Outline of Chapter 16

              ADVERTISING AND SALES

              PROMOTION

              INTRODUCTION

              ADVERTISING, SALES

              PROMOTION, AND

              MARKETING STRATEGY

              DECISIONS

                  Overhead 169 "Mass

                  Selling"

                  Transparency 106 (Exhibit

                  16-1) "Strategy Planning

                  for Advertising"

              International dimensions are

              important 

              Total spending is big--and

              growing internationally 

              Most advertisers aren't really

              spending that much

                  Overhead 168 (Exhibit

                  16-2) "Advertising

                  Spending as Percent of

                  Sales for Illustrative

                  Product Categories"

              Advertising doesn't employ that

              many people

              ADVERTISING OBJECTIVES

              ARE A STRATEGY DECISION

                  Overhead 169 "Examples

                  of Some General

                  Advertising Objectives"

              Advertising objectives must be

              specific 

              The marketing manager sets the

              overall direction 

              If you want half the market, say

              so! 

              Objectives guide implementation

              too

                  Overhead 170 (Exhibit

                  16-3) "Examples of

                  Different Types of

                  Advertising over Adoption

                  Process Stages"

              OBJECTIVES DETERMINE THE

              KINDS OF ADVERTISING

              NEEDED

                  Overhead 171 "Kinds of

                  Advertising and Objectives"

                PRODUCT

                ADVERTISING--advertising

                that tries to sell a specific

                product.

                INSTITUTIONAL

                ADVERTISING--advertising

                that tries to promote an

                organization's image,

                reputation, or ideas--rather

                than a specific product.

              Product advertising--know us,

              like us, remember us

                  -Pioneering

                  advertising--builds primary

                  demand

                PIONEERING

                ADVERTISING--advertising

                that tries to develop primary

                demand for a product category

                rather than demand for a

                specific brand.

                  -Competitive

                  advertising--emphasizes

                  selective demand

                COMPETITIVE

                ADVERTISING--advertising

                that tries to develop selective

                demand for a specific brand

                rather than a product category.

                DIRECT TYPE

                ADVERTISING--competitive

                advertising that aims for

                immediate buying action.

                INDIRECT TYPE

                ADVERTISING--competitive

                advertising that points out

                product advantages to affect

                future buying decisions.

                COMPARATIVE

                ADVERTISING--advertising

                that makes specific brand

                comparisons--using actual

                product names.

                  -Reminder

                  advertising--reinforces a

                  favorable relationship

                REMINDER

                ADVERTISING--advertising to

                keep the product's name

                before the public.

                  -Institutional

                  advertising--remember our

                  name

              COORDINATING ADVERTISING

              EFFORTS WITH COOPERATIVE

              RELATIONSHIPS

                  Transparency 107

                  "Coordinating Advertising

                  Efforts"

              Vertical cooperation--advertising

              allowances, cooperative

              advertising

                ADVERTISING

                ALLOWANCES--price

                reductions to firms further

                along in the channel to

                encourage them to advertise

                or otherwise promote the

                firm's products locally.

                COOPERATIVE

                ADVERTISING--middlemen

                and producers sharing in the

                cost of ads.

              Integrated communications from

              cooperative relationships 

              Ethical concerns may arise 

              CHOOSING THE "BEST"

              MEDIUM--HOW TO DELIVER

              THE MESSAGE

                  Overhead 172 "Major

                  Advertising Media"

                  Overhead 173 "Media

                  Selection Factors"

                  Overhead 174 (Exhibit

                  16-4) "Relative Size and

                  Costs, and Advantages

                  and Disadvantages of

                  Major Kinds of Media"

              Specify promotion objectives 

              Match your market with the

              media 

              Some media help zero in on

              specific target markets 

              Specialized media are small--but

              gaining 

              "Must buys" may use up

              available funds

              ADVERTISING ON THE

              INTERNET: NEW

              OPPORTUNITIES AND NEW

              CHALLENGES

                  Overhead 175 "Advertising

                  on the Internet"

