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	What's Ahead


The senior marketing manager for M&M/Mars knew she was on to something when she got a call from her daughter at school. It seems that the kids in her daughter's class were picking up the phrase, "Not going anywhere for a while? Grab a Snickers." This was music to the woman behind the now highly successful Snickers advertising campaign.

In its "Not going anywhere for a while?" theme—later simplified to "Hungry? Why Wait?"—Snickers had found the elusive "big idea"—a creative approach that turns a solid advertising strategy into a great ad campaign. During the past three years, the idea has become the basis for a series of wonderfully engaging, award-winning commercials that spill over with brand personality. Such commercials are crucial in today's cluttered and chaotic TV advertising environment, in which the average U.S. adult is exposed to as many as 247 ads a day. Before an ad can even start to communicate a selling proposition, it must first break through the din of commercials and other distractions to capture viewer attention. Humor is often the best clutter buster, and the Snickers ads are delightfully funny.
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The campaign has consisted of several humorous variations on a central premise: Through circumstances beyond their control, characters in the ads find themselves stuck in one place for a long time, without access to a meal. The first spot in the campaign featured Buffalo Bills coach Marv Levy—who had taken teams to the Super Bowl four times without a win—lecturing his players that nobody would leave until they figured out how to win the big game. The ad was funny. It was also very expensive—football stars don't come cheap. So the creative team at BBDO Worldwide, the Snickers ad agency, set out to reduce production expenses. "We have a great idea," said the ad agency's creative director to his team. "Let's simplify it." The team responded with five new spots that not only cost less to produce but also allowed more effective use of 15-second media slots versus 30-second ones, thus saving on media costs as well. The lower budget created a kind of modesty and simplicity in the Snickers campaign that made the new ads even more appealing than the original.

One of these ads, set in a football locker room, took a good-natured poke at political correctness. In the ad, a gruff, crew-cut head coach announces, "Listen up. This year we gotta be a little more 'politically correct' with the team prayer." He turns to a priest standing behind him and says, "Hit it, Padre." The priest begins his prayer, but before he can go on, the coach butts in to introduce a second clergyman. "All right, Rabbi. Let's go." The rabbi too is cut off, this time in favor of a Native American spiritualist, who in turn gives way to a Buddhist monk. "That was very touching," growls the coach. As the camera pans the room to reveal a long line of spiritual leaders waiting to bless the team, the voice-over says, "Not going anywhere for a while? Grab a Snickers."

Some may take the Snickers campaign as comedy for comedy's sake, but beneath the funny lines is a very serious selling proposition. The stakes are high and so is the investment—M&M/Mars spends tens of millions of dollars each year on advertising for Snickers. The campaign's objective is to advance Snickers' long-time hunger-satisfaction positioning—it's what to eat to satisfy your between-meal hunger. Previous advertising portrayed idealized role models such as firefighters and investigative reporters scarfing down Snickers bars before committing nougat-fortified acts of heroism. Those ads were neither entertaining nor relevant to the brand's primary target market of males 18 to 22 years old. The new ads are both. They give Snickers a less serious tone and position the brand more credibly and believably as a hunger-relieving stop-gap measure. "We moved [our positioning] from [damping] a preoccupying hunger to satisfying hunger in an enjoyable way," says the senior marketing manager.

Perhaps the most memorable ad was "Chefs." The ad opens with Clarence, the "Chiefs'" elderly end zone painter, painstakingly reproducing the team logo beneath the goal posts. As he steps back finally to admire his work, a player walks up behind him. "Hey, that's great," says the beefy player, "but who are the Chefs?" Yes, he left out the "i," which is amusing, but his reaction is hilarious. "Great googily moogily," he grumbles. (It's a line one member of the ad team remembered hearing an old uncle exclaim.) Disgusted that he's not going anywhere for a while, he gnaws on a Snickers.

A more recent ad taps the old gag of an umpire needing eyeglasses. A long-suffering but patient optometrist deals with a ref in a striped shirt who keeps seeing cows on the letter chart. "No, there are no cows," says the doctor gently. Meanwhile, his bored assistant looks outside the examination room to see a dozen officials in the waiting room. As the announcer asks "Hungry? Why Wait?" the assistant takes a big chomp out of a super-size Snickers bar.

Lots of people are chomping a Snickers, it would appear. The aggressive ad campaign has helped make Snickers one of the best-performing candy and snack brands in the country. The campaign seems to have captured the minds and imaginations of American consumers. "Enjoy-ability, memorability, and awareness of the thing have gone through the roof," says the director of marketing for the brand.

Thus, the Snickers advertising campaign amounts to much more than just funny ads. Bob Garfield, ad reviewer for Advertising Age, concludes, "The annals of advertising record very few . . . enduring 'big ideas,' but soon you may add to the list [Hungry? Why Wait?]. . . . As the campaign inexorably develops—and it will, over many years—this [big] idea will be revealed to have more than charm. It will have depth, scope, and the endless power of surprise. So grab a Snickers and enjoy. This advertising isn't going away for a long, long, time." In 1999, for the third year in a row, a Snickers "Hungry? Why Wait?" ad was selected as the Ad Age Best TV Spot in the packaged-goods category.1
Companies must do more than make good products—they must inform consumers about product benefits and carefully position products in consumers' minds. To do this, they must skillfully use the mass-promotion tools of advertising, sales promotion, and public relations. In this chapter, we take a closer look at each of these tools.
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	Advertising


Advertising can be traced back to the very beginnings of recorded history. Archaeologists working in the countries around the Mediterranean Sea have dug up signs announcing various events and offers. The Romans painted walls to announce gladiator fights, and the Phoenicians painted pictures promoting their wares on large rocks along parade routes. A Pompeii wall painting praised a politician and asked for votes. During the Golden Age in Greece, town criers announced the sale of cattle, crafted items, and even cosmetics. An early "singing commercial" went as follows: "For eyes that are shining, for cheeks like the dawn/For beauty that lasts after girlhood is gone/For prices in reason, the woman who knows/Will buy her cosmetics from Aesclyptos."

Modern advertising, however, is a far cry from these early efforts. U.S. advertisers now run up an estimated annual advertising bill of more than $212 billion; worldwide ad spending exceeds $414 billion.2 Although advertising is used mostly by business firms, it also is used by a wide range of nonprofit organizations, professionals, and social agencies that advertise their causes to various target publics. In fact, the twenty-fifth largest advertising spender is a nonprofit organization—the U.S. government. Advertising is a good way to inform and persuade, whether the purpose is to sell Coca-Cola worldwide or to get consumers in a developing nation to drink milk or use birth control.

Large national advertisers spend huge amounts to position their brands and influence buyers. General Motors, the nation's top advertiser, spends $2.9 billion annually in the United States alone. Number-two Procter & Gamble spends $2.7 billion in the United States and more than twice that amount worldwide.3 Other major spenders are found in the retailing, auto, food, and entertainment industries. Advertising as a percentage of sales varies greatly by industry. For example, percentage spending is low in the auto industry but high in food, drugs, toiletries, and cosmetics.

Marketing management must make four important decisions when developing an advertising program (see Figure 15.1): setting advertising objectives, setting advertising budgets, developing advertising strategy (message decisions and media decisions), and evaluating advertising campaigns.
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	Figure 15.1
	Major advertising decisions


Setting Advertising Objectives

The first step is to set advertising objectives. These objectives should be based on past decisions about the target market, positioning, and marketing mix, which define the job that advertising must do in the total marketing program.

