industry, but it also presents the fundamental principles in ways that
will give you a competitive edge. That’s why students keep this textbook on their shelves
as an important reference book as they move through their major. One thing we hear from
our young professional Ad Stars is that they continue to rely on this book as they make their
transition to professional life, and you can find it on many of their office shelves, as well.
The principles in this book are enduring and your understanding of the practices of the field
can jump-start your career.

mymarketinglab

mymarketinglab (www.mypearsonmarketinglab.com) gives you the opportunity to test
yourself on key concepts and skills, track your own progress through the course, and use
the personalized study plan activities—all to help you achieve success in the classroom.

The MyLab that accompanies Advertising & IMC: Principles & Practice includes:

e Part Ending Cases: Each part incorporates a case study that features award-winning
campaigns recognized by the NY American Marketing Association as outstanding ex-
amples of effectiveness.

* Ad Exercises: View a variety of advertisements and test your understanding of how they
apply IMC concepts.

Plus:

e Personalized study plans—Pre- and post-tests with remediation activities directed to
help you understand and apply the concepts where you need the most help.

e Interactive elements—A wealth of hands-on activities and exercises let you experience
and learn firsthand, whether it is with the online e-book where you can search for specific
keywords or page numbers, highlight specific sections, enter notes right on the e-book
page, and print reading assignments with notes for later review or with other materials.

*  Mini-simulations—These simulations help you move beyond the basics with interactive
simulations that place you in a realistic marketing situation that requires you to make de-
cisions based on marketing concepts.

Find out more at www.mypearsonmarketinglab.com.


www.mypearsonmarketinglab.com
www.mypearsonmarketinglab.com
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PART

ENDURING PRINCIPLES
IN TIMES OF TURMOIL

This is one of the most exciting times to take an advertising course because of all the changes in
the industry—new technology, new media, new types of consumers and media users, new ways
of looking at marketing communication, and new economic challenges. It’s also a great time to
be studying the basics of advertising because this is the era of back to basics.

From 2008 through 2010, the depressing economic scene, which was complicated by scary
shifts in media, played out like a really bad reality show. Analysts and experts worried about tra-
ditional business practices and called for new business models that would create turnarounds and
breakthroughs.

Unchanging Truths
in Times of Change

Rather than redefine the field to deal with the effects of the recession, Bill Weintraub, one of this
book’s Advisory Board members and a marketing expert who led marketing teams at Procter &
Gamble, Tropicana, Kellogg’s, and Coors, insists that the basic truths in marketing communica-
tion are immutable:

I don’t believe the underlying principles of marketing and communication should ever
change. Regardless of the economy, new media, changes in culture, etc. I don’t accept
that these superficial changes in the marketing environment are relevant in terms of
how intelligent business practices should be conducted.

So what are the immutable principles that guide the practice of marketing commu-
nication? Advisory Board member Regina Lewis, who has been in charge of consumer
insights for InterContinental Hotel Group and Dunkin’ Brands, says:

I believe firmly that even—especially!—in a downturn, the basics of branding by con-
necting with consumer values lie at the heart of success. During tough economic times,
uniquely positioning your brand (a strategy based on knowing how consumers think
and feel about your brand versus competitive brands) is essential. And communicating
about your brand in a way that is highly meaningful to consumers becomes more im-
portant. This is my philosophy.

Viewpoints of Bill Weintraub, retired Coors chief marketing officer, and Regina Lewis, vice
president of Global Consumer Insights for the InterContinental Hotel Group



Chapter 1 » The New World of Marketing Communication
Chapter 2 ¢ Integrated Brand Communication
Chapter 3 * Brand Communication and Society

We agree with Weintraub and Lewis that branding, positioning, and communication are the
foundations of brand success. We’ve elaborated on their thoughts to compile seven principles that
we believe express marketing and marketing communication basics—even in economic down-
turns. These principles are central themes in this textbook:

1. Brand Build and maintain distinctive brands that your customers love.
2. Position 1dentify your competitive advantage in the minds of consumers.

3. Consume Focus on consumers and match your brand’s strengths to consumer needs
and wants.

4. Message Identify your best prospects and engage them in a brand conversation.
5. Media Know how to best reach and connect with your target audience.

6. Integrate Know how to connect the dots and make everything in the marketing com-
munication toolkit work together.

7. Evaluate Track everything you do so you know what works.

As you will see in this book, effective advertising and marketing communication are
founded on basic, enduring principles. The principles and practices described in this book pro-
vide direction even when the economy crashes. That doesn’t mean that brand communication is
unchanging. In fact, the practices are dynamic and continually adapting to changing marketplace
conditions. But the basic principles are unchanging even in times of change.

In the chapters that follow, these principles and practices will be explained, as will the key
practices of advertising and marketing communication. In Part 1, the first two chapters focus on
defining advertising and marketing and explaining where marketing communication fits. Chapter 3
analyzes the ethics and social responsibility of marketing and communication.
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It's a Winner

Campaign: Company: Agency: Award:
“Whopper Burger King Crispin Porter + Grand Effie and
Freakout” Bogusky Gold Effie in

Restaurants category




1. What is advertising, how has it evolved, and what does it do in modern times?

2. How have the key concepts of marketing communication developed over time?

3. How is the industry organized—Kkey players, types of agencies, and jobs within agencies?
4. How is the practice of advertising changing?

Ingredients for a Burger Freakout

magine the reaction store managers would receive if they announced to their

customers, “Today this Burger King is a Whopper-free zone.” No more Whop-

pers. That's precisely what happened in a Las Vegas Burger King. The an-
nouncement was part of a social experiment designed to see how consumers
would react if they couldn’t get their beloved burgers. In the process it showed the
power of advertising to be relevant and effective in confirming that the Whopper
is “America’s favorite burger,” and it increased sales. Here's the inside scoop.

Ad agency Crispin Porter + Bogusky (CPB) faced this challenge: the Crispin
team had to “take a product that has been around for 50 years and sells more than
a billion units annually and make it interesting enough that the campaign would in-
crease sales during a highly competitive period.” And they had to do it using no
marketing tools other than advertising. Adding to the challenge, CPB had to ac-
complish this in a competitive environment: McDonald’s consistently outspends
Burger King three to one.

The solution: CPB knew that America loves the Whopper. The agency figured
it wasn't enough to just announce that BK's burger is the best. Who would care?
Instead of telling facts about the product, the agency figured it had to demonstrate
that it was the best burger in a compelling manner. Here’s your first advertising les-
son: To convince consumers, show them the truth about the product—don’t just
tell them about it—and do it memorably.

Just who eats Whoppers? Burger King knows its core demographic (its biggest
group of consumers) is 18- to 24-year-old males, and it sure knows how to connect
with those dudes. Past promotional efforts included sponsorships with the Na-
tional Football League and NASCAR and tie-ins with The Simpsons Movie. Its
chicken sandwich was launched with the “Subservient Chicken” website. Who
could forget the creepy King mascot who shows up in weird places? The Whopper
commands a loyal and passionate following from those who love the weird—and
who aren’t counting calories.

To grab the attention of Whopper lovers, CPB came up with a big idea, a prank.
It devised an experiment that deprived consumers of their beloved Whopper—
something that hadn’t been done before in the burger war. To enact the deprivation
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strategy, the agency took over a Burger King in Las Vegas for a single day and video-
taped with hidden cameras the reactions of consumers who were either told that
Whoppers had been permanently removed from the BK menu or given a competi-
tor’s burger such as a Big Mac or Wendy burger instead of a Whopper.

Actors were used as Burger King employees, but real consumers —not actors—
reacted to the bad burger news. TV commercials created from these scenes drove
viewers to www.whopperfreakout.com, where they could watch an 8-minute docu-
mentary about the experiment. The agency hoped that this would catch on with con-
sumers who would then pass the word and generate more web traffic. Ad Lesson #2:
The best advertising is word-of-mouth endorsements from friends.

Did it work? Customers freaked out. Turn to the end of the chapter to find out
how wildly successful this campaign has been. And if you want to see more of this
campaign, check out www.bk.com/en/us/campaigns/whopper-freakout.html.

Sources: Effie brief provided by New York American Marketing Association; Eleftheria Parpis, “BK's ‘Whopper Freakout’
Wins Grand Effie,” June 3, 2009, www.adweek.com; Li Evans, “Whopper Freakout Shows Burger King Is King of Viral Mar-
keting,” January 13, 2008, www.searchmarketinggurus.com; Suzanne Vranica, “Hey, No Whopper on the Menu?! Hoax by
Burger King Captures Outrage,” The Wall Street Journal, February 8, 2008, www.wsj.com; Andrew Martin, “Gulp! Burger
King Is on the Rebound,” The New York Times, February 10, 2008, www.nytimes.com; www.whopperfreakout.com.

The Burger King “Whopper Freakout” campaign is an example of an award-winning effort that
proved how much America loves the Whopper. But what made it successful? In the Part 1 opener
we made the point that, in spite of economic downturns, the basic principles remain important.
The Burger King story demonstrates the importance of a dramatic idea, as well as the power of
word of mouth. In this chapter we’ll define advertising and its role in marketing communication,
explain how its basic concepts and practices evolved, and describe the agency world. We’ll con-
clude by analyzing the changes facing marketing communication.

WHAT IS ADVERTISING?

You’ve seen thousands, maybe millions of commercial messages, so how would you define ad-
vertising, which is the most visible of all the forms of marketing communication that we will be
discussing in this book? It may sound silly to ask such an obvious question. But where would you
start if your instructor asked you for a definition of advertising?

At its most basic, the purpose of advertising has always been to sell a product, which can be
goods, services, or ideas. Although there have been major changes in recent years from dying
print media to merging and converging digital forms, the basics of advertising, as we said in the
Part 1 opener, are even more important in turbulent times. To better understand advertising’s de-
velopment as a commercial form of communication, it helps to understand how advertising’s def-
inition and its basic roles have evolved over the years.

 Identification Advertising identifies a product and/or the store where it’s sold. In its earliest
years, and this goes back as far as ancient times, advertising focused on identifying a prod-
uct and where it was sold. Some of the earliest ads were simply signs with the name or
graphic image of the type of store—cobbler, grocer, or blacksmith.

» Information Advertising provides information about a product. Advances in printing tech-
nology at the beginning of the Renaissance spurred literacy and brought an explosion of
printed materials in the form of posters, handbills, and newspapers. Literacy was no longer
the badge of the elite and it was possible to reach a general audience with more detailed in-
formation about products. The word advertisement first appeared around 1655, and by
1660 publishers were using the word as a heading in newspapers for commercial informa-
tion. These messages announced land for sale, runaways (slaves and servants), transporta-
tion (ships arriving, stagecoach schedules), and goods for sale from local merchants.


www.whopperfreakout.com
www.bk.com/en/us/campaigns/whopper-freakout.html
www.adweek.com
www.searchmarketinggurus.com
www.wsj.com
www.nytimes.com
www.whopperfreakout.com
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Because of the importance of commercial information, these ads were
considered news and in many cases occupied more space in early news-
papers than the news stories.

o Persuasion Advertising persuades people to buy things. The Industrial
Revolution accelerated social change, as well as mass production. It
brought the efficiency of machinery not only to the production of goods,
but also to their distribution. Efficient production plus wider distribution
meant that manufacturers could offer more products than their local
markets could consume. With the development of trains and national
roads, manufacturers could move their products around the country. For
widespread marketing of products, it became important to have a recog-
nizable brand name, such as Ivory or, more recently, Burger King. Also
large groups of people needed to know about these goods, so along with
industrial mechanization and the opening of the frontier came even more
use of new communication media, such as magazines, catalogs, and bill-
boards that reached more people with more enticing forms of persua-
sion. P. T. Barnum and patent medicine makers were among the
advertising pioneers who moved promotion from identification and in-
formation to a flamboyant version of persuasion called hype—graphics
and language characterized by exaggeration, or hyperbole.

Over the years, identification, information, and persuasion have been
the basic elements of marketing communication and the focus of adver-
tising. So how do we define it now realizing that advertising is dynamic
and constantly changing to meet the demands of society and the market-
place? We can summarize a modern view of advertising with the follow-
ing definition:

Adpvertising is a paid form of persuasive communication that uses
mass and interactive media to reach broad audiences in order to con-
nect an identified sponsor with buyers (a target audience), provide in-
formation about products (goods, services, and ideas), and interpret
the product features in terms of the customer’s needs and wants.

This definition has a number of elements and as we review them, we will also
point out where the definition is changing because of new technology, media
shifts, and cultural changes. (Another source for definitions in the advertising
and marketing area is the American Marketing Association Dictionary, which
you can find at www.marketingpower.com/_layouts/Dictionary.aspx.)

Adpvertising is usually paid for by the advertiser (Burger King, for ex-
ample) who has a product to sell (the Whopper), although some forms of ad-
vertising, such as public service announcements (PSAs), use donated space
and time. Not only is the message paid for, but the sponsor is identified. Ad-
vertising began as one-way communication—from an advertiser to a targeted
audience. Digital media, however, have opened the door to interesting new
forms of two-way and multiple-way brand-related communication such as
word-of-mouth conversations among friends or consumer-generated mes-
sages sent to a company. The viral video of Whopper customers’ disbeliev-
ing responses became a hit on YouTube when shared among friends.

Adpvertising generally reaches a broad audience of potential customers,
either as a mass audience or in smaller targeted groups. However direct-
response advertising, particularly those practices that involve digital com-
munication, has the ability to address individual members of the audience.
So some advertising can deliver one-fo-one communication but with a large
group of people.

In traditional advertising, the message is conveyed through different kinds
of mass media, which are largely nonpersonal messages. This nonpersonal
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characteristic, however, is changing with the introduction of more interactive types of media, as the
Whopper case demonstrates. Richard Edelman, CEO of the Edelman agency, emphasizes the emerg-
ing importance of word of mouth, which is personal communication through new media forms rather
than what he describes as “scripted messages in a paid format.”!

Most advertising has a defined strategy and seeks to inform consumers and/or make them
aware of a brand, company, or organization. In many cases, it also tries to persuade or influence
consumers to do something, such as buy a product or check out a brand’s website. Persuasion may
involve emotional messages as well as information. In an unusual use of messages tied to feel-
ings, the Burger King “deprivation strategy” was designed to elicit negative responses to com-
petitors’ burgers that were substituted for the Whopper.

Keep in mind that, as we have said, a product can be a good, service, or idea. Some non-
profits, for example, use ads to “sell” memberships, get volunteers and donations, or advocate
controversial positions.

Is Advertising the Only Tool in the Promotional Toolkit?

It’s not the only tool, although it may be the biggest. In the United States, advertising is a $30 bil-
lion industry.2 Advertising often is seen as the driving force in marketing communication because
it commands the largest budget, as well as the largest number of agencies and professionals.

To get an idea of the scope of the advertising industry, consider Tables 1.1 and 1.2, which
give some indication of the size of the advertising industry by breaking out the top 10 advertising
categories and advertisers. In Table 1.1 look at how spending changed in the course of a year from
2008 to 2009 based on Third Quarter (January to September) figures. Which categories and ad-
vertisers were on the increase and which decreased and what do you think accounts for those
changes?

As we said, advertising’s original purpose was to sell something, but over the years, other
promotional tools, with different sets of strengths, have developed to help meet that objective.
For example, providing information, particularly about some new feature or a new product, is
sometimes better handled through publicity or public relations. Direct-response advertising,
such as catalogs and flyers sent to the home or office, can also provide more information in
more depth than traditional ads that are limited in space and time. Specialties that carry brand
logos as reminders or incentives to buy are handled by sales promotion companies. Communi-
cation with employees and shareholders about brands and campaigns is usually handled by
public relations.

In other words, a variety of promotional tools can be used to identify, inform, and persuade.
Professionals see differences in all of these areas, but many people just see them all as

Table 1.1  Top Ten Advertising Categories by Ad Expenditure

2009 Advertising

Category Spending ($m) % Change Since 2008
1. Automotive $7,492 -30.8
2. Telecom 6,190 4
3. Financial services 5,673 —237
4. Local services & amusements 5,610 ~15.0
5. Direct response 4,916 ~12.0
6. Miscellaneous retail 4,751 —17.4
7. Food and candy 4,550 —22
8. Restaurants 4,204 2.4
9. Personal care products 4,082 —92

10. Pharmaceuticals 3,484 Y3

Source: TNS Media Intelligence Reports U.S. Advertising Expenditures Declined 14.7 Percent in First Nine
Months of 2009, TNS Media Intelligence, December 8, 2009, www.tns-mi.com/news/2009-
Ad-Spending-Q3.htm.
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Table 1.2 Top Ten U.S. Advertisers

2009 Advertising

Company Spending ($m) % Change Since 2008
1. Procter & Gamble $1,941 ~15.9
2. Verizon 1,892 -58
3. General Motors 1,353 ~155
4. AT&T 1,339 —6.1
5. Johnson & Johnson 1,037 -13
6. News Corp 947.8 —94
7. Sprint Nextel 913 51.1
8. Pfizer Inc 897 11.9
9. Time Warner 875 ~10.7

10. General Electric 764 —12.9

Source: “TNS Media Intelligence Reports U.S. Advertising Expenditures Declined 14.7 Percent in First Nine
Months of 2009, TNS Media Intelligence, December 8, 2009, www.tns-mi.com/news/2009-
Ad-Spending-Q3.htm.

promotion, or lump them together and call them advertising. The proper name for this bundle of
tools, however, is marketing communication (marcom), an umbrella term that refers to all
forms of communication about a brand that appear in a variety of media. Although we are fo-
cusing on advertising in this initial chapter, the book will focus on this expanded concept of mar-
keting communication. Chapter 2 will provide more information about this wider world of brand
communication.

Why Advertising?

Advertising obviously plays a role in both communication and marketing as we’ve been discussing.
In addition to marketing communication, advertising also has a role in the functioning of the econ-
omy and society. Consider the launch of the Apple Macintosh in 1984, which was successful be-
cause of the impact of one advertisement, a television commercial generally considered to be the
greatest ever made. As you read about this “1984” commercial in the A Matter of Practice, note how
this commercial demonstrated all four functions—marketing, communication, social, and economic.

Marketing and Communication Roles In its marketing communication role, advertising trans-
forms a product into a distinctive brand by creating an image and personality that goes beyond
straightforward product features. The “1984” commercial demonstrated how a personality could
be created for a computer (innovative), one that showcased it as a creative tool that breaks through
the rigid systems of other computer brands (IBM?). As advertising showcases brands, it also cre-
ates consumer demand (lines of customers the following day at stores where the Macintosh was
sold) and makes statements that reflect social issues and trends (opening up the new category of
personal computers for non-experts). So in addition to marketing and communication, advertis-
ing has economic and social roles.

Economic and Societal Roles Advertising flourishes in societies that enjoy economic abun-
dance, in which supply exceeds demand. In these societies, advertising extends beyond a prima-
rily informational role to create a demand for a particular brand. In the case of the “Whopper
Freakout” campaign, the decision was to make the product disappear in order to generate buzz,
as well as reinforce a high level of demand for the brand by loyal customers.

Most economists presume that, because it reaches large groups of potential consumers, ad- | among large
vertising brings cost efficiencies to marketing and, thus, lower prices to consumers. The more groups of people resulting
people know about a product, the higher the sales—and the higher the level of sales, the cheaper  in higher levels of sales
the product. Think about the high price of new products, such as a computer, HDTVs, and cell  and, ultimately, lower
phones or other new technology. As demand grows, as well as competition, prices begin to drop.  prices.

Principle
Advertising creates cost
efficiencies by increasing
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The Greatest Commercial Ever Made

The advertiser was Apple, the
product was its new Macintosh,
and the client—the person
handling the advertising
responsibility and making
decisions—was Steve Jobs,
Apple’s CEO, who wanted a
“thunderclap” ad. The agency
was California-based Chiat/Day
(now  TBWA\Chiat\Day).  The
medium was the Super Bowl. The
“supplier” was legendary British film director Ridley
Scott of Alien and Blade Runner fame. The audience was
the 96 million people watching Super Bowl XVIII that
winter day in January 1984, and the target audience was
all those in the audience who were trying to decide
whether to buy a personal computer.

It's a basic principle in advertising: The combination
of the right product at the right time in the right place
with all the right people involved can create something
magical—in this case, Jobs’ thunderclap. It also re-
quired a cast of 200 and a budget of $900,000 for pro-
duction and $800,000 for the 60-second time slot. By
any measure, it was a big effort.

The storyline was a takeoff on George Orwell’s sci-
ence fiction novel about the sterile mind-controlled
world of 1984. An audience of mindless, gray-skinned
drones (who were actually skinheads from the streets
of London) watches a massive screen image of “Big
Brother” spouting an ideological diatribe. Then an ath-
letic young woman in bright red shorts runs in, chased
by helmeted storm troopers, and throws a sledgeham-
mer at the screen. The destruction of the image is fol-
lowed by a burst of fresh air blowing over the
open-mouthed drones as they “see the light.” In the last
shot the announcer reads the only words in the com-
mercial as they appear on screen:

On January 24th, Apple Computer will introduce
Macintosh. And you'll see why 1984 won't be like
"1984."

Was it an easy idea to sell to the client?

First of all, some Apple executives who first saw the
commercial were terrified that it wouldn’t work because
it didn't look like any commercial they had ever seen.
After viewing it, several board members put their heads
down in their hands. Another said, “Who would like to
move on firing Chiat/Day immediately?” Legend has it

that Apple’s other founder, Steve Wozniak, took out his
checkbook and told Jobs, “I'll pay for half if you pay for
the other half.” The decision to air the commercial fi-
nally came down to Jobs, whose confidence in the
Chiat/Day creative team gave him the courage to run
the ad.

Was it effective?

On January 24, long lines formed outside computer
stores carrying the Macintosh, and the entire inventory
sold out in one day. The initial sales goal of 50,000 units
was easily surpassed by the 72,000 units sold in the first
100 days. More would have been sold if production had
been able to keep up with demand.

The “1984" commercial is one of the most talked-
about and remembered commercials ever made. Every
time someone draws up a list of best commercials, it sits
at the top, and it continues to receive accolades more
than two decades later. If you haven't seen it, check
it out at www.apple-history.com or http://s153506479
.onlinehome.us/1984.html and decide for yourself.

Remember, the commercial only ran once—an ex-
pensive spot on the year’s most-watched television pro-
gram. The commercial turned the Super Bowl from just
another football game into the advertising event of the
year. What added to its impact was the hype before and
after it ran. People knew about the spot because of
press coverage prior to the game, and they were watch-
ing for it. Coverage after the game was as likely to talk
about the “1984" spot as the football score. Advertising
became news and watching Super Bowl commercials
became an event. That's why Advertising Age's critic
Bob Garfield calls it “the greatest TV commercial ever
made.”

The debate continues about whether the “Big
Brother” character was designed to represent IBM.
What do you think?

Watch “1984" on:" www.youtube.com/watch?v=0OYecfV3ubP8 or
http://video.google.com/videoplay?docid=-715862862672743260
About TBWA\Chiat\Day: https://www.tbwachiat.com/

An interview with Ridley Scott about making “1984":
www.youtube.com/watch?v=BjiRErZBC8|

Sources: Kevin Maney, "Apple’s 1984’ Super Bowl Commercial Still
Stands as Watershed Event,” USA Today, January 28, 2004: 3B; Liane
Hansen (Host), “Steve Hayden Discusses a 1984 Apple Ad Which Aired
During the Super Bowl,” National Public Radio Weekend Edition,
February 1, 2004; Bradley Johnson, “10 Years after '1984": The
Commercial and the Product That Changed Advertising,” Advertising
Age, June 1994: 1, 12-14; Curt's Media, "The 1984 Apple Commercial:
The Making of a Legend,” www.isd.net/cmcalone/cine/1984.html.
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CHAPTER 1 ¢ THE NEW WORLD OF MARKETING COMMUNICATION

Two contrasting points of view explain how advertising creates economic impact. In the

first, the rational view, advertising is seen as a vehicle for helping consumers assess value through
price cues and other information, such as quality, location, and reputation. Advocates of this view-
point see the role of advertising as a means to objectively provide price/value information,
thereby creating more rational economic decisions. By focusing on images and emotional re-
sponses, the second approach appeals to consumers making a decision on nonprice, emotional
appeals. This emotional view explains how images and psychological appeals influence con-
sumer decisions. This type of advertising is believed to be so persuasive that it decreases the like-
lihood a consumer will switch to an alternative product, regardless of the price charged.

In addition to informing us about new and improved products, advertising also mirrors fash-

ion and design trends and adds to our aesthetic sense. Advertising has an educational role in that
it teaches about new products and their use. It may also expose social issues—some say the
“1984” commercial symbolically proclaimed the value of computer literacy “for the rest of us,”
those who weren’t slaves to the hard-to-operate PC systems of the time. It helps us shape an im-
age of ourselves by setting up role models with which we can identify (a woman athlete liberat-
ing the gray masses), and it gives us a way to express ourselves in terms of our personalities
(smash the screen image of Big Brother) and sense of style (red shorts—the only color in the drab
environment) through the things we wear and use. It also presents images capturing the diversity
of the world in which we live. These social roles have both negative and positive dimensions,
which we will discuss in Chapter 3.

What Are the Most Common Types of Advertising?

There isn’t just one kind of advertising. In fact, advertising is a large and varied industry. Differ-
ent types of advertising have different roles. Considering all the different advertising situations,
we can identify seven major types of advertising:

1.

Brand advertising, the most visible type of advertising, is referred to as national or
consumer advertising. Brand advertising, such as that for the Apple Macintosh in the classic
“1984” commercial, focuses on the development of a long-term brand identity and image.
Retail or local advertising focuses on retailers, distributors, or dealers who sell their mer-
chandise in a certain geographical area; retail advertising has information about products
that are available in local stores. The objectives focus on stimulating store traffic and cre-
ating a distinctive image for the retailer. Local advertising can refer to a retailer, such as
T. J. Maxx, or a manufacturer or distributor who offers products in a fairly restricted geo-
graphic area.

. Direct-response advertising tries to stimulate an immediate response by the customer to

the seller. It can use any advertising medium, particularly direct mail and the Internet. The
consumer can respond by telephone, mail, or over the Internet, and the product is delivered
directly to the consumer by mail or some other carrier.

Business-to-business (B2B) advertising, also called trade advertising, is sent from one
business to another. It includes messages directed at companies distributing products as
well as industrial purchasers and professionals such as lawyers and physicians. Advertisers
place most business advertising in professional publications.

. Institutional advertising, also called corporate advertising, focuses on establishing a cor-

porate identity or winning the public over to the organization’s point of view. Tobacco
companies, for example, run ads that focus on the positive things they are doing. The ads
for a pharmaceutical company showcasing leukemia treatment also adopt that focus.
Nonprofit advertising is used by not-for-profit organizations, such as charities, founda-
tions, associations, hospitals, orchestras, museums, and religious institutions, to reach cus-
tomers (hospitals, for example), members (the Sierra Club), and volunteers (Red Cross). It
is also used to solicit donations and other forms of program participation. The “Truth”®
campaign for the American Legacy Foundation, which tries to reach teenagers with anti-
smoking messages, is an example of nonprofit advertising.

Public service advertising provides messages on behalf of a good cause, such as stopping
drunk driving (as in ads from Mothers Against Drunk Driving) or preventing child abuse. Also
called public service announcements (PSAs), advertising and public relations professionals
usually create them pro bono (free of charge) and the media donate the space and time.

11
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Leather-and suede are always tuﬁgh to resist.
At these prices, you won't have to.

Arrives Sunday, August 8.2 hureyin for best selection.

TJ-MA

Cool leather.
Soft suede.
Hot savings. Hurry.

Fashion never waits, That's why
now's the time Lo shop T Maxx
for the Intest leather and suede
at simply incredible prices

Think jackets, shirts, and skirts

i all the coclest colors, plus
classic browns and blacks

Fashion forward to T Mo
Starts Sunday, August 8

TJ-MADK

you should go®

Retailers sometimes advertise nationally, but much of their advertising is targeted to a

specific market, such as this direct-mail piece for T. J. Maxx.

This institutional ad for a pharmaceutical trade association
uses a heart-tugging visual and copy to show consumers
the value of the organization’s activities—producing
pharmaceutical drugs that help save lives.

Most people get their Aflac policies through payroll
deduction at their workplace. This B2B ad explains to
businesspeople how Aflac insurance can be part of an
employee benefit package at no direct cost to the
company.

Although these categories identify characteristics of various types of advertising, there are
many commonalities. In practice, all types of advertising demand creative, original messages that
are strategically sound and well executed, and all of them are delivered through some form of me-
dia. Furthermore, advertisements can be developed as single ads largely unrelated to other ads by
the same advertiser or as a campaign, a term that refers to a set of related ads that are variations
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on a theme. They are used in different media at different
times for different segments of the audience and to keep
attracting the attention of the target audience. Let’s now
consider the development of key advertising concepts and
practices.

HOW DID CURRENT PRACTICES
AND CONCEPTS DEVELOP?

As illustrated in the timeline in Figure 1.1 the advertising
industry is dynamic and is affected by changes in technol-
ogy, media, and the economic and social environment. But
this history is far more than names and dates. The timeline
reflects how the principles and practices of a multibillion-
dollar industry have evolved.?

'Take off \
14 ars

Eras and Ages

The timeline divides the evolution of advertising into five
stages, which reflect historical eras and the changes that
lead to different philosophies and styles of advertising. As
you read through this, note how changing environments, in
particular media advancements, have changed the way ad- B his Prthiis
vertising functions. (For more historical information check is dlinically proven to remove up to
out the extensive timeline at http://adage.com/century/ 14 years ofistairy bulc-up in jost
timeline/index.html or Duke’s John W. Hartman for Sales, e csERC D e RGeS
Advertising & Marketing History at http://library.duke.
edu/digitalcollections/eaa. Another source for classic ads
is www.vintageadbrowser.com.)

The Early Age of Print Industrialization and mechanized printing spurred literacy, which en-
couraged businesses to advertise beyond just their local place of business. Ads of the early years
look like what we call classified advertising today. Their objective was to identify products and
deliver information about them including where they were being sold. The primary medium of
this age was print, particularly newspapers, although handbills and posters were also important,
as well as hand-painted signs. The first newspaper ad appeared in 1704 for Long Island real
estate, and Benjamin Franklin’s Pennsylvania Gazette ran the first advertising section in 1729.
The first magazine ads appeared in 1742 in Franklin’s General Magazine.

The Early Age of Agencies The 19th century brought the beginning of what we now recognize
as the advertising industry. Volney Palmer opens the first ad agency in 1848 in Philadelphia. The
J. Walter Thompson agency is formed in 1864, the oldest advertising agency still in existence.
P.T. Barnum brings a Swedish singer to the United States and uses a blitz of newspaper ads, hand-
bills, and posters, one of the first campaigns. In 1868 the N.W. Ayer agency begins the
commission system for placing ads—advertising professionals initially were agents or brokers
who bought space and time on behalf of the client for which they received a commission, a per-
centage of the media bill. The J. Walter Thompson agency invents the account executive position,
a person who acts as a liaison between the client and the agency.

As advertisers and marketers became more concerned about creating ads that worked, pro-
fessionalism in advertising began to take shape. Here, also, is when it became important to have
a definition or a theory of advertising. In the 1880s, advertising was referred to by advertising
legend Albert Lasker as “salesmanship in print driven by a reason why.” Those two phrases be-
came the model for stating an ad claim and explaining the support behind it.

On the retail side, department store owner John Wanamaker hired John E. Powers in 1880
as the store’s full-time copywriter and Powers crafted an advertising strategy of “ads as news.”
The McCann agency, which began in 1902, also developed an agency philosophy stated as “truth
well told” that emphasized the agency’s role in crafting the ad message. Printer’s Ink, the adver-
tising industry’s first trade publication, appeared in 1888. In the early 1900s, the J. Walter Thompson

This ad promotes a
brand, Crest White
Strips, and provides
information about the
product, as well as
reasons to buy it.
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This early English ad, written by
William Caxton in 1477, is an example
of printed ads in the 15th century.

FIGURE 1.1

Advertising Timeline
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In this1869 ad, George P. Rowell's
Ad-Wholesaling agency used testimonial
from a satisfied customer to promote the agency.

agency begins publishing its “Blue Books,” which explained how advertising works and com-
piled media data as an industry reference.

By the end of the 19th century advertisers began to give their goods brand names, such as
Baker’s Chocolate and Ivory Soap. The purpose of advertising during this period was to create
demand, as well as a visual identity, for these new brands. Inexpensive brand-named products,
known as packed goods, began to fill the shelves of grocers and drug stores. The questionable
ethics of hype and puffery, which is exaggerated promises, came to a head in 1892 when Ladies
Home Journal banned patent medicine advertising. But another aspect of hype was the use of
powerful graphics that dramatized the sales message.

In Europe, the visual quality of advertising improved dramatically as artists who were also
illustrators, such as Toulouse-Lautrec, Aubrey Beardsley, and Alphonse Mucha, brought their
craftsmanship to posters and print ads, as well as magazine illustrations. Because of the artistry,
this period is known as the Golden Age. The artist role moved beyond illustration to become the
art director in 20th-century advertising.

The Scientific Era In the early 1900s professionalism in advertising was reflected in the begin-
nings of a professional organization of large agencies, which was officially named the American As-
sociation of Advertising Agencies (known also as4As) in 1917 (www.aaa.org). In addition to getting
the industry organized, this period also brought a refining of professional practices. As 19th-century
department store owner John Wanamaker commented, “Half the money I spend on advertising is
wasted and the trouble is I don’t know which half.” That statement partly reflected a need to know
more about how advertising works, but it also recognized the need to better target the message.

In the early 20th-century, modern professional advertising adopted scientific research tech-
niques. Advertising experts believed they could improve advertising by blending science and art.
Two leaders were Claude Hopkins and John Caples. At the height of Hopkins’ career, he was Lord
& Thomas’s best-known copywriter. Highly analytical, he conducted tests of his copy to refine
his advertising methods, an approach explained in his 1923 book, Scientific Advertising. John
Caples, vice president of Batten, Barton, Durstine and Osborn (BBDO), published 7ested Adver-
tising Methods in 1932. His theories about the pulling power of headlines also were based on ex-
tensive tests. Caples was known for changing the style of advertising writing, which had been
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An Advertising
Expert Tells Where
He Learned
It All

After WW1, "l wanted to be
happy" was the call of
consumer, and jazz and
dancing became popular, as

| Christmas morning —and in
come the greatest artists |

this ad for Victor Talking
Machine Co. illustrates.

wordy and full of exaggerations. During the 1930s and 1940s, Daniel Starch, A. C. Nielsen, and
George Gallup founded research organizations that are still part of today’s advertising industry.

During and after the Great Depression, Raymond Rubicam emerged as an advertising power
and launched his own agency with John Orr Young, a Lord & Thomas copywriter under the name
of Young and Rubicam. Their work was known for intriguing headlines and fresh, original ap-
proaches to advertising ideas.

Targeting, the idea that messages should be directed at particular groups of prospective buy-
ers, evolved as media became more complex. Advertisers realized that they could spend their
budgets more efficiently by identifying those most likely to purchase a product, as well as the best
ways to reach them. The scientific era helped media better identify their audiences. In 1914 the
Audit Bureau of Circulation (ABC) was formed to standardize the definition of paid circulation
for magazines and newspapers. Media changes saw print being challenged by radio advertising
in 1922. Radio surpassed print in ad revenue in 1938.

The world of advertising agencies and management of advertising developed rapidly in the
years after World War II. The J. Walter Thompson (JWT) agency, which still exists today, led the
boom in advertising during this period. The agency’s success was due largely to its creative copy and
the management style of the husband-and-wife team of Stanley and Helen Resor. Stanley developed
the concept of account services and expanded the account executive role into strategy development;
Helen developed innovative copywriting techniques. The Resors also coined the brand name con-
cept as a strategy to associate a unique identity with a particular product as well as the concept of
status appeal to persuade nonwealthy people to imitate the habits of rich people (www.jwt.com).

Television commercials came on the scene in the early 1950s and brought a huge new rev-
enue stream to the advertising industry. In 1952 the Nielsen rating system for TV advertising be-
came the primary way to measure the reach of TV commercials.

This period also saw marketing practices, such as product differentiation and market seg-
mentation incorporated into advertising strategy. The idea of positioning, carving out a unique
spot in people’s minds for the brand, was developed by Al Ries and Jack Trout in 1969.

The Creative Revolution The creative power of agencies exploded in the 1960s and 1970s,
a period marked by the resurgence of art, inspiration, and intuition. Largely in reaction to the
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endorsements in the 1980s? advertising takes on a new
social responsiblilty focus.

FIGURE

1.1 (continued) emphasis on research and science, this revolution was inspired by three creative geniuses: Leo
Burnett, David Ogilvy, and William Bernbach.

Leo Burnett was the leader of what came to be known as the Chicago school of advertising.
He believed in finding the “inherent drama” in every product. He also believed in using cultural
archetypes to create mythical characters who represented American values, such as the Jolly
Green Giant, Tony the Tiger, the Pillsbury Doughboy, and his most famous campaign character,
the Marlboro Man (www.leoburnett.com).

Ogilvy, founder of the Ogilvy & Mather agency, is in some ways a paradox because he mar-
ried both the image school of Rubicam and the claim school of Lasker and Hopkins. He created
enduring brands with symbols, such as the Hathaway Man and his mysterious eye patch for the
Hathaway shirt maker, and handled such quality products as Rolls-Royce, Pepperidge Farm, and
Guinness with product-specific and information-rich claims (www.ogilvy.com).

The Doyle, Dane, and Bernbach (DDB) agency opened in 1949. From the beginning,
William Bernbach—with his acute sense of words, design, and creative concepts—was consid-
ered to be the most innovative advertising creative person of his time. His advertising touched
people—and persuaded them—by focusing on feelings and emotions. He explained, “There are
a lot of great technicians in advertising. However, they forget that advertising is persuasion, and
persuasion is not a science, but an art. Advertising is the art of persuasion.”* Bernbach is known
for the understated Volkswagen campaign that ran at a time when car ads were full of glamour
and bombast. The campaign used headlines such as “Think Small” with accompanying picture of
a small VW bug (www.ddb.com).

The Era of Accountability and Integration  Starting in the 1970s, the industry-wide focus was
on effectiveness. Clients wanted ads that produced sales, so the emphasis was on research, test-
ing, and measurement. To be accountable, advertising and other marketing communication agencies
recognized that their work had to prove its value. After the dot.com boom and economic down-
turn in the 1980s and 1990s, this emphasis on accountability became even more important, and
advertisers demanded proof that their advertising was truly effective in accomplishing its
objectives as stated in the strategy.

Social responsibility is another aspect of accountability. Although advertising regulation has
been in place since the early 1900s with the passage of the Pure Food and Drug Act in 1906 and
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SHOWCASE
The pro bono Handgun Control campaign was designed as a wake-up call following the Columbine High School shootings.
Chris Hutchinson, art director at Weiden + Kennedy, explained that “Children killing children with guns is a very real

iseue and we wanted to communicate the horror of thie. The visuals are meant to shock juxtaposing toys
with gun violence.”

Chris Hutchinson graduated from the advertising program at the University of Oregon. He was
nominated to have his work showcased in this text by Professor Charles Frazer.

the creation of the Federal Trade Commission in 1914, it wasn’t until 1971 that the National Ad-
vertising Review Board was created to monitor questions of taste and social responsibility.
Charges of using sweatshops in low-wage countries and an apparent disregard for the environ-
ment concerned critics such as Naomi Klein, who wrote the best-selling book No Logo and Marc
Gobe who wrote Citizen Brands. One highly visible campaign that demonstrates this commit-
ment is the “Truth” campaign developed by Crispin Porter + Bogusky along with Arnold
Worldwide to provide informative documentary-style print ads and television commercials that
inform youth about the dangers of smoking without preaching to them.

As the digital era brought nearly instantaneous means of communication, spreading word of
mouth among a social network of consumers, companies became even more concerned about their
practices and reputation. The recession that began in December 2007 and subsequent headlines about
bad business practices, such as the Bernard Madoft “Ponzi”” scheme, made consumers even more con-
cerned about business ethics.

We also characterize this as the era when integrated marketing communication became
important. Integrated marketing communication (IMC) is another technique that
managers began to adopt in the 1980s as a way to better coordinate their brand com-
munication. Integration and consistency makes marketing communication more effi-
cient and thus more financially accountable.

So What Are the Key Components of Advertising?

In this brief review of how advertising developed over some 300 years, a number of
key concepts were introduced all of which will be discussed in more detail in the chap-
ters that follow. But let’s summarize these concepts in terms of a simple set of key
components that describe the practice of advertising: strategy, message, media, and
evaluation (see Figure 1.2):

e Strategy The logic behind an advertisement is stated in objectives that focus on FIGURE 1.2
areas such as sales, news, psychological appeals, emotion, branding and brand Four Components of Advertising
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reputation, as well as the position and differentiation of the product from the competition,
and segmenting and targeting the best prospects.

*  Message The concept behind a message and how that message is expressed is based on research and
consumer insights with an emphasis on creativity and artistry.

* Media Various media have been used by advertisers over the centuries including print (hand-
bills, newspapers, magazines), outdoor (signs and posters), broadcast (radio and television),
and now digital media. Targeting ads to prospective buyers is done by matching their profiles
to media audiences. Advertising agency compensation was originally based on the cost of
buying time or space in the media.

* Evaluation Effectiveness means meeting objectives and in order to determine if that has hap-
pened, there must be testing. Standards also are set by professional organizations and companies
that rate the size and makeup of media audiences, as well as advertising’s social responsibility.

This section briefly identified how various jobs and professional concepts emerged over
time. Let’s now put the agency world under a microscope and look deeper at the structure of the
industry.

THE AGENCY WORLD

In the discussion of definitions and the evolution of advertising practices, we briefly introduced
agencies, but as a student of advertising and marketing communication you need to know more
about how agencies are organized and how they operate.

Who Are the Key Players?

As we discuss the organization of the industry, consider that all the key players also represent job
opportunities you might want to consider if you are interested in working in advertising or some
area of marketing communication. The players include the advertiser (referred to by the agency
as the client) who sponsors the message, the agency, the media, and the suppliers who provide
expertise. The A Matter of Practice box about the greatest television commercial ever made in-
troduced a number of these key players and illustrated how they all make different contributions
to the final advertising.

The Advertiser  Advertising begins with the advertiser, which is the company that sponsors the
advertising about its business. In the “1984” story, Apple Computer was the advertiser, and Steve
Jobs, the company’s CEO, made the final decision to run the then-controversial commercial. The
advertiser is the number one key player. Management of this function usually lies with the mar-
keting department but in smaller companies, such as Urban Decay Cosmetics, the advertising de-
cisions may lie with the owner, founder, or partners in the business. Wende Zomnir is not only a
founding partner of Urban Decay Cosmetics, she is also an advertising graduate and a marketing
communication professional.

Most advertisers have a marketing team that initiates the advertising effort by identifying a
marketing problem advertising can solve. For example, Apple executives knew that the Macintosh
easy-to-use computer platform needed to be explained and that information about the launch of
the new computer would need to reach a large population of potential computer buyers. Adver-
tising was essential to the success of this new product.

The marketing executive (with input from the corporate officers and others on the marketing
team) also hires the advertising agency—for Burger King this was Crispin Porter + Bogusky—and
other marketing communication agencies as needed. In professional jargon, the advertiser (Burger
King) becomes the agency’s client. As the client, the advertiser is responsible for monitoring the
work and paying the agency for its work on the account. That use of the word account is the reason
agency people refer to the advertiser as the account and the agency person in charge of that adver-
tiser’s business as the account manager.

The marketing team makes the final decisions about strategy including the target audience
and the size of the advertising budget. This team approves the advertising or marketing commu-
nication plan, which contains details outlining the message and media strategies. In Chapter 2
we’ll explain more about how this marketing team functions.
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A Passion for the Business

Wende Zomnir, Creative Director and Founding Partnet, Urban Decay Cosmetics

Being the creative force behind a
brand like Urban Decay makes
me responsible for cranking
out great ideas. And in the

13 years I've been doing this,
I've figured out a few things
about how to generate cre-
ative ideas with which people
connect. It begins with a passion
for the business. Here are my
seven principles about how to run a

business creatively:

1.

Feel a passion for your brand. Everyone in product
development, design, PR, merchandising, sales, and
marketing at Urban Decay loves our makeup and
deeply connects to our position as the countercul-
ture icon in the realm of luxury makeup.

Spot emerging trends. Our best ideas don't start
from analysts telling us what the trends are. My cre-
ative team and | talk about what kinds of colors, vi-
sual icons, textures, and patterns we are craving and
start from there. Our job at Urban Decay is to lead
graphically with our product design and formulation.
Recently we launched a volumizing mascara called
Big Fatty and played off the connotations in the
name, infusing the formula with hemp oil and wrap-
ping the mascara vial in an Age of Aquarius-inspired
print. Shortly after the product’s release, a supplier to
the cosmetics industry came in to show us a version
of our own mascara, giving us a presentation on the

The distinctive personality of Urban Decay Cosmetics is
seen in its packaging, as well as its products’ names,
such as the Ammo Group, and colors: “Smog,”
“Mildew,” and “Oil Slick.”

coming trends. It's annoying, but when this happens,
we know we're doing our job.

3. Cultivate your inner voice. You also need to develop
a gut instinct for what will work. | felt that skulls were
going to be huge because everyone in the office was
craving them on T-shirts, shoes, key rings, and so
forth. We decided to put them on our seasonal holi-
day compacts in 2005. And the same season that
Marc Jacobs launched them, so did we. We had dis-
tributors begging us to sell them a version without
the skull, but we stood firm and wouldn't change it
because we knew it was right. And you know what?
The same distributors who balked placed the biggest
reorders and complained that we couldn’t stock
them fast enough.

4. Check your ego. Listening to that inner voice IS
something you can cultivate, but you've got to check
your ego at the door in order to do it. That can be
hard, because being a creative leader means you've
probably generated a lot of great ideas that work.
So, you've got confidence in your concepts and your
ability to deliver, but you have to be able to admit
others have great ideas, too.

5. Cherry-pick the best ideas. Gut instinct is important,
BUT—and this is big—even more crucial is being able
to listen to all the ideas and sort out the junk. After
you sort through everything, then pick the very best
concept, even if it's NOT your idea.

6. Little ideas are important, too. You've got to rally
everyone behind your Big Idea, but realize that all
those little ideas that prop up the big one are great,
too. That's what makes so many of our products work
in the marketplace: a big idea supported by little
ideas—and the people who develop them.

7. Be flexible. My final important creative principle is
flexibility. Knowing when to be flexible has resulted in
some of the best work we've created here. While
working on a body powder for summer that was to
be impregnated with water for a cooling sensation
on the skin, we ran into production problems. We
wanted a powder, but | decided to add flavor instead.
That edible body powder became a huge subbrand
for us, spawning multiple flavors and generating huge
amounts of press and revenue. The cooling powder
would have been late, had quality control issues, and
probably would have lasted a season.

Wende Zomnir (aka Ms. Decay) graduated from the University of
North Texas where she was a student of Professor Sheri Broyles.

Check out Urban Decay at www.urbandecay.com/; www
.myspace.com/urbandecaycosmetics; and http://twitter.com/
UrbanDecay411.
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FIGURE 1.3

Big companies may have hundreds of agencies working for them, although they normally
have an agency-of-record (AOR) that does most of their business and may even manage or co-
ordinate the work of other agencies.

The Agency The second player is the advertising agency (or other types of marketing com-
munication agencies) that creates, produces, and distributes the messages. The working arrange-
ment between advertiser and agency is known as the agency—client partnership. Both the “1984”
story and the BK deprivation scheme demonstrated how important it is to cultivate a strong sense
of trust between the agency and its clients because these were both risky ideas.

An advertiser uses an outside agency because it believes the agency will be more efficient in
creating advertising messages than the advertiser would be on its own. Successful agencies such
as Crispin Porter + Bogusky typically have strategic and creative expertise, media knowledge,
workforce talent, and the ability to negotiate good deals for clients. The advertising professionals
working for the agency are experts in their areas of specialization and passionate about their work.

Not all advertising professionals work in agencies. Large advertisers, either companies or
organizations, manage the advertising process either by setting up an advertising department
(sometimes called marketing services) that oversees the work of agencies or by setting up their
own in-house agency, as we see in Figure 1.3. Tasks performed by the company’s marketing ser-
vices department include the following: select the agencies; coordinate activities with vendors,
such as media, production, and photography; make sure the work gets done as scheduled; and de-
termine whether the work has achieved prescribed objectives.

The Media The third player in the advertising world is the media. The emergence of mass me-
dia has been a central factor in the development of advertising because mass media offers a way
to reach a widespread audience. In traditional advertising, the term media refers to all of the chan-
nels of communication that carry the message from the advertiser to the audience and from con-
sumers back to companies. We refer to these media as channels because they deliver messages,
but they are also companies, such as your local newspaper or radio station.

Some of these media conglomerates are huge, such as Time Warner and Viacom. Time
Warner, for example, is a $40 billion company with some 38,000 employees. It owns HBO, Time
Inc., Turner Broadcasting, and Warner Brothers, among other media companies. You can learn
more about this media conglomerate at www.timewarner.com. Media vehicles are the specific
programs, such as 60 Minutes or The Simpsons, or magazines—T7The New York Times, Advertising
Age, Woman’s Day.

Note that media is plural when it refers to various channels, but singular—medium—when
it refers to only one form, such as newspapers.

Each medium (newspaper, radio or TV station, billboard company, etc.) has a department that
is responsible for selling ad space or time. These departments specialize in assisting advertisers in

Two Advertising Organization Structures

WHEN THE ADVERTISER DOESN’T HAVE AN IN-HOUSE

AGENCY

Advertising
Organization

WHEN THE ADVERTISER HAS AN IN-HOUSE AGENCY

Advertising

il Internal Advertising
Organization

Department

Advertising
Department

!

In-House Agency
* Research/Planning
* Creative Development
* Media

* Production

External Agencies
¢ Full-Service Agency
¢ Media Specialists
 Creative Boutiques
* VVendors (freelance writers,
lighting specialists, etc.)
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comparing the effectiveness of various media as they try to select the best mix of media to use.
Many media organizations will assist advertisers in the design and production of advertisements.
That’s particularly true for local advertisers using local media, such as a retailer preparing an ad-
vertisement for the local newspaper.

The primary advantage of advertising’s use of mass media is that the costs to buy time in
broadcast media, space in print media, and time and space in digital media are spread over the
tremendous number of people that these media reach. For example, $3 million may sound like a
lot of money for one Super Bowl ad, but when you consider that the advertisers are reaching more
than 100 million people, the cost is not so extreme. One of the big advantages of mass-media ad-
vertising is that it can reach a lot of people with a single message in a very cost-efficient form.

Professional Suppliers and Consultants The fourth player in the world of advertising include
artists, writers, photographers, directors, producers, printers, and self-employed freelancers and
consultants. In the “1984” story, the movie director Ridley Scott was a supplier in that Chiat/Day
contracted with him to produce the commercial. This array of suppliers mirrors the variety of
tasks required to put together an ad. Other examples include freelance copywriters and graphic
artists, songwriters, printers, market researchers, direct-mail production houses, telemarketers,
and public relations consultants. Why would the other advertising players hire an outside sup-
plier? There are many reasons. The advertiser or the agency may not have expertise in a special-
ized area, their people may be overloaded with work, or they may want a fresh perspective. They
also may not want to incur the overhead of full-time employees.