              Internet ads take many forms 

              Internet ads seek a direct

              response-a click 

              Some web sites generate more

              exposure 

              Some web sites are better for

              reaching target customers 

              Context advertising links ad to

              context being viewed 

              Pointcasting determines which

              customers see an ad 

              Some viewers get benefits if they

              agree to look at ads 

              At some web sites, ads are free

              if they don't get results 

              Internet advertising is still feeling

              its way

              PLANNING THE "BEST"

              MESSAGE--WHAT TO

              COMMUNICATE

              Specifying the copy thrust

                COPY THRUST--what the

                words and illustrations of an

                ad should communicate.

              Let AIDA help guide message

              planning 

              Getting attention 

              Holding interest 

              Arousing desire 

              Obtaining action 

              Can global messages work?

              ADVERTISING AGENCIES

              OFTEN DO THE WORK

                  Overhead 176 "Ad

                  Agencies"

              Ad agencies are specialists

                ADVERTISING

                AGENCIES--specialists in

                planning and handling

                mass-selling details for

                advertisers.

              The biggest agencies handle

              much of the advertising

                  Overhead 177 (Exhibit

                  16-5) "Top 10 Advertising

                  Agency Supergroups and

                  Examples of Products They

                  Advertise"

              Are they paid too much? 

              Some firms pay the agency

              based on results 

              Ethical conflicts may arise

              MEASURING ADVERTISING

              EFFECTIVENESS IS NOT EASY

              Success depends on the total

              marketing mix 

              Research and testing can

              improve the odds 

              Hindsight may lead to foresight

              HOW TO AVOID UNFAIR

              ADVERTISING

                  Overhead 178 "Advertising

                  Regulation"

              Government agencies may say

              what is fair 

              FTC controls unfair practices in

              the United States

                CORRECTIVE

                ADVERTISING--ads to correct

                deceptive advertising.

              What is unfair or deceptive is

              changing 

              Supporting ad claims is a fuzzy

              area

              SALES PROMOTION: DO

              SOMETHING DIFFERENT TO

              STIMULATE CHANGE

                  Overhead 179 "Sales

                  Promotion"

              The nature of sales promotion 

              Sales promotion objectives and

              situation should influence

              decision

                  Transparency 108 (Exhibit

                  16-6) "Some Possible

                  Effects of a Sales

                  Promotion on Sales"

              Sales promotion spending is

              growing

              PROBLEMS IN MANAGING

              SALES PROMOTION

              Does sales promotion erode

              brand loyalty? 

              There are alternatives 

              Sales promotion is hard to

              manage 

              Not a sideline for amateurs

              DIFFERENT TYPES OF SALES

              PROMOTION FOR DIFFERENT

              TARGETS

              Sales promotion for final

              consumers or users 

              Sales promotion for middlemen 

              Sales promotion for own

              employees

              IDEAS ON USING COLOR

              TRANSPARENCIES OF ADS

              WITH CHAPTER 16

              Transparency 150

              (Chick-fil-A) "Eat mor chickin."

              Billboards are good for getting

              attention with a simple copy

              thrust.

              Transparency 151

              (Tripod) "Bring Gen-X right to

              your doorstep with over 40 million

              pageviews each month."

              Advertising on the Internet is a

              new way to reach a target

              market, but it is growing rapidly

              and in some circumstances can

              be very targeted. For example,

              Tripod helps advertisers reach

              Gen-X consumers.

              Transparency 152

              (Rodenstock) "Before you even

              select a pair of glasses you are

              already wearing a Rodenstock."

              Rodenstock's institutional ad

              promotes the company's name

              and image, rather than trying to

              sell just one of its many specific

              products.

              Transparency 154

              (Catalina Marketing Network)

              "Turn the retailer's price label into

              an explosive volume builder."