An advertising objective is a specific communication task to be accomplished with a specific target audience during a specific period of time. Advertising objectives can be classified by primary purpose—whether the aim is to inform, persuade, or remind. Table 15.1 lists examples of each of these objectives.
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	Table 15.1
	Possible Advertising Objectives

	To Inform
Telling the market about a new product

Describing available services

Suggesting new uses for a product

Correcting false impressions

Informing the market of a price change

Reducing buyers' fears

Explaining how the product works

Building a company image

To Persuade
Building brand preference

Persuading customers to purchase now

Encouraging switching to your brand

Persuading customers to receive a sales call

Changing customer perceptions of product attributes

  

To Remind
Reminding customers that the product may be needed in the near future

Keeping the product in customers' minds during off-seasons

Reminding customers where to buy the product

Maintaining top-of-mind product awareness




Informative advertising is used heavily when introducing a new product category. In this case, the objective is to build primary demand. Thus, producers of CD players first informed consumers of the sound and convenience benefits of CDs. Persuasive advertising becomes more important as competition increases. Here, the company's objective is to build selective demand. For example, once CD players were established, Sony began trying to persuade consumers that its brand offered the best quality for their money.

Some persuasive advertising has become comparative advertising, in which a company directly or indirectly compares its brand with one or more other brands. Comparative advertising has been used for products ranging from soft drinks and computers to batteries, pain relievers, long-distance telephone services, car rentals, and credit cards. For example, in its classic comparative campaign, Avis positioned itself against market-leading Hertz by claiming, "We're number two, so we try harder." More recently, Buick ran a "Century Challenge" campaign in which it compared the Buick Century directly against the Ford Taurus and other midsize cars. The aggressive ads take jabs at Taurus's smaller truck and at aspects of the Toyota Camry and Honda Accord that Buick contends compare unfavorably with its Century. In its long-running comparative campaign, Visa has advertised, "American Express is offering you a new credit card, but you don't have to accept it. Heck, 7 million merchants don't." American Express has responded with ads bashing Visa, noting that AmEx's cards offer benefits not available with Visa's regular card, such as rapid replacement of lost cards and higher credit limits. As often happens with comparative advertising, both sides complain that the other's ads are misleading.4
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	Comparative advertising: This ad compares Tylenol—very favorably—to Excedrin.


Reminder advertising is important for mature products—it keeps consumers thinking about the product. Expensive Coca-Cola ads on television are designed primarily to remind people about Coca-Cola, not to inform or persuade them.
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	Consider the challenges of setting advertising objectives.
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Setting the Advertising Budget

After determining its advertising objectives, the company next sets its advertising budget for each product. Four commonly used methods for setting promotion budgets are discussed in chapter 14. Here we discuss some specific factors that should be considered when setting the advertising budget.

A brand's advertising budget often depends on its stage in the product life cycle. For example, new products typically need large advertising budgets to build awareness and to gain consumer trial. In contrast, mature brands usually require lower budgets as a ratio to sales. Market share also impacts the amount advertising needed: Because building the market or taking share from competitors requires larger advertising spending than does simply maintaining current share, high-share brands usually need more advertising spending as a percentage of sales. Also, brands in a market with many competitors and high advertising clutter must be advertised more heavily to be noticed above the noise in the market. Undifferentiated brands—those that closely resemble other brands in their product class (beer, soft drinks, laundry detergents)—may require heavy advertising to set them apart. When the product differs greatly from competitors, advertising can be used to point out the differences to consumers.

No matter what method is used, setting the advertising budget is no easy task. How does a company know if it is spending the right amount? Some critics charge that large consumer packaged-goods firms tend to spend too much on advertising and business-to-business marketers generally underspend on advertising. They claim that, on the one hand, the large consumer companies use lots of image advertising without really knowing its effects. They overspend as a form of "insurance" against not spending enough. On the other hand, business advertisers tend to rely too heavily on their sales forces to bring in orders. They underestimate the power of company and product image in preselling to industrial customers. Thus, they do not spend enough on advertising to build customer awareness and knowledge.

Companies such as Coca-Cola and Kraft have built sophisticated statistical models to determine the relationship between promotional spending and brand sales, and to help determine the "optimal investment" across various media. Still, because so many factors affect advertising effectiveness, some controllable and others not, measuring the results of advertising spending remains an inexact science. In most cases, managers must rely on large doses of judgment along with more quantitative analysis when setting advertising budgets.5
Developing Advertising Strategy

Advertising strategy consists of two major elements: creating advertising messages and selecting advertising media. In the past, companies often viewed media planning as secondary to the message-creation process. The creative department first created good advertisements, then the media department selected the best media for carrying these advertisements to desired target audiences. This often caused friction between creatives and media planners.

Today, however, media fragmentation, soaring media costs, and more focused target marketing strategies have promoted the importance of the media-planning function. In some cases, an advertising campaign might start with a great message idea, followed by the choice of appropriate media. In other cases, however, a campaign might begin with a good media opportunity, followed by advertisements designed to take advantage of that opportunity. Increasingly, companies are realizing the benefits of planning these two important elements jointly.
Thus, more and more advertisers are orchestrating a closer harmony between their messages and the media that deliver them. Media planning is no longer an after-the-fact complement to a new ad campaign. Media planners are now working more closely than ever with creatives to allow media selection to help shape the creative process, often before a single ad is written. In some cases, media people are even initiating ideas for new campaigns.

Among the more noteworthy ad campaigns based on tight media-creative partnerships is the pioneering campaign for Absolut vodka, marketed by Seagram.

The Absolut team and its ad agency meet once each year with a slew of magazines to set Absolut's media schedule. The schedule consists of up to 100 magazines, ranging from consumer and business magazines to theater playbills. The agency's creative department is charged with creating media-specific ads. The result is a wonderful assortment of very creative ads for Absolut, tightly targeted to audiences of the media in which they appear. For example, an "Absolut Bravo" ad in playbills has roses adorning a clear bottle, whereas business magazines contain an "Absolut Merger" foldout. In New York–area magazines, "Absolut Manhattan" ads feature a satellite photo of Manhattan, with Central Park assuming the distinctive outline of an Absolut bottle. In Chicago, the windy city, ads show an Absolut bottle with the letters on the label blown askew. An "Absolute Primary" ad run during the political season featured the well-known bottle spattered with mud. In some cases, the creatives even developed ads for magazines not yet on the schedule, such as a clever "Absolut Centerfold" ad for Playboy magazine. The ad portrayed a clear, unadorned playmate bottle ("11-inch bust, 11-inch waist, 11-inch hips"). In all, Absolut has developed more than 500 ads for the almost two-decade-old campaign. At a time of soaring media costs and cluttered communication channels, a closer cooperation between creative and media people has paid off handsomely for Absolut. Largely as a result of its breakthrough advertising, Absolut now captures a 63 percent share of the imported vodka market.6
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	Media planners for Absolut vodka work with creatives to design ads targeted to specific media audiences. "Absolut Bravo" appears in theater playbills. "Absolut Chicago" targets the Windy City.


Creating the Advertising Message

No matter how big the budget, advertising can succeed only if commercials gain attention and communicate well. Good advertising messages are especially important in today's costly and cluttered advertising environment. The average number of television channels beamed into U.S. homes has skyrocketed from 3 in 1950 to 47 today, and consumers have 18,600 magazines from which to choose.7 Add the countless radio stations and a continuous barrage of catalogs, direct-mail and online ads, and out-of-home media, and consumers are being bombarded with ads at home, at work, and at all points in between.

