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	What's Ahead


Jim Lesinski, director of Marketing Communications and Research for Volvo Trucks North America, first proposed putting an ad for Volvo's heavy-duty trucks on the Super Bowl in 1994. His bosses at Swedish parent AB Volvo, who were not familiar with the hype and frenzy that surrounds American football, must have thought he'd gone a little ditzy. "How much will it cost?" they asked. "About $1.3 million in media costs," replied Lesinski, "plus another $500,000 or so to produce the ad." "And how long and how often will the ad run?" they asked. "Just once," said Lesinski, "for 30 seconds." With eyebrows raised and mouths agape, Volvo's top management respectfully rejected Lesinski's proposal.
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In fact, early on, Lesinski himself had some doubts. Did it make sense to spend almost a third of his annual marketing budget on a single ad? Given the narrow target market for Volvo's huge, $120,000 trucks, was it wise to advertise in the granddaddy of mass-media spectacles, amidst the glitzy showcase ads run by big-spending consumer-product companies selling to the masses? Volvo Trucks' target market constituted a mere 1 percent of the total Super Bowl audience. Moreover, no other heavy-duty truck manufacturer was advertising on television, let alone on the Super Bowl.

But the more he thought about it, the more convinced Lesinski became. Volvo had been selling heavy trucks in the United States since 1981 under a variety of nameplates, including Volvo, Autocar, and White/GMC. Its early trucks lacked quality, sold at relatively low prices, and had gained a reputation as low-status "fleet trucks." In recent years, however, Volvo Trucks had consolidated its various nameplates under the Volvo brand and had developed a new line of premium trucks—the VN Series. These new Volvo trucks were superior to competing premium brands in overall quality, design, safety, and driving comfort. Now, all that remained was to raise Volvo Trucks' old low-status image to match the new high-quality reality. That task, Lesinski knew, would take something dramatic—something like the Super Bowl. He persisted and finally won approval to place a single ad in the 1998 Super Bowl.

The target market for heavy-duty trucks consists of truck fleet buyers and independent owner-operators. However, truck drivers themselves are perhaps the most important buying influence. The industry faces a severe driver shortage, and firms perceived as having better-performing, more comfortable, higher-status trucks have a big edge in attracting and holding good drivers. As a result, truck buyers are swayed by driver perceptions. Thus, Lesinski's communications goal was to improve the image of Volvo's VN Series trucks, not just among truck buyers but also among drivers. No other event reaches this audience more completely than the Super Bowl. In fact, nearly 70 percent of all truck drivers watch some or all of an average Super Bowl game.

Still, Jim Lesinski knew that a single Super Bowl ad, by itself, wasn't likely to have much lasting impact on buyer and driver perceptions. Instead—and this is the real story—he designed a comprehensive, carefully targeted, four-month integrated promotional campaign, with Super Bowl advertising as its centerpiece (see figure below). Called The Best Drive in the Game Sweepstakes, the promotion offered truck drivers a chance to win a new Volvo VN770 truck worth $120,000. Lesinski began promoting the Best Drive sweepstakes in September 1997, using a wide range of carefully coordinated media, including trucker magazines and radio stations. Drivers could enter the sweepstakes by responding to print or radio ads, by visiting a Volvo Truck dealer or participating truck stop, or by clicking onto the Volvo Trucks Web site (a large proportion of truckers use the Internet regularly to schedule loads). To create additional interest, Volvo Trucks sponsored a national truck tour, consisting of two caravans of three VN770s each, that visited major truck stops around the country, encouraging truck drivers to enter the Best Drive sweepstakes and giving them a chance to experience a new Volvo VN770 firsthand.
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The campaign attracted more than 48,700 entrants. Each entrant received a wallet-size entry card with one of 40 "Volvo Truths" printed on it—each emphasizing a key VN770 positioning point. If the phrase on a driver's card matched the winning phrase revealed in the Super Bowl commercial, the driver became a finalist eligible for the grand prize. To further encourage drivers to watch the commercial, Volvo Trucks sponsored Super Bowl parties at 40 Flying J truck stops around the country. It also had Volvo VN770s at each truck stop so that drivers could see the truck that was causing all the commotion.

On Super Bowl Sunday 1998, Jim Lesinski found himself at a Greensboro, North Carolina, truck stop, anxiously awaiting the fourth-quarter airing of his ad. He sat shoulder to shoulder with a standing-room-only crowd of truckers, clustered around a lounge television with their Best Drive wallet cards in hand. To Lesinski's dismay, a clever ad for Tabasco Sauce preceded the Volvo ad (remember the exploding mosquito?) and the crowd was still laughing as the Volvo commercial began. Lesinski still remembers counting off the missed seconds (at a cost of some $60,000 apiece!) waiting for the group to settle their attention on his ad.

The Volvo Trucks ad itself used soft humor to make the quality point. It featured an experienced and approachable professional driver named Gus, driving a new Volvo VN770 down a desert highway. Gus talked sagely about "what 30 years on the road have taught me," and advised "always run the best truck you can." During the 30-second spot, the scenes shifted to show both the sleek, handsome exterior of the truck and its luxurious interior. "But success hasn't spoiled me," Gus concluded. "I still put my pants on one leg at a time." As Gus delivered this last line, a uniformed butler approached from the sleeper area of the truck, presenting a small silver box on a pillow. "Your toothpick, sir," he intoned. The winning phrase, "Volvo—Drive Safely," appeared on the screen as the commercial ended.

To Jim's enormous relief, the drivers at the truck stop seemed to really like the commercial. They were pleased that it portrayed professional truck drivers and their huge, sometimes scary trucks in positive light. More importantly, the ad got the drivers buzzing about the VN770 truck and the winning phrase. In the month following the Super Bowl, the 10 finalists holding winning phrases received all-expense-paid trips to the trucking industry's premier trade show, the Mid-America Truck Show in Louisville, Kentucky. Volvo stole the show, sponsoring a Brooks and Dunn concert at which company officials held an on-stage drawing in front of 20,000 truckers to select the grand prize winner.

