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EXECUTIVE SUMMARY

The present report on the setting of advertising cobjectives is an
integral part of the MCRU research activities. Although the broad
aims of the research are to consider the methods of measuring adver-
tising effectiveness, it was felt necessary to establish the bench-
marks against which measurement is taking place - namely the
advertising objectives. In consequence the report forms an inter-
mediary stage of the overall research design, and is not an end in

itself.

In the introductory chapter (pages I - 6), the rationale underlying
the whole study is considered. The emphasis which is adopted is that
any examination of the process of advertising must take into account
the environment in which advertising decisions are being taken. The
regearch plan which is given incorporates how advertising ckbjectives
are set, how advertisements are pre-tested, and the methods which can

be employed to measure the effectiveness of any campaign.

The second chapter (pages 7 - 3I) reviews the published material
relevant to the setting of advertising objJectives. It reviews the
factors that have to be considered when setting objectives and assesses
some of the difficulties. The conclusions which are drawn are that there
are many advantages to the management which ensures that clear and pre-
cise advertising cbiectives are set. Clear objectives will not resolve
many of the complex problems related to advertising but it is very much
easier to plan and evaluate advertising campaigns with them. Another
theme which is developed in this chapter is that advertising cbjectives
are a sub~-set of marketing objectives, and accordingly must be clearly

differentiated from them.

Chapter 3 (pages 32 - 44) lists the information which has been gathered
and analysed for this report, and goes on to comment about the general
approach of the research. In particular the way in which the research

differs from other attempts to consider advertising effectiveness is



ocutlined. In short, the research plan is unique in two respects - it
considers advertising in the context of the total environment, and it
uses a comparative analysis approach on information gathered on 27

product and service cases from within Sponsor companies.

What is an advertising objective?
How can an advertising objective be differentiated

from a marketing objective?
In what circumstances are particular advertising -
objectives employed?
What are the main advertising cbjectives which are
used in the majority of market situations?
What product and market characteristics generally
group products, and consequently make them
appear similar for advertising?
These are some of the questions which are explored in Chapter 4 (pages
45 - 77). Some of the bases on which analyses have been undertaken are:
the stages of the product life cycle; the defensiveness or offensiveness
of the product; and the advertising : sales ratio of products and services
in the sample. At the end of the chapter some guidelines are given on
the way in which companies do and should arrive at thelr advertising

objectives.

The conclusion of the report makes some general observations on setting
advertising objectives, and reiterates how the next stage of the research

plan can be built on the groundwork established in this report.
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CHAPTER 1

INTRODUCTION

A REVIEW OF THE RATIONALE OF THE RESEARCH PLAN

The research proposal submitted in January 1973 outlined the work
which would be carried out by the MCRU over a two-year period.
Before stating how the plan has been implemented, it might be

useful to summarize briefly the main points of it, and the

raticnale underlying them.

The research plan was formulated after twelve months work. During

this time two main activities were undertaken..

1. Each sponsor company was visited for the purposes of gathering
information on the broad marketing and advertising practices
which were taking place. The results of this were published
in Report No. 1, "The Identificaticn of Current Company
Advertising Practices." Aspects covered in this report were

as follows: -

~ A broad description of the sources of information sought in
each company.

-~ The role of the agencies in the marketing and advertising
functions of the company.

~ The rationale underlying advertising.

~ Media advertsing practice.

- The practice and function of other promoticnal activities.
= The research activities within companies.

-~ Experiments within companies.

~ A comment on the extent to which general patterns of behaviour:
do or do not exist among the companies visited.

- A comment on some cf the common problems facing manufacturers.



The tentative conclusions presented in this report were as follows:

a) Very few examples were chserved of the clear-cut effect of
advertising on the performance of products or services in
the market place,

b} Many managements did not expect advertising to have a
distinguishable effect on the market performance of their
products - advertising was just one element in the marketing
mix, each element of which was supposed to complement each
other,

¢) fFor operational purposes most companies adopt, as a measure
of advertising effectiveness, variables reflecting the apparent
state of mind of consumers towards the product advertised or
the advertising. It is generally acknowledged that these
measures are not wholly sufficient but are available and
useful,

h

The main activity of market and marketing research in companies
is to help describe: -

i, the state of the company in relation to its customers.
ii.  the state of the company in relation tc its competitors.

e) Research and development related to marketing and advertising

research is not being undartaken by many companies directly;
it is left to individuals and market research agencies to
pursue this course.

f) A preference for small scale, gqualitative research methoeds
to examine many varied problems was expressed by many
companies.

g} It was noted that success in marketing in one product area
by a company using extensive advertising was not necessarily
assoclated with success in another product area.:

h) Few examples were feund where models had been constructed of
markets which included the quantitative effect of advertising
on sales,

i) In many market circumstances, but not all, the non-media
promotional effort is planned and executed separately from
advertising. Its purpose is usually specified pbut the
achievement of this purpose is not often evaluated. No company
follows or feels able to follow a total communications approach
in marketing.



