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Changing consumers’ beliefs
is never an casy task. And
the challenge is always made
tnore complex by the fact that
your best competition will
only keep getting better. So
for Cadillac the question
becomes, even with a series of
dramatic improvements, can
they ever catch the Ultimate
Driving Machine? It’s the
job of everyone who works for
BMW to make sure that they
don’t. . ..

You may be aware that in recent years General Motors has spent billions of dol-
lars on its Cadillac brand in a determined effort to take on Japanese and German mod-
els like the exquisite BMW 5 Series, which is exalted on the Toronto billboard in
Exhibit 5.14. Simply put, the folks at General Motors will need to change a lot of
consumers’ beliefs about Cadillac if they are to have success in regaining market share
from the likes of Lexus and BMW. Among other things, our beliefs determine the cars
we drive (subject of course to the limitations of our pocketbooks).

People have many beliefs

“He wants o battery charger”

about various features and attrib-
utes of products and brands. Some
beliefs are more important than
others in determining-a person’s
final evaluation of a brand. Typi- -
cally, a small number of beliefs—
on the order of five to nine—
underlie brand attitudes.® These
beliefs are the critical determinants
of an attitude and are referred to
as salient beliefs.

Clearly, we would expect the
number of salient beliefs to vary
between product categories. The
loyal Harley owner who proudly
displays a tattoo will have many
more salient beliefs about his bike

Belief change is a common
goal in advertising. With its
“Softer Side” campaign,
Sears attempted to change
beliefs about its stores as a

source for women’s fashions.

DL B0AES

than he has about his brand of
shaving cream. Also, salient beliefs
can be modified, replaced, or extinguished. Exhibit 5.15 is a two-page ad from a
Sears campaign designed to modify the salient beliefs of its target audience.

Since belief shaping and reinforcement can be one of the principal goals of
advertising, it should come as no surprise that advertisers make belief assessment a
focal point in their attempts to understand consumer behavior.

6.  Icek Ajzen and Martin Fishbein, Understanding Atitudes and Predicting Social Behavior (Englewood Cliffs, N.J.: Prentice Hall,
1980), 63.
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'Multi-Attribute Attitude Models (MAAMS). Multi-attribute attitude mod-

els (MAAMS) provide a framework and a set of research procedures for collecting
information from consumers to assess their salient beliefs and attitudes about com-
petitive brands. Here we will highlight the basic components of 2 MAAMs analysis
and illustrate how such an analysis can benefit the advertiser.

Any MAAMs analysis will feature four fundamental components:

* Evaluative criteria are the attributes or performance characteristics that con-
sumers use in comparing competitive brands. In pursuing a MAAMs analysis, an
_advertiser must identify all evaluative criteria relevant to its product category.

s Importance weights reflect the priority that a particular evaluative criterion

receives in the consumer’s decision-making process. Importance weights can
vary dramatically from one consumer to the next; for instance, some people will
merely want good taste from their bowl of cereal, while others will be more con-
cerned about fat and fiber content.

*- The consideration set is that group of brands that represents the real focal point
for the consumer’s decision. For example, the potential buyer of a luxury sedan
might be focusing on Acura, BMW, and Lexus. These and comparable brands
would be featured in a MAAMs analysis. Cadillac could have a model, such as its
new STS sedan, that aspired to be part of this consideration set, leading General
Motors to conduct a MAAMs analysis featuring the STS and its foreign rivals.
Conversely, it would be silly for GM to include the Chevy Malibu in 2 MAAM:s
analysis with this set of luxury/performance imports.

*  Beliefs represent the knowledge and feelings that a consumer has about various
brands. In a MAAM:s analysis, beliefs about each brand’s performance on all rel-
evant evaluative criteria are assessed. Beliefs can be matters of fact—a 12-ounce
Pepsi has 150 calories; a 12-ounce Coke Classic has 140—or highly subjective—
the Cadillac XLR roadster is the sleekest, sexiest car on the street. It is common
for beliefs to vary widely among consumers.

In conducting a MAAMs analysis, we must specify the relevant evaluative criteria for
our category, as well as our direct competitors. We then go to consumers and let
them tell us what’s important and how our brand fares against the competition on
the various evaluative criteria. The information generated from this survey research
will give us a better appreciation for the salient beliefs that underlie brand attitudes,
and it may suggest important opportunities for changing our marketing or advertis-
ing to yield more favorable brand attitudes.

Three basic attitude-change strategies can be developed from the MAAMs frame-
work. First, 2 MAAMs analysis may reveal that consumers do not have an accurate
perception of the relative performance of our brand on an important evaluative cri-
terion. For example, consumers may perceive that Crest is far and away the best
brand of toothpaste for fighting cavities, when in fact all brands with a fluoride addi-
tive perform equally well on cavity prevention. Correcting this misperception could
become our focal point if we compete with Crest.

Second, a MAAM:s analysis could uncover that our brand is perceived as the best
performer on an evaluative criterion that.most consumers do not view as very
important. The task for advertising in this instance would be to persuade consumers
that what our brand offers (say, lower carb content than any other light beer) is more
important than they had thought previously.

Third, the MAAMs framework may lead to the conclusion that the only way to
improve attitudes toward our brand would be through the introduction of a new

- auribute to be featured in our advertising. In some instances we could just add that

attribute or feature (e.g., 10X, through the lens, optical zoom) to an existing prod-
uct (e.g., our Olympus digital camera), and make that the centerpiece in our next ad
campaign. Alternatively, if the attribute in question has emerged to be highly valued
by 30 million Americans, we may want to reinvent an entire product line to feature
this critical attribute. That’s exactly what Unilever Bestfoods (makers of Ragu, Lip-
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INTRODUCING

ton, Skippy and Wish-Bone)
decided to do for carb-crazed
consumers when it introduced a

DEL!C!OUS N EW OPT! ONS ’ line of products like the one in
YOU CAN COUNT ON. Exhibit 5.16.

When fads emerge as major
marketplace trends, marketers
must respond or risk dramatic
erosion in their customer base.
Such has been the case in the
food business, where carb-
consciousness has affected the
marketing of everything from
peanut butter to steak sauce.
Learn more at k

el

When marketers use the
MAAMs approach, good things
can result in terms of more-
favorable brand attitudes and
improved market share. When
marketers carefully isolate key
evaluative criteria, bring products
- to the marketplace that perform

. +well on the focal criteria, and
. develop ads that effectively shape
salient beliefs about the brand, the
results can be dramatic—as we
saw in the case of Joy in Japan.

Information Processing and Perceptual Defense. At this point you may
have the impression that creating effective advertising is really a straightforward exer-
cise. We carefully analyze consumers’ beliefs and attitudes, construct ads to address
any problems that might be identified, and choose various media to get the word out
to our target customers. Yes, it would be very easy if consumers would just pay close
attention and believe everything we tell them, and if our competition would kindly
stop all of its advertising so that ours would be the only message that consumers had
to worry about. Of course, these things aren’t going to happen.

Why would we expect to encounter resistance from consumers as we attempt to
influence their beliefs and attitudes about our brand? One way to think about this
problem is to portray the consumer as an information processor who must advance
through a series of stages before our message can have its intended effect. If we are
skillful in selecting appropriate media to reach our target, then the consumer must
(1) pay attention to the message, (2) comprehend it correctly, (3) accept the message
exactly as we intended, and (4) retain the message until it is needed for a purchase
decision. Unfortunately, problems can and do occur at any or all of these four stages,
completely negating the effect of our advertising campaign.

There are two major obstacles that we must overcome if our message is to have
its intended effect. The first—the cognitive consistency impetus—stems from the
individual consumer. Remember, a person develops and holds beliefs and attitudes
for a reason: They help him or her make efficient decisions that yield pleasing out-
comes. When a consumer is satisfied with these outcomes, there is really no reason
to alter the belief system that generated them (e.g., why bother with a Cadillac if
you love your BMW!). New information that challenges existing beliefs can be
ignored or disparaged to prevent modification of the present cognitive system. The
consumer’s desire to maintain cognitive consistency can be a major roadblock for an
advertiser that wants to change beliefs and attitudes.

The second obstacle—advertising clutter—derives from the context in which
ads are processed. Even if a person wanted to, it would be impossible to process and
integrate every advertising message that he or she is exposed to each day. Pick up
today’s newspaper and start reviewing every ad you come across. Will you have time
today to read them all? The clutter problem is further magnified by competitive
brands making very similar performance claims.” Was it Advil, Anacin, Aveda,

7. Clutter creates a variety of problems that compromise the effectiveness of advertising. For instance, research has shown that
clutter interferes with basic memory functions, inhibiting a person’s ability to keep straight which brands are making what claims.
For more details see Anand Kumar and Shanker Krishnan, “Memory Interference in Advertising: A Replication and Extension,”
Joumal of Consumer Research, vol. 30 (March 2004), 602-612.
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Aleve, Avia, Aflexa, Aveya, Actonel, Motrin, Nuprin, or Tylenol Gelcaps that
promised you 12 hours of reli¢f from your headache? (Can you select the brands
from this list that aren’t a headache remedy?) The simple fact is that each of us is
exposed to hundreds of ads each day, and no one has the time or inclination to sort
through them all. .

Consumers thus employ perceptual defenses to simplify and control their own ad
processing. It is important here to see that the consumer is in control, and the adver-
tiser must find some way to engage the consumer if an ad is to have any impact. Of
course, the best way to engage consumers is to offer them information about a prod-
uct or service that will address an active need state. Simply stated, it is difficult to get
people to process a message about your headache remedy when they don’t have a
headache. Selective attention is certainly the advertiser’s greatest challenge and
produces tremendous waste of advertising dollars. Most ads are simply ignored by
consumers. They turn the page, change the station, mute the sound, head for the
refrigerator, or just daydream or doze off—rather than process the ad.

Advertisers employ a variety of tactics to break through the clutter. Popular
music, celebrity spokespersons, sexy models, rapid scene changes, and anything that
is novel are devices for combating selective attention. Remember, as we discussed
in Chapter 4, advertisers constantly walk that fine line between novel and obnox-
ious in their never-ending battle for the attention of the consumer. They really don’t
want to insult yeu or anyone else; they just want to be noticed. Of course, they often
step over the annoyance line.

The battle for consumers’ attention poses another dilemma for advertisers. With-
out attention, there is no chance that an advertiser’s message will have its desired
impact; however, the provocative, attention-attracting devices used to engage con-
sumers often become the focal point of consumers’ ad processing. They remember
seeing an ad featuring 27 Elvis Presley impersonators, but they can’t recall what
brand was being advertised or what claims were being made about the brand. If
advertisers must entertain consumers to win their attention, they must also be care-
ful that the brand and message don’t get lost in the shuffle.

Let’s assume that an ad gets attention and the consumer comprehends its claims
correctly. Will acceptance follow and create the enduring change in brand attitude
that is desired, or will there be further resistance? If the message 1is asking the con-
sumer to alter beliefs about the brand, expect more resistance. When the consumer
is involved and attentive and comprehends a claim that challenges current beliefs, the
cognitive consistency impetus kicks in, and cognitive responses can be expected.
Cognitive responses are the thoughts that occur to individuals at that exact
moment in time when their beliefs and attitudes are being challenged by some form
of persuasive communication. Remember, most ads will not provoke enough men-
tal engagement to yield any form of cognitive response, but when they occur, the
valence of these responses is critical to the acceptance of one’s message. As we shall
see in the next section, cognitive responses are one of the main components of an
influential framework for understanding the impact of advertising labeled the elab-
oration likelihood model (ELM).

The Elaboration Likelihood Model (ELM). The ELM is another of those ideas
that has been borrowed from social psychology and applied to advertising settings.?®
It is a model that pertains to any situation where a persuasive communication is
being sent and received, and it has particular relevance in this chapter because it
incorporates ideas such as involvement, information processing, cognitive responses,
and attitude formation in a single, integrated framework. The basic premise of the

8. For an expanded discussion of these issues, see Richard E. Petty, John T. Cacioppo, Alan J. Strathman, and Joseph R. Priester,
“To Think or Not to Think: Exploring Two Routes to Persuasion,” in Persuasion: Psychological Insights and Perspectives, ed. Sharon
Shavitt and Timothy C. Brock (Boston: Allyn & Bacon, 1994), 113147, :
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Two routes to attitude
change.

Involvement Level

ELM is that to understand how a persuasive communication may affect a person’s
attitudes, we must consider his or her motivation and ability to elaborate on the mes-
sage during processing. For most advertising contexts, motivation and ability will be
a function of how involved the person is with the consumption decision in ques-
tion. Involving decisions will result in active, mental elaboration during ad process-
ing, whereas uninvolving decisions will implicate passive ad processing.

As indicated in Exhibit 5.17, the ELM uses the involvement dichotomy in
spelling out two unique routes to attitude change. These are typically referred to as
the central and peripheral routes to persuasion.

When involvement is high, we should expect the consumer to draw on prior
knowledge and experience and scrutinize or elaborate on the message arguments that
are central to the advertiser’s case. The nature of the individual’s effortful thinking
about the issues at hand could be judged from the cognitive responses that the ad
provokes. These cognitive responses may be positive or negative in tone, and can be
reactions to specific claims or any executional element of the ad.

Messages designed to reinforce existing beliefs, or shape beliefs for a new brand
that the consumer was unaware of previously, are more likely to win uncritical
acceptance. Compare the ads in Exhibits 5.18 and 5.19. In this example, think of the
cities Cleveland and Singapore as two brands competing for a tourist’s attention (and
ultimately, dollars). Each of these ads tries to affect beliefs and attitudes about its focal
city. The cognitive consistency impetus that manifests in cognitive responses will
work against the city that is more well known, especially when the ad challenges
existing beliefs. Which ad do you find more challenging to your beliefs?

If the cognitive responses provoked by one’s ad are primarily negative in tone,
the ad has backfired: The consumer is maintaining cognitive consistency by dis-
paraging your ad, and that person’s negative thoughts are likely to foster negative
evaluation of your brand. However, when positive attitudes can be affected through
the central route, they have very appealing properties. Because they are based on
careful thought, central-route attitudes will (1) come to mind quickly for use in
product selection, (2) resist the change efforts of other advertisers, (3) persist in mem-
ory without repeated ad exposures, and (4) be excellent predictors of behavior. These
properties cannot be expected of attitudes that are formed in the peripheral route.

For low-involvement products, such as batteries or tortilla chips, cognitive
responses to advertising claims are not expected. In such situations, attitude forma-
tion will often follow a more peripheral route, and peripheral cues become the focal
point for judging the ad’s impact. Peripheral cues refer to features of the ad other
than the actual arguments about the brand’s performance. They include an attractive
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Cities can also engage in persuasive communications. Does this ad Singapore’s Tourism Board uses this ad to educate readers about its

present an image of Cleveland that is compatible with your prior broad cultural diversity, and to tickle their curiosity (net5: 7

beliefs? http:/iveww.travelcleveland.com/ohia newasiasingapore.com). Is Singapore an Asian dity? Yes, but with
influences from many cultures. The ad invites the reader to break out of
a conceptual box, just as the Florida orange growers did with their
“Orange juice: It’s not just for breakfast anymore” campaign.

or comical spokesperson, novel imagery, humorous incidents, or a catchy jingle. Any
feature of the ad that prompts a pleasant emotional response could be thought of as
a peripheral cue. :

In the peripheral route the consumer can still learn from an advertisement, but
the learning is passive and typically must be achieved by frequent association of the
peripheral cue (for example, the Eveready Energizer Bunny) with the brand in ques-
tion. It has even been suggested that classical conditioning principles might be
employed by advertisers to facilitate and accelerate this associative learning process.”
As consumers learn to associate pleasant feelings and attractive images with a brand,
their attitude toward the brand should become more positive.

What do LeAnn Rimes, James Carville, Queen Latifah, Jerry Seinfeld, Mr.
Peanut, Jay-Z, Shakira, Junji Takada, Michelin Man, LeBron (a.k.a. King) James,
Paige Davis, the Geico Gecko, Missy Elliott, and the song “Instant Karma” by John
Lennon have in common? They and hundreds of others like them have been used
as peripheral cues in advertising campaigns. When all brands in a category offer sim-
ilar benefits, the most fruitful avenue for advertising strategy is likely to be the
peripheral route, where the advertiser merely tries to maintain positive or pleasant
associations with the brand by constantly presenting it with appealing peripheral
cues. Of course, peripheral cues can be more than merely cute, with the right ones

9. Foradditional discussion of this issue, see Frances K. McSweeney and Calvin Bierley, “Recent Developments in Classical Con-
ditioning,” journal of Consumer Research, vol. 11 (September 1984), 619-631.
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adding an undeniable level of “hipness” to aging brands.' Selecting peripheral cues
can be especially important for mature brands in low-involvement categories where
the challenge is to keep the customer from getting bored;!" however, this is an
expensive tactic because any gains made along the peripheral route are short-lived.
TV air time, lots of repetition, sponsorship fees, and a never-ending search for the
freshest, most popular peripheral cues demand huge budgets. When you think of the
peripheral route, think of the advertising campaigns for high-profile, mature brands

~ such as Coke, Pepsi, Budweiser, Gap, McDonald’s, Nike, and Doritos. They enter-
tain in an effort to keep you interested.

Perspective Two: The Consumer as Social Being.

The creditable human being must have not only the things needed for decent life, but some-
thing extra, something superfluous or sentimental or luxurious. The human being, to be
human, must show that he or she is not just an animal or brute, not just biological, and must
in some manner make the non-animal nature visible.!?

—Michael Schudson, famous advertising scholar and sociologist

The view of the consumer as decision maker and information processor has been a
popular one. It is not, however, without its limitations or its critics. In fact, its crit-
ics are getting louder. So we want to give you the other side of the story, a second
perspective.

First, don’t throw the baby out with the bathwater. While we are going to point
out limitations and shortcomings, we are not telling you that what you just learned
is wrong or useless. Far from it, there is undeniable value in the perspective pre-
sented above—no doubt about it. What goes on in consumers’ minds is obviously
important. But just as certainly it tells only part of the story of consumer behavior
and advertising. Advertising and consumer behavior is so many things, and operates
on so many levels, that a single-perspective approach is completely inadequate. So
we offer more, a second perspective.

What the first perspective is best at is advancing understanding about how con-
sumers make decisions. It is reasonably good at that. For example, it tells us that in
general, consumers tend to use less as opposed to more information. That might
seem odd, but it’s true. Consumers say that more information is best, but tend to
actually use less rather than more. If you think about it, this makes perfect sense. Con-
sumers store and retrieve previously made judgments (e.g., Honda is the best value) in
order to not have to decide all over again every time they make a purchase. If this
were not true, a quick trip to the convenience store would take hours: “Let’s see,
Trident versus Bubble Yum ... hmmm . .. let me think.” In order to make their
lives easier, consumers employ all sorts of mental short-cuts and effort-saving strate-
gies. So, with this situation, and many others the perspective described above has
helped advertisers understand consumer decision making.

But what of understanding advertising and how it works with consumers? In
their effort to isolate psychological mechanisms, information-processing researchers
typically take consumer behavior (and consumers) out of its (their) natural environment
in favor of a laboratory. As you may have already guessed, few consumers actually

10. Associations like Jay-Z with Heineken, Missy Elliott with the Gap, and Queen Latifsh with Cover Girl illustrate the influence
of Russell Simmons in bringing hip-hop into the advertising mainstream. (See “The CEO of Hip Hop,” Business Week, October 27,
2003, 91-98.) It is fair to say that Simmons found great success by lining up hip-hop icons as peripheral cues for all sorts of big-name
advertisers.

11.  The rationale for cultivating brand interest for mature brands is discussed more fully in Karen A. Machleit, Chris T. Allen, and
Thomas J. Madden, “The Mature Brand and Brand Interest: An Alternative Consequence of Ad-Evoked Affect,” Journal of Markes-
ing, vol. 57 (October 1993), 72-82. -

12.  (1984), “An Anthropology of Goods,” in Advertising, The Uneasy Persuasion: Its Dubious Impact on American Society, New York:
Basic Books, 133.
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watch ads and buy things in laboratories. In fact, under such obviously unrealistic
conditions, some argue that these researchers are no longer studying ads at all, but
only “stimulus material.” Those who criticize this approach believe that ads really
exist only in the real social world and natural environment. When removed from that
environment they are no longer ads in any meaningful sense. Think about it for
yourself; when you watch advertising on television, you usually see eight to ten ads
in a commercial break. You may or may not be listening, or watching. You might be
talking to friends or family, reading, or just about anything else. Chances are you are
not watching an ‘ad on a computer monitor for class credit. To seriously believe these
are the same thing is to believe in some pretty odd notions of reality. More impor-
tantly, what the ad means is often completely lost in the quest for “information” being
“processed.” But the allure of science and its symbols (e.g., labs) is one of the modern
period’s most well-known seductions. The trappings of science give people feelings
of certainty and truth, whether it is deserved or appropriate. And to be fair, the aims
of academic experimental research (to advance basic knowledge and theory) are often
quite different from the aims of the advertising industry (to make ads that sell things).

Industry critics and more and more academic researchers alike believe that much
of the psychological research (most popular in the industry in the 1950s) has signif-
icantly less to do with the advertising and consumption of real goods and services in
the real world than with advancing psychological theory—a completely worthy goal
for some college professors, but not necessarily important to the actual practice of
advertising. In the real world of advertising, real consumers matter, as does how they
respond to real ads in real environments. ,

The move away from purely psychological approaches has been going on in the
advertising industry for quite some time, at least 30 years. It gathered enormous
momentum in the 1980s. At that time U.S. West Coast agencies began adopting what
they called “British Research,” which was really just qualitative research as has been
practiced by anthropologists, sociologists, and others for well over a century. The only
thing really “British” about it at all is that some very hot London agencies had been
doing research this way all along. (Actually, many had been, but these agencies used it
as a point of differentiation.) Judie Lannon’s emphasis on meaning is a good example.

And if Advertising contributes to the meaning of inanimate goods, then the study of these val-
ues and meanings are of prime importance . . . the perspective of research must be what people
use advertising for.!3 .

—Judie Lannon, then creative research director,
J. Walter Thompson, London

This industry trend also resonated with a similar move in academic research toward
more qualitative field work, interpretive, and textual approaches to the study of
human behavior, including consumer behavior. People began to see consumers as
more than “information processors” and ads as more than socially isolated attempts
at attitude manipulation. Meaning became more important than attitudes. Perhaps,
consumers do “process” information, but they also do a whole lot more (see Exhibit
5.20). Furthermore, “information” itself is a rich and complex textual product,
bound by history, society, and culture, and interpreted in very sophisticated ways by
very human beings. Advertising practice is not engineering or chemistry. It is about
knowing how to connect with human beings around their consumption practices
with advertising. That’s why advertising agencies like and hire people who know
about material culture (anthropology), demography and social process (sociology), the
history of brands and consumption practices (history), memory (psychology), com-
munication, text (literature), and art (what a lot of ads are). Understanding people and
ads will not be the same as counting kilos of sulfur, concentrations of acids, or stars

13.  Davidson, Martin (1992), “Objects of Desire: How Advertising Works,” in Martin Davidson, The Constmerist Manifesto: Adver-
tising in Postmodern Times, London: Routledge, 23-60. :
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in a galaxy. Humans and their creations (like ads and branded goods) are not just
processors of information. They are much more.

In this section we present a second perspective on consumer behavior, a per-
spective concerned. with social and cultural processes. It should be considered
another part of the larger story of how advertising works. Remember, this is just
another perspective. We are still talking about the same consumers discussed in the
preceding section; we are just viewing their behavior from a different vantage point.
When it comes to the complexities of consumer behavior and advertising, we really
can’t have too many perspectives.

Consuming in the Real World. Let’s consider some major components of real consumer’s lives:

Real consumers do not

consume in a vacuum.
Consumers are inherently
social beings, connected to
other consumers through social
identities, families, rituals,
cultures, symbols, and shared
histories. To have any hope
of understanding how real
consumers will respond to real
ads, you must first consider
them and their consumption
practices, and not in isolation.

Culture. If you are in the ad business, you are in the culture business.

Culture infuses, works on, is part of, and generally lands on all consumption.
You need to understand what culture is, and what culture does.

Culture is what a people do, or “the total life ways of a people, the social legacy
the individual acquires from his (her) group.”'* It is the way we eat, groom our-
selves, celebrate, and mark our space and position. It is the way things are done. Cul-
tures are often thought of as large and national, but in reality cultures are usually
smaller, and not necessarily geographic, such as urban hipster culture, teen tech-nerd cul-
ture, goth culture, Junior League culture, and so on. It’s usually easier to see and note
culture when it’s more distant
and unfamiliar. For most people,
this is when they travel to
another place. For example, if
you've traveled beyond your
own country, you have no doubt
noticed that people in other cul-
tures do things differently. If -

you were to point this out to
prepr et one of the locals—for example,
: to a Parisian—and say some-
thing like, “Dude, you guys sure
do things funny over here in
France,” you would no doubt
be struck (perhaps literally) with
the locals’ belief that it is not they,
but you, who behave oddly. This
is a manifestation of culture and
points out that members of a cul-
ture find the ways they do things
to be perfectly natural. Culture
is thus said to be invisible to those who are immersed in it. Everyone around us
behaves in a similar fashion, so we do not easily think about the existence of some
large and powerful force acting on us all. But it’s there; this constant background
force is the force of culture. To really see the culture that is all around you, to really
see what you take as ordinary, to see it like you were a visitor to a strangle land, is
what the socio-cultural perspective offers.

Make no mistake, culture is real, and it affects every aspect of human behavior,
including consumer behavior and advertising. Culture surrounds the creation, trans-
mission, reception, and interpretation of ads and brands, just as it touches every
aspect of consumption. It is about as “real world” as it gets. For example, if you are

14. Gordon Marshall, ed., The Concise Oxford Dictionary of Sociology (New York: Oxford University Press, 1994), 104-105.
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Cultural values, attitudes, -
and consumer behavior. Some
believe that advertising can
directly affect consumer
behavior and, over time,
cultural values as well,

Ocean Spray, you want to understand how the U.S. Thanksgiving holiday works so
that you can sell more cranberries, and make more profit. Why cranberries? Why
cranberries on Thanksgiving, but not on St. Patrick’s Day? What is the deal with
cranberries? Why do we have the particular rituals we perform on that day? Are
there market opportunities in those rituals? Or who makes up the rules of gift giv-
ing? If you are Tiffany, Barnes & Noble, or Hallmark, you have a very good reason
to understand why people do things a certain way (for example, buy things for one
holiday, but not for another). :

When advertisers consider just why consumers consume certain goods or ser-
vices, or why they consume them in a certain way, they are considering culture.
Culture informs consumers’ views about food, the body, gifts, possessions, a sense of
self versus others, mating, courtship, death, religion, family, jobs, art, holidays,
leisure, satisfaction, work—just about everything.

Values are the defining expressions of culture. They express in words and deeds
what is important to a culture. For example, some cultures value individual freedom,
while others value duty to the society at large. Some value propriety and restrained
behavior, while others value open expression. Values are cultural bedrock. Values
are enduring. They cannot be changed quickly or easily. They are thus different
from attitudes, which can be changed through a single advertising campaign or even
a single ad. Think of cultural values as the very strong and rigid foundation on which
much more mutable attitudes rest. Exhibit 5.21 illustrates this relationship. Values are
the foundation of this structure. Attitudes are, in turn, influenced by values, as well
as by many other sources. Advertising has to be consistent with, but cannot easily or
quickly change, values. It is thus senseless for an advertiser to speak of using adver-
tising to change values in any substantive way. Advertising influences values in the
same way a persistent drip of water wears down a granite slab—very slowly and
through cumulative impact, over years and years. It is also the case that cultural val-
ues change advertising. :

Typically, advertisers try to either associate their product with a cultural value or
criticize a competitor for being out of step with one. For example, in America, to
say that a product “merely hides or masks odors” would be damning criticism,
because it suggests that anyone who would use such a product doesn’t really value
cleanliness and thus isn’t like the rest of us. :

Advertisements must be consistent with the values of a people. If they are not,
they will likely be rejected. Many argue that the best (most effective) ads are those
that best express and affirm core cultural values. For example, one core American
value is said to be individualism, or the predisposition to value the individual -over
the group. This value has been part of American culture for a very long time. Thus,
advertisements that celebrate or affirm this value are more likely to succeed than ones
that denigrate or ignore it. Exhibit 5.22 shows an ad that leans heavily on this value.
But you should also be aware that current thinking on globalization makes a fly-for
this ointment. Those seeing globalization everywhere hold that the world is becom-

Consumer behavior
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What could be more Global brandscape. From Tucson to Tucumcari, Madrid to Cork (photo above), the
thoroughly individual? global brandscape is there.

ing more alike . . . the local is being gobbled up by the global brands and a global cul-
ture of marketing, branding, advertising and consuming. In fact, this is referred to as the
“globalization and homogenization” of everyday life. Travel
just about anywhere on this planet and you will be met by the
global brandscape (see Exhibit 5.23). It may turn out that cultural
values become global values, at least in the consumption con-
text. We are not there yet; we will have to wait and see.
Rituals are “often-repeated formalized behaviors
involving symbols.”!> Cultures participate in rituals; con-
sumers participate in rituals. Rituals are core elements of
culture. Cultures affirm, express, and maintain their values
through rituals. They are a way in which individuals are
made part of the culture, and a method by which the cul-
ture constantly renews and perpetuates itself. For example,
ritual-laden holidays such as Thanksgiving, Christmas,
Hanukah, and the Fourth of July help perpetuate aspects of
American culture through their repeated reenactment (tra-
dition). In Europe, there are a myriad of very important cul-
tural rituals, all involving consumption (e.g., feasts and gift
giving). In fact, this is true all over the world, and rituals
help intertwine culture and consumption practices in a very
real way. For example, Jell-O may have attained the promi-
nence of an “official” American holiday food because of its
regular usage as part of the Thanksgiving dinner ritual.’® In
the American South, it is common to eat black-eyed peas on
New Year’s Day to ensure good luck. In one sense it is “just
done,” but in another it is just done because it is a ritual embedded in a culture. If
you are a canned-goods manufacturer, understanding this particular ritual is not a

This ad promotes Kraft trivial concern at all. (See Exhibits 5.24 and 5.25.)
products as an integral part of
family rituals and traditions. 15. Ibid., 452. °

Suipaw vy kraftinods 16. Melanic Wallendorf and Eric J. Amould, “We Gather Together: Consumption Rituals of Thanksgiving Day,” Journal of Con-

LT sumer Research, vol. 18, no. 1 (June 1991), 13-31.
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Now SPLENDS
sugar. you

In this ad, Splenda is made

part of holiday ritual.