If all this advertising clutter bothers some consumers, it also causes big problems for advertisers. Take the situation facing network television advertisers. They regularly pay $200,000 or more for 30 seconds of advertising time during a popular prime-time program, even more if it's an especially popular program such as ER ($545,000 per 30-second spot), Friends ($510,000), Frasier ($466,000 per spot), The Drew Carey Show ($370,000), or a mega-event such as the Super Bowl (more than $1.6 million).8 Then, their ads are sandwiched in with a clutter of some 60 other commercials, announcements, and network promotions per hour.

Until recently, television viewers were pretty much a captive audience for advertisers. Viewers had only a few channels from which to choose. But with the growth in cable and satellite TV, VCRs, and remote-control units, today's viewers have many more options. They can avoid ads by watching commercial-free cable channels. They can "zap" commercials by pushing the fast-forward button during taped programs. With remote control, they can instantly turn off the sound during a commercial or "zip" around the channels to see what else is on. In fact, a recent study found that half of all television viewers now switch channels when the commercial break starts.9
Thus, just to gain and hold attention, today's advertising messages must be better planned, more imaginative, more entertaining, and more rewarding to consumers. "Today we have to entertain and not just sell, because if you try to sell directly and come off as boring or obnoxious, people are going to press the remote on you," points out one advertising executive. "When most TV viewers are armed with remote channel switchers, a commercial has to cut through the clutter and seize the viewers in one to three seconds, or they're gone," comments another.10 Some advertisers even create intentionally controversial ads to break through the clutter and gain attention for their products.
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	Watch a group of executives discuss the creative strategy for a well-known ad campaign.
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Message Strategy

The first step in creating effective advertising messages is to decide what general message will be communicated to consumers—to plan a message strategy. The purpose of advertising is to get consumers to think about or react to the product or company in a certain way. People will react only if they believe that they will benefit from doing so. Thus, developing an effective message strategy begins with identifying customer benefits that can be used as advertising appeals. Ideally, advertising message strategy will follow directly from the company's broader positioning strategy.

Message strategy statements tend to be plain, straightforward outlines of benefits and positioning points that the advertiser wants to stress. The advertiser must next develop a compelling creative concept—or "big idea"—that will bring the message strategy to life in a distinctive and memorable way. At this stage, simple message ideas become great ad campaigns. Usually, a copywriter and art director will team up to generate many creative concepts, hoping that one of these concepts will turn out to be the big idea. The creative concept may emerge as a visualization, a phrase, or a combination of the two.

The creative concept will guide the choice of specific appeals to be used in an advertising campaign. Advertising appeals should have three characteristics: First, they should be meaningful, pointing out benefits that make the product more desirable or interesting to consumers. Second, appeals must be believable—consumers must believe that the product or service will deliver the promised benefits. However, the most meaningful and believable benefits may not be the best ones to feature. Appeals should also be distinctive—they should tell how the product is better than the competing brands. For example, the most meaningful benefit of owning a wristwatch is that it keeps accurate time, yet few watch ads feature this benefit. Instead, based on the distinctive benefits they offer, watch advertisers might select any of a number of advertising themes. For years, Timex has been the affordable watch that "Takes a lickin' and keeps on tickin'." In contrast, Swatch has featured style and fashion, and Rolex stresses luxury and status.

Message Execution

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

· Slice of life: This style shows one or more "typical" people using the product in a normal setting. For example, two mothers at a picnic discuss the nutritional benefits of Jif peanut butter.

· Lifestyle: This style shows how a product fits in with a particular lifestyle. For example, an ad for Mongoose mountain bikes shows a serious biker traversing remote and rugged but beautiful terrain and states, "There are places that are so awesome and so killer that you'd like to tell the whole world about them. But please, don't."

· Fantasy: This style creates a fantasy around the product or its use. For instance, many ads are built around dream themes. Gap even introduced a perfume named Dream. Ads show a woman sleeping blissfully and suggests that the scent is "the stuff that clouds are made of."

· Mood or image: This style builds a mood or image around the product, such as beauty, love, or serenity. No claim is made about the product except through suggestion. Bermuda tourism ads create such moods.

· Musical: This style shows one or more people or cartoon characters singing about the product. For example, one of the most famous ads in history was a Coca-Cola ad built around the song "I'd Like to Teach the World to Sing."

· Personality symbol: This style creates a character that represents the product. The character might be animated (the Jolly Green Giant, Cap'n Crunch, Garfield the Cat) or real (the Marlboro man, Ol' Lonely the Maytag repairman, Betty Crocker, Morris the 9-Lives Cat, Taco Bell's Chihuahua).

· Technical expertise: This style shows the company's expertise in making the product. Thus, Maxwell House shows one of its buyers carefully selecting coffee beans, and Gallo tells about its many years of wine-making experience.

· Scientific evidence: This style presents survey or scientific evidence that the brand is better or better liked than one or more other brands. For years, Crest toothpaste has used scientific evidence to convince buyers that Crest is better than other brands at fighting cavities.

· Testimonial evidence or endorsement: This style features a highly believable or likable source endorsing the product. It could be ordinary people saying how much they like a given product ("My doctor said Mylanta") or a celebrity presenting the product. Many companies use actors or sports celebrities as product endorsers.
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	Execution styles: Harley-Davidson uses humor to get its "the legend rolls on" message across.


The advertiser also must choose a tone for the ad. Procter & Gamble always uses a positive tone: Its ads say something very positive about its products. P&G usually avoids humor that might take attention away from the message. In contrast, Taco Bell ads use humor, in the form of an odd but cute little Chihuahua that has put the phrase "Yo quiero Taco Bell," along with millions of tacos, on the tongues of U.S. consumers.

The advertiser must use memorable and attention-getting words in the ad. For example, rather than claiming simply that "a BMW is a well-engineered automobile," BMW uses more creative and higher-impact phrasing: "The ultimate driving machine." Instead of stating plainly that Hanes socks last longer than less expensive ones, Hanes suggests, "Buy cheap socks and you'll pay through the toes." It's not that Haägen-Dazs is "a good-tasting luxury ice cream," it's "Our passport to indulgence: passion in a touch, perfection in a cup, summer in a spoon, one perfect moment."

Finally, format elements make a difference on an ad's impact as well as on its cost. A small change in ad design can make a big difference in its effect. The illustration is the first thing the reader notices—it must be strong enough to draw attention. Next, the headline must effectively entice the right people to read the copy. Finally, the copy—the main block of text in the ad—must be simple but strong and convincing. Moreover, these three elements must effectively work together.
Selecting Advertising Media

The major steps in media selection are (1) deciding on reach, frequency, and impact; (2) choosing among major media types; (3) selecting specific media vehicles; and (4) deciding on media timing.
Deciding on Reach, Frequency, and Impact

To select media, the advertiser must decide what reach and frequency are needed to achieve advertising objectives. Reach is a measure of the percentage of people in the target market who are exposed to the ad campaign during a given period of time. For example, the advertiser might try to reach 70 percent of the target market during the first three months of the campaign. Frequency is a measure of how many times the average person in the target market is exposed to the message. For example, the advertiser might want an average exposure frequency of three. The advertiser also must decide on the desired media impact—the qualitative value of a message exposure through a given medium. For example, for products that need to be demonstrated, messages on television may have more impact than messages on radio because television uses sight and sound. The same message in one magazine (say, Newsweek) may be more believable than in another (say, The National Enquirer). In general, the more reach, frequency, and impact the advertiser seeks, the higher the advertising budget will have to be.