This brief summary is not comprehensive, but it does indicate scme of
the general findings to emerge from the interviewing. It also serves
the purpcse of showing that companies are not concentrating their
research efforts on measuring the effectiveness of each advertising
campaign. Much of the work being done concentrates on aiding the
decisions which have to be taken before any advertising or promotional

campaign is conceived cr implemented.

In conclusion, the initial fieldwork indicated that to study the various

methods of measuring advertising effectiveness without studying the
whole marketing and advertising environment within which they are taken,
would be inadequate to meet the needs of the study and of the Sponsor

companies.

The idea that the scope of the research should be brecadened was also
supported by the second activity undertaken during the first year - the
extensive literature search and review. Two review documents were
produced: -

- Report No. 2.i "The Pre-Display Assessment of Advertising"

- Report No. 2.ii "The Post~Display Analysis of Promotion
Effectiveness"”

These reviews set out to summarise the published material on the various
techniques available for pre-testing advertisements before the campalgn
is run, and those suitable to measure the effectiveness of the campaign
after it has run. From both it was evident that insufficient work had
peen done to prove conclusively that any one technique was appropriate
in a particular situation. In consequence it was felt that additicnal
work would have to be undertaken to determine in what circumstances a
technigque could be employed, and just what answers a technigque could

provide.,

THE FRAMEWORK FOR RESEARCH

it was on the basis of the two activities described above, that the

research plan was formulated. The diagram around which this was built
is included to show the overall task which the MCRU felt able to tackle
in a two year pericd. Such an approach, it is believed, will allow for

a comprehensive study of advertising effectiveness.
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ADVERTISING OBJECTIVES

It would have been possible to see the takk of the MCRU as one of
cataloguing the various methods which could be used for measuring

the effectiveness of a campaign. However, to do this without referring
tc the circumstances in which each technigque becomes applicable is
inadequate. As soon as the word "measurement" &s mentioned it becomes

necessary to state in precise terms exactly what it is that is being
measured. In the case of advertising the object to be measured will
vary according to the details of the campaign, and these will vary
according to the objectives which prompted the campalgn. This raises
the whole guestion of what 1t is manufacturers are attempting to achieve
when they commission the preparation of an advertising campaign.

In short, it raises all the issues associated with 'What are the
objectives'; 'What influenced the getting of the objectives'; and 'How

can such objectives be measured after the campaign has run'.

Because of this situation it seemed guite inadequate to consider only
the various measurement techniques., For the project to offer the
maximum use to each of the Sponsor companies 1t was felt necessary
to try and clarify some of the much broader issues. The main points
of the research were therefore seen as threefold: -

1. what objectives are set in particular situations and what are
the influences which lead to these objectives ?

2. What techniques exist to check that the objectives of a campaign
can actually be communicated ?

3. Given that precise objectives will seek toc achileve specific
reactions among the target population, what techniques exist
to measure the extent to which these objectives have been met ?

Over a two year period it was intended that the MCRU would collect
informaticn in these three broad areas. The question still remained,

however, of how this information ceould most constructively be ccllected

and then analysed.

SUBJECT MATTER FOR ANALYSIS

From the initial interviews in each of the Sponsor companies, it was

found that a number of products or services, existed which illustrated



interesting marketing situations, which had been the subject of a
substantial amount of research and doccumentation, and which had been
advertised on a fairly regular basis. In view of this knewledge it
seemed that it would be particularly fruitful to collect information
on a product specific basis, or alternatively on a specific service
basis where companies were not offering conventional products. It
was arqued that if the researchers gathered information to fit the
framework for research, on a product or service basis, they would
accumulate between thirty and forty case histories. If the cases
were carefully chosen to represent a spread of different market

situations, it would be possible to draw conclusions on:

i) when specific objectives are particularly appropriate:
ii) how the objectives can best be implemented:
1ii) how the communication points can be checked for accuracy,

iv) how the campaign can be evaluated for its effectiveness.

The emphasis given to market situations emanates from the initial

interviewing., From this stage it was found that companies could

not realistically set their marketing or advertising objectives

without taking full account of the situation of the market. As an
example, a series of cgbjectives cculd not be listed as appropriate

for all fast moving consumer goods; rather objectives have to be set

for fast moving consumer goods operating in a static market, a rapidly
expanding market, or else for those in which there are many competitors
or no direct competitors, and so on. In effect the characteristics of
the market intoc which the product cor service is being scld will determine

whether or not a particular advertising approach is appropriate.

As stated at the outset, the research plan submitted in January 1973
cutlined work to ke done over a two year period. Since the approach

of the MCRU states that everything else flows from the objectives which
have been set, it follows that this is the area of research which must
initially be explored. For this reason, the report which follows will
describe the work undertaken in order to understand the objective set-~
ting processes. BRefore turning to the empirical work the previously

published material is considered in the following review.