Types of Agencies

We are primarily concerned with advertising agencies in this chapter, but other areas such as pub-
lic relations, direct marketing, sales promotion, and the Internet have agencies that provide spe-
cialized promotional help, as well.

The A-List awards by Advertising Age recognize cutting-edge agencies that rank high in three
areas: First they are creative—Ad Age calls them “widely imaginative”—in developing brand strate-
gies and executions. Second, they are fast growing and winners of some of the biggest new business
pitches. Finally, they are recognized for their effectiveness. In other words, their work leads to mea-
surable results. Note that the agencies in the following list represent big and small agencies, as well
as full-service and specialized agencies. At the top of the list is the agency of the year, Crispin
Porter + Bogusky, the agency behind the Burger King “Whopper Freakout” campaign.

A-List of Advertising Agencies

1. Crispin Porter + Bogusky This agency used to be a medium-size, independent Miami
hotshop, but now it’s a big national creative power from Miami and Boulder, Colorado,
known for its provocative work for Burger King, Old Navy, and Coke Zero, among other
powerhouse clients (www.cpbgroup.com).

2. TBWA/Chiat/Day This L.A.-based agency creates what it calls its “disruptive ideas” for
global clients such as Visa and Adidas. This is the agency behind the legendary “1984” ad
for Apple’s Macintosh (www.tbwa.com).

Principle

Advertising is cost
efficient when it uses mass
media to reach large
numbers of prospective
consumers.

Advertising relies on the expertise of many different people, such as television producers,
graphic designers, photographers, printers, and musicians.


www.cpbgroup.com
www.tbwa.com

22 PART 1

e ENDURING PRINCIPLES IN TIMES OF TURMOIL

3. Goodby, Silverstein & Partners The previous year’s Agency of the Year, San
Francisco—based Goodby continues to be recognized not only for its creative efforts, but
also for building big brands, such as Doritos and General Electric, as well as the classic
“Got Milk” campaign (www.goodbysilverstein.com).

4. R/GA Originally a specialized digital agency, R/GA now operates more like a full-service
agency that prides itself on forging deep, lasting connections with consumers for its clients,
which include Nike and Apple’s iTunes (www.rga.com).

5. Tribal DDB Primarily a digital agency, New York—based Tribal is also creative, collabora-
tive, and brand savvy. Its work includes an award-winning TV commercial for Deutsche
Telekom, as well as other new media and viral projects for Philips, Wrigley, and McDonald’s
(www.tribalddb.com).

6. Mindshare Mindshare is a global media network that offers media and communication
planning, interactive marketing, branded entertainment, sports marketing, and marketing
effectiveness analyses to such clients as IBM, Unilever, and American Express
(www.mindshareworld.com).

7. The Martin Agency More than a regional shop from Richmond, Virginia, this agency
continues to be recognized for great creative spots, such as those for Geico
(www.martinagency.com).

8. Vidal Partnership The largest independent Hispanic agency in the United States, Vidal
operates as an integrated full-service marketing communication agency and handles
campaigns for Wendy’s, Home Depot, JCPenney, and Johnson & Johnson
(www.vidal-partnership.com).

9. Rapp A giant in direct marketing, Rapp is redefining relationship marketing for its cus-
tomers, such as Macy’s, Audi, ExxonMobile, and General Electric (www.rapp.com).

10. Deutsch The New York—based Deutsch full-service agency believes in connecting with
and motivating an audience on behalf of clients such as Evian, GM, and PlayStation
(www.deutschinc.com).

Source: Adapted from Parekh Rupal, “Agency of the Year: Crispin Porter + Bogusky,” Advertising Age, January 19, 2009,
http://adage.com/agencya-listO8/article ?article_id=133815.

In addition to agencies that specialize in advertising and other areas of marketing commu-
nication, there are also consulting firms in marketing research and branding that offer specialized
services to other agencies, as well as advertisers. Since these various types of marketing com-
munication areas are all part of an integrated marketing communication approach, we cover many
of these functions in separate chapters later in the book.

Full-Service Agencies In advertising, a full-service agency includes the four major staff func-
tions of account management, creative services, media planning, and account planning, which in-
cludes research. A full-service advertising agency also has its own finance and accounting
department, a traffic department to handle internal tracking on completion of projects, a de-
partment for broadcast and print production (sometimes organized within the creative depart-
ment), and a human resources department.

Let’s take a minute to look inside one full-service agency, Crispin Porter + Bogusky, which
was named Agency of the Year by Adweek and Advertising Age, as well as Ad Age’s sister publi-
cation Creativity. CPB celebrates some $140 million in revenue and employs nearly 900 in its two
offices in Miami and Boulder, Colorado. The agency is known for its edgy, pop-culture approach
to strategy. You probably know Burger King’s weird “king” character, and you read about its
“Whopper Freakout” campaign at the beginning of this chapter. Maybe you have been introduced
to some of Old Navy’s “SuperModelquins,” the talking mannequins in the opening story you’ll
read later in Chapter 5. That’s the kind of provocative work that Ad Age calls “culturally primal.”’s
It infiltrates the social scene and creates buzz. Although known for its creative work, CPB also has
an innovative product design think tank that has come up with such ideas as a public bike rental
program, a portable pen version of WED-40, and BK’s popular Burger Shots sliders.

In-House Agencies Like a regular advertising agency, an in-house agency produces ads and
places them in the media, but the agency is a part of the advertiser’s organization, rather than
an outside company. Companies that need closer control over their advertising have their own
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internal in-house agencies. An in-house agency performs most, and sometimes all, of the func-
tions of an outside advertising agency and produce materials, such as point-of-sale displays, sales
team literature, localized ads and promotions, and coupon books, that larger agencies have a hard
time producing cost effectively. Retailers, for example, find that doing their own advertising and
media placement provides cost savings, as well as the ability to meet fast-breaking deadlines.
Some fashion companies, such as Ralph Lauren, also create their own advertising in house to
maintain complete control over the brand image and the fashion statement it makes. Check out
this in-house agency at http://about.ralphlauren.com/campaigns/default.asp.

Specialized Agencies Many agencies do not follow the traditional full-service agency approach.
They either specialize in certain functions (writing copy, producing art, or media buying), audi-
ences (minority, youth), industries (health care, computers, agriculture, business-to-business
communication), or markets (minority groups such as Asian, African American, or Hispanic). In
addition, some agencies specialize in other marketing communication areas, such as branding, di-
rect marketing, sales promotion, public relations, events and sports marketing, packaging, and
point-of-sale promotions. Sometimes one-client agencies are created to handle the work of one
large client. Let’s take a look at two special types of agencies:

* Creative boutiques are ad agencies, usually small (two or three people to a dozen or more),
that concentrate entirely on preparing the creative execution of the idea, or the creative prod-
uct. A creative boutique has one or more writers or artists on staff, but generally no staff for
media, research, or strategic planning. Typically, these agencies can prepare advertising to
run in print and broadcast media, as well as in out-of-home (such as outdoor and transit ad-
vertising), Internet, and alternative media. Creative boutiques usually serve companies di-
rectly, but are sometimes retained by full-service agencies that are overloaded with work.

* Media-buying services specialize in the purchase of media for clients. They are in high de-
mand for many reasons, but three reasons stand out. First, media has become more complex
as the number of choices has grown—think of the proliferation of new cable channels, mag-
azines, and radio stations. Second, the cost of maintaining a competent media department
has escalated. Third, media-buying services often buy media at a low cost because they can
group several clients’ purchases together to get discounts from the media because of the vol-
ume of their media buys.

Agency Networks and Holding Companies  Finally let’s talk about agency networks, which are
large conglomerations of agencies under a central ownership. Agency networks are all of the of-
fices that operate under one agency name, such as DDB Worldwide (200 offices in 90 countries)
or BBDO Worldwide (287 offices in 79 countries). You can read more about these agencies and
their networks at www.ddb.com and www.bbdoworldwide.com.

Holding companies include one or more advertising agency networks, as well as other types
of marketing communication agencies and marketing services consulting firms. The four largest
are WPP Group, Interpublic, Omnicom, and Publicis. WPP, for example, includes the J. Walter
Thompson Group, Ogilvy & Mather Worldwide, Young & Rubicam, Grey Global Group, and
Bates advertising networks, as well as the Berlin Cameron creative agency, public relations agen-
cies Hill and Knowlton, Ogilvy Public Relations, and Burson-Marsteller; direct-response com-
pany Wunderman; research firms Millward Brown and Research International; media firms
Mindshare and Mediaedge:cia; and branding and corporate identity firms Landor and Lambie-
Naim, to name a few. Most of those firms are also networks with multiple offices. For an inside
look at a big holding company, check out WPP at www.wpp.com.

How Are Agency Jobs Organized?

In addition to the chief executive officer, if the agency is large enough, it usually has one or more
vice presidents, as well as department heads for the different functional areas. We will concen-
trate on five of those areas: account management; account planning and research; creative devel-
opment and production; media research, planning, and buying; and internal services.

Account Management The account management (sometimes called account services) func-
tion acts as a liaison between the client and the agency. It ensures that the agency focuses its re-
sources on the client’s needs. The account team summarizes the client’s communication needs and
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develops the basic “charge to the agency,” which the account manager presents to the agency’s
team. The account executive (called the content manager at the Crispin Porter + Bogusky
agency) is responsible for interpreting the client’s marketing research and strategy for the rest of
the agency. The Day in the Life story focuses on the work of an account executive at CPB.

Once the client and agency together establish the general guidelines for a campaign, the ac-
count management team supervises the day-to-day development. Account management in a ma-
jor agency typically has three levels: the management supervisor, who provides leadership on
strategic issues and looks for new business opportunities; the account supervisor, who is the key
executive working on a client’s business and the primary liaison between the client and the

A DAY IN THE LIFE

Tweets from the Front Line

Jennifer Cunningham, Content Manager, Crispin Porter + Bogusky

As a content manager (account executive) at Crispin Porter +
Bogusky's Boulder office, | never know what's in store for
me on any given day. What | DO know is that the days will
never be boring. From presenting creative to clients, to go-
ing on late-night caffeine runs for teams pulling all-nighters
... anything goes.

Though tasks vary from day to day, part of my job is to
constantly stay up to date on the latest and greatest tech-
nologies and trends. Now, I'm no tech expert but if a client
asks for my opinion on brand integration on Twitter, for ex-
ample, | better know what they're talking about.

And since Twitter is all the rage right now, here’s a day
in my shoes at CP+B via real-time tweets:

* Parking. Better hustle, have a 9:30 meeting and need
some coffee first! (Had a late night last night sending a
print ad to the printer—when ads are due, | stay in the
office and help make sure everyone has approved it
before it goes out.) 9:08

* Reading all my morning e-mails—my clients are on East
Coast time so their workday started 2+ hours ago. 9:19

* Content team status—this is an informal weekly meeting
to ensure everyone knows what's up on the account. 9:32

* Confirming teams are ready for an 11 A.m. client pre-
sentation. Creatives here don't let ANY work out the
door unless it's perfect. But sometimes perfection
doesn't sync with the client call times. . . . 9:55

° Writing setup slides for the presentation—this includes
recapping our assignment, thoughts on the work, and
background info. 10:08

* Don't have the creative yet—checking in with teams,
starting to get a little nervous. 10:30

* Talked with my creative director—they’'re making the
last few tweaks on the presentation, but they're run-
ning 10 to 15 minutes behind. 10:41

* Calling my client. She's running behind too—starting
late will be “just fine.” Whew. 10:49

* Call from another client—the publisher is saying they
didn’t receive our print ad last night. Asking if we can
look into it . . . oh boy. 10:53

e E-mailing my print producer to check in with the pub-
lisher. 10:55

* E-mailing my media planner to ensure we won't miss
our insertion deadline. 10:56

* Got the presentation! Looks awesome—have a feeling
the clients will love these ideas. 11:10

* On the call—reinforcing the strategy and schedules as
the creatives present ideas. 11:22

* Recapping the presentation call to make sure the cre-
ative teams have clear feedback for revisions and to
ensure our clients had the same take-aways from the
call. 12:01

* Hopping on a media call—gathering info for Produc-
tion, so we can start work once ideas from the presen-
tation are approved. 1:11

* Reviewing invoices over lunch—have to make sure our
billing is accurate and that we stay on budget for proj-
ects. 2:03

e Call with Business Affairs—just finalized legal approvals
on scripts and the contracts for celebrity talent for our
next TV spot. Pretty exciting! 3:15

* Whew—Ilost track of time. Rereleased the print ad for
the publication. Confirmed teams are working on feed-
back. Put together a post-campaign analysis to see
how we met our goals number-wise on our last project.
Participated in a brainstorming session for another
account—gotta help where you can. 6:08

* Wrapping up—need to walk my dog at home. 6:31

* Hopping back on my computer for a couple more
e-mails and prep for tomorrow. All in all a pretty good
day. 8:15

* Finishing up this day-in-the-life—hope you enjoyed
reading it. Good luck should you pursue a career in ad-
vertising! There's never a dull moment. 9:01

To learn more about Crispin Porter + Bogusky, check out www.cpbgroup
.com.

Jennifer Cunningham is a graduate of the advertising program at the
University of Colorado. She was a student of Professor Kendra Gale.
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agency; and the account executive (as well as assistant account executives), who is responsible
for day-to-day activities and operates like a project manager. A smaller agency will combine some
of these levels. Of course, individual agencies also have their own titles for these positions, such
as the “content manager” title used at CPB.

Account Planning and Research Full-service agencies usually have a separate department
specifically devoted to planning and sometimes to research as well. Today the emphasis in agency
research is on developing an advertising message concept that focuses on the consumer’s per-
spective and relationship with the brand. The account planning group gathers all available in-
telligence on the market and consumers and acts as the voice of the consumer. Account planners
are strategic specialists who prepare comprehensive information about consumers’ wants, needs,
and relationship to the client’s brand and recommendations on how the advertising should work
to satisfy those elements based on insights they derive from consumer research.

Creative Development and Production A creative group includes people who write
(copywriters), people who design ideas for print ads or television commercials (art directors), and
people who convert these ideas into television or radio commercials (producers). Many agencies
build a support group around a team of an art director and copywriter who work well together. In
addition to these positions, the broadcast production department and art studio are two other ar-
eas where creative personnel can apply their skills.

Media Research, Planning, and Buying Agencies that don’t rely on outside media specialists
have a media department that recommends to the client the most efficient means of delivering
the message to the target audience. That department has three functions: research, planning, and
buying. Because the media world is so complex, it is not unusual for some individuals to become
experts in certain markets or types of media.

Internal Operations The departments that serve the operations within the agency include the
traffic department and print production, as well as the more general financial services and human
resources (personnel) departments. The traffic department is the lifeblood of the agency, and its
personnel keep track of everything that happens.

How Are Agencies Paid?

Advertising agencies are a big business. Procter & Gamble, for example, spends nearly $5 billion
annually on global advertising. With that kind of money on the table, you can imagine that the
agency—client relationship is under pressure from both sides. Agencies want to get more work and
get paid more; clients want to cut costs and make their advertising as cost effective as possible.

Agencies derive their revenues and profits from three main sources: commissions, fees, and
retainers. For years, a 15 percent commission on media billings was the traditional form of com-
pensation. That’s actually how agencies got started back in the 19th century. For those few ac-
counts still using a commission approach, the rate is rarely 15 percent; it is more likely lower and
subject to negotiation between agency and client.

Many advertisers now use a fee system either as the primary compensation tool or in com-
bination with a commission system. The fee system is comparable to the system by which ad-
vertisers pay their lawyers and accountants. The client and agency agree on an hourly fee or rate
or may negotiate a charge for a specific project. This fee can vary by department, or it may be a
flat hourly fee for all work regardless of the salary level of the person doing the work. Charges
are also included for out-of-pocket expenses, travel, and other standard items.

An agency also may be put on a monthly or yearly retainer. The amount billed per month is
based on the projected amount of work and the hourly rate charged. This system is most com-
monly used by public relations agencies.

A more recent trend in agency compensation is for advertisers to pay agencies on the basis of
their performance. One consultant recommends that this arrangement be based on paying the agency
either a percentage of the client’s sales or a percentage of the client’s marketing budget. Procter &
Gamble is a pioneer in trying to apply this system. Another version of this idea is that agencies share
in the profits of their client when they create a successful campaign, but that also means they have
a greater financial risk in the relationship should the advertising not create the intended impact.

Another innovation in agency compensation is called value billing, which means that the
agency is paid for its creative and strategic ideas, rather than for executions and media placements.
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Sarah Armstrong, Coke’s director of worldwide media and communication, has urged the indus-
try to shift to “value-based” forms of compensation that reward agencies based on effectiveness—
whether they make the objectives they set for their advertising.¢

HOW IS THE PRACTICE OF ADVERTISING CHANGING?

We would like to end this review of advertising basics by talking about the future of advertising.
Because of the recent Great Recession, Mike Carlton, an industry commentator, says, “[C]learly
we are at a point in time when things will never be quite the same again for our industry.” But there
are still some exciting changes that open up opportunities for new professionals entering the field.

Consumer in Charge

As Jim Stengel, Procter & Gamble’s former global marketing officer, has said, “[I]t’s not just
about doing great TV commercials: The days of pounding people with images, and shoving them
down their eyeballs are over. The consumer is much more in control now.”” This change is caus-
ing some shifts in the way the advertising business operates.

In 2009 CareerBuilder dismissed one of the most creative agencies—Portland-based Wieden +
Kennedy, who had created five great Super Bowl ads for the job-posting website—and took its ad-
vertising in house. The reason is that the company wants ordinary consumers to create 25-second com-
mercials for the brand. That will not only bring publicity, but also save bucks. CareerBuilder, through
its in-house agency, will still pay for production of the winning ad and buy the ad time. Not only will
this move bring more opportunities for consumer-generated advertising (at the expense of advertising
agencies), the company estimates it will save around 15 to 20 percent of its annual marketing costs.

Other brands that have used consumer-generated ads include Frito-Lay, Converse, Master-
Card, and L’Oreal. Frito-Lay received thousands of media mentions for its Super Bowl ad con-
test on such programs as The Tonight Show, The View, and Good Morning America. You can check
out Doritos’ collection of consumer-generated Super Bowl ads in the “Crash the Super Bowl”
contest at www.crashthesuperbowl.com/#/winners.

Consumer involvement in advertising is a bigger issue than just ad agencies losing their
clients. In fact, consumers have been taking control of media and marketing for a number of
years through Wikipedia, Twitter, and other newly democratized information sources. YouTube,
MySpace, and Facebook have invited everyone into the ad distribution game. The Internet is a
new world of interaction and consumer-initiated contacts that are creating entirely new ways of
communicating with potential customers. That’s why in 2006, 7ime magazine spotted the trend
and named “You the Consumer” as its Person of the Year and then in 2007 Advertising Age named
the consumer its “Agency of the Year.”

Blurring Lines and Converging Media

One of the biggest changes impacting the advertising industry is the changing media environ-
ment. Television used to be the big gun, and it still eats up the biggest part of the budget, but the
old networks (CBS, NBC, ABC, FOX) are only half as important as they used to be as the num-
ber of cable channels has exploded.

The big bomb that has fragmented the media world is digital media, which appear in so many
different forms that it’s impossible to keep up with them. The newspaper industry has been par-
ticularly hurt as it has realized that much, if not most, of its content can be accessed more easily
and quickly in a digital format. So are newspapers dead?

Traditional media are trying to adjust by transforming themselves into new digital formats,
as well. So what do you call online versions of newspapers and magazines? Are they still print
when they appear on a screen? And new personal media—iPhones, iPods, iPads, BlackBerries,
Kindles—are real shape-changers. They can be phones, music players, calendars, and sources of
local and national information, as well as cameras, video viewers, book readers, Web surfers, and
video game players. Changes such as these need to be considered when putting together media
plans, a challenge that will be discussed in Part 3.

Advertising agencies make most of their money from television spots and print media. How-
ever, as we’ve mentioned, both of those revenue streams are threatened by economics and the chang-
ing media landscape. As Mike Carlton explains, “TV spots and other traditional work as the economic
backbone of the agency business will just not work much longer.”® However, Carlton also calls for
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agencies to take a stronger leadership role in the development of brand strategy, particularly for the
more complex forms of marketing communication with their blurred, merged, and converged media.

Accountability and Effectiveness

Given the recent recession, you can guess that efficiency is an advantage in this new advertising world,
which has been emphasizing accountability for a couple of decades. The other critical client concern
is effectiveness, which is another way to look at accountability in marketing communication.

We mentioned that CareerBuilder had taken its advertising in house partly to drive a consumer-
generated advertising program, but also to save costs, which is critical in an economic downturn.
The need for efficiency is complicated by crack-ups in the agency—client relationships. Agencies
that are creative in finding new ways to deliver cost efficiencies have a real advantage in their
client dealings.

Effectiveness ~ Along with the ongoing need for efficiencies, there’s always a concern about ef-
fectiveness, or accountability as it’s sometimes called, but this has become even more important in
difficult times. The recent recession forced the advertising industry to become even more serious
about creating advertising that delivers results and then proving the effectiveness of the advertising
work once it’s completed. Effectiveness is a theme that you will see discussed throughout this book.
So what is effectiveness? Effective ads are ads that work. That is, they deliver the message the
advertiser intended and consumers respond as the advertiser hoped they would. Ultimately, adver-
tisers such as Burger King want consumers to buy and keep buying their goods and services. To get
to that point, ads must first effectively communicate a message that motivates consumers to respond.
The most important characteristic of advertising is that it is purposeful: Ads are created to have
some effect, some impact on the people who read or see their message. We refer to this as advertis-
ing’s effects, the idea being that effective advertising messages will achieve the advertiser’s desired
impact and the target audience will respond as the advertiser intended. This desired impact is for-  principle
mally stated as a set of objectives, which are statements of the measurable goals or results that the  Advertising is effective if it
advertising is intended to achieve. In other words, advertising works if it achieves its objectives. achieves its objectives.

Award Shows This chapter opened with the Burger King campaign, which was identified as
award-winning advertising. The Effie award, named for a shortened form of the word effective, is
given by the New York Chapter of the American Marketing Association (AMA) to advertising and
other forms of marketing communication that have been proven to be not only creative, but more
importantly, effective. That means the campaigns were guided by measurable objectives, and eval-
uation after the campaign determined that the effort did, in fact, meet or exceed the objectives.
(Check out the Effies at www.effie.org.) Other award shows that focus on effectiveness are the Ad-
vertising and Marketing Effectiveness (AME) awards by the New York Festivals company,
Canada’s Cassie Awards, and the London-based Institute of Practitioners (IPA) Award. Check out
these award programs at www.ameawards.com, www.cassies.ca, and www.ipa.co.uk.

Other award shows judge factors such as creative ideas, for example, the Clios by a private
award-show company, a New York—based advertising association’s One Show, and the Cannes
Lions Awards by a French award-show company. Awards are also given for media plans
(Adweek’s Media Plan of the Year) and art direction (New York—based Art Directors Club award
show). These awards can be found at www.clioawards.com, www.canneslions.com, www.adweek
.com, and www.adcglobal.org/awards/annual.

Other professional areas also have award shows that reward such things as clever promo-
tional ideas. For example, the Reggies are given by the Promotion Marketing Association, and
outstanding public relations efforts are recognized by the Public Relations Society of America’s
Silver Anvil Award.

Integrated Marketing Communication (IMC)

We mentioned that effectiveness is a central theme for this book, but another concept that we will
discuss throughout is integration. As we mentioned earlier in our timeline, the search for effective
communication has led many companies to focus on the consistency of their brand communication
in order to more efficiently establish a coherent brand perception. We call that practice integrated
marketing communication or IMC. In other words, everything that sends a brand message is a point
of concern for those managing brand communication. To be effective, these messages need to com-
plement one another and present the same basic brand strategy.


www.effie.org
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First Principle The point is that brand communication involves more than just advertising. We refer to the
of IMC First Principle of IMC as everything communicates. And that means all marketing communica-
Everything tion media (print, broadcast, out-of-home, and digital), as well as all marketing communication
communicates. platforms (advertising, public relations, events and sponsorships, and direct response) and other

new forms, such as guerilla marketing and online social media. All communication efforts are
planned for maximum synergy.

Looking Ahead

This chapter has provided an introduction to many of the basic concepts of advertising, as well as
IMC. We’ll continue that introduction of principles and practices in Chapter 2 as we explain the
bigger picture of advertising and its role in marketing communication and marketing. Marketing
communication agencies play an important role in puzzling out new ways to interact with cus-
tomers and cement brand relationships.

WHOPPERFREAKOUT.COM Best Burgel" Best Campalgn,
Best Practices

he focus on effectiveness and results is the theme of this textbook, and throughout the book we will in-

troduce you to practices that generate effectiveness. We'll end each chapter with the results of the cam-
paign that introduced the chapter—in this case, the Grand Effie-winning “Whopper Freakout” campaign for
Burger King. The freakout campaign for Whopper's 50th anniversary demonstrates the power of having a
brand identity so strong that customers not only remember it, but demand it.

So here's the rest of the Whopper story. It's a story of consumer shock and outrage: “If Burger King doesn't
have the Whopper, they might as well change their name to Burger Queen,” and “What are you going to put
on the logo now—home of the ‘whatever we got'?” griped outraged customers. When one stunned would-
be Whopper eater was given a Big Mac instead, he said, “| hate McDonald's.”

These comments were all captured on tape and played and replayed on the special website by intrigued
viewers 5 million times. Fourteen million more watched it and the TV spots on YouTube. The agency figures
this all led to a 300+ percent increase in Web chatter about Burger King, which it estimates was about a fifth
of the paid media. That means it received about 20 percent of the media for free as consumers spread the
word. Burger King successfully captured its audience with a viral hit. Ad lesson #3: Smart thinking can help
you compete with competitors with bigger budgets.

Was the campaign effective? Did the captivated audience buy the burgers? The answer: the quarterly
sales increased by double digits. At the beginning of this case, you read about two goals for the campaign.
One was to reaffirm that the Whopper is America’s most-loved burger, and the other was to increase the sales
of the burger. This campaign achieved both of these measurable objectives.

What a way to celebrate the 50th anniversary of the Whopper. To make the golden anniversary more
golden, the campaign was awarded a Gold Effie in the Restaurants category and the coveted Grand Effie, the
top award given to acknowledge effectiveness for the campaign’s “boldness and creativity across multiple
media platforms, delivering real cultural relevance and above all, outstanding business results.” Ad lesson #4:
Awards mean nothing if they don’t achieve the business goals.

Key Points Summary

1. What is advertising, how has it evolved, and what does it persuasion, as well as selling. In modern times, advertising
do in modern times? The definition of advertising has is persuasive communication that uses mass and interactive
evolved over time from identification to information and media to reach broad audiences in order to connect an iden-
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tified sponsor with buyers and provide information about
products. It performs communication, marketing, economic,
and societal roles. Seven types of advertising define the in-
dustry: brand, retail or local, direct response, B2B, institu-
tional, nonprofit, and public service.

. How have the key concepts of marketing communication
developed over time? A review of the evolution of advertising
practice identifies the source of many of the key concepts cur-
rently used in advertising. These concepts can be grouped into
the four key components of advertising: strategy (objectives,
appeals, branding, positioning and differentiation, and seg-
menting and targeting), message (creative concept based on re-
search and consumer insight, creativity and artistry), media
(the evolution of print, broadcast, outdoor, and digital, as well
as the practice of matching targets to media audiences and
compensation based on the media buy), and evaluation (effec-
tiveness in terms of meeting objectives, testing, standards).

. How is the industry organized—Kkey players, types of
agencies, and jobs within agencies? The key players begin
with the advertiser, the organization or brand behind the ad-
vertising effort. Other players include the agency that pre-
pares the advertising, the media that run it, and the
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professional suppliers and consultants who contribute ex-
pertise. The three types of agencies are full-service, in-
house, and specialized agencies. There are also networks of
agencies with many offices, as well as holding companies
that own many different kinds of agencies. Agency jobs are
varied in expertise and provide a number of career opportu-
nities for all kinds of skill sets: account management, plan-
ning and research, creative (writing, art direction,
production), and media (research, planning, buying). Agen-
cies are paid in different ways, including by commission
based on a percent of media costs, with a fee system based
on estimated project costs or hourly billing, or with a
monthly retainer. Value billing is based on creative and
strategic ideas rather than media costs.

. How is the practice of advertising changing? A number

of changes are creating new forms of advertising, such as
consumer-initiated ideas and advertising executions, blur-
ring lines between marcom areas and tools, media that are
changing shape and merging with other media forms, new
forms of client—agency relationships, and value-marketing
practices that emerged from the recession.

Words of Wisdom: Recommended Reading

Jaffe, Joseph, Life after the 30-Second Spot: Energize Your Brand with a Bold Mix of Alternatives to Traditional Advertising, Hoboken,
NIJ: John Wiley, 2005.

Ogilvy, David, Ogilvy on Advertising, New York: Vintage Books, 1985.
Othmer, James, Adland: Searching for the Meaning of Life on a Branded Planet, New York: Doubleday, 2009.
Steel, Jon, Perfect Pitch: The Art of Selling Ideas and Winning New Business, Hoboken, NJ: John Wiley, 2007.

History
Applegate, Edd, Personalities and Products: A Historical Perspective on Advertising in America, Westport, CT: Greenwood Press, 1998.
Fox, Stephen, The Mirror Makers: A History of American Advertising and its Creators, Champaign, IL: University of Illinois Press, 1997.

Twitchell, James, Twenty Ads That Shook the World: The Century’s Most Groundbreaking Advertising and How It Changed Us All, New
York: Three Rivers Press, 2000.

Tungate, Mark, Adland: A Global History of Advertising, Philadelphia: Kogan Page, 2007.

Key Terms

account executive, p. 24
account management, p. 23
account planning, p. 25
account services, p. 23
advertisement, p. 6
advertiser, p. 18

advertising, p. 7

advertising agency, p. 20
advertising department, p. 20
agency networks, p. 23
agency-of-record (AOR), p. 20
art director, p. 14

attention, p. 13

brand advertising, p. 11

brand name, p. 15

business-to-business (B2B)
advertising, p. 11

buzz, p. 9

campaign, p. 12

channels (media), p. 20

classified advertising, p. 13

commission, p. 25

corporate advertising, p. 11

creative boutique, p. 23

direct-response advertising,
p- 11

effective, p. 16

effectiveness, p. 27

effects, p. 27

Federal Trade Commission
(FTC), p. 17

fee, p. 25

fee system, p. 25

full-service agency, p. 22

holding companies, p. 23

image, p. 9

in-house agency, p. 22

institutional advertising p. 11

integrated marketing commu-
nication (IMC), p. 17

local advertising, p. 11

marketing communication
(marcom), p. 9

marketing services, p. 20

mass media, p. 21

media, p. 20

media-buying services, p. 23

media vehicles, p. 20



30 PART 1 ¢ ENDURING PRINCIPLES IN TIMES OF TURMOIL

medium, p. 20 pro bono, p. 11
nonprofit advertising, p. 11
objectives, p. 27

print production, p. 22

(PSAs), p. 11
reputation, p. 17

Review Questions

1. Analyze the Burger King campaign discussed in this chap-
ter and compare it to key aspects of the modern definition of
advertising.

2. Advertising plays four general roles in society. Define and
explain each one in the context of the “1984”” commercial
featured in this chapter.

3. What are the four components of advertising and what key
concepts and practices do they represent?

4. Trace the evolution of advertising and the current develop-
ments that shape the practice of advertising. What are the

Discussion Questions

1. Look through the ads in this textbook and find examples
that focus on each of the three definitional orientations—
identification, information, and persuasion. Explain how each
ad works and why you think it demonstrates that focus. Which
do you think is most effective and why do you feel that way?

2. Many industry experts feel that Apple’s “1984” commercial
is the best television commercial ever made. Watch it online
at www.youtube.com/watch?v=OYecfV3ubP§ and analyze
how it works. How many of the basic advertising practices
and concepts that we introduced in the historical timeline of
Figure 1.1 does it demonstrate? Why do you think the ex-
perts are so impressed with this ad?

3. You belong to an organization that wants to advertise a spe-
cial event it is sponsoring. You are really concerned that the
group not waste its limited budget on advertising that doesn’t

Take-Home Projects

1. Portfolio Project: Leo Burnett, a giant of the advertising in-
dustry, always kept a file he called “Ads Worth Saving,” ads
that struck him as effective for some reason. This was his
portfolio of ideas. He explained that he would go through
that file, not looking for ideas to copy, but because these
great ads would trigger thoughts about how to solve some
problem. So throughout this book, we will invite you to start
your own portfolio. In some cases the assignments will ask
you to find good (or bad) work and explain why you evalu-
ate them as you do. In other cases, we’ll ask you to actually
do something—write, design, propose—or create something
that you could take to an interview that demonstrates your
understanding of the principles we talk about in this book.

retail advertising, p. 11
retainer, p. 25
suppliers, p. 18

public service announcements

targeting, p. 15
traffic department, p. 22
value billing, p. 25

most important periods in the development of advertising
and what changes did they bring?

. Who are the four key players in the world of advertising,

and what are the responsibilities of each?

. We discussed five categories of agency jobs. Explain each

one and identify where your own personal skills might fit.

. What challenges are affecting the current practice of ad-

vertising? In particular, why is effectiveness important to
advertisers?

work. Outline a presentation you would make to the group’s
board of directors that explains advertising strengths and
why advertising is important for this group. Then explain
the concept of advertising effectiveness. In this situation,
what would be effective and what wouldn’t be? How would
you determine whether an ad works or not?

. Three-Minute Debate: In class, Mark tells the instructor

that all this “history of advertising” stuff is irrelevant. The
instructor asks the class to consider why it is important to
understand the historical review of advertising definitions
and practices. What would you say either in support of
Mark’s view or to change his mind? Organize into small
teams with pairs of teams taking one side or the other. De-
velop a three-minute presentation for the class that explains
the position your team has taken on this issue.

A Facebook Profile: For this first assignment, choose
one of the people from the historical discussions in this
chapter, someone you believe influenced the development
of modern marketing communication. Research this person
on the Internet and build a personal profile including sam-
ples of work if you can find some. Present your report as if
it were a Facebook page. Make sure your presentation ex-
plains why you believe this person was important.

. Mini-Case Analysis: Every chapter in this textbook opens

with an award-winning case. For this assignment you will
be asked to analyze why it was effective and, in many
cases, come up with ideas for how that campaign could be
extended to another year or another market.


www.youtube.com/watch?v=OYecfV3ubP8
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Burger King Freakout: Reread the Burger King
“Whopper Freakout” campaign that was introduced at the be-
ginning of this chapter and wrapped up at the end of the chap-
ter. Go online and see if you can find any other information
about this campaign. What are the strong points of this cam-
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paign? Why has it won awards and why was it deemed effec-
tive? If you were on the BK team, would you recommend that
this campaign be continued or is it just a one-time idea? In
other words, what happens next? Is there a spin-off? Develop
a one-page analysis and proposal for the next year.

Team Project: The BrandRevive Campaign

There are a number of brands that have been somewhat forgotten

by consumers, or maybe never had much of a brand presence in

consumer minds because of a lack of marketing communication

effort. These are brands that need revitalization, rebranding, or

repositioning. Some of those brands, listed below, are consumer

goods but there are also services, a business-to-business mar-

keter, a couple of nonprofit organizations, and an event. All of

these could use some help building or rebuilding their brands. In

other words, there are a variety of brands and types of categories

from which you can choose:

Post’s Grape Nuts cereal, at over 110 years old, has been a
mainstay on grocery shelves for more than a century and has
a small band of dedicated and loyal fans. Unfortunately, the
brand has been in decline for many years.

Ramen noodles are based on a popular Japanese product. In
the United States the packaged noodles are a low-budget
dish on which college students are known to subsist.

Goody Beauty Products are big in discount and drugstores,
but the company has never run a national brand campaign
and the brand name is largely unknown.

Bag Balm, a hand lotion in a distinctive green tin, is good
for farmers and others with dry, beat-up skin. You can find
this product on the bottom shelf in many drugstores.
Ovaltine, like Grape Nuts, is another very old brand that
may have a small group of loyal customers, but has been
largely forgotten by most consumers.

Laura Ashley, a brand of apparel and a retailer, has been
struggling since the 1990s and has lost a lot of its popularity.
Avaya is a large B2B company that has a small presence in
the mind of general consumers and, like Geico demon-
strated, could benefit by becoming better known to a more
general audience.

Other services that could all use brand rejuvenation include
A&W Restaurants, Zale Jewelers, Discover Card, Ask.com,
Amtrak, and TraveLodge.

The Anti-Defamation League is a nonprofit that promotes
respect for cultural differences.

Hands-On Case

The Century Council

Read the Century Council case in the Appendix before coming

to class.

1. In class, discuss the following:

a. In what ways does the Century Council case reflect the
expanded definition of what advertising is?

Goodwill collects and sells used clothing and household goods.
The Mardi Gras in New Orleans needs a new position and
marketing strategy that will reach a broader audience and
bring people back to New Orleans.

So here’s your chance to work as a member of a Brand-

Revive team and develop a full-blown campaign to reinvigorate
one of these brands. We’ll be using this brand revitalization proj-
ect throughout this book as an end-of-chapter exercise. By the
time you have finished the book, you will have developed a com-
plete marketing communication campaign to revitalize one of
these old, fading, or largely unknown brands.

So where do you begin? For this first chapter assignment, your

objective is to get organized and do some background research to
determine which brand your team would like to revitalize.

How to Get Started

After forming your team (we recommend three or four peo-
ple), choose three brands from the previous list to consider
for this BrandRevive assignment:

To help you narrow your three choices down to the one your
team wants to focus on, split your team up and explore the
history of the three brands and their companies. Go online
and visit your library for historical, as well as current, back-
ground information.

In a paragraph, develop a short profile for each brand and
identify its key problems.

After reviewing this preliminary background information, as
a team choose the brand your group wants to spend the se-
mester working on.

For your chosen brand, do more research and build a brand
history, as well as a corporate history.

Write up your findings in a review that is no longer than one
double-spaced page. Convert your key findings into a
PowerPoint presentation that is no longer than three slides.
Prepare and practice to give this presentation to your class.

b. How does the case illustrate the various roles that adver-
tising campaigns can perform?

2. Write a one-page explanation of the campaign.
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Campaign: Company: Agency: Award:

“Wii Would Like Nintendo of Leo Burnett USA, Grand Effie and Gold Effie

to Play” America Golin Harris, Starcom for New Product or Service
Worldwide Category
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1. How is marketing defined, what is the marketing process, and what are marketing’s key concepts?

2. How does marketing communication contribute to the development of a brand?
3. What is integrated marketing communication and what are its key concepts?
4. How is brand communication evolving during a time of change?

Wii Wages Campaign in Video Game War

magine that you just landed your dream job with agency Leo Burnett, and you are

in charge of marketing Wii, a new video game for Nintendo. Here's the situation

you're facing. Once the category leader, Nintendo's sales have plummeted so much
that one industry consultant advised your company to abandon the fight to compete
in the video game war. You think about the formidable rivalry from the Microsoft’s
popular Xbox 360 and Sony's PlayStation 3. What do you do? Where do you start?

What makes Nintendo’s Wii campaign Ad Lesson #1 is the insightful thinking
about those people whom the advertising aims to convince to become Wii con-
sumers. Think about PlayStation 3 and Xbox 360 users. They're usually male and
avid gamers—guys who like difficult and often violent games. Nintendo could have
chased those hardcore users. But it didn't. Instead, Nintendo chose to appeal to
an audience who'd been turned off by video games—moms, families, even resi-
dents in nursing homes. Nintendo zigged when the competition zagged.

Such a bold strategy was not without risk. Some in the industry scoffed at the
daunting task of trying to persuade nonusers to become Wii enthusiasts. Nin-
tendo’s research showed that nonplayers voiced similar complaints about games
for other systems: they were too hard or complicated to learn. The nonplayers said
they enjoyed challenging games such as crossword puzzles and Sudoku, partici-
pating in sports leagues, and connecting with other people socially. They weren’t
game averse, but they held negative perceptions about video games.

Nintendo responded to the research findings with a Big Idea. Why not invite
the nonplayers to participate? Rather than talking about the power of the proces-
sor or pixel count as its competitors did, the “Wii Would Like to Play” campaign
focused on features that made its product different: motion-sensitive controllers
and prices lower than the competition’s. It lured people off their couches and in-
trigued them by showing a wide age range of people—family and friends—who
actively and interactively played simple games together.

Proving that Wii isn't just for kids, Nintendo crafted a different kind of mar-
keting effort for a different kind of video game. Its multimillion-dollar campaign let
potential consumers touch, see, and experience the new game—Ad Lesson #2.

=
=
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Nintendo’s ambassador program featured parties for multigenerational families,
hard-core gamers, and modern moms. Others experienced Wii at malls, retail mid-
night madness events, music/video tours, and online social networking communi-
ties. Before Wii was even launched, it was featured in South Park, showed up on
the front page of The Wall Street Journal, and other popular media including
People magazine, NPR, and BusinessWeek.

Other efforts to spread the word included a MySpace page, which attracted a
million page views, brand partnerships with 7-Eleven, Pringles Snack Stacks, and
Comedy Central. Wii also showed up on the Discovery Channel, Animal Planet, and
Discovery Kids Network.

Given the need to teach people how to play the game on their home TV
screens, an important venue was in-person demonstrations either in stores or at
events, such as trade shows and video game expositions. The opening photo of
this chapter shows the president of Nintendo and the general manager of the en-
tertainment division playing a game of tennis on a large video screen during the
Electronic Entertainment Expo in Hollywood.

How well did the marketing communication strategy work in launching this
new brand? Turn to the end of the chapter to see the amazing results for this new
brand introduction. And if you want to see more of the campaign, check out
http://us.wii.com/viewer_tvem_usa.jsp?vid=>5.

Sources: "Wii Would Like to Play,” Effie Awards Brief of Effectiveness and Press Release, www.nyama.org; “Leo Burnett
Wins Grand Effie for Nintendo,” June 4, 2008, www.adweek.com; “Study Says Nintendo Tops in Game Ads,” February 24,
2009, www.mediapost.com; Chris Kohler, “Nintendo’s Wii Marketing Blitz Detailed,” November 13, 2006, www.wired.com;
David Eaves, “WiiNomics . . . Nintendo's Scarcity Strategy Keeps Paying Dividends,” December 11, 2008, www.eaves.ca.

This chapter will give you a foundation for thinking about solving problems for clients. The Nin-
tendo story demonstrates how marketing communication can help accomplish marketing objec-
tives. It illustrates some fundamentals that will help you think through challenges you’re likely to
face in your career. This chapter starts with an explanation of the basic principles of marketing. We
then explore the important concept of branding and why it is so heavily dependent on marketing
communication. Finally we explain the concept of integrated marketing communication.

WHAT IS MARKETING?

A company like Nintendo needs effective marketing communication in order for its products to
succeed in the marketplace. However, to succeed, a product must also offer customers value, and
much of a product’s value is created by marketing decisions that determine the product’s design
and ease of use, distribution, and pricing, as well as its marketing communication.

Marketing is designed to build brand and customer relationships that generate sales and prof-
its or, in the case of nonprofits, memberships, volunteers, and donations. In turbulent times like
the marketing communication industry has been through with the Great Recession, it is useful to
remember the point we made in the Part I opener—that most of the basic marketing practices and
principles are not only still viable, but may provide the only way through the chaos. So let’s start
by defining basic marketing concepts and see how they relate to marketing communication.

Why Marketing 101?

Some of you reading this textbook are marketing majors but others have not had and may never
take a marketing course. For that reason, we will present here a quick crash course in those as-
pects of marketing that are most relevant to marketing communication.

A process and a discipline, marketing is the way a product is designed, tested, produced,
branded, packaged, priced, distributed, and promoted. The American Marketing Association
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(AMA) updated its definition of the term in 2007 as “Mar-
keting is the activity, set of institutions, and processes for cre-
ating, communicating, delivering, and exchanging offerings
that have value for customers, clients, partners, and society at
large.”! It is a function within an organization that focuses on
managing customer relationships to benefit all of a brand’s
stakeholders—by stakeholders we mean all the individuals
and groups who have a stake in the success of the brand. Pos-
itive relationships create value for a brand.

Traditionally, the objective of most marketing programs has
been to sell products, which we define as goods, services, or ideas.
This is accomplished by matching a product’s availability—
and the company’s production capabilities—to the consumer’s
need, desire, or demand for the product. As you may re-
member from Wende Zomnir’s The Inside Story in Chap-
ter 1, her role as a founder and creative director for Urban
Decay Cosmetics is to lead the market with edgy product de-
signs and formulations that appeal to fashion-conscious
young women.

Goods and services are identified in terms of their
product category. By category, we mean the classification
to which the product is assigned. For example, Harley-
Davidson is in the motorcycle category, Apple Macintoshis ~ SHOWCASE
in the computer category, and Burger King is in the fast- The Urban Decay product line of cosmetics projects a street-
food category. Marketing managers manipulate the smart attitude embodied in its packaging and product names.
marketing mix, also called the four Ps, which refers to the A graduate of the University of North
product (design, performance), its price, the place where it Texas, Wende Zomnir was nominated by
is made available (distribution), and its promotion (mar- Prpfessor Sheri Broyles to be featured in
keting communication). this book.

The Concept of Exchange Marketing helps to create
demand for a product leading to an exchange—that is, the act
of trading something of value (money) for a desired product, either goods or service. The company
makes a product and offers it for sale at a certain price; the customer gives money to the company
to buy that product. Money is exchanged for goods or services. Demand, however, drives the ex-
change. With the Wii launch, for example, bloggers noted that Nintendo strategically controlled
how many games were produced, and the scarcity seemed to create even more demand and, in
turn, publicity for the new Wii system.

In addition to economic exchange, marketing also facilitates communication exchange.
Marketing communication provides both information (facts, ideas, brand image cues) and the op-
portunity for customer—company interaction. In other words, people have to know about it be-
fore they can buy it or sign up for it or donate to it. That is why the Wii launch involved a large
array of marketing communication tools, including new types of contact points with customers.
Beyond awareness, the new social media, such as Facebook, MySpace, Twitter, and YouTube,
also make it possible to have truly interactive communication with consumers. The Wii campaign
illustrates how MySpace can be used to generate a conversation about a new product.

Who Are the Key Players? The marketing industry is a complex network of professionals, all
of whom are involved in creating, producing, delivering, and selling something to customers. The
four categories of key players include (1) marketers, (2) suppliers and vendors, (3) distributors
and retailers, and 4) marketing partners, such as agencies. Consider also that these positions rep-
resent jobs, so you can use this information as a career guide should you be interested in work-
ing in marketing.

The marketer, also referred to (from the agency’s point of view) as the client, is any com-
pany or organization behind the brand—that is, the organization, company, or manufacturer
producing the product or service and offering it for sale. The Day in The Life story describes
the job of a marketing and communication manager, Peter Stasiowski, who works on the
“client side.” Stasiowski first started his career as an art director at Gargan Communications



A View from the Marketing
Communication Front Line

Peter Stasiowski, Marketing and Communication Manager, Interprint, Inc.

There's a big difference between working for an ad agency,
where the focus is on promoting many clients, and becom-
ing an individual company’s lone marketing professional,
where the focus is on promoting the company that signs
your paycheck.

The most obvious changes, such as fine-tuning one
marketing plan instead of juggling several, give way to more
subtle and important differences. When | traded my agency
title of art director and creative director for my current po-
sition as marketing and communications manager for an in-
dustrial printing company, | went from working with a group
of people dedicated to practicing good marketing commu-
nications to working with a group dedicated to printing
good décor paper for its customers in the laminate industry.

In my case, the opportunities to expand my marketing
skills beyond commercial art into areas like copywriting and
financial planning came with the responsibility to make
good marketing decisions without the security of an ad
agency'’s team behind me.

At its core, a day in my life as the marketing and com-
munications manager for Interprint is spent communicating
clear messages to the right markets as efficiently as possi-

ble. For example, to the broad laminate market, | write
90 percent of the articles for Interprint’s promotional mag-
azine about everything from our latest printing technolo-
gies to our environmental stewardship programs.

I'm also responsible for speaking with newspaper re-
porters, either to answer their questions or to promote a
press release. Then there’s coordinating the construction of
trade show exhibits, planning press conferences, and, yes,
designing print advertising. It's all meant to get the good
word out to the right eyes and ears.

At the end of the day, my reward is knowing that as |
dive deeper into the fabric of one company and learn what
messages and media resonate with its customers, | gain
both a broader skill set and the unfiltered feedback that
ensures increasingly successful marketing efforts into the
future.

For more about Interprint, check out the company’s fact sheet at http://usa
.interprint.com/media.

Peter Stasiowski is a graduate of the advertising program at the University
of West Florida. He and his work were nominated by Professor Tom Groth
to be featured in this book.

With 14,641 miles of
paper and counting,
Mike’s flawless color-
ing run is the

stin history...

“Jamie and Eman went the extra mile,

... of anyone not

named Alex.

NTERPRINT
TR

in Massachusetts. In addition to his story, he has provided two business-to-business ads that
he designed for his company.

The materials and ingredients used in producing a product are obtained from other companies,
referred to as suppliers or vendors. The phrase supply chain is used to refer to this complex net-
work of suppliers who produce components and ingredients that are then sold to the manufacturer.
The distribution chain or channel of distribution refers to the various companies involved in
moving a product from its manufacturer to its buyers. Suppliers and distributors are also partners
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in the communication process and their marketing communi- ‘ess\ona\ and Trade Aqy i,
o in,

cation often supports the brand. Marketing relationships also
involve cooperative programs and alliances between two
companies that work together as marketing partners to create
products and promotions. For example, Leo Burnett created
brand partnerships for Wii with 7-Eleven, Pringles, and Com-
edy Central.

Business-to-Business
(Industrial)
What Are the Most Common Types of Markets? The word

market originally meant the place where the exchange be-
tween seller and buyer took place. Today we speak of a mar-
ket not only as a place (the New England market), but also as
a particular type of buyer—for example, the youth market or

the motorcycle market. The phrase share of market refers to Consumer Advertising

the percentage of the total sales in a product category a par-
ticular brand has.

As Figure 2.1 shows, the four main market types are (1) consumer, (2) business-to-business
(industrial), (3) institutional, and (4) channel markets. We can further divide each of these mar-
kets by size or geography (local, regional, national, or international).

* Consumer markets consist of people who buy goods and services for personal or household
use. As a student, you are considered a member of the consumer market for companies that
sell jeans, athletic shoes, sweatshirts, pizza, music, textbooks, backpacks, computers, educa-
tion, checking accounts, bicycles, and a multitude of other products that you buy at drug-
stores and grocery stores, which the marketing industry refers to as package goods (In
Europe these are called fast-moving consumer goods or fmcg.)