Choosing Among Major Media Types

The media planner has to know the reach, frequency, and impact of each of the major media types. As summarized in Table 15.2, the major media types are newspapers, television, direct mail, radio, magazines, outdoor, and the Internet. Each medium has advantages and limitations.

	[image: image18.png]



	Table 15.2
	Profiles of Major Media Types

	Medium
Advantages
Limitations
Newspapers

Flexibility; timeliness; good local market coverage; broad acceptability; high believability

Short-life; poor reproduction quality; small pass-along audience

Television

Good mass-market coverage; low cost per exposure; combines sight, sound, and motion; appealing to the sense

High absolute costs; high clutter; fleeting exposure; less audience selectivity

Direct mail

High audience selectivity; flexibility; no ad competition within the same medium; allows personalization

Relatively high cost per exposure, "junk mail" image

Radio

Good local acceptance; high geographic and demographic selectivity; low cost

Audio only, fleeting exposure; low attention ("the half-heard" medium); fragmented audiences

Magazines

High geographic and demographic selectivity; credibility and prestige; high-quality reproduction; long life and good pass-along readership

Long ad purchase lead time; high cost; no guarantee of position

Outdoor

Flexibility; high repeat exposure; low cost; low message competition; good positional selectivity

Little audience selectivity; creative limitations

Internet

High selectivity; low cost; immediacy; interactive capabilities

Small, demographically skewed audience; relatively low impact; audience controls exposure




Media planners consider many factors when making their media choices. The media habits of target consumers will affect media choice—advertisers look for media that reach target consumers effectively. So will the nature of the product—for example, fashions are best advertised in color magazines, and automobile performance is best demonstrated on television. Different types of messages may require different media. A message announcing a major sale tomorrow will require radio or newspapers; a message with a lot of technical data might require magazines, direct mailings, or an online ad and Web site. Cost is another major factor in media choice. For example, network television is very expensive, whereas newspaper or radio advertising costs much less but also reaches fewer consumers. The media planner looks both at the total cost of using a medium and at the cost per thousand exposures—the cost of reaching 1,000 people using the medium.

Media impact and cost must be reexamined regularly. For a long time, television and magazines have dominated in the media mixes of national advertisers, with other media often neglected. Recently, however, the costs and clutter of these media have gone up, audiences have declined, and marketers are adopting strategies beamed at narrower segments. As a result, advertisers are increasingly turning to alternative media—ranging from cable TV and outdoor advertising to parking meters and shopping carts—that cost less and target more effectively.
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	Take a moment to consider the challenges of media buying.
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Selecting Specific Media Vehicles

The media planner now must choose the best media vehicles—specific media within each general media type. For example, television vehicles include ER and ABC World News Tonight. Magazine vehicles include Newsweek, People, In Style, and Sports Illustrated.
Media planners must compute the cost per thousand persons reached by a vehicle. For example, if a full-page, four-color advertisement in Time costs $162,000 and Time's readership is 4 million people, the cost of reaching each group of 1,000 persons is $40. The same advertisement in Business Week may cost only $81,000 but reach only 875,000 persons—at a cost per thousand of about $93. The media planner ranks each magazine by cost per thousand and favor those magazines with the lower cost per thousand for reaching target consumers.11
The media planner must also consider the costs of producing ads for different media. Whereas newspaper ads may cost very little to produce, flashy television ads may cost millions. On average, U.S. advertisers pay $308,000 to produce a single 30-second television commercial. A few years ago, Nike paid a cool $2 million to make a single ad called "The Wall."12
In selecting media vehicles, the media planner must balance media cost measures against several media impact factors. First, the planner should balance costs against the media vehicle's audience quality. For a baby lotion advertisement, for example, New Parents magazine would have a high-exposure value; Gentlemen's Quarterly would have a low-exposure value. Second, the media planner should consider audience attention. Readers of Vogue, for example, typically pay more attention to ads than do Newsweek readers. Third, the planner should assess the vehicle's editorial quality—Time and the Wall Street Journal are more believable and prestigious than The National Enquirer.
Deciding on Media Timing

The advertiser must also decide how to schedule the advertising over the course of a year. Suppose sales of a product peak in December and drop in March. The firm can vary its advertising to follow the seasonal pattern, to oppose the seasonal pattern, or to be the same all year. Most firms do some seasonal advertising. Some do only seasonal advertising: For example, Hallmark advertises its greeting cards only before major holidays.

Finally, the advertiser has to choose the pattern of the ads. Continuity means scheduling ads evenly within a given period. Pulsing means scheduling ads unevenly over a given time period. Thus, 52 ads could either be scheduled at one per week during the year or pulsed in several bursts. The idea is to advertise heavily for a short period to build awareness that carries over to the next advertising period. Those who favor pulsing feel that it can be used to achieve the same impact as a steady schedule but at a much lower cost. However, some media planners believe that although pulsing achieves minimal awareness, it sacrifices depth of advertising communications.

Recent advances in technology have had a substantial impact on the media planning and buying functions. Today, for example, new computer software applications called optimizers allow media planners to evaluate vast combinations of television programs and prices. Such programs help advertisers to make better decisions about which mix of networks, programs, and day parts will yield the highest reach per ad dollar.13
Evaluating Advertising

The advertising program should evaluate both the communication effects and the sales effects of advertising regularly. Measuring the communication effects of an ad—copy testing—tells whether the ad is communicating well. Copy testing can be done before or after an ad is printed or broadcast. Before the ad is placed, the advertiser can show it to consumers, ask how they like it, and measure recall or attitude changes resulting from it. After the ad is run, the advertiser can measure how the ad affected consumer recall or product awareness, knowledge, and preference.

But what sales are caused by an ad that increases brand awareness by 20 percent and brand preference by 10 percent? The sales effects of advertising are often harder to measure than the communication effects. Sales are affected by many factors besides advertising—such as product features, price, and availability.

One way to measure the sales effect of advertising is to compare past sales with past advertising expenditures. Another way is through experiments. For example, to test the effects of different advertising spending levels, Coca-Cola could vary the amount it spends on advertising in different market areas and measure the differences in the resulting sales levels. It could spend the normal amount in one market area, half the normal amount in another area, and twice the normal amount in a third area. If the three market areas are similar, and if all other marketing efforts in the area are the same, then differences in sales in the three areas could be related to advertising level. More complex experiments could be designed to include other variables, such as difference in the ads or media used.

Other Advertising Considerations

In developing advertising strategies and programs, the company must address two additional questions. First, how the company will organize its advertising function—who will perform which advertising tasks? Second, how will the company adapt its advertising strategies and programs to the complexities of international markets?

Organizing for Advertising

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

How does an advertising agency work? Advertising agencies were started in the mid-to-late 1800s by salespeople and brokers who worked for the media and received a commission for selling advertising space to companies. As time passed, the salespeople began to help customers prepare their ads. Eventually, they formed agencies and grew closer to the advertisers than to the media. Today's agencies employ specialists who can often perform advertising tasks better than the company's own staff. Agencies also bring an outside point of view to solving the company's problems, along with lots of experience from working with different clients and situations. Thus, today, even companies with strong advertising departments of their own use advertising agencies.