CHAPTER 2

A REVIEW OF OBJECTIVE SETTING FOR ADVERTISING

Introduction

"Only the brave or ignorant ... can say exactly what advertising
does in the market place"

Martin Mayer in ' Madison Avenue'

"Is your advertising getting results? It sure is! Last week we
advertised for a nightwatchman and the next night we were robbed".

Anonymous

"I know half the money I spend on Advertising is wasted; but I
can never find out which half"

Lord Leverhulme.

These three quotations summarise the widely held view that although advert-
ising does have effects in the market place, the mechanism by which this
happens is not generally known and the consequence is that it is believed much
advertising 1s wasteful or inefficiently directed. According to surveys by
Britt (1969) 173, Schwartz (1969) 176, and Majaro {(1970) 492, a large number
of advertisers make no serious attempt to measure the effectiveness of their
advertising and would seem to be acquiescing in the unsatisfactory state of

affairs. Schwartz states that:

"Sound management practice dictates that all phases and operatiocns of
the company be subject to systematic review in order to achieve a
maximum level of performance. This should include advertising”,

The counter argument sometimes posed is that it is not possible to evaluate

something the precise working of which one is uncertain about.

It is the belief and experience of the MCRU that companies and organisations
can and do set cobjectives and goals for their advertising activities and that
these can be subsequently assessed for their degree of achievement. The
benefits of systematically setting and evaluating objectives for the various

elements in an advertising programme include:



a) marketing management has to consider and define in advance
specifically what each element in the programme is required
to accomplish;

b) an information system can be set up to monitor on-going
performance and will have clear cbjectives as to the nature of
information required: this will enable more effective use to
be made of all resources in dynamic market situations;

c) marketing management will learn about the system it is operating
upon on the basis of accummulated experience of success{and failure)
and so improve future performance.

The evaluation of advertising activities against pre-determined
objectives in a systematic way is essentially 'Management by Cbjectives' -
an approach which is now widely established and practiced in many spheres of
Business and Government. A definitive, practical exposition of these

procedures is given by Humble (1972) 1801.

It is the MCRU's belief that before any advertising activity takes place,

expectations must be held as to the likely outcome. As was indicated in

Report No. 5., on Media Weight testing, it is folly to embark on such tests

without estimating beforehand the degree of change that can reasonably be
expected to occur in the market place: the extent of this expected change
defines what one must aim to measure and specifies the measurement effort

required.

The question of setting objectives for advertising, which can be subsequently
evaluated, is that of refining and clarifying the expectation for an advertising
programme such that objective items can be defined. The derivation of the
expectations for an advertising programme will be dependent on market research,
understanding of the market, beliefs on how advertising works, or entrepreneurial
skills -~ no limitation need be placed on this latter aspect of advertising

purpose.

The MCRU has found that very little has been written on the specific topic of
the setting of advertising objectives. For this reason and because of the
importance ©f this step in the advertising process, the second phase of the
research pregramme has concentrated on this topic. The review presented
here draws together the scant literature on advertisging objective setting

and other relevant material having a bearing on such decisions.



The Need for Advertising Objectives

Having clear cbjectives for advertising will aid making the operational
decisions for advertising programmes. The major operational advertising

decisions can be summarised as:

how much should be spent on advertising?

what should comprise the content and presentation of the advertise-
ments?
what media are most appropriate?
what should be the frequency of display of advertisements or
campalgns?
should any special geographical weighting of effort be used?
what are the best methods for evaluating the accomplishment of
advertising?

The possession of clear objectives which are required to be fulfilled by
advertising will not resolve many of the difficult decisions cited abowve but
they will allow all decisions to be made both consistant with the cobjectives

and in the light of most recent, pertinent knowledge and experience.

Do organisations set adequate advertising objectives?

Majaro (1970) 492, conducted a major survey of advertising management practice
in the U.K. and European Companies which included questions on whether advert-
ising objectives were formulated, if so what the details were and how effect-
iveness was evaluated. It was found that although 70% of companies appeared
to set objectives these were mostly very crude and tended to be confused with
marketing objectives, Most managers saw thelr main objectlive as to "increase
sales" or market share but these are total marketing objectives: unless
advertising were the only marketing mix element used it would not be reasonable
to expect advertising to achieve this cbjective (except in the mail order
kusiness, perhaps). Most consumer goods companies set some sort of objectives,
but the majority of those who did not were those marketing industrial goods or

in service industries, like Banks, according to Majaro.
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Only 55% of companies actually reduced objectives to a written form and it was
fcund that many of these comprised the 35% who reported a market share increase

as well as a sales volume increase during the period of the study (1965-69).
8%% of those reporting sales increase practiced management-by-obhjectives
trhroughout their operations, including advertising, and although one cannot impute

causality the indications are nevertheless there that advertising by objectives

may greatly aid marketing success,

Majarc found the following 'objectives' were set, in decreasing order of

frequency of mention:

increase or support sales
create or increase awareness
improve image of products
sales promotion

influence attitudes

inform or educate

introduce new products

Similarly he found the following methods of 'evaluation® were claimed to be

used, in decreasing order of frequency of mention:

sort and count (direct response advertising)
group or panel discussions

recall studies

comparison of sales results

depth interviews

folder tests

salesmens' monthly reports

annual market research survey

dealers reports

mathematical mcdels

A common failure, reported by Majaro, was that measurement methods did not dove-~
tail with objectives, e.g. depth interviews were claimed to be used for
evaluation by a company whose objective was to 'inform about availability’.