* Business-to-business (B2B) markets consist of companies that buy products or services to use
in their own businesses or in making other products. General Electric, for example, buys com-
puters to use in billing and inventory control, steel and wiring to use in the manufacture of its
products, and cleaning supplies to use in maintaining its buildings. Advertising in this category
tends to be heavy on factual content and information but it can also be beautifully designed as
Peter Stasiowski’s ads for Interprint demonstrate (see the previous Day in the Life feature).

 Institutional markets include a wide variety of nonprofit organizations, such as hospitals,
government agencies, and schools that provide services for the benefit of society. Universities,
for example, are in the market for furniture, cleaning supplies, computers, office supplies, gro-
ceries, audiovisual material, paper towels, and toilet paper, to name a few. Such ads are similar
to B2B ads in that they are generally heavy on facts and light on emotional appeals.

¢ Channel markets, as discussed earlier, include members of the distribution chain, which is
made up of businesses we call resellers, or intermediaries. Channel marketing, the process
of targeting a specific campaign to members of the distribution channel, is more important now
that manufacturers consider their distributors to be partners in their marketing programs. As gi-
ant retailers such as Walmart become more powerful, they can even dictate to manufacturers
what products their customers want to buy and how much they are willing to pay for them.

Most advertising dollars are spent on consumer markets, although B2B advertising is be-
coming almost as important. Firms usually reach consumer markets through mass media and
other marketing communication tools. They typically reach the other three markets—industrial,
institutional, and channel or reseller—through trade and professional advertising in specialized
media, such as trade journals, professional magazines, and direct mail, but even more so through
personal sales and trade shows and promotions.

Why Is Services Marketing Important? When some people think about “products,” they only
think about goods. This is unfortunate because services are the dominant part of the economy in
most developed countries. Health care, for example, is one of the largest industries in the United
States and it is a service industry.

Marketing a service-based business, however, is different in a number of ways from mar-
keting goods. For one thing, the product—insurance, banking, travel planning—is often intangi-
ble, although some services that “touch things” have a more tangible dimension, such as lawn

FIGURE 2.1

Four Types of Markets
The consumer market, which
is the target of consumer ad-
vertising is important but it is
only one of four types of
markets. The other three are
reached through professional
and trade advertising.
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This group of ads demonstrates advertising
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Principle

In many economies,
services marketing, which
is intangible and creates a
more personal relationship
with the customer,
dominates goods
marketing.

care, car rentals, restaurants, and dental work. But even those services are not as tangible as buy-
ing a car or a video game.

Note that many goods manufacturers also offer a service—technical advice and setup, parts
and repair, financing, and so forth. Most companies have a customer service operation that pro-
vides follow-up services for many goods and also answers questions and deals with complaints
about products. But it’s more than just customer service. The global media VP at Kraft Foods, for
example, refers to Kraft’s iPhone application as providing important “connectivity between con-
sumers, brands, and content that they love.”2
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Another difference between a good and a service is the
relationship between the provider of the service and the cus-
tomer. In services marketing, the relationship is often closer
and more personal than the relationship between a manufac-
turer and the buyer of its goods. Another difference is that a
service usually involves a delivery process that may present
many opportunities for messages to be delivered. Think
about your last airline flight—how many contact points did
you encounter in the experience—making a reservation,
checking in, the flight itself, and getting your baggage. How
many messages did you receive during that process and were
they all positive?

How Does the Marketing Process Work?

The primary goal of the marketing process is to create and ex-
ecute a marketing plan, which is a document that sets up ob-
jectives and proposes strategies for using marketing elements
to achieve the objectives. The process of creating a market-
ing plan—and managing its execution—begins with market-
ing research. The research process helps marketers make a set
of key strategic and tactical decisions that guide deployment
of the marketing mix. The marketing planning process is out-
lined below. In later chapters on research and planning, we’ll
explore these topics in more detail.

Steps in the Marketing Planning Process

Step 1. Research the consumer market and the competitive
marketplace and develop a situation analysis or a SWOT
analysis (strengths, weaknesses, opportunities, threats).

"{D 1A E’PINKHAM S

Step 2. Set objectives for the marketing effort.

Step 3. Assess consumer needs and wants relative to the CLASSIC

product; segment the market into groups that are likely to
respond; farget specific markets.

Ads for Lydia Pinkham’s Vegetable Compound appeared in
newspapers in the 1870s with claims that the product “goes
to the very root of all female complaints.” How do producte

Step 4. Differentiate and position the product relative 0 znd advertising like this compare with modern-day

the competition. pharmaceutical advertising?

Step 5. Develop the marketing mix strategy: develop strate-
gies for product design and performance criteria, pricing,
distribution, and marketing communication.

Step 6. Execute the strategies.
Step 7. Evaluate the effectiveness of the strategy.

What Key Concepts Drive Marketing Practices?

Historically marketers developed a product and then found a market for it. This is referred to as
a product-driven philosophy. The great inventive period surrounding the Industrial Revolution
saw patent medicines and over-hyped advertising flourish. Lydia Pinkham’s Vegetable Com-
pound, for example, made outrageous claims for a tonic with a base of 18 percent alcohol.? It was
certainly good for what ails you.

The marketing concept, which turned marketers’ attention toward consumer needs and wants,
has nudged marketing closer to a customer-focused philosophy rather than one based on production.

Focus on Consumers The marketing concept says marketing should focus first on identifying
the needs and wants of the customer, rather than just the company’s production capabilities. The
marketing concept involves two steps: (1) determine through research what the customer needs
and wants and (2) develop, manufacture, market, and service goods that fill those needs and
wants—that is, create solutions for customers’ problems.

Principle
Customer-focused
marketing is designed to
address consumer needs
and wants.
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Ideally, marketers are able to match consumer needs and
wants to their products, either those in the current line or prospec-
tive products in research and development (R&D). In business-to-
business marketing, the customer may even be involved as a
partner in designing a new product or service.

Marketing communication can be designed to acquire con-
sumer feedback that leads to insights into consumer decision
making. This information then feeds back into marketing plans,
where it can stimulate new product developments that are bet-
ter designed to more efficiently and effectively meet customer
needs. The consumer-generated content mentioned in Chapter 1
has a parallel in marketing. For example, Threadless.com, an on-
line T-shirt retailer, invited consumers to create a T-shirt design
and upload it to the site where other consumers get to vote for
winners that will be offered for sale on the site.*

In advertising, the difference between a product and a con-
sumer focus lies in the orientation of the ad. Is it addressing a
consumer’s benefit or a product’s feature? Ideally it will do both
by interpreting product features in terms of consumer benefits.
United Airlines uses a consumer-focused approach for its Escapes
vacation planning service and a product focus for its Mileage
Plus frequent flyer program, which is shown here.

A note about terminology: We often use the words con-
sumer and customer interchangeably, but there are some differ-
ences in meaning. Consumer is a general term for people who
buy and use products and services, which is almost all of us. It’s
similar to the phrase general public. (However, we also make a

distinction between consumer and trade products and promotions, which recognizes that busi-
nesses and organizations also buy and use products and services, as well as individual con-
sumers.) The word customer, however, refers to someone who has purchased a specific brand or
visited a specific retailer. Customers have a closer link to a brand or a store because they have

taken action by buying or visiting. By virtue of that action, these people can be said to have a re-

lationship with a brand or store.

Differentiation, Competitive Advantage, and Positioning ~Although customer-centric market-
ing is important, marketing experts also point to the importance of differentiation as a selling
strategy. They recommend strategies that are informed by consumers, but led by fundamental

The Wii video game has the advantage of a large video
screen. It was important with the Nintendo Wii introduction
to provide hands-on demonstrations in places like malls
and stores so prospects could feel how the Wii works.
Experiencing how the product performs by getting
potential customers to try it was a key to the success of
the new product introduction.

marketing decisions that make the brand stand out as differ-
ent from its competition, a process known as positioning.>

How a brand is different and superior in some way is
called competitive advantage. This concept is referred to in
marketing strategy as product differentiation. The point of
difference is seen in the way the product is positioned relative
to its competitors. We’ll talk about positioning more in the
branding discussion later in this chapter and in Chapter 7. A
product can be differentiated and therefore positioned in a va-
riety of ways: by price, design, performance, distribution, and
brand image. In a market-driven economy, product features
and claims, such as quality and cheaper price, help marketers
establish an advantage over the competition.

A classic example of differentiation is Maytag washers,
which are sold based on their quality of design and con-
struction and, hence, reliability. This perception of reliabil-
ity has been instilled by marketing communication and the
use of the famous “lonely repairman” brand character. The
brand’s slogan, “The Dependability People,” also personal-
izes the product and adds a note of employee responsibility
to the image. This differentiation strategy is based on the
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quality of the product, as well as on creating a brand position in the
minds of consumers.

Added Value Another reason marketing communication activities are
useful, both to consumers and to marketers, is that they add value to a
product. Added value refers to a marketing communication activity that
makes the product more valuable, useful, or appealing to the consumer.
With no added value, why pay more for one brand over the competition?
A motorcycle is a motorcycle, but a Harley-Davidson is a highly coveted
bike because of the brand image created by its advertising. Advertising
and other marketing communication not only showcase the product’s
value but also may add value by making the product appear more desir-
able. Providing news and useful information of interest to consumers
is another way that advertising adds value, as the United ad demon-
strates. An example comes from a commercial for Idaho Potatoes, which
provides information about peeling potatoes as a strategy to reinforce its
dominance of its category.

Other aspects of marketing strategy can add value. For example, the
more convenient the product is to buy, the more valuable it is to the cus-
tomer. Likewise, the lower the price, the more useful features a product
has, or the higher its quality, the more a customer may value it. Ensuring
the product’s utility and convenience is one of the tasks of customer-
oriented marketing and the point of many advertisements. These other
aspects that add value are found in the marketing mix strategy.

What Is the Marketing Mix?

As mentioned earlier and as shown in Figure 2.2, the traditional marketing mix includes four pri-
mary elements, sometimes referred to as the “four Ps”: the product, its price and place of distribu-
tion, and its promotion (marketing communication).* To a marketing manager, marketing
communication is just one part of the marketing mix. The importance of marketing communication
relative to the other three Ps differs by product category and sometimes even by brand. The follow-
ing list explains the components of the marketing mix:

The Product The focus of the Four Ps is the product (goods, service, or ideas). Design, perfor-
mance, and quality are key elements of a product’s success. Some products, such as Puma’s
athletic shoes and apparel, are known for their design, which becomes a major point of differ-
entiation from competitors. Performance is important for technical products, such as Nintendo’s
Wii, particularly when they are introduced to the market. A product launch for a new brand such
as Sprint’s Android or Apple’s iPad depends on announcements in the media usually involving
both publicity and advertising. The goals of the communication are to build awareness of the new

Product

* Design and development
* Performance

* Branding

* Packaging

Place (Distribution)
* Channels
* Market coverage
¢ Push—pull
* Co-op advertising

Promotion
(Marketing
Communication)

Promotion (Marketing
Communication)
Personal selling
Advertising

Sales promotion
Point of purchase
Customer service
Public relations
Direct marketing
Merchandising
Packaging

Events, sponsorships

Price

* Psychological pricing
* Sales

e Price/value

*The term marketing mix was introduced by Harvard advertising management professor Neil Border in 1953; the four
Ps were popularized by Michigan State marketing professor E. Jerome McCarthy in 1960.

Dawn Wells, who
played Mary Ann on
Gilligan’s Island,
demonstrates a trick
about peeling potatoes
in this commercial for
Idaho Potatoes, the
only potato that has
successfully been

branded.

FIGURE 2.2

The Four Elements

of the Marketing Mix

The four marketing mix ele-
ments and their related tools
and marketing communica-
tion techniques are the basic
components of marketing.
Marketing communication is
shown in the middle and
overlapping because the other
three—product, price, and
place—all have communica-
tion effects.
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brand and to explain how this new product works and how it
differs from competitors.

Product performance—how it handles or is used—sends
the loudest messages about a product or brand and determines
whether or not the product is purchased again or the buyer rec-
ommends it to others. Computer buyers, for example, will as-
sess performance by asking: Is it easy to use? Does it crash?
How big is its memory? Quality is another product feature that
is often linked to upscale brands, such as Mercedes and Rolex.
The idea is that if the product is well engineered and its manu-
facturer maintains a high standard of quality, then the brand
will last and perform at a high level.

Pricing The price a seller sets for a product is based not
only on the cost of making and marketing the product, but
This sign for McDonald’s highlights its $1 items. The $1 menu 4150 on the seller’s expected margin of profit. Ultimately, the
has become a competitive battleground for the fast-food price of a product is based on what the market will bear,
category. the competition, the economic well-being of the consumer,
the relative value of the product, and the consumer’s ability
to gauge that value, which is referred to as the price/value proposition. An example is the famil-
iar Redbox kiosks offering videos for rent at $1 a night. These started in McDonald’s and now are
found in many other locations.®
With the exception of price information delivered at the point of sale, advertising is often the
primary vehicle for telling the consumer about price, as the McDonald’s breakfast promotion flyer
demonstrates. The term price copy, which is the focus of much retail advertising, refers to advertis-
ing copy devoted primarily to this type of information. A number of other pricing strategies, how-
ever, can affect how the price is communicated or signaled in advertising. During the Great
Recession, fast-food chains, as well as Walmart and, of course, discount and dollar stores, depended
on a value pricing strategy using the $1 price to signal money-saving offers.” Some prices are rela-
tively standard, such as those at movie theaters. In contrast, promotional pricing is used to commu-
nicate a dramatic or temporary price reduction through terms such as sale, special, and today only.
The price sends a message. Psychological pricing strategies use marketing communication
to manipulate the customer’s judgment of value. For example, ads showing prestige pricing—in
which a high price is set to make the product seem worthy or valuable—may be illustrated by pho-
tographs of the “exceptional product” in luxury settings or by copy explaining the reasons for a
high price. Consider a watch that costs $500—what does that price say? On one hand, it may say
that it’s a prestige or quality product; on the other hand, it might suggest that the watch is expen-
sive, maybe too expensive. In fact, the meaning of the price is dependent on the context provided
by the marketing communication, which puts the price in perspective.

Place (Distribution) Tt does little good to offer a good or service that will meet customers’ needs
unless you have a mechanism for making the product available and handling the exchange of pay-
ment for the product. What marketers call distribution includes the channels used to make the
product easily accessible to customers.

Puma, for example, is growing the market for its shoes and athletic apparel because of its
unusual approach to distribution. Its channel marketing strategy delivers Puma products to ex-
clusive and mass-market audiences, selling its edgy designs to trendy retailers and then placing
its more mainstream products in mall stores. Foot Locker might sell the GV special, a style based
on a retro Puma tennis shoe from its glory days 30 years ago; at the same time an independent
fashion store might carry a basketball shoe in fabrics like snakeskin or lizard. In recent years,
Puma has expanded its distribution program to include its own stores, which greet customers with
a unique shopping environment reflecting the personality of the Puma brand.

The choice of a distribution channel also sends messages. The image of an athletic shoe, like
Puma, can be quite different if it’s sold in Kmart, as opposed to Nordstrom. Marketing managers
consider a variety of channels when choosing distribution strategies.

The Internet has brought another distribution question. “Clicks or bricks” is a phrase used to
describe whether a product is sold online (clicks) or in a traditional store (bricks). Another distri-
bution strategy involves the use of intermediaries, such as retailers. Direct marketing compa-
nies, such as Lands’ End and Dell, distribute their products directly without the use of a reseller.
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The sale is totally dependent on the effectiveness of the direct-response advertising. The more fa-
miliar strategy of distributing the product through one or more distributors and retailers is what
we described earlier as channel marketing.

Another distribution-related strategy involves the distinction between push and pull strategies.
A push strategy directs marketing efforts at resellers, and success depends on the ability of these in-
termediaries to market the product, which they often do with their own advertising. In contrast, a pull
strategy directs marketing efforts at the consumer and attempts to pull the product through the chan-
nel by intensifying consumer demand. The decision to use a push or pull strategy determines, to some
extent, the audience to be targeted and the nature of the demand to be addressed by the message.

Marketing Communication The last of the Four Ps is promotion, or what we call marketing com-
munication (marcom, for short), which includes such tools as advertising, public relations, sales pro-
motion, direct response, events and sponsorships, point of sale, digital media, and the communication
aspects of packaging, as well as personal sales, and a number of new forms of online and place-based
communication that have emerged recently. The rest of the book is focused on this element—our goal
is to help you understand how marketing communication works to support a marketing plan.

In Figure 2.2, note how we positioned marketing communication in the center of the Four Ps.
The point is, as you may remember from our First Principle of IMC in Chapter 1 that everything
communicates. In practice, we can rephrase that to say everything in the marketing mix can send a
message. How the product is designed and how it performs, where the brand is sold, and at what
price—all of these marketing decisions send messages about the brand’s position, quality, and image.

In fact, we can rephrase that first principle again as “Everything a brand does, and some-
times what it doesn’t do, can send a message.” Unintentional messages come from brand experi-
ences; for example, a long wait on a customer service help line or the inability of a company
representative to answer a product safety question sends the message that the company doesn’t
value a customer’s time or safety. Those messages can be more powerful—in a negative way—
than anything said in the advertising. That’s why it’s necessary to monitor all marketing elements
from a communication perspective.

The same creative spirit that drives Puma’s product design also drives its marketing com-
munication, which typically uses nontraditional ways to connect with customers, such as word of
mouth and other marcom programs that promote the brand on the street and on the feet of its devo-
tees, as well as on the Internet. Retailers praise Puma for its eye-catching, in-store merchandising
displays. Other clever ideas include promotions at sushi restaurants during the World Cup held in
Japan and South Korea. Puma got a well-known sushi chef to create a special Puma sushi roll that
was served in select Japanese restaurants in cities around the world. These restaurants also dis-
cretely announced the sponsorship through Puma-branded chopsticks, sake cups, and napkins. At
the same time, Puma partnered with the U.K.-based Terence Conran design shop to sell an exclu-
sive version of its World Cup soccer boot and held weekend
sushi-making events at the Conran home furnishings store.

One type of communication that we don’t discuss in
depth in this book is personal sales because in most compa-
nies it is managed separately from marketing communication.
Because that area is particularly important to marketing pro-
grams, however, we’ll briefly introduce it here. Personal
sales relies on face-to-face contact between the marketer and
a prospective customer, rather than contact through media. In
contrast to most advertising, whose effects are often delayed,
marketers use personal selling to create immediate sales to
people who are shopping for a product. In Nintendo’s case, it
was important to have trained salespeople demonstrate how
to play the Wii video game.

The different types of personal selling include sales
calls at the place of business by a field representative (field
sales), assistance at an outlet by a sales clerk (retail selling),
and calls by a representative who goes to consumers’ homes

Principle

Every part of the
marketing mix, not
just marketing
communication—
sends a message.

Founded in Germany in 1948, Puma was famous initially as
a producer of innovative athletic-training shoes. A global
brand that now includes fashion-statement apparel and
accessories, as well as footwear, it has left its paw prints in
more than 80 countries. Go to www.puma.com to see

(door-to-door selling). Marketing communication works as a
partner with sales programs to develop leads, the identifica-
tion of potential customers, or prospects. Lead generation

Puma'’s newest designs. How important is design to this
manufacturer and how can you assess that and other
marketing mix decisions from this website?


www.puma.com

44 PART 1 ¢ ENDURING PRINCIPLES IN TIMES OF TURMOIL

Principle

A brand is more than a
product. Companies make
products but sell brands.

Second Principle

of IMC

A brand is a unified vision
(the art) and a complex
system (the science).

is a common objective for trade promotion and advertising. Personal sales are even more impor-
tant in business-to-business marketing for reaching key decision makers within a company who
can authorize a purchase.

The management challenge, then, is to manage all of the messages delivered by all aspects
of the marketing mix, including marketing communication, so they work together to present the
brand in a coherent and consistent way.3

WHAT IS MARCOM'’S ROLE IN BRANDING?

A management function that creates the tangible and intangible elements of a brand is called
branding. Through effective marketing communication that establishes a unique identity, the
brand engages the hearts and minds of consumers in a process that differentiates similar products
from each other.

Given your experience, how would you define a brand? You have pieces of a definition from
our previous questions: past positive experience, familiarity, a promise, a position, an image.
Here’s how we would define a brand: A perception, often imbued with emotion, which results
from experiences with and information about a company or a line of products. Other definitions
point to a mixture of tangible and intangible attributes, as well as the symbolic importance of the
trademark, which stands for the brand, and the value the brand offers to both the consumer and
the company. We’ll explain these factors in the following discussion.

A brand is more than a product. Hamburgers are products—but the Big Mac and Whopper
are brands. Toothpaste is a product (also the product category)—Colgate and Crest are brands of
toothpaste. Branding applies to services as well as goods—State Farm and the U.S. Postal Ser-
vice (USPS) are also brands—and to nonprofits, such as United Way and Habitat for Humanity

In fact, all organizations with a name can be considered brands. The A Matter of Practice
feature explains how organization brands are distinct from product brands. In particular, as inter-
national branding expert Giep Franzen explains: “Organizations should be aware that simply by
existing and interacting with others, an organization is branding itself. So branding the organiza-
tion is inevitable. It is going to happen whether the process is managed or not.”

Sometimes the difference between brands in the same product category lies in product
features—how the hamburger is made and the chemistry of the toothpaste—but often we
choose one brand over another because of a difference in the brand impressions we carry.
Companies make products but they sell brands. A brand differentiates a product from its com-
petitors and makes a promise to its customers.

Branding involves a complex set of philosophies and activities. A successful brand is the
product of both science—in the management of a complex system of activities—and art—a vi-
sion of the essence of the brand in which all the pieces and parts fit together perfectly in a coher-
ent brand perception.® This is the Second Principle of IMC: A brand is a unified vision (the art)
and a complex system (the science). In other words, marketing communicators are managing a
multiplicity of brand activities and programs that are interrelated and only work well to the ex-
tent that they work together. When they work together with a single vision of the brand essence,
like a great orchestra, the pieces and parts fit together perfectly generating meaning and creating
something value. That’s the art of brand management.

How Does a Brand Acquire Meaning?

A brand is, in fact, a perception—an identification that we assign to the products we know and
use. What do we mean by that?

Think about this: why does one brand sell twice the number of products as another when
there is no basic difference in product attributes or performance and both brands sell for the same
price? The answer is—a difference in the brand meaning. Meaning-making ideas and images are
what marketing communication delivers to brands. This perception, this brand meaning, is the
one thing a brand has that can’t be copied. Competitors can make a similar product, but it’s dif-
ficult for them to make the same brand because brand meaning is built on personal impressions.

A Brand Is a Perception A brand, then, is basically a perception loaded with emotions and feel-
ings (intangible elements), not just a trademark or package design (tangible elements). Tangible
features are things you can observe or touch, such as a product’s design, ingredients, components,
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The Complex World of Organization Branding

Giep Franzen, Founder of FHB/BBDO, a leading advertising agency in the Netherlands, and also founder of SWOCC,
a foundation at the University of Amsterdam for scientific research in brand communication

Until about the 1990s brands
were mainly attached to prod-
ucts and services. Companies,
retailers, and media operating
under a corporate name were
aware of the fact that their en-
tity had a “corporate image,”
but they usually did not look
upon their name as a brand un-
less it was used to identify their of-
ferings to the consumers.

Banks were banks, shops were shops, magazines
were just magazines. That has changed dramatically.
Bank names, retail names, and magazine titles almost
overnight became brands. And now, at the end of the
first decade of the 21st century, almost anything with a
name is regarded as a brand—persons, communities,
locations, countries, orchestras, baseball teams, and
what have you. Branding no longer is the exclusive
realm of package goods, durables, and services—it is an
all-encompassing phenomenon that relates to all orga-
nizations and entities in society.

The word corporate is less appropriate to represent
this new kind of branding because its connotations are
so much dominated by “business.” But corporate also
implies “organizations”—both profit and nonprofit—
and therefore we prefer to refer to “organization brand-
ing,” which also better distinguishes this class of brands
from product brands.

Before accepting the concept of organization brand-
ing, we need to understand what organizations are.
This is where the concept of “identity” comes in. Iden-
tity is the set of interdependent, central, unique, and
salient characteristics that define an entity. It is the
essence of an organization. Identity refers to a rela-
tive consistency of appear-
ances, values, beliefs, atti-
tudes, and behaviors—
agreement in the defining
and meaningful attributes

Organization Branding

expresses the organization, lives in the minds of con-
sumers, and should be relevant for their interests.

The model below illustrates the three building
blocks that our team of scholars at the SWOCC Foun-
dation believe are important in managing an organiza-
tion brand. The categories are Organization Identity,
Consumer/Customer Characteristics, and a category we
call “Brand Framework,” which includes all the compo-
nents attached to the brand by the organization, and re-
lated to it by the consumers and other stakeholders.
Here is a brief summary of the elements included in
these categories and in this model:

e Organization Identity Identifiers, business category,
physical identity, history, organization culture, behav-
iors, outlook, ideology, performance, and reputation.

e Consumer/Customer Characteristics Sociodemograph-
ics, needs and goals, values and lifestyles situations, cat-
egory experiences and attitudes, and brand relationships.

e Brand Framework Brand signs, brand architecture,
brand domains and products, brand presence, brand
experiences, brand meanings, brand essence, brand
function, brand positioning, brand evaluation, brand re-
lationships, market brand equity.

The model below illustrates the nature of the rela-
tionship between the three building blocks. They are
mostly self-evident. “Brand Orientation” is an approach in
which the management of an organization revolves around
the creation, development, and protection of its brand.

Obviously the influence of the elements varies over
different types of organizations. This means that there
cannot be a “one-size-fits-all” model for organization
branding. For each type of organization, the most rele-
vant elements have to be identified and assembled in a
situation-specific model.

of an organization. Organization

Identity

Organizational brand-
ing is a harmonization of the
organization’s identity and
its image. The values inside
the organization should be
compatible with the brand
values that are being com-
municated, recognized, and
valued by customers and
other consumers.

The brand is the linch-
pin between an organiza-
tion and stakeholders. It

Perception and Employees
experiences Shareholders
Stakeholder Customers
- - - Characteristics Authorities
Visual signs, behaviors, :
and communications Commumty
Media

Framework
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Principle

A brand transforms
products into something
more meaningful than the
product itself.

size, shape, and performance. Intangibles include the product’s perceived value, its brand image,
positive and negative impressions and feelings, and past experiences customers have had with the
brand or company. Intangibles are just as important as the tangible features because they create
the emotional bonds people have with their favorite brands and because they are impossible for
the competition to copy.

But even intangibles can lend monetary value and legal protection to a brand’s unique iden-
tity. Read Tales of Twitterjacking at www.pearsonhighered.com/moriarty and consider the impor-
tance of a brand presence in a situation faced by Twitter: the hacking and hijacking of its accounts.

All the impressions created by a brand’s tangible and intangible features come together as a
brand concept—the brand and what it means—that exists in people’s hearts and minds. It results
not only from experiences with the product, but also from messages acquired from marketing
communication. Such impressions are particularly important in what we call parity products
such as soap, gasoline, and other products with few distinguishing features. For these products,
feelings about the brand can become the critical point of difference.

The meaning of a brand is an aggregation of everything a customer (or other stakeholder)
sees, hears, reads, or experiences about a company or a specific brand. This meaning, however,
cannot be totally controlled by management. A company can own a brand name and brand sym-
bol and influence to some degree what people think about the brand, but it can’t dictate the brand
impression because that exists in people’s minds and is derived, as we’ve said, from their personal
experiences.

Brand Transformation A basic principle of branding is that a brand transforms a product—
goods as well as services—into something more meaningful than the product itself. A Tiffany
watch is more than a timepiece—it is also different from a Swatch even if they both have the same
basic components, and both are different from a generic Kmart watch with an unknown brand
name. Brand transformation creates this difference by enriching the brand meaning. Brand
meanings are more complex than impressions because of what they symbolize. The Tiffany brand
symbolizes quality, sophistication, and luxury; a Swatch brand is fun and fashionable; a generic
watch is inexpensive and utilitarian.

The development of the Ivory Soap brand by Procter & Gamble in 1879 represented a ma-
jor advance in branding because of the way its makers built a meaningful brand concept to trans-
form a parity product—soap—into a powerful brand—Ivory. Just as the Macintosh “1984”
commercial in Chapter 1 represents one of the all-time great ads, Ivory represents one of the all-
time great marketing stories.

For some products and categories, the brand is a huge factor in consumer decision mak-
ing. We say a brand creates value for consumers in the sense that it makes it easier to find and
repurchase a familiar product. Table 2.1 lists the top 20 brands in the world based on estimates
of their brand value. Google is the first $100 billion brand and has been in the number one spot
for the previous three years. Analyze this list and see if you can determine how many of the
global leaders are also U.S. leaders. These rankings are typically based on financial perfor-
mance of the brand, as well as the brand’s strength as measured by various types of proprietary
brand valuation formulas. The BrandZ methodology was used to create this list by Millward
Brown Optimor, a brand consultancy company, in partnership with the WPP global commu-
nication holding company.

Compare the value of a recognized brand to a generic brand and a store brand. Generic brands
were originally sold in a black-and-white no-frills package at low prices. Store brands, also called
house brands or private labels, are products manufactured to the store’s requirements and labeled
with a brand distinctive to that store. In supermarkets, 15 percent of the sales, on average, are store
brands for total sales of $54.7 billion in 2009.10 Originally these store brands were assigned to in-
expensive products and customers bought them based on their price. In periods of economic down-
turn, retailers have found that these inexpensive products hold more value for frugal customers.

Some retailers realize that their store brands can stand for quality and value. Craftsman is
the store brand for Sears tools and Kenmore is the Sears brand for appliances—both of these have
gained acceptance as quality brands. Kirkland, Costco’s private label, shows up on everything
from groceries to men’s dress shirts. A 2009 study by the market research firm Information Re-
sources Inc. found that nearly 80 percent of U.S. shoppers now think positively about private-
label products, an increase of 7 percent from 2008."!


www.pearsonhighered.com/moriarty
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It’s Pure and It Floats

A basic principle of branding is that a brand takes on
meaning when it makes a product distinctive within its
product category. Procter & Gamble accomplished that
by creating identity elements for its soap brand Ivory be-
fore anyone had thought of making a bar of soap a dis-
tinctive product. The Ivory brand identity system also
called attention to innovative features of the product.
Here's the background story about how Ivory came to be
one of the first and most successful brands of all time.

Before the Civil War, homemakers made their own
soap from lye, fats (cooking grease), and fireplace ashes.
It was a soft, jelly-like, yellowish soap that would clean
things adequately, but if it fell to the bottom of a pail, it
dissolved into mush. In Victorian times, the benchmark
for quality soap was the highly expensive castile bar—a
pure white soap imported from the Mediterranean and
made from the finest olive oil.

William Procter and James Gamble, who were part-
ners in a candle-making operation, discovered a formula
that produced a uniform, predictable bar soap, which
they provided in wooden boxes to both armies during
the Civil War. This introduced the concept of mass pro-
duction and opened up a huge market when the soldiers
returned to their homes with a demand for the bars of
soap. But back at home the bars of soap were still yellow
and sunk to the bottom.

Procter & Gamble hired a chemist to create a white
bar equivalent to the legendary castile bar. The chemist's
work represented the first time scientific-based research
and development (R&D) was used to design a product.
In 1878 P&G white soap was invented. It was a modest
success until the company began getting requests for
the “soap that floats.” One legend is that a worker in
1879 accidentally left the soap-mixing machine operat-
ing during lunch, resulting in an unusually frothy mixture.
Recent research, however, has found that James Gamble
may have always intended for Ivory to float. Whether ac-
cident or intention, it led to one of the world’s greatest
statements of a product benefit: “It floats.”

Other decisions also helped make it a branding
breakthrough. In 1879 one of the P&G family was in

RAL
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church listening to a scripture about ivory palaces and
proposed that the white bar be renamed Ivory Soap.
Now the great product had a great name as well as a
great product benefit. Rather than asking for soap—soap
was soap—and taking a bar from the barrel, customers
could now ask for a specific product they liked by name.

But that wasn't the end of P&G'’s branding innova-
tions. A grandson who was determined to match the
quality of the legendary castile soap again turned to
chemists and independent laboratories to determine the
purity of both castile and Ivory. In 1882 the research
found that the total impurities in Ivory added up to only
0.56 percent, which was actually lower than that of the
castile bars. By turning that into a positive, Harley Proc-
ter wrote the legendary slogan that Ivory is “99 and
44/100 percent pure.” Thus was born a pledge of qual-
ity that became one of the most famous brand slogans
in marketing history.

Note: To read more about the history of this famous brand, check out
www.ivory.com/purefun_history.htm.

Sources: Charles Goodrum and Helen Dalrymple, Advertising in America,
New York: Harry N. Abrams, 1990; Laurie Freeman, “The House That Ivory
Built: 150 Years of Procter & Gamble,” Advertising Age, August 20, 1987:
4-18, 164-220; "P&G History: History of Ivory,” June 2004, www.pg.com.
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Table 2.1 Top 20 Brands Based on Brand Value

Global Brand Top 20 2009 Brand Value ($m) % Change from 2008
1. Google $100,039 16
2. Microsoft 76,249 8
3. Coca-Cola 67,625 16
4.1BM 66,622 20
5. McDonald’s 66,575 34
6. Apple 63,113 14
7. China Mobile 61,283 7
8. General Electric 59,793 -16
9. Vodafone 53,727 45

10. Marlboro 49,460 33

11. Walmart 41,083 19

12. ICBC (Industrial and Commercial Bank of China) 38,056 36

13. Nokia 35,163 -20

14. Toyota 29,907 -15

15. UPS 27,842 -9

16. BlackBerry 27,478 100

17. Hewlett-Packard 26,745 -9

18. BMW 23,945 -15

19. SAP 23,615 9

20. Disney 23,110 -3

Sources: “BrandZ™ Top 100 Most Valuable Global Brands 2009,” Millward Brown Optimor Report, www.millwardbrown.com/Sites/
Optimor/Media/Pdfs/en/BrandZ/BrandZ-2009-Report.pdf; “"BRANDZ™ Top 100 Most Valuable Global Brands Now Worth $2 Trillion,”
Millward Brown Optimor Press Release, April 29, 2009.

What Are the Key Components of a Brand?

Although Franzen and the SWOCC team investigating the nature of organization branding (see
the earlier A Matter of Practice feature) identified many elements in branding, for our discussion

m here we will only consider three key strategic decisions—identity, position and promise, and im-
If branding is successful, age and personality—that guide the development and management of a brand.

then you refer to a specific

brand by name, rather Brand Identity A critical function of branding is to create a separate brand identity for a prod-
than its general category uct within a product category. Analyze the language you use in talking about your own things. Do
label. you buy chips or Doritos? Do you drink a soft drink or a Pepsi? Do you wear tennis shoes or Nikes?

DrScholls )
[\_ 3

Logos help identify a product or idea. Which of these logos do you think are the most effective?


www.millwardbrown.com/Sites/Optimor/Media/Pdfs/en/BrandZ/BrandZ-2009-Report.pdf
www.millwardbrown.com/Sites/Optimor/Media/Pdfs/en/BrandZ/BrandZ-2009-Report.pdf
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If branding works, then you refer to a specific brand by name, rather than a generic category when
discussing a product. Brand identity cues are generally the brand name and the symbol used as a
logo—think of the “swish” graphic that symbolizes Nike and the leaping cat for Puma.

The choice of a brand name for new products is tested for memorability and relevance. The
idea is that the easier it is to recognize the identity cues, the easier it will be to create awareness
of the brand. That also makes it easy to find and repurchase a brand, which is an important fac-
tor in customer repurchase decisions. Successful brand names have several characteristics:

* Distinctive A common name that is unrelated to a product category, such as Apple for a
computer, ensures there will be no similar names creating confusion. It can also be provoca-
tive, as in the Virgin line.

* Association Subaru, for example, chose Outback as the name for its rugged SUV hoping the
name would evoke the adventure of the Australian wilderness.

* Benefit Some brand names relate to the brand promise, such as Slim-Fast for
weight loss and Head & Shoulders for dandruff control shampoo.

* Heritage Some brand names reflect the maker, such as H&R Block, Kellogg’s,
and Dr. Scholl’s. The idea is that there is credibility in a product when makers
are proud to put their names on it, particularly in some international markets,
such as Japan, where the company behind the brand is an important part of the
brand image.

*  Simplicity To make a brand name easier to recognize and remember, brand
names are often short and easy to pronounce, such as Tide, Bic, and Nike. Be-
cause of the increase in multinational marketing, it is also important that names
properly translate into other languages.

When Coke moved into the Chinese market in the late 1970s, it faced the im-
mediate problem of translating its well-known brand name into Chinese. Of course,
there are no equivalent Chinese words for Coca or Cola, and phonetic-based trans-
lations were meaningless. The ingenious solution was to use a group of four charac-
ters 7] 1 A[ 5K the first half means “tasty” or “delicious,” the next two characters
together mean “really happy.” Although it has come to stand as a generic phrase for
cola, the name for Coke in Chinese is roughly “tasty happy” cola. So Coke owns the
category. The effectiveness of the Chinese trademark has been an important factor in mak-
ing Coca-Cola the leading soft drink in China.!2 Coca-Cola’s brand name

Brand names are important but recognition is often based on a distinctive graphic. In  ceded to be represented in
fact, the word brand comes from branding of cattle, a practice that used a distinctive design  Chinese characters that had
element to represent the name of the ranch to which the cattle belonged. A number of ele- meaning for the Chinese

Although the distinctive logo
is known around the world,

ments contribute to the visual identity—logos, trademarks, market.
characters and other visual cues, such as color and distinctive
typefaces.

Alogo is similar to a cattle brand in that it stands for the
product’s source. A trademark is a legal sign that indicates
ownership. Originally these were simple symbols or initials
that silversmiths etched into their products, the “mark of the
trade.” In modern times, trademarks may include logos,
other graphic symbols, or even unusual renderings of the
brand name, such as the distinctive Coca-Cola script. A 3ol be Lt wide apen, Theres  new w10 lock ot .
trademark is registered with the government and the com-
pany has exclusive use of its trademark as long as it is used

hat happened to the name “zippe

consistently for that product alone. XEROX

Problems can arise when a brand name dominates a Rerox.com/learn 1-300-ASK-XEROX oxt. LEARN Technalogy | Dacument Management | Consalting Services |
product category, such as Kleenex and Xerox. In such situa- A A i 1 S o
tions, the brand name becomes a substitute label for the cat-
egory label. Refrigerator, laundromat, zipper, and aspirin = yarox has a long-running campaign that seeks to protect
lost the legal right to their names when they became generic  its name as a brand. Ads such as this warn against using

category names. Band-Aid and Q-tips, although legally reg-  Xerox as a general term for a copy machine or as a verb for
istered as indicated by their use of the registration symbol®,  making a copy.
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Principle have also crept into common usage as generic names— " “It’s a band-aid for the budget”—so they,

Brand communication sets  t00, are in danger of having their brand names become generic category labels.

expectations for what will

happen when the product ~ Brand Position and Promise Beyond the basic identification elements, another strategic de-

is used through the virtual  cision in brand development involves deciding the correct brand position. We mentioned ear-

contract of a brand lier that positioning is a way to identify the location a product or brand occupies in consumers’

promise. minds relative to its competitors—higher, lower, bigger, more expensive. Related to position
is the brand promise. From a consumer viewpoint, the value of a brand lies in the promise it
makes. “It floats” and “99 and 44/100 percent pure” are both promises that identify key sell-
ing points for Ivory Soap. In other words, the brand through its communication sets expecta-
tions for what a customer believes will happen when the product is used. Because of past
experience and advertising messages, you know what to expect—that’s what a brand promise
means.

Consistency is the backbone of a promise. The promise needs to be delivered not just by
the advertising but at all points of contact with a brand. Furthermore, the brand has to deliver
on the promise. Many weak brands suffer from overpromising. Using hype and exaggeration,
they promise more than they can deliver and consumers end up disappointed. If a cough drop
promises relief from throat irritation, then it better deliver that relief. If it also promises good
taste, then it better not disappoint with a bitter medicinal flavor. Successfully identifying and
then delivering the promise are part of the platform for building a long-term brand relationship
with customers.

Brand Image and Personality ~Another aspect of brand meaning is brand image, which refers
to something more complex than a brand impression. More specifically a brand image is a men-
tal picture or idea about a brand that contains associations—Iluxury, durable, cheap—as well as
emotions. These associations and feelings result primarily from the content of advertising and
other marketing communication. For example, what do you think of when you think of the
Marines, Ben & Jerry’s ice cream, the Chicago Cubs, or Celestial Seasonings teas?

A brand personality symbolizes the personal qualities of people you know—bold, fun, ex-
citing, studious, geeky, daring, boring, whatever. Probably the greatest brand personality ever cre-
ated was for Harley-Davidson. How do you describe the Harley brand personality? Partly it’s the
people who you associate with the brand, people you may think of as black-leather, devil-may-

— care individuals who are a little on the outlaw side. It doesn’t matter that in their real lives, Harley
Principle owners may be doctors, lawyers, or professors. When they put on that black jacket and climb on
Brands speak to us the bike, they are renegades of the road. The Harley brand personality reflects the people who ride
through their distinctive . S .

) " it, and the people who ride it reflect the Harley brand personality.
images and personalities. . . .. .

Each brand sends a different message because of the image or personality it projects through
its marketing communication. If you give your mother a Tiffany watch, she knows you care and
were willing to spend a lot of money to demonstrate your caring. If you give a friend a Swatch,

you may be saying you think she’s a fashionista
and someone who likes to make a fashion state-

@LESTI AL SE ASONINGS ment. If you give your little brother a generic

s ® watch from Walmart, you might be saying that
he needs a timepiece that works even though he
may lose it or break it. Brands speak to us
through their images and personalities.

A brand takes on a distinctive meaning as
the branding elements—identity, position, prom-
ise, image, and personality—come together to

create a coherent and unified perception.!3

How Is Brand Equity Developed?

R e R AR P VAC I D ronding not only differentiates products, but also
increases their value. A brand and what it symbol-

Celestial Seasonings uses its distinctive packages to send messages to izes can affect how much people are willing to pay
consumers about its brand image. In what way do packages like this for it—and that’s true for computers, as well as

reinforce the brand personality? cars and cornflakes. Brand studies consistently
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find that in blind taste tests, people perceive the recognizable brand as tasting better than an unknown
brand, even when the sample is identical. It’s only a perception in their minds, not an actual taste. And
when identical products carry different labels, people will pay more for the recognizable brand. Why
do you suppose that’s so?

Brand Value Branding not only differentiates products, but also increases their value to con-
sumers. The value of branding lies in the power of familiarity and trust to win and maintain
consumer acceptance. If a well-known brand name has been tested over time, it’s familiar and
dependable, plus it carries the associations created through the marketing communication. All
of these qualities add value to the brand and make it possible to give a familiar brand a pre-
mium price compared to unknown brands. The ACW Ironworks branding campaign is an ex-
ample of how a brand identity is designed and conveyed through various types of marketing
communication.
Brand value comes in two forms—the value to a consumer and the value to the corporation.
The first is a result of the experiences a customer has had with a brand; the second is a financial
measure, which we call brand equity.
On the customer side, some brands have loyal users who purchase the brand repeatedly.
Powerful brands are those that retain their customers who will repeatedly buy the product or ser-
vice. Brand relationship programs that lead to loyalty are important brand strategies. Brand re-
lationship communication, therefore, aims to deliver reminders about familiar brands and build
trust. Brand loyalty programs offer rewards for repeat business. The frequent flyer and frequent
buy programs, for example, provide incentives to loyal customers. Third Principle of IMC
Brands also have a financial value that can be plotted on corporate balance sheets. Brand relationships drive
This brand equity is the intangible value of the brand based on the relationships with its  brand value.
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This branding campaign by the AdLab student agency at Boston University for ACW Ironworks featured a logo design, a business
card, and print advertising.
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stakeholders, as well as intellectual property, such as product formulations. These are
intangible assets beyond the tangible ones of plants, equipment, and land. When a
company is sold, a figure is calculated for the value of its brands—that’s the intangi-
ble side of corporate valuation.

Our Third Principle of IMC, then, is that brand relationships drive brand
value. That’s because brand relationships are built on a foundation of positive brand
experiences and truthful brand communication. The part of brand equity that is
based on relationships is also referred to as goodwill. It lies in the accumulation of
_ positive brand relationships, which can be measured as a level of personal attach-
: ment to the brand that has revenue-producing potential.

pe ntl um 4 Leveraging Brand Equity Brand managers will sometimes leverage brand equity
. through a brand extension, which is the use of an established brand name with a re-
lated line of products. In effect, they launch new products but use the established name
because it is already recognized and respected. Because the brand is known, it carries
with it associations and feelings, as well as a certain level of trust. The disadvantage
is that the extension may dilute the meaning of the brand or may even boomerang neg-
atively. Usually the extension practice is used for related products, although Virgin,
which started out as a brand name for an airline, has had some success adapting its

Intel Inside is an example of
ingredient branding, in which a
computer manufacturer adver-
tises that it is using Intel chips
as a testimony to the product’s
quality. On what brands have

you seen this Intel Inside logo brand name to various unrelated categories from bottled beverages to mobile phone
exhibited? Do you think ingre- services, and music stores.
dient branding like this works? Another practice is co-branding, which is a strategy that

uses two brand names owned by two separate companies to cre-
Eﬂ’ ate a.partnership offering. Co-branding isa common practice for

Hl | credit cards, such as the Visa and United Airlines Mileage Plus
card. The new brand name is Mileage Plus but the card carries
both the Visa and United Airlines identity information. The idea
is that the partnership provides customers with value from both
brands.

A strong brand may be attractive to other business partners,
as well, through a practice called brand licensing. In effect, a
partner company rents the brand name and transfers some of its
brand equity to another product. The most common example
comes from sport teams whose names and logos are licensed to
makers of all kinds of goods—shirts, caps, mugs, and other
memorabilia. You may also be aware of the practice of brand li-
censing for your own school. Universities and colleges generate
lots of money by licensing their names, logos, and mascots to
apparel makers, among many others.

Another way to leverage a brand is through ingredient
branding, which refers to the use of a brand name for a com-
ponent used in manufacturing in advertising and other promo-
tion. The most well-known example is the “Intel Inside”
phrase and logo used by other computer makers to call atten-
tion to the quality of the chips it uses in manufacturing its
products. Other examples of bragging about the quality of
components are found in advertising for outdoor wear that
announces the use of Gore-Tex, a lightweight, warm, water-

resistant fabric, and in food advertising that promotes the use
McGRAW-HILL MAGAZINES . .
ausiesssrroressonacechmica | of NutraSweet or Hershey’s chocolate. For ingredient brand-
ing to be successful, the ingredient must have a high level of
awareness and be known as a premium product.

The point of this review of branding practices is that the
and communication books as an example of how important way a produc?t is ma(.le or h(.)w.it performs its Se.I'ViCGS is no
it i to understand the client’s business and branding longer the primary differentiating point. Marketing strategy
situation. Furthermore, it helps to have brand awareness isn’t as much about promoting product features as it is about

and a positive brand identity before you try to make a sale. creating brand meanings. It isn’t about gaining new cus-
tomers, but rather about building strong brand relationships.

“I don't know who you are.
I don’t know your company.

I don’t know your company’s product.
I don't know what your company stands for.
I don’t know your company’s customers.
I don't know your company’s record.

I don’t know your company’s reputation.

Now-what was it you wanted 1o sell me?”

MORAL: Sales start before your salesman calls-with business publication advertising.

CLASSIC
This ad ran in 1958 but it continues to show up in marketing
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Ultimately, the stronger a brand is, the more value it has to all its stakeholders. Under-
standing how brands are built and managed requires an understanding of relationship-
building communication as the classic McGraw-Hill “client” ad illustrates.

Most of the added value that comes from an effective brand strategy is driven by market-
ing communication. Since positive brand relationships generate profits and accumulate as brand
equity, the success of branding depends on communication. In other words, advertising and
other marketing communication tools are the drivers of strong brands and create marketing suc-
cess stories.

WHY INTEGRATED MARKETING COMMUNICATION?

We mentioned earlier that advertising is only one type of marketing communication. The im-
portant thing to remember is that integrated marketing communication (IMC) is the prac-
tice of unifying all marketing communication messages and tools as well as the messages from
the marketing mix decisions, so that they send a consistent message promoting the brand’s
strategy.!4

Lingwall’s study of IMC education observed that “IMC has gained significant ground
among practitioners in public relations, advertising, and marketing over the past 15 years.”!5 In
fact, IMC is still a new concept and both professionals and professors are engaged in defining the
field and explaining how it works.

Total Brand Communication

Several things make the practice of IMC different from advertising. One is its focus on brand-
ing and brand communication. Duncan and Mulhern, the authors of a symposium report, explain
that, “IMC is, among other things, a process for doing advertising and promotion better and more
effectively in the process of building brands.”16

Tom Duncan, one of the architects of this new professional area, explains that IMC origi-
nally started out as focused on creating “one voice, one look” marketing communication, but
companies broadened that focus as they realized the need for greater consistency for all aspects
of brand communication and customer relationships.!” So the meaning of IMC has expanded be-
yond traditional marketing communication and encompasses what we are calling in this book “to-
tal brand communication.”

It might be helpful to consider how all of the communication we’ve been discussing fits to-
gether. Here’s the scheme: advertising and other marcom areas comprise the tools of marketing com-
munication in an IMC program. On a broader level, traditional marcom tools work with other
marketing mix communication messages to deliver brand communication. Those relationships are
depicted in Figure 2.3.

Organizing for IMC

One area of particular concern to managers is the coordination of all
of the agencies involved in creating the various brand messages.
Maurice Levy, CEO of the Paris-based Publicis Groupe holding
company, has criticized the way his agencies coordinate their work
on behalf of a brand. He contends that the giant company has suf-
fered from a “silo mentality” that hurts clients. He asks, “How do
we stop confusing clients with contradictory points of view coming
from teams each defending their little piece of turf—to the detriment
of the client’s interests?”’!8 Check out the Publicis website,
www.publicisgroupe.com, to see how complex this problem can be
for a large international agency.

An IMC program is even more complex than a traditional
advertising plan because it uses more marcom tools and ad-
dresses more audiences. So another principle, the Fourth Prin-
ciple of IMC, states that you can’t be integrated externally if you
are not integrated internally. This principle identifies the critical

FIGURE 2.3

The Hierarchy of Brand Communication

Brand Strategy
Marcom Plan
Specific

MC Areas
(Adv, PR, etc.)

Principle

Most of the added value
that comes from an
effective brand strategy
and accumulates as brand
equity is driven by
marketing communication.

Fourth Principle

of IMC

You can't be integrated
externally if you are not
integrated internally.
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THE INSIDE STORY

Who’s the Integrator Here, Anyway?

Ed Chambliss, Vice President and Team Leader, The Phelps Group

| love smaller clients. I'm talking
about clients who have little-to-no
marketing department. Those
clients who recognize the im-
portance of integrated mar-
keting communication (IMC),
but don't know how to actually
make it happen. They come to
us and say, “Here—you be the
integrator.” That's because most
smaller clients are smart enough to
know they don’t know everything and that's why you hire
a specialist. In this case, a specialist in IMC.

Over time, however, smaller clients become larger
clients. And larger clients need in-house marketing de-
partments, and marketing departments need marketing
directors, and marketing directors need to be the inte-
grators because, well, that's their job.