In all, the Best Drive in the Game Sweepstakes cost Volvo Trucks North America $2.4 million—$1.8 million for the ad alone. Was it worth the cost? Lesinski and his bosses at AB Volvo certainly think so. Later research showed that the campaign had a sizable, positive impact on both trucker and public perceptions. More than 30 million U.S. adults recalled seeing the Super Bowl ad. Just that one ad created a 98 percent increase in the general public's awareness of Volvo trucks and significantly improved public perceptions of Volvo drivers as intelligent, safe, successful, and friendly.

Perhaps more importantly, the ad was viewed by 1.4 million truck drivers, almost half the target market. Twenty-three percent of these drivers talked about the ad with someone else, generating more than 325,000 conversations about the commercial. After the Best Drive campaign, substantially higher proportions of drivers and buyers perceive the Volvo VN770 as being like a "Hilton" rather than a "Motel 6," and as a "sleek, aerodynamic, friendly vehicle" versus a "work truck." The campaign created 30 percent driver preference for Volvo trucks, higher than preferences for competitors Freightliner (25 percent), Peterbilt (23 percent), and Kenworth (16 percent). By the end of 1998, sales of Volvo trucks were up 44.5 percent compared with the previous year; market share rose 2.5 points to 12 percent. Based on these results, Volvo Trucks North America sponsored a repeat promotion, The Best Drive in the Game II, the following year, including a brand new ad in the 1999 Super Bowl.

Why did the Best Drive promotion work so well? Success resulted from much, much more than just a single Super Bowl ad. "The ad was definitely the main attraction," says Jim Lesinski, "but it was really just the lure that pulled drivers into the full Best Drive promotion and got them into our trucks." By blending Super Bowl advertising with a full slate of other carefully targeted ads, promotions, and events, Lesinski created a complete integrated marketing communications campaign that had a larger and more lasting impact than any single ad could ever have achieved.1
Modern marketing calls for more than just developing a good product, pricing it attractively, and making it available to target customers. Companies must also communicate with current and prospective customers, and what they communicate should not be left to chance. For most companies, the question is not whether to communicate, but how much to spend and in what ways. All of their communications efforts must be blended into a consistent and coordinated communications program.
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	The Marketing Communications Mix


A company's total marketing communications mix—also called its promotion mix—consists of the specific blend of advertising, personal selling, sales promotion, public relations, and direct-marketing tools that the company uses to pursue its advertising and marketing objectives. Definitions of the five major promotion tools follow:2
Advertising: Any paid form of nonpersonal presentation and promotion of ideas, goods, or services by an identified sponsor.

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

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

Public relations: Building good relations with the company's various publics by obtaining favorable publicity, building up a good corporate image, and handling or heading off unfavorable rumors, stories, and events.

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

Each category involves specific tools. For example, advertising includes print, broadcast, outdoor, and other forms. Personal selling includes sales presentations, trade shows, and incentive programs. Sales promotion includes point-of-purchase displays, premiums, discounts, coupons, specialty advertising, and demonstrations. Direct marketing includes catalogs, telemarketing, fax, kiosks, the Internet, and more. Thanks to technological breakthroughs, people can now communicate through traditional media (newspapers, radio, telephone, television), as well as through newer media forms (fax machines, cellular phones, pagers, and computers). The new technologies have encouraged more companies to move from mass communication to more targeted communication and one-to-one dialogue.
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	Take a moment to read about how, in some product categories, advertising dollars are moving from one element of the promotional mix to another.
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At the same time, communication goes beyond these specific promotion tools. The product's design, its price, the shape and color of its package, and the stores that sell it—all communicate something to buyers. Thus, although the promotion mix is the company's primary communication activity, the entire marketing mix—promotion and product, price, and place—must be coordinated for the greatest communication impact.

In this chapter, we begin by examining the rapidly changing marketing communications environment, the concept of integrated marketing communications, and the marketing communication process. Next, we discuss the factors that marketing communicators must consider in shaping an overall communication mix. Finally, we summarize the legal, ethical, and social responsibility issues in marketing communications. In chapter 15, we look at mass-communication tools—advertising, sales promotion, and public relations. Chapter 16 examines the sales force as a communication and promotion tool.

	Integrated Marketing Communications


During the past several decades, companies around the world have perfected the art of mass marketing—selling highly standardized products to masses of customers. In the process, they have developed effective mass-media advertising techniques to support their mass-marketing strategies. These companies routinely invest millions of dollars in the mass media, reaching tens of millions of customers with a single ad. However, as we move into the twenty-first century, marketing managers face some new marketing communications realities.

The Changing Communications Environment

Two major factors are changing the face of today's marketing communications. First, as mass markets have fragmented, marketers are shifting away from mass marketing. More and more, they are developing focused marketing programs designed to build closer relationships with customers in more narrowly defined micromarkets. Second, vast improvements in information technology are speeding the movement toward segmented marketing. Today's information technology helps marketers to keep closer track of customer needs—more information about consumers at the individual and household levels is available than ever before. New technologies also provide new communications avenues for reaching smaller customer segments with more tailored messages.

The shift from mass marketing to segmented marketing has had a dramatic impact on marketing communications. Just as mass marketing gave rise to a new generation of mass-media communications, the shift toward one-to-one marketing is spawning a new generation of more specialized and highly targeted communications efforts.3
Given this new communications environment, marketers must rethink the roles of various media and promotion mix tools. Mass-media advertising has long dominated the promotion mixes of consumer product companies. However, although television, magazines, and other mass media remain very important, their dominance is now declining. Market fragmentation has resulted in media fragmentation—in an explosion of more focused media that better match today's targeting strategies. For example, in 1975 what used to be the three major TV networks (ABC, CBS, and NBC) attracted 82 percent of the 24-hour viewing audience. By 1995 that number had dropped to only 35 percent, as cable television and satellite broadcasting systems offered advertisers dozens or even hundreds of alternative channels that reach smaller, specialized audiences. It's expected to drop even further, down to 25 percent by the year 2005. Similarly, the relatively few mass magazines of the 1940s and 1950s—Look, Life, Saturday Evening Post—have been replaced by more than 18,600 special-interest magazines reaching more focused audiences. Beyond these channels, advertisers are making increased use of new, highly targeted media, ranging from video screens on supermarket shopping carts to CD-ROM catalogs and Web sites on the Internet.4
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	The relatively few mass magazines of past decades have been replaced today by thousands of magazines targeting special-interest audiences. HMF alone publishes these and more than 20 other magazines reaching 17 different markets and more than 47 million readers, not to mention a wide range of online, broadcast, outdoor, and other media.