The number of companies using mathematical models was small and it seemed

unclear what precisely they were designed to measure anyway.

The overall conclusion was that relevant measures were not being used: one
end of the advertising management system was not particularly in touch with
the other. Clear, precise advertising objectives, known to all involved,

would cbviously rectify this situation, it would seem.
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Britt (1969) 173, examined 135 campaigns by 40 U.S. advertising agencies each
of which purported to contain 'proof of success'. He showed that on the
material presented almost none of the agencies really knew, or could have

known,whether or not their campaigns were successful.

Britt examined three aspects of each campaign; Were specific objectives
set well enough for subsequent measurement to be made? Dié the agency

attenpt to measure effectiveness by clearly stating how the campaign

~ fulfilled any previously stated objectives? Was the difference in the

results of the previous two analyses explained by size of agency or product?

Cnly two campaigns met Britt's criteria for adequate objective setting - most
failed on their lack of specifying what criteria were to be used for evalua-
tien. Examples of the insufficient objectives could be classified under the

following headings:

a) failure to state cbjectives in gquantifiable, detectable terms
(133 campaigns)

b) apparent failure to realise that results of the advertising could
not be measured in sales terms (33 campaigns).

¢) feailure to identify the advertising audience (21 campaigns)

d) the use of superlatives - which are unmeasurable, {(e.g. 'to
obtain maximum public support' (4 campaigns))

in 93% of the campaigns the 'proof' of success was not given in terms of

the previously stated obijectives. For example where the objective was
stated to be awareness, success was expressed in sales achievement; where
the okjective was supposed to be a new image, success was stated in readership
or enquiries received; and where more than one chjective was cited, success

was usually only quoted on one, the others apparently being ignored.

Britt's source of information was agency publicity material which may not be
the most objective of information but does indicate examples of logical in-
consistencies that can be made if clear objectives, known to all involved with

an advertising programme, are not firmly established.

What then are the precise advantages of setting clear advertising objectives

which can be systematically evaluated?
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The Advantage of Specific Advertising Objectives

Majaro {op. cit) asserted that 'Advertising by Objectives' had the following

advantages:

a) It helps integrate the advertising effort with other marketing
mix elements leading to a consistant, logical marketing plan;

b) It helps the advertising agency prepare and evaluate relevant
plans and alsc recommend appropriate media. Majaro recommends
that it is not wise to leave the setting of objectives entirely
to the agency.

c¢) It assists in determining advertising budgets.

d) It aids the appraisal of advertising plans and enables control
over activities to be maintained by top management.

e) It permits meaningful measurement.

Colley (1961) 28, In the treatise on DAGMAR (Defining Advertising Goals for
Measured Advertising Results) drew attention to the fact that often all those

within a company having an interest in and influence upon advertising decisions

may not have a common understanding of its purpose. For example,

—the M.D. may be most interested in the corporate image;
~—~the sales manager is concerned with larger orders;

—the finance director is concerned with chargeable expenses in a
particular period;

-—~the advertising manager f{or marketing manager)} is concerned with
advertising investment to bulld brand images and/or
increase market shares.

Colley (1962) 878 concluded that "the chief deficiency in advertising

effectiveness is the failure to define advertising goals"

This theme has been augmented by West (1971) 3, who initlally draws attention
to the fact that there are often primary and secondary objectives to any
campaign. He further feels that the decision of who should be involved and
also who should be responsible for setting and evaluating advertising
objectives is important. In fact, this statement should be part of the
cbjectives document, one could postulate. West asserts that senior marketing
pecple should have an understanding of evaluation techniques (both pre and
post testing), so they can know how much they can depend upon them when

appraising risk situations. He further asserts that no advertiser can afford
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£o live with the implications of Lord Leverhulme's statement (cited on page 7)

ir the light of pressure on profits. He claims that methods for evaluating

other decisicns in business do exist and should be used to appraise advertising

decisions.

"Any investment decision of this importance must engage the
detailed attention of senior executives of the company, who
should demand the same rigorous analysis of advertising
investment that other investment projects receive."

West cites figures for advertising/profit ratios for a variety of companies
to show that a significant increase 1in effectiveness of advertising would
lead to significant profit increases for many consumer goods companies.

Although this is a well known adage, West goes on to peint out that:

"In investment planning a part of the exercise is a statement of
investment objectives, spelt out in detail, together with a
statement of the nature and size of returns expected from the
investment .... no company can expect to evaluate its advertising
until it has agreed on specific marketing and advertising objectives"

In essence West is expounding the old business principle of management by
obJjectives. He cites examples of the varied advertising objectives which
are sometimes expressed, e.g. increase sales and profits, expand brand share,
maintain favourable consumer attitudes. These he states are not advertising

objectives but total marketing objectives.