Rituals also occur every day in millions of other
contexts. For example, when-someone buys a new
car or a new home, they do all sorts of “unneces-
sary” things to make it theirs. They clean the carpets
even if they were just cleaned, they trim trees that
don’t need trimming, they hang things from the
mirror of the used car they just bought, they change
oil that was just changed—all to make the new pos-
session theirs and remove any trace of the former
owner. These behaviors are not only important to
anthropologists, they are also important to those
making and trying to sell products such as paint, rug
shampoos, household disinfectants, lawn and garden
equipment, auto accessories, and on and on.

Rituals don’t have to be the biggest events of
the year. There are everyday rituals, such as the
way we eat, clean ourselves, and groom. Think
about all the habitual things you do from the time
you get up in the morning until you crawl into bed
at night. These things are done in a certain way;
they are not random. Members of a common cul-
ture tend to do them one way, and members of
other cultures do them other ways. Again, if
you've ever visited another country, you have no

doubt noticed significant differences. An American
et sean Thonk e vl s e dining in Paris might be surprised to have sorbet to
begin the meal and a salad to end it.

Daily rituals seem inconsequential because they
are habitual and routine, and thus “invisible.” If, however, someone tried to get you
to significantly alter the way you do these things, he or she would quickly learn just
how important and resistant to change these rituals are. If a product or service can-
not be incorporated into an already-existing ritual, it is very difficult and expensive
for advertisers to effect a change. If, on the other hand, an advertiser can successfully
incorporate the consumption of its good or service into an existing ritual, then suc-
cess is much more likely. Imagine how important rituals are to the global beauty
industry (Exhibit 5.26). Cleaning and beauty practices are highly ritualized.

Clearly, there are incredible opportunities for marketers who can successfully
link their products to consumption rituals. In Exhibits 5.27 and 5.28 we see two
advertisers incorporating their brands into Easter rituals.

Stratification (social class) refers to a person’s relative standing in a social sys-
tem as produced by systematic inequalities in things such as wealth, income, educa-
tion, power, and status. For example, some members of society exist within a richer
group (stratum), others within a less affluent stratum. Race and gender are also
unequally distributed across these strata: for example, men generally have higher
incomes than women. Thus a cross-section, or slice, of American society would
reveal many different levels (or strata) of the population along these different dimen-
sions. Sociologists used to prefer the term “social class,” but many have gotten away
from it lately. It seems that contemporary societies have less stable or easy to define
classes than was once thought. Also, it is argued that the emergence of the New Class,
a class of technologically skilled and highly educated individuals with great access to
information and information technology, has changed the way we define social class:
“Knowledge of, and access to, information may begin to challenge property as a
determinant of social class.”!” .

17. Alvin W. Gouldner, “The Future of Intellectuals and the Rise of the New Class,” in Social Stratification in Sociological Perspec-
tive: Class, Race and Gender, ed. David B. Grusky (San Francisco: Westview Press, 1994), 711-729.
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“Social class” was typically thought most
strongly determined by income: higher-income
Americans tended to be of a higher “social class,”
and lower-income Americans were considered in a
lower class. But that was a clearly imperfect rela-
tionship. For example, successful plumbers often
had much higher incomes than college professors,
but their occupation was (perhaps) less prestigious,
and thus their “social class” designation was lower.
So, the prestige of one’s occupation also entered
into what we called “social class.” Education also
has something to do with “social class,” but a per-
son with a little college experience and a lot of
inherited wealth will probably rank higher than an
insurance agent with an MBA. Thus income, edu-
cation, and occupation are three important vari-
ables for indicating “social class,” but are still indi-
vidually, or even collectively, inadequate at capturing
its full meaning. Then there are rock stars, profes-
sional athletes, and successful actors, all with high
incomes, but generally thought to be completely
outside the “social class” system. This is another
reason the term has been falling to the more pre-
ferred “stratification” term.

Important to marketers is the belief that mem-
bers of social strata tend to live in similar ways,
have similar views and philosophies, and, most crit-
ically, tend to consume in similar ways. You can supposedly tell “social class” from
This ad helps Olay become  what people consume and how they consume; at least, that’s what lots of marketers
part of an already existing and advertisers believe. Markers of social class include what one wears, where one
ritual. lives, and how one speaks. In a consumer society, consumption marks or indicates

stratification in a myriad of ways. Stratification related consumption preferences
reflect value differences and different ways of seeing the world and the role of things
in it; they reflect taste. What do you think? Put it to the test, go to a mall, walk
around and check people out: Do you think you could guess their income, education,
occupation, whether they live
downtown or in the ’burbs
from the way they look, what
they are wearing, and the stores
they shop in? Most advertisers
think you can, and that’s why
stratification matters.

This brings us to taste.
Taste refers to a generalized set
or orientation to consumer
preferences. Social class affects
consumption through tastes,
including media habits, and
thus exposure to various adver-
: tising media vehicles—for
T New g Shaptd "HaN ut Butter Klincolate Candres for Easter example, RV L}fe versus I/Vine

. oyt b 10 make them R
e Spectator. We think of tennis
more than bowling as belong-
ing to the upper classes, chess
more than checkers, and brie
Two advertisers incorporate Easter rituals. more than Velveeta. Ordering
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wine instead of beer has social significance, as does wearing Tommy Hilfiger rather
than Lee jeans, or driving a Volvo rather than a Chevy. Social stratification and taste
are intertwined. In fact, cultural theorist Pierre Bourdieu argues that social class is
such a powerful socializing factor that it “structures the whole experience of sub-
jects,” particularly when it comes to consumption.'® Again, this is because of the
relationship between social stratification (or social class) and taste. Yet, remember,
the argument is made that contemporary consumer societies have a much more fluid
sense of class, and strata themselves are more in flux and have more permeable
boundaries than we once believed. We come down on this in the following way:

- Yes, in contemporary society there is a more fluid character to social stratification
(class) and its consumption markers, but it is still there and still matters. Fashion and
taste cycle faster than they once did, and consumers may be more playful in their use
of class markers than they once were, but we think the shopping mall test still gen-
erally works, and the stratification of taste still matters to advertisers.

A related concept is cultural capital, the value that cultures place on certain con-
sumption practices. For example, a certain consumption practice, say snowboarding,
has a certain capital or value (like money) for some segment of the population. If you
own a snowboard (a certain amount of cultural capital) and can actually use it (more
cultural capital), and look good while using it (even more capital), then this activity
is like cultural currency or cultural money in the bank. You can “spend” it. It gets
you things you want. A Porsche has a certain cultural capital among some groups, as
does wearing khakis, drinking Bud, ordering the right pinot noir, knowing how to
hail a cab, flying first class, or knowing the latest band. This capital may exist within
a hipster culture, or a 40-something wine-snob culture, or a redneck culture. These
are all cultures, and certain consumer practices are favored or valued more in each.
Adpvertisers need to figure out which ones are valued more, and why, and how to
make their product sought after because it has higher cultural capital. This is what
“taste” is all about; having good taste gives you cultural capital. These ads try to
emphasize the cultural capital, style, and taste to be found in the product (see
Exhibits 5.29 and 5.30), and then on to the consumer.
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These two ads point to the high cultural capital of the products.

18.  Pierre Bourdieu, “Distinction: A Social Critique of the Judgment of Taste,” in Social Stmlg‘i;ation in Sociological Perspective: Class,
Race and Gender, ed. David B. Grusky (San Francisco: Westview Press, 1994), 404429,
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Consider some examples. Think about the purchases of equivalently priced cars,
say a Saab and a Cadillac. The Saab is owned by a young architect, the Cadillac by
the owner of a small construction company. These two consumers don’t frequent
the same restaurants, drink in the same bars, or eat the same kinds of foods. They
don’t belong to the same “social strata,” and it is evident in their consumption.
Think about the contents of the living rooms of those in various social classes. The
differences are not due to money only, or the lack of it. Clearly, there is another
dynamic at work here.

“Social class” also becomes apparent when a person moves from one class into
another. Consider the following example: Bob and Jill move into a more expensive
neighborhood. Both grew up in lower-middle-class surroundings and moved into
high-paying jobs after graduate school. They have now moved into a fairly upscale
neighborhood, composed mostly of “older money.” On one of the first warm Sun-
days, Bob goes out to his driveway and begins to do something he has done all his
life: change the oil in his car. One of Bob’s neighbors comes over and chats, and
ever so subtly suggests to Bob that people in this neighborhood have “someone else”
do “that sort of thing.” Bob gets the message: It’s not cool to change your oil in your
own driveway. This is not how the new neighbors behave. It doesn’t matter
whether you like to do it or not; it is simply not done. To Bob, paying someone
else to do this simple job seems wasteful and uppity. He’s a bit offended, and a little
embarrassed. But, over time, he decides that it’s better to go along with the other
people in the neighborhood. Over time, Bob begins to see the error of his ways and
changes his attitudes and his behavior.

This is an example of the effect of social class on consumer behavior. Bob will
no longer be a good target for Fram, Purolator, AutoZone, or any other product or
service used to change oil at home. On the other hand, Bob is now a perfect candi-
date for quick-oil-change businesses such as Jiffy Lube. Consider the ads in Exhibits
5.31 and 5.32 in terms of social-class considerations. Which social strata (income,
education, etc.) do you believe are being targeted by these ads?
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These ads speak to two different social classes. Compare the sites of Chivas (herpffvewrw chivas.com) and
Miller Lite (hitpy/fyswyvs iy e,cor). What activities and interests are featured at each? How does leisure-
oriented content at each site create a context of social class that reinforces each brand’s meaning? Which brand
appeals to you most?
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Reference groups are also important. Obvi-
ously, other people and their priorities can have a
dramatic impact on our consumption priorities, as
suggested by the MasterCard ad in Exhibit 5.33. A
reference group is any configuration of other
people that a particular individual uses as a point of
reference in making his or her own consumption
decisions.

Reference groups can be small and intimate
(you and the people sharing your neighborhood)
or large and distant (people wanting to become
rich and powerful advertising executives). Refer-
ence groups can also vary in their degree of formal
structure. They can exist as part of some larger
organization—such as any business or employer—
with formal rules for who must be part of the
group and what is expected of the group in terms
of each day’s performance. Or they may be infor-
mal in their composition and agenda, such as a
group of casual friends who all live in the same
apartment complex.

Another way of categorizing reference groups
involves the distinction between membership
groups and aspirational groups.’” Membership
groups are those that we interact with in person
on some regular basis; we have personal contact
with the group and its other members. Aspira-
tional groups are made up of people we admire
or use as role models, but it is likely we will never
interact with the members of this group in any meaningful way. However, because
Aspirations play a large pan we aspire to be like the members of this group, they can set standards for our own
in the message of this behavior. Professional athletes, movie stars, rock stars, and successful business exec-
m“(”ye'c“'d ad. hee/ utives become role models whether they like it or not. Of course, advertisers are
s keenly aware of the potential influence of aspirational groups, and they commonly

employ celebrities as endorsers for their products. After all, who wouldn’t want to
be, to paraphrase another ad, like Michael Jordan? But aspirational reference groups
may also show up in ads as “ideal types,” or “regular people” who seem to have the
lives (and stuff ) we want.

.

“ExHIBIT S

Family. The consumer behavior of families is also of great interest to advertisers.
Advertisers want not only to discern the needs of different kinds of families, but also
to discover how decisions are made within families. The first is possible; the latter is
much more difficult. For a’ while, consumer researchers tried to determine who in
the traditional nuclear family (that is, Mom, Dad, and the kids) made various pur-
chasing decisions. This was largely an exercise in futility. Due to errors in reporting
and conflicting perceptions between husbands and wives, it became clear that the
family purchasing process is anything but clear. While some types of purchases are
handled by one family member, many decisions are actually diffuse nondecisions,
arrived at through what consumer researcher C. W. Park aptly calls a “muddling-
through” process.® These “decisions” just get made, and no one is really sure who

19.  For additional explanation of this distinction, see Michael R.. Solomon, Consurmer Behavior (Upper Saddle River, Nj.: Pren-
tice Hall, 1996), 342-344. .

20.  C. Whan Park, “Joint Decisions in Home Purchasing: A Muddling-Through Process,” Journal of Consumer Rescarch, vol, 9
(September 1982), 151-162.
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Who are the Cleavers?

made them, or even when. For an advertiser to
influence such a diffuse and vague process is indeed
a challenge. The consumer behavior of the family
is 2 complex and often subtle type of social negoti-
ation. One person handles this, one takes care of
that. Sometimes specific purchases fall along gender
lines, but sometimes they don’t.2! While they may
not be the buyer in many instances, children can
play important roles as initiators, influencers, and
users in many categories, such as cereals, clothing,
vacation destinations, fast-food restaurants, and tech-
nology (like computers). Still, some advertisers cap-
italize on the flexibility of this social system by sug-
gésting in their ads who should take charge of a given
consumption task, and then arming that person with
the appearance of expertise so that whoever wants
the job can take it and defend his or her purchases.

We also know that families have a lasting influ-
ence on the consumer preferences of family mem-
bers. One of the best predictors of the brands adults
use is the ones their parents used. This is true for
cars, toothpaste, household cleansers, and many
more products. Say you go off to college. You
eventually have to do laundry, so you go to the
store, and you buy Tide. Why Tide? Well, you're
not sure, but you saw it around your house when
you lived with your parents, and things seemed to have worked out okay for them,
so you buy it for yourself. The habit sticks, and you keep buying it. This is called an
intergenerational effect. :

Advertisers often focus on the major or gross differences in types of families,
because different families have different needs, buy different things, and are reached
. by different media. Family roles often change when both parents (or a single parent)
are employed outside the home. For instance, a teenage son or daughter may be
given the role of initiator and buyer, while the parent or parents serve merely as
influences. Furthermore, we should remember that Ward, June, Wally, and the
Beaver (Exhibit 5.34) are not the norm (se¢' Exhibit 5.35). There are a lot of single
parents and second and third marriages. Family is a very open concept. In addition
to the “traditional” nuclear family and the single-parent household, there is the
extended family (nuclear family plus grandparents, cousins, and others) and the so-
called alternative family (single parents and gay and lesbian households with and
without children, for example).

Beyond the basic configuration, advertisers are often interested in knowing
things such as the age of the youngest child, the size of the family, and the family
income. The age of the youngest child living at home tells an advertiser where the
family is in terms of its needs and obligations (that is, toys, investment instruments
for college savings, clothing, and vacations). When the youngest child leaves home,
the consumption patterns of a family radically change. Advertisers love to track the
age of the youngest child living at home and use it as a planning criterion. This is
called a life-stage variable, and is used frequently in advertising planning. o

Celebrity is a unique sociological category, and it matters a great deal to adver-
tisers. Twenty-first-century society is all about celebrity. While there are all sorts of

21.  For an excellent article on this topic, see Craig J. Thompson, William B. Locander, and Howard R.. Pollio, “The Lived Mean-
ing of Free Choice: An Existential-Ph logical Description of Everyday Consumer Experiences of Contemporary Married
Women,” Joumal of Consumer Research, vol. 17 (December 1990), 346~361.
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American households by type
and selected characteristics,
2000. Numbers are in
thousands, except for averages.
Note: theté are a lot of
“non-traditional” families.

celebrities, they can be both self-expressive and aspirational for consumers. Current
thinking is that in a celebrity-based culture, celebrities help contemporary consumers
with identity. Identity in a consumer culture becomes a “fashion accessory” prop for
a day—lesbian chic, head banger, corporate slave at work, and so forth. The idea is
that contemporary consumers are very good at putting on and taking off, trying on,
switching, and trading various identities, in the same way that they have clicked
through the channels since they could reach the remote. E-generation (www gen-
eration) children have become who they are, in no small part, through celebrity-
inspired identities—the way they do their hair, the way they think about their bod-
ies, their relationships, their aspirations, and certainly their styles. Of course, style is
often purchased and accessorized. This means that celebrities and images of them are
used moment to moment to help in a personal parade of identity. For this reason,
the understanding of the celebrity is much more complex and vital than merely
thinking in terms of similar attitudes and behaviors. It’s who we are, minute to
minute, ad to ad, mall to mall, purchase to purchase (Exhibits 5.36 through 5.39).

Cool. A lot of what advertising is all about is figuring out what is cool, and then
injecting that meaning into the brand. What is cool is determined through a social
process. Consumers have a great deal of power in this way, because they along with
advertisers determine the meaning of cool. Sometimes the last person to know what
is cool (or not) is the advertiser. These days some marketers actually go out into
various areas known for the hot spot on the cool map (like certain urban settings),
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WHODUNIT?

WANTED FOR ABOVE  THE MM VIOLATIONS

and see what the “kids” are
wearing, and doing, and saying.
These “coolhunts” are then
translated into brands and ads
(see Exhibit 5.40).

Race and Ethnicity. Race
and ethnicity provide other
ways to think about important
social groups. Answering the
question of how race figures
into consumer behavior is very
difficult. Our discomfort stems
from having, on the one hand,
the desire to say, “Race doesn’t

BIKALS INOLUOE MAD MANDLING OFTEN SOLLOWED BY BALL FAKES, BIC ABT AND MONSTER JAMS,
matter, we're all the same,” and
on the other hand not wanting

(or not being able) to deny the

significance of race in terms of reaching ethnic cultures and influencing a wide vari-
, ety of behaviors, including consumer behavior. The truth is we are less and less sure
Does this ad successfully . . . . . . . :
capture and project cool onto what race 1s,‘what it means. Obviously, a person’s pigmentation, in and of itself, has
the brand? almost nothing to do with preferences for one type of product over another. But
because race has mattered in culture, it does still matter in consumer behavior. To
the extent that race is part of culture, it matters. But it is true that the United States
is becoming an increasingly diverse culture (Exhibit 5.41), and the empirical reality
does not always conform to stereotypes. But how do we (and should we) deal with
this reality? A
There probably isn’t an area in consumer behavior where research is more inad-
equate. This is probably because everyone is terrified to discuss it, and because most
of the findings we do have are suspect. What is attributed to race is often due to
another factor that is itself associated with race. For example, consumer behavior
textbooks commonly say something to the effect that African-Americans and His-
panics are more brand loyal than their Anglo counterparts. Data on the frequency of
brand switching is offered, and lo and behold, it does appear that white people
switch brands more often. But why? Some ethnic minorities live in areas where
there are fewer retail choices. When we statistically remove the effect of income dis-
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Source; US. Census Bureau.

Ethnic diversity in America: projected U.S. population by race in millions (and percentage of total population by race). -
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parities between white people and people of color, we see that the brand-switching
effect often disappears. This suggests that brand loyalty is not a function of race, but
of disposable income and shopping options.

But race does inform one’s social identity to varying degrees. One is not blind
to one’s own ethnicity. African-Americans, Hispanics, and other ethnic groups have
culturally related consumption preferences. Certain brands become associated with
racial or ethnic groups. It is not enough, however, for advertisers to say one group
is different from another group, or that they prefer one brand over another simply
because they are members of a racial or ethnic category. If advertisers really want a
good, long-term relationship with their customers, they must acquire, through good
consumer research, a deeper understanding of who their customers are and how this
identity is affected by culture, felt ethnicity, and race. In short, advertisers must ask
why groups of consumers are different, or prefer different brands, and not settle for
an easy answer. It wasn’t until the mid to late 1980s that most American corpora-
tions made a concerted effort to court African-American consumers, or even to recog-
nize their existence.?? Efforts to serve the Hispanic consumer have been intermittent
and inconsistent. Sample ads directed at diverse audiences are shown in Exhibits
5.42, 5.43, and 5.44.

Gender. Gender is the social expression of sexual biology, sexual choice, or both.
Obviously, gender matters in consumption. But are men and women really that dif-
ferent in any meaningful way in their consumption behavior, beyond the obvious?

~~
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These ads are directed at Hispanics, Asian, and African American consumers.

22, Jannette L. Dates, “Advertising,” in Split Image: African Americans in the Mass Media, ed. Jannette L. Dates and William Barlow
(Washington, D.C.: Howard University Press, 1990), 421-454.



198 Part 2 The Planning: Analyzing the Advertising and Integrated Brand Promotion Environment

Again, to the extent that gender informs a “culture of gender,” the answer is yes. As
long as men and women are the products of differential socialization, then they will
continue to be different in some significant ways. There is, however, no definitive
list of gender differences in consumption, because the expression of gender, just like
anything else social, depends on the situation and the social circumstances. In the
1920s, advertisers openly referred to women as less logical, more emotional, the cul-
tural stewards of beauty.*® (Some say that the same soft, irrational, emotional femi-
nine persona is still invoked in advertising.) Advertising helps construct a social real-
ity, with gender a predominant feature. Not only is it a matter of conscience and
social responsibility to be aware of this construction, but it is good business as well.
Advertisers must keep in mind, though, that it’s hard to keep the business of people
you patronize, insult, or ignore. .

Obviously, gender’s impact on consumer behavior is not limited to heterosexual
men and women. Gay men and lesbians are large and significant markets. Of late,
these markets have been targeted by corporate titans such as IBM, United Airlines,
and Citibank.?* Again, these are markets that desire to be acknowledged and served,

* but not stereotyped and patronized. Exhibits 5.45 and 5.46 are ads directed at les-
bian and gay audiences.

André was leoking for o ingful relationship based on
pport and und ding - in the meantime, }im would do.

Howdo
you plan
foryour
future |
together? |

When you're ready to
plan a future togethér,
Wwho can you trustto
understand the financlal
challenges that gay.men
and lesbians face?

At American Express
 Fihancial Advisors, we
< offer Domestic Partner -
. DustJomestcr
o Plansing services that
: cich

1-800.GET-ADVICE,
andt cwn your world. 295 0n, Al R Pasion
i ccsiniin 7 0 poemiom redbe 4
5 i Fill thokee with ise, R
i ingrcrhuents.
shuke and steoin jute

TEXHIBIT 5.45

Some advertisers are beginning to recognize the advantages of marketing Here, Alizé attempts to represent and appeal to gay consumers.
to gay and lesbian consumers. Here, American Express recognizes the
special financial challenges faced by lesbian couples.

23. Roland Marchand, Advertising: The Americann Dream (Berkeley: Umiversity of California Press, 1984), 25.
24, Laura Koss-Feder, “Out and About: Firms Introduce Gay-Specific Ads for Mainstream Products, Services,” Marketing News,
May 25, 1998, 1, 20.
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In the late 1970s, advertisers discovered working w‘omen.rs;lxi'f,;ﬂ;e 1980s, mar-
keters discovered African-American consumeérs, about the same time they discovered
Hispanic consumers. Later they discovered Asian-Americans, and just lately they dis-
covered gays and lesbians. Of course, these people weren’t missing. They were there
all along. These “discoveries” of forgotten and marginalized social groups create
some interesting problems for advertisers. Members of these groups, quite reason-
ably, want to be served just like any other consumers. To serve these markets, con-
sider what Wally Snyder of the American Advertising Federation said:

Advertising that addresses the realities of America’s multicultural population must be created
by qualified professionals who understand the nuances of the disparate cultures. Otherwise,
agencies and marketers run the risk of losing or, worse, alienating millions of consumers eager
to buy their products or services. Building a business that “looks like” the nation’s increasingly
multicultural population is no longer simply a moral choice, it is a business imperative.?>

Attention and representation without stereotyping from a medium and a genre that
is known for stereotyping might be a lot to expect, but it’s not that much. Web sites
such as Commercial Closet (Exhibit 5.47) offer reviews and opinions on LGBT rep-
resentation in ads. :

Coramunity. Community is a powerful and traditional sociological concept. Its
meaning extends well beyond the idea of a specific geographic place. Communities
can be imagined or even virtual. Community members believe that they belong to
a group of people who are similar to them in some important way, and different
from those not in the community. Members of communities often share rituals and
traditions, and feel some sort of responsibility to one another and the community.

Advertisers are becoming increasingly aware of the power of community. It is
important in at least two major ways. First, it is where consumption is grounded,
where consumption literally lives. Products have social meanings, and community is
the quintessential social domain, so consumption is inseparable from the notion of
where we live (actually or virtually). Communities may be the fundamental refer-
ence group, and they exhibit a great deal of power. A community may be your
neighborhood, or it may be people like you with whom you feel a kinship, such as
members of social clubs, other consumers who collect the same things you do, or
people who have, use, or admire the same brands you do. i

Brand communities are groups of consumers who feel'a:¢cammonality and a
shared purpose grounded or attached to a consumer good or service.2

When owners of Doc Martens, Saabs, Mountain Dews, or Saturns experience a
sense of connectedness by virtue of their common ownership or usage, a brand com-
munity exists. When two perfect strangers stand in a parking lot and act like old
friends simply because they both own Saturns, a type of community is revealed. Many
of these communities exist online, and some reveal a certain level of brand fanaticism:

Coke is the best drink ever created. . . . And with popularity, the imitators came. These imi-
tators make money, are not as good as the Real Thing, they gained popularity and must be
stopped. This is why we must rally around our beverage in its time of need. We cannot see
the horrible things pepsico does anymore. It is times these crimes stop. B
Join the Coke Army. .
—from the Web site of a 16-year-old male in Belgium

Other times, these communities reveal an important and more “mainstream” connec-
tion between owners, users or admirers of brands, that with the rise of the Internet, has
made these communities and this type of community conversation anything but trivial:

Truth be told, I just “found” this group and I'm a happy little person now that I've found
there are other people out there like me that love their Miatas! .
—from a WWW Miata user group post

25.  Wally Snyder, “Advertising’s Ethical and Economic Imperative,” American Adventising (Fall 1992), 28.
26.  Albert Muniz, Jr., and Thomas O’Guinn, “Brand Community,” Joumal of Consumer Research, vol. 27 (2001), 412-432.
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CUMMILC

Father & Son

In this “steamy” ad of a different sort, a father joins his son in a sauna and

FMfSolon.ulmqhowh\gsarem?'_

Ragion: Latin/3outh Amarich . w3 .
ey B iopaiana ™ Son “Going fine, dad
Yaar; 3297

Target: Mainsraam

Father: “Son, I'm wornad sbout you Can we talc™

Son: "Go ahead”

Father: "Your mother told me sbout your boyfiiend. (psuse..more

seNpRAURNL

1}

LATEST NEWS. .
Sae pictures from the Cammercial Closet Spring Party/NYC mnchiding singer An Gold!

See Commercial Closet Executive Director Michas! Wike m the news on CNN Headline
Nows, Fox News, VH] aud more!

The Conumercial Closet board has completed a set of Mainstream Advertising Best
Practices for corporations and ad agencies.

To leam more about Gay Marketing . Click Hece.

Want to see ways you can help out Commercial Closet? Click here!

Good Dancer

vend Brayn .
Agancy: Love Lirtas & Pastners Worldwide

ey s, ol Broduct Year: 1937

Regiem: fucens Ad Spotber: Jenni Olson

Themes: Af¥factionate Displavs, All Trans-Themed Ade, Io the Bar, Mals Kisses, Surprize, Sha's & He

€©) saxad storvboard stifs | A Cute young guy 2t a club tries dancing with two sexy women, who srusb bim and walk away.

Then another sexy gal (Los Angeles drag queen Karen Dior, former Miss Gay United States) beckons him to come
closer, as she wiggles her busom and his eyes bulge at her beauty. He starts dancing with her and then she says in a
deep, male voice, “You'rs a great dancer.*

He tumns with the most frightened face when he hears the voice. She flips her hair and there is a closeup on her oversized
adam's apple.

He reaches out to rub her face -- checking for stubble, but feeling nione -~ then smides in rekief They then move in for a
kiss.

The taghine: "Designed to perform better.”
This could be looked at in two different ways -- dthahemc{eddedsbewasin&ctawommwnhndeepvoice and

big Adam's apple (which would make for a mors negati to his di y of her kne traits) or he decides
that despite her maleness he can live with the voice and Adam's apple, 50 long as there's no facial stubble.

A difficuk one to categorize, thus & wash into neutral

bi lity or baing dered is trasted as a non-issus in these commarcdials. Like people of color sre
aov often thown, gays are included in and wth in the mix of a larger campaign. This may be what
% s the future of gaye in commardals will lock ke part of & larger whole.