Some ad agencies are huge—the largest U.S. agency, Grey Advertising, has an annual income of $422 million on billings (the dollar amount of advertising placed for clients) of more than $2.8 billion. In recent years, many agencies have grown by gobbling up other agencies, thus creating huge agency holding companies. The largest of these agency "megagroups," Omnicom Group, includes several large advertising, public relations, and promotion agencies—DDB Needham, BBDO, TBWA, and several others—with combined worldwide gross income of $4.8 billion on billings exceeding $37 billion.14
Most large advertising agencies have the staff and resources to handle all phases of an advertising campaign for their clients, from creating a marketing plan to developing ad campaigns and preparing, placing, and evaluating ads. Agencies usually have four departments: creative, which develops and produces ads; media, which selects media and places ads; research, which studies audience characteristics and wants; and business, which handles the agency's business activities. Each account is supervised by an account executive, and people in each department are usually assigned to work on one or more accounts.

Ad agencies traditionally have been paid through commissions and fees. In the past, the agency typically received 15 percent of the media cost as a rebate. For example, suppose the agency bought $60,000 of magazine space for a client. The magazine would bill the advertising agency for $51,000 ($60,000 less 15 percent), and the agency would then bill the client for $60,000, keeping the $9,000 commission. If the client bought space directly from the magazine, it would have paid $60,000 because commissions are paid only to recognized advertising agencies.

However, both advertisers and agencies have become more and more unhappy with the commission system. Larger advertisers complain that they pay more for the same services received by smaller ones simply because they place more advertising. Advertisers also believe that the commission system drives agencies away from low-cost media and short advertising campaigns. Another factor is vast changes in how ad agencies reach consumers that go way beyond network TV or magazine advertising. "The commission formula tends to encourage costly media buys and has been criticized for overlooking important emerging mediums such as the Internet," says one advertising analyst. Therefore, she continues, "The 15 percent commission on media spending that . . . was once standard in the advertising business . . . is about as dead as the three-martini lunch." New agency payment methods may include anything from fixed retainers or straight hourly fees for labor to incentives keyed to performance of the agencies' ad campaigns, or some combination of these.15
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	Take a moment to read how one prominent company is setting new ground rules for paying ad agencies.
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Another trend is affecting the advertising agency business: Many agencies have sought growth by diversifying into related marketing services. These new diversified agencies offer a complete list of integrated marketing and promotion services under one roof, including advertising, sales promotion, marketing research, public relations, and direct and online marketing. Some have even added marketing consulting, television production, and sales training units in an effort to become full "marketing partners" to their clients.

However, agencies are finding that most advertisers don't want much more from them than traditional media advertising services plus direct marketing, sales promotion, and sometimes public relations. Thus, many agencies have recently limited their diversification efforts in order to focus more on traditional services. Some have even started their own "creative boutiques," smaller and more independent agencies that can develop creative campaigns for clients free of large-agency bureaucracy.

International Advertising Decisions

International advertisers face many complexities not encountered by domestic advertisers. The most basic issue concerns the degree to which global advertising should be adapted to the unique characteristics of various country's markets. Some large advertisers have attempted to support their global brands with highly standardized worldwide advertising, with campaigns that work as well in Bangkok as they do in Baltimore. For example, Jeep has created a worldwide brand image of ruggedness and reliability; Coca-Cola's Sprite brand uses standardized appeals to target the world's youth. Gillette's ads for its Sensor Excel for Women are almost identical worldwide, with only minor adjustments to suit the local culture. Ericsson, the Swedish telecommunications giant, spent $100 million on a standardized global television campaign with the tag line "make yourself heard," which features Agent 007, James Bond.

Standardization produces many benefits—lower advertising costs, greater global advertising coordination, and a more consistent worldwide image. But it also has drawbacks. Most importantly, it ignores the fact that country markets differ greatly in their cultures, demographics, and economic conditions. Thus, most international advertisers "think globally but act locally." They develop global advertising strategies that make their worldwide advertising efforts more efficient and consistent. Then they adapt their advertising programs to make them more responsive to consumer needs and expectations within local markets.

For example, Coca-Cola has a pool of different commercials that can be used in or adapted to several different international markets. Some can be used with only minor changes—such as language—in several different countries. Local and regional managers decide which commercials work best for which markets. Recently, in a reverse of the usual order, a series of Coca-Cola commercials developed for the Russian market, using a talking bear and a man who transforms into a wolf, was shown in the United States. "This approach fits perfectly with the global nature of Coca-Cola," says the president of Coca-Cola's Nordic division. "[It] offers people a special look into a culture that is different from their own."16
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	Gillette Sensor Excel for Women ads are almost identical worldwide, with only minor adjustments to suit the local culture.


Global advertisers face several special problems. For instance, advertising media costs and availability differ vastly from country to country. Countries also differ in the extent to which they regulate advertising practices. Many countries have extensive systems of laws restricting how much a company can spend on advertising, the media used, the nature of advertising claims, and other aspects of the advertising program. Such restrictions often require advertisers to adapt their campaigns from country to country.

For example, alcoholic products cannot be advertised or sold in Muslim countries. Tobacco products are subjected to strict regulation in many countries—the United Kingdom now wants not only to ban tobacco advertising but also to outlaw sports sponsorship by tobacco companies. In many countries, Norway and Sweden, for example, no TV ads may be directed at children under 12. Moreover, Sweden is lobbying to extend that ban to all EU member countries. To play it safe, McDonald's advertises itself as a family restaurant in Sweden.

Comparative ads, while acceptable and even common in the United States and Canada, are less commonly used in the United Kingdom, unacceptable in Japan, and illegal in India and Brazil. PepsiCo found that its comparative taste test ad in Japan was refused by many television stations and actually led to a lawsuit. China has restrictive censorship rules for TV and radio advertising; for example, the words the best are banned, as are ads that "violate social customs" or present women in "improper ways." Coca-Cola's Indian subsidiary was forced to end a promotion that offered prizes, such as a trip to Hollywood, because it violated India's established trade practices by encouraging customers to buy in order to "gamble."17
Thus, although advertisers may develop global strategies to guide their overall advertising efforts, specific advertising programs must usually be adapted to meet local cultures and customs, media characteristics, and advertising regulations.

	Sales Promotion


Advertising and personal selling often work closely with another promotion tool, sales promotion. Sales promotion consists of short-term incentives to encourage the purchase or sale of a product or service. Whereas advertising and personal selling offer reasons to buy a product or service, sales promotion offers reasons to buy now. 

Examples of sales promotions are found everywhere. A freestanding insert in the Sunday newspaper contains a coupon offering 50 cents off Folgers coffee. An e-mail from CDNow offers $5.00 off your next CD purchase over $9.99. The end-of-the-aisle display in the local supermarket tempts impulse buyers with a wall of Coke cartons. An executive who buys a new Compaq laptop computer gets a free carrying case, or a family buys a new Taurus and receives a rebate check for $500. A hardware store chain receives a 10 percent discount on selected Black & Decker portable power tools if it agrees to advertise them in local newspapers. Sales promotion includes a wide variety of promotion tools designed to stimulate earlier or stronger market response.