              This ad appeared in a trade

              magazine and is focused on

              informing manufacturers about

              Catalina's services. Catalina's

              Integrated Price Label helps a

              manufacturer get a shopper's

              attention. Sales promotions at the

              point-of-purchase can be very

              targeted and increase the

              likelihood of prompting action.

              Transparency 155

              (Minolta) "Does your copier look

              like this most of the time?"

              Advertising is an important

              element in the promotion blend

              for some marketers who target

              business customers, but personal

              selling is usually the main

              promotion method in these

              markets.

              Transparency 157

              (Procter & Gamble) "We'd like to

              clear up a little confusion for your

              shoppers. There, that's better."

              Trade ads like this one help a

              marketing manager inform

              middlemen about important

              changes in the firm's marketing

              mix; different ads and

              point-of-purchase sales

              promotion were developed to

              make final consumers aware of

              the changes and to explain how

              the simpler package makes it

              easier to pick the flavor and

              formula desired.

              Transparency 158

              (Duncan Hines) "Word of mouth

              is that we taste best! Just what

              you want!"

              The copy thrust of this ad is

              classic. Its words and illustrations

              work together to communicate

              effectively (at least to

              "chocoholics"!).

              Transparency 161

              (Colgate-Palmolive) "New Colgate

              Total. The most you've ever

              squeezed out of a tube of

              toothpaste."

              Ads that feature a unique selling

              proposition help both retailers and

              consumers focus on what is

              different and better about a firm's

              marketing mix. This ad is targeted

              at retailers, but Colgate also

              supported the new Colgate Total

              toothpaste with extensive

              consumer advertising.

              Transparency 163

              (DirecTV) "Our mini-dish satellite

              system is just as easy to use.")

              Satellite broadcast systems and

              new cable TV technologies are

              making it easier for advertisers to

              target messages to specific

              market segments with specific

              interests.

              Transparency 169

              (DisplayOne-Menasha Corp.)

              "This is the only display that will

              get more attention in-store."

              Sales promotion at the

              point-of-purchase can be very

              targeted and increase the

              likelihood of prompting action.

              Transparency 170

              (Vaseline Intensive

              Care-Chesebrough-Pond's)

              "There's dry skin. And the way to

              heal it."

              This ad effectively communicates

              its unique selling proposition of

              healing dry skin with its

              sandpaper metaphor. The copy of

              the ad makes a direct competitive

              comparison and claims

              superiority over both Lubriderm

              and Jergens lotions. The FTC

              requires that such comparative

              claims be supported with

              research evidence.

              Transparency 175

              (Timken) "If gnats had wheels,

              we'd make the bearings."

              Timken's attention-getting

              institutional ad focuses on

              promoting the company's name,

              image, and capabilities rather

              than on selling one specific

              product.

              Transparency 182

              (Newsweek) "Quick! You have 30

              seconds to make a case for your

              pharmaceutical product. Just

              kidding. Take as long as you like."

              Once a firm has identified its

              target market and the message it

              needs to communicate, it must

              find the best medium to use--and

              different media have different

              strengths and limitations. 

              Transparency 183

              (America Online) "The Internet

              online ratings are in...America

              Online 58.3%."

              In this ad, AOL draws direct

              comparisons between itself and

              several other online providers on

              two fronts: share of online

              minutes and number of

              subscribers. These are important

              measures for some advertisers,

              but others may want to use the

              Internet to reach more targeted

              audiences (and avoid paying for

              "viewers" who are not in their

              target market).

              Transparency 184

              (Parade Publications) "Since your

              promotional events are here

              today, gone tomorrow, you want a

              magazine that works in nothing

              flat."

              Because most sales promotions

              are short-term, Parade makes the

              case that not only can it reach

              customers fast, it can get them to

              react fast. It claims a readership

              of 81 million that can be reached

              in just 48 hours.