More generally, advertising appears to be giving way to other elements of the promotion mix. In the glory days of mass marketing, consumer product companies spent the lion's share of their promotion budgets on mass-media advertising. Today, media advertising captures only about 26 percent of total promotion spending.5 The rest goes to various sales promotion activities, which can be focused more effectively on individual consumer and trade segments. They are using a richer variety of focused communication tools in an effort to reach their diverse target markets. In all, companies are doing less broadcasting and more narrowcasting.
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	Take a moment to consider the effects of media fragmentation.
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The Need for Integrated Marketing Communications

The shift from mass marketing to targeted marketing, and the corresponding use of a richer mixture of communication channels and promotion tools, poses a problem for marketers. Consumers are being exposed to a greater variety of marketing communications from and about the company from a broader array of sources. However, customers don't distinguish between message sources the way marketers do. In the consumer's mind, advertising messages from different media such as television, magazines, or online sources blur into one. Messages delivered via different promotional approaches—such as advertising, personal selling, sales promotion, public relations, or direct marketing—all become part of a single message about the company. Conflicting messages from these different sources can result in confused company images and brand positions.

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

The problem is that these communications often come from different company sources. Advertising messages are planned and implemented by the advertising department or advertising agency. Personal selling communications are developed by sales management. Other functional specialists are responsible for public relations, sales promotion, direct marketing, online sites, and other forms of marketing communications. Recently, such functional separation has been a major problem for many companies and their Internet communications activities, which are often split off into separate organizational units. "These new, forward-looking, high-tech functional groups, whether they exist as part of an established organization or as a separate new business operation, commonly are located in separate space, apart from the traditional operation," observes one IMC expert. "They generally are populated by young, enthusiastic, technologically proficient people with a burning desire to 'change the world,' " he adds, but "the separation and the lack of cooperation and cohesion" can be a disintegrating force in marketing communications.

In the past, no one person was responsible for thinking through the communication roles of the various promotion tools and coordinating the promotion mix. Today, however, more companies are adopting the concept of integrated marketing communications (IMC). Under this concept, as illustrated in Figure 14.1, the company carefully integrates and coordinates its many communications channels to deliver a clear, consistent, and compelling message about the organization and its products.6 As one marketing executive puts it, "IMC builds a strong brand identity in the marketplace by tying together and reinforcing all your images and messages. IMC means that all your corporate messages, positioning and images, and identity are coordinated across all [marketing communications] venues. It means that your PR materials say the same thing as your direct mail campaign, and your advertising has the same 'look and feel' as your Web site."7
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	Figure 14.1
	Integrated Marketing Communications


The IMC solution calls for recognizing all contact points where the customer may encounter the company, its products, and its brands. Each brand contact will deliver a message, whether good, bad, or indifferent. The company must strive to deliver a consistent and positive message at all contact points.

To help implement integrated marketing communications, some companies appoint a marketing communications director—or marcom manager—who has overall responsibility for the company's communications efforts. Integrated marketing communications produces better communications consistency and greater sales impact. It places the responsibility in someone's hands—where none existed before—to unify the company's image as it is shaped by thousands of company activities. It leads to a total marketing communication strategy aimed at showing how the company and its products can help customers solve their problems.

	A View of the Communication Process


Integrated marketing communications involves identifying the target audience and shaping a well-coordinated promotional program to elicit the desired audience response. Too often, marketing communications focus on overcoming immediate awareness, image, or preference problems in the target market. But this approach to communication has limitations: It is too short term and too costly, and most messages of this type fall on deaf ears. Today, marketers are moving toward viewing communications as managing the customer relationship over time, during the preselling, selling, consuming, and postconsumption stages. Because customers differ, communications programs need to be developed for specific segments, niches, and even individuals. Given the new interactive communications technologies, companies must ask not only "How can we reach our customers?" but also "How can we find ways to let our customers reach us?"

Thus, the communications process should start with an audit of all the potential contacts target customers may have with the company and its brands. For example, someone purchasing a new computer may talk to others, see television ads, read articles and ads in newspapers and magazines, visit various Web sites, and try out computers in one or more stores. The marketer needs to assess the influence that each of these communications experiences will have at different stages of the buying process. This understanding will help marketers allocate their communication dollars more efficiently and effectively.

To communicate effectively, marketers need to understand how communication works. Communication involves the nine elements shown in Figure 14.2. Two of these elements are the major parties in a communication—the sender and the receiver. Another two are the major communication tools—the message and the media. Four more are major communication functions—encoding, decoding, response, and feedback. The last element is noise in the system. Definitions of these elements follow and are applied to an ad for Hewlett-Packard (HP) color copiers.
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	Figure 14.2
	Elements in the Communication Process


· Sender: The party sending the message to another party—here, HP.

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

· Message: The set of symbols that the sender transmits—the actual HP copier ad.

· Media: The communication channels through which the message moves from sender to receiver—in this case, the specific magazines that HP selects.

· Decoding: The process by which the receiver assigns meaning to the symbols encoded by the sender—a consumer reads the HP copier ad and interprets the words and illustrations it contains.

· Receiver: The party receiving the message sent by another party—the home office or business customer who reads the HP copier ad.

· Response: The reactions of the receiver after being exposed to the message—any of hundreds of possible responses, such as the consumer is more aware of the attributes of HP copiers, actually buys an HP copier, or does nothing.