Rapid Growth of Sales Promotion

Sales promotion tools are used by most organizations, including manufacturers, distributors, retailers, trade associations, and nonprofit institutions. They are targeted toward final buyers (consumer promotions), business customers (business promotions), retailers and wholesalers (trade promotions), and members of the sales force (sales force promotions). Today, in the average consumer packaged-goods company, sales promotion accounts for 74 percent of all marketing expenditures.18
Several factors have contributed to the rapid growth of sales promotion, particularly in consumer markets. First, inside the company, product managers face greater pressures to increase their current sales, and promotion is viewed as an effective short-run sales tool. Second, externally, the company faces more competition and competing brands are less differentiated. Increasingly, competitors are using sales promotion to help differentiate their offers. Third, advertising efficiency has declined because of rising costs, media clutter, and legal restraints. Finally, consumers have become more deal oriented and ever-larger retailers are demanding more deals from manufacturers.

The growing use of sales promotion has resulted in promotion clutter, similar to advertising clutter. Consumers are increasingly tuning out promotions, weakening their ability to trigger immediate purchase. Manufacturers are now searching for ways to rise above the clutter, such as offering larger coupon values or creating more dramatic point-of-purchase displays.

In developing a sales promotion program, a company must first set sales promotion objectives and then select the best tools for accomplishing these objectives.
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	Give your opinion on a question regarding trade promotions.
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Sales Promotion Objectives

Sales promotion objectives vary widely. Sellers may use consumer promotions to increase short-term sales or to help build long-term market share. Objectives for trade promotions include getting retailers to carry new items and more inventory, getting them to advertise the product and give it more shelf space, and getting them to buy ahead. For the sales force, objectives include getting more sales force support for current or new products or getting salespeople to sign up new accounts. Sales promotions are usually used together with advertising or personal selling. Consumer promotions must usually be advertised and can add excitement and pulling power to ads. Trade and sales force promotions support the firm's personal selling process.

In general, sales promotions should be consumer relationship building. Rather than creating only short-term sales or temporary brand switching, they should help to reinforce the product's position and build long-term relationships with consumers. Increasingly, marketers are avoiding "quick fix," price-only promotions in favor of promotions designed to build brand equity. Even price promotions can be designed to help build customer relationships. Examples include all of the "frequency marketing programs" and clubs that have mushroomed in recent years. For example, Waldenbooks sponsors a Preferred Reader Program, which has attracted more than 4 million members, each paying $5 to receive mailings about new books, a 10 percent discount on book purchases, toll-free ordering, and many other services. American Express's Custom Extras program automatically awards customers deals and discounts based on frequency of purchases at participating retailers. Norwegian Cruise Lines sponsors a loyalty program called Latitudes, a co-branding effort with Visa. The program includes a two-for-one cruise offer and a Latitudes Visa card that rewards users with points redeemable for discounts on NCL cruises.

If properly designed, every sales promotion tool has the potential to build consumer relationships. Here's another example of a loyalty-building promotion:19
The Valley View Center Mall in Dallas sponsors the Smart Shoppers Club, a program that rewards customers who tap onto its computerized interactive touch-screen kiosks. To obtain a membership and personal identification number, mallgoers fill out a short application that asks simple demographic and psychographic questions. Then, each time members visit the mall, they input their ID number into one of the mall's three touch-screen kiosks and receive daily discount retail coupons, prizes awarded randomly each week, and a calendar of events. While customers reap discounts and prizes, Valley View retailers get valuable marketing information about their customers. The shopping center is one of only about 10 of the nation's 35,000 malls to use this high-tech consumer loyalty program.

Major Sales Promotion Tools

Many tools can be used to accomplish sales promotion objectives. Descriptions of the main consumer, trade, and business promotion tools follow.

Consumer Promotion Tools

The main consumer promotion tools include samples, coupons, cash refunds, price packs, premiums, advertising specialties, patronage rewards, point-of-purchase displays and demonstrations, and contests, sweepstakes, and games.

Samples are offers of a trial amount of a product. Sampling is the most effective—but most expensive—way to introduce a new product. Some samples are free; for others, the company charges a small amount to offset its cost. The sample might be delivered door-to-door, sent by mail, handed out in a store, attached to another product, or featured in an ad. Sometimes, samples are combined into sample packs, which can then be used to promote other products and services. Procter & Gamble has even distributed samples via the Internet:20
When Procter & Gamble decided to relaunch Pert Plus shampoo, it extended its $20 million ad campaign by constructing a new Web site. P&G had three objectives for the Web site: to create awareness for reformulated Pert Plus, get consumers to try the product, and gather data about Web users. The site's first page invites visitors to place their heads against the computer screen in a mock attempt to measure the cleanliness of their hair. After "tabulating the results," the site tells visitors that they "need immediate help." The solution: "How about a free sample of new Pert Plus?" Visitors obtain the sample by filling out a short demographic form. The site offers other interesting features as well. For example, clicking "get a friend in a lather" produces a template that will send an e-mail to a friend with an invitation to visit the site and receive a free sample. How did the sampling promotion work out? Even P&G was shocked by the turnout. Within just two months of launching the site, 170,000 people visited and 83,000 requested samples. More surprising, given that the site is only 10 pages deep, the average person visited the site 1.9 times and spent a total of 7.5 minutes each visit.

Coupons are certificates that give buyers a saving when they purchase specified products. Most consumers love coupons: They clipped 4.8 billion of them last year with an average face value of 70 cents, for a total savings of $3.4 billion.21 Coupons can stimulate sales of a mature brand or promote early trial of a new brand. However, as a result of coupon clutter, redemption rates have been declining in recent years. Thus, most major consumer goods companies are issuing fewer coupons and targeting them more carefully.

In the past, marketers have relied almost solely on mass-distributed coupons delivered through the mail or on freestanding inserts or ads in newspapers and magazines. Today, however, although Sunday newspapers still account for 80 percent of all coupons, marketers are cultivating new outlets. They are increasingly distributing coupons through shelf dispensers at the point of sale, by electronic point-of-sale coupon printers, or through "paperless coupon systems." An example is Catalina Marketing Network's Checkout Direct system, which dispenses personalized discounts to targeted buyers at the checkout counter in stores. Some companies are now offering coupons on their Web sites or through online coupon services such as coolsavings.com, valupage.com, hotcoupons.com, and directcoupons.com. For example, participants in CoolSavings include JCPenney, Toys "R" Us, Boston Market, Domino's Pizza, and H&R Block.22
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	Take a moment to read more about recent advances in online consumer promotions.
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Cash refund offers (or rebates) are like coupons except that the price reduction occurs after the purchase rather than at the retail outlet. The consumer sends a "proof of purchase" to the manufacturer, who then refunds part of the purchase price by mail. For example, Toro ran a clever preseason promotion on some of its snowblower models, offering a rebate if the snowfall in the buyer's market area turned out to be below average. Competitors were not able to match this offer on such short notice, and the promotion was very successful.

Price packs (also called cents-off deals) offer consumers savings off the regular price of a product. The reduced prices are marked by the producer directly on the label or package. Price packs can be single packages sold at a reduced price (such as two for the price of one), or two related products banded together (such as a toothbrush and toothpaste). Price packs are very effective—even more so than coupons—in stimulating short-term sales.