"If evaluation is difficult on these vague terms, then consider
the problem of the creative people in the first place; any
pre-testing probably doesn’'t examine the advertisement they
thought they were creating - the client has his idea, the
researcher his idea etc.”

West advocates that cbjectives for advertising should be written down and

specific agreement obtained from all those concerned in the advertising
programre.

1
Another advocate of the value of clear advertising objectives is Townsend (1970)
1802, who in his engaging account of revitalising the scmewhat dormant Avis

company , called into question much of the woclly,unspecific advertising.
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Adler (1967) 1803, in a comprehensive review of marketing systems, finds

that:

"In an increasing number of companies we see more conscious and in-
formed efforts tc apply rational fact based methods for solving
marketing problems, and greater recognition of the benefits these
methods offer. While these benefits may be newly realised,
there is nothing new about the underlying philesophy; in the
parlance of military men and engineers, it is the systems approach".

In his section on the steps to be taken in implementing the systems approach

Adler lists the first of ten, to be:

"define the problem and clarify the objectives"

Finally, Ansoff (1968} 1799, the doyen of corporate planner's mentors, has

written at length on the value and significance of objectives to any business

activity.

"When made explicit within a firm, objectives become tools of many

uses in appraisal of performance, control, coordination, as well
as all phases of the decision process. Their potential pervasiveness
is such that cbjectives have been used as a basis for an integrated

view of the entire management process which has become known as
management by objectives".

His words, although primarily directed at corporate planning are wholly relevant

to a sub-system of management control, such as advertising. He further defines

objectives:

"as a measure of the efficiency of the resource - conversion process.
An objective contains three elements: the particular attribute

that is chosen as a measure of efficiency, the yardstick, or scale,
by which the attribute is measured,and the goal - the particular
value on the scale which the firm seeks to attain."

Ansoff maintains that a firm which meets high performance in most of its
subsidiary objectives will substantially enhance its long term rate of return

(on assets). Hence the implications are clear for action on advertising and

its objectives,



- 15 -~

Defining Advertising Objectives

ansoft (op.cit) defined his view of what constites an objective in a
broad sense but one must consider how this might relate to advertising

chjectives,

Majaro (op.cit) found in his survey that there were two schools of thought

prevalent on what should constitute advertising objectives:

a) advertising should be stated in terms of sales
achievement.
b} advertising and other promotional activities should aim to

accomplish clearly defined communication objectives and
therefore succeedor fail on how well it communicates the
pre-determined information or attitude change to the right
people at the right time.
It has been pointed out previously that sales measures are not a useful
objective or yardstick, particularly for generic products, Or in static and/or
cligopeclistic markets where the purpose of advertising is often defensive
and no change in sales level is anticipated. Similarly, the second
"school of thought' is too narrowly defined, depending as it does on an
'advertising works by communicating information' philosophy. It is
generally agreed that advertising operates by aiming to evoke a response

but does not necessarily have to be informative.

In Britt's study (cp.cit) he established at the outset what he considered

to be an operational definition for acceptakle advertising cbjectives to

fulfill., An coperational definition entails defining a term by stating
the procedures (or operations) empleoved in distinguishing the item

referred to from others. He established four <¢riteria for advertising
chjectives to be acceptable and regarded, by him, to be specific enough

for management control and evaluation:

"The statement of an advertising objective had to make it clear:
what basic message was to be delivered, to what audience, with
what intended effects and what specific criteria were going to
be used to measure success".
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The actual form which advertising objectives can take is extremely varied.

Colley {(op. cit., pp. 62 - 68.) distinguished 52 different communication goals
that might ke used with a single advertisement, a year's campaign for a product,
or a company's entire advertising philosophy. Some possible goals he listed

are:—

announcing a special reasen to 'buy now'

build familiarity and easy recognition of pack or trademark

place advertiser in a position to select preferred dlstributors orx
dealers

persuade prospective customers to visit showrooms

build sales force morale

correct false impressions

implant information or attitudes regarding product features or benefits

Lucas and Britt (1963) 700, however, argue that advertising objectives should be

seen in a much narrower frame of reference than Colley's. They posit that:

"Since the objectives of all advertisements are psychological, the
testing methods are actually psychological measures."

Some of the more important categories of psychological objectives they cite
include: 1initial attention, percepticn, continuance of fawourable attitudes
or interest, comprehension, feelings, emotlion, motivation, belief, intentions,

decisicn, imagery, association, recall and recognition.