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

· Noise: The unplanned static or distortion during the communication process, which results in the receiver's getting a different message than the one the sender sent—the consumer it distracted while reading the magazine and misses the HP ad or its key points.
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	Consider how two companies are trying to relate better to the "fields of experience" of minority consumers.
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For a message to be effective, the sender's encoding process must mesh with the receiver's decoding process. Thus, the best messages consist of words and other symbols that are familiar to the receiver. The more the sender's field of experience overlaps with that of the receiver, the more effective the message is likely to be. Marketing communicators may not always share their consumer's field of experience. For example, an advertising copywriter from one social stratum might create ads for consumers from another stratum—say, blue-collar workers or wealthy business owners. However, to communicate effectively, the marketing communicator must understand the consumer's field of experience.

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

	Steps in Developing Effective Communication


We now examine the steps in developing an effective integrated communications and promotion program. The marketing communicator must do the following: Identify the target audience; determine the communication objectives; design a message; choose the media through which to send the message; select the message source; and collect feedback.

Identifying the Target Audience

A marketing communicator starts with a clear target audience in mind. The audience may be potential buyers or current users, those who make the buying decision or those who influence it. The audience may be individuals, groups, special publics, or the general public. The target audience will heavily affect the communicator's decisions on what will be said, how it will be said, when it will be said, where it will be said, and who will say it.

Determining the Communication Objectives

Once the target audience has been defined, the marketing communicator must decide what response is sought. Of course, in many cases, the final response is purchase. But purchase is the result of a long process of consumer decision making. The marketing communicator needs to know where the target audience now stands and to what stage it needs to be moved. The target audience may be in any of six buyer-readiness stages, the stages consumers normally pass through on their way to making a purchase. These stages include awareness, knowledge, liking, preference, conviction, and purchase (see Figure 14.3).
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	Figure 14.3
	Buyer-Readiness Stages


The marketing communicator's target market may be totally unaware of the product, know only its name, or know one or a few things about it. The communicator must first build awareness and knowledge. For example, when Nissan introduced its Infiniti automobile line, it began with an extensive "teaser" advertising campaign to create name familiarity. Initial ads for the Infiniti created curiosity and awareness by showing the car's name but not the car. Later ads created knowledge by informing potential buyers of the car's high quality and many innovative features.
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	Moving consumers toward purchase: Nissan created awareness for Infiniti using teaser ads that didn't show the car. Later ads created liking, preference, and conviction by comparing the Infiniti's features to those of competitors.


Assuming target consumers know the product, how do they feel about it? Once potential buyers knew about the Infiniti, Nissan's marketers wanted to move them through successively stronger stages of feelings toward the car. These stages included liking (feeling favorable about the Infiniti), preference (preferring Infiniti to other car brands), and conviction (believing that Infiniti is the best car for them). Infiniti marketers used a combination of the promotion mix tools to create positive feelings and conviction. Advertising extolled the Infiniti's advantages over competing brands. Press releases and other public relations activities stressed the car's innovative features and performance. Dealer salespeople told buyers about options, value for the price, and after-sale service.

Finally, some members of the target market might be convinced about the product, but not quite get around to making the purchase. Potential Infiniti buyers might have decided to wait for more information or for the economy to improve. The communicator must lead these consumers to take the final step. Actions might include offering special promotional prices, rebates, or premiums. Salespeople might call or write to selected customers, inviting them to visit the dealership for a special showing. The Infiniti Web site tells potential buyers, "Own one and you'll understand," explains various financing options, and invites them to visit the local dealer's showroom.

Of course, marketing communications alone cannot create positive feelings and purchases for Infiniti. The car itself must provide superior value for the customer. In fact, outstanding marketing communications can actually speed the demise of a poor product. The more quickly potential buyers learn about the poor product, the more quickly they become aware of its faults. Thus, good marketing communication calls for "good deeds followed by good words."
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	Consider the objectives of a familiar ad campaign.
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Designing a Message

Having defined the desired audience response, the communicator turns to developing an effective message. Ideally, the message should get Attention, hold Interest, arouse Desire, and obtain Action (a framework known as the AIDA model). In practice, few messages take the consumer all the way from awareness to purchase, but the AIDA framework suggests the desirable qualities of a good message. In putting the message together, the marketing communicator must decide what to say (message content) and how to say it (message structure and format).
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	Take a moment to read about a novel way of attracting viewer attention.
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Message Content

The communicator has to figure out an appeal or theme that will produce the desired response. There are three types of appeals: rational, emotional, and moral. Rational appeals relate to the audience's self-interest. They show that the product will produce the desired benefits. Examples are messages showing a product's quality, economy, value, or performance. Thus, in its ads, Mercedes offers automobiles that are "engineered like no other car in the world," stressing engineering design, performance, and safety.

Emotional appeals attempt to stir up either negative or positive emotions that can motivate purchase. Communicators may use positive emotional appeals such as love, pride, joy, and humor. For example, advocates for humorous messages claim that they attract more attention and create more liking and belief in the sponsor. Consider the recent series of ads from Hartford Financial Services Group:

The insurer's new . . . ads use humor to talk about what for most people is either a deadly serious or eternally boring subject. New slogan: "Whatever life brings. Bring it on." In [one] spot, a kangaroo escapes from the zoo and starts bouncing through a crowd. "Possibility one: He flattens your car. Your Hartford auto policy covers the damage. Possibility two: He flattens your hot dog stand. Your Hartford small-business insurance helps you rebuild. Possibility three: He flattens your Great Aunt Edna. Might we suggest investing your inheritance in one of our top-selling annuities?" Funny, no? Hartford's chairman and chief executive . . . thinks so. "Insurance ads often portray fires—mishaps if you will," he says. Now, "there is nothing humorous about a fire or a hurricane," he quickly adds. But "because everybody's ads are so serious" in the insurance business "we thought it would be neat if we portrayed a more energetic, confident, invigorating attitude to life. We wanted people to remember us, and we thought humor would bring that out." Insurance "is such a low-interest category, bordering on no interest," adds [an executive at Hartford's ad agency]. . . . "Creatively, you better make people cry or make them laugh, or it's not going to be memorable," she says. Hartford says consumer tests found the company's message—that it's in the financial-services industry and not just in insurance—came through clearly. What's more, she says, the ads "seemed to warm up the company's personality, and we want people to identify with us."8
Cliff Freeman, the adman responsible for a decade's worth of humorous Little Caesars' "Pizza, Pizza" ads, as well as more recent side splitters for companies like Staples and Outpost.com, contend that "Humor is a great way to bound out of the starting gate. When you make people laugh, and they feel good after seeing the commercial, they like the association with the product." But others maintain that humor can detract from comprehension, wear out its welcome fast, and overshadow the product.9
Communicators can also use negative emotional appeals, such as fear, guilt, and shame that get people to do things they should (brush their teeth, buy new tires) or to stop doing things they shouldn't (smoke, drink too much, eat fatty foods). For example, a Crest ad invokes mild fear when it claims, "There are some things you just can't afford to gamble with" (cavities). Etonic ads ask, "What would you do if you couldn't run?" They go on to note that Etonic athletic shoes are designed to avoid injuries—they're "built so you can last." The American Academy of Dermatology advertises, "One in every five Americans will develop skin cancer. Don't be the one."

Moral appeals are directed to the audience's sense of what is "right" and "proper." They are often used to urge people to support social causes such as a cleaner environment, better race relations, equal rights for women, and aid to the disadvantaged. An example of a moral appeal is the March of Dimes appeal, "God made you whole. Give to help those He didn't."
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	Consider how one company plans to use emotional appeal in its ad campaigns.
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Message Structure

The communicator must also decide how to handle three message structure issues. The first is whether to draw a conclusion or leave it to the audience. Early research showed that drawing a conclusion was usually more effective. More recent research, however, suggests that in many cases the advertiser is better off asking questions and letting buyers come to their own conclusions. The second message structure issue is whether to present a one-sided argument (mentioning only the product's strengths) or a two-sided argument (touting the product's strengths while also admitting its shortcomings). Usually, a one-sided argument is more effective in sales presentations—except when audiences are highly educated or likely to hear opposing claims, or when the communicator has a negative association to overcome. In this spirit, Heinz ran the message "Heinz Ketchup is slow good" and Listerine ran the message "Listerine tastes bad twice a day."10 In such cases, two-sided messages can enhance the advertiser's credibility and make buyers more resistant to competitor attacks. The third message structure issue is whether to present the strongest arguments first or last. Presenting them first gets strong attention but may lead to an anticlimactic ending.

Message Format

The marketing communicator also needs a strong format for the message. In a print ad, the communicator has to decide on the headline, copy, illustration, and color. To attract attention, advertisers can use novelty and contrast; eye-catching pictures and headlines; distinctive formats; message size and position; and color, shape, and movement. If the message is to be carried over the radio, the communicator has to choose words, sounds, and voices. The "sound" of an announcer promoting banking services should be different from one promoting quality furniture.
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	Message format: To attract attention, advertisers can use distinctive formats, novelty, and eye-catching pictures, as in this award-winning Volkswagen ad.


If the message is to be carried on television or in person, then all these elements plus body language have to be planned. Presenters plan their facial expressions, gestures, dress, posture, and hairstyle. If the message is carried on the product or its package, the communicator has to watch texture, scent, color, size, and shape. For example, color plays a major communication role in food preferences. When consumers sampled four cups of coffee that had been placed next to brown, blue, red, and yellow containers (the coffee samples were identical, but the consumers did not know this), 75 percent felt that the coffee next to the brown container tasted too strong; nearly 85 percent judged the coffee next to the red container to be the richest; nearly everyone felt that the coffee next to the blue container was mild; and the coffee next to the yellow container was judged as weak. Thus, if a coffee company wants to communicate that its coffee is rich, it should probably use a red container along with label copy boasting the coffee's rich taste.11
Choosing Media

The communicator now must select channels of communication. There are two broad types of communication channels—personal and nonpersonal.
Personal Communication Channels

In personal communication channels, two or more people communicate directly with each other. They might communicate face to face, over the telephone, through the mail, or even through an Internet "chat." Personal communication channels are effective because they allow for personal addressing and feedback.

Some personal communication channels are controlled directly by the company. For example, company salespeople contact buyers in the target market. But other personal communications about the product may reach buyers through channels not directly controlled by the company. These might include independent experts—consumer advocates, consumer buying guides, and others—making statements to target buyers. Or they might be neighbors, friends, family members, and associates talking to target buyers. This last channel, known as word-of-mouth influence, has considerable effect in many product areas.

Personal influence carries great weight for products that are expensive, risky, or highly visible. For example, buyers of automobiles and major appliances often go beyond mass-media sources to seek the opinions of knowledgeable people.

Companies can take steps to put personal communication channels to work for them. For example, they can create opinion leaders—people whose opinions are sought by others—by supplying certain people with the product on attractive terms. For instance, they can work through community members such as local radio personalities, class presidents, and heads of local organizations. They can use influential people in their advertisements or develop advertising that has high "conversation value."

Nonpersonal Communication Channels

Nonpersonal communication channels are media that carry messages without personal contact or feedback. They include major media, atmospheres, and events. Major media include print media (newspapers, magazines, direct mail), broadcast media (radio, television), display media (billboards, signs, posters), and online media (online services, Web sites). Atmospheres are designed environments that create or reinforce the buyer's leanings toward buying a product. Thus, lawyers' offices and banks are designed to communicate confidence and other qualities that might be valued by their clients. Events are staged occurrences that communicate messages to target audiences. For example, public relations departments arrange press conferences, grand openings, shows and exhibits, public tours, and other events.

Nonpersonal communication affects buyers directly. In addition, using mass media often affects buyers indirectly by causing more personal communication. Communications first flow from television, magazines, and other mass media to opinion leaders and then from these opinion leaders to others. Thus, opinion leaders step between the mass media and their audiences and carry messages to people who are less exposed to media. This suggests that mass communicators should aim their messages directly at opinion leaders, letting them carry the message to others.