Premiums are goods offered either free or at low cost as an incentive to buy a product, ranging from toys included with kids' products to phone cards, compact disks, and computer CD-ROMs. A premium may come inside the package (in-pack), outside the package (on-pack), or through the mail. In its "Treasure Hunt" promotion, for example, Quaker Oats inserted $5 million worth of gold and silver coins in Ken-L Ration dog food packages. In another premium promotion, Cutty Sark offered a brass tray with the purchase of one bottle of its scotch and a desk lamp with the purchase of two. Last year, United Airlines rewarded Chicago-area 75,000 Mileage Plus frequent flier club members with a custom compact disk. The 10-song, Chicago-themed compilation disk, entitled "Chicago—Our Kind of Town," was widely played on local radio stations. It became so popular that United ended up selling it at record stores. The airline plans similar custom-designed premiums for four other major cities it serves.23
Advertising specialties are useful articles imprinted with an advertiser's name given as gifts to consumers. Typical items include pens, calendars, key rings, matches, shopping bags, T-shirts, caps, nail files, and coffee mugs. Such items can be very effective. In a recent study, 63 percent of all consumers surveyed were either carrying or wearing an ad specialty item. More than three-quarters of those who had an item could recall the advertiser's name or message before showing the item to the interviewer.24
Patronage rewards are cash or other awards offered for the regular use of a certain company's products or services. For example, airlines offer frequent flier plans, awarding points for miles traveled that can be turned in for free airline trips. Marriott Hotels has adopted an honored-guest plan that awards points to users of their hotels. Baskin-Robbins offers frequent-purchase awards—for every 10 purchases, customers receive a free quart of ice cream.

Point-of-purchase (POP) promotions include displays and demonstrations that take place at the point of purchase or sale. An example is a five-foot-high cardboard display of Cap'n Crunch next to Cap'n Crunch cereal boxes. Unfortunately, many retailers do not like to handle the hundreds of displays, signs, and posters they receive from manufacturers each year. Manufacturers have responded by offering better POP materials, tying them in with television or print messages, and offering to set them up.

Contests, sweepstakes, and games give consumers the chance to win something, such as cash, trips, or goods, by luck or through extra effort. A contest calls for consumers to submit an entry—a jingle, guess, suggestion—to be judged by a panel that will select the best entries. A sweepstakes calls for consumers to submit their names for a drawing. A game presents consumers with something—bingo numbers, missing letters—every time they buy, which may or may not help them win a prize. A sales contest urges dealers or the sales force to increase their efforts, with prizes going to the top performers.
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	Consider how the Internet affects coupon promotion.
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Trade Promotion Tools

More sales promotion dollars are directed to retailers and wholesalers (68 percent) than to consumers (32 percent). Trade promotion can persuade resellers to carry a brand, give it shelf space, promote it in advertising, and push it to consumers. Shelf space is so scarce these days that manufacturers often have to offer price-offs, allowances, buy-back guarantees, or free goods to retailers and wholesalers to get products on the shelf and, once there, to stay on it.

Manufacturers use several trade promotion tools. Many of the tools used for consumer promotions—contests, premiums, displays—can also be used as trade promotions. Or the manufacturer may offer a straight discount off the list price on each case purchased during a stated period of time (also called a price-off, off-invoice, or off-list). The offer encourages dealers to buy in quantity or to carry a new item. Dealers can use the discount for immediate profit, for advertising, or for price reductions to their customers.

Manufacturers also may offer an allowance (usually so much off per case) in return for the retailer's agreement to feature the manufacturer's products in some way. An advertising allowance compensates retailers for advertising the product. A display allowance compensates them for using special displays.

Manufacturers may offer free goods, which are extra cases of merchandise, to resellers who buy a certain quantity or who feature a certain flavor or size. They may offer push money—cash or gifts to dealers or their sales forces to "push" the manufacturer's goods. Manufacturers may give retailers free specialty advertising items that carry the company's name, such as pens, pencils, calendars, paperweights, matchbooks, memo pads, and yardsticks.

Business Promotion Tools

Companies spend billions of dollars each year on promotion to industrial customers. These business promotions are used to generate business leads, stimulate purchases, reward customers, and motivate salespeople. Business promotion includes many of the same tools used for consumer or trade promotions. Here, we focus on two additional major business promotion tools—conventions and trade shows, and sales contests.

Many companies and trade associations organize conventions and trade shows to promote their products. Firms selling to the industry show their products at the trade show. More than 4,300 trade shows take place every year, drawing as many as 85 million people. Vendors receive many benefits, such as opportunities to find new salýs leads, contact customers, introduce new products, meet new customers, sell more to present customers, and educate customers with publications and audiovisual materials. Trade shows also help companies reach many prospects not reached through their sales forces. About 90 percent of a trade show's visitors see a company's salespeople for the first time at the show. Business marketers may spend as much as 35 percent of their annual promotion budgets on trade shows.25
A sales contest is a contest for salespeople or dealers to motivate them to increase their sales performance over a given period. Sales contests motivate and recognize good company performers, who may receive trips, cash prizes, or other gifts. Some companies award points for performance, which the receiver can turn in for any of a variety of prizes. Sales contests work best when they are tied to measurable and achievable sales objectives (such as finding new accounts, reviving old accounts, or increasing account profitability).
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	Consider a fictional case in which a company confronts some problems with a trade promotion.
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Developing the Sales Promotion Program

The marketer must make several other decisions in order to define the full sales promotion program. First, the marketer must decide on the size of the incentive. A certain minimum incentive is necessary if the promotion is to succeed; a larger incentive will produce more sales response. The marketer also must set conditions for participation. Incentives might be offered to everyone or only to select groups.

The marketer must decide how to promote and distribute the promotion program itself. A 50-cents-off coupon could be given out in a package, at the store, by mail, or in an advertisement. Each distribution method involves a different level of reach and cost. Increasingly, marketers are blending several media into a total campaign concept. The length of the promotion is also important. If the sales promotion period is too short, many prospects (who may not be buying during that time) will miss it. If the promotion runs too long, the deal will lose some of its "act now" force.

Evaluation is also very important. Yet many companies fail to evaluate their sales promotion programs, and others evaluate them only superficially. Manufacturers can use one of many evaluation methods. The most common method is to compare sales before, during, and after a promotion. Suppose a company has a 6 percent market share before the promotion, which jumps to 10 percent during the promotion, falls to 5 percent right after, and rises to 7 percent later on. The promotion seems to have attracted new triers and more buying from current customers. After the promotion, sales fell as consumers used up their inventories. The long-run rise to 7 percent means that the company gained some new users. If the brand's share had returned to the old level, then the promotion would have changed only the timing of demand rather than the total demand.

Consumer research would also show the kinds of people who responded to the promotion and what they did after it ended. Surveys can provide information on how many consumers recall the promotion, what they thought of it, how many took advantage of it, and how it affected their buying. Sales promotions also can be evaluated through experiments that vary factors such as incentive value, length, and distribution method.

Clearly, sales promotion plays an important role in the total promotion mix. To use it well, the marketer must define the sales promotion objectives, select the best tools, design the sales promotion program, implement the program, and evaluate the results. Moreover, sales promotion must be coordinated carefully with other promotion mix elements within the integrated marketing communications program.

	Public Relations


Another major mass-promotion tool is 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. Public relations departments may perform any or all of the following functions:26
· Press relations or press agentry: Creating and placing newsworthy information in the news media to attract attention to a person, product, or service.

· Product publicity: Publicizing specific products.

· Public affairs: Building and maintaining national or local community relations.

· Lobbying: Building and maintaining relations with legislators and government officials to influence legislation and regulation.

· Investor relations: Maintaining relationships with shareholders and others in the financial community.

· Development: Public relations with donors or members of nonprofit organizations to gain financial or volunteer support.