Much of the bock, by Lucas and Britt, on Measuring Advertising Effectiveness

is devoted to considerations of measuring the items listed above. It could

be argued that whereas these items may be aspects of advertising objectives they
probakly constitute sub-objectives of broader, total advertising objectives:
they could be part of the way in which some total cbjectives are implemented

in advertisements. Howewver, in themselves, they are in most cases insufficient
descriptions or definition of advertising objectives. The purpose of overall
advertising in any situation must be established first and this is the over-

riding objective that must be explicitly defined.
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Possible Difficulties with setting objectives

One of the main difficulties reported by all writers on this subject is that
of differentiating between marketing and advertising objectives. The MCRU
would advocate that the sequence of first setting marketing pbjectives and
then determining the contribution to certain of these that Marketing
communicaticn can efficiently make., In this way advertising as distinet

from marketing objectives and their respective rolls can be specified.

an advertising objective is one that advertising alone is expected to

ichieve.

A further possible difficulty in setting objectives might be that conflicting
goals are set. For example, high awareness and high attitude change might
be set but the former thought to need a high cover media schedule while the
latter a high frequency schedule; limited funds will usually not allow both.
Situations like this suggest the need for a hierarchy of cbjectives. The
problems posed by such situations and even more complex ones, are considered

further in the section, 'Are Objectives Necessary?, later in this review.
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The Purpose of Advertising/Its Range of Effects

When considering the question of setting pertinent objectives for advertising
one cannot aveid some reference to the beliefs or assumptions about its

underlying purpose in the total marketing mix.

Colley (1961) op. cit., felt that two important questions had to be asked

at the outset when setting advertising objectives:

When? (What speed of response is expected)

How much of sales making load is to be carried by advertising?

He found that the speed of response varied from company to company and
situation to situation. Similarly the expected stimulation to sales varied
from 100% for mail order companies, to very small for industrial companies,
who believed they achieved sales mainly by personal selling. Even within
one company some products had an advertising to sales ratio of 25% while

others were as low as 0.26%.

Cclley asserted that the purpose of advertising was to "perform certain parts
¢f the communication job with greater economy, speed and volume than can be

accomplished through other means”.

For packaged goods he stated that advertising was the main communication method
between producer and consumer, while in industrial markets advertising was
complementary to personal selling which increased the productivity of a salesman
while relieving him of the communication task. Durable product advertising

was thought, by Colley, to fall between the two extremes:

"Advertising's job is to deliver people who are informed and
favourably disposed towards the product - get them across the
retailer's threshold".

While the acdherence to advertising as communicating information is a limitation
the generalisaticons are useful. Consequently advertising can be seen, in this
parlance, to be tc perform a commercial, communication task more economically
than scome alternate means. Advertising is an automated marketing

cemmunication.
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and can be subjugated tc being compounded of a series of 'tasks'. These

"tasks' are derived, according to Colley from considering:

What are the tasks to be done?

What parts of the communications task is advertising uniquely and
economically qualified to perform?

What is the ideal mix of communication forces for each product in its
particular market development state?

The other aspects of Colley's DAGMAR exposition are less creditable in the light

of other analysis. Essentially it hypothesised that there was a 'hierarchy

of effects" in the advertising process and that:

"To sell, an advertisement must communicate and an advertisement that
communicates best will produce the greatest memory impression (and
this is assumed to relate to subsegquent purchase)"

As was reviewed in detail in Report No. 4 the evidence to support such

asserticns is in general small.

What can be generalised about advertising,its purpose and effects is that in
some circumstances certain objectives can be more easily attained than in
others, Kotler (1872} 1500, has generalised that advertising can attempt
to:

convey information
alter perceptions
stimulate desires
produce connections
direct action
provide reassurance

and that the choice of 'message' depends largely on the state the audience

is in and that each type of message works on a different set of principles.

He further asserts that the contribution of advertising is likely to be

greater:

When buyer awareness is minimal;

When industry sales are rising (rather than static or declining);
When the product has features not normally observable to the buyer;
When opportunities for product differentiation are strong:

When primary instead of secondary motives can be tapped;
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One could add the following to this listing:

When a new product, or new service idea, is introduced
When a regularly purchased product, which is not normally
advertised is promoted (eg milk, apples, newspapers)

Hence again one is drawn to the conclusion that with knowledge of the above

conditions for a product one can derive pertinent, specific objectives.

Ore further consideration often raised is whether advertising should be

considered an item of capital expenditure.

ob:jectives for operational purposes although it might have ramifications on

company objectives. Lees (1968) 1684, summarises the situation:

.. is advertising a capital or current outlay? It is
treated in the literature as current and is certainly so
treated for tax purposes. It can be argued, conceptually
at least, that advertising 1s more of a capital than current
outlay since it is of the essence of capital that it gives
rise to income and that the income stream is finite. The
capital fund has to be replenished. Advertising builds

goodwill. It (goodwill) flgures 1in the balance sheets of
companies. Ergo, advertising is capital"

This does not affect advertising
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Implementing objectives and task disciplines in advertising

Majaro (op. cit) in his conclusions felt that the general approach to

setting objectives must follow the sequence:

collect all relevant information on consumers;

assess the marketing plan - what parts can best be achleved by
advertising;

effectiveness planned at minimum cost;

objectives set consistant with the foregeing;
set benchmark bases for each cbjective;
obtain management approval

He asserted that management approval will be forthcoming if the aims of the
objectives can be shown teo be tenable {and wholly in concert with wider
objectives). The need to set benchmarks for objectives is necessary but

the conditions pertinent to each benchmark must also be included so that
allowance can be made for changing marketing environments. This is sometimes
easler said than done but nevertheless the more information one has to adjust
for changing conditions, the better placed one is to come to a consldered

judgment.