Commercial Closet reviews two ads here. What do you think?
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GM’s Satum division has

been a leader in promoting a
sense of community among its
owners. In this ad, that sense
of community is cultivated
through photographs from the
Spring Hill Homecoming.
Savvy Satum marketers used
the homecoming as a feature

. in advertising campaigns to
show that the bond between
Saturn owners and their cars
is something special. htep/i
WYY SALUTTICArS.COm

This quote reveals the writer’s joy at realizing that there are others out there who
get it—who see what this “happy little person” sees in this material object, this car,
this brand: Miata. The promise of community—not to be alone, to share apprecia-
tion and admiration of something or someone, no matter how odd or inappropriate
others feel it to be—is fulfilled in online communities. The language looks much like
that of people pleased that they discovered others with the same sexual orientation,
the same health problems, or the same religion, in this case a brand and model of
car. It is a rewarding and embracing social collective centered on a brand. This
should not surprise us too much given how central consumption and branding have
become in contemporary society. Brands matter.

Indeed, Saturn’s Spring Hill Homecoming, described in the IBP box, is consid-
ered a great marketing success story in the area of cultivating brand community.
Exhibit 5.48 shows how Saturn reinforces its communal appeal.

Object Meaning and the Social Life of Brands.

Things always stand for other values; and the advertiser is merely making sure the translation
is vivid and to the product’s advantage.

—Michael Schudson

The entire human record consists of no place where materiality and meaning are strangers. Such
a place, such a time, are fictions. So things always have social meaning. But, brands go even
further, are particularly marked, and have a special relationship to modern market economies,
those economies marked by marketing, advertising and consumption.

—Q’Guinn and Muiiiz,
Inside Consumption, 2005
The one thing a brand can never be is just a box on the shelf.?®

—Martin Davidson
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for the chance to go inside and thask SN ud most accurate description can be
everyane for a job well done. o Apolican't  found in the words of & Saturn awner who
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27. Thomas C. O’Guinn and Albert M. Muiiz, Jr., “Cc 1 ption Cc ities” in Inside Consumption: Frontiers of Research on
Consumer Motives, Goals, and Desires, David Glen Mick and S. Rameshwar (eds.), New York: Routledge, 2005.

28. Davidson, Martin (1992), “Objects of Desire: How Advertising Works,” in Martin Davidson, The Consumenist Manifesto: Adver-
tising in Postmodern Times, London: Routledge, 23-60.
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The things we buy, the things we consume, have meaning. All consumed objects (in
fact, all material things) have sociocultural meaning. They are not just things. Look

Coming Together .. . Over Saturn

It sounded like a goofy idea: Invite every Saturn owner (about 600,000)
to a “homecoming” at the Spring Hill, Tennessee, plant where their
cars were “born.” After all, who in their right mind would plan their
vacation around a remote manufacturing facility? About 44,000 Saturn
owners, that's who. Owners came from as far away as Alaska and
Taipei; one couple ended up getting married by a United Auto Workers
chaplain, with the Saturn president there to give away the bride. Another
100,000 Saturn owners participated in related dealer-sponsored pro-
grams all over the United States. Add in the national publicity provided
from the news media and ensuing Saturn ads depicting the event, and
the idea isn’t so goofy anymore. It's a masterful integrated brand pro-
motion campaign thit has helped build an allegiance to the Saturn
brand that is the envy of the automotive industry.

The genius of the Spring Hill Homecoming (and subsequent ads,
such as the one shown in Exhibit 5.49) is that Saturn’s primary mar-
keting strategy revolves around strong customer relations and service.
The four-day event at the Tennessee plant rewarded customers for
their purchase behavior and provided reassurance for new-car shop-
pers seeking the trust and relationships that allay service-related fears
and the general mystery of new-car buying. Saturn’s innovative
approach is also integral to the overall strategy of its parent company,
General Motors: The overwhelming majority of Saturn sales come
from previous import owners, and not at the expense of other GM
divisions. Actually, Saturn’s retention programs just may be the great-
est tangible benefit to arise from GM'’s earth-shaking $5 billion initial
investment in the Saturn project.

Sources: “Savy Companies Hold Customer,” Sales & Marketing Management, December
1994, 15; Kevin L. Keller, Strategic Brand Management (Upper Saddie River, NJ: Prentice
Hall: 1998), 244-245; for an in-depth analysis of Satum's brand-building programs, see
David Aaker, Building Strong Brands (New York: Free Press, 1996), ch, 2.

around you: The things in your home,
the things in your room, the things in
your car, your car itself, all things
material, derive their meaning from
society and culture. A Fender is not
just a piece of wood with some wires
and strings. It is also not just a fine
musical instrument. It is an electric
guitar. It is a Fender. It is the kind of
guitar that Stevie Ray Vaughan, Eric
Clapton, Kurt Cobain, Jimi Hendrix,
and other famous guitarists have played
(Exhibit 5.49). It has a social history.
People give it meaning, and history
gives it meaning. A tuxedo is not just a
coat and pants combo. It is worn on
certain social occasions. Paper plates
(not even Chinette) are not just plates
made of paper. If you serve your guests
a fine meal on them, they will notice.
A Tag Heuer watch is not just a time-
piece; neither is a Timex or a $30
Casio. They all mean something, and
this meaning is derived socially.
Advertisers try to influence this
process. Sometimes they succeed;
other times they don’t. Just remember,
all material things have meaning, as do
activities. Smart advertisers must hope
to understand relevant .and widely
shared social meaning in order to get
consumers to appreciate their brand.

Advertising as Social Text.
Advertising is also a text. It is “read”
and interpreted by consumers. You

can think of it as being like other texts, books, movies, posters, paintings, and so on.
In order to “get” ads, you have to know something of the cultural code, or they
would make no sense. In order to really understand a movie, to really get it, you -
have to know something about the culture that created it. Sometimes when you see
a foreign film (even in your native tongue), you Just don’t quite get all the jokes and
references, because you don’t possess the cultural knowledge necessary to really
effectively “read” the text. So ads are, Jjust like these other forms, sociocultural
texts. Ads try to turn already meaningful things into things with very special and
hyperrealized meaning: carefully projected and crafted meaning concentrated
through the mass media. Of course, consumers are free to accept, reject, or adjust
that meaning to suit their taste. The advertisers says the thing they are selling is cool.
The consumer might say, “No, it isn’t,” or “Yeah, it is,” or “Well, yeah, but not in
the way they think.” Consumers negotiate the meanings of ads and brands with the
advertisers. Ultimately, consumers determine what is or is not cool.
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TOM MORELLO

The politically motivated shredder comes clean about head shaving, radio
censorship and more in this deluxe edition of Dear Guitar Hero.
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A Fender is not just a guitar.

How Ads Transmit Soéiocultural Meaning.

Start work in an ad agency and the first thing they teach you is the difference between a prod-
uct and a brand. That is because it is advertising’s job to turn one into another.

—Martin Davidson

That’s right: Ads turn products into brands. They do this, in large part, by trying to
wrap material objects with a certain meaning—a meaning that comes from culture.
The link between culture and advertising is key. Anthropologist Grant McCracken
has offered the model in Exhibit 5.50 to explain how advertising (along with other
cultural agents) functions in the transmission of meaning. To understand advertising
as 2 mechanism of cultural meaning transfer is to understand a great deal about adver-
tising. In fact, one could legitimately say that advertisers are really in the meaning-
transfer business.
Think about McCracken’s model as you examine the ad for Johnston and Mur-
phy in Exhibit 5.51. The product—in this case, shoes—exists “out there” in the cul-
. turally constituted world, but it needs advertising to link it to certain social repre-
sentations, certain slices of life. The advertiser places the advertised product and the
" slice of social life in an ad to get the two to rub off on each other, to intermingle,
to become part of the same social scene. In other words, the product is given social
meaning by being placed within an ad that represents an idealized context. This slice
of life, of course, is the type of social setting in which potential customers might find,
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You've got a life, We've got 2 style,

tcativns . sy B T S I S

A Johnston & Murphy shoe is not just any shoe. One goal of this
advertisement is o create a special meaning for this brand of men’s
shoes. http:/fwww johnstonmurphy.com

or desire to find, themselves. According to
McCracken’s model, meaning has moved from the
world to the product (shoes) by virtue of its shar-
ing space within the frame of the advertisement.
When advertisers put things within the frame of an
ad, they want the reader of the ad to put them
together seamlessly, to take them together as part of
each other. When a consumer purchases or other-
wise incorporates that good or service into his or
her own life, the meaning is transferred to the indi-
vidual consumer. Meaning is thus moved from the
world to the product (via advertising) to the indi-
vidual. When the individual uses the product, that
person conveys to others the meaning he or she
and the advertisement have now given it. Their use
incorporates various rituals that facilitate the move-
ment of meaning from good to consumer.

Ads also become part of consumers’ everyday
landscape, language, and everyday reality. Charac-
ters, lines, and references all become part of con-
versations, thoughts, and—coming full circle—the
culture. Children, coworkers, family members, and
talk-show hosts all pick up things from ads, and
then replay them, adapt them, and recirculate them
Just like things from movies, books, and other
texts. Ads, in many ways, don’t exist just within the
sociocultural context; they are the sociocultural
context of our time (Exhibit 5.52 is a particularly
poignant example). If you want to do well in the
real ad world, it’s a very good idea to understand
that. "

The Berlin Wall is now a
place for ads.
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Abercrombie & Fitch’s Controversial Advertising
and Promotion

Abercrombie & Fitch uses advertising and brand promotion aimed at a
younger market. We're sure you are familiar with them. Their adver-
tising and IBP efforts have raised the ire of consumer activist groups
and regulators. The controversial approach may work for Abercrom-
bie & Fitch; it certainly generates free publicity.

Abercrombie & Fitch actually sells its catalogs—the 2003 Christmas
catalog, titled “280 pages of Moose, Ice Hockey, Chivalry, Group Sex
& More,” sold for $7. The catalog features ripped and stained jeans for
$69.50, men’s boxer shorts for $14.50, and women’s boxer shorts for
$19.50.

it seems that those upset with Abercrombie & Fitch don’t like the
party attitude and the skin.

Maybe they're not in the target market.

» Does this advertising and IBP hurt anyone?

» Does it diminish morality in any significant way?

* How do you think it plays in “blue” vs. “red” states?
* Should it be banned or heavily regulated?

+ Should this be protected free as free speech?

* Do you care!
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Describe the four basic stages of consumer deci-
sion making.

Advertisers need a keen understanding of their consumers
as a basis for developing effective advertising. This under-
standing begins with a view of consumers as systematic
decision makers who follow a predictable process in
making their choices among products and brands. The
process begins when consumers perceive a need, and it
proceeds with a search for information that will help in
making an informed choice. The search-and-evaluation
stage is followed by purchase. Postpurchase use and eval-
uation then become critical as the stage in which cus-
tomer satisfaction is ultimately determined.

Explain how consumers adapt their decision-
making processes as a function of involvement
and experience.

Some purchases are more important to people than oth-
ers, and this fact adds complexity to any analysis of con-
sumer behavior. To accommodate this complexity,
advertisers often think about the level of involvement
that attends any given purchase. Involvement and prior
experience with a product or service category can lead to
four diverse modes of consumer decision making. These
modes are extended problem solving, limited problem
solving, habit or variety seeking, and brand loyalty.

Discuss how advertising may influence consumer
behavior through its effects on various psychologi-
cal states.

Advertisements are developed to influence the way peo-
ple think about products and brands. More specifically,
advertising is designed to affect consumers’ beliefs and
brand attitudes. Advertisers use multi-attribute attitude
models to help them ascertain the beliefs and attitudes of
target consumers. However, consumers have perceptual
defenses that allow them to ignore or distort most of the
commercial messages to which they are exposed. When
consumers are not motivated to thoughtfully process an
advertiser’s message, it may be in that advertiser’s best
interest to feature one or more peripheral cues as part of
the message.

Discuss the interaction of culture and advertising.

Advertisements are cultural products, and culture pro-
vides the context in which an ad will be interpreted.
Advertisers who overlook the influence of culture are
bound to struggle in their attempt to communicate with
the target audience. Two key concepts in managing the
impact of culture are values and rituals. Values are endur-
ing beliefs that provide a foundation for more-transitory
psychological states, such as brand attitudes. Rituals are
patterns of behavior shared by individuals from a com-
mon culture. Violating cultural vatues and rituals is a sure
way to squander advertising dollars.

Discuss the role of sociological factors in con-
sumer behavior and-advertising response.

Consumer behavior is an activity that each of us under-
takes before a broad audience of other consumers.
Adpvertising helps the transfer of meaning. Reference
groups of various types have a dramatic influence on the
consumption behavior of their individual members. Gen-
der, ethnicity, and race are important influences on con-
sumption. Who consumers are—their identity—is
changeable; consumers can change aspects of who they
are rapidly and frequently through what they buy and
use. Celebrities are particularly important in this regard.

Discuss how advertising transmits sociocuttural
meaning.

Advertising transfers a desired meaning to the brand by
placing them within a carefully constructed social world
respresented in an ad, or “slice of life.” The advertiser
paints a picture of the ideal social world, with all the
meanings they want to impart to their brand. Then, the
brand is carefully placed in that picture, and the two (the
constructed social world and the brand) rub off on each
other, becoming a part of each other. Meaning is thus
transferred from the carefully constructed social world
within the ad to the brand.
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consumer behavior
need state

functional benefits
emotional benefits
internal search

external search
consideration set
evaluative criteria
customer satisfaction
cognitive dissonance
involvement

extended problem solving
limited problem solving
habit

brand loyalty
attitude

brand attitudes

beliefs

salient beliefs

multi-attribute attitude models
(MAAMs)

cognitive consistency

advertising clutter

selective attention

cognitive responses

elaboration likelihood model (ELM)

petipheral cues

movement of meaning

values

rituals

stratification (social class)
taste

reference group
membership groups
aspirational groups
intergenerational effect
life-stage

celebrity

gender

community

brand communities
global consumer culture

variety seeking culture

sociocultural text

1. When consumers have a well-defined consideration
set and a list of evaluative criteria for assessing the brands
in that set, they in effect possess a matrix of information
about that category. Drawing on your experiences as a
consumer, set up and fill in such a matrix for the cate-
gory of fast-food restaurants.

2. Is cognitive dissonance a good thing or a bad thing
from an advertiser’s point of view? Explain how and why
advertisers should try to take advantage of the cognitive
dissonance their consumers may experience.

3. Most people quickly relate to the notion that some
purchasing decisions are more involving than others.
What kinds of products or services do you consider
highly involving? What makes these products more
involving from your point of view?

4. Explain the difference between brand-loyal and
habitual purchasing. When a brand-loyal customer arrives
at a store and finds her favorite brand out of stock, what
would you expect to happen next?

5. Describe three attitude-change strategies that could
be suggested by the results of a study of consumer behav-
ior using multi-attribute attitude models. Provide exam-
ples of different advertising campaigns that have
employed each of these strategies.

6. Watch an hour of prime-time television and for each
commercial you see, make a note of the tactic the adver-
tiser employed to capture and hold the audience’s atten-
tion. How can the use of attention-attracting tactics
backfire on an advertiser?

7. What does it mean to say that culture is invisible?
Explain how this invisible force serves to restrict and
control the activities of advertisers.

8. Give three examples of highly visible cultural rituals
practiced annually in the United States. For each ritual
you identify, assess the importance of buying and con-
suming for effective practice of the ritual.

9. Are you a believer in the intergenerational effect?
Make a list of the brands in your cupboards, refrigerator,
and medicine cabinet. Which of these brands would you
also expect to find in your parents’ cupboards, refrigera--
tor, and medicine cabinet?

10. “In today’s modern, highly educated society, there is
simply no reason to separate men and women into differ-
ent target segments. Gender just should not be an issue in
the development of marketing and advertising strategies.”
Comment.
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1. Create a list of three products or services to which
you are brand-loyal. For each, explain why you have
highly favorable attitudes toward the brand and con-
sciously seek to buy it whenever you make a purchase
from that product category. Describe what factors could
cause you to change your loyalty and switch to a com-
peting brand.

2. Visit a friend or family member and identify the
types of products they use. Examine apparel, bath and
personal care products, foods and beverages, or any other
product category of your choosing. Based on what
“you've learned about consumption contexts, describe
what their preferred products reveal about their values
and rituals. Be sure to identify how their consumer

choices are related to concepts such as stratification, cul-
tural capital, reference groups, cool, race and ethnicity,
and gender. Based on your analysis, suggest two or three
new brands that your friend might be inclined to try out
or use on a regular basis, and support your reasoning,

3. Find ads that address the following four modes of
decision making: extended problem solving, limited
problem solving, habit or variety seeking, and brand loy~
alty. Exphain why each ad fits with that particular decision-
making mode and state whether you think the ad is
effective in persuading consumers. Be sure to include the
concepts of involvernent and prior experience in your

answer.

5-1 Comparison Shopping: Evaluating Prices and
Products

Once a consumer has recognized a need, a process is set
in motion involving an extensive product-information
search and a careful evaluation of alternatives prior to
purchase. Consumers usually conduct searches by com-
parison shopping, choosing between brands in a certain

product category as they focus in on individual product )

attributes. In the real world, this information search and
evaluation takes place in an interactive environment
where consumers can consult the opinions of others as
well as test products. But how does this process take
place on the Web? Hundreds of sites have emerged on
the Internet to aid consumers, re-creating the real-world
decision-making process on the Web.

Epinions: http://www.epinions.com

mySimon: hutp:/fwww.mysimon.com

1. Briefly describe the purpose of these sites. How are
they similar? How are they different?

2. Do these sites help consumers with an internal search
or an external search? What’s the difference between the
two? Can an internal search be conducted online?
Explain.

3. Compare online product evaluation with the tradi-
tional brick-and-mortar evaluation process. What advan-
tage does each have in terms of convenience and useful-
ness?

5-2 Two Perspectives on Consumer Behavior

This chapter attempts to explain consumer behavior from
two basic perspectives. The consumer can be understood
as a decision maker walking through a logical process of
analyzing needs and evaluating products to meet those
needs at the cost-to-rewards level of consciousness.
Another valuable perspective views the consumer as a
product of social surroundings and forces that invariably
lead to the purchase of products consistent with that con-
sumer’s culture, values, and beliefs. While no single per-
spective can fully explain the complicated and multifac-
eted phenomenon of consumer behaviors, these broad
perspectives help advertisers create ads that are more
likely to be effective in promoting brands and persuading
audiences.

URBI1: http//www.urbl com

CCS: hrpdiwww.ces.com
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1. Describe the characteristics of these two shopping ral consumption contexts to benefit the promotion of
sites. Which of the two perspectives on consumer behav-  brands? ‘

ior do they appear to represent? :
3. What is cultural capital and why is it important to
2. Describe the role of values and rituals as they relate advertisers? Explain the role of membership groups and
to the consumer culture of URB1 and CCS. How do aspirational groups in creating cultural capital. Give a
advertisers accommodate—and even create—sociocultu-  real-world example of this from one of these sites.



212 Part 2 The Planning: Analyzing the Advertising and Integrated Brand Promotion Environment

Introductory Scenario: Finding More Wet Shavers. 1 would be iir
to say that executives at The Gillette Company in Boston, Massachusetts, have
become prisoners of their own success. King C. Gillette invented the safety razor in
1903, and since that time male grooming habits and the “wet shave” have been the
company’s obsession. Few companies can demonstrate the growth rates and global
success that Gillette achieved in the 20th century. By the end of the century Gillette
was able to claim that roughly two-thirds of all wet shaves around the world
involved one of its razors, and that the company’s profit growth was averaging nearly
15 percent annually.! Its advertising slogan—*“Gillette: The Best a Man Can Get”—
and products such as its SensorExcel and Mach3 shaving systems were ubiquitous.
Thus, the challenge for Gillette executives was how to maintain their company’s
success at growing sales and profits around the world. They could keep introducing
more expensive (and more profitable) shaving systems like the Mach3, and try to
reach every last wet-shaving male on the face of the planet, but at some point they
literally would run out of new faces. '

Many companies large and small share Gillette’s problem: How do you keep

* growing when there are always natural limits to growth? Or, how do you keep
growing in the face of effective competitors who also want to grow just as much as
you do? Companies anticipate and address this problem through a process we will
refer to as STP marketing. It is a critical process from an advertising standpoint
because it leads to decisiqns about who we need to advertise to, and what value
proposition we will want to present to them.

To find sources for new growth, Gillette would need to identify new markets—
sorifeone other than wet-shaving males—to target with its new products and adver-
tising campaigns. To make a long story short, Gillette decided to target wet-shaving
females. The quintessential male-focused company would finally devote some of its
considerable resources to address the unique shaving needs of women. And not Jjust
men’s razors with pink handles (like the Daisy disposable razor, a failed Gillette prod-
uct in the mid-1970s), but a complete line of products developed by women for
women.

In effect, Gillette had discovered women as a focal point for its considerable mar-
keting and advertising efforts. But not all women; more specifically, Gillette would
emphasize women in the 15-to-24-year-old range—a new target segment for
Gillette. The thinking was that winning over youthful, wet-shaving femnales would
create customers for life. Additionally, Gillette had the global marketplace in mind
when it launched its “Gillette for Women: Are You Ready?” campaign. While
women around the world are less likely to remove body hair than their counterparts
in the United States, younger women worldwide are most receptive to the idea.
Gillette set out to tap the growth potential represented by the target segment of 15-
to-24-year-old females around the world.

The program Gillette launched for these young women was multifaceted. It-
started with the Sensor shaving system for women, created by a female industrial
designer, which featured a flat, wafer-shaped handle to give women better control
while shaving. Other products followed, such as a high-end disposable razor named
Agility and a line of shaving creams and after-shave products marketed under the
brand name Satin Care. More money was allocated for global ad campaigns featur-
ing ads such as those shown in Exhibits 6.1 and 6.2. This advertising, with the theme
“Gillette for Women: Are You Ready?” was based on market research showing that
most women perceive shaving as a nuisance or chore. Hence, they treat razors as a

1. Mark Maremont, “Gillette Finally Reveals Its Vision of the Future, and It Has 3 Blades,” Wall Street Joumnal, April 14, 1998,
A1, 10. ’
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This was one of the first ads featured in Gillette marketing executives were. intent on Here we see Schick zig to counteract Gillette’s
Gillette’s aggressive marketing program to elevating the role of shaving from the practical ~ zag. Recall that Gillette wanted to take wet
young women. As suggested by the ad, most realm to the emotional realm. Would you shaving for women to a new, emotional realm.
of each year’s ad budget was concentrated on agree that emotional benefits are promised by Schick’s point of emphasis in more about

the peak season—summertime.
http/www gillette com

this ad? hitp:ivwww giliege.com function and simplicity. With this all-in-one
razor, shaving’s never been so simple. So,
trust your intuition! hitp/hwww schickin

commodity item and are satisfied with inexpensive disposables. Gillette’s advertising
was designed to make this routine grooming chore more important and more glam-
orous, and, in the words of Gillette’s VP of female shaving, “elevate the role of shav-
ing beyond the practical to a more emotional realm.”?

By targeting wet-shaving young women, Gillette executives found a way to keep
the company’s sales and profits growing. This success convinced Gillette manage-
ment that distinctive brands just for females were critical to the future of the com-
pany, and product development efforts were intensified to perfect the wet shave for
women. More new product launches followed, including Venus, Venus Passion, and
Venus Divine.> In addition, in perhaps the clearest indicator of Gillette’s success,
archrival Schick launched its own version of a wet-shaving system for women. The
Schick Intuition is an all-in-one product with three blades embedded in a skin con-
ditioner. As suggested by Exhibit 6.3, Intuition was designed to take the soap opera

‘out of shaving. The simple fact that Schick was willing to devote $120 million on

advertising to launch Intuition tells us that Gillette got it right when they decided to
target wet-shaving women around the world.*

@ sTP Marketing and the Evolution of Marketing Strate-

1€S. The Gillette example illustrates the process that marketers use to decide
whom to advertise to and what to say in that advertising. Gillette executives started
with the diverse market of all women, and they broke the market down by age seg-
ments. They then selected 15-to-24-year-old females as their target segment. The

2. Mark Maremont, “Gillette's New Strategy Is to Sharpen Pitch to Women,” Wall Street juumalkMay 11, 1998, B1, B16.
3. Charles Forelle, “Schick Seeks Edge with Four-Blade Razor,” Wall Street Journal, August 12, 2003, B1, B9.
4. Suzanne Vranica, “Schick Challenges Gillette with $120 Million Campaign,” Wall Street Journal, April 7, 2003, A18.
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Laying the foundation for
effective advertising campaigns
through STP marketing.

target segment is the subgroup (of the larger market) chosen as the focal point for
the marketing program and advertising campaign.

While markets are segmented, products are positioned. To pursue the target seg-
ment, a firm organizes its marketing and advertising efforts around a coherent posi-
tioning strategy. Positioning is the process of designing and representing one’s
product or service so that it will occupy a distinct and valued place in the target con-
sumer’s mind. Positioning strategy involves the selection of key themes or con-
cepts that the organization will feature when communicating this distinctiveness to
the target segment. In Gillette’s case, its executives first designed a line of products
for the youthful female wet-shaver. They then came up with the positioning theme
“Gillette for Women: Are You Ready?” to clearly distinguish this new line from their
traditional male-oriented shaving systems. Finally, through skillful advertising, they
communicated distinctive functional and emotional benefits to the target segment.

Notice the specific sequence, illustrated in Exhibit 6.4, that was played out in the
Gillette example: The marketing strategy evolved as a result of segmenting, targeting,
and positioning. This sequence of activities is often referred to as STP marketing,
and it represents a sound basis for generating effective advertising.> While no for-
mulas or models guarantee success, the STP approach is strongly recommended for
markets characterized by diversity in consumers’ needs and preferences. In markets
with any significant degree of diversity, it is impossible to design one product that
would appeal to everyone, or one advertising campaign that would communicate with
everyone. Organizations that lose sight of this simple premise often run into trouble.

Indeed, in most product categories one finds that different consumers are look-
ing for different things, and the only way for a company to take advantage of the
sales potential represented by different customer segments is to develop and market
a different brand for each segment. No company has done this better than cosmet-
ics juggernaut Estée Lauder. Lauder has more than a dozen cosmetic brands, each
developed for a different target segment.® For example, there is the original Estée

Positioning

5. For a more extensive discussion of STP marketing, see Philip Kotler, Marketing Management (Upper Saddle River, NJ.: Pren-
tice Hall, 2003), ch. 10, 11.
6. Nina Munk, “Why Women Find Lauder Mesmerizing,” Forrune, May 25, 1998, 96-106.
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Lauder brand, for women with conservative values and upscale tastes. Then there is
Clinique, a no-nonsense brand that represents functional grooming for Middle
America. Bobbi Brown is for the working mom who skillfully manages a career and
her family and manages to look good in the process. M.A.C. is a brand for those who
want to make a bolder statement: its spokespersons have been RuPaul, a 6-foot-7-
inch drag queen, and k. d. lang, the talented lesbian vocalist. Prescriptives is mar-
keted to a hip, urban, multiethnic target segment, and Origins, with its earthy pack-
aging and natural ingredients, is for consumers who are concerned about the
environment. These are just some of the cosmetics brands that Estée Lauder has mar-
keted to appeal to diverse target segments. You can check out their entire lineup at
http:/Awww.elcompanies.com.

We offer the Estée Lauder example to make two key points before we move on.
First, the Gillette story about wet-shavers may have made things seem too simple:
STP marketing is a lot more complicated than just deciding to target women or men.
Gender alone is rarely specific enough to serve as a complete identifier of a target
segment. Second, the cosmetics example shows that many factors beyond just age
and gender can come into play when trying to identify valid target segments. For
these diverse cosmetics brands we see that considerations such as attitudes, lifestyles,
and basic values all may play a role in identifying and describing customer segments.

To illustrate these points, examine the two ads in Exhibits 6.5 and 6.6. Both of
these ads ran in Seventeen magazine, so it is safe to say that in each case the advertiser

The U.S. Armed Forces, including the Marines, are Hard Candy comes by its hip style perhaps in large

very aggressive and sophisticated advertisers. Here part because of its uninhibitedly energetic founding by
the Marines direct a message to basically the same Gen-Xer Dineh Mohajer, who was unhappy with the
target segment (from an age and gender standpoint) choices traditional cosmetics firms offered her and her
that was the focal point in Gillette’s “Are You market demographic (hetp://vewy hardgandy.com).
Ready?” campaign. hutpi/fvewvy.usme.mil There must be something in that California air.

Internet technology company Cisco co-founder Sandy
Lemer created Urban Decay (ht,
.urbandecay.com)—another alternative for the
fashion-mad—out of a similar dissatisfaction with the
offerings of companies like Lancome (htip:// wwvwy
Jancome.com).
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was trying to reach adolescent females. But as you compare these exhibits, it should
be pretty obvious that the advertisers were really trying to reach out to very differ-
ent segments of adolescent females. To put it bluntly, it is hard to imagine a marine
captain wearing Hard Candy lip gloss. These ads were designed to appeal to differ-
ent target segments, even though the people in these segments would seem the same
if we considered only their age and gender.

Beyond STP Marketing. Ifan organization uses STP marketing as its framework for strategy devel-

opment, at some point it will find the right strategy, develop the right advertising,
make a lot of money, and live happily ever after. Right? As you might expect, it’s
not quite that simple. Even when STP marketing yields profitable outcomes, one
must presume that success will not last indefinitely. Indeed, an important feature of
marketing and advertising—a feature that can make these professions both terribly
interesting and terribly frustrating—is their dynamic nature. To paraphrase a popu-
lar saying, shifts happen—consumer preferences shift. Competitors improve their
marketing strategies, or technology changes and makes a popular product obsolete.
Successful marketing strategies need to be modified or may even need to be rein-
vented as shifts occur in the organization’s competitive environment.