Selecting the Message Source

In either personal or nonpersonal communication, the message's impact on the target audience is also affected by how the audience views the communicator. Messages delivered by highly credible sources are more persuasive. Thus, marketers hire celebrity endorsers—well-known athletes, actors, and even cartoon characters—to deliver their messages. Many food companies promote to doctors, dentists, and other health care providers to motivate these professionals to recommend their products to patients.

Campbell Soup Company did this to promote its Intelligent Quisine (IQ) meal plan program of prepackaged, healthy frozen entrées and snacks delivered weekly via UPS to customers' homes. The 40 or so meals are tailored to nutritional guidelines limiting fat, cholesterol, and salt. To win over physicians, Campbell consulted with the American Heart Association and the American Diabetes Association and sponsored research on the program's effectiveness. Campbell salespeople visit health care professionals regularly, urging them to recommend the Intelligent Quisine program to their patients.12
Collecting Feedback

After sending the message, the communicator must research its effect on the target audience. This involves asking the target audience members whether they remember the message, how many times they saw it, what points they recall, how they felt about the message, and their past and present attitudes toward the product and company. The communicator would also like to measure behavior resulting from the message—how many people bought a product, talked to others about it, or visited the store.

Feedback on marketing communications may suggest changes in the promotion program or in the product offer itself. For example, US Airways uses television and newspaper advertising to inform area consumers about the airline, its routes, and its fares. Suppose feedback research shows that 80 percent of all fliers in an area recall seeing the airline's ads and are aware of its flights and prices. Sixty percent of these aware fliers have flown US Airways, but only 20 percent of those who tried it were satisfied. These results suggest that although promotion is creating awareness, the airline isn't giving consumers the satisfaction they expect. Therefore, US Airways needs to improve its service while staying with the successful communication program. In contrast, suppose the research shows that only 40 percent of area consumers are aware of the airline, only 30 percent of those aware have tried it, but 80 percent of those who have tried it return. In this case, US Airways needs to strengthen its promotion program to take advantage of its power to create customer satisfaction.

	the Total Promotion Budget and Mix


We have looked at the steps in planning and sending communications to a target audience. But how does the company decide on the total promotion budget and its division among the major promotional tools to create the promotion mix? By what process does it blend the tools to create integrated marketing communications? We now look at these questions.

Setting the Total Promotion Budget

One of the hardest marketing decisions facing a company is how much to spend on promotion. John Wanamaker, the department store magnate, once said, "I know that half of my advertising is wasted, but I don't know which half. I spent $2 million for advertising, and I don't know if that is half enough or twice too much." Thus, it is not surprising that industries and companies vary widely in how much they spend on promotion. Promotion spending may be 20 to 30 percent of sales in the cosmetics industry and only 2 or 3 percent in the industrial machinery industry. Within a given industry, both low and high spenders can be found.13
How does a company decide on its promotion budget? We look at four common methods used to set the total budget for advertising: the affordable method, the percentage-of-sales method, the competitive-parity method, and the objective-and-task method.14
Affordable Method

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

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

Percentage-of-Sales Method

Other companies use the percentage-of-sales method, setting their promotion budget at a certain percentage of current or forecasted sales. Or they budget a percentage of the unit sales price. The percentage-of-sales method has advantages. It is simple to use and helps management think about the relationships between promotion spending, selling price, and profit per unit.

Despite these claimed advantages, however, the percentage-of-sales method has little to justify it. It wrongly views sales as the cause of promotion rather than as the result. "A study in this area found good correlation between investments in advertising and the strength of the brands concerned—but it turned out to be effect and cause, not cause and effect. . . . The strongest brands had the highest sales and could afford the biggest investments in advertising!"15 Thus, the percentage-of-sales budget is based on availability of funds rather than on opportunities. It may prevent the increased spending sometimes needed to turn around falling sales. Because the budget varies with year-to-year sales, long-range planning is difficult. Finally, the method does not provide any basis for choosing a specific percentage, except what has been done in the past or what competitors are doing.

Competitive-Parity Method

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

Two arguments support this method. First, competitors' budgets represent the collective wisdom of the industry. Second, spending what competitors spend helps prevent promotion wars. Unfortunately, neither argument is valid. There are no grounds for believing that the competition has a better idea of what a company should be spending on promotion than does the company itself. Companies differ greatly, and each has its own special promotion needs. Finally, there is no evidence that budgets based on competitive parity prevent promotion wars.
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	Business thrives on information. Consider what a firm could do with information about their competitors' ad budgets.
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Objective-and-Task Method

The most logical budget-setting method is the objective-and-task method, whereby the company sets its promotion budget based on what it wants to accomplish with promotion. This budgeting method entails (1) defining specific promotion objectives, (2) determining the tasks needed to achieve these objectives, and (3) estimating the costs of performing these tasks. The sum of these costs is the proposed promotion budget.

The objective-and-task method forces management to spell out its assumptions about the relationship between dollars spent and promotion results. But it is also the most difficult method to use. Often, it is hard to figure out which specific tasks will achieve specific objectives. For example, suppose Sony wants 95 percent awareness for its latest camcorder model during the six-month introductory period. What specific advertising messages and media schedules should Sony use to attain this objective? How much would these messages and media schedules cost? Sony management must consider such questions, even though they are hard to answer.

Setting the Overall Promotion Mix

The company now must divide the total promotion budget among the major promotion tools—advertising, personal selling, sales promotion, public relations, and direct marketing. The concept of integrated marketing communications suggests that it must blend the promotion tools carefully into a coordinated promotion mix. But how does the company determine what mix of promotion tools it will use? Companies within the same industry differ greatly in the design of their promotion mixes. For example, Avon spends most of its promotion funds on personal selling and direct marketing, whereas Revlon spends heavily on consumer advertising. Compaq Computer relies on advertising and promotion to retailers, whereas Dell Computer uses only direct marketing. We now look at factors that influence the marketer's choice of promotion tools.