Which leaves a lot of marketing directors wondering,
“If I'm the integrator, why should | hire an IMC agency?
Why don't | just hire a bunch of agencies that are each
‘best in breed’ and then I'll integrate all of them myself?”
It's a fair question. And one that should be answered with
other questions. To start, does the marketing director re-
ally know how to be an integrator? That is, do they have
the formal training in how to create an organization and
processes that can orchestrate all of the brand touch
points, both outbound and inbound, across multiple sup-
pliers? Or do they merely believe that integration sounds
like a great idea and think they can make it happen?

Chances are, the marketing director isn't one of the
handful of trained IMC specialists out there. More likely,

they're a specialist in one particular area of marketing
communication who has been promoted into the “inte-
grator” position. For these clients, hiring an IMC agency
is a shortcut to integration. An IMC agency can advise
the marketing director about how to best integrate their
internal organization while doing all of the external
heavy lifting that true integration requires.

If the marketing director is trained in IMC, then
they’ll already be asking these questions: “Are the ‘best
of breed’ agencies | want to hire used to working in an
integrated fashion? Or am | going to spend all of my
time trying to get them to understand that the overall
puzzle is more important than just their one piece?”

This is where an IMC agency shines again. Whether
a client hires us to do everything or just one particular
type of work, they know that we understand the bigger
picture. As one of my IMC-trained clients (who, by the
way, hires us only for online work) says, “You guys get it.
You understand the big picture. With other agencies, it's
like explaining color to a blind man.”

In the end, integration needs to happen, so a smart
marketing director will assemble the team that has the
best possible chance of making it a reality. If it works, the
marketing director can take all of the credit. But if integra-
tion doesn't happen, there's no credit to take. Only blame.

For more about the Phelps agency, check out www
.thephelpsgroup.com.

Chambliss graduated from the University of Colorado-Boulder
with a master’s degree in integrated marketing communication.
He was nominated to be featured in this book by Professor Tom
Duncan.

management implications of IMC. In terms of practice, managing and monitoring all of these
messages is an organizational problem best solved through cross-functional organization,
which means a team is created involving members from all of the relevant parts of a company
that interact with customers, other stakeholders, and with outside agencies. Its members rep-
resent all of the areas and tools that control contact points and interact with brand customers
and other key stakeholders. This cross-functional team operates with a singular brand vision
as it plans marketing communication, monitors its impact, and tracks consumer response.
Who is in charge of planning all of these brand-building opportunities? On one hand the mar-
keting and communication manager on the client side, such as Peter Stasiowski who was
featured earlier in this chapter in the Day in the Life box, is in charge. But marketing commu-
nication managers work in partnership with agency managers who also provide guidance
about such things as IMC strategies. Ed Chambliss, in his The Inside Story, discusses the qual-
ifications needed to be an IMC manager, whether on the client side or the agency side. You can
also check the website at the end of the The Inside Story feature for more information on The
Phelps Group, a true IMC-focused agency.


www.thephelpsgroup.com
www.thephelpsgroup.com
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IMC Principles and Practices

In Chapter 1 and in this chapter we have introduced several IMC principles, as well as practices
that guide the use of integrated marketing communication. We’ll continue to introduce these prin-
ciples in the chapters that follow, but just to help you summarize what we’ve discussed so far,
here are the first four.

First Principle of IMC: Everything communicates.
Practice 1.1: Everything in the marketing mix can send a message.
Practice 1.2: Everything a brand does, and sometimes what it doesn’t do, can send a
message.

Second Principle of IMC: A brand is a unified vision (the art) and a complex system (the science).
Third Principle of IMC: Brand relationships drive brand value.

Fourth Principle of IMC: You can’t be integrated externally if you are not integrated internally.

Integrated marketing communication is an important philosophy, as well as practice. It is a ma-
jor theme in this book and we will continue to discuss it in the chapters that follow.

BRAND COMMUNICATION IN A TIME OF CHANGE

In Chapter 1, we concluded that advertising is a dynamic industry and subject to challenges and
change. The same is true of marketing and all areas of marketing communication. The recession
of the late 2000s challenged many marketing practices but some companies came through it more
easily than others. General Mills, for example, supported its big-name brands by increasing its
marketing budgets. The company focused, however, on what it calls “high ROI (return on in-
vestment) areas,” such as multicultural consumers, digital marketing, and its international mar-
kets and global brands.!® So let’s consider ways in which the practice of marketing is changing,
particularly in this post-recession period.

Accountability

Similar to the concern for effectiveness in advertising, accountability is a hot issue in marketing.
Marketing managers are being challenged by senior management to prove that their decisions
lead to the most effective marketing strategies. In other words, was this the best way to launch a
new brand or expand into a new territory?

Jim Stengel, retired global marketing officer for P&G and now a UCLA business professor,
mentioned several of these areas in an analysis of changing practices in marketing and the need
they created for better measurement of effectiveness. He called attention to two major areas of
concern—accountability and global marketing.20 Accountability is what Stengel called for in his
quest for better measurement.

Marketing managers are under pressure to deliver business results measured in terms of
sales increases, the percentage share of the market the brand holds, and corporate return on in-
vestment (ROI). The calculation of ROI determines how much money the brand made com-
pared to its expenses. In other words, what did the marketing program cost, and what did it
deliver in sales?

Advertising and other marketing communication agencies are creating tools and techniques
to help marketers evaluate the efficiency and effectiveness of their marketing communication ex-
penditures. The Interpublic Group, for example, a large marketing communication holding com-
pany, has created the Marketing Accountability Partnership to determine what marketers’ dollars
accomplish or how they can be better used.2! The issue of accountability is made more compli-
cated by the growing use of global marketing.

Global Marketing

Marketers have moved into global markets, in some cases as a deliberate strategy and in other
cases because international competitors have moved into their own markets. General Mills
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Here are a few brands that represent
different types of geographical
marketing strategies. Sainsbury’s, an
example of regional marketing, is the
largest grocery retailer in the United
Kingdom with stores in Great Britain,
Wales, Scotland, and Northern
Ireland. IKEA furniture stores are
found in various countries but the
company keeps its base and image
firmly anchored in Sweden and
represents Scandinavian functional
design and craftsmanship. Coca-Cola,
of course, is one of the best known
brands in the world and its logo is
recognized everywhere.

survived the Great Recession by emphasizing its international markets and global brands, as well
as multicultural consumers in all the markets, including in the United States.22

The growth in global marketing activities is increasing dramatically, so it’s helpful to un-
derstand some of what makes global marketing different from national marketing. In most coun-
tries markets are composed of local, regional, international, and global brands. A local brand is
one marketed in a single country. A regional brand is one marketed throughout a region (for ex-
ample, North America, Europe, China, India). An international brand is available in a number
of different countries in various parts of the world. A global brand is available virtually every-
where in the world, such as Coca-Cola.

Marketing programs that manage and promote the same brand in several countries or glob-
ally are practicing international marketing. International marketing communication did not ap-
pear in any organized manner until the 20th century.

International marketing and marketing communication are not the exclusive province of
large companies. Bu Jin, an innovative small Colorado company, creates and markets martial
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arts products worldwide. With only eight full-time employees, its products serve a high-end in-
ternational market. Most of Bu Jin’s business is driven by its catalog. (Check it out at
www.bujindesign.com.) Service providers also market internationally. Airlines and transporta-
tion companies that serve foreign markets, such as United and UPS, are, in effect, exporting a
service.

Regardless of the company’s form or style of management, the shift from national to inter-
national management requires new tools for marketers, including one language (often English),
one control mechanism (the budget), and one strategic plan (the brand strategy).

The choice of an agency or agencies for international marketing depends, in part, on whether
the brand’s messages are standardized across all markets or localized to accommodate cultural
differences. If the company wants to take a highly standardized approach in international markets,
it is likely to favor international agencies that can handle marketing communication for the prod-
uct in both the domestic and international markets. A localized effort, in contrast, favors use of lo-
cal agencies for planning and implementation in all of the countries where the product is
distributed. The issue of standardized versus global advertising is discussed in more detail in
Chapter 18.

Looking Ahead

In this changing marketplace, how responsible the brand is seen to be in terms of its impact on
society and the environment can be important to the brand’s strategy. Social responsibility is the
focus of the next chapter and presents issues related to the social impact of marketing communi-
cation, as well as marcom ethics and regulation.

Wii

eo Burnett's Wii campaign for Nintendo beat the competition at their own game. The results of the cam -

paign were nothing short of a blowout. For its short-term goal, Nintendo wanted to sell 600,000 units from
its launch in November through the end of the year. It nearly doubled that goal, outselling its Sony rival by
more than 50 percent during that period. A midterm objective aimed to make Nintendo a rival with Sony and
Microsoft by gaining at least a third of the market by the end of 2007. It beat the year-end goal in less than
six months. Amazingly in July sales topped the combined sales for both Xbox 360 and PlayStation 3. The long-
term goal of fundamentally changing how people experience video games paid off too. Wii parties became
the rage. The key purchasers, moms, decided that the Wii was okay for their families. All sorts of people from
young families to retirees caught the Wii bug, got off the couch, and started to play.

Nintendo was honored for its effective efforts with a Grand Effie. “Leo Burnett's marketing strategy for
the Wii will forever change the gaming industry and its dialogue with consumers,” said Deborah Meyer, who
chaired the Grand Effie jury. This phenomenal marketing effort continues to pay dividends, as Nintendo re-
cently was judged tops in game ads for effectiveness and impact in print, television, and digital media.

Winning Video Game
War with Wii
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Key Points Summary

1. How is marketing defined, what is the marketing
process, and what are marketing’s key concepts?
Marketing is the way a product is designed, branded, dis-
tributed, and promoted, as well as a set of processes for
creating customer relationships that benefit the organiza-
tion and its stakeholders. Key concepts that affect the plan-
ning of marketing communication include the marketing
concept, which refers to a focus on customers; the
exchange, which refers to communication and interaction,
as well as money traded for goods or services; competitive
advantage, which means that the product is differentiated
and superior in some way to its competitors, and added
value, which refers to the way that a product takes on fea-
tures that are valued by consumers at each step of the mar-
keting process.

The key players are the marketer, the suppliers and
vendors, the channels of distribution, and marketing part-
ners such as agencies. In addition to services marketing,
the four rypes of markets are consumer, business-to-
business, institutional, and channels. The marketing
process leads to the development and execution of a mar-
keting plan and the steps moved from research, to setting
objectives, assessing consumer needs and wants, segment-
ing and targeting the market, differentiating and position-
ing the product, developing the marketing mix, and
evaluating the effectiveness of the plan. The marketing
mix includes the product, its pricing and distribution, and
the marketing communication.

2. How does marketing communication contribute to the
development of a brand? A brand is a perception created
from information as well as experiences with the company
and its line of products. It’s intangible but it generates value
in the form of brand equity. A brand perception takes on
meaning by transforming the product into something

unique and distinctive and by making a promise that sets
customers’ expectations. The branding process includes es-
tablishing a brand identity through both name and symbols,
defining the brand image and personality, and developing
brand relationships with loyal customers that contribute to
the financial value of the brand, called brand equity. Mar-
keting communication is the primary driver of brand mean-
ings and brand relationships.

. What is integrated marketing communication and what

are its key concepts? IMC can be described as total com-
munication, which means that everything that sends a mes-
sage is monitored for its impact on the brand image. Central
to IMC is the practice of unifying all marketing communi-
cation messages and tools to send a consistent brand mes-
sage. Not only does this maximize consistency, it also
creates synergy, such that a group of coordinated messages
has more impact than marketing communications that are
independent of each other. IMC recognizes a variety of
stakeholders who contribute to the brand conversation, as
well as a multitude of fouch points where messages are de-
livered including marketing mix messages, as well as more
formal planned marketing communication.

. How is brand communication evolving during a time of

change? Accountability and global marketing are two key
emergent themes. Tough economic times have led to in-
creased calls for accountability. Investments in marketing
communication must show that they are money well spent.
This focus highlights the need for developing tools to
measure the effectiveness of the investments. Growth in
global marketing demonstrates a strategic opportunity to
build business internationally. With this dramatic growth
comes a need for marketing communicators to fully under-
stand those audiences with whom they are trying to build
relationships.
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Review Questions

1. What is the definition of marketing, and where does mar- 3. Explain how marketing communication relates to the four

keting communication fit within the operation of a market-
ing program?

2. In general, outline the structure of the marketing industry
and identify the key players.

Discussion Questions

1. When identical products carry different labels, people will
pay more for the recognized brand. Explain why that is so.

2. Coca-Cola is the most recognizable brand in the world.
How did the company achieve this distinction? What has
the company done in its marketing mix in terms of product,
price, distribution, and marketing communications that has
created such tremendous brand equity and loyalty? How has
advertising and other forms of marketing communication
aided in building the brand?

3. List your favorite brands and from that list do the following
analyses:

a. Think about the categories where it is important to you
to buy your favorite brand. For which categories does
the brand not make a difference? Why is that so?

b. In those categories where you have a favorite brand,
what does that brand represent to you? Is it something
that you’ve used and liked? Is it comfortable

Take-Home Projects

1. Portfolio Project Look through the ads in this textbook or
in other publications and find an example of an advertise-
ment that you think demonstrates the marketing concept,
i.e., a focus on consumer needs and wants, and another ad
that you think does not represent an effective application of
the marketing concept. Compare the two and explain why
you evaluated them as you did. Copy both ads and mount
them and your analysis in your portfolio.

2. Mini-Case Analysis In the Wii case, Nintendo believed that
the market for video games—primarily males and kids—

key marketing concepts and to the marketing mix.

. Explain how brand meaning and brand value are created.

5. Define integrated marketing communication and explain its

approach to audience, media, and message.

familiarity—you know it will be the same every time?
Is it a promise—if you use this, something good will
happen? Is it something you have always dreamed about
owning? Why are you loyal to this brand?

. Three-Minute Debate This chapter stressed integration of

advertising with other components of the marketing mix. A
classmate argues that advertising is a small part of the mar-
keting process and relatively unimportant; another says ad-
vertising is the most important communication activity and
needs to get the bulk of the budget. If you were in market-
ing management for Kellogg cereals, how would you see
advertising supporting the marketing mix? Does advertising
add value to each of these functions for Kellogg? Do you
think it is a major responsibility for the marketing manager?
What would you say either in support of or in opposition to
your classmates’ views? Working with a small team of your
classmates, present your point of view to your class.

could be broadened to include women, as well as an older
family market. Summarize how Nintendo arrived at that in-
sight. Pretend you have been assigned to the Wii account
for the next year after this launch. What would you want to
know to determine if this strategy has been successful? In
terms of marketing and communication, what might Wii do
in the next stage of this campaign to maintain its marketing
edge? Write up your ideas in a one-page position paper to
turn in to your instructor.
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Team Project: The BrandRevive Campaign

In Chapter 1, we introduced the need for old, forgotten, and min-
imally known brands to be revitalized and you were asked to
choose from among a list of brands that need revitalization, re-
branding, or repositioning. As we explained, this is an assignment
that will continue throughout the book leading to a complete cam-
paign for the brand you chose. For Chapter 1, you did an initial
review of the brand and company history for that assignment.
For this chapter, the next step in your BrandRevive project
is to do more in-depth background research on the brand and cat-
egory. Split your team with some going online and others visiting
your school’s library to find all of the relevant articles and other
marketing information that you can about the category and your
brand’s place in it. If you chose a consumer good or service with
a physical location, visit a store and analyze what you see there
in terms of its presentation and competitive situation. Also visit

Hands-On Case

The Century Council

Read the Century Council case in the Appendix before coming
to class.

1. How might the marketing mix of major beer and liquor
companies be relevant to a campaign to curb binge drinking
on college campuses?

2. How might “teaching responsible drinking” curb binge
drinking on campus?

the brand’s home page and collect what information you can find
there about the brand and its marketing strategy.

* Based on your background research, rough out what you be-
lieve to be the branding strategy.

* Then summarize what you believe to be the brand’s market-
ing mix strategy.

* Find out what you can about advertising and marketing com-
munication spending both for your brand, your competitors’
brands, and the category. This will provide a benchmark for
your budget.

*  Write up your findings in a brand review that is no longer than
four double-spaced pages. Convert your key findings into a
PowerPoint presentation that is no longer than four slides. Pre-
pare and practice to give this presentation to your class.

3. Why do you think liquor companies would want to fund
“The Stupid Drink” campaign to curb binge drinking on
campus?

4. Prepare a one-page statement explaining how “The Stupid
Drink” campaign will actually help beer and alcohol marketers.
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“Hédagen-Dazs Héagen-Dazs Goodby, 2009 Gold Effie Winner; 2009 Festival of
Loves Honey Silverstein & Media, Media Responsibility Award; Cannes
Bees” Partners; Ketchum  Lions 2009 PR Lion
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1. What is the social impact of brand communication?
2. What ethical and social responsibilities do communicators bear?
3. Why and how is advertising regulated?

Haagen-Dazs Creates a Buzz about Bees

id you know that honeybee colonies are disappearing at an alarming rate?

In the last three years a third of their colonies in the United States have died,

which puts much of our natural food supply at risk. Honeybees help polli-
nate about a third of every bite that Americans eat—from fruits to nuts. The cause
of the crisis is not entirely known, but some of this loss is attributed to colony col-
lapse disorder or “CCD."” When this condition happens, bees mysteriously aban-
don their hives.

How does this crisis relate to Haagen-Dazs? This premium ice cream uses only
all-natural ingredients, and bee pollination is essential for ingredients in nearly half
of its flavors. It's in the best interest of the company, as well as the bees, to resolve
the problem. This is the story about how a company practices social responsibility,
or shows concern for the welfare of others, and profits from the experience.

Faced with a need to ramp up sales and inject zip into the Haagen-Dazs brand
(whose main competitor is funkier, socially conscious Ben & Jerry's), the client
asked its ad agency, Goodby, Silverstein & Partners, and the PR firm Ketchum to
accomplish these objectives with no increase in budget. In such a situation, it made
sense to generate a buzz that could extend the impact of its message beyond the
limited media budget for advertising. What Haagen-Dazs discovered was a prob-
lem more important than the brand.

Summarizing the situation, three factors led to the big idea for the campaign:
a brand known for its all-natural ingredients, consumers who are increasingly con-
cerned about sustainability and environmental issues, and a critical issue. The idea
centered on a simple equation: 1/2 of Hdagen-Dazs ice cream flavors + 1/3 of what
we eat — honeybees = a bigger-than-ice-cream problem.

To help find a solution, Hdagen-Dazs's ad agency, Goodby, Silverstein & Part-
ners, and public relations firm, Ketchum, created the “Haagen-Dazs Loves Honey
Bees” program. Haagen-Dazs kicked off its multifaceted efforts to help solve the
honeybee mystery by giving substantial research grants to Penn State and UC

Jef 1. Richards, University of Texas, and Joseph E. Phelps, University of Alabama, contributed to the review of this
chapter.
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Davis scientists. An expert advisory “Bee Board,” comprised of scientists and bee-
keepers, served as sources for news media. Hdagen-Dazs created advertorials, ad-
vertising that looks like editorial matter in newspapers or magazines, about the bee
problem, which ran in key magazines, such as National Geographic and Gourmet.
Haagen-Dazs even created a new flavor, Vanilla Honey Bee, and earmarked the
profits for CCD research.

Other components of the program spread the message to its audience. The
www.helpthehoneybees.com site educated consumers about the crisis and invited
their involvement. The online presence allowed consumers to purchase T-shirts and
even send “bee-mail” to friends. Haagen-Dazs funded a six-minute documentary
about CCD that is available on the Serious Eats website (www.seriouseats.com). A
“Bee Dance” video was launched on YouTube. Haagen-Dazs encouraged con-
sumer involvement by distributing more than a million free bee-friendly seeds in
HD loves HB packets.

Haagen-Dazs counted on the people who heard its message to spread the
word. For example, a reader who happened to be an employee of Whole Foods
read the National Geographic piece and inspired Northern California Whole Foods
stores to create honeybee displays featuring Hdagen-Dazs and CCD.

Although the bee problem was the center of the communication, selling a
brand was still important. Hdagen-Dazs hopes that when you crave premium ice
cream, you'll choose its Vanilla Honey Bee or Dulce de Leche over Ben & Jerry's
Cherry Garcia or Phish Food flavors, partly because it's a brand that cares.

Wias this effort to be socially responsible successful? In what ways? Turn to the
end of the chapter to see how Haagen-Dazs measured the effectiveness of these
efforts.

Sources: "Haagen-Dazs Loves Honey Bees,” Effie Awards Brief of Effectiveness, www.nyama.org; www.helpthehoneybees
.com; Michael Bush, “Haagen-Dazs Saves the Honeybees,” May 8, 2009, http://adage.com; Gavin O’Malley, “Viewers
Swarm to Haagen-Dazs Bee-Friendly Viral Video,” August 21, 2008, www.mediapost.com; Juliana Barbassa, “Food Com-
panies Target Honey Bee Health Problems,” December 1, 2008, www.nytimes.com; “Haagen-Dazs Brand Boosts Image
and Sales with ‘Haagen-Dazs Loves Honey Bees’ Campaign,” www.ketchum.com; “Haagen-Dazs: Honey, Let's Lick the
Problem,” June 2009, www.advertolog.com.

Caring for the environment and promoting a product can be mutually beneficial, as the “Hédagen-
Dazs Loves Honey Bees” case demonstrates. By raising public awareness about the plight of the
honeybees, Hiagen-Dazs also benefited its ice cream business. This chapter reminds us that as
communicators we make choices. We have the power to use our talents to leave the world a bit
better than we found it. This chapter helps you explore the impact of brand communication on so-
ciety. We present ongoing debates about the power of advertising, look at issues related to social
responsibility, and contemplate emerging issues related to digital media. You will examine your
personal and professional ethics related to brand communication. Finally, you will read about the
legal aspects of advertising and regulatory processes that are in place to make sure harmful com-
munication is minimized.

WHAT IS THE SOCIAL IMPACT OF BRAND COMMUNICATION?

Hiaagen-Dazs’s campaign to align itself with a good cause demonstrates that marketing commu-
nication might help make the world a little better. The Haagen-Dazs case shows that marketers
can think beyond the campaign’s immediate benefits to consider how their actions might affect a
larger sphere—society and the natural environment. Donating a fortune to help the unfortunate,
as Bill and Melinda Gates of Microsoft fame have done, is another way for companies to prove
their worth. Think about all of the companies such as Nestlé, Coca-Cola, AT&T, Target, and Wal-
mart who pitched in to help victims of the Haiti earthquake.


www.helpthehoneybees.com
www.seriouseats.com
www.nyama.org
www.helpthehoneybees.com
www.helpthehoneybees.com
http://adage.com
www.mediapost.com
www.nytimes.com
www.ketchum.com
www.advertolog.com
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“Avon Commits $1 Million to Support Relief Efforts” in earthquake-
ravaged Haiti. “Coca-Cola Commits to Climate Friendly Refrigeration.”
“Kraft Foods Employees Honor Dr. Martin Luther King Jr.’s Legacy
Across the Country.” These headlines! demonstrate that professional
brand communicators have the potential to do good, although too many
examples show that communicators sometimes fail to act responsibly.

Advertising and other forms of marketing communication are used ef-
fectively for social marketing, as well as for selling stuff, which also can be
a good thing. Advertising can be used to counter bad behaviors and promote
good behavior. Read The Inside Story at www.pearsonhighered.com/
moriarty about a University of Florida campaign against drinking and driv-
ing developed by Adwerks, Florida’s student-run advertising agency.

Do you think advertising itself is inherently good or bad for society?
Most of the time people use advertising for neutral or good purposes,
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meaning they value a brand’s social responsibility. To emphasize the im- | i et e et
portance of this topic, sprinkled throughout this book are A Principled :‘::::_::“
Practices boxes that discuss issues of social and ethical responsibility. o o b o |

Advertising sometimes draws criticism for its social impact and }&ﬁﬁ'ﬁnﬁ

much of the discussion that follows is focused on advertising because it i et
is so highly visible. Check out www.AdBusters.org for a look inside the

world of advertising criticism. We start this chapter with three important o st e
debates concerning the role of advertising and marketing communica- |l deding o peie s
tion as institutions in society that will help you understand different as- e

pects of social responsibility.

What Are the Debates about Marcom’s Social Role?

In this section we review some of the issues related to advertising’s
role in society. Our intention is to review the criticisms, but understand
that we believe that advertising is a good force in society and in our
economy even though it may sometimes be used in ways that generate
concern. Three topics generate debate about advertising and marketing
communication’s role in society. They focus on demand creation,

CLASSIC

do you see it now?

A J. Walter Thompson ad written by legendary ad
man James Young was so startling that readers
begged the Ladies Home Journal to stop running
the ad. It was considered disgusting then, but how

shaping versus mirroring of social trends, and the overcommercializa-
tion of society.

Demand Creation  Some critics charge that advertising causes demand creation, which results
when an external message drives people to feel a need or want—sometimes unnecessarily. A 2009
Harris Poll indicated that two-thirds of Americans believed ad agencies were at least partially to
blame for the recent economic crisis because they caused people to buy things they couldn’t af-
ford.2 Others reject this notion. Does advertising create demand for products people don’t need?
Has advertising convinced you to buy products you don’t need?

Let’s start the discussion by considering deodorants. Did you know that no one used deodor-
ants much until about 19197 People didn’t worry about having body odor. An ad for a new product,
Odorono (great name, and it’s still being used, by the way), targeted women because everyone as-
sumed that men were supposed to emit bad odors and women would be the more likely users of the
product. The launch ad in Ladies’ Home Journal so offended readers that about 200 people canceled
their subscription. The ads were effective, however. Sales for the deodorant rose 112 percent.? Did
advertising make women buy something they didn’t even know they needed? Was that a bad thing?

If you think it doesn’t happen today, think about Unilever’s Axe product. Axe pioneered the
new category of body spray for men in 2002. Did guys know before 2002 that they needed scented
body spray? Is it a good thing advertising convinces people to buy products like deodorants and
body sprays? Can such advertising improve consumers’ lives?

Companies often conduct significant research to find out what consumers want before they
launch new products. If people do not want the products being marketed, they do not buy them.
Advertising may convince people to buy a product—even a bad one—once. If they try the prod-
uct and don’t like it, they won’t buy it again. So to some extent advertising creates demand. At
the same time, it is important to remember that audiences may refuse to purchase the product if
they don’t feel a need for it.

Principle

If people do not want the
products being marketed,
they do not buy them.



www.pearsonhighered.com/moriarty
www.AdBusters.org
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66 PART 1 ¢ ENDURING PRINCIPLES IN TIMES OF TURMOIL

AMERICA:
OPEN FOR

BUSINESS

2,

DESI(RED

The poster “America: Open for
Business” is an example of a message
aimed at stimulating business after 9/11.
The RED campaign demonstrates a
collaborative effort by a number of
corporations, including Gap, to fight
AIDS in Africa. Do you think messages
like these can impact social trends?

Shaping versus Mirroring Another important debate about advertising’s role
in society questions the limits of its influence. At what point does advertising
cross the line between reflecting social values and creating them? Professionals
believe they are reflecting the values of their society. Critics argue that adver-
tising has repeatedly crossed this line, influencing vulnerable groups, such as
children and young teenagers, too strongly.

A case in point: Do ultra-thin models in advertising cause young women
to have eating disorders, as some have claimed? While it is probable that the im-
ages women and girls see influence them in some ways, it’s difficult to say that
these images directly and solely cause the problem, because many factors in a
person’s environment potentially influence eating choices. Some research,
however, supports the view that advertising is partly to blame; advertising may
contribute to the problem. What do you think?

Can advertising manipulate people’s choices? Critics of advertising argue
that advertising can create social trends and has the power to dictate how people
think and act. They believe that even if an individual ad cannot control behavior,
the cumulative effects of nonstop television, radio, print, Internet, and outdoor
ads can be overwhelming. Others contend that effective brand communication
spots trends and then develops messages that connect target audiences with the
trends. In other words, if people are interested in achieving healthy lifestyles, you
will see ads that use health appeals as an advertising strategy. In this way, ad-
vertising mirrors values rather than sets them. Do you agree with that argument?

One example of using advertising to try to change society and improve the
world while still selling products is the RED campaign, instigated by U2 singer
Bono in conjunction with major companies like Apple, Gap, and Hallmark. The
purpose of the campaign is to sell RED-branded products to help fight AIDS
and HIV in Africa. Does Product RED advertising mirror a societal concern for
Africans’ welfare or does it shape how we think about the problem, or both? An-
other example of attempting to influence society is the award-winning “Open
for Business” poster that appeared after the 9/11 tragedy.

This shaping-versus-mirroring debate is the most central issue we address
in considering advertising’s role in society. What drives consumers to behave or
believe as they do? Is it advertising, or is it other forces? Why do women buy
cosmetics, for example? Are they satisfying a deep cultural need for beauty, or
were they manipulated by advertising to believe in the hope that cosmetics of-
fer? Women can even purchase a product by the cosmetics company Philoso-
phy called Hope in a Jar. Or have their families and friends socialized them to
believe they look better with cosmetics than without? Advertising and society’s
values are probably interactive, so the answer to the debate may simply be that
advertising both mirrors and shapes values.

Overcommercialization Does advertising lead people to be too materialistic?
The second half of the 20th century is notable for the rise of a materialistic con-
sumer culture in the Western world. Did advertising create this culture, or does
it simply reflect a natural striving for the good life?

Some argue that advertising heightens expectations and primes the audience
to believe that the answer is always a product. If you have a headache, what do you
do? You take a pill. What is left unsaid by an advertisement is that you might get
rid of the headache just as easily by taking a nap, drinking less alcohol or more wa-
ter, or taking a walk to relieve stress. Nobody pays for ads to tell you about alter-
natives. Consumers, however, are not always passively doing what advertisers tell
them. As we have said, they have the power to refuse to buy what is being sold.

Another facet of this debate relates to a problem that emerges if the walls blur between ad-
vertising and news and entertainment. If advertising becomes intertwined with news, how will
audiences know whether news stories are free from editorial pressure from sponsors who want to
control what is said about their brands? As product placement becomes increasingly prevalent,
how does that affect entertainment? Does the influence of advertising, for example, change how
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we watch football games and other sporting events? Does it bother you that Coke has more than
2,000 product placements in American Idol, especially when a lot of viewers are under 1674

Other Social Responsibility Issues

To help you understand issues that advertisers face when they can have a direct impact and make
a difference to society, we’ll discuss six key topics: (1) taste and offensive advertising, (2) sex ap-
peals, (3) diversity issues, (4) message-related issues, (5) product-related issues, and (6) emerg-
ing issues with digital media. If you’re interested in these and other related topics, visit the
Advertising Educational Foundation website at www.aef.com for more information.

Poor Taste and Offensive Advertising Although certain ads might be in bad taste in any cir-
cumstance, viewer reactions are affected by such factors as sensitivity to the product category,
timing (if the message is received in the middle of dinner, for example), and other circumstances,
such as whether the person is alone or with others when viewing the message. Some television
ads, for example, might not bother adults watching alone but would make them uncomfortable if
children were watching.
Also, questionable ads become offensive in the wrong context. Advertisers and media out-
lets must try to be sensitive to such objections. Recently, outraged advertisers including Apple-
bee’s, General Mills, and Kraft pulled ads from Fox News Channel’s Glenn Beck program after
the host called President Obama a “racist” with a “deep-seated hatred for white people.”s
We all have our own ideas about what constitutes good taste. Unfortunately, these ideas vary  Principle
so much that creating general guidelines for good taste in advertising is difficult. Different things  Good taste is a difficult
offend different people at different times. In addition, taste changes over time. What was offen-  standard to apply
sive yesterday may not be considered offensive today. The Odorono ad offended people in 1919,  because different things
but would it today? By today’s standards that advertisement seems pretty tame. Today’s questions ~ offend different people
of taste center on the use of sexual innuendo, nudity, vulgarity, and violence. What about the Axe 2t different times.
ads for male body sprays? Do you find them offensive or in good taste?
An ad can be offensive to the general public even if the targeted audience accepts it. Brand
communicators would be wise to conduct research to gauge the standards of taste for the general
population as well as the specific target audience. If they fail to do so, advertisers risk alienating
potential consumers. Such was the case with Abercrombie and Fitch’s sexually explicit ads aimed
at young teens that spawned a grassroots campaign to stop the company’s marketing tactics. Some
might argue that any publicity is good publicity, and offensive advertising calls attention to your
product in a memorable way.
The A Principled Practice box by Herbert Rotfeld discusses this topic in more detail.

Sex Appeals and Body Image  Advertising that portrays women (or men) as sex objects is con-
sidered demeaning and sexist, particularly if sex is not relevant to the product. Sometimes ads use
sex appeals that are relevant to the product, such as those used by Victoria’s Secret. The ethical
question then is how sexy is too sexy. Transit authorities in two Canadian cities decided Virgin
Mobile’s ads were too racy for the public and asked the company to pull risqué ads from bus shel-
ters that showed embracing couples and invited viewers to “Hook up fearlessly.”® Explicitly
using sex appeals to sell may not always be appropriate as Professor Rotfeld argued in the A Prin-
cipled Practice feature.

Playing on consumers’ insecurities about their appearance presents advertisers with a classic
ethical dilemma because self-image advertising can be seen as contributing to self-improvement,
but sometimes, such advertising is questionable because it leads to dangerous practices. Some
critics charge that women place their health at risk in order to cultivate an unrealistic or even un-
healthy physical appearance. Supermodels don’t always project healthy portrayals of women.
Critic and author Jean Kilbourne claimed, “ads are aimed at the very heart of girls’ insecurities’
because of the ideal image of beauty that they portray: ‘an absolutely perfect-looking young
woman who’s incredibly thin’.””7

Do you think advertising sends this message? Messages that only feature thin models nor-
malize the thin ideal of beauty. Young women and even men can become obsessed with their
weight to the point that they believe they are attractive only if they are unnaturally thin. The
“Dove Campaign for Real Beauty” that you’ll read about in Chapter 5 defies the notion that
women need to be thin to be beautiful.


www.aef.com
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A PRINCIPLED PRACTICE

Pizza, Tacos, and Truck Parts:

Sex in Advertising

Herbert Jack Rotfeld, Professor of Marketing, Auburn University

An advertisement for a
pizza place near a col-
lege campus ran an
advertisement in the
school paper that
read, “Put a hot
piece between your
lips. We're hot and
easy, fast and cheesy.”
In another city, a Mexican
restaurant showed a Lycra-
clad woman posed with her hands on her hips over
the headline, “Tickle my taco.”

In each case, the advertiser probably thought it
was good advertising, not realizing that the irrele-
vant use of sex distracts and hinders any communi-
cation or persuasion to the target. It should be
intuitively obvious that a product is sexually relevant
for marketing communication only if people would
make a purchase for a sexual reason. While breath
mints, clothes, or exercise equipment may be pur-
chased by some people to enhance their self-image
of sex appeal, it is doubtful that anyone buys pizza or
tacos for anticipation of an orgasmic experience.

A truck supply company owner thought he had
client-grabbing pictures on his business calendars
with the monthly display of exposed female anatomy,

but when many of his customers forgot his company
name or “lost” his phone number, he finally realized
that the secretaries and office managers who gave
the truckers the necessary purchase order forms
would never allow such lewd displays on their office
walls.

The misplaced marketing problem is more than
just simple misdirection and distraction. The people
who wrote or produced these ads lost track of what
they are trying to say to the target audience. After
years of talking to advertisers and watching them
produce these less-than-optimal efforts, one realizes
that some of the advertising creators believe that
publicity garnered by offending people is always
beneficial. Instead of communication, attention of
any kind—to anything, at any cost—is their goal.

However, advertising is a very limited and limit-
ing form of communication; it is costly to undertake
and difficult to carry out successfully. The marketing
question of how best to communicate is a conserva-
tive one, but it is also an effort to maximize the like-
lihood of a favorable consumer response. In the end,
there is a communication job to be done.

Too often, advertising writers seem focused on
titillating each other with the overuse of lewd im-
agery, exposed breasts, and other distractions. In the
end, sex does not sell.

7

The same problem of physical appearance exists for men, particularly young men, although
the muscular ideal body may not lead to the same health-threatening reactions that young women
face, unless men resort to steroids to attain this image. The standard of attractiveness is a socio-
cultural phenomenon that both mirrors and shapes our ideals. Responsible advertisers, therefore,
have begun using models of more normal size and weight as a way to reduce the pressure on
young people.

Diversity and Stereotypes  Athletic blacks, feeble seniors, sexy Italians, smart Asians. You're
probably familiar with these and other examples of stereotypes. A stereotype is a representation
of a cultural group that emphasizes a trait or group of traits that may or may not communicate an
accurate representation of the group. Sometimes the stereotype is useful (athletes are fit) and aids
communication by using easily understood symbolic meanings, but sometimes the stereotype re-
lies on a characteristic that is negative or exaggerated and, in so doing, reduces the group to a car-
icature. This is the problem with portraying older adults as all being absentminded or feeble, for
instance.

The issue of stereotyping also raises the shaping-versus-mirroring question. For example,
stereotyping women as sex objects is a practice that is deeply embedded in our culture, however
negatively some might see that value. Using such strategies also makes advertising a participant
in shaping and reinforcing that cultural value.
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Intentionally or not communicators choose how they
portray people in their ads. Whether you believe advertising
has the ability to shape our values and our view of the world
or whether it mirrors society, communicators have a respon-
sibility to ensure that what is portrayed is accurate and rep-
resentative. Diversity has become an issue as advertisers
struggle to target, as well as portray, people outside the
white, straight mainstream market.

Next we discuss some of the most common problems
found in the way advertising portrays people.

Gender Stereotypes Stereotyped gender images abound in
the media—dumb blondes, the rugged western Marlboro
man, and the clueless buffoon who appears in ads, comics,
and programs as a bungling dad are all examples. One of the
most important lessons media teach is how people fit into
culturally shared gender and racial roles. The way men and
women are cast as characters in advertisements and pro-
grams can create or reinforce cultural stereotypes.8

Historically, advertising has portrayed gender in dis-
tinct and predictable stereotypes. Men are usually shown as
strong, independent, and achievement oriented; women are
shown as nurturing and empathetic, but softer and more de-
pendent, and they are told that the products being advertised
will make their lives less stressful and more manageable.
Men are often negatively stereotyped as well. The organiza-
tion FathersAndHusbands.org formed to promote positive
images of men in the media.

A study of gender representation in 1,300 prime-time
commercials found that although women make most pur-
chases of goods and services, they are underrepresented as
primary characters during most prime-time commercials, ex-
cept for health and beauty products. Women are cast as
younger, supportive counterparts to men, and older women
remain the most und.eljrepresen.ted group? HOWC’V er, many This was an ad created by the Carson/Roberts agency in 1964
marketers are recognizing the diversity of women’s roles. In during debate over the Civil Rights Yoting Guarantee Bill. It is
the 1990s, advertisers did a better job of depicting Women— 011 4ef in the AIGA Design Archives. AIGA is the leading
and men—in roles that were more than one dimensional.!0 graphic design association.

They functioned in multiple roles, not just as career women
or supermoms, and men even appeared as house-husbands
and nurturing fathers.

A few adventurous companies have even begun to show images of gays in advertising to
general audiences. Such images have appeared fairly extensively in mainstream fashion adver-
tising for brands such as Calvin Klein, Benetton, and Banana Republic. The coming-out episode
of ABC’s Ellen was groundbreaking in more ways than just programming—it was the first time
advertisers used prime-time network TV to reach gay and lesbian viewers. Now it’s not unusual
to see gays and lesbians portrayed as multidimensional characters on shows such as Glee, Mod-
ern Family, and Grey’s Anatomy. Viacom’s LOGO, a 24-hour gay channel, is supported by a host
of national advertisers trying to reach this audience.
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THE BLIND ARE ALSO COLOR BLIND

CLASSIC
“Color Blind”

Racial and Ethnic Stereotypes Think about sports teams like the Washington Redskins, Kansas
City Chiefs, or Cleveland Indians that reduce Native Americans to a caricature, and you’ll know
why some critics claim that racial and ethnic groups are stereotyped in advertising. Do you be-
lieve these team names and logos represent negative stereotypes and, if so, what should be done
about them when millions of dollars have been invested in them as brands? The portrayal of Ital-
ian Americans as ignorant Mafioso types in a Verizon Wireless commercial prompted one blog-
ger to complain, “It is so common to see Italian Americans negatively portrayed by Hollywood
and Madison Avenue that our society doesn’t think twice when we see garbage such as this. .. .”
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Should we permit the media to profit from all the unflattering and nasty stereotypes about blacks,
Jews, Asians, Muslims, Irish, and Latinos?’1!

Cultural Differences in Global Advertising In the global economy advertisers seek worldwide
audiences for their products. As they do so, advertisers sometimes make mistakes of overlaying
their worldview on that of another culture without thinking about the impact of their advertising.
Many oppose the move to a global perspective because of concerns about the homogenization of
cultural differences. Marketing imperialism or cultural imperialism is a term used to describe
what happens when Western culture is imposed on others, particularly the Middle East, Asian,
and African cultures. Some Asian and Middle Eastern countries are critical of what they see as
America’s materialism and disrespectful behavior toward women and elders. They worry that
international advertising and media will encourage their young people to adopt these viewpoints.

Cultural differences are very real, and we will talk more about them throughout the book.
Consider that respect for culture and local customs is so important that insensitivity to local cus-
toms can make an ad completely ineffective. Customs can be even stronger than laws. When ad-
vertising to children age 12 or older was approved in Germany, for example, local customs were
so strong that companies risked customer revolt by advertising. In many countries, naming a com-
petitor in comparative advertising is considered bad form.

Age-Related Stereotypes  Another group that critics say is often subject to stereotyping is senior cit-
izens, a growing segment of the population with increasing amounts of disposable income. In a focus
group of women in their 50s, participants had trouble keeping their comments polite when viewing a
series of health care ads that showed older women in primarily sedentary activities. One explained that
even though she has arthritis, she still wants to see ads that show arthritis sufferers working out in a
gym, rather than “silver-haired couples walking along the beach with a golden retriever.”12

Barbara Champion, president of a research firm specializing in the maturing market, observed:

The needs of maturing consumers, depending on mental and physical acuity as well as life-
stage factors, are often different from one another. Whether a consumer is an empty-nester
whose children have grown up and left home, a grandparent, a retiree, a widow, or in need
of assisted living, for example, will greatly affect how, when, and why goods and services
are purchased.”!3

Many of the ads for Viagra speak to a specific segment of the population and do so in a taste-
ful, tactful way.

Advertising to Children Marketing to youth is one of the most controversial topics in the in-
dustry. One reason why advertising to children attracts so much attention is that children are seen
as vulnerable. Children do not always know what is good for them and what is not. Concerned
adults want to make sure that they protect impressionable minds from exploitation marketers.
They want to help children learn to make good choices.

A current issue that’s being addressed relates to selling soft drinks, candy, and food with high
fat and sugar content to children. Recognizing that obesity among youth is a major health problem,
the Council of Better Business Bureaus launched the Children’s Food and Beverage Advertising Ini-
tiative to help 10 major corporations set guidelines to cut down on junk food advertising. The com-
panies, which are responsible for producing almost two-thirds of the food and drink advertising for
children under 12, include General Mills, McDonald’s, Coca-Cola, PepsiCo, Hershey, and Kellogg.

Marketing alcohol to black teens is another important issue because of the use of rappers like
Ice-T to promote malt liquors and the dozens of pages of alcohol ads that appear in black
youth—culture magazines such as Vibe. A Georgetown University study contends that the alcohol
beverage industry is marketing far more heavily to African American young people than to oth-
ers in that age group.

You’ll read more about the important issue of advertising to children in the regulation sec-
tion of this chapter.

Message-Related Issues Even though most advertisers try to create messages that communicate
fairly and accurately, marketers need to understand what is not considered acceptable so they can avoid
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unethical and even illegal behavior. Advertising claims are considered to be unethical if they are false, m

misleading, or deceptive. In the drive to find something to say about a product that will catch attention  Advertising claims are
and motivate the audience to respond, advertisers sometimes stretch the truth. False advertising, unethical if they are false,
which is a type of misleading advertising, is simply a message that is untrue. Misleading claims, misleading, or deceptive.
puftery, comparative advertising, endorsements, and product demonstrations are explained next.

Misleading Claims and Puffery The target of the heaviest criticism for being misleading is
weight-loss advertising, as well as other back-of-the-magazine, self-improvement advertisements
for health and fitness products. In a study of 300 weight-loss ads, the Federal Trade Commission
(FTC), a regulatory body, found that ads for weight-loss products sometimes make “grossly ex-
aggerated” claims and that dieters need to beware of ads for dietary supplements, meal replace-
ments, patches, creams, wraps, and other products. (The FTC is described more completely in the
regulation section.) The study found that 40 percent of the ads made at least one representation
that was almost certainly false, and 55 percent made a claim that was very likely false or at least
lacked adequate substantiation.!4
Misleading claims are not just a problem in the United States. The London-based Barclays
credit card was forced by the U.K. government to withdraw an advertising campaign that prom-
ised “0 percent forever.” The ad was deemed deceptive because borrowers would enjoy the no-
interest offer for only as long as it took for the balance to be cleared. In other words, all new
spending on the card would be charged the standard interest rate.!5 Principle
Not all exaggerated claims are considered misleading. Puffery is defined as “advertising or  Puffery may be legal, but
other sales representations, which praise the item to be sold with subjective opinions, superla-  if it turns off the target
tives, or exaggerations, vaguely and generally, stating no specific facts.”16 Campbell Soup, forex- ~ audience nothing is
ample, has used the slogan “M’m!, M’m!, Good!” which is vague and can’t really be proven or gained by using such a
disproven. It’s a classic example of puffery, generally deemed to be of little concern to regulators ~ State9y:
looking for false or misleading claims because it is so innocuous.
Because obviously exaggerated “puffing” claims are legal, the question of puffery is mainly
an ethical one. According to the courts, consumers expect exaggerations and inflated claims in
advertising, so reasonable people wouldn’t believe that these statements (“puffs”) are literal facts.
However, empirical evidence on the effectiveness of puffery is mixed. Some research suggests
that the public might expect advertisers to be able to prove the truth of superlative claims, and
other research indicates that reasonable people do not believe such claims. This is particularly im-
portant when advertising to children who might not know the difference between fact and opin-
ion. Noted advertising scholar Ivan Preston does not think all puffs deserve to be protected legally
as he explains in the A Matter of Principle feature that follows.

Comparative Advertising We’re used to seeing advertisers take on their competition in an
ad—Mac vs. PC, Dunkin’ Donuts vs. Starbucks, Campbell’s Soup vs. Progresso. Although
it is perfectly legitimate to compare a marketer’s product
favorably against a competitor, regulations govern the
use of comparative advertising if it can be challenged as
misleading.

Adve%tisers face the common threat that competitors will DUNKIN' BEAT STARBUCKS
misrepresent their products. Although no one expects a com- ecent nat
petitor to be totally objective, advertisers have legal recourse
to object to unfair comparisons. U.S. law permits awards of
damages from an advertiser who “misrepresents the nature,
characteristics, qualities, or geographic origin in comparative
advertising.” Recently, a New York court granted Weight
Watchers International a temporary restraining order against
Jenny Craig, claiming that Jenny Craig’s advertising made de-
ceptive claims about its success rate.!?

Advertisers who engage in comparative advertising
know that research in support of their competitive claims must
be impeccable. The Dunkin’ Donuts ad compares its coffee to  Dunkin’ Donuts hopes to convince coffee drinkers to switch
Starbucks and backs up its claim with a national taste test. from Starbucks based on results from a national taste test.
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Preston on Puffery

Ivan L. Preston, Professor Emeritus, University of Wisconsin

| believe some forms of puffery
ought to be prohibited. Let me
explain by first defining what it
is. Puffs are statements that
evaluate and present values
about a thing rather than facts
that state what it is or does.
Puffs are offered as the opinions
of the source presenting them. In
the regulatory context they are al-
most always called puffery or puffs, but
evaluations or opinions is what they are. Here's a list of
six varieties of puffs, listed by strength:

1. The Strongest Is Best That means no competitor
equals you. In the United States, Nestlé's says it
makes the very best chocolate, and Gillette is the
best a man can get, and Goodyear has the best tires
in the world. Other ways of saying best include terms
such as most comfortable, longest lasting, tastiest—
anything that says you're alone at the top of the list.

2. Best Possible As in “Nothing cleans stains better
than Clorox.” This type is also a claim to be at the
top, except to claim that nobody is better allows for
others to be just as good. It's a clever claim, because
research shows that many consumers think it means
better than all others.

3. Better You are better than another, or better than
many, or just better. The pain reliever Advil says:
Advil works better. If it explicitly says better than all
others, it goes in category 1, so this number 3 is for
claims that don't claim explicitly to be better than all
others. It's often used when competing mainly
against just one other brand.

4. Good and Specially Good The next two categories
are both Good, but Specially Good involves strong
statements such as great. Weber says its barbecue
grill is “great” outdoors. Coty calls its perfume “ex-
traordinary.” Many products claim to be wonderful or
fantastic; Bayer aspirin works wonders. But these
claims do not say best or better explicitly.

5. Good Is Just Plain Good An insurance company says
“You're in good hands with Allstate.” Campbell's
Soup is “M'm!, M'm!, Good!” Those are weaker
claims, lower on the scale.

6. Subjective Claims These statements use words that
are not explicitly evaluative, but people are likely to
take them as valuations. A sports network refers to it-
self as “Sports Heaven.” A candy maker says,
“There's a smile in every Hershey bar.”

| hypothesize that evidence from consumers would
show that the strongest puffs, especially the first cate-
gory, are most likely to lead to consumer perceptions
that are false and can produce deception. Those at the
bottom, especially number 6, are least likely to produce
such problems. Examples such as the smile in the candy
bar, | think are more likely to be seen as fanciful or jok-
ing rather than serious.

Puffery in the United States can be factually false and
legal. The only puffery I'm talking about prohibiting legally
is the false kind. Puffery is an issue only when deception is
an issue, and deception is an issue only when there's a
claim. Not all ad content is a claim. A lot of it is intended
only to get attention so that consumers will stay with the
ad and see the part where there is a claim. Other ad con-
tent shows sheer enthusiasm, such as appeals to action like
“Take a look at this.” So remember, no claim, no problem.

Under the law, companies/plaintiffs are required to prove five elements to win a false-

advertising lawsuit about an ad making a comparative claim:

1. False statements have been made about either product.
2. The ads actually deceived or had the tendency to deceive a substantial segment of the

audience.

3. The deception was “material” or meaningful. In other words, the plaintiff must show that
the false ad claim is likely to influence purchasing decisions.

4. Falsely advertised goods are sold in interstate commerce.

5. The suing company has been or likely will be injured as a result of the false statements, either
by loss of sales or loss of goodwill.

In addition to the federal laws, consumers also may rely on state laws governing unfair com-
petition and false ad claims if the consumer is the victim of a false comparative claim.