To maintain the vitality and profitability of its products or services, an organiza-
tion has two options. The first entails reassessment of the segmentation strategy. This
may come through a more detailed examination of the current target segment to
develop new and better ways of meeting its needs, or it may be necessary to adopt
new targets and position new products to them, as was the case with Gillette for
Women. :

The second option is to pursue a product differentiation strategy. As defined in
Chapter 1, product differentiation focuses the firm’s efforts on emphasizing or even
creating differences for its brands to distinguish them from the offerings of estab-
lished competitors. Advertising plays a critical role as part of the product differenti-
ation strategy because often the consumer will have to be convinced that the
intended difference is meaningful. For example, Schick’s response to Gillette’s
Mach3 Turbo was the Schick Quattro, with, you guessed it, four blades instead of
three. But does that fourth blade really deliver a better shave? How could it be bet-
ter than The Best a Man Can Get? Following a product differentiation strategy, the
role for Schick’s advertising is to convince the wet-shaving male that that fourth
blade is essential for a close shave. And if they succeed, can the Gillette Mach5 Super

3 fl"urbo be far behind?

The basic message is that marketing strategies and the advertising that supports
them are never really final. Successes realized through proper application of STP
marketing can be short-lived in highly competitive markets where any successful
innovation is almost sure to be copied or “one-upped” by competitors. Thus, the
value creation process for marketers and advertisers is continuous; STP marketing
must be pursued over and over again and may be supplemented with product dif-
ferentiation strategies.

Virtually every organization must compete for the attention and business of some
customer groups while de-emphasizing or ignoring others. In this chapter we will
examine in detail the way organizations decide whom to target and whom to ignore
in laying the foundation for their marketing programs and advertising campaigns.
The critical role of advertising campaigns in executing these strategies is also high-
lighted.

: ] ldentifying Target Segments. The first step in STP marketing involves break-

ing down large, heterogeneous markets into more manageable submarkets or cus-
tomer segments. This activity is known as market segmentation. It can be accom-
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plished in many ways, but keep in mind that advertisers need to identify a segment
with common characteristics that will lead the members of that segment to respond
distinctively to a marketing program. For a segment to be really useful, advertisers
also must be able to reach that segment with information about the product. Typi-
cally this means that advertisers must be able to identify the media the segment uses
that will allow them to get an advertising message to the segment. For example,
teenage males can be reached through media such as MTV; selected rap, contempo-
rary rock, or alternative radio stations; and the Internet. The favorite syndicated TV
show among highly affluent households (i.e., annual household income over
$100,000) is Seinfeld, making it a popular choice for a host of advertisers.

In this section we will review several ways that consumer markets are commonly
segmented. Markets can be segmented on the basis of usage patterns and commit-
ment levels, demographic and geographic information, psychographics and lifestyles,
or benefits sought. Many times, segmentation schemes evolve in such a way that
multiple variables are used to identify and describe the target segment. Such an out-
come is desirable because more knowledge about the target will usually translate into
better marketing and advertising programs.

Usage Patterns and Commitment Levels. One of the most common ways to segment mar-
kets is by consumers’ usage patterns or commitment levels. With respect to usage
patterns, it is important to recognize that for most products and services, some users
will purchase much more frequently than others. It is common to find that heavy
users in a category account for the majority of a product’s sales and thus become the
preferred or primary target segment. For example, Campbell Soup Company dis-
covered what it refers to as its extra-enthusiastic core users: folks who buy nearly 320
cans of soup per year.” That’s enough soup to serve Campbell’s at least six days a
week every week. To maintain this level of devotion to the product, standard mar-
keting thought holds that it is in Campbell’s best interest to know these heavy users
in great detail and make them a focal point of the company’s marketing strategy.

While being the standard wisdom, the heavy-user focus has some potential
downsides. For one, devoted users may need no encouragement at all to keep con-
suming. In addition, a heavy-user focus takes attention and resources away from
those who do need encouragement to purchase the marketer’s brand. Perhaps most
important, heavy users may be significantly different in terms of their motivations to
consume, their approach to_the product, or their image of the product.

Another segmentation option combines prior usage patterns with commitment
levels to identify four fundamental segment types—brand-loyal customers, switchers
(or variety seekers), nonusers, and emergent consumers.® Each segment represents a
unique opportunity for the advertiser. Nonusers offer the lowest level of opportu-
nity relative to the other three groups. Brand-loyal users are a tremendous asset if
they are the advertiser’s customers, but they are difficult to convert if they are loyal
to a competitor.

Switchers, or variety seekers, often buy what is on sale or choose brands that
offer discount-coupons or other price incentives. Whether they are pursued through
price incentives, high-profile advertising campaigns, or both, switchers turn out to
be a costly target segment. Much can be spent in getting their business merely to
have it disappear just as quickly as it was won.

Emergent consumers, however, offer the organization an important business
opportunity. In most product categories, there is a gradual but constant influx of

7. Rebecca Piirto, Beyond Mind Games: The Marketing Power of Psychographics (Ithaca, N.Y.: American Demographics Books,
1991), 230.

8. Further discussion of this four-way scheme is provided by David W. Stewart, “Advertising in Slow-Growth Economies,”
American Demographics (September 1994), 40—46.
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Scholarship Fund.

Emergent consumers represent
an important source of long-
term opportunity for many
organizations. Have you ever
thought of yourself as an

Show your Wilicat pride évery time you write a check
meﬂ«nﬁnddrp—mwmwsw
Bank. It comes complete with exclusive Witdcat
checks and checkbook tover. Plus, you get
your very own Wildcat beanbag mascot
andyou hielp support the UofA Athietic

Stop by your nea-estWeﬁs(Fargo Bank and get

first-time buyers. The reasons for this influx vary
by product category and include purchase triggers
such as puberty, college graduation, marriage, a
new baby, divorce, job promotions, and retire-

. ment. Immigration can also be a source of numer-

ShOW your ous new customers for many product categories,

\ : and, as indicated by the Global box, companies
Wildcat-neSSc : P could learn a lot from Western Union with respect

to courting immigrants around the world. Genera-
tion X also attracted the attention of marketers and
advertisers because it was a large group of emergent
adult consumers. But inevitably, Generation X lost
its emergent status and was replaced by a new age
cohort—you guessed it, Generation Y—who took
their turn as advertisers’ darlings.’

Emergent consumers are motivated by many
different factors, but they share one important char-

Wikcat Checking. Shaw your Widcat spii acteristic: Their brand preferences are still under
with every check you write.

development. Targeting emergents with messages
that fit their age or social circumstances may pro-
duce modest effects in the short run, but it eventu-
ally may yield a brand loyalty that pays handsome
rewards for the discerning organization. Of course,
this was part of Gillette’s rationale in targeting
“youthful females. As another example, banks
actively recruit college students who have limited
financial resources in the short term, but excellent
potential as long-term customers. Exhibit 6.7 shows
an ad from Wells Fargo Bank with an appeal to
emergent consumers at the University of Arizona.

Demographic Segmentation. Demographic segmentation is widely
used in selecting target segments and includes basic descriptors such as age, gender,
race, marital status, income, education, and occupation (see the array of possibilities
at http:/Awww. factfinder.census.gov). Demographic information has special value in
market segmentation because if an advertiser knows the demographic characteristics of
the target segment, choosing media to efficiently reach that segment is much easier.
Demographic information has two specific applications. First, demographics are

‘commonly used to describe or profile segments that have been identified with some

other variable. If an organization had first segmented its market in terms of product
usage rates, the next step would be to describe or profile its heavy users in terms of
demographic characteristics such as age or income. In fact, one of the most common
approaches for identifying target segments is to combine information about usage
patterns with demographics.

Mobil Oil Corporation used such an approach in segmenting the market for
gasoline buyers and identified five basic segments: R oad Warriors, True Blues, Gen-
eration F3, Homebodies, and Price Shoppers.'” Extensive research on more than
2,000 motorists revealed considerable insight about these five segments. At one
extreme, Road Warriors spend at least $1,200 per year at gas stations; they buy pre-
mium gasoline and snacks and beverages and sometimes opt for a car wash. Road
Warriors are generally more affluent, middle-aged males who drive 25,000 to 50,000

9. Bonnie Tsui, “Generation Next,” Advertising Age, January 15, 2001, 14, 16.
10. Allanna Sullivan, “Mobil Bets Drivers Pick Cappuccino over Low Prices,” Wall Street Joumal, Janvary 30, 1995, Bi,
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miles per year. (Note how Mobil combined information about usage patterns with
demographics to provide a detailed picture of the segment.) In contrast, Price Shop-
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Western Union Financial Services is best known for helping people
move money quickly when they find themselves in a tight squeeze. But
recently they discovered that their electronic money transfers are
often associated with significant emotional episodes for families with
loved ones in another country. In a strategy reminiscent of Gillette's
outreach to wet-shaving females, Western Union decided to take the
money transfer business from a purely functional to a more emotional
realm. As part of its new global campaign, Western Union revised its
positioning strategy from “The Fastest Way to Send Money” to “Uniting
People with Possibilities.” Note the change from functional to emotional.

Two new TV spots created for the $300 million dollar campaign
relied on visual metaphors to symbolize the act of reaching out to a
loved one. One showed a Latino café owner sending a flock of lemon-
yellow birds to a daughter moving into a new apartment. Another used
a beam of light leaping from the laptop of an African-American man
across a continent to the college graduation ceremony of his brother.
In each of these cases Western Union and its agency J. Walter Thomp-
son hopes the symbolism in the ads will be “translated” the same way
by people all over the world.

$300 million sounds like a lot, but goes fast when pursuing markets
the size of North America, China, India, and the Ukraine. Fortunately,
Western Union has another key asset that will assist in making the new
positioning strategy resonate at the local level in diverse cultures. It
will rely on its 50,000 agents in the U.S. and Canada along with 100,000
agents in other key markets to bring the new strategy to life. “Uniting
People with Possibilities” is a strong promise, and with 150,000 agents
around the world, it is a promise that Western Union is uniquely
equipped to fulfill.

Source: Brian Steinberg, "Westemn Union to Court Immigrants,” Wall Street jounal, May 2,
2003, B2.

’

advertisers is the “woopies,’

pers spend no more than $700 annually
at gas stations, are generally less afflu-
ent, rarely buy premium, and show no
loyalty to particular brands or stations.
In terms of relative segment sizes, there
are about 25 percent more Price Shop-
pers on the highways than Road War-
riors. If you were the marketing vice
president at Mobil, which of these two
segments would you target? Think
about it for a few pages—we’ll get back
to you.

Second, demographic categories
are used frequently as the starting point
in market segmentation. This was the
case in the Gillette example, where
teenage females turned out to be the
segment of interest. Demographics will
also be a major consideration in the
tourism industry, where families with
young children are often the mar-
keter’s primary focus. For instance, the
Bahamian government launched a
program to attract families to their
island paradise. But instead of reaching
out to mom and dad, Bahamian offi-
cials made their appeal to kids by tar-
geting the 2-to-11-year-old viewing
audience of Nickelodeon’s cable
television channel.!' Marketing to and
through children is always complex,
and as we saw in Chapter 4, is often
controversial as well. The IBP box offers
some guidelines for approaching young
consumers in a professional manner.

Another demographic group that
is receiving renewed attention from

or well-off older people. In the United States, con-

sumers over 50 years old control two-thirds of the country’s wealth, around $28 tril-
lion. The median net worth of households headed by persons 55 to 64 is 15 times
larger than the net worth for households headed by a person under age 35. Put in
simple terms, for most people age 20, $100 is a lot of money. For woopies, $100 is
change back from the purchase of a $10,000 home theatre system. Marketers such as
Ford, Sony, Target, Anheuser-Busch, Walt Disney, and Virgin Entertainment
Group are all reconsidering their product offerings with woopies in mind.'? And, by
2025, the number of people over 50 will grow by 80 percent to become a third of
the U.S. population. Growth in the woopie segment will also be dramatic in other
countries, such as Japan and the nations of Western Europe. Still, like any other age
segment, older consumers are a diverse group, and the temptation to stereotype must

11.  Sally Beatty, “Nickelodeon Sets $30 Million Ad Deal with the Bahamas,” Wall Street Joumal, March 14, 2001, B6.
12.  Kelly Greene, “Marketing Surprise: Older Consumers Buy Stuff, Too,” Wall Street Journal, April 6, 2004, A1, A12.
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be resisted. Some marketers advocate partitioning older consumers into groups aged
5064, 65-74, 75-84, and 85 or older, as a means of reflecting important differences
in needs. Still, more thorough knowledge of this population is clearly needed.

Take Special Care with Promotions to Kids

Kids’ discretionary income grows as societies become more affluent.
Kids also exert significant influence in purchasing decisions made by
moms, dads, grandmas, grandpas, aunts, uncles, and so forth and so on.
- When you add it all up, kids either control or influence the expendi-
ture of hundreds of billions of dollars every year. So it is logical that in
many instances, tykes, tweens, and/or teens are identified as primary
target markets for planning special promotions. When targeting kids
for special promotions, here are three good principles to live by.

* Play by their tools. When targeting a generation that takes com-
puters, high-tech video games, and the Internet for granted, mar-
keters must learn how to play by their tools. This will usually mean
incorporating the Internet as part of the promotion. For example,
even a low-tech baseball card giveaway can be moved to the Inter-
net. Skippy peanut butter developed such a promotion featuring its
baseball star spokesperson—Derek Jeter of the New York Yan-
kees. Skippy jar tops directed kids to peanutbutter.com, where they
entered “the secret code” to receive downloadable cards known as
Digibles. These digital baseball cards provided both sound and video
featuring baseball's MVP.

* Treat them like family. When moving your promotions to the
Internet, privacy should always be a concern, and this goes double
for promotions to kids. We encourage you to respect young con-
sumers’ privacy because it is the right thing to do, and because
there are numerous laws that require it. The Children’s Online Pri-
vacy Protection Act (COPPA), which is enforced by the FTC,
restricts kid-focused Web sites' in the areas of data collection,
spamming, sweepstakes, and contests. According to Susan Bennett,
director of promotions for foxkids.com, “If you're in the kids mar-
ketplace, you better know what COPPA is.”

* Look for the high road. Something really cool is happening among
young people. Kids are less likely to be ridiculed by their peers for
being interested in learning about math, science, reading, and espe-
cially the environment and all living things. In other words, it’s hip
to be smart. Thus, educationally themed promotions are increas-
ingly common among kids' brands, and there are abundant oppor-
tunities to build on the premise of engaging kids through participa-
tive learning. For instance, in the case of the Bahamas’ campaign
directed at kids and their families, a featured element was learning
about a coral reef in the Bahamas and identifying actions that chil-
dren can take to help protect endangered waterways. Giveaways
are nice, but don't forget to look for the high road.

Sources: John Palmer, “Connecting to Kids," PROMO Magazine, March 2001, 21-33; and
Nancy Keates, “Catering to Kids,” Wall Street jounal, May 3, 2002, W1, Wé.

Geographic Segmentation.
Geographic segmentation needs little

-explanation other than to emphasize
" how useful geography is in segment-

ing markets. Geographic segmentation
may be conducted within a country by
region (for example, the Pacific North-
west versus New England in the United
States), by state or province, by city, or
even by neighborhood. Climate and
topographical features yield dramatic
differences in consumption by region
for products such as snow tires and
surfboards, but geography can also
correlate with other differences that
are not so obvious. Eating and food
preparation habits, entertainment pref-
erences, recreational activities, and
other aspects of lifestyle have been
shown to vary along geographic lines.
Exhibits 6.8 and 6.9 show U.S. con-
sumption patterns for Twinkies and for
Obsession versus Old Spice. As you
can see, where one lives does seem to
affect preferences.

In recent years, skillful marketers
have merged information on where
people live with the U.S. Census
Bureau’s demographic data to produce
a form of market segmentation known
as geodemographic segmentation.
Geodemographic segmentation
identifies neighborhoods (by ZIP codes)
around the country that share com-
mon demographic characteristics. One
such system, known as PRIZM (poten-
tial rating index by ZIP marketing),
identifies 62 market segments that
encompass all the ZIP codes in the
United States.!? Each of these segments
has similar lifestyle characteristics and
can be found throughout the country.

For example, the American Dreams
segment is found in many metropolitan
neighborhoods and comprises upwardly
mobile ethnic minorities, many of

13.  Christina Del Valle, “They Know Where You Live—and How You Buy,” Business Week, February 7, 1994, 89; Amy Mer-
rick, “Counting on the Census,” Wall Street _Journal, February 14, 2001, B1.
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whom were foreign-born. This segment’s product preferences are different from
those of people belonging to the Rural Industria segment, who are young families
with one or both parents working at low-wage jobs in small-town America. Systems
such as PRIZM are very popular because of the depth of segment description they
provide, along with their ability to precisely identify where the segment can be
found (for more details, search for PRIZM at http://www.clusterbigipl claritas.com).

Psychographics and Lifestyle Segmentation. Psychographics is a term that advertisers cre-
ated in the mid-1960s to refer to a form of research that emphasizes the under-
standing of consumers’ activities, interests, and opinions (A10s).'* Many advertising
agencies were using demographic variables for segmentation purposes, but they
wanted insights into consumers’ motivations, which demographic variables did not
provide. Psychographics were created as a tool to supplement the use of demo-
graphic data. Because a focus on consumers’ activities, interests, and opinions often
produces insights into differences in the lifestyles of various segments, this approach
usually results in a lifestyle segmentation. Knowing details about the lifestyle of a
target segment can be valuable for creating advertising messages that ring true to the
consumer.

Lifestyle, or psychographic, segmentation can be customized with a focus on the
issues germane to a single product category, or it may be pursued so that the result-
ing segments have general applicability to many different product or service cate-
gories. An example of the former is research conducted for Pillsbury to segment the
eating habits of American households.!> This “What’s Cookin’” study involved con-
sumer interviews with more than 3,000 people and identified five segments of the
population, based on their shared eating styles: :

«  Chase & Grabbits, at 26 percent of the population, are heavy users of all forms
of fast food. These are people who can make a meal out of microwave popcorn;
as long as the popcorn keeps hunger at bay and is convenient, this segment is
happy with its meal.

«  Functional Feeders, at 18 percent of the population, are a bit older than the
Chase & Grabbits but no less convenience-oriented. Since they are more likely

14. Michael R. Solomon, Consumer Behavior (Upper Saddle River, N. J.: Pearson Prentice Hall, 2004), 204-207.
15. Piirto, Beyond Mind Games, 222-23. ’



222 Part 2 The Planning: Analyzing the Advertising and Integrated Brand Promotion Environment

to have families, their preferences for convenient foods involve frozen products
that are quickly prepared at home. They constantly seek faster ways to prepare
the traditional foods they grew up with.

*  Down-Home Stokers, at 21 percent of the population, involve blue-collar house-
holds with modest incomes. They are very loyal to their regional diets, such as
meat and potatoes in the Midwest and clam chowder in New England. Fried
chicken, biscuits and gravy, and bacon and eggs make this segment the cham-
pion of cholesterol.

*  Careful Cooks, at 20 percent of the population, are more prevalent on the West
Coast. They have replaced most of the red meat in their diet with pastas, fish,
skinless chicken, and mounds of fresh fruit and vegetables. They believe they are
knowledgeable about nutritional issues and are willing to experiment with foods
that offer healthful options. ‘

* Happy Cookers are the remaining 15 percent of the population but are a shrink-
ing segment. These cooks are family-oriented and take substantial satisfaction
from preparing a complete homemade meal for the family. Young mothers in
this segment are aware of nutritional issues but will bend the rules with home-
made meat dishes, casseroles, pies, cakes, and cookies.

Even these abbreviated descriptions of Pillsbury’s five psychographic segments
should make it clear that very different marketing and advertising programs are called
for to appeal to each group. Exhibits 6.10 and 6.11 show ads from Pillsbury. " Which
segments are these ads targeting?

MUSIC) {VARIOUS VO'@S.?"WEOMAN: BOY: See you afier basena!t
¢ 2t BOY:

Dict someone forget the ceascent
Here's your Pog. ractice. BOY: (ot the Toaster roli?
Another gne, Strudeis? BOY: Of course.

BOY: So when is your mom going BOY: Soon | hopa. ANNCR: Pilistury Toaster Stridel ARNCA: Zilisbu
10 1inG abou Tosstel Strudend © 12 ke 3 Pop-Tart but batter, o qg?:;{:;‘;:_‘:‘

with tayars of flaky pestry, iy Biling, and de 1t yoursell wing. 80Y: And Maks sire you cethembar them at
what 0o you o with the Pog Tar? ¥ous Thanksgiv

ang toast

FULSBURY DOUGH BOY:

1SE: POR-TARTS FALUNG OUT SO ANNCR: Somathi st X < Andt Iat's aat (SEX; PHLSBURY DOUGH (SEX: PEOPLE LAUGHING IN &
S PosanaT Aforis popped up my ot ocor s baezot, JEue thankiil fr this delicious BOY GIGGLES: DUT) (MUSIC OUT:
u«‘i:?’bwy agster Strudel. (MUSIC od.
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Which lifestyle segment is Pillsbury targeting with this ad? It looks like  The convenience-oriented Functional Feeders seem the natural target for
a toss-up between Chase & Grabbits and Functional Feeders. Does this novel ad. That Pillsbury Doughboy sure gets around!

Pillsbury’s site (hip:/feevew pifishury.conm) target the same lifestyle ngigdiwwe pillsbury.oom

segment as the ads? What features at the site are designed to build

custormer loyalty? Based on the site’s message and design, what lifestyle

choices does Pillsbury seem to assume that its target segment has made?
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The eight VA

Source: SR Consulting Business Intelligence. All rights reserved. © 2001.

As noted, lifestyle segmentation studies can also be pursued with no particular
product category as a focus, and the resulting segments could prove useful for many
different marketers. A notable example of this approach is the VALS™ (for values
and lifestyles) system developed by SRI International and marketed by SRI Consult-
ing Business Intelligence of Menlo Park, California.'® The VALS™ framework was
first introduced in 1978 with nine potential segments, but in recent years it has been
revised to feature eight segments,

As shown in Exhibit 6.12, the segments are organized in terms of resources
(which include age, income, and education) and primary motivation. For instance,
the Experiencer is relatively affluent and action-oriented. This enthusiastic and risk-
taking group has yet to establish predictable behavioral patterns. Its members look to
sports, recreation, exercise, and social activities as outlets for their abundant energy.
SRI Consulting Business Intelligence sells detailed information and marketing rec-
ommendations about the eight segments to a variety of marketing organizations.

Benefit Segmentation. Another segmentation approach developed by advertising researchers and used
extensively over the past 30 years is benefit segmentation. In benefit segmentation,

16. Ibid.; see ch. 3, 5, and 8 for an extensive discussion of the VALS system.
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Curls Rock ...

ThinkThi 9. 'sincredible! r“" A
Superstar .- A

Bencfit segmentation really comes to life in this ad for Bed Head. If Catwalk promises 3-D'bengﬁts: Defrizz—Define— Detangle. And
that Superstar look is the benefit you desire, Think Thick! the end result is unDeniable—Curls Rock!

target segments are delineated by the various benefit packages that different con-
sumers want from competing products and brands. For instance, different people
want different benefits from their automobiles. Some consumers want efficient and
reliable transportation; others want speed, excitement, and glamour; and still others
want luxury, comfort, and prestige. One product could not possibly serve such
diverse benefit segments. Exhibits 6.13 and 6.14 feature two hair care products that
promise different kinds of benefits to potential consumers.

This notion of attempting to understand consumers’ priorities and assess how dif-
ferent brands might perform based on criteria deemed important by various segments
should have a familiar ring. If not, turn back to Chapter 5 and revisit our discussion
of multi-attribute attitude models (MAAMs). The importance weights collected from
individual consumers in MAAMs research often provide the raw material needed for
identifying benefit segments.

Segmenting Business-to-Business Markets. Thus far, our discussion of segmentation options
has focused on ways to segment consumer markets. Consumer markets are the
markets for products and services purchased by individuals or households to satisfy
their specific needs. Consumer marketing is often compared and contrasted with
business-to-business marketing. Business markets are the institutional buyers who
purchase items to be used in other products and services or to be resold to other
businesses or households. Although advertising is more prevalent in consumer mar-
kets, products and services such as wireless phones, Web hosting, consulting services,
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Xerox: The Document Company has taken its brand nate and
products like the printer/copier/fax machine around the world with
great success. “Multifuncionales” is a feature that business people
appreciate in North and South America. (xiipilviers nei X ]

If you have a package that needs to be there on time, FedEx has
ahways been a good choice. FedEx Ground promises date-definite,
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States, Canada, and Puerto Rico. Relax, it’s FedEx. iviup . lvears
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and a wide array of business machines and package-delivery services (see Exhibits
6.15 and 6.16) are commonly promoted to business customers around the world.
Hence, segmentation strategies are also valuable for business-to-business marketers.

Business markets can be segmented using several of the options already dis-
cussed.!? For example, business customers differ in their usage rates and geographic
locations, so these variables may be productive bases for segmenting business mar-
kets. Additionally, one of the most common approaches uses the Standard Industrial
Classification (SIC) codes prepared by the U.S. Census Bureau. SIC information is
helpful for identifying categories of businesses and then pinpointing the precise loca-
tions of these organizations.

Some of the more sophisticated segmentation methods used by firms that mar-
ket to individual consumers do not translate well to business markets.'® For instance,
rarely would there be a place for psychographic or lifestyle segmentation in the
business-to-business setting. In business markets, advertisers fall back on simpler
strategies that are easier to work with from the perspective of the sales force. Seg-
mentation by a potential customer’s stage in the purchase process is one such strategy.
It turns out that first-time prospects, novices, and sophisticates want very different

17. Kotler, Marketing Management, 296-298.
18. Thomas S. Robertson and Howard Barich, “A Successful Approach to Segmenting Industrial Markets,” Planning Forum
(November-December 1992), 5-11.
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packages of benefits from their vendors, and thus they should be targeted separately
in advertising and sales programs.

Prioritizing Target Segments. Whether it is done through usage patterns,
demographic characteristics, geographic location, benefit packages, or any combina-
tion of options, segmenting markets typically yields a mix of segments that vary in
their attractiveness to the advertiser. In pursuing STP marketing, the advertiser must
get beyond this potentially confusing mixture of segments to a selected subset that
will become the target for its marketing and advertising programs. Recall the exam-
ple of Mobil Oil Corporation and the segments of gasoline buyers it identified via
usage patterns and demographic descriptors. What criteria should Mobil use to help
decide between Road Warriors and Price Shoppers as possible targets?

Perhaps the most fundamental criterion in segment selection revolves around
what the members of the segment want versus the organization’s ability to provide
it. Every organization has distinctive strengths and weaknesses that must be acknowl-
edged when choosing its target segment. The organization may be particularly strong
in some aspect of manufacturing, like Gillette, which has particular expertise in mass
production of intricate plastic and metal products. Or perhaps its strength lies in
well-trained and loyal service personnel, like those at FedEx, who can effectively
implement new service programs initiated for customers, such as next-day delivery
“absolutely, positively by 10:30 AM.” To serve a target segment, an organization
may have to commit substantial resources to acquire or develop the capabilities to
provide what that segment wants. If the price tag for these new capabilities is too
high, the organization must find another segment.

Another major consideration in segment selection entails the size and growth
potential of the segment. Segment size is a function of the number of people, house-
holds, or institutions in the segment, plus their willingness to spend in the product
category. When assessing size, advertisers must keep in mind that the number of
people in a segment of heavy users may be relatively small, but the extraordinary
usage rates of these consumers can more than make up for their small numbers. In
addition, it is not enough to simply assess a segment’s size as of today. Segments are
dynamic, and it is common to find marketers most interested in devoting resources
to segments projected for dramatic growth. As we have already seen, the purchasing
power and growth projections for people age 50 and older have made this a segment
that many companies are targeting.

So does bigger always mean better when choosing target segments? The answer
is a function of the third major criterion for segment selection. In choosing a target
segment, an advertiser must also look at the competitive field—companies that
compete for the segment’s business—and then decide whether it has a particular
expertise, or perhaps just a bigger budget, that would allow it to serve the segment
more effectively.

When an advertiser factors in the competitive field, it often turns out that smaller
is better when selecting target segments. Almost by definition, large segments are
usually established segments that many companies have identified and targeted pre-
viously. Trying to enter the competitive field in a mature segment isn’t easy because
established competitors can be expected to respond aggressively with advertising
campaigns or price promotions in an effort to repel any newcomer.

Alternatively, large segments may simply be poorly defined segments; that is, a
large segment may need to be broken down into smaller categories before a com-
pany can understand consumers’ needs well enough to serve them effectively. Again,
the segment of older consumers—age 50 and older—is huge, but in most instances
it would simply be too big to be valuable as a target. Too much diversity exists in
the needs and preferences of this age group, so further segmentation based on other
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demographic variables, or perhaps via psycho-
graphics, is called for before an appropriate target
can be located.