One of the benefits ascribed to the discipline of formally setting objectives
is that it makes management spell out its assumptions about the various
relationships implicit in the advertising process, e.g. expenditure - awareness;

attitude change - behaviour change etc.

An example of setting and implementing objectives purely for media planning
is given by Ule (1957) 1804, and illustrates a practical implementation of
the general principles. The case refers to the establishment of objectives
and goals for advertising for a new brand of cigarettes. The steps Ule

set out were:

1) Establish market share goal (establish marketing objectives) e.q.
an 8% share was required of the 50 million smokers (in the U.S.A.)
therefore 4 million people had to beccme regular smokers;

1i) Determine the percentage of the market that should be reached by the
advertising, e.g. the advertiser had reason to believe that he needed
to reach B80% of all smokers,ie 40 million.
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i.i) Determine the percentage of ‘'aware' smokers that should be persuaded
to try the new cigarettes; again the advertiser had reason to
pelieve that he needed 25% of all'awares' to try the new brand because
he believed that 40% of all 'triers' would become regulars (again this
is a marketing goal but it defines the media goal).

iv) Determine the number of gross rating points (T.V.) that are necessary
to be purchased - therefore set objectives for the awareness :and number
of opportunities-to-see per person required.

vl  Determine the necessary budget to achleve the required media goals.

This example is somewhat simplistic in only dealing with media objectives which
would have to be subservient to creative content objectives. The somewhat

mechanical approach does expose the assumptionsthat management has teo make and

peses juestions regarding various relationships, for example between exposure

On the broader front of setting objectives and goals for any business activity,

but which has parallels with advertising objective setiing, omalter and Ruggles

{1966) 1805, cite many of the lessons learnt from planning procedures intr-
oduced into the Pentagon. They state that objectives should be equivalent

to what is expected to happen. If problems {or opportunities) have been
defined properly and fully, they assert, objectives will have automatically
been defined or will be easily set. In a marketlng and advertising context
this puts heavy emphasis con the establishment of marketing goals. They
further draw attention to the need to consider people’s (managers') cobjectives;
they cite Shaffer's words;

"The power of imaginative, clear cut and inspiring goals to evocke
extraordinary performance from people...."

The strategic planning flow chart presented in their paper coculd well be
adapted for advertising objective setting and planning inteo the following

form:



- 23 -

Diagram 2: A Planning Framework For Objective Setting
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Granger (1964) 1806, lists some general findings pertinent to all objective

setting for business activities, which are nevertheless relevant to advertising

decisions:

"Even a small amount of clarification can increase effectiveness"

"

... need not begin with a broad, grand design (corporate strategy}

of an enterprise, but all objectives in the hierarchy (of cbjectives)
must be consistant with it"

" (the objectiwves) shouldé make people 1in an enterprise reach a bit
(agency staff, marketing management)®

"Should be realistic in terms of

a) Internal resources; b) external cpportunities, threats
and constraints".
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"Should take into account the creative conception of a range of
alternativegand the relative effectiveness and cost of each"

"Should ke known to each person so that he understands the goals
of his own work and how they relate to the broader objectives of
the total enterprise"

“Shculd be periodically reconsidered and redefined not only to take
account of changing conditions but for the salutory effect of
rethinking the aims..."

Finally, Ansoff (1968) op. cit., draws attention to the need for objectives

to be flexible. This is in effect the realistic acknowledgement that many
Lusiness decisions, including those cnncerned with advertising, have to be
taken in ccnditions of partial ignorance. Therefore any objectives that

are set must not be too rigid so that there is a preparedness to act if the
unforseen happens. There needs to be an external and an internal flexibility

within the organisation regarding the objectives.

The Importance of Overall Company or Marketing Goals

The need for overall marketing goals to be clearly defined before advertising

sub-objectives are chosen has been stated earlier. The appropriateness

of these overall goals to the needs and situation of the company will have a
bearing on the advertising objectives set and the degree to which these can
be met. It is often quoted that marketing aims are to 'increase market
share' but as has been pointed out by Henry (1971) 1807, there is often the
suspicion that share objectives are based on what management wants rather

than a profit maximisation approach.

Company and/or marketing goals, like advertising goals and objectives must
be acknowledged to be realistic before advertising goals can be set. It is
a valid advertising objective to inform consumers that a product has been
improved but the level of achievement of this objective will be severely

hampered if it is patently obvious that the product has not been improved.