Endorsements and Demonstrations A popular advertising strategy is the use of a spokesperson
who endorses a brand. That’s a perfectly legal strategy, unless the endorser doesn’t actually use
the product. An endorsement or testimonial is any advertising message that consumers believe
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reflects the opinions, beliefs, or experiences
of an individual, group, or institution. How-
ever, if consumers can reasonably ascertain
that a message does not reflect the an-
nouncer’s opinion, the message isn’t an en-
dorsement and may even be misleading.
Consider the billboard of President
Obama wearing a Weatherproof-brand jacket
during his visit to the Great Wall of China. The
company put the image on its website for a
time and promoted “the Obama jacket” until
the White House asked that they take down the
billboard. It claimed the ad was misleading be-
cause the company never received approval or
an endorsement from the president.!8
The increasing prominence of digital
media raises another ethical dilemma. Is it ac-
ceptable for company representatives to
pose as consumers or pay bloggers to post endorsements as customer reviews online? The Word ~ Weatherproof, an
of Mouth Marketing Association says no. Its ethics code!® explicitly prohibits consumers from apparel company
taking cash from manufacturers, suppliers, or their representatives for making recommendations, ~ stirred up controversy
reviews, or endorsements, unless full disclosure is provided. Do you think it was ethical that Ford ~ with its Time Square
loaned 100 bloggers its new Fiesta20 to drive and presumably chat about on the Internet? Under billbpard showing
what conditions? We'll probably see lots more examples of blogola, also referred to as flogging " resident Obama
(sponsored conversations), in the future.2! \g:?)r:]ego\:cv::t.:izgd to
Federal regulations require that endorsers must be qualified by experience or training to Do you thinthhis wa.s A
make judgments, and they must actually use the product. If endorsers are comparing competing . i din g use of a
brands, they must have tried those brands as well. Those who endorse a product improperly may  pyplic image?
be liable if the government determines there is deception.
Product demonstrations in television advertising also must not mislead consumers. This
mandate is especially difficult for advertisements of food products because such factors as hot
studio lights and the length of time needed to shoot the commercial can make the product look
unappetizing. Think about the problems of shooting ice cream under hot lights. Because milk
looks gray on television, advertisers often substitute a mixture of glue and water. The question is
whether the demonstration falsely upgrades the consumers’ perception of the advertised brand.
The FTC evaluates this kind of deception on a case-by-case basis.
One technique some advertisers use to sidestep restrictions on demonstrations is to insert
disclaimers or “supers,” verbal or written words in the ad that indicate exceptions to the adver-
tising claim made. You’ve probably seen car commercials that start with beauty shots of the prod-
uct. Suddenly, the message is less clear; for several seconds five different, often lengthy,
disclaimers flash on the screen in tiny, eye-straining type, including “See dealers for details and
guaranteed claim form” and “Deductibles and restrictions apply.”

Product-Related Issues Marketers need to consider carefully what they choose to produce and
advertise. Some key areas of concern include controversial products, unhealthy or dangerous
products such as alcohol and tobacco, and prescription drugs. The decision to produce the prod-
uct lies with the marketing department and the company’s business objectives, but advertising is
frequently in the spotlight because of its visibility.

Before an agency can create an ad for a client, it must consider the nature of the client com-
pany and its mission, marketing objectives, reputation, available resources, competition, and,
most importantly, product line. Can the agency and its staff honestly promote the products being
advertised? What would you do if you were a copywriter for an agency that has a political client
you don’t support? Several agencies have resigned from profitable tobacco advertising accounts
because of the medical evidence about the harm cigarettes cause. In cases where the agency works
on a controversial account, there are still ethical ways to approach the business.

Controversial Products Marketing communication reflects the marketing and business ethics of
its clients and, because of its visibility, sometimes gets the blame for selling controversial, unsafe,
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Principle

The ethics of selling a
controversial or unsafe
product lies with the
marketing department;
however, marketing
communication may be
criticized because it is the
visible face of marketing.

. oo

or dangerous products. For example, products that were once considered not suitable to advertise,
such as firearms, gambling, hemorrhoid preparations, feminine hygiene products, pantyhose and
bras, laxatives, condoms, and remedies for male erectile dysfunctions have become acceptable,
although advertising for them may still be offensive to some people.

Some products are controversial for political reasons or because of environmental issues. Oil
companies, for example, have been criticized for their practices and are constantly trying to prove
their role as good corporate citizens. The Shell ad, which comes from Iceland, is an example of a
company that is changing its practices to deliver on its social responsibility mission.

Unhealthy or Dangerous Products  One way to make ethical decisions is to choose the route that
minimizes potential harm. Because there has been so much negative publicity about the health ef-
fects of eating a steady diet of heavily processed food, food companies, particularly fast-food pro-
ducers such as McDonald’s and KFC, have reacted to charges of culpability in the nation’s obesity
problem. McDonald’s slimmed down Ronald McDonald, added healthier choices to its menu, and
moved away from using cholesterol-causing saturated fats when making French fries. Disney
launched efforts to serve healthier food in its theme parks as an effort to improve the diets of chil-
dren. Wendy’s reduced the amount of trans fats it uses for cooking.?2

One of the most heated advertising issues in recent years has been about tobacco advertising.
Although Congress passed a law that banned cigarette advertising on television and radio starting
in 1971, that did not resolve the issue. Proponents of the ban on cigarette advertising argue that
since cigarettes have been shown to cause cancer as well as other illnesses, encouraging tobacco
use promotes sickness, injury, or death for the smoker and those inhaling secondhand smoke. They
argue that further restricting advertising on those products would result in fewer sales and fewer
health problems for America as a whole.

Opponents of advertising bans counter with the argument that prohibiting truthful, nondecep-
tive advertising for a legal product is unconstitutional and a violation of their free speech rights. They
feel that censorship is more of a problem than advertising a legal product, even if it is unhealthy.

In recognition of the growing public concerns about cigarette marketing, tobacco compa-
nies have voluntarily curbed their advertising and pulled ads from magazines with high levels
of youth readership and from most outdoor billboards. Most major tobacco companies also run
anti-smoking ads aimed at teenagers. Philip Morris has virtually stopped advertising and shifted

SOCIAL RESPOMSSITY, LET'S GIVE 1T A CHANKE. Today she learnad that cans can be recycled, that frees
make poper
4 - ﬁ;‘_,a..m-.-, it — o pocscbin Jd-.
: - = e
i e ey i gt gl ey A v e rotoa i ool — AND THAT MAN CAN DRIVE ON WATER.

SHOWCASE
To solve a local crisis in Iceland with ite image, Shell used a campaign based on the slogan “Shell—with you all the
way.” The campaign demonstrated how Shell is involved and “travels” with customers from youth to adulthood,

from work to home, from the present to the future—shaping the society that people want to build.
This ad was contributed by Ingvi Logason, principal in HER&NU, Reykjavik, Iceland. A
graduate of Western Florida University, his work was nominated for inclusion in this book
by Professor Tom Groth.
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its budget to events and other promotions that reach its customers, rather than trying to use ad-
vertising to reach new customers.

In 1996 a governmental agency established a set of restrictions applicable to tobacco adver-
tisers. Among these were a ban on outdoor ads within 1,000 feet of a school or playground and a
rule that limited ads to black-and-white, text only, in magazines with 55 percent readership under
the age of 18. The restrictions also stipulated that $150 million be provided to fund anti-smoking
ads targeting children. Following the 1996 action, most states have received initial payments from
the $206 billion master settlement agreement to be supplied by tobacco companies over a 25-year
period. Approximately half the money goes to fund TV and print ads warning children about the
dangers of smoking; the other half pays for promotions such as loyalty cards, all-expenses-paid
teen summits, and various events. The anti-smoking #ruth® campaign aimed at teens was sup-
ported through these efforts.

Banning tobacco advertising is not unique to the United States. Many other countries have
even stronger restrictions against such advertising. A near-total advertising ban in the United
Kingdom took effect in early 2003, and similar restrictions were launched in the European Union
two years later. Canada and New Zealand have banned tobacco advertising, and Australia and
Malaysia have prohibited nearly all forms of it.

The ethics of advertising liquor is another concern. The biggest issue for the spirits industry
is charges of advertising to underage drinkers. In 2003 the FTC became so concerned that it asked
several major liquor producers to detail their marketing practices and target audiences and to ex-
plain how they had implemented the promises made in a 1999 report to Congress. About the same
time a lawsuit filed in the District of Columbia charged that alcohol marketers were actively en-
gaged in trying to establish brand loyalty among underage consumers.

Liquor executives contend that they follow voluntary advertising guidelines to avoid images
and time slots that appeal to kids. That stance has been hard to keep, however, because every ma-
jor brand is trying to win over young consumers.

The Distilled Spirits Council, a trade organization representing producers and marketers of
distilled spirits sold in the United States, offers a model for industry self-regulation. Its Code of
Responsible Practices for Beverage Alcohol Advertising and Marketing encourages members to
follow the guidelines set forth in the code when promoting their products.

For many years companies themselves and the four biggest networks—ABC, NBC, CBS,
and Fox—imposed a voluntary restriction on television advertising for liquor. However, in No-
vember 1996 the voluntary ban was dropped by the Distilled Spirits Council of the United States,
after Seagram’s ran a commercial on an ABC affiliate. Commercials for distilled spirits are in-
creasingly visible on television.23

The beer industry has been the target of strong criticism for several years. Although it is un-
likely that beer advertising will be banned, some companies sensitive to public opinion have ini-
tiated proactive programs that educate and discourage underage drinkers.

Prescription drugs are another problem area. In 1997, the government loosened its controls
on pharmaceutical advertising. As a result, the amount of prescription drug advertising has sky-
rocketed. While these print and TV ads have proven very successful in terms of increased sales,
various consumer groups, government agencies, and insurance companies have been quite criti-
cal of them. In one study, for example, the National Institute of Health Care Management found
that direct-to-consumer prescription advertising has led to an increase in requests for costlier
drugs, when the less expensive generic drug would be just as effective.2

Also, some doctors claim that they are being pressured to write inappropriate prescriptions
because their patients are influenced by the drug ad claims. Other doctors say they appreciate that
the advertising has caused consumers to become more active in managing their own health and
more informed about their drug options.

In recent health care reform efforts, some lawmakers targeted the $4.3 billion ad sector for elim-
ination because they believe these ads contribute to the high cost of health care.2> Whether this
will ever materialize is up in the air. In the meantime, this advertising is legal. For guidelines per-
taining to advertising prescription drugs, see the U.S. Food and Drug Administration’s website:
www.fda.gov/Drugs/ResourcesForYou/Consumers/PrescriptionDrugAdvertising/default. htm.

Emerging Issues One study surveyed industry leaders to see if they thought ethical issues
changed over time.2¢ Their answer: Traditional ethical issues, such as the importance of being hon-
est and respectful in communication, are essentially the same, but different ones are emerging as
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Fourth Principle
of IMC
Integration equals
integrity.

a result of the changing digital media landscape. Industry leaders explained the risk of not telling
the truth was low in traditional media because so many checks and balances exist in the forms of
laws, guidelines, and other policing mechanisms. The checks and balances related to the Internet
and blogosphere, however, aren’t as well established, and a consensus about what constitutes eth-
ical behavior hasn’t fully developed for the Web.

Also marketers’ loss of control over their messages, transparency, and privacy on the Inter-
net are key factors relating to ethical practices. The leaders noted the difficulty and complexity
related to developing regulation and controls for digital media practices like blogola and paid vi-
ral marketing. Photographers complain when their images are taken from sites like Flickr and
used in ads without their permission. It’s particularly a problem with user-generated ads.

Social Responsibility, Branding, and Integrity There is even an IMC dimension to social respon-
sibility. Cause marketing, which is marketing that supports a good cause such as Habitat for Hu-
manity, is a common practice for many companies. Companies can send employee teams to work
on food banks or homeless shelters, or the company can donate money or sponsor fund-raisers—
but those efforts are often short term.

On a higher level of social responsibility is the use of mission marketing, which refers to
marketing that aligns the basic business practices and position of a brand with some cause such
as the environment or sustainability. This practice adds value to a brand and leads to a positive
brand perception, as well as brand loyalty and stakeholder commitment. Ben & Jerry’s, Tom’s of
Maine, and the Body Shop are all supporters of good environmental practices in sourcing their
ingredients. Starbucks has become a supporter of ethically grown and traded coffee beans through
its “Shared Planet” program. In other words, it’s more than a short-term support of a cause—these
commitments are deeply embedded in the essence and operations of the brand and they lead to a
more passionate brand loyalty from all their stakeholders.

Mission marketing demonstrates our Fourth Principle of IMC: Integration equals integrity.
You may not know this, but the Latin for both integration and integrity come from the same root
words, integrare, “to make whole,” and integritas, “wholeness.” In IMC, when brand communi-
cation is managed as a whole (i.e., when all of the pieces and parts work together), then it achieves
integrity. A brand with integrity is driven by a singular vision and that can, and should, include
good citizenship.

Green marketing, for example, is more than just an advertising theme that resonates as con-
sumers become concerned about questions of global warming. It can also drive business decisions
and impact product design and packaging for everything from diapers to cars to plastic water bot-
tles. Companies concerned with this issue calculate the pollution created by their products—in
manufacturing, use, and disposal. Walmart, for example, announced in 2009 that it would provide
environmental impact information for all of its products.?’

WHAT ARE COMMUNICATORS’ ETHICAL RESPONSIBILITIES?

By now you are familiar with many of the ethical and social issues facing marketing commu-
nication. How does this involve you? This section will give you a better understanding about
what we mean by ethics and provide some decision-making tools as you encounter ethical
dilemmas. Let’s start by considering a Benetton campaign that challenged personal and pro-
fessional ethics.

Ethics are the “shoulds” and “oughts” of behavior. Ethics are the “right thing to do.” Defin-
ing what is right can be challenging. What one person says is right isn’t always what others define
to be appropriate. Ethics and morals are closely related, but they are not synonymous. Morals are
frameworks for right actions and are more the domain of religion and philosophy. Examples of
moral systems are the Ten Commandments from the Judeo-Christian religious tradition or the
Buddhists’ Eightfold Path. These moral systems provide a framework for behavior.

Although ethics reflect what is right and wrong, the difficulty lies in making choices from
equally compelling or competing options, as in the Benetton example—how should you behave
when the answer is unclear? We know that doing the right thing is ethical, but it’s sometimes hard
to know what the right thing is. Sometimes there’s no one right answer. Consider, for example,
this situation: You are a graphic designer. You want to use a picture you found on the Internet, and
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PRACTICAL TIPS

Brilliant or Offensive Advertising?

Fred Beard, Professor of Advertising, University of Oklahoma

A photo of a priest kissing a nun. An “United Colors of Benetton” crosses the line? Here's a
emaciated AIDS victim at the mo- start:
ment of death, attended by his
distraught family. An African
guerrilla holding an AK-47 and
a human leg bone. A dead sol-
dier’s bloody uniform.

So began ltalian clothing
maker Benetton’s selfless, noble,
and global advertising effort to en-

courage brotherhood and condemn in-

difference to human suffering. Or, depending

on whom else you ask, so began a cynical and self-

serving effort to take advantage of the world'’s pain and

suffering with a purpose no more noble than selling

T-shirts and sweaters, with shock and calculated offense
being the primary tactics.

When the “United Colors of Benetton” campaign

started in 1990, creative director Oliviero Toscani was

e |Is it inherently wrong to present words and images
that will undoubtedly offend most people if the goal
is to draw attention to humanitarian issues and
problems?

e Does it make a difference if the goal of widely offen-
sive advertising is solely to sell products?

¢ Do people have a right not to see ads that offend
them? Because some media, such as TV and out-
door advertising, are more intrusive than others,
does the medium make a difference?

* What do advertising codes of ethics say about audi-
ence offense? Are advertisers professionally and
morally obligated to follow them?

e To whom do advertisers owe the most responsibility—
their own organizations and stakeholders, society,
consumers, other advertising professionals?

given free rein. What followed was a steady stream of
symbolic, shocking, and often upsetting ads that were
only identifiable as Benetton’s by a small, green logo.
Toscani's 18-year tenure with Benetton ended in 2000,

Considering these questions, where do you come down
on the Benetton ads? Should the company have censored
them—or let them run? What would you have done if you
were the Benetton marketing manager?

following a firestorm of controversy over the “We, On
Death Row"” campaign, which was de-
signed to draw attention to the “plight”
of 26 convicted murderers in the United
States.

Why would an advertiser purposely
want to offend people? Benetton cer-
tainly isn't alone. The use of “shockver-
tising” has grown as advertisers have
learned that controversy encourages at-
tention and often creates a media buzz
far surpassing the reach and frequency
of the original media buys. Ethically
speaking, though, should advertisers
care if they offend people?

The fact is, few people either inside
or outside advertising would argue that
the presentation of a potentially offen-
sive message is always morally wrong.
What questions should we ask to be
able to decide for ourselves whether or
not an advertising campaign like the

UNITED COLORS
OF BENETTOM.

you don’t want to copy it unethically. How much do you have to change the digital picture before
it becomes your own?

Determining what constitutes ethical behavior happens on many levels. Individually, ad-
vertisers call on their own moral upbringing. The various marcom industries provide codes of
ethics and standards of self-regulation. The government helps regulate marcom practices through
legal means.
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Personal and Professional Ethics

Ethical decisions are usually complex and involve navigating a moral maze of conflicting forces:
strategy versus ethics, costs versus ethics, effectiveness versus ethics, etc. They demand the abil-
ity to do what ethicists call “moral reasoning.”28 In the end, if you are a responsible professional
making a decision about a strategy or an execution tactic to be used in an advertisement, you must
be aware of industry standards as well as ethical questions that underlie the core issues we have
discussed in this chapter.

More importantly, personal judgment and moral reasoning rest on an intuitive sense of right
and wrong, a moral compass that tells you when an idea is misleading, insensitive, too over the
top, or too manipulative. And then you need the courage to speak up and tell your colleagues. Do
you think that the Benetton advertising passes your personal standards for good advertising?

Professionals in advertising by and large see themselves as ethical people. However, polls
indicate that the public tends to see them differently. In a recent Honesty and Ethics Poll con-
ducted by the Gallup organization, advertising practitioners ranked near the bottom, with nurses,
doctors and pharmacists at the top.2? Advertising practitioners ranked ahead of HMO managers
and car salesmen. (Interestingly, members of Congress and Senators ranked lower than advertis-
ers.) That poll suggests the public is not persuaded that advertising professionals are guided by

A MATTER OF PRACTICE

Advertising Gets No Respect!

Steve Edwards, Associate Professor of Advertising, Southern Methodist University

Why is the profession of advertis-
ing ranked just above being a
used-car salesman on surveys
of ethical practices? Why
should you care? Advertising
has tremendous power to
shape our attitudes about our
world and ourselves, inform
people of important ideas, and
change behavior. Yet, advertising
students will graduate and get jobs
paying less than students in finance, accounting, mar-
keting, or engineering. Why?

Advertising surrounds us and is accessible every-
where and, as with anything that is plentiful, is under-
valued. If you have water flowing from the tap, let it
flow. But if you were in a desert with a single bottle of
water that same resource becomes precious.

People tend to underestimate the effects of adver-
tising on themselves, while overestimating its effects on
others. And, while consumers enjoy the information or
entertainment advertising provides, they underestimate
the knowledge and skills needed to advertise effectively
and thus devalue the profession.

Professions are strong to the degree that (1) they are
identified and differentiated by their specialized knowl-
edge, (2) they educate new members, and (3) they make
the value of their knowledge/work clear to the wider so-
ciety. Think about why doctors are well respected.

Strengthening the profession of advertising starts
with you. Become an advocate for the field. Start by
(1) developing an understanding of how advertising af-
fects society both positively and negatively, (2) be able
to define the specialized knowledge of advertising that

others have not studied, and (3) educate others about
the power of the industry.

Specifically, pay attention to the economic versus
social effects of advertising. Criticisms of advertising of-
ten focus on specific ads that encourage socially unde-
sirable behaviors (overconsumption in general or
underage drinking), target impressionable children, or
stereotype certain societal groups. Anti-consumerist or-
ganizations such as Adbusters.org promote “buy noth-
ing day” and offer social criticism of advertising using
spoof ads. However, people rarely think of the impor-
tance of communication messages focused on hygiene,
poverty, AIDS, obesity, recycling, alcoholism, literacy,
etc., but it is through advertising that we learn about
such things.

It is also through advertising that consumers learn
that BMW is The Ultimate Driving Machine, or that the
Toyota Prius “helps save gas and helps the environ-
ment.” The choices we make as consumers are based on
the fundamental values we deem important. And yes,
advertising, along with other large societal institutions
(e.g., religion or government), helps set or reinforce an
agenda for what we as a society value. But it is due in
part to advertising that consumers are educated about
products in the marketplace and, by making purchase
decisions, can force companies to improve products or
lower prices to compete.

Advertising is a powerful force and should be re-
spected, but advocates are needed.

Where are you in this debate about the value of ad-
vertising? Do you see yourself as an advocate or a critic?
If you were at a party, could you defend yourself as a
student of advertising—perhaps even an advertising
professional?
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AAAA'’s Creative Code

We, the members of the American Association of Advertising Agencies, in addition to
supporting 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:

® False or misleading statements or exaggerations, visual or verbal
e Testimonials that do not reflect the real opinion of the individual(s) involved
® Price claims that are misleading

e Claims insufficiently supported or that distort the true meaning or practicable appli-
cation 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 dis-
courage the use of, advertising that is in poor or questionable taste or that is deliber-
ately irritating 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.

ethical standards. Read the A Matter of Practice feature and begin to think about how you might
improve society with your life’s work.

Industry standards can provide help with a decision about what is or is not ethically correct.
Many professions write a code of ethics to help guide practitioners toward ethical behavior.
Advertising is no different. Professional ethics are often expressed in a code of standards that
identifies how professionals in the industry should respond when faced with ethical questions.
The American Association of Advertising Agencies (AAAA) begins its “Standards of Practice”
with the line: “We hold that a responsibility of advertising agencies is to be a constructive force
in business.” The core of the statement, the Creative Code, is reproduced in Figure 3.1.

In the wake of highly public business scandals such as the collapse of Enron in 2001, many
firms are responding with their own codes of ethics. If this subject interests you, you can look up
these codes in a collection compiled by the Center for the Study of Ethics in the Professions at
the Illinois Institute of Technology (http.//ethics.iit.edu/codes/).

International Standards and Codes

Standards of professional behavior are not found only in the United States or other Western coun-
tries. Singapore, for example, has an ad code specifically designed to prevent Western-influenced
advertising from impairing Asian family values. Malaysia’s requirement that all ads be produced
in the country not only keeps that country’s advertising aligned with its own standards and cultural
values, it also cuts back dramatically on the number of foreign ads seen by its public. Advertisers
who violate the ethical code of conduct in Brazil can be fined up to $500,000 or imprisoned for up
to five years. This punishment would certainly prompt an advertiser to be careful.

In the Netherlands, industry members have encouraged the formation of an “ethical office”
to oversee all agencies, advertisers, and media. That office is responsible for reviewing adver-
tisements to ensure that they comply with the Dutch Advertising Code and general ethical prin-
ciples. In Swedish advertising agencies, an executive known as the “responsible editor” is trained
and experienced in marketing law; that editor reviews all advertisements and promotional mate-
rials to ensure that they are legally and ethically acceptable.

Ethical Decision-Making Tools

Codes of ethics can be helpful to guide your actions. However, they are broad statements and do
not explain what you should do in every circumstance you encounter. Developing a strong per-
sonal and professional sense of right and wrong is a prerequisite to being able to exercise re-
sponsible judgment when you’re confronted with an ethical dilemma. We include some tools that
you might find helpful. The Practical Tips box lists some questions that might prompt clearer
thinking about murky ethical problems.

FIGURE 3.1
The AAAA’s Creative
Code

Source: Courtesy of the
American Association of
Advertising Agencies. Reprinted
with permission.
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PRACTICAL TIPS

An Ethics Checklist for Marketing Communicators

1. In terms of its social impact, does this advertise- e drive demand for unnecessary purchases?
ment . . . ® prey on people’s fears unnecessarily?
e violate public standards of good taste? e undercut people’s self-image and self-concept?
* reinforce negative stereotypes? ¢ make unsubstantiated claims?
e damage people’s self-image and create In terms of its tactics, does this advertisement . . .
insecurities? e use ideas, words, or images that are offensive
® promote materialism? or insensitive?
e create false wants and false hope? e use inappropriate stereotypes?
e contribute to cultural pollution? * manipulate people’s emotions unnecessarily?
e market dangerous products? e make false, deceptive, or misleading claims?
2. In terms of its strategic decisions, does this adver- e use unfair comparisons?
tisement . . . e create endorsements or demonstrations that
* target vulnerable groups? exaggerate or lie?
* harm children? e use unnecessary scare or shock tactics?
e appeal to base motivations such as envy and e use puffery?
greed?

One model that might guide you is the TARES Test of Ethical Advertising.3° The five-part
test defines action-guiding principles directed toward making ethical decisions in the realm of
professional persuasion. The communication passes the test if it is truthful, authentic, respectful,
equitable and socially (TARES) responsible. These specific questions can guide your thinking:

1. Are the ad claims in the message Truthful? Are visual and verbal claims truthful?

Are omissions deceptive?

2. Is the claim an Authentic one? Is there a sincere need for the product? Are the reasons
given for purchasing the product genuinely appealing?

3. Does the ad treat the receiver with Respect? Does it include inaccurate stereotypes or de-
grading language?

4. Ts there Equity between the sender and the receiver? Would the receiver of the ad need to
be unusually well informed or brilliant to understand the ad? Is some hidden prejudice
masked within the ad?

5. Is the ad Socially responsible?

There are other models. Alternatively, you could use the Potter Box (see Figure 3.2), which asks
communication decision makers to consider four aspects of the dilemma. They need to (1) identify

and understand the facts, (2) outline the values inherent in the decision, (3) apply rele-
. vant philosophical principles, and (4) articulate the competing loyalties. Using this
Facts Loyalties . . . ..
model assumes you have some understanding of philosophical principles. None of these
Values Principles tools will give you a single, right answer. They will, however, help you examine the
problem from a number of angles and think systematically about the problem.
FIGURE 3.2

The Potter Box

The Potter Box is a tool that
allows you to analyze an ethi-
cal situation and puzzle out
the relationships between and
among facts, values, princi-
ples, and loyalties.

Source: Ralph B. Potter, “The
Logic of Moral Argument,” in
Toward a Discipline of Social
Ethics, ed. Paul Deats (Boston:
Boston University Press, 1972).

WHY AND HOW IS ADVERTISING REGULATED?

While it would be ideal if individuals and companies always made socially responsible choices
and everyone could agree that those choices resulted in proper actions, sometimes that does not
occur and there is a need for regulatory or legal action. The company may decide it is acceptable
to advertise certain products, and the government may decide otherwise.

Various systems are in place to monitor the social responsibility of advertising and other brand
communication, including laws, government regulatory bodies, professional oversight groups, and
industry self-regulation. Figure 3.3 identifies the organizations with oversight responsibility for
advertising and groups them in terms of five specific categories: government, media, industry, pub-
lic or community groups, and the competition. Let’s examine each of those systems.



CHAPTER 3 ¢ BRAND COMMUNICATION AND SOCIETY 81

FIGURE 3.3
Government Advertising Review
and Regulation
1. Laws
® Trademark and copyright
® First Amendment Industry
Media Review (EEmIEEE D SpEes) Self-Regulation
2. Regulation
e Standards and Review e FTC ® Professional discipline
Departments . e Industry review
® Rights to refuse NARC
e FDA NAD
® Other regulators NARB
Public/Community . »
Review Advertising Competitive
o Better Business Bureau Practices Complaints
® Consumer groups
Audience
Protection

Marketing Communication’s Legal Environment

Making and enforcing laws are the domain of government. Congress makes laws, while courts in-
terpret those laws in specific situations to create case law. Regulatory agencies in the executive
branch of the federal government also play a role by enforcing laws related to advertising. The fol-
lowing list summarizes important advertising legislation, most of which shows the growing au-
thority of regulatory bodies, such as the Federal Trade Commission (FTC) to regulate advertising:

Key Advertising Legislation

* Pure Food and Drug Act (1906) Forbids the manufacture, sale, or transport of adulterated or
fraudulently labeled foods and drugs in interstate commerce. Supplanted by the Food, Drug
and Cosmetic Act of 1938; amended by Food Additives Amendment in 1958 and
Kefauver-Harris Amendment in 1962.

o Federal Trade Commission Act (1914) Establishes the commission, a body of specialists
with broad powers to investigate and to issue cease-and-desist orders to enforce Section 5,
which declares that “unfair methods of competition in commerce are unlawful.”

*  Wheeler-Lea Amendment (1938) Prohibits unfair and deceptive acts and practices regardless of
whether competition is injured; places advertising of foods and drugs under FTC jurisdiction.

* Lanham Act (1947) Provides protection for trademarks (slogans and brand names) from
competitors and also encompasses false advertising.

*  Magnuson-Moss Warranty/FTC Improvement Act (1975) Authorizes the FTC to determine
rules concerning consumer warranties and provides for consumer access to means of redress,
such as the “class action” suit. Also expands FTC regulatory powers over unfair or deceptive
acts or practices and allows it to require restitution for deceptively written warranties costing
the consumer more than $5.

* FTC Improvement Act (1980) Provides the House of Representatives and Senate jointly
with veto power over FTC regulation rules. Enacted to limit the FTC’s powers to regulate
“unfairness” issues in designing trade regulation rules on advertising.
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o The Telemarketing and Consumer Fraud Act and Abuse Protection Act (1994) Specifies
that telemarketers may not call anyone who requests not to be contacted. Resulted in the
Telemarketing Sales Rules.

In this section, we examine two pivotal areas of case law—trademarks and copyright pro-
tection and the First Amendment—as they pertain to advertising and other areas of marketing
communication.

Trademark and Copyright Protection A trademark is a brand, corporate or store name, or dis-
tinctive symbol that identifies the seller’s brand and thus differentiates it from the brands of other
sellers. A trademark can be registered through the Patent and Trademark Office (PTO) of the De-
partment of Commerce, which gives the organization exclusive use of the mark, as long as the
trademark is maintained as an identification of a specific product. Registered trademarks enjoy
more legal protection than those that are not registered. Under the Lanham Trademark Act of
1947, the PTO protects unique trademarks from infringement by competitors.

Even an audio trademark is protected, as a case in the European Union (EU) illustrates. A
distinctive audio sound based on the noise of a cock crowing and the way it was represented in
Dutch had been registered with the EU’s trademark office. When this sound trademark was used
by a different company, the first company sued for trademark infringement.

A recent trademark issue is protection for uniform resource locators (URLS), which are In-
ternet domain names. URLs need to be registered to be protected just like any other trademark.
They are issued on a first-come, first-served basis for any domain name not identical to an exist-
ing brand name.

A copyright gives an organization the exclusive right to use or reproduce original work, such
as an advertisement or package design, for a specified period of time. The Library of Congress
controls copyright protection. Copyrighting of coined words, phrases, illustrations, characters,
and photographs can offer some protection from other advertisers who borrow too heavily from
competitors. Commonly used designs or symbols, however, cannot be copyrighted. Nor can ideas
be copyrighted. For a copyright to be obtained, a work must be fixed in a tangible medium. Copy-
right infringement can occur when a product is used in an ad without proper permission. A sweet
example: The maker of Peeps, those marshmallow chicks and bunnies, sued American Greetings
for using pictures of Peeps without authorization.3!

Marketing Communication and the First Amendment The most basic federal law that governs ad-
vertising and other forms of marketing communication is the First Amendment to the U.S. Consti-
tution. The First Amendment states that Congress shall make no law “abridging the freedom of
speech, or of the press.” How have courts applied the First Amendment to advertising? First Amend-
ment protection extends to commercial speech, which is speech that promotes commercial activity.
However, that protection is not absolute; it is often restricted. The Supreme Court generally applies
a different standard to commercial speech than it does to other forms of speech, such as that enjoyed
by the press and filmmakers, because the conditions are different for different forms of speech.

Protection of advertising as commercial speech has varied over the years. In 1980, in con-
junction with its ruling on Central Hudson Gas and Electric v. Public Service Commission of New
York, the Supreme Court established a test that determines to what extent the government can re-
strict advertising. This decision also stipulated the degree to which advertising is considered com-
mercial speech, although a recent 2010 Supreme Court decision enhanced the free speech rights
of corporations, particularly for political speech.

A number of cases have attempted to change the common view of advertising as commer-
cial speech. Most notably, the Supreme Court struck down a Massachusetts law that restricted
tobacco advertising. Free speech advocates applauded the decision while critics of tobacco com-
panies lamented. Although no one expects advertising to have the same constitutional protection
of free speech that is given to individuals, courts throughout the country are narrowing the gap.

The Supreme Court permits some restrictions on commercial speech. For example, the court
has held that false or misleading commercial speech can be banned. Even truthful commercial
speech can be restricted if the government can prove the public good demands such restrictions.32
The courts have also ruled that such acts as the federal ban on junk faxes is valid and that busi-
nesses’ right to commercial speech does not include printing their advertisements on other peo-
ple’s fax machines.
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Essentially, the Supreme Court has ruled that only truthful commercial speech is protected,
not misleading or deceptive statements. Because the nation’s courts continue to reinterpret how
the First Amendment applies in different cases, advertisers need to keep close track of legal de-
velopments. The following list summarizes First Amendment decisions by the U.S. Supreme
Court that affect advertising:

First Amendment Rulings on Commercial Speech

* Valentine v. Chrestensen (1942) The Constitution protects free expression but not purely
commercial advertising. The Court seemed to be saying that advertising isn’t “speech” under
the First Amendment, and it’s questionable whether the Court actually intended the “purely
commercial” wording to have any real meaning.

* Virginia State Board of Pharmacy v. Virginia Citizens Consumer Council (1976) States
cannot prohibit pharmacists from advertising prices of prescription drugs because the free
flow of information is indispensable.

e Central Hudson Gas & Electric Corporation v. Public Service Commission of New York
(1980) Public Service Commission’s prohibition of promotional advertising by utilities is
found to be unconstitutional, placing limitations on government regulation of unlawful, non-
deceptive advertising.

* Posadas de Puerto Rico Associates v. Tourism Company of Puerto Rico (1986) Puerto Ri-
can law banned advertising of gambling casinos to residents of Puerto Rico. A significant
point in this case was Associate Justice of the Supreme Court Rehnquist’s comment that the
greater power of a legislature to ban gambling altogether most certainly included the lesser
power to ban only the advertising of gambling.

* Cincinnativ. Discovery Network (1993) The Court ruled that the Cincinnati City Council
violated the First Amendment’s protection of commercial speech when it banned news racks
of advertising brochures from city streets for aesthetic and safety reasons, while permitting
newspaper vending machines.

* Edenfield v. Fane (1993) The Court ruled that Florida’s prohibition of telephone solicitation
by accountants was unconstitutional.

* U.S. v. Edge Broadcasting (1993) Broadcasting gambling is a vice, so the legislature has the
greater power to ban it along with the lesser power to ban advertising of it.

* 44 Liquormart, Inc. v. Rhode Island (1996) The Court ruled that two Rhode Island statutes
that banned advertising for alcohol prices were unconstitutional.

*  Glickman v. Wileman Bros. & Elliott, Inc. (1997) The Court ruled that a mandatory generic
advertising program, issued in accord with marketing orders of the Agricultural Marketing
Act, did not infringe on the free speech rights of fruit growers.

* New York Times Co. v. Sullivan (1964) The Court ruled that the First Amendment protects
criticism of the government that appeared in advertising even though it included some minor
factual errors.

* Rubin v. Coors Brewing (1995) The Court reaffirmed the regulation of commercial speech
when it ruled that Coors could publish the alcohol content on its label despite the Federal Al-
cohol Administration Act prohibition of doing so.

e Greater New Orleans Broadcasters Assn. v. U.S. (1999) The Court ruled that federal law
prohibits some, but not all broadcast advertising of lotteries and casino gambling.

* Citizens United v. Federal Election Commission (2010) The Court ruled that government
may not ban political spending by corporations in candidate elections.

International Laws and Regulations — As advertisers, agencies, and media become more global, it
will be imperative for the players to understand local laws in the countries in which they operate. Mar-
keting practices, such as pricing and price advertising, vary in their legal and regulatory restrictions.

Some product categories, such as over-the-counter (OTC) drugs, are particularly difficult to
work with because regulations about their marketing and advertising are different in every coun-
try. Advertising for certain types of products is banned. Thailand prohibits tobacco ads, as does
Hungary. In Hong Kong, outdoor display advertising of tobacco products is banned. Malaysia has
banned most forms of tobacco advertising, including print, TV, radio, and billboards. However,
these restrictions are fairly ineffective as a result of indirect advertising that features a product
other than the primary (controversial) product. Examples of these techniques in Malaysia are quite
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plentiful. Billboards with the Salem, Benson & Hedges, and Winston names dot the landscape,
but they’re not advertising cigarettes. They’re advertising the companies’ travel, clothing, and
restaurant businesses.

There also are differences in the legal use of various marketing communication tools. A con-
test or promotion might be successful in one country and illegal in another. Different laws and self-
regulatory codes about direct marketing exist in different European Union countries. For example,
France requires an opt-in clause to a mailing or questionnaire asking permission to add the cus-
tomer’s name to a mailing list.33 Germany prohibits companies from making unsolicited telephone
calls and faxes to consumers. Because of the difficulty in complying with widely varying laws, in-
ternational advertisers often work with either local agencies or with international agencies that
have local affiliates and experts who know the local laws and can identify potential legal problems.

Marketing Regulatory Environment

In addition to specific legislation that affects the practice of marketing communication, there are
also government bodies that oversee the application of these laws and establish standards and reg-
ulations that marketers must meet. The Federal Trade Commission (FTC) is the primary body that
oversees marketing communication, but a number of other agencies are also involved in regulat-
ing the messages sent to consumers, as summarized in the following list:

Specialized Government Agencies That Affect Advertising

Agency Effect on Advertising

Federal Trade Commission (www.ftc.gov) Regulates credit, labeling, packaging,
warranties, and advertising.

Food and Drug Administration Regulates packaging, labeling, and

(www.fda.gov) manufacturing of food and drug products.

Federal Communications Commission Regulates radio and television stations and

(www.fee.gov) networks.

U.S. Postal Service (www.usps.gov) Controls advertising by monitoring materials
sent through the mail.

Bureau of Alcohol, Tobacco, and Firearms Division of the U.S. Treasury Department

(www.atf.treas.gov) that regulates advertising for alcoholic
beverages.

U.S. Patent and Trademark Office Oversees trademark registration to protect

(www.uspto.gov) against patent infringement.

Library of Congress (www.loc.gov) Provides controls for copyright protection.

In addition to the FTC, the Food and Drug Administration (FDA) and the Federal Commu-
nications Commission (FCC) are dynamic components of the regulatory environment. Let’s
look in more depth at their missions and the type of practices they regulate.

Federal Trade Commission (FTC) Established by Congress in 1914 to oversee business, the
FTC is the primary agency governing the advertising industry. Its main focus with respect to ad-
vertising is to identify and eliminate ads that deceive or mislead the consumer. Some FTC re-
sponsibilities include the following:

* Unfairness Initiate investigations against companies that engage in unfair competition or de-
ceptive practices.

* Deception Regulate acts and practices that deceive businesses or consumers and issue cease-
and-desist orders where such practices exist. Cease-and-desist orders require that the prac-
tice be stopped within 30 days; an order given to one firm is applicable to all firms in the
industry.

* Violations When the FTC finds a violation of the law, such as a deceptive or unfair prac-
tice, it mandates (1) a cease-and-desist order, (2) an affirmative disclosure, or (3) corrective
advertising.

Specifically, the FTC oversees false advertising and in recent years that oversight has focused
on health and weight-loss business practices, 900 telephone numbers, telemarketing, and adver-
tising that targets children and the elderly. The FTC hosts the National Do Not Call Registry to help
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citizens keep from receiving unwanted telemarketing calls. The FTC monitors the ratings system
and the advertising practices of the film, music, and electronic games industries. Periodically, it is-
sues progress reports to Congress on youth-oriented entertainment advertising to make sure that
ads for products with potentially objectionable content—primarily violent or sexual content—are
not seen on media targeted to youth. The FTC’s reports to Congress cover advertising on televi-
sion and websites as well as print media.

The existence of a regulatory agency such as the FTC influences advertisers’ behavior. Al-
though most cases never reach the FTC, advertisers prefer not to risk long legal battles with the
agency. Advertisers are also aware that competitors may complain to the FTC about a question-
able advertisement. Such a move can cost the offending organization millions of dollars.

The FTC revised its guidelines governing testimonial advertisements, bloggers, and
celebrity endorsements in October 2009 for the first time since 1980. These guidelines toughen
rules for endorsements and testimonials by requiring that the results touted by endorsers are likely
to be typical. The revisions also now cover bloggers who must disclose any free products or other
compensation they get in exchange for their endorsements.3

Food and Drug Administration (FDA) The FDA is the regulatory division of the U.S. Depart-
ment of Health and Human Services that oversees package labeling, ingredient listings, and ad-
vertising for food and drugs. It also determines the safety and purity of foods and cosmetics. In
particular, the FDA is a watchdog for drug advertising, specifically in the controversial area of
direct-to-consumer ads for prescription drugs. Its job is first to determine whether drugs are safe
and then to see that these drugs are marketed in a responsible way. Marketing includes promo-
tional materials aimed at doctors as well as consumers.

For pharmaceutical companies, advertising is a commercial free speech issue, and the in-
dustry has brought pressure on the FDA to make direct-to-consumer advertising rules for pre-
scription drugs more understandable, simpler, and clearer.

Federal Communications Commission (FCC) The FCC, formed in 1934 to protect the public
interest in broadcast communication, can issue and revoke licenses to radio and television sta-
tions. The FCC also has the power to ban messages, including ads, that are deceptive or in poor
taste. The agency monitors only advertisements that have been the subject of complaints and
works closely with the FTC to eliminate false and deceptive advertising. The FCC takes actions
against the media, whereas the FTC is concerned with advertisers and agencies.

Other Regulatory Bodies In addition to the FTC, the FDA, and the FCC, several other federal
agencies regulate advertising. Most other federal agencies that regulate advertising are limited to
a certain type of advertising, product, or medium. We have already discussed the Patent Office
and the Library of Congress and their roles in protecting copyrights and trademarks. Let’s now
look at other key regulatory agencies:

* Bureau of Alcohol, Tobacco, and Firearms The Bureau of Alcohol, Tobacco, and
Firearms (BATF) within the Treasury Department regulates deception in advertising and
establishes labeling requirements for the liquor industry. This agency’s power comes from
its authority to issue and revoke annual operating permits for distillers, wine merchants,
and brewers. Because there is a danger that public pressure could result in banning all ad-
vertisements for alcoholic beverages, the liquor industry strives to maintain tight controls
on its advertising.

e The U.S. Postal Service (USPS) The USPS regulates direct-mail and magazine advertising
and has control over the areas of obscenity, lotteries, and fraud. To give you an idea of the
magnitude of the U.S. Postal Service’s responsibility, the Direct Marketing Association esti-
mated spending on direct mail at $54 billion in 2008, even in a period of declining spending
on the medium.? Consumers who receive advertisements in the mail that they consider sex-
ually offensive can request that no more mail be delivered from that sender. The postmaster
general also has the power to withhold mail that promotes lotteries. Fraud can include a
number of questionable activities, such as implausible, get-rich-quick schemes.

o The States’ Attorneys General The National Association of Attorneys General seeks to regu-
late advertising at the state level. Members of this organization have successfully brought
suits in their respective states against such advertising giants as Coca-Cola, Kraft, and
Campbell Soup. More recently, numerous attorneys general have led the way against the to-
bacco industry and have supported the advertising restrictions discussed earlier.
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The Impact of Regulation

In our discussion of issues we mentioned several that have spurred governmental regulation, such
as children’s advertising, deception, and claim substantiation. In this section we discuss these reg-
ulations in terms of the government agencies taking responsibility for them.

The FTC and Children’s Advertising Developing responsible advertising aimed at audiences of
children is a critical issue. The FTC and other governmental agencies have gotten involved with
the regulation of marketing to children.

After a 1978 study found that the average child viewed more than 20,000 TV commercials
per year, a heated debate ensued. One side favored regulation because of children’s inability to
evaluate advertising messages and make purchasing decisions. The other side opposed regulation,
arguing that many self-regulatory mechanisms already existed and the proper place for restrict-
ing advertising to children was in the home.

In response, the FTC initiated proceedings to study possible regulations of children’s tele-
vision. Despite the FTC’s recommendations, the proceedings did not result in new federal regu-
lations until 1990. In the interim, self-regulation in the advertising industry tried to fill this void.

The National Advertising Division (NAD) of the Council of Better Business Bureaus, Inc.,
set up a group charged with helping advertisers deal with children’s advertising in a manner sen-
sitive to children’s special needs. The Children’s Advertising Review Unit (CARU), established
in 1974, evaluates advertising directed at children under the age of 12.

In 1990 Congress passed the Children’s Television Advertising Practice Act, which placed
10.5-minute-per-hour ceilings for commercials in children’s weekend television programming
and 12-minute-per-hour limits for weekday programs. The act also set rules requiring that com-
mercial breaks be clearly distinguished from programming, barring the use of program characters
to promote products.

Advocates for children’s television continue to argue that many stations made little effort to
comply with the 1990 act and petitioned the Federal Communications Commission to increase
the required number of educational programs to be shown daily. In 1996, broadcasters, children’s
advocates, and the federal government reached an agreement requiring all TV stations to air three
hours of children’s educational shows a week.

Regulating Deception  Ultimately, advertisers want their customers to trust their products and ad-
vertising, so many take precautions to ensure that their messages are not deceptive, misleading, or
unreasonable. Deceptive advertising is intended to mislead consumers by making claims that are
false or by failure to make full disclosure of important facts, or both. The current FTC policy on
deception contains three basic elements:

1. Misleading Where there is representation, omission, or practice, there must be a probabil-
ity that it will mislead the consumer.

2. Reasonableness The perspective of the “reasonable consumer” is used to judge deception.
The FTC tests reasonableness by looking at whether the consumer’s interpretation or reac-
tion to an advertisement is reasonable.

3. Injurious The deception must hold the probability of material injury. Here, “material” is
defined as “affecting consumers’ choice or behavior regarding the product or service.” In
other words, the deception is likely to influence consumers’ decision making about prod-
ucts and services.

This policy makes deception difficult to prove because the criteria are rather vague and hard to
measure. It also creates uncertainty for advertisers who must wait for congressional hearings and
court cases to discover what the FTC will permit.

Regulating Substantiation ~ An area of particular concern to the FTC in determining whether or
not an advertisement is misleading is claim substantiation. The advertiser should have a reason-
able basis for making a claim about product performance or run the risk of an FTC investigation.
Food claims, such as those focused on calories or carbohydrates, must be supported by research
about nutrition. Even claims in auto advertising, as the Chevy Equinox ad demonstrates, need
proof. Consequently, an advertiser should always have data on file to substantiate any claims it
makes in its advertisements. Also, ideally, this research should be conducted by an independent
research firm.
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The FTC determines the reasonableness of claims on a
case-by-case basis. In general, the FTC considers these factors:

* Type and Specificity of Claim For example, Computer

Tutor claims you can learn the basics of using a com- TH E M OST
puter by simply going through its three-CD set. F U E L E F FI c I E N T

* Type of Product FedEx promises a certain delivery time,

regardless of weather, mechanical breakdown, and so c RO S S OV E R 0 N
forth. This product has a great many uncontrollable vari- TH E H IG HW AY.'

ables compared to Heinz ketchup, which the company
promises will be “thick.”

* Possible Consequences A website that claims it is se-
cure can cause serious damage to its customers if, in
fact, it is not.

* Degree of Reliance Business-to-business customers de-
pend on the many claims made by their vendors. Therefore,
if XPEDX (yes, that’s how it’s spelled), a manufacturer of
boxes and other packages, claims in its ad that it can se-
curely deliver any size product, it had better deliver.

* Type and Accessibility of Evidence The type of evidence
could range from testimonials from satisfied customers to )

32 MPG’ HWY AND UP TO 600 HWY MILES BETWEEN FILL-UPS.
complex product testing in multiple laboratories. It could be BETTER HIWY FUEL EFFICIENCY THAN HONDA CR-V,TOVGTA RAVA, AND EVEN FORD ESCAPE YBRID?
made available through an 800-number request or online. AT R e S

*  What Substantiation is Reasonable What do experts in
this area believe is reasonable proof of a claim?

ALL NEW CHEVY EQUINOX

AS SHOWN, §28,790:

Remedies for Deception and Unfair Advertising Common
sources of complaints concerning deceptive or unfair adver-
tising practices are competitors, the public, and the FTC’s own monitors. After the FTC determines  This ad claims the
that an ad is deceptive, the first step in the regulation process is to issue a consent decree. The FTC Chevy Equin.o>.< is the
simply notifies the advertiser of its finding and asks the advertiser to sign a consent decree agree- ~Most fuel efficient car
ing to stop the deceptive practice. Most advertisers do sign the decree to avoid the bad publicity. in its category. Note
. . . . . the four footnotes that

Duracell was forced to modify one of its ads after Energizer complained that the ad inferred explain how the claim
that Duracell CopperTop batteries would last three times longer than other heavy-duty and super- supported.
heavy-duty batteries. The ad didn’t mention Energizer by name, but Energizer charged the ad was
“false and misleading” because consumers would think the comparison was with other alkaline
batteries, such as Energizer. In fact, the CopperTop does not last longer than other alkaline bat-
teries. The ad was modified with a disclaimer.3¢

It is important for students of advertising to understand the legal ramifications of deceptive
and unfair advertising. Under some circumstances the FTC holds advertisers and their agencies
accountable. Essentially, an agency is liable for deceptive advertising along with the advertiser
when the agency is an active participant in the preparation of the ad and knows or has reason to
know that it is false or deceptive.

If a complaint seems justified, the commission can follow several courses of action:

* Cease-and-Desist Orders When an advertiser refuses to sign a consent decree and the FTC
determines that the deception is substantial, it issues a cease-and-desist order. The process
leading to the issuance of a cease-and-desist order is similar to a court trial. An administra-
tive law judge presides. FTC staff attorneys represent the commission, and the accused par-
ties are entitled to representation by their lawyers. If the administrative judge decides in
favor of the FTC, the judge issues an order requiring the respondents to cease their unlawful
practices. The advertiser can appeal the order to the full five-member commission.

* Corrective Advertising The FTC may require corrective advertising when consumer re-
search determines that an advertising campaign has perpetuated lasting false beliefs. Under
this remedy, the FTC orders the offending person or organization to produce messages for
consumers that correct the false impressions the ad made. The purpose of corrective adver-
tising is not to punish an advertiser but to prevent it from continuing to deceive consumers.
The FTC may require a firm to run corrective advertising even if the campaign in question
has been discontinued.
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A landmark corrective advertising case is Warner-Lambert v. FTC. According to the
FTC, Warner-Lambert’s campaign for Listerine mouthwash, which ran for 50 years, had
been deceiving customers, leading them to think that Listerine could prevent or reduce the
severity of sore throats and colds. The company was ordered to run a corrective advertising
campaign, mostly on television, for 16 months at a cost of $10 million.