Public relations is used to promote products, people, places, ideas, activities, organizations, and even nations. Trade associations have used public relations to rebuild interest in declining commodities such as eggs, apples, milk, and potatoes. New York City turned its image around when its "I Love New York!" campaign took root, bringing millions more tourists to the city. Johnson & Johnson's masterly use of public relations played a major role in saving Tylenol from extinction after its product-tampering scare. Nations have used public relations to attract more tourists, foreign investment, and international support.
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	Take a moment to read how small companies can benefit from PR.
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Public relations can have a strong impact on public awareness at a much lower cost than advertising. The company does not pay for the space or time in the media. Rather, it pays for a staff to develop and circulate information and to manage events. If the company develops an interesting story, it could be picked up by several different media, having the same effect as advertising that would cost millions of dollars. It would have more credibility than advertising. Public relations results can sometimes be spectacular.

Despite its potential strengths, public relations is often described as a marketing stepchild because of its limited and scattered use. The public relations department is usually located at corporate headquarters. Its staff is so busy dealing with various publics—stockholders, employees, legislators, city officials—that public relations programs to support product marketing objectives may be ignored. Marketing managers and public relations practitioners do not always talk the same language. Many public relations practitioners see their job as simply communicating. In contrast, marketing managers tend to be much more interested in how advertising and public relations affect sales and profits.

This situation is changing, however. Many companies now want their public relations departments to manage all of their activities with a view toward marketing the company and improving the bottom line. They know that good public relations can be a powerful brand-building tool. Two well-known marketing consultants provide the following advice, which points to the potential power of public relations as a first step in building brands:

Just because a heavy dose of advertising is associated with most major brands doesn't necessarily mean that advertising built the brands in the first place. The birth of a brand is usually accomplished with [public relations], not advertising. Our general rule is [PR] first, advertising second. [Public relations] is the nail, advertising the hammer. [PR] creates the credentials that provide the credibility for advertising. . . . Anita Roddick built the Body Shop into a major brand with no advertising at all. Instead, she traveled the world on a relentless quest for publicity. . . . Until recently Starbucks Coffee Co. didn't spend a hill of beans on advertising, either. In 10 years, the company spent less than $10 million on advertising, a trivial amount for a brand that delivers annual sales of $1.3 billion. Wal-Mart Stores became the world's largest retailer . . . with very little advertising. . . . In the toy field, Furby, Beanie Babies, and Tickle Me Elmo became highly successful . . . and on the Internet, Yahoo!, Amazon.com, and Excite became powerhouse brands, [all] with virtually no advertising.27
Thus, some companies are setting up special units called marketing public relations to support corporate and product promotion and image making directly. Many companies hire marketing public relations firms to handle their PR programs or to assist the company public relations team.

Major Public Relations Tools

Public relations professionals use several tools. One of the major tools is news. PR professionals find or create favorable news about the company and its products or people. Sometimes news stories occur naturally, and sometimes the PR person can suggest events or activities that would create news. Speeches can also create product and company publicity. Increasingly, company executives must field questions from the media or give talks at trade associations or sales meetings, and these events can either build or hurt the company's image.

Another common PR tool is special events, ranging from news conferences, press tours, grand openings, and fireworks displays to laser shows, hot air balloon releases, multimedia presentations and star-studded spectaculars, or educational programs designed to reach and interest target publics. Here's an example of an interesting public relations program launched by Levi-Strauss & Company:

In the increasingly more casual business world, as companies relax their dress codes, they are often dismayed to find employees showing up at the office in anything from sweatsuits to torn jeans. Where can they turn for a little fashion advice? Levi-Strauss & Company to the rescue! The world's largest apparel maker has put together an elaborate and stealthy program to help companies advise their people on how to dress casually without being sloppy. To promote the program initially, Levi mailed a newsletter to 65,000 human resource managers and sent videos to some 7,000 companies. Since 1992, the company has provided information and advice to more than 30,000 companies, including Charles Schwab & Company, IBM, Nynex, and Aetna Life & Casualty. Through the program, Levi offers snazzy brochures and videos showing how to dress casually. Other activities range from putting on fashion shows and manning a toll-free number for employees who have questions about casual wear to holding seminars for human resource directors. Levi also created a Web page from which human resources managers can obtain advice and Levi's Casual Businesswear Kit, a detailed guide for starting and maintaining company dress policies. Levi's avoids outright product pitches. Instead, the company explains, it's simply "trying to create a dress code for dress-down wear." Of course, it wouldn't hurt if that wear had the Levi label attached.28
Public relations people also prepare written materials to reach and influence their target markets. These materials include annual reports, brochures, articles, and company newsletters and magazines. Audiovisual materials, such as films, slide-and-sound programs, and video- and audiocassettes, are being used increasingly as communication tools. Corporate identity materials can also help create a corporate identity that the public immediately recognizes. Logos, stationery, brochures, signs, business forms, business cards, buildings, uniforms, and company cars and trucks—all become marketing tools when they are attractive, distinctive, and memorable. Finally, companies can improve public goodwill by contributing money and time to public service activities.
A company's Web site can be a good public relations vehicle. Consumers and members of other publics can visit the site for information and entertainment. Such sites can be extremely popular. For example, Butterball's site, which features cooking and carving tips, received 550,000 visitors in one day during Thanksgiving week last year. Web sites can also be ideal for handling crisis situations. For example, when several bottles of Odwalla apple juice sold on the West Coast were found to contain E. coli bacteria, Odwalla initiated a massive product recall. Within only three hours, it set up a Web site laden with information about the crisis and Odwalla's response. Company staffers also combed the Internet looking for newsgroups discussing Odwalla and posted links to the site. In another example, American Home Products quickly set up a Web site to distribute accurate information and advice after a model died reportedly after inhaling its Primatene Mist. The Primatene site, up less than 12 hours after the crisis broke, remains in place today. In all, notes one analyst, "Today, public relations is reshaping the Internet and the Internet, in turn, is redefining the practice of public relations." Says another, "People look to the Net for information, not salesmanship, and that's the real opportunity for public relations."29
As with the other promotion tools, in considering when and how to use product public relations, management should set PR objectives, choose the PR messages and vehicles, implement the PR plan, and evaluate the results. The firm's public relations should be blended smoothly with other promotion activities within the company's overall integrated marketing communications effort.

Key Terms

advertising 

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

advertising objective 

A specific communication task to be accomplished with a specific target audience during a specific period of time.
advertising agency 

A marketing services firm that assists companies in planning, preparing, implementing, and evaluating all or portions of their advertising programs.

sales promotion 

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

sample 

A small amount of a product offered to consumers for trial.

coupon 

Certificate that gives buyers a saving when they purchase a specified product.

cash refund offer (rebate) 

Offer to refund part of the purchase price of a product to consumers who send a "proof of purchase" to the manufacturer.

price pack (cents-off deal) 

Reduced price that is marked by the producer directly on the label or package.

premium 

Good offered either free or at low cost as an incentive to buy a product.

advertising specialty 

Useful article imprinted with an advertiser's name, given as a gift to consumers.

patronage reward 

Cash or other award for the regular use of a certain company's products or services.

point-of-purchase (POP) promotion 

Display and demonstration that takes place at the point of purchase or sale.

contests, sweepstakes, games 

Promotional events that give consumers the chance to win something—such as cash, trips, or goods—by luck or through extra effort.

discount 

A straight reduction in price on purchases during a stated period of time.

allowance 

Promotional money paid by manufacturers to retailers in return for an agreement to feature the manufacturer's products in some way. 