The smaller-is-better principle has become so
popular in choosing target segments that it is now
referred to as niche marketing. A market niche is a
relatively small group of consumers who have a
unique set of needs and who typically are willing to
pay a premium price to the firm that specializes in
meeting those needs.!” The small size of a market
niche often means it would not be profitable for
more than one organization to serve it. Thus, when
a firm identifies and develops products for market
niches, the threat of competitors developing imita-
tive products to attack the niche is reduced. Exhibit
6.17 is an example of an ad directed toward a very
small niche, those who prefer imported Russian
tubes for their high-end tube stereo amplifiers.

Niche marketing will continue to grow in pop-
ularity as the mass media splinter into a more and
more complex and narrowly defined array of spe-
cialized vehicles. Specialized cable programming—
such as the Health & Fitness Channel, the History
Channel, or the 24-hour Golf Channel—attracts
small and very distinctive groups of consumers, pro-
viding advertisers with an efficient way to commu-
nicate with market niches.?’ Additionally, perhaps
the ideal application of the Internet as a marketing
tool is in identifying and accessing market niches.?!

But now let’s return to the question faced by Mobil Oil Corporation. Whom
should it target—Road Warriors or Price Shoppers? Hopefully you will see this as a

DOHUAR AAMNA

Niche marketers are usually . e . . .
able to charge a premium straightforward decision. Road Warriors are a more attractive segment in terms of

price for their distinctive both segment size and growth potential. Although there are more Price Shoppers in
products. If you decide to g0 terms of sheer numbers, Road Warriors spend more at the gas station, making them

with Svetlana the next time (b |arger segment from the standpoint of revenue generation. Road Warriors are
you are buying amplifier

tubes, expect fo pay a little much more prone to buy those little extras, such asa sandw‘ich and a car wash, that

extra. could be extremely profitable sources of new business. Mobil also came to the con-
clusion that too many of its competitors were already targeting Price Shoppers. Mobil
thus selected Road Warriors as its target segment and developed a positioning strat-
egy it referred to as “Friendly Serve.” Gas prices went up at Mobil stations, but
Mobil also committed new resources to improving all aspects of the gas-purchasing
experience.?? Cleaner restrooms and better lighting alone yielded sales gains between
2 percent and 5 percent. Next, more attendants were hired to run between the
pump and the snack bar to get Road Warriors in and out quickly—complete with
their sandwich and beverage. Early results indicated that helpful attendants boosted
station sales by another 15 to 20 percent. The Mobil case is a good example of how
the application of STP marketing can rejuvenate sales, even in a mundane product
category such as gasoline.

19.  Kotler, Marketing Management, 280-281.

20. Timothy Aeppel, “For Parker Hannifin, Cable Is Best,” Wall Street Journal, August 7, 2003, B3,
21. Heather Green, “How to Reach John Q. Public,” Business Week, March 26, 2001, 132, 133.
22, Chad Rubel, “Quality Makes a Comeback,” Marketing News, September 23, 1996, 10.
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g Formulatmg the Positioning Strategy Now that we have discussed the
ways markets are segmented and'the criteria used for selecting specific target seg-
ments, we turn our attention to positioning strategy. If a firm has been careful in seg-
menting the market and selecting its targets, then a positioning strategy—such as
Mobil’s “Friendly Serve” or Gillette’s “The Best a Man Can Get”—should occur
naturally. In addition, as an aspect of positioning strategy, we will begin to entertain
ideas about how a firm can best communicate to the target segment what it has to
offer. This is where advertising plays its vital role. A positioning strategy will include
particular ideas or themes that must be commumcated effectlvely if the marketing
program is to be successful.

Essentials for Effective Positioning Strategies. Any sound positioning strategy includes sev-
eral essential elements. Effective positioning strategies are based on meaningful com-
mitments of organizational resources to produce substantive value for the target seg-
ment. They also are consistent internally and over time, and they feature simple and
distinctive themes. Each of these essential elements is described and illustrated in this
section.

Let’s begm with the issue of substance. For a positioning strategy to be effective
and remain effective over time, the organization must be committed to creating sub-
stantive value for the customer. Take the example of Mobil Oil Corporation and its
target segment, the Road Warriors. Road Warriors are willing to pay a little more
for gas if it comes with extras such as prompt service or fresh coffee. So Mobil must
create an ad campaign that depicts its employees as the brightest, friendliest, most
helpful people you’d ever want to meet. The company asks its ad agency to come
up with a catchy jingle that will remind people about the great services they can
expect at a2 Mobil station. It spends millions of dollars running these ads over and
over and wins the enduring loyalty of the Road Warriors. Right? Well, maybe, and
maybe not. Certainly, a new ad campaign will have to be created to make Road
Warriors aware of what the company has to offer, but it all falls apart if they drive
in with great expectations and the company’s people do not live up to them.

Effective positioning begins with substance. In the case of Mobil’s “Friendly
Serve” strategy, this means keeping restrooms attractive and clean, adding better
lighting to all areas of the station, and upgrading the quality of the snacks and bev-
erages available in each station’s convenience store. It also means hiring more atten-
dants, outfitting them in blue pants, blue shirts, ties, and black Reeboks, and then
training and motivating them to anticipate and fulfill the needs of the harried Road
Warrior.? Effecting meaningful change in service levels at thousands of stations
nationwide is an expensive and time-consuming process for Mobil, but without
some substantive change, there can be no hope of retaining the Road Warrior’s
lucrative business.

A positioning strategy also must be consistent internally and consistent over time.
Regarding internal consistency, everything must work in combination to reinforce
a distinct perception in the consumer’s eyes about what a brand stands for. If we have
chosen to position our airline as the one that will be known for on-time reliability,
then we certainly would invest in things like extensive preventive maintenance and
state-of-the-art baggage-handling facilities. There would be no need for exclusive
airport lounges as part of this strategy, nor would any special emphasis need to be
placed on in-flight food and beverage services. If our target segment wants reliable
transportation, then this and only this should be the obsession in running our airline.
This particular obsession has made Southwest Airlines a very formidable competitor,

23, Ibid.
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even against much larger airlines, as it has expanded
its routes to different regions of the United States.?*

A strategy also needs consistency over time. As
we saw in Chapter 5, consumers have perceptual
defenses that allow them to screen or ignore most
of the ad messages they are exposed to. Breaking
through the clutter and establishing what a brand
stands for is a tremendous challenge for any adver-
tiser, but it is a challenge made easier by consistent
positioning. If year in and year out an advertiser
communicates the same basic themes to the target
segment, then the message may get through and
shape the way consumers perceive the brand. An
example of a consistent approach is the long-
running “Good Neighbor” ads of State Farm
Insurance. While the specific copy changes, the
thematic core of the campaign does not change.
Exhibit 6.18 shows a contemporary ad from this
long-running campaign, including the “We Live
Where You Live” extension to their “Good
Neighbor” premise. )

Finally, there is the matter of simplicity and dis-
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Consistency is a definite
virtue in choosing and
executing a positioning
strategy. State Farm’s
“Good Neighbor” theme has
been a hallmark of its
advertising for many years.
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so0r) produce substantive
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How? What simple and
distinctive themes can you
find? Why are these elements
essential to State Farm’s
positioning strategy?
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tinctiveness. Simplicity and distinctiveness are
essential to the advertising task. No matter how
much substance has been built into a product, it
will fail in the marketplace if the consumer doesn’t perceive what the product can
do. Keep in mind, in a world of harried consumers who can be expected to ignore,
distort, or completely forget most of the ads they are exposed to, complicated, imi-
tative messages simply have no chance of getting through. The basic premise of a
positioning strategy must be simple and distinctive if it is to be communicated effec-
tively to the target segment.

The value of simplicity and distinctiveness in positioning strategy is nicely illus-
trated by the approach of GM’s Pontiac division, starting in the mid-1980s. This was
a period when Japanese automakers were taking market share from their U.S. coun-
terparts, and no American car company was being hit harder than General Motors.
Pontiac, however, grew its market share in this period with a positioning strategy
that involved a return to Pontiac’s heritage from the 1960s as a performance car.
Pontiac’s positioning strategy involved a number of different variations of an “excite-
ment” promise, including, “We Build Excitement,” “We Are Driving Excitement,”
and “Grand Am—Excitement Well Built.”

It was that last phrase (“Well Built”) that ultimately led to erosion in the effec-
tiveness of Pontiac’s strategy. While simple, distinctive, and consistent, their strategy
began to suffer when their product didn’t live up to the promise. Plastic fenders,
under-powered engines borrowed from GM’s Chevy and Buick divisions, and pre-
mium pricing turned off the customer segment looking for excitement.? But to the
credit of the Pontiac division, they didn’t back down on the basic premise. Models
like the legendary GTO (Gran Turismo Omologato, Italian for a race car that has
been made street legal) were rebuilt and re-launched to deliver substance again. Dis-
tinctive affiliations like the Official Performance Machines of the NCAA supported
Pontiac’s updated positioning message: “Fuel for the Soul.” Embedding the Pontiac
brand as a regular fixture and supporter of “March Madness” (see Exhibit 6.19) was
a real coup for Pontiac marketers. Pontiac continues to impress with the simplicity,

24.  Scott McCartney, “Profit for Southwest Air Is Industry Rarity,” Wall Street Journal, October 18, 2002, B4.
25. David Welch, “An ‘American BMW'? Don’t Hold Your Breath,” BusinessWeek, March 17, 2003, 98.
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FEED YOUR POTENTIAL

* 42 GRAMS Ot PROTEIN
. IFAMINS & MINERALS

Myﬂbﬂﬁx )

YOU Vi REACHED NEW HEIGHTS. BUT YOU KEEP GOING

Exvmiren fExwmreas Y
While this ad is busy with competing images and diverse product Obviously, Myoplex is for the guy who has reached new heights but
claims, it still communicates an unmistakable message about who wants to keep going.

should use this new line of coloring products from Bigen Xpressive,

expressing something very different than the woman who gives Old Spice. Adver-
tisers help brands acquire meaning and self-expressive benefits to distinguish them
beyond their functional forms.

Besides benefit positioning, another fundamental option is user positioning.
Instead of featuring a benefit or attribute of the brand, this option takes a specific
profile of the target user as the focal point of the positioning strategy. Ads like those
shown in Exhibits 6.22 and 6.23 make unequivocal statements about who should
consider the possibilities offered by Bigen Xpressive and Myoplex Original. Notice
how these ads attempt to speak to clearly identifiable user segments.

The third option for a positioning theme is competitive positioning. This
option is sometimes useful in well-established product categories with a crowded
competitive field. Here, the goal is to use an explicit reference to an existing com-
petitor to help define precisely what your brand can do. Many times this approach
is used by smaller brands to carve out a position relative to the market share leader
in their category. For instance, in the analgesics category, many competitors have
used market leader Tylenol as an explicit point of reference in their positioning
strategies. Excedrin, for one, has attempted to position itself as the best option to
treat a simple headache, granting that Tylenol might be the better choice to treat the
various symptoms of a cold or the flu. As shown in Exhibit 6.24, Excedrin’s strategy
must have been effective, because Tylenol came back with a very pointed reply.

Now that you’ve seen the three fundamental options for creating a positioning
strategy, we need to make matters a bit messier. There is nothing that would pre-
vent an advertiser from combining these various options to create a hybrid involv-

PEA
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Do you want caffeine...

Check the label...a single dose of some pain relievers has
more caffeine than  cup of coffee.

Of course, there’s no caffeine in Tylenol? Only the proven,
powerful pain refiever doctors d most for headaches.
So if you're thinking about cutting back on caffeine, the way
many people are these days, make sure you're not getting it

in an unexpected place. Your pain reliever.

or decaf with that

SR "Fhe Pain Reliever Hotpitals

ESRA I 1, 60 v i 20 B

Theirs

Joy | 1y

www.xootr.com

2 info@novacruz.com 1 888 353 4464

In mature saturated markets where the performance features of brands
don’t change much over time, it is common to see competitors making
claims back and forth in an effort to steal market share from one
another. Powerhouse brands such as Tylenol usually don’t initiate

these exchanges, because they have the most to lose. This ad is a reply

from the makers of Tylenol, responding to a campaign of a smaller
competitor. } Py tylenoloom

The beauty of this ad for Xootr is its simple, unequivocal message.
Ours versus Theirs equates to Joy versus Toy. hitpiivverv Xoou

L0

ing two or more of them working together. The combination of benefit and user is
common in creating positioning strategies. For example, the two Gillette ads you
examined at the beginning of the chapter are hybrids involving the benefit/user
combination. And the Xootr ad in Exhibit 6.25 is a superb example of user and
competitive positioning combined. Do keep in mind that we’re looking for a strat-
egy that reflects substance, consistency, simplicity, and distinctiveness. But the last
thing we’d want to do is give you guidelines that would shackle your creativity. So
don’t be shy about looking for creative combinations.

Repositioning. STP marketing is far from a precise science, so marketers do not always get it right the first

time. Furthermore, markets are dynamic. Things change. Even when marketers do get
it right, competitors can react, or consumers’ preferences may shift for any number of
reasons, and what once was a viable positioning strategy must be altered if the brand
is to survive. One of the best ways to revive an ailing brand or to fix the lackluster per-
formance of a new market entry is to redeploy the STP process to arrive at a revised
positioning strategy. This type of effort is commonly referred to as repositioning.
While repositioning efforts are a fact of life for marketers and advertisers, they
present a tremendous challenge. When brands that have been around for some time
are forced to reposition, perceptions of the brand that have evolved over the years
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must be changed through advertising. This problem is common for brands that
become popular with one generation but fade from the scene as that generation ages
and emergent consumers come to view the brand as passé. So, for several years, the
makers of Oldsmobile tried to breathe new life into their brand with catchy ad slo-
gans such as “This is not your father’s Oldsmobile,” “Demand better,” and “Defy
convention.” Ultimately, none of these efforts were able to save a brand that had
become passé in a crowded marketplace.’!

On the other hand there are numerous examples of brands that have been able
to get consumers to take a fresh look at them. Mazda found itself in a funk in the
"90s when it tried to go head-to-head with Toyota and Honda around dependabil-
ity and good value. So Mazda’s new CEO decided to return the brand to its roots as
a stylish and fun-to-drive vehicle, targeting the 25 percent of the car-buying market
that consider themselves auto enthusiasts. The “Zoom Zoom” theme was the out-
come of this application of STP marketing, and with it the Mazda brand got its
groove back. 3 -

Capturing Your Strategy in a Value Proposition. i s chap-
ter we have presented several important concepts for understanding how marketers
develop strategies for their brands that then have major implications for the adver-
tising and integrated promotion campaigns that are executed to build those brands.
One needs to think about and research customer segments and target markets along
with the competitive field to make decisions about various kinds of positioning
themes that might be appropriate in guiding the creation of a campaign. Yes, as
noted up front, it can get complicated. Furthermore, as time passes, and as new peo-
ple from both the client and agency side are brought in to work on the brand team,
it can be easy to lose sight of what the brand used to stand for in the eyes of the tar-
get segment. Of course, if the people who create the advertising and promotion pro-
grams for a brand get confused about the brand’s desired identity, then the consumer
is bound to get confused as well. This is a recipe for disaster. Thus, we need a way
to capture and keep a record of what our brand is supposed to stand for in the eyes
of the target segment. While there are many ways to capture one’s strategy on paper,
we recommend doing just that by articulating the brand’s value proposition. If we
are crystal clear in our own minds on what value we believe our brand offers to con-
sumers, and everyone on the brand team shares that clarity, the foundation is in place
for creating effective advertising and integrated brand promotion.

At this point you should find the following definition of a value proposition a
natural extension of concepts that are already familiar; it simply consolidates the
emphasis on customer benefits that has been featured in this and the previous chapter:

A brand’s value proposition is a statement of the functional, emotional, and self-expressive ben-
efits delivered by the brand that provide value to customers in the target segment. A balanced
value proposition is the basis for brand choice and customer loyalty, and is critical to the ongo-
ing success of a firm.%

Exhibit 6.26 emphasizes the point in our definition that we must have a balanced
value proposition to be successful in the marketplace. On the one hand, if the set of
benefits provided by the brand does not justify its price relative to ‘competitive
brands, then we’ve obviously got a problem. On the other hand, if our price is too
low relative to the benefits the brand offers, then we are essentially giving away prof-
its. Balance is optimal.

31. Vanessa O'Connell and Joe White, “After Decades of Brand Bodywork, GM Parks Oldsmobile—For Good,” Wall Street Jour-
nal, December 13, 2000, B1, B4.

32. Jean Halliday, “Mazda Repositioning Begins to Show Results,” Advertising Age, January 6, 2003, 4.

33.  This definition is adapted from David Aaker, Building Strong Brands (New York: Free Press, 1996), ch. 3.
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Benefits?

« functional

» emotional

« self-expressive

Don’t let your value
proposition get out of balance!

« relative price

Here are the extensive value propositions for two global brands that are likely

- familiar to you.**

McDonald’s Value Proposition

+  Functional benefits: Good-tasting hamburgers, fries, and drinks served fast; extras
such as playgrounds, prizes, premiums, and games.

«  Emotional benefits: Kids—fun via excitement at birthday parties; relationship
with Ronald McDonald and other characters; a feeling of special family times.
Adults—warmth via time spent enjoying a meal with the kids; admiration of
McDonald’s social involvement such as McDonald’s Charities and Ronald

McDonald Houses.

Nike’s Value Proposition
«  Functional benefits: High-technology shoe that will improve performance and
provide comfort.

g

'
§

spaid Cards cung Lonsumers

in 2004 MasterCard announced the introduction of two new prepaid
cards, one picturing pop icon Usher and the other featuring the car-
toon character Hello Kitty. Credit card companies are interested in
tapping into the estimated 25 million 13-to-19-year-olds in the United
States who have a collective spending power of $175 billion. The cards
can deliver big profits and/or bad press.

Visa, MasterCard, Discover, and American Express generated $2.6
billion in prepaid card sales in 2003, a 73 percent increase over the
previous year. Companies also charge fees for replenishment and
monthly maintenance: In addition, 17 percent of balances on prepaid
cards go unused, so the card companies keep those dollars as well.

Ethical ¢onsiderations: '

« Do the cards promote spending and keep users from building a
credit history? Or do they cultivate responsible spending habits
among teens who cannot get credit cards and checking accounts?

« Does this train young consumers that they don’t ever have to
wait for something they want?

« Should this practice and/or its advertising be banned, or heavily
regulated?

« Does this practice bother you?

«  Emotional benefits: The exhilara-
tion of athletic performance excel-
lence, feeling engaged, active, and
healthy; exhilaration from admir-
ing professional and college ath-
letes as they perform wearing
“your brand”-——when they win,
you win a little bit, too.

s« Self-expressive benefits: Using the
brand endorsed by high-profile
athletes lets your peers know your
desire to compete and excel.

Notice from these two statements that
over time many different aspects can
be built into the value proposition for
a brand. Brands like Nike may offer
benefits in all three benefit categories,
McDonald’s from two of the three.
Benefit complexity of this type is
extremely valuable when the various
benefits reinforce one another. In these
examples, this cross-benefit reinforce-
ment is especially strong for Nike,
with all levels working together to
deliver the desired state of performance
excellence. The job of advertising is to
carry the message to the target segment

34. These examples are adapted from Aaker, Building Strong Brands, ch. 3.



236 Part 2 The Planning: Analyzing the Advertising and Integrated Brand Promotion Environment

about the value that is offered by the brand. However, for brands with complex
value propositions such as McDonald’s and Nike, no single ad could be expected to

Avoid Targeting’s Dark Side

Targeting is all about finding your best prospects and appealing to them
very directly to attract their business. As we've noted before, it is
often true that a small group of heavy users will drive the success of
your business, if you come to know them and are able to reach them
efficiently. But sometimes the heavy user can be attracted to your
product or service for the wrong reason. That reason may entail a
physical or psychological addiction, or may be based in a lack of edu-
cation that yields misunderstanding about the real benefits of your
product. In such instances, you face an ethical dilemma that can’t be
ignored.

Let’s take a concrete example. If you are in the casino and gaming
business (and this is very big business, and not just in Las Vegas), you
will need to make an explicit decision on whether you will deploy mar-
keting tactics to attract pathological gamblers. These are folks who in
a very real sense are addicted to the rush that comes when they put
their money on the line in hopes of scoring that next big win. They are
the ultimate heavy user who lacks the ability to say no, even if it means
blowing an entire paycheck. A common tactic for attracting these peo-
ple is the payday bonanza. Offering special jackpots, free food, and
show tickets for gamblers who bring their paychecks or welfare or
Social Security checks right to the casino to be cashed appeals to the
pathological gambler. And once in the casino with that cash in their
pocket, there is little chance that they will take any of it home.

The good news is that major players such as Harrah’s Entertain-
ment are coming forth with codes of conduct that ban advertising that
could appeal to pathological gamblers and other vulnerable market
segments such as young consumers. Harrah’s has banned all promo-
tions in college newspapers and in any media that could reach children,
and it explicitly bans paycheck promotions that appeal to the addicted
gambler. Instead, Harrah’s targets people between ages 45 and 70 who
spend $1,000 to $2,000 a year on gambling. While these may be
thought of as heavy users, Harrah’s executives believe that this spend-
ing level is far less than what could be expected from a pathological
gambler. The thoughtfulness and thoroughness reflected in Harrah's
code of conduct nicely illustrates what we mean by the phrase avoid
targeting’s dark side.

Source: Christina Binkley, “Harrah's New Code to Restrict Marketing™" Wall Street joumal,
October 19, 2000, BI 6.

reflect all aspects of the brand’s
value. However, if any given ad is

not communicating some selected”

aspects of the brand’s purported
value, then we have to ask, why run
that ad?

So from now on, every time
you see an ad, ask yourself, what
kind of value or benefits is that ad
promising the target customer?
What is the value proposition
underlying this ad? We very defi-
nitely expect you to carry forward
an ability to select target segments
and isolate value propositions.

One gains tremendous leverage
from the process of STP marketing
because it is all about anticipating
and servicing customers’ wants and
needs. But targeting groups for
focused advertising and promotion
efforts has a controversial side, as do
many things in today’s complex
marketplace. So we end here with
another appeal to your ethical sensi-
bilities, which hopefully will be
heightened by the Controversy box
on this page.
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E A Explain the process known as STP marketing.

The term STP marketing refers to the process of seg-
menting, targeting, and positioning. Marketers pursue
this set of activities in formulating marketing strategies for
their brands. STP marketing also provides a strong foun-
dation for the development of advertising campaigns.
While no single approach can guarantee success in mar-
keting and advertising, STP marketing should always be
considered when consumers in a category have heteroge-
neous wants and needs.
& Describe different bases that marketers use to

W identify target segments.

In market segmentation, the goal is to break down a het-
erogeneous market into more manageable subgroups or
segments. Many different bases can be used for this pur-
pose. Markets can be segmented on the basis of usage
patterns and commitment levels, demographics, geogra-
phy, psychographics, lifestyles, benefits sought, SIC codes,
or stages in the purchase process. Different bases are typi-
cally applied for segmenting consumer versus business-to-
business markets.

Discuss the criteria used for choosing a target
segment.

In pursuing STP marketing, an organization must get’
beyond the stage of segment identification and settle on
one or more segments as a target for its marketing and
advertising efforts. Several criteria are useful in establish-
ing the organization’s target segment. First, the organiza-
tion must decide whether it has the proper skills to serve
the segment in question. The size of the segment and its
growth potential must also be taken into consideration.

Another key criterion involves the intensity of the com-
petition the firm is likely to face in the segment. Often,
small segments known as market niches can be quite
attractive because they will not be hotly contested by
numerous competitors.

Identify the essential elements of an effective posi-
tioning strategy.

The P in STP marketing refers to the positioning strategy
that must be developed as a guide for all marketing and
advertising activities that will be undertaken in pursuit of
the target segment. As exemplified by Pontiac’s “We
Build Excitement” and “Fuel for the Soul” campaigns,
effective positioning strategies should be linked to the
substantive benefits offered by the brand. They are also
consistent internally and over time, and they feature sim-
ple and distinctive themes. Benefit positioning, user posi-
tioning, and competitive positioning are options that

" should be considered when formulating a positioning

strategy.

Review the necessary ingredients for creating a
brand's value proposition.

Many complex considerations underlie marketing and
advertising strategies, so some device is called for to sum-
marize the essence of one’s strategy. We advance the idea
of the value proposition as a useful device for this pur-
pose. A value proposition is a statement of the various
benefits (functional, emotional, and self-expressive)
offered by a brand that create value for the customer.
These benefits as a set justify the price of the product or
service. Clarity in expression of the value proposition is
critical for development of advertising that sells.

target segment
positioning
positioning strategy
STP marketing

market segmentation psychographics
heavy users lifestyle segmentation
nonusers benefit segmentation

brand-loyal users consumer markets

switchers, or variety seekers
emergent consumers
demographic segmentation
geodemographic segmentation

business markets
competitive field
market niche

benefit positioning

user positioning
competitive positioning
repositioning

value proposition
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1. While STP marketing often produces successful out-
comes, there is no guarantee that these successes will last.
What factors can erode the successes produced by STP
marketing, forcing a firm to reformulate its marketing
strategy?

2. Why does the persuasion required with a product dif-
ferentiation strategy present more of a challenge than the
persuasion required with a market segmentation strategy?

3. Explain the appeal of emergent consumers as a target
segment. Identify a current ad campaign targeting an
emergent-consumer segment.

4. It is often said that psychographics were invented to
overcome the weaknesses of demographic information
for describing target segments. What unique information
can psychographics provide that would be of special
value to advertisers?

5. What criteria did Mobil Oil Corporation weigh most
heavily in its selection of Road Warriors as a target seg-
ment? What do you think will be the biggest source of
frustration for Mobil in trying to make this strategy work?

6. Explain why smaller can be better when selecting
segments to target in marketing strategies.

7. What essential elements of a positioning strategy can
help overcome the consumer’s natural tendency to
ignore, distort, or forget most of the advertisements he or
she is exposed to?

8. On which aspect of its positioning strategy did Pon-
tiac fail to deliver, thus eroding its effectiveness and turn-
ing off consumers? How did Pontiac recover?

9. Identify examples of current advertising campaigns
featuring benefit positioning, user positioning, and com-
petitive positioning.

10. Carefully examine the Gillette ads displayed in
Exhibits 6.1 and 6.2. What positioning theme (benefit,
user, or competitive) is the basis for these ads? If you say
benefit positioning, what form of benefit promise (func-
tional, emotional, or self-expressive) is being made in
these ads? Write a statement of the value proposition that
you believe is reflected by these two ads.

1. Move over, Barbie—here come the Bratz. The race to
win the hearts of little girls everywhere has heated up
_recently as MGA Entertainment’s ultra-fashionable Bratz
dolls aim to reduce Mattel’s Barbie to little more than “the
doll mom used to play with.” Complete with bare midriffs,
bee-stung lips, trendy duds, and funky names, the Bratz are
the epitome of the 21st century girl—sassy and self-aware.-
Using concepts from the STP marketing approach, analyze
the Bratz phenomenon in light of the threat it poses to
Barbie’s position in the toy-doll market. To find research
for your analysis, visit the dolls’ respective Web sites, look
up news articles on the Internet, and contact a toy-store
manager to find out which doll brand is most popular.

2. Discount pioneer Kmart is repositioning to stay com-
petitive in a challenging retail sector where stores like
Wal-Mart and Target are ahead of the pack. Kmart suf-
fered in the past from poor customer service and a lack
of consumer enthusiasm toward its brands, but the com-
pany is currently making a turnaround. Since emerging
out of bankruptcy in 2003, the creator of the blue-light
special has been on a tear, cutting costs and boosting
profits. Analysts claim that Kmart, having been out-
matched by everyday-low-price giant Wal-Mart, has
abandoned the superstore concept, and is instead concen-
trating on its core competency of merchandising. Kmart’s
new marketing strategy continues to emphasize popular

exclusive brands like Martha Stewart Everyday and Joe
Boxer, while promoting products related to the WB televi-
sion network and fashions from Latina pop idol Thalia.
Visit Kmart’s e-tail site (http://Awww. kmart.com) and
describe how the company seeks to reconnect with cus-
tomers through the promotion of its exclusive brands and
services. How does the site compare to others by Target
(hetp:/Awww. target.cotn) and Wal-Mart FANAANY

http://
.walmart.com)? Finally, interview someone who is older
and ask that person to describe his or her perception of
Kmart over the past couple of decades. How do those per-
ceptions compare to the ones you are gathering through
your analysis? Do you think Kmart will be successful with
its repositioning strategy given its previous track record
with consumers?

3. Break up into teams and imagine you are creating an
e-business. Choose your business and identify and break
down relevant heterogeneous markets into manageable
subgroups. Identify your target segment. Which criteria
did you use to identify your target and why? Choosing
from among the benefit, user, and competitive position-
ing options, select your positioning theme. Why will this
theme be most effective for your advertising and market-
ing efforts? Formulate your brand’s value proposition.
Present your answers and reasoning to the class.
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entation

Community sites are popular Internet hangouts for Web
users who share common interests, hobbies, and lifestyles.
The enhanced technology features of these sites allow for
live interaction with others via message boards, chat rooms,
personal home pages, clubs, Web-based e-mail, and instant
messaging services. In addition, interactive games, polls,
and streaming broadcasts engage users and promote user
loyalty, making community sites powerful entities that
deliver ready-made audiences for savvy marketers.

Bolt: 5;11; S v T o
TalkCity: 000w
gURL: fop vy

1. What broad consumer market do these sites share in
"common?

2. Describe the target segment for each of these sites.
On what basis are these markets segmented (usage pat-
tern, psychographics, etc.)?