Interestingly, after the Warner-Lambert corrective campaign ran its course, 42 percent
of Listerine users continued to believe that the mouthwash was being advertised as a remedy
for sore throats and colds, and 57 percent of users rated cold and sore throat effectiveness as
a key reason for purchasing the brand.3” These results raised doubts about the effectiveness
of corrective advertising to change impressions and have affected recent court decisions.

e Consumer Redress The Magnuson-Moss Warranty-FTC Improvement Act of 1975 empow-
ers the FTC to obtain consumer redress when a person or a firm engages in deceptive prac-
tices. A judge can order any of the following: cancellation or reformation of contracts,
refund of money or return of property, payment of damages, and public notification.

Media Review of Advertising

The media attempts to regulate advertising by screening and rejecting ads that violate their stan-
dards of truth and good taste. Most networks have a Standards and Practices Department that
screens every ad and gives approval before the ad can run. Each individual medium has the dis-
cretion to accept or reject a particular ad. For example, Reader’s Digest does not accept tobacco
and liquor ads, and many magazines and television stations do not show condom ads. The major
television networks craft their own standards and guidelines.

The First Amendment gives any publisher the right to refuse to publish anything the com-
pany does not want to publish, and this sometimes creates battles between media companies and
advertisers. For example, some billboard companies in Utah refused to run billboards for a
Wasatch Beer company brand named Polygamy Porter. The brand’s slogan “Why have just one!”
and headlines such as “Take Some Home for the Wives” were deemed offensive to the state’s
Mormon population. A similar brouhaha arose when the state’s Brighton Ski Resort promoted its
four-person lifts with a billboard during the Salt Lake City Olympics that read “Wife. Wife. Wife.
Husband.” The billboard company that banned the beer ads received letters both for and against
its stand, which indicates the difficulty of such decisions.

Self-Regulation

Rather than wait for laws and regulatory actions, responsible advertisers take the initiative and
establish individual ethical standards that anticipate and even go beyond possible complaints.
Such a proactive stance helps the creative process and avoids the kinds of disasters that result
from violating the law or offending members of society.

Advertisers practice three types of self-regulation: self-discipline, industry self-regulation,
and self-regulation by public and community groups.

Self-Discipline  An organization such as an advertising agency exercises self-discipline when it
develops, uses, and enforces norms within its own practices. Self-discipline starts with the indi-
viduals in the agency or organization. It is each person’s responsibility to recognize ethical issues
and be intentional about their behavior. We hope that this chapter will help you think about mak-
ing choices that you deem the right thing to do in your career.

Virtually all major advertisers and advertising agencies have in-house ad review procedures,
including reviews by agency and client attorneys. These employees help ensure that work is legal.
Typically the attorneys are concerned with how claims are phrased and substantiated. Are the claims
verifiable? Is there research and data to prove the truth of the claims? Is there anything in the word-
ing that could be misinterpreted or misleading? Is there anything deceptive in the visual images?

Several U.S. companies (Colgate-Palmolive, General Foods, AT&T) have their own codes
of behavior and criteria that determine whether advertisements are acceptable. Companies with-
out such codes tend to have informal criteria that they apply on an ad-by-ad basis. At a minimum,
advertisers and agencies should have every element of a proposed ad evaluated by an in-house
committee, lawyers, or both.

Industry Self-Regulation When the development, use, and enforcement of norms comes from the
industry, the term used is industry self-regulation. In the case of both advertisers and advertising agen-
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cies, the most effective attempts at pure self-regulation have come through industry groups, such as
the Advertising Review Council (ARC) and the Better Business Bureau. In 1971 several professional
advertising associations in conjunction with the Council of Better Business Bureaus established the
National Advertising Review Council, which negotiates voluntary withdrawal of national advertis-
ing that professionals consider deceptive. The National Advertising Division (NAD) of the Council
of Better Business Bureaus and the National Advertising Review Board (NARB) are the two operat-
ing arms of the National Advertising Review Council. None of these are government agencies.

NAD is made up of people from the field of advertising. It evaluates complaints submitted
by consumers, consumer groups, industrial organizations, and advertising firms. NAD also does
its own industry monitoring. After NAD receives a complaint, it may ask the advertiser in ques-
tion to substantiate claims made in the advertisement. If that substantiation is deemed inadequate,
NAD representatives ask the advertiser to change or withdraw the offending ad. When a satis-
factory resolution cannot be found, NAD refers the case to NARB.

NARB is a 50-member regulatory group that represents national advertisers, advertising agen-
cies, and other professional fields. When the advertiser appeals a case to NARB, it faces a review
panel of five people: three advertisers, one agency person, and one public representative. This NARB
panel reviews the complaint and the NAD staff findings and holds hearings to let the advertiser pre-
sent its case. If the case remains unresolved after the process, NARB can (1) publicly identify the ad-
vertiser and the facts about the case and (2) refer the complaint to the appropriate government agency,
usually the FTC. Although neither NAD nor NARB has any real power other than threatening to in-
vite government intervention, these groups have been effective in controlling cases of deception and
misleading advertising. Figure 3.4 summarizes the NARB appeal process.

Self-Regulation by Public and Community Groups The advertising industry voluntarily in-
volves nonindustry representatives, such as the Better Business Bureau or the media, in the de-
velopment, application, and enforcement of norms. Local and consumer activist groups represent
two ways in which self-regulation occurs in this manner:

e Local Group At the local level, self-regulation has been supported by the Better Business
Bureau (BBB). The BBB (www.bbb.org) functions much like the national regulatory agen-
cies and also provides local businesses with advice concerning the legal aspects of adver-
tising. Approximately 250 local and national bureaus made up of advertisers, agencies,
and media, have screened hundreds of thousands of advertisements for possible violations
of truth and accuracy. Although the BBB has no legal power, it receives and investigates
complaints and maintains files on violators. It also assists local law enforcement officials
in prosecuting violators. The ease with which the BBB can be accessed on the Internet has
prompted businesses to be more careful about complying with its standards.

FIGURE 3.4

The NARB Appeal Process
Consumers or groups submit-
ting a complaint to NAD and
NARB go through this
process. The ultimate power
of NAD and NARB is the
threat of passing the claim to
the FTC. Usually, cases are
settled before that point.


www.bbb.org
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*  Consumer Activist Group Consumer groups of all kinds monitor advertising practices. The
Action for Children’s Advertising group follows the practices of advertisers who market to
children and will file complaints with industry boards or regulatory agencies about adver-
tisements they consider questionable. The consumer group Public Citizen inspired the FDA
to require warnings on print ads for certain types of nicotine products. Groups that are fo-
cused on media literacy also review the performance of advertisers. For example, the Cul-
tural Environment Movement is a nonprofit coalition of independent organizations and
individuals that focuses on fairness, diversity, and justice in media communication.38

Looking Ahead

This chapter asked you to consider the social responsibility dimensions of advertising and mar-
keting communication in terms of ethics and regulation. The next section, Part II, will introduce
you to the basics of brand communication planning with chapters on how marketing communi-
cation works, the consumer audience, strategic research, and strategy and planning.

y @ <

B
oy It's a Winner, Just
P Bee-Cause

Haagen-Dazs loves Honey Bees™

s noted at the beginning of this chapter, the crisis of the honeybees is bigger than ice cream—it affects

a significant part of the food chain. The work Hdagen-Dazs has done to illuminate the problem and work
toward a solution demonstrates that profits are only one measure of a brand’s success. Acting socially re-
sponsible is part of the formula for good business.

Christine Chen, deputy director of communication strategy at Goodby, Silverstein & Partners, said the
campaign was successful in part because the honeybee issue was a natural fit with Haagen-Dazs. She said,

That [connection] made it more than just some cause we say we care about. It was something that
probably came as a surprise to consumers because it was a way they never really thought about the
brand before. The idea was to get people to think about the problem first and foremost and then to
understand Haagen-Dazs’s connection to it and become motivated to do something about it.

Although the bee crisis continues, more resources are focused on solving the mystery. Hdagen-Dazs along
with other bee-involved brands such as Burt's Bees were invited to testify before the House Agricultural Sub-
committee, and they successfully convinced congressional members to allocate funding for the CCD issue.

The investment in the problem paid good dividends for the brand as well. The honeybee buzz had a pos-
itive impact on sales. Unaided brand awareness of Haagen-Dazs rose from 29 to 36 percent. It generated lots
of publicity. It made 125 million impressions, which is the number of people who may have seen something
in the media about the crisis. This number of impressions had been set as the yearlong goal and was achieved
in quick order—during the campaign'’s first week. The viral “Bee Dance” video on YouTube received more
than a million hits in the first month, proving once again, the power of the Internet.

"Haagen-Dazs Loves Honey Bees” won a swarm of awards for this campaign, including a Gold Effie; 2009
Festival of Media, Media Responsibility Award; Cannes Lions 2009 PR Lion; 2009 PRWeek Award for Cause-
Related Campaign of the Year; and the 2009 Silver SABRE (Superior Achievement in Branding and Reputa-
tion) Award.

Ad lesson learned: Acting socially responsibility is good business.
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Key Points Summary

1. What is the social impact of brand communication? To
some extent advertising does create demand for products;

ing standards. Several governmental bodies help regulate
advertising:
however, the power of advertising to do this is hard to mea- « The FTC is the agency primarily concerned with

sure. The shape-versus-mirror debate is a central issue in identifying and eliminating deceptive advertising.

considering advertising’s role in society. Critics of advertising « The FDA oversees advertising related to food and drugs.

tend to believe that it has the power to shape social trends . . .
. P . p . e The FCC monitors advertising broadcast by radio and
and the way people think and act; advertising professionals .. .
; L. television stations.
tend to believe that it mirrors values rather than sets them. In

fact, advertising and society’s values are probably interactive * Other regulatory bodies with some advertising oversight
include the Bureau of Alcohol, Tobacco, and Firearms,
the U.S. Postal Service, the Patent and Trademark Office,
the Library of Congress, and the states’ attorneys general

offices.

so the answer may simply be that advertising both mirrors
and shapes values. Whether or not advertising causes society
to become overcommercialized relates to the criticism that
buying products appears to be the solution to every problem.
Counterarguments emerge from the position that consumers In addition to governmental oversight, advertising is also

can make intelligent choices about what they need self-regulated. Individuals working in the field need to act re-

ibly to make ethical and legal choices. Advertisi
2. What ethical and social responsibilities do communica- spons% Y om. © crical al .ega CHOIEES. ACVETTISING
agencies have in-house ad review procedures and legal staff

tors bear? Advertisers have a social responsibility to make . . . . .
p Y that monitor the creation of advertising. The industry has a

good ethical choices. At the root of ethical behavior is the

N .. R number of bodies that review advertising, such as the Na-
individual decision maker’s set of moral values. When

tional Advertising Review Council, the National Advertising

faced with a dilemma of equally compelling choices, adver- Division of the Better Business Bureau, and the National Ad-

tisers can consult their personal values, professional codes
of ethics, and international standards of ethical behavior to
guide their moral decision making.

vertising Review Board. Other bodies include the various
media review boards, competitors who are concerned about
unfair advertising that might harm their brands, and public
3. Why and how is advertising regulated? In a complex so- and community groups that represent either local or special-

ciety there is usually not one answer to what constitutes interest groups.

“right” behavior. Regulatory agencies help enforce advertis-
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Review Questions

1. Explain the debate over whether advertising shapes or mir-
rors society. If you were to take a side in this debate, which
side would you choose?

2. What do you consider the most pressing ethical issues fac-
ing advertisers? Explain.

3. Explain how trademarks and copyrights are legally protected,
and why the First Amendment is important to advertisers.

Discussion Questions

1. The Dimento Game Company has a new basketball video
game. To promote it, “Slammer” Aston, an NBA star, is
signed to do the commercial. Aston is shown in the com-
mercial with the game controls as he speaks these lines:
“This is the most challenging court game you’ve ever tried.
It’s all here—zones, man-to-man, pick and roll, even the
alley-oop. For me, this is the best game off the court.” Is
Aston’s presentation an endorsement? Should the FTC con-
sider a complaint if Dimento uses this strategy? What
would you need to know to determine if you are safe from a
challenge of misleading advertising?

2. A pharmaceutical company has repackaged a previously de-
veloped drug that addresses the symptoms of a scientifically
questionable disorder affecting approximately 5 percent of
women. While few women are affected by the “disorder,”
the company’s advertising strategy is comprehensive, in-
cluding dozens of television, radio, and magazine ads. As a
result, millions of women with symptoms similar to those
of the disorder have sought prescriptions for the company’s
drug. In turn, the company has made billions of dollars.

Take-Home Projects

1. Portfolio Project Check the websites of three big-name
companies such as:
e McDonald’s (www.mcdonalds.com)
® Avon (www.avon.com)
® Ben & Jerry’s (www.benjerry.com)
e Starbucks (www.starbucks.com)
® Body Shop (www.thebodyshop.com)

® Target (www.target.com)

4. In addition to the FTC, what other governmental bodies are
involved in regulating advertising practices?

5. Define ethics. How do you determine what is ethical? If
you are called on to make a decision about the promotion of
an event for one of your clients, where does the ultimate
consideration lie? What questions would you ask?

What, if any, are the ethical implications of advertising a
remedy to a mass audience when the affected group is
small? Is the company misrepresenting its drug by conduct-
ing a “media blitz”? Why or why not?

3. Three-Minute Debate Zack Wilson is the advertising man-
ager for the campus newspaper. He is looking over a layout
for a promotion for a spring break vacation package. The
headline says, “Absolutely the Finest Deal Available This
Spring—you’ll Have the Best Time Ever if You Join Us in
Boca.” The newspaper has a solid reputation for not run-
ning advertising with questionable claims and promises.
Should Zack accept or reject this ad? Organize into small
teams with pairs of teams taking opposing sides. In class,
set up a series of three-minute debates in which each side
has 1’ minutes to argue its position. Every team of debaters
must present new points not covered in the previous teams’
presentations until there are no arguments left to present.
Then the class votes as a group on the winning point of
view.

Write a two- to four-page report on their efforts to be so-
cially responsible. How is the company’s social responsibil-
ity position reflected in its advertising?

2. Mini-Case Analysis Imagine that you are now working for
Hiaagen-Dazs. What did the company do that provides evi-
dence that it is socially and environmentally responsible?
What other ways can you think of for the company to ex-
pand these efforts?


www.mcdonalds.com
www.avon.com
www.benjerry.com
www.starbucks.com
www.thebodyshop.com
www.target.com
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Team Project: The BrandRevive Campaign

For your BrandRevive project, identify ethical issues you may * How might this campaign have a social impact?

face as you develop your campaign. Make a list of those issues « What are the key ethical issues you may encounter?

for yO}lI‘ reference as you proceed through th1:s project. Cr_eate « What are the legal issues you should watch for?
your list in a one-page report and a Power Point presentation

that is no longer than three slides.

Hands-On Case

The Century Council 2. Should the major beer and liquor companies funding the

. . . . Century Council put their logos on the bottom of “The Stu-
:{eald the Century Council case in the Appendix before coming pid Drink” campaign? Why or why not?
o class.
3. Doesn’t “The Stupid Drink” campaign actually promote un-

1. Shoul f alcoholi limi 1- s
Should advertising of alcoholic products be limited on co derage drinking? Why or why not?

lege campuses where the majority of students are under the
legal drinking age?
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PRINCIPLE: BE TRUE
TO THY BRAND

Part 1 introduced the basics of advertising and marketing practice. Part 2 focuses on how mar-
keting communication works, how consumers make decisions, and how strategy reflects the way
consumers think and feel.

No matter how much advertising and marketing communication change, a basic principle is
that brands should be true to themselves—and to the consumers who buy them. Regina Lewis,
vice president of consumer insights for the InterContinental Hotel Group, explains that principle
in her essay about the true nature of brand loyalty—how branding, which we introduced in
Chapter 2, intersects with consumers’ feelings and self-images.

Consumers Are Not Loyal
to Brands . . . They Are Loyal
to Themselves

As I, along with my marketing and advertising agency colleagues, strive to reignite consumers’
emotional bond with the Holiday Inn power brand, I think back to a basic fact about consumers.
This is that consumers demonstrate loyalty to certain brands because those brands say some-
thing about them, as human beings, that they like.

Consumers who are loyal to Dunkin’ Donuts, which is a down-to-earth, approach-
able brand, relish the fact that carrying a Dunkin’ cup says to others that they, person-
ally, are down to earth and approachable.

Consumers who are loyal to Jeep Wrangler, which may symbolize an unconven-
tional attitude and a sense of adventure, love the fact that driving a Wrangler informs
others that they, too, are unconventional and adventurous.

When a brand fails to convey a soul or essence that matches personal characteristics
that consumers value, a brand lacks meaning; in the competitive marketplace, it blends in with
all other bland brands that lack charisma. On the other hand, when a brand becomes a badge that
consumers are proud of displaying, that brand becomes interwoven into consumers’ everyday lives.

Holiday Inn is a power brand for many reasons. Perhaps most importantly, it is a brand that
is comfortable in its own skin . . . a brand that doesn’t need to be showy, but that celebrates the
joys of travel, work, and family in practical ways. Holiday Inn is a place where people can be
themselves, where people can live their lives while away from home with the feeling of comfort
that home provides. For people who are unpretentious, Holiday Inn offers “real-world” lodging
with genuine service.



Chapter 4 * How Marketing Communication Works
Chapter 5 * Segmenting and Targeting the Audience
Chapter 6 ¢ Strategic Research

Chapter 7 ¢ Strategic Planning

As 1, along with my marketing and advertising agency teams, ensure that Holiday Inn retains

its place in the hearts and minds of guests, I heed the following set of principles:

1.

Feel Because all human decisions involve some emotional component, no purely rational ad-
vertising approach can offer sustainable advantage. An advertisement must make folks “feel”
something!

. Connect All advertising must not only contain an emotional component, it also must get that

emotion right. It must nail a way in which folks want to see either their world or themselves.

. Identify While all consumers are individuals, we also can identify groups of consumers who

think and feel the same way; identifying and understanding these groups is at the root of strate-
gic planning.

. Understand To effectively deliver emotion through advertising, we must avoid “group think™;

sometimes, the most powerful idea can come from one consumer’s story . . . and the most
powerful message can be imagined by one brilliant creative mind that understands the minds
of the target audience.

. Smile While economic times are tough at the time I am writing this essay, it is critical to re-

member that people want to feel happy! Just as songs that made people smile were celebrated
during the Great Depression, advertising that makes people smile will always be meaningful
when life feels difficult.

These principles will be explained further in the chapters that make up Part 2. Chapter 4 an-

swers the big picture question of “How does advertising and other marketing communication
work?” Effectiveness factors are spelled out using the Facets Model of Effects. Building on that
discussion as a foundation, Chapter 5 introduces the consumer audience and discusses how tar-
geting works. Chapter 6 introduces the basics of research used to understand consumers and the
marketplace. Finally, Chapter 7 explains that ideas about how advertising works, as well as how
consumers think and behave, come together in a strategic plan.
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1. How does marketing communication work both as a form of mass communication and interactive
communication?

2. How did the idea of advertising effects develop, and what are the problems in traditional approaches to
advertising effects?

3. What is the Facets Model of Effects, and how does it explain how marketing communication works?

Ford in Sync with Hispanic Audience

e're all experts on advertising, aren't we? But have you ever stopped to

think about what makes some ads work and others seem ineffective? The

story behind Ford’s campaign for its new SYNC technology will give you
some insights about how effective advertising works.

Ford faced a significant challenge as it tried to convince potential consumers
of its small to medium-sized Focus and Edge vehicles that the vehicles had some
technological advantages. First, Ford is known for its tough, dependable trucks,
not as a technology leader. Consumers perceived competitors like Nissan Sentra,
Honda Civic, Scion, Toyota Corolla, and VW Rabbit or Jetta as being technologi-
cally superior. Second, not only did Ford need to overcome the perception that
foreign-made automobiles were more technologically advanced, it needed to
make the audience aware of its new innovation, which was practically invisible.
About all Ford had to show potential buyers was a button on the steering wheel
and a SYNC logo on the dashboard.

Before we get into a detailed analysis about how the advertising worked, let’s
look at Ford's innovative technology. At the touch of a button or a simple voice
command, drivers could use Ford’s SYNC technology, developed by Microsoft, to
play music from their digital music players and to make phone calls. What differ-
entiates this technology from the competition is SYNC's ability to understand var-
ious dialects of Spanish, which is particularly important to voice-activated
commands from a diverse U.S. Hispanic market. Ford knew that those who experi-
enced this system in demos and focus groups gave it rave reviews.

Wanting to capitalize on the SYNC technology, Ford sought a campaign tar-
geting the 18- to 49-year-old Hispanic market that would accomplish two objec-
tives: generate consumer awareness of SYNC by educating consumers, and get
hand-raisers (those who indicate interest by responding online) to register for
sweepstakes and to opt in for future Ford communications.

97
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Ford hired Zubi, an Hispanic agency, to create a campaign. Zubi recognized
that Ford needed to get the attention of its audience before it could accomplish
the goals of making people aware of this great new technology and persuading
them that they ought to own it. Here's how they did it.

The campaign’s Big Idea centered on the notion that Ford's SYNC—the ability
to control cell phones and MP3 players—was available at the driver’'s command.
Audience research showed that members of the Hispanic target market are tech-
nologically savvy. They count on their MP3 players to help them during long com-
mutes. To successfully introduce SYNC in fuel-efficient Fords, the campaign
message needed to align the technology with consumers’ lifestyles in a fun way
that would grab their attention. The slogan, “SYNC: At Your Command” (SYNC: A
Tus Ordenes”), captured the heart of the message.

Zubi identified a spokesperson for SYNC who would be believable. That person
was the popular Colombian singer, songwriter, and multiple Grammy award-winner
Juanes. As a major sponsor for Juanes's World Tour, Ford was able to reach members
of the Hispanic target market and educate them about SYNC. Every concert featured
a SYNC Zone, where people could see SYNC demonstrations and participate in give-
aways. Potential consumers could visit a SYNC Juanes destination website highlight-
ing video content. They could enter an online sweepstakes with a Juanes VIP concert
experience as a grand prize. (Note the opportunity to capture the hand-raisers, build
Ford’s database, and offer incentives for test drives.) The campaign used display ban-
ner ads, video banners, paid search (a fee given to get a sponsor’s website results
shown near the top of search engine results pages), a widget such as a clock or tem-
perature gauge, and publisher-driven e-mail blasts online. Magazine and newspaper
advertising and radio spots helped publicize the concert and online activities. Talk-
ing billboards and text messaging attracted even more attention. Consumers walk-
ing by key talking billboards in high pedestrian-traffic areas triggered a motion
detector, which in turn generated Juanes' voice talking about SYNC to passersby.

What made this campaign successful in part according to Dave Rodriguez, mul-
ticultural marketing communication manager for Ford Motor Co., was this: “This
campaign is not necessarily the standard ‘Let’s sponsor a concert.” Juanes is very
much part of the creative messaging, and a lot of that is going live online because
that's where the consumer is going.” The target audience already liked Juanes, and
the concerts and Internet were used as opportunities to help consumers learn
about and experience the benefits of SYNC. Advertising lesson: a fit between a
spokesperson and the target audience can generate awareness and create synergy.

To see just how successful this campaign has been in achieving its objectives,
turn to the It's a Wrap feature found at the end of this chapter.

I

Sources: "Ford SYNC Integrated Marketing Program,” Effie Awards Brief of Effectiveness and Press Release, www.nyama
.org; www.syncmyride.com; Karl Greenberg, “Ford Campaign for SYNC Centers on Singer Juanes,” October 26, 2007,
www.mediapost.com; “The Perfect Sound: Juanes and Ford Give Power to Your Voice,” October 27, 2007, www
.hispanicprwire.com; “Ford Gets a Latin Beat,” October 25, 2007, www.ford.com.

How does marketing communication affect you? What ads can you remember seeing? Do you re-
member to buy a new product in the store after you’ve see some advertising that intrigues you?
Do you have favorite ads? These are all important questions to advertising professionals, as well
as to students, professors, and critics of advertising. In this chapter we’ll try to answer these ques-
tions about how advertising and other marketing communications work by looking at the effects
behind the concept of effectiveness. We are introducing effectiveness now because understanding
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how marketing communication works is a foundation for discussions in the following chapters
on consumer behavior, consumer research, and strategic planning. It’s our view that you can’t
make intelligent decisions in those areas unless you have some understanding of how marketing
communication works.

In this chapter we’ll first consider advertising as communication. Then we’ll look at various
types of consumer responses to messages to identify the key effects, which we organize and pre-
sent as the Facets Model of Effects. This chapter, then, lays the groundwork for our explanation
of effectiveness, which is an important theme in this book.

DOES ADVERTISING WORK?

Would it surprise you to know that a lot of professionals, as well as academics, are really not sure
how advertising works—or even if it works well at all? This is even more of a problem for the
new digital media and other forms of marketing communication.

This classic quote attributed to Philadelphia department store baron John Wanamaker in the
early 1900s sums up the issue: “I know half my advertising is wasted, but I don’t know which
half.” (You can find his quotes and others about the impact of advertising on the Advertising Hall
of Fame website, www.advertisinghalloffame.org/members.)

Wanamaker is more positive than some advertising experts. The chairman of a British pro-
motions company estimated that only about 1 percent of the average campaign spending actually
works because few people are aware of ad messages, and of those who are aware, few actually
do anything in response.' Research by retired Syracuse University professor John Philip Jones,
who worked for many years at the J. Walter Thompson advertising agency, led him to conclude
that only 41 percent of advertising actually works in terms of producing sales.

Of course, many professionals, including the managers of big global brands and big adver-
tising agencies, absolutely believe that advertising works both in the short term to create sales and
in the long term to build brands. After all, advertising is an $80 billion industry’—even larger
when you consider all of the various related areas of marketing communication.

The problem is that a lot of poorly executed advertising doesn’t communicate well to its
intended audience or have the impact its creators desired. So let’s begin our discussion of how
advertising and marketing communication* work by looking in more depth at its communica-
tion role.

HOW DOES MARKETING COMMUNICATION WORK?

Adpvertising and other forms of marketing communication are first of all a form of communica-
tion, messages that are designed to have some type of impact. In a sense, effective advertising is
a message to a consumer about a brand. It gets attention and provides information, sometimes
even a bit of entertainment as the Ford SYNC campaign demonstrated. It is purposeful in that it
seeks to create some kind of response, such as an inquiry, a sale, a visit to a website, or in the case
of Ford’s SYNC, a test drive.

The legendary David Ogilvy would like to see advertising as relevant as a personal conver-
sation.* He pretends he is at a dinner party and the woman next to him asks for advice. He ex-
plains, “I give her the facts, facts, facts. I try to make it interesting, fascinating, if possible, and
personal—I don’t write to the crowd.”

In reality, however, most traditional advertising is not as personal or as interactive as a con-
versation because it relies on mass communication. Although other forms of marketing commu-
nication, such as personal selling and telemarketing, can deliver the personal contact of a
conversation, Ogilvy’s comparison ignores the challenge of getting the attention of a largely dis-
interested audience when using mass communication. So let’s look first at how communication
works in general and then we’ll apply that analysis to mass media advertising and finally to the
broader arena of brand communication.

*Note: It’s simpler to just say “advertising,” but in this chapter we are referring to advertising as well as the more gen-
eral area of marketing communication.
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A Basic Communication Model
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FIGURE 4.1A

A Basic Mass Communication Model

FIGURE 4.1B

An Advertising
Communication Model

The Mass Communication Approach

Mass communication is a process, as depicted in the model in Figure 4.1a, which outlines the im-
portant players and steps. The SMCR model diagrams how mass communication works: It be-
gins with a source (S), a sender who encodes a message (M), or puts it in words and pictures. The
message is presented through channels of communication (C), such as a newspaper, radio, or
TV. The message is decoded, or interpreted, by the receiver (R), who is the reader, viewer, or lis-
tener. Feedback is obtained by monitoring the response of the receiver to the message. The en-
tire process is complicated by what we refer to as noise, things that interrupt the sending and
receiving of the message, such as a bad connection or words with unclear meanings.

Advertising as Mass Communication

To translate the SMCR model to advertising using the Ford SYNC example, consider that the source
typically is the advertiser (Ford) assisted by its agency (Zubi) who encodes the information—that
is, advertising professionals turn the marketer’s information (voice-recognition technology) into an
interesting and attention-getting message (SYNC: At Your Command—a message delivered
through music by spokesperson Juanes). Together they determine the objectives for the message—
an advertisement or campaign—in terms of the effects they want the message to have on the
consumer audience (receiver). If the communication process fails to work and the consumer does
not receive the message as intended by the advertiser, then the communication effort is ineffective.
The advertising communication model shown in Figure 4.1b describes how this communication
process works.
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The message, of course, is the advertisement or other marketing communication, such as a press
release, store banner, brochure, video, or Web page. The message may be spelled out in the words,
but in most advertising the visual elements also carry meaning. In fact, some advertising messages,
such as the 1984 commercial for the Macintosh discussed in Chapter 1, are primarily visual.

The medium (channel) is the vehicle that delivers the message (TV commercials, website,
flyers, Twitter tweets, events, in-store displays). In advertising, that tends to be newspapers and
magazines in print, radio and TV in broadcasting, the Internet, and other forms of out-of-home
vehicles, such as outdoor boards and posters. Other media include the phone, fax, specialty items
(mugs, T-shirts), in-store signs, brochures, catalogs, shopping bags, inflatables, even sidewalks
and toilet doors. The latest entry in the medium of marketing communication is the cell phone,
which has become a major personal communication technology. With instant messaging,
podcasting, movie downloads, photo transmission, Web surfing and tweeting, the cell phone is
the newest “must-have” communication device.

External noise, which hinders the consumer’s reception of the message, includes technical
and socioeconomic trends that affect the reception of the message, like the economic downturn.
Health trends, for example, often harm the reception of fast-food messages. Problems with the
brand’s marketing mix (product design, price, distribution, and marketing communication) can
also have an impact on the consumer’s response.

External noise can also be related to the advertising media. It can be as simple as bad broad-
cast or cell phone reception. A more likely cause of noise is clutter, which is the multitude of mes-
sages all competing to get consumers’ attention. More specifically, clutter is all the ads in a
magazine or newspaper, or all the commercials you see on television when watching a program
or listening to your favorite radio station. It can even include any of the 3,000 or so commercial
messages you see in your daily environment, such as outdoor boards and brand names on T-shirts,
as well as in unexpected places, such as painted messages on sidewalks.

Internal noise includes personal factors that affect the reception of an advertisement, such
as the receiver’s needs, language skills, purchase history, information-processing abilities, and
other personal factors. If you are too tired to listen or your attention is focused elsewhere, then
your fatigue or disinterest creates noise that hinders your reception of the message. Distraction
from competing brand messages can also create internal noise, such as doubt or confusion.

Feedback is the reaction the audience has to a message. It can be obtained through research
or through customer-initiated contact with the company, which are important tests of the effec-
tiveness of marketing communication messages.

The end point of the communication process is the receiver; or in advertising terms the con-
sumers who make up the audience. How the consumer responds to the message determines the
effectiveness of the advertising. Consumer response is the focus of the rest of this chapter.

A really important thing to remember is that this process is not foolproof or even depend-
able. You can’t be sure the receiver will understand and interpret your message as you intended.
Remember the childhood “telephone” game where you stand in a circle and whisper a message
from person to person—and the last message rarely comes out sounding like the initial message.
That’s why feedback research is so important in marketing communication.

Adding Interaction to Marketing Communication

Mass communication is traditionally seen as a one-way communication process with the message
depicted, as in Figures 4.1a and b, as moving from the source to the receiver—from an advertiser
to a target audience. However, interactive communication such as Ogilvy’s idea of advertising
as personal conversation, is two-way communication—a dialogue or conversation—and market-
ing communication is moving in that direction. The difference between one-way and two-way
communication is that two-way communication, is interactive, and the source and receiver change
positions as the message bounces back and forth between them (think ping-pong)—the source be-
comes the listener and the receiver becomes the sender. Figure 4.2 is a model of how two-way
communication works.

The interest in buzz marketing is an indication of an important trend in marketing commu-
nication strategy that is moving beyond two-way communication. In social marketing there are
multiple conversations occurring in the network. In terms of the old notion of source and receiver,
interactive communication means people are contacting companies through the Web or by phone,
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An Interactive Communication Model
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FIGURE 4.2

An Interactive Communication Model
The basic communication model is modified here to show how interactive communication works as a conversation or dialogue. Note how the source and
receiver change positions as the message bounces back and forth between them.

and they are talking to one another in a circle of comments about products and brands. As one ex-
pert in interactive telecommunication explained, “We’re living through the largest expansion of
expressive capability in the history of the human race.” Inevitably, that means advertising must
change to also become more interactive.

Interactivity is important because, in addition to a purchase, consumers today can react to a
marketing communication message in many other ways: by responding with comments, phone
calls, and e-mail inquiries to sales personnel and customer service. They initiate communication,
as well as receive it. If advertisers want to overcome the impersonal nature of mass communica-
tion, they need to learn to receive (i.e., listen to) as well as send messages to customers.
Permission marketing reflects this desire for more interactive and sensitive communication. The
idea behind permission marketing is that you ask people if it is okay to contact them or you rely
on them to contact you first in order to open the door for follow-up conversation.

Dialogue creates new ways to listen to customers. In the traditional communication model, cus-
tomers’ responses, or feedback, are gathered primarily through research, but in newer approaches to
communication, feedback occurs in a real-time environment of ongoing communication. This feed-
back is achieved by using more interactive forms of marketing communication (personal selling, cus-
tomer service, online marketing) and monitoring the responses and customer-initiated dialogue that
comes through response devices such as toll-free numbers and e-mail addresses.

More than capturing feedback, some companies are designing programs specifically to so-
licit ideas from customers and even get them involved in product design using their own web-
sites, blogs, Facebook, and even Twitter. UserVoice is a San Francisco—based company that sets
up forums on clients’ websites that encourage customers to contribute and vote on ideas.® (Check
out https://uservoice.com.)

In addition to listening and generating feedback, the Internet has also changed our conversa-
tions in ways David Ogilvy would never have dreamed. For example, texting uses a shorthand code
with an entirely new set of spelling codes. Twitter limits conversation to 140 characters and has made
brevity cool. And now hashtags, which are mashed-together phrases marked with a hash symbol
(the pound sign) that indicates what topic the tweet addresses, have created a new way of organiz-
ing information. The hashtag is like a pause in a conversation where the speaker says, “what we’re
talking about here is the future of newspapers (#futureofnewspapers). The hashtag is also a link that
makes it possible to instantly search the Internet for other comments on that topic.’

Two-way communication is one of the objectives of an integrated marketing communication
(IMC)-focused program because it helps create long-term customer relationships with a brand.
The growth of permission marketing, a practice that invites consumers to sign up for messages or
self-select themselves into a brand’s target market, mirrors the shift from one-way to two-way
communication. It’s a way to build a respectful relationship with a customer.

WHAT ARE THE EFFECTS BEHIND EFFECTIVENESS?

What are the effects that make an advertisement effective? Consider your favorite commercials—
do they grip you emotionally? (Think Hallmark and Dove soap.) Do they have a compelling
message? (The “1984” commercial we introduced in Chapter 1 is a good example.) How about
learning something—do you think about things because of something you heard or read in an ad?
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(Think the Wii campaign.) Does an ad need to be entertaining to work? (Think the Burger King
“Whopper Freakout” campaign.)

The theme of this book is that good advertising—and marketing communication—is effec-
tive when it achieves the advertiser’s desired response. The message is effective to the degree that
it achieves this objective. Thus, understanding what kinds of effects can be achieved with a mar-
keting communication message is essential to anyone engaged in planning advertising and all
other forms of marketing communication.

Traditional Approaches

When we ask how it works, we are talking about the impact communication has on receivers of
the message—that is, how they respond to the message. What are the effects that determine
whether an advertisement works or not? Over the years, professionals have used several models
to outline what they believe is the impact of an advertisement on its audience:®

* AIDA The most commonly used explanation of how advertising works is referred to as
AIDA, which stands for attention, interest, desire, and action. This concept was first ex-
pressed around 1900 by an advertising pioneer named St. EImo Lewis. Because AIDA as-
sumes a predictable set of steps, it also is referred to as a hierarchy of effects model.
Numerous other hierarchical models have been developed over the years to help advertisers
plan their advertising.’

* Think/Feel/Do Another relatively simple answer to how advertising works is the think/feel/do
model developed in the 1970s. Also referred to as the FCB model in honor of the agency
where it was developed as a strategic planning tool, the idea is that advertising motivates peo-
ple to think about the message, feel something about the brand, and then do something, such as
try it or buy it.'” That view is supported by recent research by Nyilasy and Reid into what pro-
fessionals in advertising know and believe about how advertising works. Their in-depth inter-
views found that “agency practitioners strongly believe that exposure to ads causes changes in
human cognition, emotions, and behavior”—or think/feel/do."!

* Domains A different approach that attempted to solve the problem of linear steps is found in
Moriarty’s domains model. It is based on the idea that messages have an impact on con-
sumer responses, not in steps, but simultaneously. The three key effects, or domains, identi-
fied in this approach are (1) perception, (2) learning, and (3) persuasion. The idea is that a
message can engage consumers’ perceptions (attention, interest), educate them (think, learn),
and persuade them (change attitude and behavior) all at the same time.'*> The Port of Van-
couver ads are an example of how these effects interact. Even though the ads are in the
business-to-business (B2B) category, the ads get the attention of their audience with dra-
matic headlines and visuals: “We have room to fulfill your vision” and the ‘““Vacancy” sign,
for example. The “Vacancy” ad is an educational message as the rest of the headline explains
(“858 acres to be exact”), but also persuasive in that it makes the argument that the Port of
Vancouver has room to grow and provide space to meet the needs of its customers.

How do we make sense of all of these ideas about how advertising works in order to create
a reasonable approach to use in planning and critiquing advertising? One goal of this book is to
organize all of these effects so they are useful for setting objectives and, ultimately, evaluating ef-
fectiveness. But how to do it? That’s the question at the heart of this chapter and we’ll answer
with our model of how advertising and marketing communication work, a model that we think
you will find to be simple and easy to use in explaining the impact of a message.

What Effects Are Critical?

Adpvertising professionals learn from their experiences producing marketing communication that
works—and sometimes doesn’t work very well. The practitioners interviewed by Nyilasy and
Reid identified four building blocks as essential to effective advertising. They are attention, brand
awareness, attitudes, and behavioral responses.13

Attitudes are both rational and emotional. The rational element is confirmed by David Ogilvy,
who says in his classic little book, Confessions of an Advertising Man, “Very few advertisements
contain enough factual information to sell the product.” He was also quoted on the Advertising Hall
of Fame website as saying that it needs to be informative to be persuasive.'*

Principle

The intended consumer
response is the message’s
objective, and the
message is effective to the
degree that it achieves
this desired response.
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This campaign is aimed at professionals in the transportation
industry. These are three in a series of six ads that explain
what services the Fort of Vancouver offers its customers.

This campaign was contributed by Karl Schroeder,
copywriter at Coates Kokes in Portland,
Oregon. A graduate of the University of
Oregon advertising program, his work
was nominated for inclusion in this book
by Professor Charles Frazer.
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Ogilvy’s advice comes from the traditional school that prizes ra-
tional decision making. Information and rational information processing
are definitely important to certain types of ads. Consider, for example,
the Canadian government’s new Citizenship Act, which is designed to
restore citizenship to thousands of unsuspecting foreigners, many of
them Americans, who were forced to renounce their Canadian citizen-
ship when they became citizens of another country. Canada uses ads on
YouTube titled “Waking Up Canadian” to explain the situation.'
(Check them out at www.youtube.com/watch?v=eDeDQpIQFDO0)

Ogilvy’s views and most of the traditional models, however, leave
out a very critical factor that helps explain how advertising works and
that is emotion, which Nyilasy and Reid’s practitioners believe is just
as important as information in the formation of attitudes. Some experts
even believe emotion is more important than logical thinking in con-
sumer decision making.

Ogilvy also recognizes persuasion as an important function and
Nyilasy and Reid’s professionals point to attitudes as critical—attitude
formation and change being an important result of persuasive communi-
cation. (For other quotes and insights into how advertising works—or
should work—visit www.advertisinghalloffame .org/members.)

The traditional approaches to defining the effects of advertising
pose two problems: (1) the presumption of a set of steps as a
predictable pattern of response—as in the old hierarchy of effects
models—and (2) missing effects. The problem with the step-based (hi-
erarchical and linear) models is that advertisers now realize people
don’t always respond in such a predictable fashion. This was confirmed
by the opinions of the practitioners interviewed by Nyilasy and Reid
who insist that “effects beyond getting attention can occur in any order,
or even simultaneously.”'®

Ogilvy’s focus on persuasion illustrates the problem that effects
models don’t always cover the essential facets of marketing communica-
tion impact. This problem is also particularly apparent when we look at
research techniques used to evaluate effectiveness. Consider, for exam-
ple, that the model of television advertising the Ameritest research company (Www.Ameritest.net)
developed to test commercials is based on three factors—attention, brand linkage, and motivation—
and two of these—brand linkage and motivation—aren’t mentioned in the traditional formulas we
just discussed.!” How can a major company that specializes in measuring effectiveness use an ap-
proach that is so different from the models professionals use in planning the advertising? As Chuck
Young, the founder of Ameritest, emphasizes, “In all acts of perception and communication, emo-
tion comes first, and thought comes second.”'®

Another important area missing from the traditional models, but not from the Ameritest ap-
proach, is brand communication. As an indication of its importance to the professional community,
consider that Ogilvy & Mather (O&M) makes brand communication the foundation of the agency’s
360° Brand Stewardship philosophy. On its website (www.Ogilvy.com), the agency says, “We be-
lieve our job is to help clients build enduring brands that live as part of consumers’ lives and com-
mand their loyalty and confidence.” To accomplish that aim, O&M describes its role as:"’

Creating attention-getting messages that make a promise consistent and true to the brand’s
image and identity. And guiding actions, both big and small, that deliver on that brand
promise. To every audience that brand has. At every brand intersection point. At all times.

WHAT ARE THE FACETS OF IMPACT?

Our objective in this chapter is to present our Facets Model of Effects that does a more complete
job than previous models of explaining how advertising creates impact in terms of various types
of consumer responses. Ultimately, we are guided by the kind of thinking that Regina Lewis

WakKing up Canadian?
To find out more:
www.cic.ge.ca/citizenship

An unsuspecting but
newly recognized
Canadian citizen wakes
up to find his bedroom
has become a center of
Canadian symbols.
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FIGURE 4.3
The Facets Model
of Effects

expressed in the Part 2 opener: that consumers are loyal to brands that say something about them
as human beings. Effective marketing communication speaks to us about things that we want to
know in ways that we like.

The simplicity of think/feel/do makes it a good starting point, since all three of these effects
are generally recognized as critical consumer responses to advertising. Several of the models be-
gin with terms like atfention, awareness, and exposure, concepts that recognize there is a
perceptual dimension to advertising impact, as Moriarty’s domains model suggests. Another
missing area we’ve noted is persuasion, which explains how beliefs and attitudes are created or
changed and conviction is established. Since persuasion relies on both think and feel responses,
it doesn’t fit at all in the hierarchical models and falls between the cracks if you are trying to use
the think/feel/do approach as a model for objectives. Another of the areas missing from most
models is association, which Preston and Thorson use to explain how brand communication
works in general.?’ In recognition of its importance to brand communication, this category is also
called brand transformation or brand linkage.

The solution, then, to our search for a new model is to build on the effects identified in the
think/feel/do approach and add the missing categories. It is interesting that the missing areas we
just identified—perception, brand association, and persuasion—are also related to the three areas
that the Ameritest research company uses in evaluating effective commercials.

Thus, we propose a six-factor model that should be useful both in setting objectives and eval-
uating the effectiveness of advertising. Our answer to the question of how advertising works is to
propose that effective advertising creates six types of consumer responses: (1) see/hear, (2) feel,
(3) think/understand, (4) connect, (5) believe, and (6) act/do—all of which work together to cre-
ate the response to a brand message. These six consumer responses and the categories of effects
to which they belong are represented in Figure 4.3.

Think, of these six effects as facets—polished surfaces like those of a diamond or crystal—
that come together to make up a unique consumer response to an advertising message. The ef-
fects are holistic in the sense that they lead to an impression, or what Preston calls an “integrated
perception.”?' An effective message has a diamond-like quality that represents how the message
effects work together to create the desired consumer response. The effects can vary in importance
with some advertising campaigns more focused on one or several of the facets.
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Here is a table to help you analyze the impact of an advertisement in terms of the type of ob-
jective the ad is trying to achieve and how that will be apparent in the way consumers respond to
the message. The final column lists factors that can be measured to determine if you achieved the
desired type of impact.

Communication Objective Consumer Response Factors That Drive a Response

Perception See/Hear Exposure, selection and attention,
interest, relevance, curiosity,
awareness, recognition

Emotional/Affective Feel Wants and desires, excitement,
feelings, liking, resonance

Cognition Think/Understand Need, cognitive learning,
comprehension, differentiation,
recall

Association Connect Symbolism, conditioned learning,
transformation

Persuasion Believe Motivation, influence,

involvement, engagement,
conviction, preference and
intention, loyalty, believability
and credibility

Behavior Act/Do Mental rehearsal, trial, buying,
contacting, advocating and
referrals, prevention

Let’s now explore these six categories of effects in more detail. We’ll start with perception,
which is where the consumer response to an advertisement begins.

The Perception Facet: See/Hear

Every day we are bombarded with stimuli—faces, conversations, scents, sounds, advertisements,
news announcements—yet we actually notice only a small fraction of those stimuli. Why?

The answer is perception. Perception is the process by which we receive information through
our five senses and assign meaning to it. If an advertisement is to be effective, first of all, it must
get noticed. It has to be seen or heard, even if the perception is minimal and largely below the level
of awareness. We ““see” ads in magazines even if we page through the publication without stop-
ping to read them; we “see” commercials on TV even as we zip through a recorded program. The
challenge is to create breakthrough advertising, messages that get attention and stick in the mind.

Our minds are full of impressions that we have collected without much active thought or
concentration. Of course, on occasion we do stop and read an ad or watch a commercial all the
way through, so there are various degrees and levels of perception. The Burger King “Freakout”
ads were particularly effective at breaking through inattention and building awareness. Break-
through advertising, then, is advertising that breaks through the perceptual filters and makes an
impression on the audience.

Factors That Drive the Perception Response  Consumers select messages to which they pay at-
tention, a process called selective perception. Here’s how perception works: Some ads for some
product categories—personal hygiene products, for example—battle for attention because peo-
ple don’t choose to watch them. However, if the message breaks through the disinterest and is se-
lected and attended to, then the consumer may react to it with interest if it is relevant. The result
is awareness of the ad or brand, which is filed in memory at least to the point that the consumer
recognizes the brand or ad.

The key factors driving perception, then, are exposure, selection and attention, interest, rel-
evance, curiosity, awareness, and recognition. Here is a brief review of these terms and how they
relate to advertising impact:

* Exposure The first test of perception is whether a marketing communication message is
seen or heard. In advertising, this is called exposure, which is an important goal of media
planners who try to find the best way to reach consumers with a message.

Principle

For an advertisement to
be effective, it first has to
get noticed or at least
register on some minimal
level on our senses.
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* Selection and Attention The next factor that drives perception is selective attention, the
process by which a receiver of a message chooses to attend to a message. Amid all the clut-
ter in the media environment, selection is a huge problem. The ability to draw attention that
brings visibility to a brand is one of advertising’s greatest strengths. Advertisements, particu-
larly television commercials, are often designed to be intrusive, which means they intrude
on people’s perception in order to grab attention.

» Interest A factor in crossing the selection barrier is interest, which means the receiver of the
message has become mentally engaged in some way with the ad and the product. Ad mes-
sages are designed not only to get attention, but also to hold the audience’s interest long
enough for the audience to register the point of the ad. That level of interest and attention is
sometimes referred to as stickiness, particularly for websites.

* Relevance One reason people are interested in something is relevance, which means the
message, such as the accompanying example for the Peace Corps, connects on some per-
sonal level. The Peace Corps launched a national recruiting campaign with the theme “Life
is calling. How far will you go?” It was designed to address more relevant personal issues
for potential volunteers and tell them how the volunteer experience would enrich their lives.

* Curiosity Another reason people pay attention is curiosity, which results from questioning,
wanting to know more, or being intrigued by something. Curiosity also may be a problem
for certain types of campaigns, such as antidrug and anti-smoking efforts, as Ohio Univer-
sity Professor Carson B. Wagner found out in his research on the government’s “Just Say
No” campaign. He explains:

One weekend, my father, who is an advertis-
ing executive, and I got into a conversation
about how it seemed every time a news story
aired about illicit drugs, a small epidemic of
drug use would ensue. Of course, there’s
been a lot of research done about the ways
media can encourage drug use, but most of
that is about popular media such as movies
and music. We’d presume that news pro-
i the foothils of Numihia, grams and antidrug ads that are meant to

sl sheohuuier show illicit drugs in a negative light
shouldn’t lead people toward drugs. But, as
almost any student of communication has
learned, media don’t tell us what to think;
they tell us what to think about.

So, I decided to test the idea on antidrug
ads—the most counterintuitive possibility—
in a small experiment for my master’s thesis. I
scoured prior research, but I couldn’t find
anything suggesting that antidrug ads might
lead to drug use. Almost all studies showed
that drug attitudes became more negative.
But, the psychology-of-curiosity literature
suggested something else: If antidrug ads
make people think drug use is widespread,
they might become curious about experiment-
ing themselves. My study found that the cu-
riosity literature was correct.

Wagner’s counterintuitive results were so
compelling that he found himself on talk shows
and featured in news and wire stories. He also pre-
sented his findings to Congress. Since then, a large-
scale government-sponsored survey examining the
Messages that are relevant speak to a consumer’s special first five years of the government’s “Just Say No”
interests. campaign uncovered similar relationships between

Call 800,424.8580 | Visit peacecorps.gav
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antidrug advertising and drug use. Unfortunately it doesn’t seem to have gotten any better
reception than Wagner’s study did. It’s hard to convince some experts that even negative at-
tention is still attention.

* Awareness When you are aware of something, you know that you have seen it or heard it
before. In other words, awareness results when an advertisement makes an impression—
when something registers. New product campaigns, for example, seek to create high levels
of brand awareness. Brand reminder ads on billboards and Web pages are also designed to
maintain a high level of awareness of familiar brands, as are logos on clothing.

* Recognition Advertisers are interested in two types of memory: recognition which means
people remember seeing the ad, and recall, which means they remember what the ad said.
Recognition is a measure of perception and is used to determine awareness. Recall is a mea-
sure of understanding, which we will talk about in a later section on cognitive effects.
Recognition relies on simple visuals that lock into memory, such as logos (Nike’s swoosh),
as well as colors (IBM’s blue), jingles and sounds (Gershwin’s “Rhapsody in Blue” for
United Airlines), characters (the Energizer bunny), key visuals (Polo’s pony, the disbelieving
look of the Aflac duck), and slogans (Altoids, “The Curiously Strong Mints”). Memory de-
pends heavily on repetition to anchor an impression in the mind.