The Nature of Each Promotion Tool

Each promotion tool has unique characteristics and costs. Marketers must understand these characteristics in selecting their tools.

Advertising

Advertising can reach masses of geographically dispersed buyers at a low cost per exposure, and it enables the seller to repeat a message many times. For example, television advertising can reach huge audiences. More than 127 million Americans tuned into the most recent Super Bowl and about 78 million people watched at least part of the past Academy Awards broadcast. "If you want to get to the mass audience," says a media services executive, "broadcast TV is where you have to be." He adds, "For anybody introducing anything who has to lasso an audience in a hurry—a new product, a new campaign, a new movie—the networks are still the biggest show in town."16
Beyond its reach, large-scale advertising says something positive about the seller's size, popularity, and success. Because of advertising's public nature, consumers tend to view advertised products as more legitimate. Advertising is also very expressive—it allows the company to dramatize its products through the artful use of visuals, print, sound, and color. On the one hand, advertising can be used to build up a long-term image for a product (such as Coca-Cola ads). On the other hand, advertising can trigger quick sales (as when Sears advertises a weekend sale).

Advertising also has some shortcomings. Although it reaches many people quickly, advertising is impersonal and cannot be as directly persuasive as company salespeople. For the most part, advertising can carry on only a one-way communication with the audience, and the audience does not feel that it has to pay attention or respond. In addition, advertising can be very costly. Although some advertising forms, such as newspaper and radio advertising, can be done on smaller budgets, other forms, such as network TV advertising, require very large budgets.

Personal Selling

Personal selling is the most effective tool at certain stages of the buying process, particularly in building up buyers' preferences, convictions, and actions. It involves personal interaction between two or more people, so each person can observe the other's needs and characteristics and make quick adjustments. Personal selling also allows all kinds of relationships to spring up, ranging from a matter-of-fact selling relationship to personal friendship. The effective salesperson keeps the customer's interests at heart in order to build a long-term relationship. Finally, with personal selling the buyer usually feels a greater need to listen and respond, even if the response is a polite "no thank you."

These unique qualities come at a cost, however. A sales force requires a longer-term commitment than does advertising—advertising can be turned on and off, but sales force size is harder to change. Personal selling is also the company's most expensive promotion tool, costing companies $165 on average per sales call.17 U.S. firms spend up to three times as much on personal selling as they do on advertising.

Sales Promotion

Sales promotion includes a wide assortment of tools—coupons, contests, cents-off deals, premiums, and others—all of which have many unique qualities. They attract consumer attention, offer strong incentives to purchase, and can be used to dramatize product offers and to boost sagging sales. Sales promotions invite and reward quick response—whereas advertising says, "Buy our product," sales promotion says, "Buy it now." Sales promotion effects are often short lived, however, and often are not as effective as advertising or personal selling in building long-run brand preference.

Public Relations

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

Direct Marketing

Although there are many forms of direct marketing— telemarketing, direct mail, electronic marketing, online marketing, and others—they all share four distinctive characteristics. Direct marketing is nonpublic: The message is normally addressed to a specific person. Direct marketing also is immediate and customized: Messages can be prepared very quickly, and they can be tailored to appeal to specific consumers. Finally, direct marketing is interactive: It allows a dialogue between the marketing and the consumer, and messages can be altered depending on the consumer's response. Thus, direct marketing is well suited to highly targeted marketing efforts and to building one-to-one customer relationships.

Promotion Mix Strategies

Marketers can choose from two basic promotion mix strategies—push promotion or pull promotion. Figure 14.4 contrasts the two strategies. The relative emphasis on the specific promotion tools differs for push and pull strategies. A push strategy involves "pushing" the product through distribution channels to final consumers. The producer directs its marketing activities (primarily personal selling and trade promotion) toward channel members to induce them to carry the product and to promote it to final consumers. Using a pull strategy, the producer directs its marketing activities (primarily advertising and consumer promotion) toward final consumers to induce them to buy the product. If the pull strategy is effective, consumers will then demand the product from channel members, who will in turn demand it from producers. Thus, under a pull strategy, consumer demand "pulls" the product through the channels.
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	Figure 14.4
	Push versus pull promotion strategy


Some small industrial goods companies use only push strategies; some direct-marketing companies use only pull. However, most large companies use some combination of both. For example, Frito-Lay uses mass-media advertising to pull its products and a large sales force and trade promotions to push its products through the channels. In recent years, consumer goods companies have been decreasing the pull portions of their promotion mixes in favor of more push.

Companies consider many factors when developing their promotion mix strategies, including type of product–market and the product life-cycle stage. For example, the importance of different promotion tools varies between consumer and business markets. Consumer goods companies usually "pull" more, putting more of their funds into advertising, followed by sales promotion, personal selling, and then public relations. In contrast, business-to-business marketers tend to "push" more, putting more of their funds into personal selling, followed by sales promotion, advertising, and public relations. In general, personal selling is used more heavily with expensive and risky goods and in markets with fewer and larger sellers.

The effects of different promotion tools also vary with stages of the product life cycle. In the introduction stage, advertising and public relations are good for producing high awareness, and sales promotion is useful in promoting early trial. Personal selling must be used to get the trade to carry the product. In the growth stage, advertising and public relations continue to be powerful influences, whereas sales promotion can be reduced because fewer incentives are needed. In the mature stage, sales promotion again becomes important relative to advertising. Buyers know the brands, and advertising is needed only to remind them of the product. In the decline stage, advertising is kept at a reminder level, public relations is dropped, and salespeople give the product only a little attention. Sales promotion, however, might continue strong.

Integrating the Promotion Mix

Having set the promotion budget and mix, the company must now take steps to see that all of the promotion mix elements are smoothly integrated. Here is a checklist for integrating the firm's marketing communications.18
· Analyze trends—internal and external—that can affect your company's ability to do business: Look for areas where communications can help the most. Determine the strengths and weaknesses of each communications function. Develop a combination of promotional tactics based on these strengths and weaknesses.