3. How does the positioning reflected in each Web site
match with the target segment?

4. For each site, list one advertiser or corporate sponsor.
Why might it be more beneficial for advertisers to place
ads at these sites instead of at high-traffic portal sites like
Yahoo?

&7 Positioning

Once a firm has carefully segmented its market and
selected target segments, a positioning strategy should
evolve naturally. The positioning strategy includes partic-
ular ideas and themes that must be communicated effec-
tively if the marketing program is going to be successful.

Match: |

gty

safroeonneo

AfroConnections:

1. What are the essential elements of an effective posi-
tioning strategy? Which do you think is most important
for these sites? Explain.

2. Which of the three positioning options do these sites
seem to favor (benefit, user, competitive)? In what sense
can they be viewed as having a hybrid of these three
positioning options?

3. Pick one of these sites and define, in your own
words, its value proposition. What is the importance of a
brand’s value proposition in creating effective advertising
and integrated brand promotion?
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Coca-Cola discovered that consumers generally preferred Pepsi—in blind taste tests.
Coke had apparently conducted thousands of taste tests, and knew it was true: When
consumers didn’t know which cola they were drinking, most preferred Pepsi. To make
the point more painful, Coke had been losing market share to Pepsi. What to do?

The answer was a new formula. After conducting 190,000 more blind taste tests,
Coca-Cola discovered that consumers preferred New Coke over both Pepsi and
Coke. So they announced the switch: New Coke replaced Coke. As you know, it
was a disaster. Consumers were outraged and demanded their friend Coca-Cola
back. They stayed away from New Coke in droves.

I do not drink alcoholic beverages, I don’t smoke, and I don’t chase other women, my only vice
has been Coke. Now you have taken that pleasure from me.

Would it be right to rewrite the Constitution? The Bible? To me, changing the Coke formula
is of such a serious nature. ”

—From letters sent to The Coca-Cola Company in 1985 following
the introduction of New Coke, which announced the end of “old” Coke.!

Why? Didn’t the “scientific” research lead to the right decision? No, it did not.
Didn’t the psychologists provide all the rights answers? No, they didn’t.

Why? Because the right question was never asked. No one bothered to find out
if consumers would mind Coke being taken away. And Coca-Cola and its advertis-
ing experts broke a cardinal rule of advertising and marketing. They confused the
objective taste tests with cultural reality. They confused
sociocultural meaning with physical reality. Coke pos-
sessed cultural meaning way beyond simple taste.

As others have noted, never, ever, ever confuse a
brand and a product. The blind taste tests were about
products; the market reaction of real consumers was
about a brand—a brand that had enormous cultural
meaning.

Never forget the difference: meaning makes brands
out of products.

Never think that just throwing research at a prob-
lem does anything good.?

Ad luminaries such as Bill Bernbach (responsible
for, among many other things, the amazing creative for
brands like Volkswagen in the 1960s; see Exhibit 7.1)
thought research was worse than a waste, while others
have found it absolutely essential. Lately, with shrink-
Ing agency margins, research has been regarded as more
and more expendable by the bean counters. At any rate, -
there is a lot of confusion about what advertising and
promotioh research is, if it does any good, and whether
it should even be practiced at all. We won’t end the
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Tt v comesose research controversy, but we hope to make things a lit-
= tle clearer and provide some perspective.
First, to clarify our terms: Advertising and promo-

Bill Bernbach created some of
the best advertising of all
time, and he did it without

research. In fact, he thought
research got in the way Of 1. See Mark Pendergrast, “The Marketing Blunder of the Century,” in For God, Country and Coca-Cola: The Definitive History of

good advertising.

tion research is any research that helps in the develop-
‘ment, execution, or evaluation of advertising and pro-

-motion. Good advertising and promotion research moves one closer to producing

good advertising and promotion, that is, effective (i.e., on strategy) advertising. That'

includes judging what is good or bad, effective or ineffective.

the Great American Soft-Drink and the Company That Makes It (New York: Basic Books, 2000), 356.
2. Ibid., p. 347-363.
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Advertising research came to us from the 1950s, a period where science  Advertising research had its biggest growth in the “mind control” fears
was popularized to ridiculous heights and was commonly misapplied. and pop psychology of the 1950s. Unfortunately, this legacy lasted a
Unfortunately, that legacy influenced the advertising industry for long time.

decades to come.

_ Although some advertising agencies have had research departments for 90 years

or more, their growth occurred in the mid-20th century, with the 1950s being their
real heyday. During this period, agencies adopted research departments for three
basic reasons: (1) The popularity of science in the culture during this time legit-
imized anything called “science” or “research,” (2) other agencies had research
departments, and (3) there was a real information vacuum concerning ads, con-
sumers, and consuming.

During the 1950s, advertising research established and legitimized itself in the
industry. The popular adoration of science was at its height; the books, the plays, the
movies, and the ads (see Exhibit 7.2) of this period are full of popular science. It was
a period of great faith in the power of science and technology, and great concern
about its misuse for evil and destructive ends.

Due in large part to popular belief in the success of propaganda and psycholog-
ical warfare in World War II, there was a ready made acceptance of the “science of
persuasion.” This was a widely held belief that sophisticated mind-control tech-
niques used in the war effort were now being turned into Madison Avenue mind
control through sophisticated advertising. A belief in hidden mass persuasion was a
comerstone of cold-war ideology. Into this already strange social context, add a pop-
ular renaissance in everything Freud, particularly his obsession with the repressed
subconscious (typically sexual in flavor). It was a period of fear about mind control,
seduction, moral and mental subversion, and repressed desires (see Exhibit 7.3).

So into this social environment were born the great advertising research depart-
ments. In the 1950s, advertising agencies and their clients clamored for more
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research, more science, more hidden messages. Agency research departments were
justified by the sacred name- of “science” and the reality of scared consumers. We tell
you all this because this history still absolutely influences what we call advertising and
promotion research. This legacy is still with us. There are those who still insist on
using 1950s-era methods, appropriate or not.

But, there is change. In the early 1980s advertising agencies began to openly
voice their distrust for the sacred research methods established in the 1950s. These
voices of dissent began in London, moved to the U.S. West Coast, and lately are heard
Just about everywhere. In fact, in the past several years some advertising agencies have
come to believe that stand-alone research departments are a luxury that they can no
longer afford. At least two things are being seen as replacements: the account plan-
ning system in which research is a more integral part of planning advertising and pro-
motion strategy and execution, and secondly, much greater research outsourcing,
that is, going outside the agency for specific advertising research when and only
when the need arises. Now, don’t get us wrong: Science is valuable in general, and
can be in advertising, but not in the immodest and all encompassing way previously
thought (or at least practiced).

There are a lot of ways to judge research. Exhibit 7.4 gives you some terms and
concepts that are very useful when talking about research.

AAdvertiSing and Promotion Research. a ot of things are called “advertising

@ Developm

Words to judge research by.

and promotion research.” Not all of it is done on the actual ads or promotions them-
selves. Quite a bit of this research is really done in preparation for making the ads
and promotions. So, we divide the research world into two parts: (1) developmen-
tal advertising and promotion research and (2) copy research.

ental Advertising and Promotion Research. pevel-
opmental advertising and promotion research is used to generate opportunities and
messages. It helps the creatives and the account team figure out things such as the
target audience’s identity, “street language,” usage expectations, history, and con-
text. It provides critical information used by creatives in actually producing ads and
promotions. It is conducted early in the process so there is still an opportunity to
influence the way the ads or promotions come out. Because of this, many consider
it the most valuable kind of research.

* Reliability means that the method generates generally consistent findings over time.

* Validity means that the information generated is relevant to the research questions
being investigated. In other words, the research investigates what it seeks to
investigate. ,

* Trustworthiness is a term usually applied to qualitative data, and it means exactly
what it implies: Can one, knowing how the data were collected, trust them, and to
what extent?

~* Meaningfulness is the most difficult of all these terms. Just what does a piece of
- research really mean (if anything)? Meaningfuiness is determined by asking what the
methods and measures really have to do with determining a good ad. This simple
question is not asked enough.

Good advertising and promotions research can actually help make better advertising and
promotions.
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Ideas sometimes turn into

products. Research can reveal

the good ideas consumers have.

oy

Purposes of Developmental Adver-
tising Research. The purposes served by
developmental research include the following:

Idea Generation. Sometimes an ad agency is
called on to invent new ways of presenting an
advertised good or service to a target audience.
Sometimes the brand is being repositioned, or
having its meaning changed relative to its competi~_
tors. The outcome might take the form of a new
product launch or a repositioning strategy for an
advertiser. For example, after many years of repre-
senting its parks as the ultimate family destination,
Disney and its ad agencies have now positioned its
theme parks as adult vacation alternatives for cou-
ples whose children have grown and gone off on
their own. In Exhibit 7.5 Windex and its advertis-
ing agency found a new way to differentiate its old
familiar product from other window clearfers.
Where does an advertiser get ideas for new and
meaningful ways to portray a brand? Direct contact
with the customer can be an excellent place to start.
Qualitative research involving observation of cus-
tomers, and extended interviewing of customers
can be great devices for fostering fresh thinking
about a brand. (Disney probably got its idea for
repositioning by simply observing how many older
couples were visiting its parks without children in tow!) Direct contact with and
aggressive listening to the customer can fuel the creative process at the heart of any
great advertising campaign. It can also be a great way to anticipate and shape mar-
ketplace trends, as seen in the Global Issues box. ‘ :

Concept Testing. Many times advertisers also need feedback about new ideas
before they spend a lot of money to turn the idea into a new marketing or advertising
initiative. A concept test seeks feedback designed to screen the quality of a new
idea, using consumers as the final judge and jury. Concept testing may be used to
screen new ideas for specific advertisements or to assess new product concepts. How
the product fits current needs and how much consumers are willing to pay for the
new product are questions a concept test attempts to answer. For example, are con-
sumers willing to cover their teeth with white flexible strips in order to brighten up
their smiles? Crest certainly hoped so (see Exhibit 7.6), and they were right. Con-
cept tests of many kinds are commonly included as part of the agenda of focus groups
to get quick feedback on new product or advertising ideas. Concept testing is also
executed via survey research when more generalizable feedback is desired.

Audience Definition. Market segmentation and targeting are among the first and
most important marketing decisions a firm must make. As discussed in the previous
chapter, the goal of market segmentation is to identify target audiences that repre-
sent the best match between the firm’s market offering and consumers’ needs and
desires, and then target them with effective advertising. Basic data about audience
sizes along with their demographic profiles are absolutely critical in this process. Fur-
thermore, new market opportunities are commonly discovered when you get to
know your audience.

Audience Profiling. Perhaps the most important service provided by developmen-
tal advertising research is the profiling of target audiences for the creatives. Creatives
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need to know as much as they can about the peo-
ple to whom their ads will speak. This research is
done in many ways. One of the most popular is
3 ‘through lifestyle research. Lifestyle research, also
S ot known as AIO (activities, interests, and opinionsy
S, , y research, uses survey data from consumers who
2 ‘ - ’1\ have answered questions about themselves. From

: AV ¥ I_E Voo , the answers to a wide variety of such questions,
‘ j \ - U advertisers can get a pretty good profile of the con-
TEETr] oot sumers they are most interested in talking to. Since

: \ , the data also contain other product usage questions,

NEW Cresz g . Vo advertisers can account for a consumption lifestyle
Yo as well. For example, it may turn out that the tar-

FAMTAL CRIILAING BYNIAR

o get for a brand of roach killer consists of male con-
e sumers, age 35 to 45, living in larger cities, who are
more afraid of “unseen dirt” than most people and
NOT YET AVAUABLE IN STORES ey R . i
o whiestripesom § o who think of themselves as extremely organized
L e and bothered by messes. Maybe they also tend to
PR |- oo, enjoy hunting more than average, and tend to be
o ki derigied
P - gun owners. They read Guns and Ammo and watch
G R s oo wanse e America’s Most Wanted. Profiles like this present the
ALSO AVAILABLE THROUOH DENTISTS. creative staff with a finer-grained picture of the tar-

get audience and their needs, wants, and motiva-
tions. Of course, the answers to these questions are
. only as valuable as the questions are valid. In-depth
interviews with individual consumers provide an excellent source of information to

Concept testing allows supplement the findings from AIO research, and vice versa.
advertisers to see what
consumers think of new

- ideas. Sometimes these ideas
then become real products.

Developmental Advertising Research Methods. Several methods
are used in developmental advertising research; they will be discussed next. They are
generally used to help form, shape, and tune the creative effort.

Focus Groups. A focus group is a discussion session with (typically) six to 12
target customers who have been brought together to come up with new insights
about the good or service. With a professional moderator guiding the discussion,
the consumers are first asked some general questions; then, as the session pro-
gresses, the questioning becomes more focused and moves to detailed issues about
the brand in question. Advertisers tend to like focus groups because they can
understand them and observe the data being collected. While focus groups provide
an opportunity for in-depth discussion with consumers, they are not without lim-
itations. Even multiple focus groups represent a very small sample of the target
audience and are prone to all sorts of “errors” caused by group dynamics. But
remember that generalization is not the goal. The real goal is to get or test a new
idea and gain depth of information. Greater depth of information allows for a
greater understanding of the context of actual usage and its subtleties. More than
once in a while, what ends up being actual ad copy comes from the mouths of
focus group members.

It takes great skill to lead a focus group effectively. If the group does not have a
well-trained and experienced moderator, some individuals will completely dominate
the others. Focus group members also feel empowered and privileged; they have
been made experts by their selection, and they will sometimes give the moderator
all sorts of strange answers that may be more a function of trying to impress other
group members than anything having to do with the product in question.
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Projective techniques are designed to allow consumers to project thoughts and
feelings (conscious or unconscious) in an indirect and unobtrusive way onto a the-

Japan's Marketing Bellwether: The Teenage Girl

For many marketers in Japan, aggressive listening to the customer
begins and ends with adolescent females. It seems that high school girls
in Japan have an unusual ability to predict consumer product successes,
and, when targeted with special promotions, are also able to create
favorable hype for products that can turn those products into family
favorites. For example, Coca-Cola used focus groups of teenage girls
to help fine-tune the marketing program for its fermented-milk drink
Lactia. The girls suggested a light and smooth consistency for the prod-
uct, and a short, stubby bottle with a pink label. Coke followed this
advice and then handed out 30,000 of the stubby bottles to high school
girls to help generate favorable word-of-mouth during the brand’s
launch. Lactia is now one of Japan’s most popular beverages.

What could account for this special status of young women as a
focal point in market research? Japanese marketing executives say that
the girls are simply much more open and honest than their modest and
tradition-bound elders. Additionally, these young women are very
value-conscious consumers, and thus have good insights when inex-
pensive products are the focal point of the research. And they often
have a substantial say in their mothers’ selections of food items for the
entire family. When Meiji Milk Products of Japan introduced its breath-
cleansing Chinese tea under the brand name Oolong Socha, it did so
with the advice of teenage girls. It soon became a family favorite. Yasuo
Olo, a Meiji Milk brand manager, commented: “We were flabber-
gasted. We didn’t think high school girls were that close with their par-
ents these days.”

And what about teenage boys? One market research consultant in
Tokyo put it this way: “Most Japanese high school boys have trouble
articulating. They’re no help for our purposes.”

Source: Norihiko Shirouzu, “Japan’s High-School Girls Excel in Art of Setting Trends,” Wall
Street joundl, April 24, 1998, B1.

oretically neutral stimulus. (Seeing zoo
animals in clouds, or faces in ice cubes,
is an example of projection.) Projective
techniques. share a history with
Freudian psychology and depend on
notions of unconscious or even
repressed thoughts. Projective tech-
niques often consist of offering con-
sumers fragments of pictures or words
and asking them to complete the frag-
ment. The most common projective
techniques are association tests, dialogue
balloons, story construction, and sen-
tence or picture completion.

Dialogue balloons offer con-
sumers the chance to fill in the dialogue
of cartoonlike stories, much like those
in the comics in the Sunday paper. The
story usually has to do with a product
use situation. The idea is that the con-
sumers will “project” appropriate
thoughts into the balloons.

Story construction is another
projective technique. It asks consumers
to tell a story about people depicted in
a scene or picture. Respondents might
be asked to tell a story about the per-
sonalities of the people in the scene,
what they are doing, what they were
doing just before this scene, what type
of car they drive, and what type of
house they live in. Again, the idea is to
use a less direct method to less obtru-
sively bring to the surface some often
unconscious mapping of the brand and
its associations.

Another method of projection is
sentence and picture completion.

Here a researcher presents consumers with part of a picture or a sentence with words
deleted and then asks that the stimulus be completed. The picture or sentence relates
to one or several brands of products in the category of interest. For example, a sen-

tence completion task might be Most American-made cars are

. The basic

idea is to elicit honest thoughts and feelings. Of course, consumers usually have some
idea of what the researcher is looking for. Still, researchers can get some pretty good

information from this method.

Another method that has enjoyed growing popularity in advertising and promo-
tional developmental is the Zaltman Metaphor Elicitation Technique (ZMET).}
It is also projective in nature. This technique claims to draw out people’s buried

3. For three different viewpoints on ZMET, compare Kevin Lane Keller, Strategic Brand Management (Upper Saddle River, N. J.:
Prentice-Hall, 1988), 317-320; Ronald B. Liever, “Storytelling: A New Way to Get Close to Your Customer,” Fortune, February
3, 1997, 102-108; and Gerald Zaltman, Rethinking Market Research: Putting People Back In,” Joumal of Marketing Research, vol.

34 (Novermber 1997), 424-437.
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This campaign was largely
inspired by qualitative
research: researchers actually
went out into the “field” and
Jfound that there was nothing
worse than having a cookie/
brownie/etc., but no milk.

thoughts and feelings about products and brands by
encouraging participants to think in terms of
metaphors. A metaphor simply involves defining one
thing in terms of another. ZMET draws metaphors
from consumers by asking them to spend time
thinking about how they would visually represent
their experiences with a particular product or ser-
vice. Participants are asked to make a collection of
photographs and pictures from magazines that
reflect their experience. For example, in research
conducted for DuPont, which supplies raw material
for many pantyhose marketers, one person’s picture
of spilled ice cream reflected her deep disappoint-
ment when she spots a run in her hose. In-depth
interviews with several dozen of these metaphor-
collecting consumers can often reveal new insights
about consumers’ consumption motives, which
then may be useful in the creation of products and
ad campaigns to appeal to those motives.

Field work is conducted outside the agency
(i.e., in the “field”), usually in the home or site of
consumption. Its purpose is to learn from the expe-
riences of the consumer and from direct observa-
tion. Consumers live real lives, and their behavior
as consumers is intertwined throughout these real
lives. Their consumption practices are embedded;

that is, they are tightly connected to (embedded within) their social context. To
study them outside of that context makes little sense. More and more, researchers
are attempting to capture more of the real embedded experiences of consumers.*
This research philosophy and related methods are very popular today. Campaigns
such as the award-winning and successful Got Milk? campaign (see Exhibit 7.7) used
field work to get at the real consumption opportunity for milk—a mouth full of
cookies and an empty milk carton. This helped form, and then drive, the strategy
and creative execution. Often times the essential creative strategy is referred to as a
creative brief, a document that outlines and channels the essential creative idea and
objective.’

Consumers began to remember to be sure to have milk at home, to ask them-
selves when at the grocery store, “Got milk?” Other advertisers and their agencies
shoot, or have consumers themselves, shoot home movies on digital video to get at
the real usage opportunities and consumption practices or real consumers in real set-
tings. Dell and their agency used this to create the Dell Dude, Steven. Advertising
researchers can make better messages if they understand the lives of their target audi~
ence, and understand it in some rich context. .

Field research uses prolonged observation and in-depth study of individuals or
small groups of consumers in their own social environment. The advertising indus-
try has long appreciated the value of qualitative data and is currently moving to even
more strongly embrace extended types of fieldwork.

Coolhunts do this by getting researchers to actually go to the site where they
believe cool resides, stalk it, and bring it back to be used in the product and its adver-
tising. Exhibit 7.8 gives an example of coolhunting,

4. Craig]. Thompson, William B. Locander, and Howard Pollio, “Putting Consumer Experience Back into Consumer Research:
The Philosophy and Method of Existential Phenomenology,” Journal of Consumer Rescarch, vol. 16 (June 1989), 133-147.

5. Karen Whitehill King, John D). Pehrson, and Leonard N. Reid, “Pretesting TV Commercials: Methods, Measures, and Chang-
ing Agency Roles,” Journal of Advertising, vol. 22 (September 1993), 85-97.
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Internal Company Sources. Some of the most valuable data are available within
a firm itself and are, therefore, referred to as “internal company sources.” Commonly
available information within a company includes strategic marketing plans, research
reports, customer service records, warranty registration cards, letters from customers,
customer complaints, and various sales data (broken down by region, by customer
type, by product line). All of these provide a wealth of information relating to the
proficiency of the company’s advertising programs and, more generally, changing
consumer tastes and preferences. Sometimes really great data are right there under
the client’s or agency’s nose.

9 Government Sources. Various government organizations generate data on fac-

" tors of interest to advertising planners; information on population and housing
trends, transportation, consumer spending, and recreational activities in the United
States is available through government documents.® Go to http://www lib.umich
_edu/govdocs/federal.hunl for a couple hundred or so pages of great links to data
from federal, state, and international government sources. The Census of Population
and Housing is conducted every 10 years in years ending in 0. The data (actually
tables, not the data itself, unfortunately) are released at various times over the fol-
lowing handful of years after the census. The Census Bureau has a great Web site
with access to numerous tables and papers (http://www.census.gov/).

A great new source of data is the American Community Survey, which the Cen-
sus Bureau actually hopes will replace many aspects of the census in 2010. It came
online in 2003. The ACS is a new approach for collecting accurate, timely informa-
tion. It is designed as an ongoing survey that will replace the so-called long form in
the 2010 census. The ACS provides estimates of demographic, housing, social, and
economic characteristics every year for states, cities, counties, metropolitan areas,
and population groups of 65,000 people or more ( heep: /Awwwiactfinder.census.gov/
home/en‘acsdata.huml). (See Exhibit 7.9, from the ACS.) ’

There is also the commonly used Current Population Survey, which is a national
survey that has been conducted monthly since 1940 by the Bureau of the Census for
the Department of Labor Statistics. It provides information on unemployment,
occupation, income, and sources of income, as well as a rotating set of topics such
as health, work schedules, school enrollment, fertility, households, immigration, and
language (http://www bls.census.gov/cps/cpsmain hun).

You might also check out the International Social Survey Programme at
http://www. issp.org. Here you could get valuable data on the feelings of consumers
from 30 or so nations on, for example, environmental issues, quite a find for com-
panies trying to market “green products.” Another very cool site is the National
Archives and Records Administration, http://www.nara.gov. This site has an incred-
ible array of information about Americans and American culture—all available, for
no charge, from any computer. The array of consumer data available from govern-
ment sources is a wonderful resource in advertising and planning for businesses of all
sizes. These publications/sites are reasonably current. Print versions are available at
public libraries. This means that even a small business owner can access large
amounts of information for advertising planning purposes at little or no cost. Again,
the Internet has changed the world and the practice of advertising and promotion.

Commercial Sources. Since information has become such a critical resource in
marketing and advertising decision making, commercial data services have emerged
to provide data of various types, and to package existing data. Firms specializing in
this sort of information tend to concentrate their data-gathering efforts on household
consumers. PRIZM is a good example. PRIZM’s owner, Claritas, collects data at the
zip-code level on consumption. This way, a marketer can see a pretty interesting

6.  We would like to thank Professor Gillian Stevens of the University of Hlinois for her assi with gov data
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COOLHUNT _ ‘ '
Baysi€é Wightman met DeeDee Gordon, appropriately enough, on a coolhunt. It was 1992. Baysie was a big shot
for Converse, and DeeDee, who was barely twenty-one, was running a very cool boutique called Placid Planet, on
Newbury:.Street in Boston. Baysie came in with a camera crew—one she often used when she was
coolhunting—and said, “f've been watching your store, I've seén you, I've heard you know what's up,” because it
was Baysie's job at Converse to find people who knew what was up and she thought DeeDee was one of those
people. DeeDee says that she responded with reserve—that ‘I was like, ‘Whatever "—but Baysie said that if
DeeDee ever wanted to come and work at Converse she should just call, and nine months later DeeDee called.
This was about the time the cool kids had decided they didn't want the hundred-and-twenty-five-dollar basketball
sneaker with seventeen different kinds of high-technology materials and colors and air-cushioned heels anymore,
They wanted simplicity and authenticity, and Baysie picked up on that. She brought back the Converse One Star,
which was a vulcanized, suede, low-top classic old-school sneaker from the nineteen-seventies, and, sure enough,
~ the One Star quickly became the signature shoe &f the retfo era. Remiember what Kurt Cobain was wearing in the
famous picture of him lying dead on thé ground after committing suicide? Black Converse One Stars. DeeDee's big
‘'score was calling the sandal craze. She had been out in Los Angeles and had kept seeing the white teenage girls
dressing up. like icholos, Mexican gangsters, in-tight white tank tops known as '‘wife beaters," with a bra strap
“hanging out, and long shorts and tube socks and shower sandals. DeeDee recalls, “I'm like, 1'm telling you, Baysie,
this is going to hit. There are just too many people wearing it: We have to make a shower sandal’ " So Baysie,
DeeDee, and a designer came up with the idea of making a retro sneaker-sandal, cutting the back off the One Star
and putting a thick outsole on it. It was huge, and amazingly, it's still huge.
Today, Baysie works for Reebok as general-merchandise manager—part of the team trying to retum Reebok to
the position it enjoyed in the mid-nineteen-eighties as the country’s hottest sneaker company. DeeDee works for
~ an advertising agency in Del Mar called Lambesis, where she puts out a quarterly tip sheet called the L Report on
what' the cool kids in major American cities are thinking and doing and buying. Baysie and DeeDee are best
friends. They talk on the phone all the time. They get together whenever Baysie'is in LA. (DeeDee: “It's, like, how
* many times can you drive past OJ. Simpson’s house?’), and between themthey can talk for hours about the art of
the coolhunt: They're the Lewis and Clark of cool. :
- What they have is what everybody seems to want these days, which is a window on the world of the street.
Once, when fashion trends were 'set by the big couture houses—when cool was trickle-down—that wasn't
~important. But sometime in. the past few decades things got tumed over, and fashion became trickle-up. it's now
about chase and flight—designers and retailers and the mass consumer giving chase to the elusive prey of street
- cook—and the rise of coolhunting as a profession shows how serious the chase has become. The sneakers of Nike
.~ and Reebok used to come out yearly. Now a new style comes out every season. Apparel designers used to have
an eighteen-month lead time between concept and sale. Now they're reducing that to a year, or even six months,
in order to react faster to new ideas from the street. The paradox, or course, is that the better coolhunters
become at bringing the mainstream close to the cutting edge, the more elusive the cutting edge becomes. This is
the first rule of the cool: The quicker the chase, the quicker the flight. The ‘act of discevering what's cool is what
causes cool to move on, which explains the triumphant circularity of coolhunting: because we have coolhunters
like DeeDee and Baysie, cool changes'more quickly, and because cool changes more quickly, we need coolhunters
like DeeDee and Baysie, : o ; , ‘

One: day last-month, Baysie took me on a coolhunt to the Bronx and- Harlem, lugging a big black canvas bag
with twenty-four different shoes that Reebok is about to bring-out, and as we drove down Fordham Road, she
had her head out the window like a little kid, checking out what everyone on the street was wearing. We went to
Dr. Jay's, which is the cool place to buy sneakers in the Bronx, and Baysie crouched down on the floor and started
pulling the shoes out of her bag one by one, soliciting opinions from customers who gathered around and asking
one question after another, in rapid sequence. One guy she listened closely to was maybe eighteen or nineteen,
with a diamond stud in his ear and a thin beard. He was wearing a Polo baseball cap, a brown leather jacket, and
the big, oversized leather boots that are everywhere uptown right now. Baysie would hand him a shoe and he
would hold it, look at the top, and move it up and down and flip it over. The first one he didn't like: “Oh-kay.”
The second one he hated: he made a growling sound in his throat even before Baysie could give it to him, as if to
say, “Put it back in the bag—now!” But when she handed him a new DMX RXT—a low-cut run/walk shoe in white
and blue and mesh with a translucent “ice” sole, which retails for a hundred and ten dollars—he looked at it long
and hard and shook his head in pure admiration and just said two words, dragging each of them out: “No doubt.”

- Baysie was interested in what he was saying, because the DMX RXT she had was a girls' shoe that actually
hadn't been doing all that well. Later, she explained to me that the fact that the boys loved the shoe was critical
news, because it suggested that Reebok had a potential hit if it just switched the shoe to the men’s section. How
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she managed to distill this piece of information from the crowd of teenagers around her, how she made any sense
of the two dozen shoes in her bag, most of which (to my eyes, anyway) looked pretty much the 'same, and how
she knew which of the teens to really focus on was a-mystery. Baysie is .a Wasp from New England, and she
crouched on the floor in Dr. Jay's for almost an hour, talking and joking with the homeboys without a trace of
condescension or self-consciousness. ‘

Near the end of her visit, a young boy walked up and sat down on the bench next to her. He was wearing a
black woolen cap with white stripes pulled low, a blue North Face pleated down jacket, a pair of baggy Guess
jeans, and on his feet, Nike Air Jordans. He couldn’t have been more than thirteen. But when he started talking
you could see Baysie’s eyes light up, because somehow she knew the kid was the real thing.