The Synergy Requirement We mentioned earlier Preston’s idea that the end result of effective
advertising and marketing communication is an integrated perception. We call that a brand. In
campaigns that use an IMC approach, marketers coordinate all the marketing communication
messages to create synergy, which means individual messages have more impact working jointly
to promote a product than they would working on their own.?* The reason is that people auto-
matically integrate the messages and experiences they have with a brand to create their own
personal brand perception. This happens whether or not the marketer plans for integrated com-
municated. That’s just how perception works. Sophisticated managers understand this and try to
manage their communication programs so all the messages work together to create Preston’s co-
herent brand perception.

The Subliminal Issue Before we leave the perception category, let’s consider the controversial
area of subliminal effects. subliminal effects are message cues given below the threshold of per-
ception. In other words, they don’t register. As Professor Sheri Broyles explains in the A Matter
of Principle feature, “By definition, subliminal means the stimulus is below your threshold of
consciousness. The first thing to know is if you can see something, then it isn’t subliminal.” The
idea is that subliminal messages are designed to get past your perceptual filters by talking directly
to your subconscious. People who believe in subliminal advertising presume such messages to be
intense enough to influence behavior and they consider it to be unfair manipulation of unaware
viewers. Broyles describes the research and thinking about the idea that unseen messages can be
communicated in advertising in the A Matter of Principle feature.

The Emotional or Affective Facet: Feel

Do you have favorite brands that you like—and did advertising have anything to do with why you
like that brand? Can you remember any ads that you liked and why you liked them? Affective re-
sponses mirror our feelings about something. The term affective describes something that stimu-
lates wants, touches the emotions, establishes a mood, creates liking, and elicits feelings.T

In the Part 2 opener, Regina Lewis emphasized the importance of emotional connections for
successful brands. A lesson learned from the recent economic downturn is that positive brand
communication is important. She explains, “During tough times, brands that are able to lift the
mood through their communications are rewarded.” But it’s more than just cheery messages; she
also notes that certain types of emotional messages have more resonance: “Nostalgic brands that
give people a sense of tradition and security tend to thrive.”

Feelings and emotions can be positive—or negative. Generally, marketing communication
seeks to wrap a positive halo around a brand and a purchase decision. Kevin Roberts, CEO of

TAffective refers to emotional responses; effective refers to how well something works.

Fifth Principle of IMC
People automatically
integrate brand messages
and experiences. Synergy
occurs when all of the
messages work together
to create a coherent
brand perception.
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A MATTER OF PRINCIPLE

Ice Cubes, Breasts, and Subliminal Ads

Sheri Broyles, Associate Professor; University of North Texas

For 50 years people have been
looking for secret little subliminal
messages carefully hidden in
advertising we see every day.
It began in 1957 in a movie
theater experiment  when
James Vicary subliminally sug-
gested people “eat popcorn”
and “drink Coca-Cola” by project-
ing those words at 1/3,000th of a
second on the screen during a movie.
News media at the time widely reported his claims that
sales of popcorn and soda increased as a result. Though
he later admitted these results were a hoax, it was as if
Pandora had let subliminal advertising out of her box. A
large majority of people have repeatedly said that they
have heard of subliminal advertising (74 to 84 percent),
they believe advertisers use this technique (68 to 85 per-
cent), and they think it is effective (68 to 78 percent).
Obviously, subliminal advertising continues to be an is-
sue today.

Subliminal also has been misused to mean “sug-
gestive” or “sexual.” In the 1970s and 1980s Wilson
Bryan Key popularized this view in his books Subliminal
Seduction, Media Sexploitation, and The Clam-Plate
Orgy. He suggested that photographs were embedded
(that is, manipulated by airbrushing) with sexual or
arousing images in ambiguous portions of the picture.
He maintained that products ranging from alcoholic
beverages to Ritz crackers used these sexual embeds.
Key's self-proclaimed disciple, August Bullock, makes
similar statements in his more recent book The Secret
Sales Pitch.

There's been a continuing debate over the years
about whether subliminal advertising actually exists.
However, it's impossible to convince devout believers in
subliminal advertising that what they think they see isn't
there. Even more troubling is their assumption that pres-
ence implies effectiveness. Their belief is that because
subliminal advertising exists—at least in their minds—it
must be effective; otherwise, it wouldn't exist. Perhaps
the more important question isn't whether subliminal
advertising exists, but whether or not it's an effective ad-
vertising tool. It should be noted that neither Key nor
Bullock offers documentation that subliminal advertis-
ing actually works in any of the many examples in their
books.

Several studies followed Vicary's theater experi-
ment that explored whether subliminal advertising had
an effect on consumers. Many different methodologies
were used to test the effectiveness of subliminal stimuli.
One 1959 study used early television to test subliminal

A liquor advertising campaign showed
ice cubes with shapes in them and
deliberately called attention to these
supposedly “subliminal” messages. Of
course, they weren't subliminal because
you could see the images. The whole
campaign was a spoof on Key’s theories.

persuasion. Another used a slide projector to sublimi-
nally superimpose a message. Others placed embeds in
print ads. Most experiments showed no effect. Those
that did either could not be replicated by the re-
searchers or the effect was so weak that it would be can-
celed out by competing stimuli for the consumer’s
attention if it were not in a laboratory setting. There is
no evidence to suggest that subliminal advertising
would persuade real consumers to buy real products.

If subliminal advertising isn’t effective, why are we
still talking about it 50 years later? While research has re-
peatedly shown that subliminal advertising doesn't
work, the general public hasn't been persuaded, per-
haps because they haven't been exposed to the
decades of research. Subliminal advertising is like an ur-
ban legend or a good conspiracy theory—it's something
that people want to believe. However, whether valid or
not, it does affect the public’s perception of advertising.
That, in turn, reduces the credibility of advertisers and
their agencies. And that's a concern for everyone in the
advertising industry.
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Saatchi & Saatchi, describes the passion that loyal customers feel for their favorite brands with
the term lovemarks. You can read about lovemarks in his books (Lovemarks: The Future beyond
Brands and The Lovemarks Effect: Winning in the Consumer Revolution) and on the website:
www.lovemarks.com. Check out the case studies on this website to understand how businesses can
inspire love for their brands.

Sometimes, however, a brand message arouses different emotions—fear or dislike, for ex-
ample. Some ads are designed to make you feel negative about something (smoking, bugs in your
home, a political candidate). In the case of irritating advertising, you may even respond by dis-
liking a brand or an ad, which may be a sign of a failed campaign. Have you ever seen an ad that
you positively disliked? How did that affect your attitude toward the brand?

Look back at the Facets Model of Effects in Figure 4.3. Notice how perception and feel sit
side by side at the top of the model. Although this isn’t a linear process model, the perceptual
process begins with perception if a message registers at all. That also means emotion is a driving
factor because it is so closely related to perception. Erik du Plessis, the CEO of a global adver-
tising research firm, makes the argument in his book The Advertised Mind that attention is driven
by emotion.”® He says our emotional responses to a message determine whether or not we pay at-
tention. The key task of an ad, then, is initially to evoke an emotional response.

This view is supported by recent research in the neurosciences, which advertising professor
Ann Marie Barry says “acknowledges the primacy of emotions in processing all communica-
tion.”** She explains further that “Perception, the process by which we derive meaning from what
we see, is an elaborate symphony played first and foremost through the unconscious emotional sys-
tem.” The important role of emotion in directing perception also structures our responses to brand
messages, particularly those that engage us on a personal
level. For more on this subject, check out Barry’s comments

on thinking versus feeling in the A Matter of Practice feature. A N D Yo U TH o U G HT
GAS WAS EXPENSIVE.

Factors That Drive the Emotional/Affective Response
Emotional responses are powerful, not only because they
drive perception, but also because, as du Plessis explains,
they determine whether our unconscious reaction becomes
conscious—in other words, the ad breaks through disinterest.
Furthermore, he suggests that positive emotional responses
drive memory as well.

The affective response drivers are wants and desires,
excitement, feelings, liking, and resonance. Emotion, then,
causes us to “feel” something. Another classic commercial
that has generated positive responses for more than 40 years
is the Coca-Cola “Hilltop” commercial, which shows a
multi-ethnic group of young people singing “I want to teach
the world to sing in perfect harmony.” A product of the anti-
war, Peace Movement, Woodstock generation, the 1972
commercial touched nerves, as well as hearts, and continues

to get airtime, particularly on holidays. (Check it out at "
www.youtube.com/watch?v=6mOEUS87SBTU.) IT'S NOT WORTH IT.

*  Wants and Desires “I want something” implies desire. ﬁ% ﬁ?ﬁ%m@@g »
Wants are driven by emotions and based on wishes, '
longings, and cravings—such as teaching the world to
sing, which is a metaphor for peace. Impulse buying is a
good example of the motivational power of wants. When
you are standing in line at a store and see a display of
candy bars, you may want one, but that doesn’t mean

you qeed it It q strictly deSI‘re, ar.1d desire is driven by campaigh intends to create a negative feeling about the
emotion. Consider Axe, which pioneered the new cate- financial impact of a DUI ticket. This is one of a series of ads

gory of body spray for men in 2002. Now it boasts an about drinking and driving by the Adwerks student advertising
astonishing $150 million in annual sales. Did guys know agency at the University of Florida.
before 2002 that they would want scented body spray?

Your source for late night transportation information.

The “expensive gas” poster from the Nightlife Navigators



www.lovemarks.com
www.youtube.com/watch?v=6mOEU87SBTU
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A MATTER OF PRACTICE

Thought vs. Feeling

Ann Marie Barry, Associate Professor; Boston College

Building a brand identity that fits the
preferred self-image of the target
market is a matter of designing
. advertising messages so that
| they are fully in tune with the
j self-identity of the consumer.
To do this, advertisers need to
understand basically how the
mind functions, beginning with
the fundamental relationship be-
tween thought and feeling.
Rational thought takes place in the
neocortex, the most evolved and “highest” part of the
brain, but feelings emanate from the limbic system, the cere-
bellum and brainstem, the most primitive part of the brain.
When we see something, the sensory path follows
two distinct routes—one through emotion (to the brain's
amygdala) and the other up to thought (the brain’s neo-
cortex). The emotional route is very fast and is geared to-
ward survival, sending reaction signals to other parts of the
brain and the rest of the body, well before the neocortex
has had the chance to form a conscious thought. Emotion
is the first path that perception takes. It is also the fastest,
and most significant factor in perception. The whole
process might be diagrammed this way:

Fast, 12 Milliseconds
Response, Less Info.

Primitive Brain
Emotional Memory

.

Slower Response
Thoughtful, Reasoned

Rapid Response!
Automatic, Emotional!

Slow, 24 Milliseconds
Response, More Info.

- Modern Brain
Weak link Cognitive Faculties

Not only do we feel before we think, but we need
to feel in order to think. Unconscious emotional pro-
cessing sets up thinking by producing a definite atti-
tude. This attitude uses the memory of past experience
to prepare thoughts and actions before we are even
consciously aware of reacting at all. In fact, most of what
we call the thought process in making decisions is actu-
ally trying to rationalize what we have already con-
cluded through our emotional system. Marketers know
that if they can convince us emotionally, we can ration-
alize away any objections by ourselves.

Descartes professed “I think therefore | am.” Today's
neurologists, however, concur that we think because we
feel. Advertising images can connect with consumers’
self-image on a deep emotional level because neurons
come together in the mind as circuits that form mental
meaning, in what might best be described as a story.
When you buy an Apple computer or an iPod, for exam-
ple, you buy more than electronics; you buy a message
about a product user that confirms you as a person. This
is the story implicit in Apple’s commercials—that its
customers are nonconformist and very hip. It is this at-
titude that resonates with us emotionally when we think
of Apple products and that sets up our rational decision
making.

Every brand that we use in effect advertises
who we are when we wear it or use it, telling
people a little bit about us, or just reinforcing
how we feel about ourselves (or would like to
feel). If the emotional appeal is missing, how-
ever, we lose a personal connection with the
product or service. If the rational benefit is miss-
ing, we may not find enough reason to purchase
an item where elements such as price, ease of
use, or technological advantages play a major
role. For an advertisement to be truly effective,
the visual story implicit in it must seamlessly
bring together both consumer image and brand
image in a perfect integration of both thought
and feeling.

* Excitement A step above interest in terms of intensity of response (see the perception dis-
cussion) is excitement, which means our emotions or passions are aroused. If we are excited
about something, we are agitated or energized and more willing to participate or make a

commitment.

e Feelings Our passions and feelings are addressed in a number of ways in advertising, such
as humor, love, or fear. Ads that rely on arousing feelings are referred to as using emotional
appeals. The idea that emotional appeals may have more impact than rational approaches on
both attitudes and behavior was supported by a University of Florida study that analyzed
23,000 consumer responses and found that the emotional response is more powerful than

cognition in predicting action.”



e Liking Two important affective responses to a message are liking the brand and liking the
ad. Liking reflects the personality of the brand or the entertainment power of the ad’s execu-
tion. The assumption is that if you like the ad, then that positive feeling will transfer to the
brand and if you feel positive about the brand, you will be more likely to buy it. A classic
study of advertising testing methods by the Advertising Research Foundation (ARF) found
that liking—both the brand and the ad—was the best predictor of consumer behavior.?®
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Principle

A positive response to an
ad is important because
advertisers hope that
liking the ad will increase
liking the brand.

On the opposite side of liking is aversion, which means people avoid buying a brand
because they don’t like the ads or what they associate with the brand. We don’t like to see
condom ads, so they aren’t often found in the mass media. Negative political ads demon-
strate the flip side of liking. They are an example of an affective strategy that seems to
work by putting opponents on the defensive. They may work through the power of sugges-
tion, but most people say they dislike these ads because they sometimes seem unfair or

mean spirited.

* Resonance Effective advertisements sometimes create resonance, or a feeling that the mes-
sage “rings true.” Like relevance, messages that resonate help the consumer identify with the
brand on a personal level. Resonance is stronger than liking because it involves an element
of self-identification. These sympathetic vibes amplify the emotional impact by engaging a
consumer in a personal connection with a brand.

The Cognition Facet: Think/Understand

How many ads that you have seen on television or
noticed in print caused you to stop and think about
the brand? Can you recall any instance where
you learned something new about a product from
an ad? Have you ever seen an ad you liked and
then can’t remember the name of the advertiser?
Although perception and its partner, emotion, are
the first effects of an advertising message, an
advertisement may generate any of the other
responses—cognition, association, persuasion,
and behavior—next. For this discussion, we’ll
talk first about cognitive impact.

Cognition refers to how consumers search
for and respond to information, as well as how
they learn and understand something. It’s a ra-
tional response to a message. Some call this a left-
brain approach, based on the left—right brain ways
of thinking that evolved from brain hemisphere
research. Right-brain thinking is presumed to be
more emotional and creative. The American Air-
lines ad uses the left-right brain metaphor to
demonstrate the difference between a cognitive
and an emotional advertising message.

Factors That Drive the Cognitive Response
With a cognitive response a consumer may need
something or need to know something, and the in-
formation gathered in response to that need leads
to understanding. The information is filed in
memory but can be recalled when needed. Adver-
tising and other marketing communication often
provide information about products, usually facts
about product performance and features, such as
size, price, construction, and design. Many con-
sumers seek out and value this kind of informa-
tion. The Yankelovich research company, for
example, found that consumers say they want
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American

is creating

more room
throughout

the Coach cabin

by removing seats
(over 7000) from
their entire fleet
(over 700 aircraft).
And that in October,
virtually every plane in
their domestic fleet
will be reconfigured.
Thereby enabling
American to offer
more room for more
Coach passengers
than any other
airline.
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To creatively communicate its new seating in coach, American Airlines
used a picture of a brain with the left side representing cognitive
thinking and the right brain illustrating an affective response.
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Principle
Advertising creates brand
meaning through

symbolism and association.

These meanings transform
a generic product into a
specific brand with a
distinctive image and
personality.

more nutrition information on food labels as well as guidelines on packages. (Check out
www.yankelovich.com.) The informative nature of advertising is particularly important for products
that are complex (e.g., appliances, cars, insurance, computers, software) or that involve a high price
or high risk (e.g., motorboats, vacations, medical procedures).

The key drivers of a consumer’s cognitive response are need, cognitive learning, compre-
hension, differentiation, and recall.

* Need Advertisers talk a lot about consumer needs and wants. Generally, needs are basic bio-
logical motivations but they are also something you think about; wants tend to be based
more on feelings and desires. In other words, when we refer to needs, we are usually talking
about a message that describes something lacking in consumers’ lives and that often stimu-
lates a cognitive response. Advertisers address consumer needs through informational ads
that explain how a product works and what it can do for the user—the benefits it offers to
the user. For example, consumers need a virus protection program for their personal comput-
ers, but they also may need an explanation of how the program works. Complicating our un-
derstanding of needs and wants is the impact of a major event, such as the recent recession.
A Wall Street Journal article analyzed the auto industry in terms of the tug between want (a
Cadillac Escapade specially designed on GM’s website to a customer’s order) and need (a
used car that offers the best value in terms of miles and price) or a need that’s simply post-
poned because it’s of less significance that other more compelling needs.”’

* Cognitive Learning Consumers learn about products and brands through two primary
routes: cognitive learning and conditioned learning. (We’ll talk about conditioned learning in
the section on association.) Cognitive learning occurs when a presentation of facts, infor-
mation, and explanations leads to understanding. Consumers who are trying to find informa-
tion about a product before they buy it are taking the cognitive learning route. This typically
applies to large purchases, such as cars, computers, and major appliances. Learning is also a
part of new product introductions—in recent years, we have had to learn to use computers,
VCRs, the Internet, TiVo, and the iPod, and marketing communication is the key tool used
by marketers to teach prospective customers about these products and product innovations.

e Comprehension Comprehension is the process by which people understand, make sense of
things, and acquire knowledge. Confusion, on the other hand, is the absence of understand-
ing and is usually the result of logic problems. For example, it’s difficult for consumers to
understand why an outdoor board for the gas-guzzling Hummer would use a green market-
ing strategy. The headline “Thirst for adventure. Not gas” suggests a gas-efficient Hummer
and the logic doesn’t follow from what people commonly know about this vehicle.

* Differentiation Differentiation is the consumer’s ability to separate one brand from another
in a product category. Distinguishing between competing brands is what happens when con-
sumers understand the explanation of a competitive advantage. In a historic but still impor-
tant study of effective television commercials, researchers concluded that one of the most
important effectiveness factors is a brand-differentiating message.?

* Recall We mentioned earlier that recognition is a measure of perception and recall is a mea-
sure of learning or understanding. When you recall the ad message, you not only remember
seeing the ad and hopefully the brand, you also remember the copy points, or the informa-
tion provided about the brand. To recall information presented in the ad, however, you must
have concentrated on it and thought about it either as the information was being presented or
afterward. Thinking about it—similar to mentally rehearsing the key points—is a form of in-
formation processing that helps anchor ideas in memory and makes recall easier.

Even though this section is on cognitive processing, note that feeling and thinking work to-
gether. Psychologist and advertising professor Esther Thorson and her colleagues have developed
the memory model of advertising to explain how commercials are stored in memory as traces that
contain bits and pieces of the commercial’s message, including the feelings elicited by the mes-
sage. Recall of any of those elements—especially feelings—can serve as a cue to activate mem-
ory of the commercial.”’

The Association Facet: Connect

What do you think of when you see an ad for Nike, Viagra, or Mountain Dew? The things that
come to your mind, such as athletes for Nike, older men for Viagra, and teenage guys having fun
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for Mountain Dew, are the brands’ associations. Association is the technique of communicating
through symbolism. As such, it is the primary tool used in brand communication. It is the process
of learning to make symbolic connections between a brand and desirable characteristics and qual-
ities, as well as people, situations, and lifestyles that cue the brand’s image and personality.

You see association at work in advertising in the practice of linking a brand with a positive
experience, or a lifestyle, such as Axe with cool young men or Coke with a mountaintop experi-
ence. The idea is to associate the brand with things that resonate positively with the customer.
It’s a three-way process: the (1) brand relates to (2) a quality that (3) customers value. Brands
take on symbolic meaning through this association process. Professor Ivan Preston, in his asso-
ciation model of advertising, believes that you can explain how advertising works by under-
standing association.™

Factors That Drive the Association Response The goal of association is to use symbolic con-
nections to define the brand and make it distinctive. Brand linkage reflects the degree to which
the associations presented in the message, as well as the con-
sumer’s interest, are connected to the brand. For example, an
ad for Bisquick HeartSmart mix shows a pancake in the shape
of a heart. In this case, the brand name—Bisquick HeartS-
mart—is easily associated with the product use—your heart
and healthy pancakes. The association drivers we discuss here
are symbolism, conditioned learning, and transformation:

*  Symbolism Through association a brand takes on a
symbolic meaning, which means the brand stands for
certain qualities. It represents something, usually some-
thing abstract. Bisquick’s pancakes shaped like hearts
convey the heart-healthy message symbolically. The
Port of Vancouver B2B ads use symbolism to catch at-
tention and tell a story, such as the vacancy sign in the
ad analyzed earlier. Symbolism is also used in the other
ads, where one refers to cargo handling as shepherding
and the other references wind power both as a cargo and
as a source of movement for ships.

* Conditioned Learning Although advertisements some-
times use a cognitive strategy, they frequently are de-
signed to elicit noncognitive associations through
conditioned learning, the process by which a group of
thoughts and feelings becomes linked to the brand
through repetition of the message. Beer advertising di-
rected at a young male audience, for example, often uses
images of sporting events, beach parties, and good-looking
young women. People also learn by watching others,
which is called social learning. We learn about fashion by
watching how others dress and about manners by watch-
ing how other people interact. We connect their appear-
ance and manners to certain situations reflected in the ads.

e Transformation The result of the brand association
process is transformation. Transformation, as originally
explained by former DDB research director Bill Wells, is
what happens when a product takes on meaning and is
transformed from a mere product into something special. It
becomes differentiated from other products in the category
by virtue of its brand image symbolism and personality
cues. Bisquick HeartSmart is more than just flour; it rises
above the average product in the category and stands out

A dramatic photo of Mount McKinley captures the

as something unique and healthy. That transformationina  attention of Coke drinkers visiting Alaska’s Denali National
consumer’s mind is a perceptual shift created by the asso-  Park. It associates drinking Coke with an enduring and
ciations cued through advertising messages. majestic mountaintop.
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Principle

Advertising employs both
rational arguments and
compelling emotions to
create persuasive
messages.

Association Networks  You probably had a number of associations when we asked you to think
about Nike. Athletes come to mind, but also shoes, engineering, design, the Swoosh logo, com-
petition, sporting events, maybe even a fun retail experience if you have ever visited a Nike store.
The association process is built on a network of associations, called a knowledge structure.
Solomon in his book on consumer behavior describes these networks as spider webs®' where one
thought cues other thoughts. Your thoughts and feelings about the Nike brand are elements linked
in your own individual pattern of associative thinking. You might say that these association net-
works explain how our memories work. Researchers seeking to determine the meaning of a brand
will ask people to talk about their associations with a brand and to re-create these association net-
works in order to understand how a brand’s meaning comes together as an impression in people’s
minds.

The Persuasion Facet: Believe

When you see ads from the “Got Milk?” campaign with celebrities sporting a milk mustache,
what do you think is the objective of the advertising? Is it providing information about milk? Is
it trying to connect with you on an emotional level through fear, love, envy, hunger, or some other
feeling? Is it trying to get you to run down to the store and load up on milk? The real objective of
these ads is to change your attitude toward milk. It aims to convince you that milk isn’t just for
kids and that attractive, interesting adults drink it, too.

Persuasion is the conscious intent on the part of the source to influence or motivate the re-
ceiver of a message to believe or do something. Persuasive communication—creating or chang-
ing attitudes and creating conviction—are important goals of most marketing communication. An
attitude is a state of mind—a tendency, inclination, or mental readiness to react to a situation in
a given way. Since advertising rarely delivers immediate action, surrogate effects, such as chang-
ing an attitude that leads to a behavior, are often the goal of advertising. Attitudes are the most
central factors in persuasion.

Attitudes can be positive, negative, or neutral. Both positive and negative attitudes, particu-
larly those embedded in strong emotions, can motivate people to action—or away from action. A
negative attitude toward smoking, for example, may keep teenagers from trying cigarettes, and
creating that negative attitude was the objective of the fruth® campaign discussed in Chapter 1.

When people are convinced of something, their attitudes are expressed as beliefs. Sometimes
attitude strategies attempt to extinguish beliefs—for example, that getting drunk is a badge of
masculinity, overeating is acceptable, or racist and sexist comments are funny. Attitude change
strategies often use the tools of logic and reasoning, along with arguments and counterarguments,
to intensify the feelings on which beliefs are built.

Persuasion, in other words, is an area where cognitive and affective factors are interrelated—
persuasion works both through rational arguments and by touching emotions in such a way that
they create a compulsion to act. Persuasive strategies can be used to touch both the head and the
heart. As discussed in the A Principled Practice feature, negative advertising, or attack ads, is a
good example of how people form opinions at the same time as they process information that is
presented within an emotional frame.

Factors That Drive the Persuasion Response Persuasion has many dimensions, but advertisers
identify the following factors to explain how persuasion affects consumers: motivation, influence,
involvement, engagement, conviction, preference and intention, loyalty, and believability and
credibility.

*  Motivation A factor in creating a persuasive message is motivation. Underlying motivation
is the idea that something, such as hunger or a desire to be beautiful or rich, prompts a per-
son to act in a certain way. How strongly does someone feel about acquiring something or
about taking a certain kind of action, such as applying to graduate school or signing up for
the Peace Corps? This sets up a state of tension, and the product becomes a tool in achieving
that goal and thus reducing the tension. A more current example of the power of motivation
cropped up in the development of carrot mobs, a technique used by environmentalists to
reward companies that support green marketing. It’s a reverse boycott that uses positive
action—getting large groups of people to shop at eco-friendly stores.*?
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Marilyn S. Roberts, Ph.D., Zayed University

Negative political ad-
vertising is not new.
One example of a
highly negative cam-
paign dates back to
the 1828 presiden-
tial election between
Andrew Jackson and
his opponent, John
Quincy Adams. Fast for-
ward to 1952, when the tele-
vised political advertising era began and brought
new concerns. With the combination of sight, sound,
and motion, the merits and criticisms of negative tele-
vision advertising began debates that continue today.

From a practitioner’s perspective, an important
question is “Do negative ads work?”

Almost in unison political media consultants for
major U.S. political parties say, “Yes!” One may find
that exception is taken by consultants when referring
to what they create as “negative” advertising. In-
stead, many professionals prefer to use the term
contrast advertising to underscore the differences
between their candidate and his or her opponent.

In seminal research over 40 years ago, Patterson
and McClure argued that citizens do learn about is-
sues from spot commercials, a finding that flew in the
face of convention at the time. The frequency of at-
tack ads in presidential campaigns has risen steadily
over the past decades, regardless of party affiliation.

Today scholars hold widely differing opinions as
to the beneficial or detrimental role that negative ad-
vertising plays in contemporary campaigning and
civil society. Kathleen Hall Jamieson attests that
there is a strong association between negativity and
deception. Her efforts have influenced how journal-
ists report on campaign advertising and led to in-

A PRINCIPLED PRACTICE

Does Negative Political Advertising
Help or Hinder Citizens?

creased efforts to check the accuracy of advertising
content and claims.

John G. Geer offers reasons to rethink opposi-
tion to negativity in political campaigns. He com-
pared the quality of nearly 800 positive and negative
political ads by applying the following standards:

e The more issues are discussed, the better.

e The more evidence is presented, the better.

¢ The clearer the differences between candidates,
the better.

e The more relevant the appeal is to governing,
the better.

Geer's findings suggest that negative information is
more issue oriented than positive ads. Attack ads are
more likely to be supported by evidence than self-
promotional positive ads. Previous research also sup-
ported the notion that negative information is more
easily recalled than positive information.

Does negativity in campaigns hurt the demo-
cratic process? Many observers worry that it does,
while others argue the contrary. Whether one views
negativity as good, bad, or mixed, politics is about
conflict. As interactive political advertising and blogs
play a larger role in contemporary campaigns, the
questions and concerns about the rise in negativity
will not diminish. Citizens, the news media, and can-
didates and their consultants must monitor and take
responsibility for the tone of campaigns.

Sources: Kathleen Hall Jamieson, Packaging the Presidency: A
History and Criticism of Presidential Campaign Advertising, 3rd ed.,
New York: Oxford University Press, 1996; Kathleen Hall Jamieson,
Dirty Politics; Deception, Distraction, and Democracy, New York:
Oxford University Press, 1992; Thomas E. Patterson and Robert
McClure, Unseeing Eye, New York: Putnam, 1976; John G. Geer, In

Defense of Negativity: Attack Ads in Presidential Campaigns,

Chicago: University of Chicago Press, 2006.

* Influence If you think you need to lose weight or stop smoking, how much of that decision
is based on your own motivations and how much of your motivation results from messages
from others? Some people, known as opinion leaders, may be able to influence other peo-
ples’ attitudes and convince them of the “right” decision. The idea is that other people—
friends, family, teachers, and experts such as doctors—may affect your decision making.
Testimonies—from real people, celebrities (the “Got Milk?” campaign), and experts—are
often used to change attitudes. Bandwagon appeals—messages that suggest that everyone
is doing it—are also used to influence people’s decisions. Word-of-mouth communication
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| COMMIT TO BUILDING
CONFIDENCE. AND QUADRICEPS.

| COMMIT TO GETTING MY
HEART RATE UP — ON PURPOSE.

MAKE ITHAPPEN
CENTRAL FLORIDA VMK

warw CentraiFlondaYMCA org

SHOWCASE
For a YMCA membership drive in Orlando, Florida, the objective was not just to get new members, but
keep them—and keep them participating. To drive conviction, the FHB agency in Orlando developed a
campaign highlighting real members’ commitments to mind, body, and epirit. With its bold,

graphic look the campaign attracted attention and was positively received.
These ads were contributed by Lara Mann, a graduate of the University
of Florida, whose work was nominated for inclusion by Professor Elaine
Wagner.

has always been recognized as the most powerful form of persuasion, and that’s why strate-
gies that engage influencers are so important.

* Involvement Advertisers distinguish between products, messages, and media on the basis of
the level of involvement they require from the buyer. Involvement refers to the degree to
which you are engaged in attending to an ad and the process you go through in responding to
a message and making a product decision. Some products, for instance, cosmetics, call for a
more involving process than others, say, toothpaste. High-involvement products are consid-
ered purchases; in other words, purchases for which consumers spend more time and effort
searching for information and comparison data before they make decisions. Considered
purchases includes such products as cars and computers, as well as things you care about a
lot like clothes and cosmetics. Examples of low-involvement products are aspirin, paper
napkins, envelopes, paper clips, milk, and lettuce. The idea is that you think about some
products and reflect on the advertising you see for them, but with other products you don’t
spend much time thinking about them before you buy them. Nor do you pay much attention
to their advertising, which you may ignore or file away without much thought.

Some message strategies are more involving than others, such as dramas and humor.
Likewise, various types of media are intrinsically more or less involving. Television, for ex-
ample, is considered to be less involving than print, which demands more concentration
from its readers than TV does of its viewers—although a gripping TV drama can be involv-
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ing because of the power of the storyline. Marketing communication tools, such as sales pro-
motions, events, and brand clubs, are inherently more involving, particularly the ones that
allow customers to have more personal contact with the brand.

Engagement The idea of engagement is that a consumer is more than just interested in
something, that he or she is, in the words of the Advertising Research Foundation committee
that investigated engagement, “turned on.”* Participation strategies, for example, get con-
sumers involved with a brand on a personal level. Engagement cultivates passion.
Conviction Effective persuasion results in conviction, which means consumers agree with a
persuasive message and achieve a state of certainty—a belief—about a brand. A factor in
conviction is the power of the argument, which uses logic, reasons, and proof to make a
point and build conviction. Understanding an argument is a complex cognitive process that
demands the audience “follow through” on the reasoning to understand the point and reach a
conclusion.

Preference and Intention When consumers marry belief with a preference for, or an
intention to try or buy, a product, they are motivated by conviction. Intention can be
heightened with reward strategies, such as good deals, sale pricing, and gifts. An example
of persuasive work designed to create conviction is the Orlando, Florida, YMCA ads. Good
intentions are the motivations behind cause marketing and social responsibility. Hewlett-
Packard, for example, promotes its computer recycling program to increase preference for
HP products by its customers. According to the company’s vice president of global brand-
ing and marketing communication, the PC recycling program attracts consumers to HP
products because the company assumes responsibility for recycling its old products. That’s
a benefit for customers and leads to higher customer satisfaction and, thus, loyalty to the
HP brand.

Loyalty Is there any brand you buy, use, or visit on a regular basis? Do you have a favorite
shampoo, restaurant, or beverage? Why is that? What we are referring to when we talk about
a “favorite” brand is preference, but also brand loyalty, which we mentioned in Chapter 2.
Loyalty is an attitude (respect, preference), an emotion (liking), and an action (repeat pur-
chases). It is a response to brand communication that crosses over between thinking, feeling,
and doing—a response that is built on customer satisfaction. If you try a product and like it,
then you will be more likely to buy it again. If you don’t like it, is there a return policy or
guarantee that frees you from risk when you buy something for the first time? Providing in-
formation about warranties, customer service, and technical support for technology products
is an important part of brand loyalty strategies. The idea is to reduce risk and put the cus-
tomer’s mind at ease. Incentives are also used in loyalty programs, such as frequent flyer or
frequent buyer programs. In addition, social responsibility and cause marketing programs
can build trust, respect, and preference that lead to loyalty.

Believability and Credibility An important issue in persuasion is believability, which refers
to the credibility of the arguments in a message. Puffery or unprovable claims, such as the
common phrase “9 out of 10 doctors recommend . . . ” can strain believability. Related to
believability is credibility, which is an indication of the trustworthiness of the source.
Source credibility means the person delivering the message, such as an expert, is respected,
trusted, and believable.

Bob Garfield, respected Advertising Age columnist, points out in his recent book, The
Chaos Scenario, that you trust messages from friends more than from any sort of commer-
cial message—"‘anything dictated to you by Procter & Gamble channeling its marketing
message through Mr. Whipple. . . .”** That explains the power of word-of-mouth and viral
online communication. Trust is also a factor in media choice. We watch certain television
news programs, read newspapers, and subscribe to specific magazines because we trust them
as information sources.

Credibility is one of the big advantages of public relations because publicity stories de-
livered through a supposedly unbiased news medium have higher credibility than advertis-
ing, which is seen as self-serving. However, advertising can use a credibility strategy to
intensify the believability of its message. After the oil spill off the Louisisan coast, BP used
advertising to say that the company was committed to cleaning up the mess. The strategy
hinges on the company’s credibility. Using data to support or prove a claim, for example,
gives consumers a reason to believe the advertising.

119
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FOR U.S.ARMY

NEAREST RECRUITING STATION

A highly effective poster designed to create action, this ad was
used during World War | to convince young people to join the
military. Most modern advertising is more subtle than this, but the

motivation to inspire action is still the same.

Factors That Drive the Behavioral Response

The Behavior Facet: Act/Do

We introduced loyalty in the previous section on
persuasion and noted that it intersects with behavior.
Behavior can involve different types of action in ad-
dition to trying or buying the product. The goal is to
get people to act in various ways—to try or buy the
brand, for example, or visit a store, return an inquiry
card, call a toll-free number, join an organization,
donate to a good cause, or click on a website. The “I
Want You” World War I poster by artist James Mont-
gomery Flagg is a classic example of an advertising
message that was designed to create action. It’s been
used many times by other organizations to create
that same compelling message.

We must distinguish, however, between direct
action, which represents an immediate response (cut
out the order form and send it back by return mail),
and indirect action, which is a delayed response to
advertising (recall the message later in the store and
select the brand). There is also purposeless action,
which became a fad in the 2000s when viral e-mail
messages would generate a sudden and conspicuous
gathering of people. Called flash mobs, these public
spectacles included a worldwide day of pillow fights
in public places in 2008. Flash mobs demonstrate the
power of the Internet and buzz to engage people and
drive them into action—even if the action is largely
meaningless. A faux flash mob was featured in a vi-
ral video known as the T-Mobile “Dance” where peo-
ple walking through London’s Liverpool Street
Station spontaneously broke out in a 400-person
choreographed dance commercial.*® (Check it out
at www.youtube.com/watch?v=VQ3d3KigPOM and
the making of it at www.youtube.com/watch?v=
uVFNMSfOWnl.)

The behavioral response involving action of some

kind is often the most important goal of marketing communication, particularly tools such as sales
promotion and direct marketing. Factors that drive a behavioral response include mental re-
hearsal, trial, buying, contacting, advocating and referrals, and prevention.

* Mental Rehearsal The mental rehearsal of behaviors is made possible by showing visuals
of people doing things. As Charles Young explains,* one of the functions of advertising is to
create virtual memories, in other words, experiences that we can imagine ourselves doing.
Visualization is an imagined action, but one that is the predecessor to the behaviors with
which the advertiser hopes the consumer will feel comfortable and familiar.

* Trial The first step in making a purchase is often to try the product. A trial is important for
new products and expensive products because it lets a customer use the product without
initially committing to a purchase. In other words, the risk is reduced. Sales promotion is
particularly good at driving trials through special price deals, sampling, and incentive pro-
grams that motivate behavior, such as a free gift when you go to a dealer to test drive a new car.

* Buying The objective of most marketing programs is sales. In advertising, sales is some-
times stimulated by the call to action at the end of the ad, along with information on where
to purchase the product. From a customer perspective, sales means making a purchase. In
customer-focused marketing programs, the goal is to motivate people to try or buy a certain
brand. But in some marketing programs, such as those for nonprofit organizations, the mar-


www.youtube.com/watch?v=VQ3d3KigPQM
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keting program may be designed to encourage the audience to sign up,
volunteer, or donate. For many managers, however, sales is the gold stan-
dard for effective advertising. They feel that, even if they are funny, mem-
orable, or entertaining, ads are failures if they don’t help sell the brand.
The problem is that it may be difficult to prove that a marketing communi-
cation message is the one factor in the marketing mix that delivered the
sales. It could be the price, the distribution, the product design and perfor-
mance, or some combination of the marketing mix elements. Effectiveness
programs, such as the London-based Institute of Practitioners Award pro-
gram (IPA), encourage advertisers to use research to prove that it was, in
fact, the advertising that actually drove the sales.

* Contacting Trying and buying may be the marketer’s dream response, but
other actions also can be important measures of an advertisement’s behav-
ioral effectiveness. Responding by making contact with the advertiser can be
an important sign of effectiveness. Initiating contact is also valuable, particu-
larly in IMC programs designed to maintain brand relationships by creating
opportunities for customer-initiated dialogue, such as encouraging customers
with a complaint, compliment, or suggestion to contact the company.

* Advocating and Referrals One of the behavioral dimensions of brand loy-
alty is advocacy, or speaking out on a brand’s behalf and referring to it
when someone asks for a recommendation. Contacting other people is a
valuable response, particularly when a satisfied customer brings in more
business for the brand by providing testimonials to friends, family, and
colleagues on behalf of the brand. In terms of the impact of referrals,
when a satisfied customer recommends a favorite brand, this form of word
of mouth can be incredibly persuasive, more so than advertising, which is
seen as self-serving. Apple Computer’s success is credited to its passionate
customers who, as evangelists for the brand, spread the word among their
friends and coworkers.

This advocacy level, which Smith and Cross describe in their book,
Customer Bonding,*" represents the highest form of a brand relationship.
A recommendation to buy a specific brand is the ultimate test of the bond
between consumers and their favorite brands. And the opposite—brand
aversion—can be disastrous if the dissatisfied customer shares his or her
dislike with other people.

* Prevention In some social action situations, advertising messages are de-
signed to deter behaviors, such as clean-air campaigns that hope to reduce
car use. This is a complicated process that involves counterarguing by pre-
senting negative messages about an unwanted behavior and creating the
proper incentives to stimulate the desired behavior. Because the effects are
so complicated, the impact of such campaigns is not always clear. Earlier
in the perception discussion we mentioned the national “Just Say No”
campaign, which claims to have had an impact on teenagers’ drug use.
However, as Carson B. Wagner discovered, sometimes antidrug advertis-
ing can boomerang because it calls attention to the unwanted behavior.

THE POWER OF BRAND COMMUNICATION

The six-factor Facets Model of Effects that we’ve been describing is our an-
swer to the question of how advertising works. This model is also useful in an-
alyzing the power and impact of advertising messages through the interaction
of these effects.

Interaction and Impact

As we had suggested, these six factors, when they work together, can create a
coherent brand perception. You should remember two things about how this

An example of a flash mob employed as
a guerilla marketing technique is the
T-Mobile “Dance” video that created a
spectacle in London.
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model works: (1) the effects are interdependent, and (2) they are not all equal for all marketing
communication situations.

In terms of effects interaction, we suggested in the previous discussions that cognitive and
emotional responses work together. Consider that memory is a function of both attention (the
perception facet) and emotion (the affective facet). As du Plessis explains, “What we pay at-
tention to, we remember.”*® The stronger the emotional hook, the more likely we’ll attend to
and remember the message. Even informative messages can be made more memorable if they
are presented with an emotional story. Furthermore, recent ideas about how advertising mem-
ory works suggest that an effective ad helps consumers remember their best moments with a
product,*’ so it brings back emotion-laden brand experiences that encompass both feelings and
thoughts.

A good example of the interplay between thinking and feeling is found in the public service
LATCH campaign, which was designed to build awareness of the child safety problem, but also ex-
plain what parents need to do to make their kids safe in a car seat, and carefully engage emotions
such as love and the concern that drives protectiveness. The Inside Story explains the thinking be-
hind the campaign.

In terms of impact, we recognize that different advertising strategies emphasize different
patterns of impact. Sometimes more emphasis in a message strategy needs to be placed on
emotion or image building than on reasons and facts. Therefore, a specific strategy for an ad-
vertising campaign may be depicted as heavier in one area than another. In such a situation,
the actual shape of the facets model can change as the pattern of emphasis is adapted to the
marketing situation with emotion and association, for example, or cognition or persuasion in-
creasing in size.

Strong and Weak Effects

Some believe that sales is the only true indication of message
effectiveness. The power of advertising, in other words, is de-
termined by its ability to motivate consumers to buy a brand.
Some even believe advertising is so powerful that it can moti-
vate people to buy things they don’t need, as the ad by the
American Association of Advertising Agencies (4As) suggests.

Others, including the authors of this textbook, believe
communication effects include a wide range of consumer re-
sponses to a message—responses that may be just as impor-
tant as sales because they lead to the creation of such things
as liking and a long-term brand relationship. This power is
analyzed in terms of “strong” and “weak” effects.*

This debate is the source of controversy in the analysis
of what advertising effectiveness really represents. The sales-
oriented philosophy suggests advertising can move the
masses to action. Those who believe in the “strong” theory of
advertising reason along these lines:

Advertising increases people’s knowledge and
changes people’s attitudes and, therefore, it is ca-
pable of persuading people who had not formerly
bought a brand to buy it, at first once and then
repeatedly.
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The “strong effects” view of advertising is parodied in this

limited impact on consumers and is best used to reinforce
existing brand perceptions rather than change attitudes:

ad by the American Association of Advertising Agencies,
which has created a long-running campaign to explain and
defend advertising.

Consumers are not very interested in advertising.
The amount of information communicated is
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THE INSIDE STORY

Kids, Cars, and Car Seat Safety

Trent Walters, Account Director, The Richards Group

Since its earliest days during
World War Il, the Ad Council has
mirrored and influenced some
of the most important social
conditions facing our country—
think Smoky the Bear and fire
prevention. More than half a
century later, it continues to
take on key issues threatening
the nation’s welfare—from obesity
and financial literacy to Internet safety

and high school dropout prevention.

One of these issues is child passenger safety. In
2007, the U.S. Department of Transportation turned to
the Ad Council to help get the message out about the
importance of the LATCH (Lower Anchors and Tethers
for Children) system for keeping children safe in the car.
They found that three out of four kids were not as secure
in the car as they should be because their car seats were
not being used correctly by their parents or caregivers.
These were not neglectful people either. They were con-
cerned and caring parents and caregivers who would do
everything they could to keep their kids safe in the car—
as long as they knew what to do.

To address this issue, The U.S. Department of Trans-
portation teamed up with various companies and or-
ganizations that were interested in promoting this cause
to create public service advertisements (PSAs). These
stakeholders included representatives from the auto in-
dustry, car seat manufacturers, and child safety advo-
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cacy groups. Together, these groups would help make
people aware of the LATCH system. It was already avail-
able in most cars and it was an easy way to be certain
that a car seat was installed correctly.

The Richards Group was responsible for developing
the campaign. The objective was to make parents aware
(without frightening them) that they may have installed
their car seat incorrectly and understand that the LATCH
system would make it easier for them to do it correctly. The
Richards Group developed an icon that would help to uni-
versally identify the LATCH system in cars and in printed in-
formation. Television, radio, print and online PSAs were
also developed to inform and educate parents about the
importance of the LATCH system and the proper usage.

Since the launch of the campaign in the fall of 2008,
we've begun to see changes in behavior. Of those surveyed
about their usage of the LATCH system, the percentage of
respondents who said they are already using the LATCH
system every time they drive with their child increased sig-
nificantly from the benchmark finding of 58 percent in 2008
to 62 percent in 2009, which represents a very acceptable
6.9 percent change in behavior. For certain demographic
subgroups, from 2008 to 2009, there was significant growth
among those who said they use the system every time, such
as higher income ($50K+) moms in the Northeast.

Trent Walters is a graduate of the University of North Texas and
was selected by the American Advertising Federation as one of
its “Most Promising Minority Students.” He was nominated by
Professor Sheri Broyles.
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These ads from the Ad Council's LATCH campaign show three cute kids whose faces express emotions and thoughts
such as surprise, unacceptable, and upsetting. The Inside Story explains the thinking behind the campaign.
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Principle

Advertising has delayed
effects in that a consumer
may see or hear an
advertisement but not act
on that message until later
when in a store.

limited. Advertising is not strong enough to convert people whose beliefs are different
from those in the ad, overcome their resistance, or change their attitudes. Most ad-
vertising is more effective at retaining users rather than converting new ones.

These differences explain why some experts believe that the communication effects, such as
emotion, knowledge, and persuasion, are merely “surrogate” effects—communication effects that
can be measured more easily than sales but are less important to marketing managers. Others be-
lieve these communication effects are important in and of themselves because of what they con-
tribute to brand strength.

Complicating the issue is the recognition that the impact of traditional advertising is seldom
immediate. When you see an ad for a new product that catches your attention, such as a new mu-
sic group or CD, and you concentrate on the message, you may think about the ad later when you
find yourself walking by a music store. Thus, your memory is involved in recalling not just the
ad and the brand, but the content of the message. But memory is unreliable and the impressions
may not be embedded sufficiently in memory to elicit this kind of response at a later date.

In other words, advertising is a victim of delayed effects: messages are seen and heard at
one time (at home on the TV, in the car on the radio, in the doctor’s office in a magazine ad) and
may or may not come to mind at a later date when you are in a purchase situation (in a store, in a
car looking for a place to eat). Advertisers must keep the delayed effects problem in mind when
relying on consumer attention, interest, motivation, and memory to bring a message to mind days
or weeks later.

Does It or Doesn’t It?

Considering all that you’ve learned in this chapter about advertising effectiveness, if you were
asked, where would you come down in this debate about the power of advertising—strong or
weak effects?

If you are interested in learning more about how advertising and other marketing communi-
cation work in order to answer questions like that, then see the Practical Tips feature by Profes-
sor Sheri Broyles at www.pearsonhighered.com/moriarty and consult some of the fascinating
books that have been written about this industry, including the new one from Bob Garfield that we
mentioned earlier in this chapter, The Chaos Scenario: Amid the Ruins of Mass Media the Choice
for Business Is Stark: Listen or Perish. An excerpt from this provocative book can be found at the
end of the interview transcript at www.npr.org/templates/story/story.php ?storyid=111623614.

Long-term research by retired Syracuse professor John Philip Jones using extensive indus-
try data proves that there is a link between advertising and consumer behavior and that advertis-
ing can trigger sales.*' The problem has always been understanding how it works, and, in many
cases, how it doesn’t work. The facets model takes a step forward in helping the industry create a
logical framework for analyzing advertising effects. The important conclusion to the bigger ques-
tion about how advertising works is that we know that advertising (and other marketing commu-
nication) does work when it’s carefully planned and executed. It may not work in every situation
and every ad may not be equally effective, but if it’s done right, then advertising can have impact
on consumer responses. That’s why the Effie awards, and other award shows that recognize ef-
fectiveness, are so valuable.

Looking Ahead

To a great extent, the impact of the recession lies in the emotional facet. Instead of snarly, sar-
castic, and cutting responses, researchers have decided that the recession ushered in an Age of
Nice—think bright yellow smiley faces. Graceann Bennett, strategic planner at Ogilvy &
Mather’s Chicago office, explains in a New York Times article that her clients frequently critique
ad ideas by saying “we don’t want mean.”** Even Pepsi’s new logo in 2009 was characterized as
looking like the smiley face. Mocking ads worked to the degree that they tapped into people’s frus-
trations over the economy. Earnestness and altruism became the new face of consumer culture—
and consumer culture is what we’ll talk about in the next chapter.
“I love you, man” and “Have a nice day.”


www.pearsonhighered.com/moriarty
www.npr.org/templates/story/story.php?storyid=111623614
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Pitch Perfect: Ford’s in SYNC
with Singer/Songwriter

ave Rodriguez, multicultural marketing communication manager for Ford, summed up the SYNC cam-

paign’s ability to reach the Hispanic target audience: “Ford, SYNC and Juanes are just the perfect fit be-
cause we're all focused on the importance of being able to connect with people. Staying connected to friends
and music while on the go is no longer a trend, it's part of everyday life for our Hispanic target and SYNC
brings this power exclusively to Ford drivers.”

When advertising is able to connect its audience with a powerful message about a meaningful product,
it gets results. It built brand awareness of the new technology through experiential activities, which made the
Hispanic target audience aware of SYNC and educated them about its benefits. About 100,000 consumers
visited SYNC Zones at the Juanes concerts and almost 200,000 unique visitors visited the syncjuanes.com site.

The campaign successfully engaged significantly more participants than expected—about 63,000 regis-
trations and 30,000 hand-raisers who opted in for future Ford communications. Once the consumers under-
stood and experienced SYNC, they were likely to move closer to a purchase decision. The campaign
generated test-drive leads and test drives with a test-drive conversion rate of almost 30 percent (15 times the
industry average). For its excellent work, Ford and Zubi won a Silver Effie.