              Transparency 185

              (Physicians' Online) "Physicians

              are consumers too...Target your

              ad to an online community with

              highly desirable demographics."

              Advertising on the Internet can be

              effective for reaching a specific

              target market. For example,

              Physicians Online Network helps

              advertisers pinpoint when and

              where their messages

              appear--depending for example

              on the web site that the physician

              is browsing.

              Transparency 195

              (Ameritech) "Need a sure bet?

              We'll deal you a winning hand!

              Ameritech PrePaid Phone Card."

              Ameritech encourages firms to

              buy its prepaid phone cards in

              quantity and then to give them

              away as a high value, low cost

              sales promotion.

              Transparency 201

              (British Fibreboard Packaging

              Association) "Nothing protects

              like fibreboard."

              The copy thrust of this trade ad

              for fibreboard (corrugated

              cardboard) clearly communicates

              its flexibility as a protective

              material. The ad, sponsored by

              the British Fibreboard Packaging

              Association, is concerned with

              stimulating primary demand for

              this type or packaging (in the

              competition against styrofoam or

              other materials that

              manufacturers might use) rather

              than in building selective demand

              for a particular firm's brand of

              fibreboard.

              Transparency 202

              (Boy Scouts of America) "NASA

              didn't just say to Jim Lovell, 'Hey,

              you look like a good guy, want to

              go to the moon?'"

              Organizations that promote a

              cause often rely on institutional

              advertising. This ad, for example,

              is designed to encourage

              favorable attitudes about the Boy

              Scouts of America rather that to

              directly focus on one of its

              specific objectives or programs

              (recruitment of new scouts or

              adult leaders, attendance at

              summer camps, or encouraging

              donations).

              Transparency 204

              (BellSouth) "To an inmate, it's

              just another telephone."

              By advertising in specialized

              media, a marketer can often zero

              in on a specific target market.

              One unusual example is

              BellSouth's advertising for its

              MAX phone system, which is

              designed for prison inmates. It

              appears in magazines such as

              American Jails and Corrections

              Today.

              Transparency 207

              (Pedigree-Mars Inc.'s Kal Kan)

              "Now, there's a new way to get

              healthy hair...And it comes in very

              can and bag of Pedigree."

              Pedigree uses attention-getting

              ads to communicate the benefits

              of its Champion Skin and Coat

              system for dogs. The ad's

              fold-out format also draws

              attention.

              Transparency 211

              (Bactroban) "When an infection

              gets in, get it out."

              Ads that feature a unique selling

              proposition help consumers focus

              on what is different and better

              about a firm's marketing mix.

              Here, the advertiser wants to

              vividly communicate that

              Bactroban ointment is very

              effective in getting rid of infection.

              Transparency 212

              (Tylenol-McN-PPC) "Do you want

              caffeine...or decaf with that

              headache?"

              This ad for Tylenol touting its

              decaf feature makes a

              not-so-subtle brand comparison

              with Excedrin (the bottle hanging

              on the rack with the coffee

              cups!).

              Transparency 213

              (Triaminic-Novartis) "Don't put

              unnecessary medicine into this

              perfect little package. The right

              relief without the worry."

              This ad for Triaminic children's

              cold formula focuses on the fact

              that it comes in a variety of

              symptom-specific formulas (so

              that there are no side effects

              from unnecessary ingredients)

              because that is a key

              differentiating benefit of its

              marketing mix. It addresses a

              need that is usually missed by

              competing products.

              Transparency 217

              (FSI Council) "Do consumers use

              coupons to make a shopping list?

              You can plan on it."

              Free-standing inserts (FSI)

              coupons in Sunday newspapers

              (for instance) help firms reach a

              huge cross-section of consumers

              with promotion discounts on both

              introductory and mature products.

              Couponing is still popular and

              very common, but has begun to

              decrease after hitting a peak in

              the mid-1990s.

              Transparency 219

              (First Moments) "We've got your

              target market covered."