“How many pairs of shoes do you buy a month?” Baysie asked.

“Two," the kid answered. “And if at the end | find one more | like | get to buy that, too.”

Baysie was on to him. "Does your mother spoil you?”

The kid blushed, but a friend next to him was laughing. “Whatever he wants, he gets.”

Baysie laughed, too. She had the DMX RXT in his size. He tried them on. He rocked back and forth, testing
them. He looked back at Baysie. He was dead serious now: “Make sure these come out.”

Baysie handed him the new “Rush” Emmitt Smith shoe due out in the fall. One of the boys had already
pronounced it “phat,” and another had looked through the marbleized-foam cradie in the heel and cried out in
delight, "This is bug!” But this kid was the acid test, because this kid knew cool. He paused. He looked at it hard.
“Reebok.” he said, soberly and carefully, “is trying to get butter.” ‘ :

When Baysie comes back from a coolhunt, she sits down with marketing experts and sales representatives and
designers, and reconnects them to the street, making sure they have the right shoes going to the right places at
the right price. When she got back from the Bronx, for example, the first thing she did was tell all these people
they had to get a new DMX RXT out, fast, because the kids on the street loved the women'’s version. "It's hotter
than we realized,” she told them. The coolhunter’s job in'this instance is very specific. What DeeDee does, on the
other hand, is a little more ambitious. With the L Report, she tries to construct a kind of grand matrix of cool,
comprising not just shoes but everything kids fike, and not just kids of certain East Coast urban markets but kids all
over. DeeDee and her staff put it out four times a year, in six different versions—for New York, Los Angeles, San
Francisco, Austin-Dallas, Seattle, and Chicago—and then sell it to manufacturers, retailers, and ad agencies (among
others) for twenty thousand dollars a year. They go to each city and find the coolest bars and clubs, and ask the
coolest kids to fill out questionnaires. The information is then divided into six categories—You Saw It Here First,
Entertainment and Leisure, Clothing and Accessories, Personal and Individual, Aspirations, and Food and
Beverages—which are, in tum, broken up into dozens of subcategories, so that Personal and Individual, for
example, include Cool Date, Cool Evening, Free Time, Favorite Possession, and on and on. The information in
those subcategories is subdivided again by sex and by age bracket (14-18, 19-24, 25-30), and then, as a control,
the L Report gives you the corresponding set of preferences for “mainstream kids.”

- What DeeDee argues, though, is that cool is too subtle and too variegated to be captured with these kind of
broad strokes. Cool is a set of dialects, not a language. The L Report can tell you, for example, that nineteen-to-
twenty-four-year-old male trendsetters in Seattle would most like to meet; among others, King Solomon and Dr.
Seuss, and that nineteen-to-twenty-four-year-old female trendsetters in San Francisco have turned their backs on
Calvin Klein, Nintendo Game Boy, and sex. What's coo! right now!? Among male New York trendsetters: North
Face jackets, rubber and latex, khakis, and the rock band Kiss. Among female trendsetters: ska music, old-lady
clothing, and cyber tech. In Chicago, snowboarding is huge among trendsetters of both sexes and all- ages. Women
over nineteen are into short hair, while those in their teens have embraced mod culture, rock climbing, tag
watches, and bootleg pants. In Austin-Dallas, meanwhile, twenty-five-to-thirty-year-old women trendsetters are
into hats, heroin, computers, cigars, Adidas, and velvet, while men in their twenties are into video games and
hemp. In all, the typical L Report runs over one hundred pages. But with the flood of data comes an obsolescence
disclaimer: “The fluctuating nature of the trendsetting market makes keeping up with trends a difficult task.” By the
spring, in other words, everything may have changed. : :

The key to coolhunting, then, is to look for cool people first and cool things later, and not the other way
around. Since cool things are always changing, you can't look for them, because the very fact they are cool means
you have no idea what to look for. What you would be doing is thinking back on what was cool before and
extrapolating, which is about as useful as presuming that because the Dow rose ten points yesterday it will rise
another ten points today. Cool people, on the other hand, are a constant.

Source: From Malcolm Gladwell, “The Coolhunt,” in The Consumer Society Reader, Juliet B, Schor and Douglas B. Holt, eds. (New York: New Press, 2000). 360-374.

This is a description of coolhunting.
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The American Community
Survey is a great resource for
defining target audiences.
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profile of who is most likely to consume a given good or service, and also where (see
Exhibit 7.10). This is based on the assumption that most consumers within a given
zip code are more alike than different in their consumption habits. However, this
assumption is not accepted universally. Sometimes there are significant variations in
consumer practices within a given geographic area. But that is the exception. More
often than not, people living in close proximity to one another are more like each
other (in consumption practices) than people living in different geographic areas. That
simple reality is what makes geographic clustering research methods work at all.

Information from commercial data vendors is reasonably comprehensive and is
normally gathered using reasonably sound methods. Information from these sources
costs more than information from government sources, but is specifically designed
to be of benefit to advertisers and marketers. Exhibit 7.11 details several of the major
companies and their offerings.

Professional Publications. Another secondary data source is professional publi-
cations. Professional publications are periodicals in which marketing and advertising
professionals report significant information related to industry trends or new research
findings.

The Internet. It probably goes without saying for today’s Web-savvy college stu-
dent that the Internet can be an advertiser’s best friend when looking for secondary
data of almost any kind. The Internet has revolutionized developmental research,
particularly for smaller agencies and advertisers. Common search engines allow the
search of enormous amounts of data previously available only to the wealthiest agen-
cies. Human search costs have been slashed. Beyond commonly available engines,
some companies buy customized engines to search the Web for their own particu-
lar needs. Of particular value are Web-based interest groups, or online communities.
Google Groups are a great resource (see Exhibit 7.12).
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California.

COPY Research. The second major type of advertising and promotion research is known

as copy research, or evaluative research. It is the kind that people usually think of when
one says “advertising research.” It is research on the actual ads or promotional texts
themselves, finished or unfinished. It is used to judge or evaluate ads and promotions.
Even though most contemporary ads are more pictures than words, the name
“copy” still reflects the time when it was the effect of advertising copy (words) that
was supposed to be most important.

In the best case, reliable, valid, trustworthy, and meaningful tests are appropri-
ately applied. In the worst case, tests in which few still believe continue to survive
because they represent “the way we have always done things.” The pressure of his-
tory and the felt need for normative data (which allows comparisons with the past)
significantly obscure questions of appropriateness and meaningfulness. This makes
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Nielsen Retail Index

Dun & Bradstreet Market Identifiers

DMt is a listing of 4.3 million businesses that is updated monthly. Infor-
mation includes number of employees, relevant SIC codes that relate
to the businesses’ activities, location, and chief executive. Marketing
and advertising managers can use the information to identify markets,
build mailing lists, and specify media to reach an organization. ‘
http://www.dnb.com

Nielsen.auditors.collect product inventory turnover data from 1,600
grocery stores, 750 drugstores, and 150 mass merchandise outlets.
Information is also gathered on retail prices, in-store displays, and local
édvertising, Data from the index are available by store type and geo-

graphic location. .hgg://www.nielsenmedia.com* o

National Purchase Diary Panel ' With more than I3,000 families participating, NPD is the largest diary

| Consumer Mail Panel B T panel is operated by a firm called Market Facts. There

- panel in the United States. Families record on preprinted sheets their
monthly purchases in 50 product categories. Information recorded
includes brand, amount purchased, price paid, use of coupons, store,
specific version of the product (flavor, scent, etc.), and intended use.

active participants at any point in time. Samples are drawn in lots of
1,000. The overall panel is said to be representative of different geo-
graphic regions in the United States and Canada, then broken down by
household income, urbanization, and age of the respondent. Data are
provided on demographic and socioeconomic characteristics as well as
type of dwelling and durable goods ownership. http//wwwmarketfacts
Lom o

Examples of the commercial data sources available to advertisers.

for an environment in which the best test is not always done, the wrong test is done,
and the right questions are not always asked.

This brings us to motives and expectations of the agency and the client: Why are
certain tests done? Just what is it that advertising professionals want out of their copy
research? The answer, of course, depends on who you ask. Generally speaking, the
account team wants some assurance that the ad does essentially what it’s supposed to
do, or at least is defensible in terms of copy test scores. Many times, the team sim-
ply wants whatever the client wants. The client typically wants to see some num-
bers, generally meaning normative test scores—scores relative to the average for
a category of ads. In other words, the client wants to see how well a particular ad
scored against average commercials of its type that were tested previously. From a
purely practical standpoint, having a good normative copy test scores (above the
average for the category) lowers the probability of getting fired later. You can point
to the score, and say it “tested well,” and then assert that you (and/or your agency)
should not be fired. There is a lot of cover in these scores, perhaps in reality their
greatest value. If things go bad, one can always point to the high test scores, and say,
“Well, it tested well. It’s not my fault.”

How about the people who actually make the ads, the creatives? What do they
want in all of this? Well, generally they hate copy testing and wish it would g0 away.
They are uninterested in normative tests. The creatives who actually produced the
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At Google Groups you will
find thousands and thousands about anything.
of discussion groups, many of Whenever people begin looking at the numbers, there is a danger that trivial dif-
them consumer- and brand-  ferences can be made monumental. Other times, the mandatory measure is simply

based. Here, advertisers
can gain incredibly rich,
unobtrusive, and sophisticated

ad typically believe there is no such thing as the
average commercial, and they are quite sure that if
there are average commercials, theirs are not among
them. Besides benefiting the sales of the advertised
product or service, the creatives wouldn’t mind
another striking ad on their reel or in their book,
another Addy or Clio on their wall. But copy
research scores are unlikely to predict awards,
which are the unofficial currency of creatives. So
creatives don’t tend to be fans of copy tests. Cre-
atives want awards. Copy tests often stand in the
way and seem meaningless.

Copy tests generate a type of report card, and
some people, particularly on the creative side of
advertising, resent getting report cards from people
in suits. (Who wouldn’t?) Creatives also argue that
these numbers are often misleading and misapplied.
More often than not, they’re right. Further, they
argue that ads are artistic endeavors, not kitchen
appliances to be rated by Consumer Reports. Again,
they have a point. Because of these problems, and
the often conflicting agenda of creatives (awards,
career as a filmmaker) and account managers (keep
your job, sell more stuff, maybe get to move to the

brand side), copy research is often the center of agency tensions. Other than corner
offices, copy tests have probably been at the center of more agency fights than just

inappropriate. Still other times, creatives wishing to keep their jobs simply give the
client what he or she wants, as suggested in Exhibit 7.13. If simple recall is what the

data from real consumers at client wants, then increasing the frequency of brand mentions might be the answer.
virtually no cost. Sophisticated It may not make for a better commercial, but it may make for a better score and,
newsreader programs can presumably, a happy client in the short run. A lot of games are played with copy

quickly search and organize
these data.

tests.

Bob;, a creative at a large agency, has, learned from experience how to deal with lower-

Creative pumps up DAR than-average day-after recall (DAR) scores. As he explains it, there are two basic strat-

numbers. egies: (1) Do things that you know will pump up the DAR. For example, if you want
high DARs, never simply super (superimpose) the brand name or tag at the end of the
ad. Always voice it over as well, whether it fits or not.You can also work in a couple of
additional mentions in dialogue; they may stand out like a sore thumb and make con-
sumers think, “Man; is that a stupid commercial,’ because people don't talk that way. But
it will raise your DARSs. (2) Tell them (the account executive or brand manager and
other suits) that this is not the kind of product situation that demands high DARs. In
fact, high DARs would actually hurt them in the long run due to quick wearout and
annoyance. Tell them,"You're too sophisticated for that ham-handed kind of treatment.
it would never work with our customers.”You can use the second strategy only occa-
sionally, but it usually works. It's amazing.

.
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Despite the politics involved, message testing research is probably a good idea, at
least some of the time. Properly conceived (almost never), correctly conducted
(about half the time), and appropriately applied (rare), such research can yield impor-
tant data that management can then use to determine the suitability of an ad. Know-
ing when it is appropriate, when it is not, and sticking to your guns is, quite simply,
very hard in the advertising and promotion world—too many careers and too much
money are on the line. Doesn’t the Emperor look grand in his new clothes?

Evaluative Criteria: What Is Being Assessed. There are a few common ways ads are judged.

They are, more than anything else, traditional. Some make a great deal of sense and
are very useful for integrated brand advertising and promotion, others are horribly
overused and misapplied. Below we go through and discuss the major evaluative cri-
teria. Later will we describe the major methods of assessing ads and promotions on
these criteria. :

Getting It. Sometimes advertisers just want to know if audience members “get”
the ad. Do they generally understand it, get the joke, see the connection, or get the
main point? The reasoning behind this assessment is so obvious it hurts. It makes
sense, it can be easily defended—even to copy-research-hating creatives. Brand
managers understand this criterion; so do account executives. Do you get the ads in
Exhibits 7.14 and 7.15?

Cognitive Residue. It assumed that if the consumer was exposed to the ad, some-
thing of that ad remains in the consumer’s mind: cognitive residue. It might be a
memory of the headline, the brand name, the joke in the TV spot, a piece of copy,
a vague memory trace of an executional element in the ad, or just about anything,
So advertisers have for decades scored the cognitive residue, or the things left in con-
sumer’s minds. If “remembering stuff” from the ad matters, this makes sense at some
basic level, yet we have known for at least 30 to 40 years that most memory mea-
sures don’t tend to predict actual sales very well at all. Why is this? Well, for one
thing, consumers may remember all sorts of things in ads, and not care for the adver-
tised brand at all. Or they remember things that are completely irrelevant to the
advertiser’s intended message, or some of their thoughts actually interfere with asso-
ciating the advertiser’s brand name with the ad itself. Humorous ads are great exam-
ple of this. The consumer remembers what is funny, but not the brand name—or
worse yet, remembers the competitor’s brand name.

It is also the case that these tests are premised on an increasingly out-of-fashion
view of human memory. Not so long ago, psychologists thought that whatever a
human experienced made its way into memory pretty much like streaming video or
an unedited movie of one’s life. So the focus of lots of advertising research was on
the accurate and faithful retrieval of an ad, as if it existed unaltered in memory . . . or
at least pieces of it. Lately though, a new way of thinking about human memory has
emerged. Inspired from research into false memories in child abuse cases, psycholo-
gists now know that human memory is much messier than previously assumed. Psy-
chologists now believe memory to be more fluid, and highly subject to motivation:
remembering things as we care to remember them, even things that never happened.
Memory appears to be much more of an interpretive act than previously thought.
Advertising researcher Kathryn Braun-LaTour has shown that one can actually be

fairly easily made to remember brands that don’t exist and consumption experiences

that never happened.” This work tells us that to rely so strongly on memory as a

7. Kathryn A. Braun, “Postexperience Advertising Effects on Consumer Memory,” Journal of Consumer Research, vol. 25 (March
1999), 319-334.
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Do you get it? Does the main message come across? Is the right image projected? brip//vpsrw.cocacola.com and hitp/iwww.converse com

measure of advertising effectiveness is a very bad idea. There are certainly times
when such measures are appropriate, but nowhere near as much as they are used at
present.

Knowledge. Knowledge is one big step up from fairly random cognitive residue.
To have knowledge about a brand that could have come only from an ad is a much
more meaningful measure of advertising effectiveness. This: knowledge may take
several forms. It could be a brand claim, or a belief about the brand. For example,
the advertisers may believe that Brand X cleans twice as well as Brand Y. If Brand
X’s advertising and promotion has been stressing this very fact, then we may gener-
ally assume that the consumer has learned something from the promotion and adver-
tising, and that brand knowledge has been created. :

Attitude Change. Attitudes suggest where a brand stands in the consumer’s mind.
Attitudes can be influenced both by what people know and by what people feel
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about a brand. In this sense, attitude or preference is a summary evaluation that ties
together the influences of many different factors. Advertisers thus may view attitude
change as an important dimension for assessing advertising.

The biggest problem with attitude assessment is that it is overused and poorly
applied in advertising research. Common sense tells us that sometimes attitudes are
very worthwhile in assessing ads. Yet it also tells us that there are plenty upon plenty
of times when they are not. Decades ago, when ads were mostly claimed-based and
verbal, attitudes made more sense than in a real contemporary ad world, where most
communication is done through picturing, and explicit claims are less and less the
norm. Also, one cannot assume that a favorable attitude toward the ad will lead to a
favorable and meaningful attitude toward the brand. We can all think of ads we love
for brands we don’t. Still, in the right circumstance, when the correct attitude
dimensions are defined, assessing summary evaluations makes sense. There will more
on this when we discuss specific methods and message strategies in Chapter 11.

Feelings and Emotions. Advertisers have always had a special interest in feelings
and emotions. Ever since the “atmospheric” ads of the 1920s, there has been the
belief that feelings may be more important than thoughts as a reaction to certain ads.
Recent research by business professor Michel Pham and others® have shown that
feelings have three distinct properties that makes them very powerful in reactions to
advertisements and the advertised goods and services: (1) Consumers monitor and
access feelings very quickly—consumers often know how they feel before they
know what they think; (2) there is much more agreement in how consumers feel
about ads and brands than in what they think about them; and (3) feelings are very
good predictors of thoughts. This research adds a great deal of support to the argu-
ment that, in many ways, feelings are more important than thoughts when it comes
to advertising. It also appears that ads that use feel-
ings produce stronger and more lasting effects than
those that try to persuade by thought alone. For
example, the way a consumer feels about the
imagery in the ads in Exhibits 7.16 and 7.17 may be
far more important than any attitudinal component
of the communication.

There is a lot of current interest in developing
better measures of the feelings and emotions gener-
ated by advertising.” This has included better paper-
and-pencil measures as well as dial-turning devices
with which those watching an ad turn a dial in
either a positive or negative direction to indicate
their emotional response to the ad. Assessment of
teelings evoked by ads is becoming much more
important goal of the advertising industry.

Physiological Changes. Every few years there
will be renewed interest in the technology of phys-
iological assessment of advertising. Then, just as
surely, the excitement falls way. The reasons for the
recurring infatuation have to do with our general
cultural fascination with technology, and the fairly
reasonable belief that ads that really impact con-
sumers must impact them at the physiological level

VEXHI 16

’ o F‘T ? ~|‘6 8. Michel Tuan Pham, Joel B. Cohen, John W. Pracejus, and G. David Hughes, “Affect Monitoring and the Primacy of Feel-
. ings in Judgment,” Joumal of Cousumer Rescarch, vol. 28 (September 2001), 167-188.

This ad is SllppOSé’d to work 9. Stuart J. Agres, Julie A. Edell, and Tony M. Dubitsky, eds., Emotion in Advertising (Westport, Conn.: Quorum Books, 1990).

with images and feelings. See especially Chapters 7 and 8. . :
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Words and arguments are not
what makes this ad work.

as well. So, technologies come and go that seek to capture changes in the bodies of
people exposed to ads. Typically this is in terms of eye movement or dimensions
measured by lie-detector-like devices such as skin conductivity, respiration, and
pulse. Even PT scans (a procedure where subjects breathe radioactive isotopes) of the
brain have been used experimentally, not in routine practice. Bottom line: They
have not proven to be of much practical value.

Behavioral Intent. This is essentially what consumers say they intend to do. If,
after exposure to Brand X’s advertising, stated intent to purchase Brand X goes up,
there is some evidence to believe that the tested advertising had something to do
with it. Of course, we all know the problem with intended behavior: It’s a poor sub-
stitute for actual behavior. Think about it: You really intended to call your mom,
put the check in the mail, and all those other things. But it just didn’t work out that
way. The same thing is true when these are the criteria for testing consumer response
to advertising. On a relative basis (say, percentage who intend to buy Pepsi vs. per-
centage who intend to buy Coke), these measures can be meaningful and-helpful,
particularly if the changes are really large. Beyond that, don’t take them to the bank.

Actual Behavior. Other advertisers really want to see evidence that the new ads
will actually get people to do something: generally, to buy their product. It is, to
some, the gold standard. But for reasons explained earlier, there are so many things
that can affect sales that the use of actual sales as a measure of advertising effective-
ness is considered inherently flawed, but not flawed enough not to be used. Here is
a place where advertising and promotion are really different. In the case of the more
easily and precisely tracked effects of promotions, sales are the gold standard. In the
case of media advertising, statistical models are employed to try to isolate the effect
of advertising on sales. A host of other variables that might also affect sales, from the
weather to competing advertising, are factored into these mathematical models.
Even with all this sophistication, industry experts acknowledge that they are very far
from perfect, and far less reliable and meaningful than those constructed for sales pro-
motions. But they do generally help more than hurt. Another of their downsides is
that they typically are done long after the fact, long after the ad campaign to be



260

Part 2 The Planning: Analyzing the Advertising and Integrated Brand Promotion Environment

assessed has been in place, and sales data have come in. To get around this, behav-
ioral data are sometimes derived from test markets, situations where the advertising
is tested in a few select geographic areas before its wider application. While expensive,
these tests can be very telling. Ideally, measures of actual behavior would come from
tightly controlled field experiments. It’s just that meaningfully controlled field experi-
ments are incredibly difficult and expensive, and thus very rare. The area of greatest
hope for those who believe real behavior is the best test of advertising effectiveness
is the use of the Internet for experiments, although that is still in its infancy.

Copy Research Methods. Now that we have discussed what criteria or measures advertising pro-

motion professiondls typically care about, let’s take a look at how those criteria are
actually assessed, that is, the methods actually used in copy research.

Communication Tests. These test the “getting it” dimension. A communica-
tion test simply seeks to discover whether a message is communicating something
close to what the advertiser desired. They are most often used with television. Com-
munication tests are usually done in a group setting, with data coming from a com-
bination of pencil-and-paper questionnaires and group discussion. Members of the
target audience are shown the ad, or some preliminary or rough version of it. They
typically see it several times. Then a discussion is held. One reason communication
tests are performed is to prevent a major disaster, to
prevent communicating something completely

G000 e Bt Doy

your da
new tatta

Introcucing Wisic Dual Action Tablets with biue stain-fighting
enxymes. 8o powertul, it's as if dirt never happened at all.

wrong, something the creators of the ad are too
close to see but that is entirely obvious to con-
sumers. This could be an unintended double enten-
dre, an inadvertent sexual allusion, or anything else
“off-the-wall.” With more transnational or global
advertising, it could be an unexpected interpreta-
tion of the imagery that emerges as that ad is moved
from country to country around the world. Remem-
ber, if the consumer sees things, it doesn’t matter
whether they’re intended or not—to the consumer,
they’re there. However, advertisers should balance
this against the fact that communication test mem-
bers feel privileged and special, and thus they may
try too hard to see things. This is another instance
where well-trained and experienced researchers
must be counted on to draw a proper conclusion
from the testing. These tests are most often con-
ducted in-house (at advertising agency itself) as
opposed to being outsourced to a commercial test-
ing service.

Resonance Tests. In a resonance test the goal
is to determine to what extent the message. res-
onates or rings true with target-audience members.!?
The question becomes: Does this ad match con-
sumers’ own experiences? Does it produce an affin-

Some ads are judged by their
resonance, or how true they

ring. hetp/fwww wisk.com

ity reaction? Do consumers who view it say, “Yeah,
that’s right; I feel just like that” (Exhibit 7.18)? Do

10.  David Glenn Mick and Claus Buhl, “A Meaning-Based Model of Advertising Experiences,” Joumal of Consumer Research, vol.
19 (December 1992), 317-338, )
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consumers read the ad and make it their own?!! The method is pretty much the same
as a communication test. Consumers see an ad in a group several times, and then dis-
cuss it. It is usually done in-house by agency planners and researchers. In addition to
resonance, the criteria typically being assessed are knowledge, feelings, and emotions.

Thought Listings. It is commonly assumed that advertising and promotions gen-
erate thoughts during and following exposure. Copy research that tries to identify
specific thoughts that were generated by an ad is referred to as thought listing, or
cognitive response analysis. These are tests of knowledge, cognitive residue, and
to a lesser degree feelings and emotions. Thought-listing tests are either conducted
in-house or obtained from a commercial testing service. They are most often used
with television ads, although they can be applied to all ads. Here the researcher is
interested in the thoughts that an ad or promotion generates in the mind of the audi-
ence. Typically, cognitive responses are collected by having individuals watch the
commercial in groups and, as soon as it is over, asking them to write down all the
thoughts that were in their minds while watching the commercial. They are then
asked about these thoughts and asked to explain or amplify them. The hope is that
this will capture what the potential audience members made of the ad and how they
responded, or “talked back to it in their head.”

These verbatim responses can then be analyzed in a number of ways. Usually,
simple percentages or box scores of word counts are used. The ratio of favorable to
unfavorable thoughts may be the primary interest of the researcher. Alternatively,
the number of times the person made a self-relevant connection—that is, “That
would be good for me” or “That looks like something I’d like”—could be tallied
and compared for different ad executions. This method gets at several things: “get-
ting it,” knowledge acquired, attitude shifts, and emotions and feelings. The idea
itself is very appealing: getting at people’s stream of thoughts about an ad at time of
exposure. But in its actual execution problems arise. These thoughts are in reality
more retrospective than online; in other words, people are usually asked to write
these down seconds to minutes after their thoughts actually occurred. They are also
highly self-edited—some of your thoughts are not very likely to be shared. These
thoughts are obtained in artificial environments and mental states typically unlike
those in which real people actually are exposed to ads in real environments, such as
sitting in their living room, talking, half-listening to the TV, and so on. But the
researchers asked; you have to tell them something. Still, even with all these prob-
lems, there is something of value in these thoughts. They do tend to reveal some-
thing. The trick is, of course, knowing what is valuable and what is just “noise.” A
lot has to do with how well matched the ad and the procedure are. Some ads, for
example, are designed in such a way that the last thing the advertiser really wants is
a lot of deep thought (more on this in Chapter 11). For other ads (those where cer-
tain conclusions and judgments are the desired goal), it’s a good test.

Recall Tests. These are the most commonly employed test in advertising, and the
most controversial. They are used to get at the cognitive residue of ads. The basic
idea is that if the ad is to work, it has to be remembered. Following on this premise
is the further assumption that the ads best remembered are the ones most likely to
work. Thus the objective of these tests is to see just how much, if anything, the
viewer of an ad remembers of the message. Recall is used most in testing television
advertising. In television recall tests the big companies are Ipsos-ASI and Burke. In
print, the major recall testing services are Gallup & Robinson and Mapes and Ross.
In print, however, recognition is generally the industry standard. Recognition
simply means that the audience members indicate that they have seen an ad before

11. Linda Scott, “The Bridge from Text to Mind: Adapting Reader Response Theory for Consumeér Research,” Joumnal of Con-
sumer Research, vol. 21 (December 1994), 461—486.
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(i.e., recognize it), whereas recall requires more actual memory (recalling from
memory) of an ad. Recall is more common for television, recognition for print. But,
as we note, there are exceptions.

In television, the basic recall procedure is to recruit a group of individuals from
the target market who will be watching a certain channel during a certain time on
a test date. They are asked to participate ahead of time, and simply told to watch the
show. A day after exposure, the testing company calls the individuals on the phone
and determines, of those who actually saw the ad, how much they can recall. The
day-after-recall (DAR) procedure generally starts with questions such as, “Do you
remember seeing a commercial for any laundry detergents? If not, do you remem-
ber seeing a commercial for Tide?” If the respondent remembers, he or she is asked
what the commercial said about the product: What did the commercial show? What
did the commercial look like? The interview is recorded and transcribed. The ver-
batim interview is coded into various categories representing levels of recall, typi-
cally reported as a percentage. Unaided recall is when the respondent demonstrates
that he or she saw the commercial and remembered the brand name without hav-
ing the brand name mentioned. If the person had to be asked about a Tide com-
mercial, it would be scored as aided recall. Industry leader Burke Company reports
two specific measures: claim-recall (percent who claim seeing the ad), and related-recall
(percent who accurately recall specific elements of the ad).'? Ipsos-ASI uses a similar
procedure, but with one major difference. Like Burke, Ipsos-ASI recruits a sample,
but tells the participants that they are really evaluating potential new television
shows. What they are really evaluating are the ads. The shows are mailed to the sam-
ple audience members” home and they are given instructions. One day after view-
ing, the company contacts the viewers and asks them questions about the shows and
the ads. From-their responses, various measures are gathered, including recall. The
advantage is the deception. If audience members think they are evaluating the shows,
the researchers may get a more realistic assessment of the ads. It is not the same as a
truly natural exposure environment, but it’s probably an improvement.

Recall is done a bit differently in print. Remember, recognition is considered the
standard test in print, not recall. But when recall is assessed for print, it is done in the
following way. In a typical print recall test, a consumer is recruited from the target
market, generally at a shopping mall. He or she is given a magazine to take hone.
Many times the magazine is an advance issue of a real publication; other times it is
a fictitious magazine created only for testing purposes. The ads are “tipped in,” or
inserted, into the vehicle. Some companies alter the mix of remaining ads; others do
not. Some rotate the ads (put them in different spots in the magazine) so as not to
get effects due to either editorial context or order. The participants are told that they
should look at the magazine and that they will be telephoned the following day and
asked some questions. During the telephone interview, aided recall is assessed. This
involves a product category cue, such as, “Do you remember seeing any ads for per-
sonal computers?” The percentage who respond affirmatively and provide some evi-
dence of actually remembering the ad are scored as exhibiting aided recall. Other
tests go into more detail by actually bringing the ad back to the respondent and ask-
ing about various components of the ad, such as the headline and body copy. Some-
times a deck of cards with brand names is given to consumers, and they are asked to
stop if they can remember any ads from the brands on the cards. If they can, then
they are asked to describe everything they can remember about the ad. These are
scored in a manner similar to television day-after recall (DAR) tests.