Key Points Summary

1. How does marketing communication work both as a form 2. How did the idea of advertising effects develop, and

of mass communication and interactive communication?
By analyzing advertising as mass communication, we have a
model for explaining how commercial messages work. Con-
sider that the source typically is the advertiser assisted by its
agency and the receiver is the consumer who responds in
some way to the message. The message is the advertisement
or other marketing communication tool. The medium is the
vehicle that delivers the message; in advertising, that tends to
be newspapers and magazines in print, radio and TV in
broadcasting, the Internet, and other forms of out-of-home
vehicles, such as outdoor boards and posters. In integrated
marketing communication, the media are varied and include
all points of contact where a consumer receives an impres-
sion of the brand. Noise is both external and internal.
External noise in advertising includes consumer trends that
affect the reception of the message, as well as problems in
the brand’s marketing mix and clutter in the channel. Internal
noise includes personal factors that affect the reception of the
message. If the communication process fails to work and the
consumer does not receive the message as intended by the
source, then the communication effort is ineffective. Interac-
tive communication is two way, such as a dialogue or conver-
sation, and the source and receiver change positions as the
message bounces back and forth—the source becomes the
listener and the receiver becomes the sender.

what are the problems in traditional approaches to ad-
vertising effects? The most common explanation of how
advertising works is referred to as AIDA, which stands for
attention, interest, desire, and action. This model in all of its
subsequent forms is described as a hierarchy of effects be-
cause it presumes a set of steps that consumers go through
in responding to a message. A different approach, referred
to as think/feel/do, recognizes that different marketing com-
munication situations generate different patterns of re-
sponses. Two problems are inherent in these traditional
approaches: (1) the idea of predictable steps and (2) missing
effects, particularly those that govern the way people re-
spond to brands.

. What is the Facets Model of Effects, and how does it ex-

plain how marketing communication works? The authors
believe that marketing communication works in six key
ways: it is designed to help consumers (1) see and hear the
message (perception), (2) feel something for the brand
(emotional or affective response), (3) understand the point
of the message (cognitive response), (4) connect positive
qualities with the brand (association), (5) believe the mes-
sage (persuasion), and (6) act in the desired ways (behav-
ior). All of these work together to create a brand perception.
An effective message, then, has a diamond-like quality that
represents how the message effects work together to create
the desired consumer response.
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1. What are the key components of a communication model,
and how do they relate to advertising?

2. Why is it important to add interaction to the traditional

communication model?

3. What is a hierarchy of effects model? Give an example.

4. What are the six categories of effects identified in the facets
model? What does each one represent in terms of a con-

sumer’s response to an advertising message?
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5. What is clutter and why is it a problem?

6. Explain the difference between brand responses that involve

thinking and feeling.

7. Differentiate between wants and needs. How are both of

these concepts used in advertising?

8. What does transformation mean, and why is it important as

an advertising effect?
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Discussion Questions

1. What is breakthrough advertising? What is engaging adver-
tising? Look through this textbook, find an example of
each, and explain how they work. Prepare to explain in
class why you evaluated the two ads as you did.

2. This chapter identifies six major categories of effects or
consumer responses. Find an ad in this book that you think
is effective overall and explain how it works, analyzing the
way it cultivates responses in these six categories.

3. Eva Proctor is a planner in an agency that handles a liquid de-
tergent brand that competes with Lever’s Wisk. Eva is review-
ing a history of the Wisk theme, “Ring around the Collar.” In
its day, it was one of the longest running themes on television,
and Wisk’s sales share indicated that it was successful. What
is confusing Eva is that the Wisk history includes numerous
consumer surveys that show consumers found “ring around
the collar” to be a boring, silly, and irritating advertising

Take-Home Projects

1. Portfolio Project: From current magazines, identify one ad-
vertisement that has exceptionally high stopping power (at-
tention), one that has exceptionally high pulling power
(interest), and one that has exceptionally high locking
power (memory). Make photocopies of these ads to turn in.
Which of them are mainly information and which are
mainly emotional and focused on feelings? Which are fo-
cused on building a brand or creating associations? Do any
of them do a great job of creating action? Choose what you
believe to be the most effective ad in the collection. Why

theme. Can you explain why Wisk was such a popular brand
even though its advertising campaign was so disliked?

. Three-Minute Debate: You have been asked to participate

in a debate in your office about three different views on ad-
vertising effects. Your office has the assignment to intro-
duce a new electric car. A copywriter says informing
consumers about the product’s features is most important in
creating effective advertising. An art director argues that
creating an emotional bond with consumers is more impor-
tant. One of the account managers says that the only adver-
tising performance that counts is sales and the message
ought to focus on that. Your client wants to be single
minded and tells you to pick one of these viewpoints to
guide the new marketing communication. As a team, de-
velop a position on one side or the other. Prepare your point
of view in a one-page position paper.

did you choose this one, and what can you learn from it
about effective advertising?

2. Mini-Case Analysis: We discussed some aspects of the

“Ford SYNC” Hispanic campaign in the chapter. Briefly
summarize the key decisions behind this campaign. Now
apply the facets model to analyze how the campaign
worked and explain your conclusions about what did or did-
n’t make this an effective campaign. Write a short analysis
(no more than two double-spaced pages) that explains your
thinking.

Team Project: The BrandRevive Campaign

For the BrandRevive project, review the six facets of effective- e Build an effects model that shows the relative importance of
ness and consider how they relate to the marketing of your cho- the various facets for reenergizing the brand.
sen brand. e Develop your analysis as a diagram. In a one-page document
L . . explain your analysis and why you believe certain effects are
* Analyze the brand’s situation and decide which effects are P . Y Y vy N
.. . . more important than others for products in this category.
most critical for marketing products in your product . . .
‘ Prepare a PowerPoint of no more than three slides to explain
category. .
8oLy your analysis.

Hands-On Case

The Century Council

Read the Century Council Case in the Appendix before coming 3. Analyze “The Stupid Drink™ campaign in terms of the
to class. Facets Model of Effects. Based on this model, what might

1. Explain how advertising works in the case of “The Stupid be done to strengthen the campaign’s desired effect?

Drink” campaign.

2. How could you strengthen the target’s participation in
the campaign as a solution for binge drinking on college
campuses?
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1. What cultural, social, psychological, and behavioral influences affect consumer responses to advertising?
2. What characteristics are used to segment groups of consumers?

3. How does the consumer decision process work?

4. How does targeting work and how is it different from segmenting?

Old Navy SuperModelquins Reveal Secrets

f sales are slumping, as is the case for many companies including Old Navy during
the latest recession, what can be done to reverse the downward trend? What role
does branding play in the process, and how does brand communication work?
To answer these questions, let’s start with a discussion of Old Navy's “Su-
perModelquins” campaign. Have you seen it? If not, introduce yourself to the
models at www.oldnavyweekly.com. You'll discover the mannequins have
names, love lives, families, and careers. Here's an excerpt from the introduction
video, which highlights Old Navy merchandise as the models reveal their secrets:

Narrator: “The SuperModelquins. They pose. They smile. They pose some
more. But what's behind those chiseled good looks and perma-
smiles? We'll find out as we meet fashion’s hottest new mannequins.
Kelly started out as a small town mannequin with big dreams. She
was discovered here in the humble window of Wilma’s Wearables by
a mannequin scout.

Kelly: He offered me a card and a first-class crate to the big city.

Narrator: Kelly was a hit, especially with the soon-to-be men’s wear super-
star, Josh.

Josh: She was being wheeled by and | just froze.

Narrator: They were soon inseparable. Then a call came in. Old Navy was look-
ing for a star and loved Kelly's fresh-faced look. Her life was moving
so fast that love couldn’t keep up. In the fall 2005 Josh and Kelly split
up. Kelly had found herself a fresh start and new friends like Michelle.

Michelle: Being here with Wesley and my kids keeps me grounded. Well, that
and my metal stand.

Narrator: Michelle and Wesley met in the spring of 2001 at an auto show. She
was working as a minivan display model, he as a crash test dummy.
In 2001, they tied the knot in the bridal section of a department
store and two months later they became SuperModelquins. But
there was one thing missing from the picture: kids.
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Wesley: So we filled out a form and three to four business days later our boy was de-
livered. Christopher arrived on February 28 weighing 57 pounds, 4 ounces.

What do you think? Do you like the quirky campaign with the talking models?
What did you like or not like about it? Do you think it was effective advertising? This
chapter challenges you to think deeply about what makes brands work to accomplish
their business objectives by truly reaching the minds and emotions of their audiences.

First, some background about Old Navy, an offshoot of the Gap. Although Old
Navy has long stood for value—low budget and somewhat trendy fashions—
recently it has faced fierce competition from Target and Kohl’s. Old Navy's sales
were down significantly. Sure, part of the downturn is probably due to the econ-
omy. But what can be done to reverse the losses?

Old Navy President Tom Wyatt put his finger on part of the problem: the company
lost its way when it abandoned the target of moms with young children and focused
on teens. A gold-lamé bikini, such as the one featured in a recent ad campaign, is not
what a 25- to 35-year-old mom is looking for, said Wyatt. Moms went elsewhere to
shop. The first step of Old Navy's strategy called for a renewed focus on young moms.

To appeal to moms, the campaign used 12 mock supermodels with celebrity-
worthy stories. They're featured on TV and the Web on Old Navy's website.
They've been featured in a flyer patterned after a celebrity magazine. You can fol-
low them on Twitter. These pseudo-celebs have made appearances at an NBA Lak-
ers game, a celebrity party in New York, and a trendy restaurant in Los Angeles.
SuperModelquins—some 13,000 of them—may even have made their way to an
Old Navy store near you. (Incidentally, you may be interested to know that the cam-
paign’s done wonders for Fusion Specialties, the mannequins’ maker.)

In your analysis of the campaign’s effectiveness, one of the first questions you
should ask yourself is “Does this reach the target audience?” Do you think these
SuperModelquins “speak” to young moms? A critical lesson is that ads that are
based on understanding the consumer market are more likely to speak to their in-
terests. At the end of the chapter, in the It's a Wrap feature, you can find out how
well Old Navy achieved its goals.

Sources: www.oldnavyweekly.com; Mae Anderson, “Old Navy’'s New Ad Campaign Heavy on ‘Quirky,”” February 2, 2009,
www.money.aol.com; Elizabeth Aguilera, “Old Navy's New Ad Campaign Breaks the Mold and Boosts a Broomfield
Mannequin-Maker,” March 12, 2009, www.denverpost.com; Anne D’Innocenzio, “Gap Earnings Drop 8:3% But Beat Esti-
mates,” February 26, 2009, www.USAToday.com; Jennifer Reingold, “Gap Tries Branding to Boost Sales,” February 27,
2009, www.cnnmoney.com.

The success of campaigns, such as the Old Navy “SuperModelquins” campaign, hinges on a critical
consumer insight that gives direction to the advertising. By recognizing that the store’s ads were speak-
ing to the wrong audience, the CP+B team was able to develop a storyline that young mothers would
find interesting and fun; at the same time it showcased fashions that were relevant to this audience.

To better understand that connection, this chapter explores influences on consumers’ behavior—
in other words, what motivates them as they make purchasing decisions—and then discusses how
these factors help define groups of people who might profitably be targeted with marketing commu-
nication or advertising messages. By studying these influences on consumer decisions, advertisers
can better design effective campaigns through careful targeting of the message and the media.

WHAT INFLUENCES CONSUMER DECISIONS?

Think about something you bought last week. How did the purchase process happen? Was it
something you needed or just something you wanted? These are the kinds of questions marketers
and advertisers ask about their customers. Consumer behavior describes how individuals or
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groups select, purchase, use, or dispose of products, as well as the needs and wants that motivate
these behaviors. As we proceed through this chapter, keep asking yourself these questions about
your own consumer behavior and that of your friends and family.

As our opening story stressed, marketing communication planners need to understand what
appeals to customers and why. Then they need to be able to describe prospective customers us-
ing characteristics that help predict the likelihood that they will respond to a brand message and,
ultimately, buy the brand.

There are various ways to segment consumers and target a market. One way is to divide them
by the type of market they represent—either business or consumer—this leads to business-to-
business (B2B) or business-to-consumer (B2C) marketing strategies. Another way is to refer
to them either as (1) those who shop for and purchase the product (purchasers or customers),
(2) those who actually use the product (users), or (3) influencers—people who help the buyer
make a brand choice (children, trendsetters, family, and friends). This distinction is important be-
cause purchasers and users can have different needs and wants. In the case of children’s cereals,
parents (the purchasers) often look for nutritional value and a decent price. In contrast, children
(the users) may look for a sweet taste and a package with a prize inside.

Before we review how consumers make a buying decision, let’s consider the various factors
that influence them: their cultural affinities, their family and friends, their personal needs, and
their experiences with a brand. Figure 5.1 is a general model of consumer behavior. It is also a vi-
sual road map for this chapter. We will begin by discussing three types of influences that affect
the way consumers make purchasing decisions. Then we’ll use that knowledge to explain how
audiences are profiled, segmented, and then targeted with specific types of messages.

Psychological
Influences
State of Mind

Needs and Wants
Selective Perception

Satisfaction
Motivations
Attitudes and Values
Personality
Psychographics
Social/Cultural Behavioral
Influences Influences
Culture Consumer Quantity Usage
Social class Decision Brand Belatlonshlp
Reference groups Maki Innovation
Family aking
Demographics
Market Segment

Target Audience

Principle
Buyers may not be the
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users and users may not
be the buyers. Buyers and
users often have entirely
different needs and wants.

FIGURE 5.1

Influences on Consumer

Decision Making
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Cultural Influences

CP+B is known for advertising that weaves cultural insights into sometimes off-the-wall advertis-
ing messages, as with the Old Navy SuperModelquins. In other words, marketing communication
that moves people often builds on or confronts deep-seated cultural values. Culture is made up of
tangible items (art, literature, buildings, furniture, clothing, and music) and intangible concepts
(history, knowledge, laws, morals, customs, and even standards of beauty) that together define a
group of people or a way of life. Culture is learned and passed on from one generation to the next.

Generally culture is seen as providing a deep-seated context for marketing communication,
but popular culture—what we see on television, sports, fashion, and music among other areas—
is dynamic. Lee Clow, chairman and chief creative direct of TBWA/Worldwide, who also created
the legendary “1984” Macintosh commercial discussed in Chapter 1, observed that “you have to
do advertising at the speed of culture.” He was referring to the transformation brought by the In-
ternet and other new forms of digital communication, but his point is that “culture is moving very
fast and it’s very responsive.”!

Norms and Values The boundaries each culture establishes for “proper” behavior are norms,
which are simply rules we learn through social interaction that specify or prohibit certain behav-
iors. The source of norms is our values, particularly cultural values, which represent our under-
lying belief systems. In the United States, we value freedom, independence, and individualism;
in other countries, particularly some Asian and Latin countries, people value families and groups
more than individualism. Of course, there are some universals—most people value good health
and most women want to look good. An example of ads that appeal to Americans’ nostalgia is the
76 campaign aimed at truckers.

Values are few in number and hard to change. Advertisers strive to understand the underly-
ing core values that govern people’s attitudes and guide their behavior. An ad’s primary appeal
aims to match the core values of the brand to the core values of the audience. Here are 10 basic
core values that, in many cases, transcend cultural differences:

STRONG. SUPPORTIVE. YOU'VE GOT OUR NUMBER.
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Seventy Six

SHOWCASE
These ads for 76 motor oil ran in national trade publications for the trucking industry. The creative
team wanted to associate the 76 brand with Americana using a nostalgic appeal. Do you think
this imagery speaks to truck fleet owners who authorize the purchase of commodities such as
motor oil?

These ads were contributed by Chris Hutchinson, art director at Wieden +
Kennedy, who graduated from the advertising program at the University of
Oregon.
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A sense of belonging
Excitement

Fun and enjoyment

Warm relationships
Self-fulfillment

Respect from others

A sense of accomplishment
Security

Self-respect

Thrift
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Thrift and frugality were hallmarks of the recession of the late 2000s and a Harris Poll found
that Americans tightened their belts, saved more, spent less, and borrowed less.” The orientation to
spending and saving is discussed in the A Matter of Principle feature that investigates the post—9/11
admonition to buy more in order to rebuild consumer confidence.

A MATTER OF PRINCIPLE

Patriotism, Spending, and Saving

Wanhsiu Sunny Tsai, Assistant Professor; School of Communication, University of Miami

As an international scholar from an Rather than viewing shopping as a form of self-

Eastern culture in which saving indulgence, the study participants believed that shop-
and long-term financial plans ping and buying were helping behaviors through which
are considered important, | was Americans, including corporate advertisers, joined to-
intrigued by how consumer gether to overcome economic hardship and adversity.
spending was promoted as an Furthermore, informants believed that it was excessive
important means of resisting spending on hedonistic consumer goods or services

terrorism and rebuilding a pros- such as flat-screen televisions or cruise vacations—not

perous post-9/11 economy in the everyday necessities or utilitarian products like gas or
United States. For example, General breakfast cereal—that had a real impact on the national
Motors explicitly stated in its post-9/11 economy since it was indulgent products that were

campaign that purchasing cars was crucial to “Keep heavily promoted by advertising.
America Rolling.” However, when asked how saving contributed to
With the ongoing war in Irag and a slowing econ- the national economy, informants had a clear sense of
omy in 2006, President Bush urged, “As we work with difficulty, hesitance, and uncertainty in formulating ar-
Congress . . . to chart a new course in Iraq . . . we must guments. Some even suggested that increased rates
also work together to achieve important goals for the of saving and the resultant weakness in spending had
American people here at home. This work begins with led to the current economic slowdown: “[By] squirrel-
keeping our economy growing . . . and | encourage you ing away money into savings, you're hurting other
all to go shopping more.” people . . . because then there won't be jobs created.”
But | have to wonder, what about saving? Is putting In general, saving money was regarded as a rela-
money aside believed to contribute to the national tively self-centered practice devoid of the positive,
economy? Do consumers share the publicized viewpoint collective, and aggregated effects on the nation's
that individual spending is related to the nation’s eco- economy—unless the purpose was to save for more
nomic health? And why is shopping so heavily empha- and bigger spending in the future. But serious ramifi-
sized in American culture? cations may be involved. One potential consequence
My interviews with consumers suggest that the of the emphasis on consumption instead of saving is
marketplace was a significant place in which consumers escalation of consumer debt. According to the latest
could reaffirm core American values such as democracy Federal Reserve study, around 43 percent of U.S. fam-
(which informants expressed in terms of an open market ilies spend more than they earn. It is understandable
free from government intervention), freedom (in the that advertisers and policy makers want to stimulate
form of consumer choice), independence (embodied in the economy, but they also have a duty to encourage
financial independence and consumer sovereignty), and sustainable consumption and to advocate financial lit-
equality (that is, everyone has a chance to pursue the eracy and improved financial management among

American dream). consumers.
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Graduates of universities
and colleges tend to
identify themselves by
their school affiliation,
as this ad for the
Virginia Commonwealth
University (VCU)
demonstrates. What
can you tell about this
person’s career choice
and interests from
these bumper stickers?

Corporate Culture  The concept of culture applies to B2B marketing as well as B2C. Corporate
culture is a term that describes how various companies operate. Some are formal with lots of pro-
cedures, rigid work hours, and dress codes. Others are more informal in terms of their operations,
office rules, and communication. The same patterns exist in the way businesses make purchasing
decisions: some rigidly control and monitor purchases; others are loose and easygoing, and pur-
chases may be less controlled or governed more by friendships and handshakes, as in Japan, than
by rules.

The Ogilvy & Mather agency has a statement about its corporate culture on its website.
Among others things it sets out these principles: “We are opposed to management by intimidation.
We abhor ruthlessness. We like people with gentle manners.” Visit www.ogilvy.com/About/
Our-History/Corporate-Culture.aspx for an inside view of how this agency articulates its view of
its own corporate culture.

Social Influences

In addition to the culture in which you were raised, you also are a product of your social environment,
which determines your social class or group. Reference groups, family, and friends also are important
influences on opinions and consumer behavior and affect many of your habits and biases.

Social Class The position you and your family occupy within your society is called a social
class, and it is determined by such factors as income, wealth, education, occupation, family pres-
tige, value of home, and neighborhood. In more rigid societies, such as those of India, people have

a difficult time moving out of the class into which they were

At Virginia Commonwealth University, we engage"a world that's "
ever evolving. We apply street-smart solutions tolocal and global
challenges. We embrace a deep understanding of a diverse
population. We are future scientists; artists and educators;

.. “'communicators and performefs; doctors an_d business executives;
engineers and social leaders: social workers and politicians.

We create change. We move the needle.We make a dent.

Virginia

Commonwealth Umnmiversit.y,

born. In the United States, although people may move into
social classes that differ from their families’, the country still
has a class system consisting of upper, middle, and lower
classes. Marketers assume that people in one class buy dif-
ferent goods for different reasons than people in other
classes.

Reference Groups A reference group is a group of people
you use as a model for behavior in specific situations. Exam-
ples are teachers and religious leaders, as well as members of
political parties, religious groups, racial or ethnic organiza-
tions, hobby-based clubs, and informal affiliations such as
fellow workers or students—your peers.

Brand communities, such as the Harley Owners Group
(HOG) for Harley-Davidson, are groups of people devoted to
a particular brand. To get a sense of how this group operates,
check out www.harley-davidson.com/wcm/Content/Pages/
Owners/Owners.jsp?locale=en_US. Apple is another com-
pany that generates a brand community. One writer described
a “Cult of Apple” with “fanboys” and “fangirls” who have Ap-
ple stickers on their cars and briefcases, wear Mac or iPod-
related clothing, and sport Mac tattoos and shaved Mac
heads. He observes that “It’s not a brand, it’s a lifestyle.”3 You
can check out some of this at www.CultofMac.com or
http://snurl.com/mactattoo. The Internet has had a huge im-
pact on the creation of reference groups in the form of online
virtual communities that revolve around interests, hobbies, and
brands.

For consumers, reference groups have three functions:
(1) they provide information, (2) they serve as a means of
personal comparison, and (3) they offer guidance. Ads that
feature typical users in fun or pleasant surroundings are us-
ing a reference strategy. You may be attracted to a particular
reference group and want to be like the members of that

L VCUL,


www.ogilvy.com/About/Our-History/Corporate-Culture.aspx
www.ogilvy.com/About/Our-History/Corporate-Culture.aspx
www.harley-davidson.com/wcm/Content/Pages/Owners/Owners.jsp?locale=en_US
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www.CultofMac.com
http://snurl.com/mactattoo
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group out of respect or admiration. Advertisers use celebrity endorsements to tap into this appeal.
The Old Navy “SuperModelquins” campaign played with the idea that models and mannequins
set fashion and appearance standards.

Sociologist David Reisman describes individuals in terms of their relationships to other peo-
ple as inner directed (individualistic) or outer directed (peer group and society). Advertisers are
particularly interested in the role of peers in influencing their outer-directed friends” wants and
desires. On the other hand, inner-directed people are more likely to try new things first.

Family The family is the most important reference group for many people because of its for-
mative role and the intensity of its relationships. Other reference groups, such as peers, cowork-
ers, and neighbors, tend to change as we age. According to the U.S. Census definition, a family
consists of two or more people who are related by blood, marriage, or adoption and live in the
same household. A household differs from a family in that it consists of all those who occupy a
dwelling whether they are related or not. The family is responsible for raising children and es-
tablishing a lifestyle for family members. Lifestyle reflects family situation, values, and income.
It determines the way people spend their time and money and the kinds of activities they value.

In the 21st century—for the first time in U.S. history—one-person households outnumber
married couples with children. This reflects a growing trend in America during the past 30 years
to marry later in life, divorce, or never get married at all. Marketers and their advertisers have
been right on top of this trend. Banks have created special mortgages, builders are providing
homes and apartments to meet the needs of single occupants, and food marketers have introduced
“single” portions.

Psychological Influences

We have analyzed cultural and social influences on consumer behavior. Now let’s look at the
personal characteristics that affect how you respond as an individual. The psychological factors
of interest to advertisers include state of mind, needs and wants, motivations, as well as attitudes,
personality, and thoughts and thinking patterns.

Perception and State of Mind ~ Your state of mind affects the way you perceive information. Your
past experiences with a brand, as well as what your friends say about it, can color your feelings
and make you more or less receptive to a brand message. Other mental states—such as anger, fa-
tigue, hunger, excitement, or lethargy—can also affect your behavior because they create internal
noise that gets in the way of your reception of a message or provide the impetus to drive you to
buy something.

Needs and Wants In Chapter 4, we described needs and wants as two different types of re-
sponses that lead to different reactions to an advertising message. The basic driving forces that
motivate us to do something that reflect basic survival, such as choose a motel (shelter) or restau-
rant (food) when traveling, are called needs. Primary needs (biological) include the need for wa-
ter, food, air, and shelter. In the case of the needs pyramid developed by psychologist Abraham
Maslow (see Figure 5.2), these are called physiological and safety needs.

Needs we learn in response to our culture and environment are called acquired needs. These
may include the need for esteem, prestige, affection, power, learning, and, yes, beauty. Because
acquired needs are not necessary to your physical survival, they are also called secondary needs.
Maslow called them social (belonging), egoistic, and self-actualization. The Old Navy campaign,
with its moderate-priced fashion line, builds demand for products that address acquired needs.

A want occurs when we desire or wish for something—we won’t die if we don’t get it, but
it can still provide a strong motivation to try or buy something new. This is particularly true in
fashion areas, such as clothing and music. Research has uncovered the power of new and novel.
As account planner Susan Mendelsohn explains, “In some cases, we want things just for the sheer
fun of newness—think about how many pairs of shoes or the amount of clothes people have.”*

Desire is the driving force behind demand and successful brands focus more on what we
want than on what we need. Brian Martin, the founder of Brand Connections, has built a list of
10 desires that successful brands satisfy:’

1. To feel safe and secure
2. To feel comfortable



136 PART 2 ¢ PRINCIPLE: BE TRUE TO THY BRAND

Revelant Products Example
SELF-
ACTUALIZATION
Self-Fulfillment Hallmark— "When you care enough
Hobbies, travel, education Enriching Experiences to send the very best."
EGO NEEDS
Cars, furniture, credit cards, Prestige, Status,
stores, country clubs, liquors Accomplishments Diesel- "For Successful Living."
) . BELONGINGNESS .
Clothing, grooming products, Love, Friendship, USO- "Until Everyone
clubs, drinks Acceptance by Others Comes Home."
Insurance, alarm systems, SAFETY Firestone— "Check
retirement, investments Security, Shelter, Protection Your Tires."
PHYSIOLOGICAL Nyquil- "The sniffling, sneezing,

Medicines, staple
items, generics

stuffy head, fever...so you can

Water, Sleep, Food L
rest medicine.

FIGURE 5.2

Maslow’s Hierarchy
of Needs

Principle

An item we need is
something we think is
essential or necessary for
our lives; an item we want
is something we desire.

—_
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To be cared for and connected to others
To be desired by others

To be free to do what we want

To grow and become more

To serve others and give back

To be surprised and excited

To believe there is a higher purpose

To feel that they matter

Schwartz describes the power of what he calls “mass desire” in his book Breakthrough Adver-

tising. He explains that mass desire is the public spread of a private want; it can’t be created by ad-
vertising, but advertising can address it and channel it to focus on a particular brand.® The trend
toward more gas-efficient cars has led to a demand for hybrid cars such as the Prius. If there wasn’t
amass desire for this type of vehicle, there would be no market for the Prius. On the other hand, there
is also a market for the Cadillac Escalade. Related to needs and wants are satisfaction and dissonance.

Satisfaction A feeling of satisfaction is only one possible response to a brand message or
brand experience; more troublesome is dissatisfaction or doubt. People can pay attention to a
commercial, then buy a product and be disappointed. One of the reasons is that advertising
sometimes raises consumers’ expectations too high, in other words, it promises more than it
can deliver.

Dissonance Cognitive dissonance refers to a conflict between two thoughts—you want to
buy a car but don’t have the money. That creates a state of tension. Marketers must address
the negative side and, in auto marketing, they do that by offering no or low interest plans to
reduce the conflict and make it easier to justify or rationalize the decision. Buyer’s remorse
is another form of tension and it occurs when there are discrepancies between what we
thought we would receive and what we actually received. When there is a difference be-
tween reality and facts, people engage in a variety of activities to reduce cognitive disso-
nance. Most notably, we seek out information that supports our decisions—that’s why we
pay attention to ads for products we have already bought—and ignore and distort informa-
tion that does not. For example, car makers use testimonials from satisfied customers. An
important category of automotive service called “aftermarketing” is designed to keep cus-
tomers happy after they buy a car.

Motivations A motive is an internal force—like the desire to look good—that stimulates you to
behave in a particular manner. This driving force is produced by the tension caused by an unful-
filled want or need. People strive to reduce the tension, as the Airborne ad demonstrates. At any
given point you are probably affected by a number of different motives—your motivation to buy
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a new suit will be much higher if you have several job inter-
views scheduled next week.

Research into motivation uncovers the “why” questions:
Why did you buy that brand and not another? What prompted
you to go to that store? Understanding buying motives is cru-
cial to advertisers because the advertising message should re-
flect consumers’ motivations. Unfortunately motivations
operate largely at an unconscious level. Some of the reasons
may be apparent—you go to a restaurant because you are hun-
gry. But what else governs that choice—is it location, interior
decoration, a favorite menu item, or the recommendation of a
friend?

In our discussion in Chapter 4 of routine or habit ap-
proaches to consumer decision making, we noted the lack of
conscious thought about many decisions. That is true also for
decisions that are driven by emotions and feelings. Ann

S1CK OF GETTING SICK WHIL

Marie Barry described the emerging field of neuroscience in FOR USE IN:
Chapter 4. Applying neuroscience to consumer decision » Airplanes
making, neuromarketing, the new brain-science approach to fy p- Offices
how people think, provides a deeper understanding of the W:‘: » Schools .
way low-attention processing actually works and motivates | gy pﬂestanaln 5
people into unconscious, intuitive decision making. Ann l:h‘ » Health CIU

. . . %
Marie Barry reports that this neurological research “reveals &
that visuals may be processed and form the basis of future ac-

tion without passing through consciousness at all.”” These

AIRBORNE'S delicious natural formula contains 17 active ingredients.
Take at the FIRST sign of a cold symptom. Drop in water, let dissolve, drink

At drugstores everywhere » www.airbornehealth.com

Created by a teacher who

was sick of catching colds in class.
E TRAVELING?

studies are particularly useful in describing how emotion is

the driving force behind motivations that can lead to largely
unconscious brand decisions and behaviors.

HOW DO WE SEGMENT CONSUMER GROUPS?

Most brands don’t have unlimited funds to spread their messages in all directions to all people.
Instead, cost efficiency—and effectiveness—demands that marketers (1) segment the market and
(2) target the audience group most likely to respond. First let’s discuss segmenting, which means
dividing the market into groups of people who have similar characteristics in certain key
product-related areas.

Why do segmenting? Because it’s efficient and cost effective. It costs money to reach peo-
ple with a brand message and most marketers don’t want to spend money to reach people who
aren’t interested in the category or brand. So segmenting does two things: it identifies those peo-
ple who are in the market, but it also eliminates those who aren’t.

Segmentation Strategies

At one point in its history, Coca-Cola viewed the U.S. market for its brand as homogeneous and
used general appeals—such as “Coke is it!”—for all consumers, which is considered an “undiff-
erentiated” strategy. But even Coke is sold in different types of places, and people hear about
Coke through different types of media. Therefore, customers are grouped almost by definition,
based on their contact points with the product. Of course, there are also differences in age, for in-
stance, between a long-time adult Coke drinker and a teenager.

Consumer differences, as well as product variations, determine how marketers address peo-
ple in marketing communication and reach them using media. In other words, few examples of
homogeneous markets exist in contemporary marketing, consequently most strategies are based
on a market segmentation approach that drives marketing communication strategies.

By using a segmentation strategy, a company can more precisely match the needs and wants
of the customer with its products. That’s why soft drink manufacturers such as Coke and Pepsi
have moved away from an undifferentiated approach and introduced product variations to ap-
peal to different consumer segments, such as diet, caffeine-free, diet caffeine-free, and flavored

The motivation is
obvious for a product
that helps you avoid
catching a cold when
you travel. Do you
think it is effective to
also feature the
motivation of the
product’s creator?

Principle

Segmenting is efficient
and cost effective when it
identifies those people
who are in the market, but
also eliminates those who
aren't.
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versions of their basic products. This approach also allows a company to target advertising mes-
sages by more precisely matching the interests, attitudes, and preferences of consumers in each
segment of the soft-drink market.

Although marketing has gone global to reach large markets, many advertisers have moved
toward tighter and tighter niche markets, which are subsegments of a more general market seg-
ment. Individuals in a niche market, such as ecologically minded mothers who won’t use dispos-
able diapers, are defined by a distinctive interest or attitude. Instead of marketing to the masses,
marketers target narrow segments, such as single women in the international traveler category or
pogo-stick riders in the extreme sports category. Although large companies may develop niche
strategies, niche marketers are companies that pursue market segments of sufficient size to be
profitable although not large enough to be of interest to large marketers. Exploritas, for example,
markets to seniors who are interested in educationally oriented travel experiences.

Consumers in niche markets may be more passionate about their favorite brands than gen-
eral consumer markets. For example, Celestial Seasonings sells one variety called Roastaroma. It
is a caffeine-free alternative to coffee. True to Celestial’s commitment to herbal ingredients,
Roastaroma is made from roasted barley, chicory, and carob, as well as cinnamon, allspice, and
Chinese star anise. It’s not a popular flavor and has a low sales level, but when Celestial tried to
discontinue the line, the company was flooded with letters from irate customers protesting the
decision—and Celestial Seasonings gave in to its small band of Roastaroma drinkers.

Types of Segmentation

In general, marketers segment their markets using six broad categories based on key consumer
characteristics. The six approaches, illustrated in Figure 5.3, are demographics, life stage, geo-
graphics, psychographics, behavior characteristics, and values and benefits sought (needs
based). Which approach or combination of approaches is used varies with the market situation
and product category. We’ll talk about the characteristics behind these segments in the discus-
sion that follows.

* Demographic Segmentation divides the market using such characteristics as gender, ethnic-
ity, and income. Age is often the first characteristic to be used in defining a market segment.

* Life-Stage Segmentation is based on the particular stage in consumers’ life cycle, which in-
cludes such categories as children, young people living at home, college students, singles
living on their own, couples, families with children, empty nesters, and senior singles living
alone. Age is a characteristic of life stage, as is living situation.

* Geographic Segmentation uses location as a defining variable because consumers’ needs
sometimes vary depending on where they live—urban, rural, suburban, North, South. The
most important variables are world or global, region, nation, state, city, or zip code. Factors
related to these decisions include climate, population density, and urban/rural character. Ge-
ography affects both product distribution and marketing communication.

SEGMENTATION

AN

By Demographics

o Gender

« Ethnicity

» Religion

» Income

« Education

« Household size

By Life Stage By Geographics By Psychographics | | By Behavioral By Benefits Sought
Characteristics
o Age « International  Social class « Usage rates » Specific problems
o Living situation « National o Lifestyle « User status solved by product
« Discretionary » State « Personality « Brand loyalty » Specific benefits
income o City offered
« Climate
» Urban/Rural

FIGURE 5.3

Market Segmentation Approaches
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* Psychographic Segmentation is primarily based on studies of how people spend their
money, their patterns of work and leisure, their interest and opinions, and their views of
themselves. This strategy is considered richer than demographic segmentation because it
combines psychological information with lifestyle insights.

* Behavioral Segmentation divides people into groups based on product category and brand
usage.

* Values and Benefits-Based Segmentation groups people based on tangible and intangible fac-
tors. Values segmentation reflects consumers’ underlying value system—spiritual, hedonistic,
thrifty, and so forth. Benefit segmentation is based on consumers’ needs or problems. The idea
is that people buy products for different benefits they hope to derive. For example, car buyers
might be grouped based on whether they are motivated by concerns for safety, gas mileage,
durability/dependability, performance and handling, luxury, or enhancement of self-image.

Brand communication, in most cases, is designed to address groups of people who are users
of a product or are prospective customers. To describe these groups, planners use a set of terms
that represent certain types of cultural, social, and personal characteristics. The idea behind seg-
menting people is that groups of people to whom advertisers direct their messages can be defined,
or profiled, by these key characteristics. Furthermore, those characteristics also define how they
are different from others who may not be in the market for the product. The four primary categories
of descriptive information are demographic, psychographics, behavior, and decision making.

Demographics

The statistical, social, and economic characteristics of a population, including such factors as
age, gender and sexual orientation, education, occupation, income, family status, race, religion,
and geography are called demographics. These characteristics serve as the basis for identifying
potential audiences, and knowing these factors helps advertisers in message design and media se-
lection for the target market. The first place to start when analyzing and compiling demograph-
ics is the country’s census data. In the United States, the Census Bureau compiles a huge
collection of demographic information every 10 years—the most recent census was in 2010.

Age The most important demographic characteristic used by advertising planners is age. Peo-
ple of different ages have different needs and wants. An advertising message must be geared to
the target audience’s age group and should be delivered through a medium that members of the
group use. But age also determines product choice. How old are you? What products did you use
5 or 10 years ago that you don’t use now? Look ahead 10 years. What products might you be in-
terested in buying in the future that you don’t buy now?

Table 5.1 U.S. Population Age Breakdowns

Group In Millions %

9 and younger 411 13.5
10-19 41.6 13.7
20-34 62.0 20.0
35-44 42.5 14.0
45-54 44.4 14.6
55-64 34.0 1.2
65-74 20.1 7.0
75-84 13.0 4.2
85 and older 5.7 1.8

Source: American Fact Finder, U.S. Census Bureau, retrieved September 9, 2009, from http://factfinder
.census.gov/servlet/QTTable?_bm=y&-qr_name=PEP_2008_EST_DP1&-geo_id=01000US&-ds_name=
PEP_2008_EST&-_lang=en&-format=&-CONTEXT=qt.
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Consider the age categories in the following list and the breakdowns in Table 5.1. What is the

size of your age group? Which groups are the largest and smallest, and what types of products
would they be most interested in buying? An age group often targeted by advertising planners is
ages 35 to 54. This group could be generally described as middle aged—how important is it in
terms of its size? The following list describes some of the other more common age-related popu-
lation categories that are used by marketers:

Age-Related Population Categories

Referred to as the Greatest Generation by Tom Brokaw in his book by that name, this genera-
tion born in the 1910s through the late 1920s lived through the Great Depression and fought
World War II. A small group, these seniors are in their final years. This group opened up college
education to the middle class after the war and lived frugal, yet financially satisfying, lives.
Known as the Silent Generation or traditionalists, these people born from the late 1920s to the
war years are now active seniors. They were described in a national poll as the generation having
the most “positive impact” on the American economy for their role in fueling the postwar boom.?
Baby boomers, people born between 1946 and 1964, represent the largest age-related cate-
gory in the United States. The 78 million baby boomer consumers are now in the final years
of their careers, having made a huge population bulge as they have moved through the life
cycle. While they were growing up, boomers’ numbers affected first schools, then the job
market, and now retirement programs and health care. This generation has been influenced
by significant societal movements and scientific breakthroughs, from the Civil Rights move-
ment to the anti—Vietnam War protests to putting a person on the moon, although the term
boomer has also become associated with greedy, spoiled, divorced, mega-shoppers who
want it all.’

A newly identified subgroup called Generation Jones is the younger baby boomers who were
born from the mid- to late 1950s through the mid-1960s. The Jones reference comes from
their continuing need to chase the dream of affluence by trying to “keep up with the Joneses.”
Gen X, also known as Baby Busters, is the group whose 70 million members were born be-
tween 1965 and 1979. Now adults, they have been described as independent minded and
somewhat cynical. They are concerned with their physical health (they grew up during the
AIDS outbreak) and financial future (the job market became more difficult just about the
time they entered).

Sometimes referred to as the Me Generation because of their affluent younger years, those born
in the 1970s to early 1990s are characterized as more self-absorbed and narcissistic than their
parents, although that changed as they confronted the dot.com bust at the end of the 1990s.
Born between 1980 and 1996, members of Generation Y are also known as Echo Boomers,
as well as the Me Generation, because they are the children of baby boomers. They are im-
portant to marketers, because they are next in size to the boomer generation with 100 million
plus members. This generation is also described as the Digital or Net Generation'® because
they grew up with computers and are seen as more technologically savvy than their older
siblings or parents. This group is now the young adult market that marketers want most to
reach because they are in the formative years of their brand relationships. They are the first
generation to grow up with e-mail and cell phones.

Millennials encompass those 80 million children born from the late 1990s into the beginning
decade of the new century. Also called the iGeneration, these folks spend considerably more
time texting and using social media than even the older Net Generation. Initially marketers
were delighted to find that these kids (and their doting parents) were brand conscious and
more willing than their predecessors to wear a brand logo as a badge.!! But that changed as
they became teenagers and had to confront the problems of the recession that dragged down
the economy in the late 2000s. They are known as the most environmentally educated gener-
ation with 76 percent believing that brands should be ecologically conscious. They are also
seen as having outlandish personal expectations and a feeling of entitlement,'? although the
recession may have toned that down a bit.

Age is a key factor in media plans because age usually determines what media you watch,

listen to, or read. Note how the radio script for the public service LATCH campaign about child
car safety, which we introduced in Chapter 4, plays with the idea of generations. The older the
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age group, the more likely they are to use media daily or several times a week and the more likely
they are to read newspapers. Overall usage patterns for each medium vary by age group. For in-
stance, 88 percent of “mature” audience members watch local broadcast news."* Kids ages 8 to
18 now spend more than 7 1/2 hours a day with electronic devices, which include smart phones,
computers, televisions and video games, a finding that shocked researchers in 2010 who thought
the day couldn’t continue to expand to fit in more wired activities.'

AD COUNCIL / US DEPARTMENT OF TRANSPORTATION
LATCH Campaign — :60 Radio

ZRAG-11806R

“Generations”

1BON-08-0033

04/30/08 — Produced

07/1/08 — Final Mix

07/15/09 — Expiration Date

VO: First, there was the “Lost Generation.”

SFX: Music up and under: Jazz Age swing.

VO: Then came the “Greatest Generation.”

SFX: Battle sounds.

VO: Followed by the “Silent Generation.”

SFX: Silence.

VO: The “Me Generation.”

SFX: Acid rock.

VO: And “Generation X.”

SFX: Video game sounds.

VO: Now comes the over-scheduled, over-protected, hyper-parented
generation...

SFX: Baby’s laugh.

VO: ...three out of four of whom are riding in car seats that aren’t being

used correctly. The LATCH system is in most cars and makes it
easier to be sure your child’s car seat is installed correctly. Just clip
it to the anchors (CLICK), attach the top tether (CLICK), and pull
the straps tight. To find out more, visit safercar.gov.

Anchor. Tether. LATCH. It’s the next generation of child safety
(SFX of baby s laugh)—for the next generation.

A message from the US Department of Transportation and the Ad
Council.

SHOWCASE
In Chapter 4 Trent Walters, account director for the Richards Group, explained the thinking behind the
U.S. Department of Transportation’s LATCH campaign, which is a public service effort by
the Ad Council. Here is a radio script from that PSA campaign.

A graduate of the University of North Texas, Trent Walters was nominated by
Professor Sheri Broyles.
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Age is driving a fundamental shift in U.S. marketing strategy. For 50 years, marketers have
focused on reaching young people, not only because they are in the formative years of making
brand choices, but also because the youth market during that era was huge in terms of numbers.
Now with the boomer bulge moving into retirement, there is tension between the temptation to
focus on young people and the realization that wealth and numbers belong to this active senior
market. Not only is the senior marketing getting larger, a Pew Research Center study finds a
growing generation gap between old and young. Almost 80 percent believe the viewpoints are
dramatically different and this shows up in attitudes toward religion, values, morality, lifestyles,
manners, and work ethic.”

Gender and Sexual Orientation  An obvious basis for differences in marketing and advertising
is gender. The fact that interests marketers is that women account for 85 percent of all consumer
purchases in the United States.'® So it’s important to know what attracts a female market and how
you build brand relationships with them. The Boston Consulting Group spotted the first stages of
the United States evolving to a matriarchal society in the mid-2000s.'” Their research, and more
recent studies, point to the increasing percentage of women in college,'® which also may mean
eventual changes in income and occupation patterns.

Many brands are either masculine or feminine in terms of use, as well as brand personality.
It is unlikely that men would use a brand of cologne called “White Shoulders.” The Gillette Com-
pany found that the majority of women would not purchase regular Gillette razor blades, so they
introduced brands exclusively for women, such as the Daisy disposable razors. An interesting
story is that Marlboro started off as a cigarette marketed to women and was later targeted to men
with the cowboy image.

Gender stereotypes have been a problem in advertising for decades and some believe that
may be because the majority of the work has been created by men. Jessica Shank, a copywriter at
Goodby, Silverstein & Partners, explored that idea and concluded, “If most of the work specifi-
cally aimed at women were any indication of modern life, we’d all be at home dancing with our
mops and fretting about plastic food storage.” She explains, “There’s a real disconnect between
the lives women lead and the way advertising portrays our daily lives and desires.”"’

During the past decade sexual orientation has also become a marketing issue as gay and
lesbian consumers have become serious target markets. Bob Witeck, CEO of Washington,
D.C.-based Witeck-Combs Communications, estimates that the buying power of this market is
conservatively estimated at $712 billion. He’s basing that on a population estimate of approxi-
mately 15 million, which would be 6.7 percent of the population.”’ In the A Matter of Practice
feature at www.pearsonhighered.com/moriarty, Witeck explains how this market dealt with the
economic downturn.

Education, Occupation, and Income According to the 2009 Census Report, U.S. males are
falling behind females in higher levels of education. Generally, white U.S. consumers attain
higher levels of education than blacks and Hispanics. For advertisers, education also tends to cor-
relate with the type of medium consumers prefer. Consumers with lower education are higher
users of television, especially cable. Consumers with higher education prefer print media, the In-
ternet, and selected radio and cable stations. Likewise, education dictates the way copy is written
and its level of difficulty. Examine ads in Fortune or Forbes and you will find different words, art,
and products than you will in People or tabloid publications. Advertisers don’t make value judg-
ments about these statistics. Their objective is to match advertising messages to the characteris-
tics of the target audience.

Most people identify themselves by what they do. In the United States there has been a grad-
ual trend from blue-collar occupations (manufacturing, for example) to white-collar occupations
(management and information). There have also been shifts within white-collar work from
sales to other areas, such as professional, technical, and administrative positions. The number of
service-related jobs continues to increase, especially in the health care, education, and legal and
business service sectors. Much of this transition is a direct result of computer technologies, which
have eliminated many labor-intensive, blue-collar occupations. This shift has affected advertis-
ing in a number of ways: today, advertisements seldom portray blue-collar jobs, for example.

Another key demographic indicator for many advertisers is income. You are meaningful to
marketers to the extent that you have the resources to buy their products or services or contribute
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to their causes. The patterns of income distribution generally show that the most affluent 20 per- m

centhas 50 percent of the total U.S. consumer income; the bottom income groups, which combined  ncome is a key

include 60 percent of the population, get by on about one-fourth of the total consumer income.*! demographic factor
Advertisers track trends in income, especially discretionary income, which is the amount  because consumers are

of money available to spend after paying for taxes and basic necessities, such as food and shel- meaningful to a marketer

ter. Some industries, such as movie theaters, travel, jewelry, and fashion, would be out of busi-  only if they have the

ness if people didn’t have discretionary income. Discretionary income has been found to be a  resources needed to buy

more reliable predictor of spending than income.* the product advertised.

Family Status  Age also relates to family status. The trends during the past 30 years have been
for people to increasingly be older when they marry, and the number of families also continues
to shrink. Although families dominate American households, they are fewer in number than in
1980. In data reported in 2009, 67 percent of the households were families and 33 percent were
singles. The composition of households is particularly important in media planning where many
of the decisions are based on reaching households who subscribe or view programs, rather than
individuals. That’s because the media vehicles generally report their data, and compute their im-
pact (readers, users, viewers) based on household estimates.

Race, Ethnicity, and Immigration In the United States, ethnicity is a major factor in segment-
ing markets. According to 2009 Census Bureau data, Hispanics make up 15 percent of the popu-
lation and have overtaken African Americans at 13 percent as the largest ethnic group. African
Americans, however, have seen a dramatic increase of more than 55 percent in their buying power
since 2000.% Asians are 5 percent. Hispanics are the fastest growing minority, and the U.S. Cen-
sus Bureau estimates that by 2050 they will make up 30 percent of the total population. These
three major categories make up more than a third of the U.S. population, that is, roughly one in
every three people are now minorities. All three groups are projected to make up more than half
of the U.S. population in 2050.

Multicultural strategies that recognize these trends have been important for a number of
years, but will dominate the practice of advertising in the midcentury. According to multicultural
analysts, “The U.S. is more multicultural than ever.”** What changes in advertising would you
expect to see as a result of such a dramatic change in the racial profile of the country?

After nearly two years in a recession, the 2009
annual survey found that for the first time in nearly
40 years the foreign-born population declined with
fewer low-skilled immigrants from Mexico and else-
where. However, the survey found continuing in-
creases in high-skilled immigrants from India and
other Asian countries.”> The survey also found that
about one in five U.S. residents spoke a language other
than English at home—mostly in California, New
Mexico, and Texas.?® In three metro areas—Miami,
San Jose, and Los Angeles—more than a third of resi-
dents are foreign born. Data from Synovate’s Diversity
Markets Report, found that of all Hispanics, most were
(56 percent) were U.S. born.” This ad for Tide targets

Media use differences may also be based on ethnicity. For example, a Nielsen study found ~the Hispanic C“'f‘“lfe'
that Hispanic viewers are more likely to watch commercials in their entirety than non-Hispanic Thle tran‘:‘lat'oﬂ_'s The
viewers. Nielsen has found that Hispanic audiences are more influenced by advertising than other ZZ Ziels EZTSLJFQO{JOU
U.S. consumers—they are more likely to base their purchasing decisions on advertisements, and car. If you we r)é on
they are less cynical about marketing.® the Tide team, would

Self-identity is also affected by race and ethnicity. This is another reason diversity is so im-  yoy recommend using
portant in advertising—both in the ads themselves but also in the minds of the professionals who  this ad? Why or why
create the advertising—a point well made in the A Principled Practice feature. not?

The point is that many marketers are employing multicultural strategies to better serves
their customers. McDonald’s chief marketing officer, for example, reports that 40 percent of
the fast-food chain’s customers come from the Hispanic, Asian, and African American markets,
and 50 percent of customers under the age of 13 are from those segments. He observes that
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A PRINCIPLED PRACTICE

Making Blacks Visible

Jason Chambers, Associate Professor and Assistant Dean College of Media, University of Illinois

In the early 1990s, Kay
Lorraine, a Chicago-
based  advertising
producer, assembled
a cast and crew on
location to film a
commercial for a
Cleveland  grocery
chain. She hired a mul-
tiracial cast to reflect
Cleveland's diversity, but the
client representative, after seeing the black actors at
the taping “had a fit and wanted them off the set.”
Lorraine refused. After several tense moments, he
relented. “O.K.” he allowed, “they can push the
shopping carts around in the back, but make sure
they don't touch the food.” So Lorraine filmed the
commercial with the black actors in the back of the
scene and not touching any of the products—quietly
pretending that they were not there.

Although Lorraine's encounter with a prejudiced
executive took place late in the 20th century, it could
have happened in nearly any decade and in any
place in America. For much of the century, to include
African Americans in a commercial, even one aired in
a city with a large black population, was anathema to
many executives. Indeed, many of the people who

decided the advertising and marketing direction for
their companies simply acted as though blacks did
not exist as consumers for their produc