· Audit the pockets of communications spending throughout the organization: Itemize the communications budgets and tasks and consolidate these into a single budgeting process. Reassess all communications expenditures by product, promotional tool, stage of the life cycle, and observed effect.

· Identify all contact points for the company and its brands: Work to ensure that communications at each point are consistent with your overall communications strategy and that your communications efforts are occurring when, where, and how your customers want them.

· Team up in communications planning: Engage all communications functions in joint planning. Include customers, suppliers, and other stakeholders at every stage of communications planning.

· Create compatible themes, tones, and quality across all communications media: Make sure each element carries your unique primary messages and selling points. This consistency achieves greater impact and prevents the unnecessary duplication of work across functions.

· Create performance measures that are shared by all communications elements: Develop systems to evaluate the combined impact of all communications activities.

· Appoint a director responsible for the company's persuasive communications efforts: This move encourages efficiency by centralizing planning and creating shared performance measures.

	Socially Responsible Marketing Communication


In shaping its promotion mix, a company must be aware of the large body of legal and ethical issues surrounding marketing communications. Most marketers work hard to communicate openly and honestly with consumers and resellers. Still, abuses may occur, and public policy makers have developed a substantial body of laws and regulations to govern advertising, sales promotion, personal selling, and direct-marketing activities. In this section, we discuss issues regarding advertising, sales promotion, and personal selling. Issues regarding direct marketing are addressed in chapter 17.

Advertising and Sales Promotion

By law, companies must avoid false or deceptive advertising. Advertisers must not make false claims, such as suggesting that a product cures something when it does not. They must avoid ads that have the capacity to deceive, even though no one actually may be deceived. An automobile cannot be advertised as getting 32 miles per gallon unless it does so under typical conditions, and a diet bread cannot be advertised as having fewer calories simply because its slices are thinner.

Sellers must avoid bait-and-switch advertising that attracts buyers under false pretenses. For example, a large retailer advertised a sewing machine at $179. However, when consumers tried to buy the advertised machine, the seller downplayed its features, placed faulty machines on showroom floors, understated the machine's performance, and took other actions in an attempt to switch buyers to a more expensive machine. Such actions are both unethical and illegal.

A company's trade promotion activities also are closely regulated. For example, under the Robinson-Patman Act, sellers cannot favor certain customers through their use of trade promotions. They must make promotional allowances and services available to all resellers on proportionately equal terms.

Beyond simply avoiding legal pitfalls, such as deceptive or bait-and-switch advertising, companies can use advertising to encourage and promote socially responsible programs and actions. For example, State Farm joined with the National Council for Social Studies, National Science Teachers Association, and other national teachers' organizations to create a Good Neighbor Award to recognize primary and secondary teachers for innovation, leadership, and involvement in their profession. State Farm promotes the award through a series of print advertisements. Similarly, Caterpillar is one of several companies and environmental groups forming the Tropical Forest Foundation, which is working to save the great Amazon rain forest. It uses advertising to promote the cause and its involvement.
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	Give your opinion on a question concerning advertising claims.
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Personal Selling

A company's salespeople must follow the rules of "fair competition." Most states have enacted deceptive sales acts that spell out what is not allowed. For example, salespeople may not lie to consumers or mislead them about the advantages of buying a product. To avoid bait-and-switch practices, salespeople's statements must match advertising claims.

Different rules apply to consumers who are called on at home versus those who go to a store in search of a product. Because people called on at home may be taken by surprise and may be especially vulnerable to high-pressure selling techniques, the Federal Trade Commission (FTC) has adopted a three-day cooling-off rule to give special protection to customers who are not seeking products. Under this rule, customers who agree in their own homes to buy something costing more than $25 have 72 hours in which to cancel a contract or return merchandise and get their money back, no questions asked.

Much personal selling involves business-to-business trade. In selling to businesses, salespeople may not offer bribes to purchasing agents or to others who can influence a sale. They may not obtain or use technical or trade secrets of competitors through bribery or industrial espionage. Finally, salespeople must not disparage competitors or competing products by suggesting things that are not true.19
Key Terms
marketing communications mix (promotion mix) 

The specific mix of advertising, personal selling, sales promotion, public relations, and direct-marketing tools a company uses to pursue its advertising and marketing objectives.

advertising 

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

personal selling 

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

sales promotion 

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

public relations 

Building good relations with the company's various publics by obtaining favorable publicity, building up a good corporate image, and handling or heading off unfavorable rumors, stories, and events.

direct marketing 

Direct communications with carefully targeted individual consumers to obtain an immediate response, and cultivate lasting customer relationships.

integrated marketing communications (IMC) 

The concept under which a company carefully integrates and coordinates its many communications channels to deliver a clear, consistent, and compelling message about the organization and its products.

buyer-readiness stages 

The stages consumers normally pass through on their way to purchase, including awareness, knowledge, liking, preference, conviction, and purchase.

personal communication channels 

Channels through which two or more people communicate directly with one another, whether face to face, by telephone, by mail, or via the Internet.

word-of-mouth influence 

Personal communication about a product between target buyers and neighbors, friends, family members, and associates.

nonpersonal communication channels 

Media that carry messages without personal contact or feedback, including major media, atmospheres, and events.

affordable method 

Setting the promotion budget at the level management thinks the company can afford.

percentage-of-sales method 

Setting the promotion budget at a certain percentage of current or forecasted sales or as a percentage of the unit sales price.

competitive-parity method 

Setting the promotion budget to match competitors' outlays.

objective-and-task method 

Developing the promotion budget by (1) defining specific objectives, (2) determining the tasks that must be performed to achieve these objectives, and (3) estimating the costs of performing these tasks. The sum of these costs is the proposed promotion budget.

push strategy 

A promotion strategy that calls for using the sales force and trade promotion to push the product through channels.

pull strategy 

A promotion strategy that calls for spending a lot on advertising and consumer promotion to build up consumer demand, which pulls the product through the channels.