              First Moments is a sales

              promotion specialty firm that

              helps companies get their product

              samples and coupons into the

              hands of new parents while they

              are still at the hospital after a

              baby is delivered. This is a very

              targeted focus--and it is certainly

              a specialized service. Yet, it's

              important to realize that this is not

              a unique example of specialized

              promotion. There are specialized

              agencies that help firms in many

              different industries with many

              other specialized promotional

              challenges. 

              Transparency 225

              (ActMedia) "Does your message

              reach some of the people some

              of the time or all of the people at

              the right time? That's the power

              of ActMedia."

              ActMedia's in-store

              programs--like the Instant

              Coupon Machine--come

              face-to-face with the consumer at

              the point-of-purchase. This

              increases the likelihood of

              prompting action.

              PERSPECTIVES ON TEACHING

              CHAPTER 16--ADVERTISING

              AND SALES PROMOTION

              Most people know what they like

              and don't like about the

              advertising and sales promotions

              they are exposed to--and perhaps

              because of that many people

              think of themselves as "experts"

              in advertising. Most students are

              no exception to this generality!

              The good side effect of this is that

              most students are intrinsically

              interested in these topics and are

              motivated to learn more about

              them.

              The focus of this chapter is on

              the various kinds of advertising

              and sales promotion that are

              needed to meet different

              marketing strategy objectives.

              This chapter also helps students

              to better understand the choices

              that marketing managers must

              make in the advertising area--for

              example, those related to

              selecting media, developing the

              copy thrust, and interacting with

              advertising specialists including

              advertising agencies and sales

              promotion specialists.

              A useful way to introduce

              discussion in this chapter is to

              make the distinction between the

              "creative" aspects of producing a

              particular ad or sales promotion

              and the broader considerations

              about how they fit within the

              context of the overall marketing

              plan. Students are, in general,

              quick to admit that their opinions

              about advertising relate primarily

              to specific, creative executions

              and tend to gloss over the

              question of how effective an ad

              might be with respect to the

              marketing objectives. Raising this

              issue motivates students to "fill in

              the gaps" in their thinking. It also

              helps them focus on the very

              important idea that advertising

              should be judged on how

              effective it is in achieving

              marketing objectives, not just on

              whether or not it is entertaining.

              The new section of this chapter

              that deals with Internet

              advertising is likely to be of

              special interest to students, and it

              is structured so that it provides an

              opportunity for an effective

              comparison and contrast of

              Internet advertising and ads in

              traditional media. Such a

              discussion will reinforce points

              from the reading on why the

              Internet has the potential to be

              much more that "just another

              media" where ads can be placed.

              At the same time, it highlights

              traditional challenges that

              marketers face with all sorts of

              marketing communications. A

              good way to start is to ask

              students to give examples of

              some of the differences in

              Internet advertising. This gives an

              instructor the opportunity to

              capture student interest and at

              the same time broaden the

              discussion to highlight some of

              the key themes discussed

              throughout the text and the other

              promotion chapters. For example,

              the text discussion deals in some

              detail with issues related to

              targeting, direct-response

              promotion, costs, and measuring

              effectiveness. 

              For nearly a decade, many

              firms--especially consumer

              packaged goods firms--were

              placing increasing emphasis on

              sales promotion activities

              (including trade promotions).

              They were also increasing their

              expenditures in this area relative

              to changes in their budgets for

              advertising and personal selling.

              Now, this pendulum has begun to

              swing the other way--with good

              reason. A new discussion of the

              objectives of sales promotion

              emphasizes the importance of

              sales promotion and the need to

              manage it carefully. 

              In this vein, it is useful to explicitly

              consider the dilemma that arises

              concerning how to cover and

              teach sales promotion in the

              introductory marketing course.