Recognition Tests. Recognition tests are the standard cognitive residue test for
print ads and promotions. Rather than asking you if you recall something, they ask

12, Shimp, Terence A., Advertising, Promotion and Supplemental Aspects of Integrated Marketing Communications (Cincinnati: South-
Western, 2002).
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if you recognize an ad, or something in an ad. This
type of testing attempts to get at little more than

evidence of exposure residue. Recognition tests ask
magazine readers and (sometimes television view-
ers) whether they remember having seen particular
advertisements and whether they can name the
company sponsoring the ad. For print advertising,
the actual advertisement is shown to respondents,
and for television advertising, a script 'with accom-
panying photos is shown. For instance, a recogni-
tion test might ask, “Do you remember seeing [the
ad in Exhibit 7.19]?” This is a much easier task than
recall in that respondents are cued by the very stim-
ulus they are supposed to remember, and they
aren’t asked to do anything more than say yes or
no. Do you think any complications might arise in
establishing recognition of the ad displayed in
Exhibit 7.20?

Companies such as Starch Readership Ser-
vices that do this kind of research follow some gen-
eral procedures. Subscribers to a relevant magazine

are contacted and asked if an interview can be set
up in their home. The readers must have at least
glanced at the issue to qualify. Then each target ad

SEXHIBIT .19

Recognition testing uses the
ad itself to test whether
consumers remember it and
can associate it with its brand
and message. This unusual,
comically fanciful image
would likely make this ad
easy to recognize. But
imagine this ad with the
Altoids brand name blacked
out. If consumers remember
the ad, will they also
remember the Alfoids brand
name? Novel imagery
sometimes actually distracts
readers, enticing them to
overlook brand names. Visit
the Altoids site (Vi a5
sitends oo and evaluate
how it reinforces or dilutes
recognition in the minds of

consumers. Are the interactive

features useful or distracting?
Does the site achieve “cool,”
or is it too over-the-top to
reinforce brand recognition?

is shown, and the readers are asked if they remem-
ber seeing the ad (if they noted it), if they read or saw enough of the ad to notice the
brand name (if they associated it), if they read any part of the ad copy, or if they claim
to have read at least 50 percent of the copy (read most). This testing is usually con-
ducted just a few days after the current issue becomes available. The noted, associated,
and read most scores are calculated (see Exhibit 7.21). With print ads, Starch is the
major supplier of recognition (they also term them “readership”) tests.

Bruzzone Research Company provides recognition scores for TV ads. Essentially
a sample of television viewers is selected. A photoboard (a board with still frames
from the actual ad) of the TV commercial is sent out to a sample of viewers, but the
brand name is obscured (both in picture and copy). Then recognition questions such
as “Do you remember seeing this commercial on TV?” are asked. The respondent is
asked to identify the brand and answer some attitude items. A recognition score is
then presented to the client, along with attitude data. This method has advantages in
that it is fairly inexpensive (and may be becoming less so through use of the Inter-
net), and, due to its manner of blocking brand names, may provide a more valid
measure of recognition (see Exhibit 7.22).

Recognition scores have been collected for a long time, which allows advertis-
ers to compare their current ads with similar ones done last week, last month, or 50
years ago. This is a big attraction of recognition scores. The biggest problem with
this test is that of a yea-saying bias. In other words, many people say they recognize
an ad that in fact they haven’t seen. After a few days, do you really think you could
correctly remember which of the three ads in Exhibits 7.23, 7.24, and 7.25 you
really saw, if you saw the ads under natural viewing conditions? Still, on a relative
basis, these tests may tell which ads are way better or way worse than others.

Now comes the rub: Considerable research indicates there is little relation
between recall and recognition scores and sales effectiveness.’® But doesn’t it make
sense that the best ads are the ads best remembered? Well, the evidence for that is sim-
ply not there. This seeming contradiction has perplexed academics and practitioners

13.  Rajeev Batra, John G. Meyers, and David A. Aaker, Advertising Management, 5th ed. (Upper Saddle River, N.J.: Prentice Hall,
1996). 469.
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Though the correlation between seduction and candy is not new, consumers might mistake this imagery for a valentine, not an advertisement. What
is the advantage to the product placement in this ad?

for a long time. And as ads become more and more visual, recall of
words and claims is more and more irrelevant. The fact is that, as
measured, the level of recall for an ad seems to have relatively little (if
anything) to do with sales. This may be due to highly inflated and
artificial recall scores. It may also be that ads that were never designed
to elicit recall are being tested as if they were. By doing this, by apply-
ing this test so widely and so indiscriminately, it makes the test itself look bad. We
believe that when, but only when, recall or recognition is the desired result, are these

55% of Starch respondents

said they noticed an ad, tests appropriate and worthwhile.
50% said they associated it A recall does make sense when simple memory goals are the aim of the.com-
with the advertised brand, mercial. For example, saying “Kibbles and Bits” 80 times or so in 30 seconds indi-

and 23% said they read

cates an ad aimed at one simple goal: Remember “Kibbles and Bits.” That’s all. For
more than half the body :

an ad like that, recall is the perfect measure. But as advertising moves to fewer words
and more pictures, recognition tests, good recognition tests, may become much
more valuable than recall. And for most ads, ads that operate at a far more sophisti-
cated and advanced level than either recall or recognition, these measures are insuf-
ficient and often inappropriate.

copy.

Welcome to the Survey!

Try the test: vy /iveww What do you think of TV commercials?
CRETOIIRTE SEINO | A gyertisers would Hke to know.

e

If you remember seeing any of the commercials shown on the following pages,
would you take a few moments to answer questions about them? We think
you will find it quite interesting. As a token of our sincere interest in your
reply your name will be entered into a drawing this month to win one of over
100 cash prizes wortl a total of $10,000. Your answers are very important.
They could help improve the quality of TV conunercials

Click “next* to start, and thanks for heiping.

Bruzzene Research Company
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PERMAPS THE MOST SAT!SFYING PLACE TO TOSS YOUR CLUBS.

(NEXT TO THE WATER ON 18, OF COURSE.}

All of these ads, so strikingly similar, do little to (1) differentiate the product, (2) make it memorable for the consumer, or (3) promote the brand,
though presumably GM and Ford had intended to do all three with these ads. Compare and contrast the new Cadillac models (}: iy
cadillac.com) with the Ford luxury models (brep:/fveew lincalnvehicles.com). Has either company broken any new ground in its app oach to .
advertising these vehicles? Do you think in a_few days you could distinguish between these models or remember the message of these Web sites?

L

Attitude Studies. The typical industry attitude study measures consumer atti-
tudes after exposure to an ad. Television ads are typically seen in a group setting;
print ads are often shown one-on-one. The studies may also be administered by sur-
vey, including Internet surveys. Essentially, people from the target market are
recruited, and their attitudes toward the advertised brand as well as toward com-
petitors’ brands are noted. Ideally, there would be pre- and postexposure attitude
measurement, so that one could see the change related to seeing the ad in question.
Unfortunately, industry practice and thinner agency profit margins have created a
situation in which only postexposure measures are now typically taken. True pre-
post tests are rare.

To the extent that attitudes measure something meaningful, and the most impor-
tant things, these tests may be very useful. Their validity is typically premised on a
single ad exposure (sometimes two) in an unnatural viewing environment (such as a
theater). Many advertisers believe that commercials don’t register their impact until
after three, four, or more exposures. Still, a significant swing in attitude scores with
a single exposure suggests that something is going on, and that some of this effect
might be expected when the ad reaches real consumers in the comfort of their
homes. But this method is expensive and may be waning in popularity. John Philip
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Jones of Syracuse University has conducted analyses on these data and his conclu-
sions are actually very supportive of attitude studies.!* He contends that even if this
form of message pretesting yields some incorrect predictions about ads’ potential
effectiveness (as it surely will), an advertiser’s success rate is bound to improve with
this tool. On the other hand, it is difficult to really know whether the respondent is
expressing feelings toward the ad itself or the product advertised, and these can be
very different things.

To test attitude change in print ads, test ads can be dropped off at the partici-
pants” homes in the form of magazines. The test ads have been tipped in. Subjects
are told that the researcher will return the next day for an interview. They are also
told that as part of their compensation for participating, they are being entered in a
drawing. At that point, they are asked to indicate their preferences on a wide range
of potential prizes. The next day when the interviewer returns, he or she asks for
these preferences a second time. This is the postexposure attitude measure.

As you may remember from above, Bruzzone’s recognition tests also collect atti-
tude measures. This is a postexposure measure, but because it is linked to recogni-
tion scores, it may prove quite useful. Similarly, ASI Next*TV collects postexposure
attitude scores. To our knowledge the only prominent testing service to offer true
pre-post attitude testing is ARS Persuasion Method. This is a theater-type test in
which commercials are embedded in television shows. Audience members indicate
brand attitude as preference for brands should they win a basket of free items.
Because they are asked this same question before and after exposure, attitude change
scores can be determined. While this is a significant improvement over post-only
attitude measurement, there is still the pesky problem of the very artificial setting and
manner in which these TV ads are viewed. First, they are not on TV, and most of us
rarely watch TV with a few hundred other people, knowing that we are supposed
to pay attention. ‘

Tracking Studies. Tracking studies are one of the most commonly used adver-
tising and promgtion research methods. Basically, they “track” the apparent effect of
advertising over time. They typically assess attitude change, knowledge, behavioral
intent, and self-reported behavior. They assess the performance of advertisements
before, during, or after the launch of an advertising campaign. This type of adver-
tising research is almost always conducted as a survey. Members of the target market
are surveyed on a fairly regular basis to detect any changes. Any change in aware-
ness, belief, or attitude is usually attributed (rightly or wrongly) to the advertising
effort. Even though the participants are susceptible to other influences (e.g., news
stories about the brand or category), these are fairly valuable tests because they do
occur over time and provide ongoing assessment, rather than the one-time, one-shot
approach of so many other methods. Their weakness resides largely in the meaning-
fulness of the specific measures. Sometimes attitudes shift a bit, but translate into no
noticeable increase in sales and no return on investment (ROI).

Frame-by-Frame Tests. Frame-by-frame tests are usually employed for ads
where the affective or emotional component is seen as key, although they may also
be used to obtain thought listing as well. These tests typically work by getting con-
sumers to turn dials (like/dislike) while viewing television commercials in a theater
setting. The data from these dials are then collected, averaged, and later superim-
posed over the commercial for the researchers in the form of a line graph. The
height of the line reflects the level of interest in the ad. The high points in the line
represent periods of higher interest in the ad, and the dips show where the audience
had less interest in that particular point of the ad. While some research companies

14. John Philip Jones, “Advertising Pre-Testing: Will Europe Follow America’s Lead?” Commercial Communications, June 1997,
21-26.
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Here consumers’ interest
levels are measured while
they watch an ad in real
time.

THE ART of PERFORMANCE

do ask consumers what they were thinking or feeling at certain points along the
trace, and sometimes these responses are diagnostic, others do not. In those cases
(such as the one shown in Exhibit 7.26), what the trace line really does then is mea-
sure the levels of interest at each specific moment in the execution—it does not
explain whether or why consumers’ reactions were positive or negative. The down-
side of frame-by-frame tests is that they involve somewhat higher costs than other
methods, and there are some validity concerns in that you are asking consumers to
do something they do not normally do while watching television. On the other
hand, the method has quite a few fans. We believe it will grow in importance due
to the heightened interest in assessing emotions and feelings in ads. Most researchers
and advertising professionals believe that useful data can be gathered in this way.

Physiological Tests. Physiological measures detect how consumers react to
messages, based on physical responses. Eye-tracking systems have been developed
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to monitor eye movements across print ads. With one such system, respondents wear
a gogglelike device that records (on a'computer system) pupil dilations, eye move-
ments, and length of view by sectors within a print advertisement. Voice response
analysis is another medium-tech research procedure. The idea here is that inflections
in the voice when discussing an ad indicate excitement and other physiological states.
In a typical application, a subject is asked to respond to a series of ads. These responses
are tape-recorded and then computer-analyzed. Deviations from a flat response are
claimed to be meaningful. Other, less frequently used physiological measures record
brain wave activity, heart rate, blood pressure, and muscle contraction.

All physiological measures suffer from the same drawbacks. While we may be
able to detect a physiological response to an advertisement, there is no way to deter-
mine whether the response is to the ad or the product, or which part of the adver-
tisement was responsible for the response. In some sense, even the positive-negative
dimension is obscured. Without being able to correlate specific effects with other
dimensions of an ad, physiological measures are of minimal benefit.

Since the earliest days of advertising, there has been a fascination with physio-
logical measurement. Advertising’s fascination with science is obvious, with early
attempts at physiological measurement being far more successful as a sales tool than

as a way to actually gauge ad effectiveness. There is something provocative about sci-

entists (sometimes even in white lab coats) wiring people up; it seemns so precise and
legitimate. Unfortunately—or fortunately, depending on your perspective—these
measures tell us little beyond the simple degree of arousal attributable to an ad. For
most advertisers, this minimal benefit doesn’t justify the expense and intrusion
involved with physiological measurement.

Pilot Testing. Before committing to the expense of a major campaign, advertisers
sometimes test their messages in the marketplace via pilot testing. There are three
major types of pilot testing. Split-transmission (often on cable television systems)
is where different signals (or ads) can be sent to different neighborhoods or house-
holds. This allows testing of two different versions of an advertisement through direct
transmission to two separate samples of similar households. This method provides
exposure in a natural setting for heightened realism. Factors such as frequency of
transmission and timing of transmission can be carefully controlled. The advertise-
ments are then compared on measures of cognitive residue, recall, attitude change,
and behavioral intent.

Split-run distribution uses the same technique as split-cable transmission, except
the print medium is used. An ad is placed in half the copies of, say, the January issue
of a magazine and a different version of the ad runs in the other half. This method
of pilot testing has the advantage of using direct response as a test measure. Ads can
be designed with a reply card that can serve as a basis of evaluation. Coupons and
toll-free numbers can also be used. The realism of this method is a great advantage
in the testing process. Expense is, of course, a major drawback.

Finally, a split-list experiment tests the effectiveness of various aspects of direct
mail advertising pieces. Multiple versions of a direct mail piece are prepared and sent
to various segments of a mailing list. The version that pulls (produces sales) the best is
deemed superior. The advantage of all the pilot testing methods is the natural and real
setting within which the test takes place. A major disadvantage is that competitive or
other environmental influences in the market cannot be controlled and may affect the
performance of one advertisement without ever being detected by the researcher.

Direct Response. Direct response measures actual behavior. Advertisements in
print, the Internet, and broadcast media that offer the audience the opportunity to
place an inquiry or respond directly through a Web site, reply card, or toll-free
phone number produce inquiry/direct response measures. An example is dis-
played in Exhibit 7.27. These measures are quite straightforward in the sense that
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advertisements that generate a high number of
inquiries or direct responses, compared to historical
benchmarks, are deemed effective. Additional analy-
ses may compare the number of inquiries or
responses to the number of sales generated. For
example, some print ads will use different 800
numbers for different versions of the ad so that the
agency can compute which ad is generating more
inquiries. These measures are not relevant for all
types of advertising, however. Ads designed to have
long-term image building or brand identity effects
should not be judged using such short-term
response measures. '

Single-Source Data. With the advent of univer-
sal product codes (UPCs) on product packages and
the proliferation of cable television, research firms
are now able to engage in single-source research to
document the behavior of individuals—or, more
typically, households—in a respondent pool by
tracking their behavior from the television set to
the checkout counter. Single-source data pro-
vide information from individual households about
brand purchases, coupon use, and television adver-

Avaitable materiss wiil vary by prockts/edoptions. Comtact your
S W oy v e oo

tising exposure by combining grocery store scanner
data with TV-viewing data from monitoring
devices attached to the households’ televisions.
With these dlfferent types of data combined, a better case can be made for assessing
the real impact of advertising and promotion on consumers’ actual purchases. This
is not an inexpensive method of assessment, and it still remains difficult (if not
impossible) to know exactly what specific aspects of advertising had what effects on
consumers. The best-known supplier if this type of testing is iri BehaviorScan.

Account Planning versus Advertising Research. Jon Steel, director of
account planning and vice chairman of Goodby, Silverstein and Partners—its clients
include Anheuser-Busch, the California Milk Processors Board (“Got Milk?”),
Nike, Porsche, and Hewlett-Packard—has called account planning “the biggest
thing to hit American advertising since Doyle Dane Bernbach’s Volkswagen cam-
paign.”'® That is stretching it a bit, but account planning is a big story in the indus-
try. What is it? Well, good question. (See Exhibit 7.28:)

Account planning is defined in contrast to traditional advertising research. It dif-
fers mostly in three ways. First, in terms of organization, agencies that use this system
typically assign an “account planner” to work cooperatively with the account execu-
tive on a given client’s business. Rather than depending on a separate research depart-
ment’s occasional involvement, the agency assigns the planner to a single client (just
like an advertising executive) to stay with the projects on a continuous basis—even
though, in this organizational scheme, there is typically an account planning depart-
ment. In the more traditional system, the research department would get involved
from time to time as needed, and members of the research department would work
on several different clients’ advertising. (There are several variations on this theme.)

Another difference is that this organizational structure puts research in a differ-
ent, more prominent role. In this system, researchers (or “planners”) seem to be
more actively involved throughout the entire advertising process and seem to have

15. Jon Steel, Truth, Lies & Advertising: The Art of Asount Planning (New York: John Wiley & Sons, 1998), jacket.
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a bigger impact on it as well. (Of course, some of
the difference is more agency self-promotion than
reality.) Agencies that practice “account planning”
tend to do more developmental and less evaluative
research. Third, “planning agencies” tend to do
more qualitative and naturalistic research than their
more traditional counterparts. But these differences,
ABEOURT Pl too, seem fairly exaggerated———even though Jay
Chiat called planning “the best new business tool
ever invented.”!® There is another, more cynical
side to this story: Many advertising agencies have
decided that they simply cannot afford the cost of a
full-time research staff. It’s cheaper and maybe even
better to outsource the work. But a quieter and
more devious way of downsizing (or eliminating
these expensive departments) is to go to the
“account planning” system, in which a researcher
will always be a part of the team. Then, there’s no
need for a centralized research department, and it
appears as if the agency is actually demonstrating
more commitment to research.

Another Thought on Mes-
CHAMPIONS ' sage Test mg None of these methods is
THE A perfect. There are challenges to reliability, validity,
BRAND trustworthiness, and meaningfulness with all of
them. Advertisers sometimes think that consumers
watch new television commercials the way they
watch new, eagcrly awaited feature films, or that they listen to radio spots like they

Much ado is made about listen to a symphony, or read magazine ads like a Steinbeck novel. We watch TV
ih" d‘,’;ﬂ"“’;’ %’“”’:f’f versus while we work, talk, eat, and study; we use it as a night light, background noise, and
rZe:er;h’?a advertising babysitter. Likewise, we typically thumb through magazines very, very quickly.
While these traditional methods of message testing have their strengths, more natu-

ralistic methods are clearly recommended. Still, it would be a mistake to throw the

baby out with the bath water; good and appropriate social science can produce bet-

ter advertising.

What We Need. Adpvertising research could do with some change. The way we think about
ads is certainly changing. Qualitative research is now the norm. Agencies known
best for their creativity have been attractive to hot creatives because of the lack of
old-style quantitative attitude copy research. In fact, across the industry, the view that
ads are complex social texts has caught on. The move to an almost complete visual
advertising style has also put into question the appropriateness of a set of tests that
focus on the acceptance of message claims, as well as remembrance.

The account planning way of thinking merges the research and brand manage-
ment business. Good research can play an important role in this; it can be very help-
ful or an enormous hindrance, as advertisers are realizing more and more. Top-down
delivered marketing is not considered realistic by many in the industry. With this
new realization comes new terms. One is the idea of account planning as a substi-
tute for the traditional research efforts of an agency. There has been a very recent
but very significant turn in thinking about research and its role in advertising, pro-
motion, and brand management.

16, Ibid., p. 42.
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Research and Heal

Awareness of the health concerns associated with obesity has grown
lately in the United States, but advertising healthy fast food has been a
losing battle for the industry. Approximately 127 million adults in the
United States are overweight and 60 million of them are obese,
according to the American Obesity Association (evaluate their objec-
tivity and disinterest yourself).

So advertisers did research, followed their findings, and did what
seemed best for people—yet it was not successful. In fact, advertising
fast food as “healthy” is often detrimental to chain restaurants.

Research, focus groups, and interviews led Taco Bell to offer prod-
ucts with less fat and calories. Taco Bell took their research one step
further and conducted blind taste tests. Repeatedly, individuals pre-
ferred the low-fat items—but they bombed in the market. Likewise,
the use of health and nutrition information in milk advertising was a
failure. The switch from “it does a body good” to “Got milk!” has been
a success because customers do not like to be lectured about nutri-

As you can see, advertising and
promotion research is used to judge
advertising, but who judges advertis-
ing research, and how? First of all, not
enough people, in our opinion, ques-
tion and judge advertising research.
Research is not magic or truth, and it
should never be confused with such.
Issues of reliability, validity, trustwor-
thiness, and meaningfulness should be
seriously considered when research is
used to make important decisions. Oth-
erwise, you're just using research as
some sort of mystical ritual that you
know really has limited meaning,
mouthing the words, and faithfully
uttering the chant too. Research can be
a wonderful tool when applied cor-
rectly, but is routinely poorly matched
to the real world situation. Things are
getting better on this front.

tion and drinking their white medicine.

* So, what are the ethics here?
* What should fast food advertisers do!

» Do you give customers what they want, what they need, or just

not tell them when it’s actually good for them!?

Explain the purposes served by and methods used
in developmental advertising research.

Advertising and promotion research can serve many pur-
poses in the development of a campaign. There is no bet-
ter way to generate fresh ideas for a campaign than to listen
carefully to the customer. Qualitative research involving
customers is essential for fostering fresh thinking about a
brand. Audience definition and profiling are fundamental
to effective campaign planning and rely on advertising
research. In the developmental phase, advertisers use
diverse methods for gathering information. Focus groups,
projective techniques, the ZMET, and field work are
trusted research methods that directly involve consumers
and aid in idea generation and concept testing.

M\ Identify sources of secondary data that can aid the
“#7 IBP planning effort.

Because information is such a critical resource in the
decision-making process, several sources of data are widely
used. Internal company sources such as strategic market-
ing plans, research reports, customer service records, and
sales data provide a wealth of information on consumer

tastes and preferences. Government sources generate a
wide range of census and labor statistics, providing key
data on trends in population, consumer spending,
employment, and immigration. Commercial data sources
provide advertisers with a wealth of information on
household consumers. Professional publications share
insider information on industry trends and new research.
Finally, the Internet is a revolutionary research tool that
delivers rich data at virtually no cost. In particular, adver-
tisers can obtain sophisticated research data at thousands
of consumer- and brand-based online community sites.

Discuss the purposes served by and methods used
in copy research.

Copy research (evaluative research) aims to judge the
effectiveness of actual ads. Advertisers and clients try to
determine if audiences “get” the joke of an ad or retain
key knowledge concerning the brand. Tracking changes
in audience attitudes, feelings and emotions, behavior,
and physiological response is important in gauging the
overall success of an ad, and various methods are
employed before and after the launch of a campaign to
assess the impact on audiences. Communication tests,
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recall testing, pilot testing, and the thought-listing tech-
nique are a few of the methods that try to measure the
persuasiveness of a message. Some agencies, attempting to
bypass the high cost and inconclusive results of research,

substitute account planning for traditional advertising and
promotion research. Advocates of this trend believe an
account planning system merges the best in research and
brand management.

repositioned normative test scores
concept test communication test
focus group resonance test
projective techniques

dialogue balloons analysis

story construction recall tests

sentence and picture completion recognition

Zaltman Metaphor Elicitation Tech-
nique (ZMET)

recognition tests

thought listing, or cognitive response

Starch Readership Services

physiological measures
eye-tracking systems
pilot testing
split-transmission
split-run distribution
split-list experiment
direct response

- inquiry/direct response measures
single-source data
single-source tracking measures
IRI BehaviorScan
account planning

field work attitude study
embedded ARS Persuasion Method
creative brief tracking studies
coolhunts frame-by-frame test

1. Read the chapter opening and list two important les-
sons that can be learned from Coca-Cola’s advertising
and promotion research blunder with New Coke.

2. What historic factors led to the development and
prominence of advertising and promotion research
departments during the mid-1900s?

3. Focus groups are one of the advertising researcher’s
most versatile tools. Describe the basic features of focus
group research that could lead to inappropriate general-
izations about the preferences of the target audience.

4. ZMET is a technique that advertisers may use in place
of focus groups. What aspects of ZMET and focus groups
are similar? What particular features of ZMET could fos-
ter richer understanding of consumers’ motives than is_
typically achieved with focus groups?

5. List the sources and uses of secondary data. What are
the benefits of secondary data? What are the limitations?

6. Identify issues that could become sources of conflict
between account managers and advertising creatives in
the message-testing process. What could go wrong if
people in an ad agency take the position that what the
client wants, the client gets?

7. Criteria for judging ad effectiveness include “getting
it,” cognitive residue, knowledge, attitude change, feel-
ings and emotions, physiological changes, and behavior.
Identify specific evaluative advertising research methods
that could be used to test an ad’s impact on any of these
dimensions.

8. How would you explain the finding that ads that
achieve high recall scores don’t always turn out to be ads
that do a good job in generating sales? Are there some
features of ads that make them memorable but could also
turn off consumers and dissuade them from buying the
brand? Give an example from your experience.

9. What is single-source research, and what is its con-
nection to the universal product codes (UPCs) one finds
on nearly every product in the grocery store?

10. Explain the industry trend of substituting account plan-
ning for traditional advertising and promotion research.
Why do some agency directors claim that this trend is the
biggest thing in advertising since the famous Bernbach
Volkswagen campaign? Do you tend to believe the hype
surrounding this trend, or are you cynical that forces of
downsizing are driving it? Explain your reasoning.
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1. Conduct an informal advertising research test on a
popular television commercial of your choice. First,
determine the evaluative criteria you think would be
most relevant for determining the ad’s effectiveness.
Next, design a test to evaluate the commercial’s effec-
tiveness by selecting one of the least-involved research
methods and typing up a short pencil-and-paper ques-
tionnaire (you can draw upon ideas from the chapter).
Ask a classmate or partner to watch the commercial and
complete the questionnaire. Once the questionnaire is
completed, write a short evaluation of the commercial
based on the results of your survey.

2. Search the Internet or local phone directory and
identify a company that conducts advertising and promo-
tion research. Investigate the background of the company
and type a one-page paper describing the information
and services the organization provides. Who would be
likely to benefit from the firm’s services? List one of the
firm’s clients, and explain how advertising research
helped guide that client’s advertising and promotion ini-
tiatives.

7-1 Developmental Advertising and Promaotion
Research

Developmental advertising research provides key infor-
mation used by creatives in producing ads. A brand’s
optimal advertising and promotion effort depends on
accurate information about trends, target audience, prod-
uct usage expectations, and other data that are useful dur-
ing the production of the advertising message.

Clairol delivers integrated brand promotion for many of
its product lines and develops effective campaigns based
on important research. Clairol’s research has led to the
development of its Herbal Essences products, which tar-
get a very specific consumer niche within the broad cate-
gory of personal care products.

Herbal Essences: hiip://www herbalessences.com

1. Explain the role of audience profiling and how it guides
the uses and message of the Herbal Essences Web site.

2. What is the main concept behind the Herbal
Essences product line? Do you believe that concept test-
ing played an important role for Clairol in the develop-
ment of Herbal Essences? Explain.

3. What trends do you believe had to be measured
quantitatively by trustworthy research in order for Clairol
to develop and advertise Herbal Essences? Identify the
developmental advertising research method that you
think would be the most important to guide Clairol’s
efforts to advertise and promote Herbal Essences. Explain
why you picked this method.

7-2 Conducting Research in the Real World

The Got Milk? advertising campaign, which recently cel-
ebrated its 10th anniversary, has become an American
icon, boasting a 90 percent consumer awareness rate for
the milk industry while taking home many prestigious
advertising awards. First conceived in 1993 by the Cali-
fornia Milk Processor Board (CMPB) in conjunction
with Goodby, Silverstein & Partners, Got Milk? changed
the course of the U.S. dairy industry after a decade of
sagging milk sales. With its growing international pres-
ence, promotional tie-ins to food-industry giants like
McDonald’s, and celebrity backing from pop-culture
icons such as Paris Hilton and Dr. Phil, the Got Milk?
campaign is well-positioned for another great decade of
delicious success.

Got Milk?: hutp://www.gotmiltk.com/

1. According to your text, which developmental adver-
tising research method played a key role in the formula-
tion of the Got Milk? advertising theme?

2. What does it mean that consumption practices are
embedded, and how did this principle lead to the success
of the Got Milk? campaign?

3. Visit the Got Milk? Web site and list some of the
newest developments in the campaign. What celebrities
are currently endorsing milk? What IBP efforts are lend-
ing support to the Got Milk? ads?
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