              Most instructors focus in the

              introductory course on the

              marketing strategy planning

              process and how the elements of

              the marketing mix are integrated

              consistent with an overall

              strategy. Usually, detailed

              treatment of operational and

              tactical decisions within the

              marketing mix areas is reserved

              for elective courses. However,

              most sales promotion activities

              are by their very nature tactical

              and operational in focus. Certain

              of these activities (use of

              coupons, reliance on trade

              promotions and "deals," and

              sweepstakes contests) are very

              visible. Yet, the particulars of how

              sales promotion activities are

              implemented tends to be highly

              idiosyncratic to the company and

              situation and as a result it is

              difficult in the first marketing

              course to give students in-depth

              knowledge and expertise in this

              area. In fact, many companies

              face a similar problem. That

              explains in part why many firms

              rely on outside specialists to help

              in planning and implementing

              special sales promotion activities

              (especially those that are not

              oriented toward middlemen). In

              the text, we deal with these

              issues by focusing on the role

              that sales promotion activities

              play in marketing strategy

              planning and in particular how

              they are used to complement

              personal selling and advertising.

              This highlights the importance of

              these areas and provides the

              student with frameworks for

              evaluating sales promotion

              activities.

              The advertisements in the color

              transparency set can be used in a

              number of different ways to

              illustrate and motivate learning.

              The previous comments offer a

              number of ideas on using specific

              ads to make particular points.

              However, if you intend to put

              special emphasis on topics that

              are not mentioned in those

              suggestions, you may want to

              review the transparencies again

              and select ones which are

              specifically related to that focus.

              The chapter-opener example

              focuses on Baked Lay's

              advertising campaign. This

              campaign can be used quite well

              as a basis for some class

              discussion, in part because it has

              generated relatively high

              awareness. You might start with

              some discussion of why it takes a

              while to influence consumer

              attitudes. Then, after getting

              students to "buy in" to that idea in

              the context of Baked Lay's, ask

              why so many companies change

              their ad campaigns so frequently.

              With so many changes, none of

              them seems to get much

              attention--and the whole copy

              thrust or campaign message just

              seems to be lost in a jumble of

              confusion.

              The highlighted teaching case for

              this chapter (on page 449)

              discusses Intel's initiatives

              concerning cooperative

              advertising on the Internet,

              including consideration of its

              extra payments for web sites that

              participate in its "optimized

              content" program. The case

              characterizes this program as

              "controversial" and notes that

              some web sites rejected the

              opportunity to participate, but the

              text neither condemns nor

              endorses Intel's approach. There

              are broader issues involved that

              can benefit from some attention

              in class. At the heart of the

              matter is the question of whether

              or not this approach is really in

              customers' best interests. A class

              discussion will surface

              differences between those who

              think Intel's program was a clever

              way to demonstrate the value of

              faster processors and those who

              think that the whole thing is

              manipulative. After some

              students register different

              opinions, point out that here, as

              in other areas of marketing

              ethics, different people may have

              different views about what is right

              and wrong--without there really

              being a clear cut "correct"

              answer. At that point the

              conversation can turn to whether

              the program is "effective." Most

              students will not have considered

              how this plays out in light of

              Intel's competitive situation.

              Specifically, when Intel initiated

              this program it had a firm hold on

              a lion's share of the processor

              market (and was flexing its

              muscles). However, the price

              umbrella Intel maintained on its

              fastest chips provided a big

              opportunity for firms like Cyrix

              and AMD and IBM to capture the

              majority of the processor market

              for lower-priced home computers.

              By 1998 consumers who wanted

              low price machines were the

              main source of growth for PC

              makers. Web sites that

              participated in Intel's program

              may have sent all of these new

              PC owners/web surfers the signal

              that their web site was not well

              suited to them. At a minimum,

              people with slower computers got

              worse "service" at these web

              sites (and from the customer's

              perspective that just meant that

              the web site was slow). The point

              here is that firms that begin to

              stray from a focus on their

              customers' needs are likely,

              sooner or later, to run into

              problems--and that is just as true

              in promotion as in other areas!