Cyert and March (1963) 1440, argue that:

"Organisations do not have objectives, only people have objectives".
Hence the objectives of a firm, or the marketing objectives are

in reality a "negotiated consensus of objectives of the influential
participants .... and...,renegotiated as it becomes unstable because
of changes in power positions or in outside business conditions”.
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Consequently such considerations should be built into objective setting
procedures and particularly the evaluation procedures. Saunders (1973) 1678
further emphasises this consideration of internal factors being assessed as

well, in the objective setting procedure:

"What is indicated is a highly complex and dynamic process
{objective setting for business activities) in which the

bread structure and processes of the firm play a critical role.
Looked at this way the strategic responsibility of senior
management requires it to look ‘inside' the organisation as well

as 'outside'",

Waterworth (1972) 1671, has examined the relationship between marketing
activities and overall company d9¢als. He feels that the purpose of businesses
is essentially that of assuring 'autonomous survival'. An important ingredient
in ensuring this survival is an adequate return in assets; all other elements
which comprise the overall goals of a company, however, should be recognised

as tending to reduce the current level of the return. A common such additional
goal, examined by Waterworth, is that of future company size, which implies

a definition of growth. The prescure for growth is sald to come from:
employees, shareholders and the market. The latter's influence is due to

such considerations as:

"If the market is growing, the company must grow to maintain its
position”.

"To stabilise seasonal or cyclical market fluctuations".

"To supplement existing products which are moving towards the end
of their product life cycle".

Growth comes about in a company because today's assets are utilised to provide
*
tomorrow's profits. Waterworth reminds one of Drucker's generalisations

about company SsSuccess:

a) Results are obtained by exploiting opportunities not be solving
problems.

b) Resources to produce results must be allocated to opportunities
rather than to problems.

c) What exists is getting old.

d) what exists is likely to be misallocated (or inappropriately specified)

These maxtms for an overall company are equally appropriate to the setting of

~ompany advertising objectives.

* Drucker P.F., "Managing for Results", Heineman 1964.



Are Objectives necessary and practically achievable in all cases?

Seme views have been exprossed that the setting of objectives 1s a shining

principle but a practical non~starter.

The difficuity of meeting multiple objectives has been mentioned previously.
An example of such a situation might be that of keeping up a high level of
profit on & product while also supporting a high level of advertising

expenditure. How are these two items balanced in the practical situation?

Lindblom (1959) 1808, examines the difficulties of setting goals and cbjectives
particularly in social and service organisations where there can be very
different pay-offs to a particular objective depending on which secticn of the
community, or market, one examines. A simple case would be that of the
objective of solving roead traffic problems round London:  the sub-cbjective

of building a motorway has a high pay-off to travellers while a negative pay-
off to those living on the proposed route. It is these complex problem areas

that Lindblem feels the objective se{ting process to be inappropriate and
over simplistic. It might be argued that some marketing and advertising
situations fall Into this complex, conflict of interest or outcome category

and so Lindblom's arguments are of relevance.

Lindblom concludds that there are two basic approaches to strategy {or
objective) formulation: a) the rational -~ comprehensive,

and b) successive limited compariscons

The first starts from fundamentals anew each time decisions and objectives
are required {and is largely based on theories of the processes being
managed) ; the second approach continually builds out from the current
situaticn, step by step and by small degrees. Hence the first could be

named the ':zoot' method and the latter the 'branch' approach.

Most administrations do not in fact approach complex situations and guestions
via the 'root'method, adopting a 'best' way, 'blue print' or 'model',
according to Lindblom. "For complex policy decisions administrations

are forced to use e method of successive, limited comparisons .... by the
impossibility of doing ctherwise, administrations are often reduced to

deciding policy without clarifying objectives first".
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Some reasons given are basic lack of knowledge about the processes involved
and this could have parallels in the marketing situation where it is not known
who potential customers might be.  Lindblom. argues that the simple ranking
of possible objectives is not enough: objectives vary in importance with

circumstances which tend to change.

Lindblem feels that policy in these situations is decided by adjusting at
the margin, e.g. two different policles (or sets of objectives) might equally
fulfil requirements A, B, C and D but the first one may achieve a little more

on E than on F while the setend achieves more on P than on E. He believes
that two aspects of the process by which these situations are handled can be
distinguished:

“i) Evaluation and empirical analysis are intertwined - one
simultaneously chooses a policy to attain certain objectives
and chooses the cbjectives;

i1i) The administrator (objective setter) focuses his attention on
marginal or incremental values"

It is argued that whether the administrator is aware of it or not, he does
not find general formulation of objectives helpful and in fact makes gpecific

marginal or incremental comparisons.

In the example cited above, it 1s suggested by Lindblom that the only values
relative to the choice of policy (or overall cbiectives} are the incremental

values achievable on E and F. This sets or defines the objective(s).

It is further argued that for complex, problem situations (which some
marketing and advertising situations are claimed to be), there are not clear
cut, analytical ways of resolving or unravelling them. The 'root' approach
to objective setting is not therefore possible whereas the 'branch' method is.
The manager does not therefore need to try to analyse everything, only those
aspects that differ at the margin. In this way the need for information on
cbjectives and their setting is reduced and the ability to grasp the essential
proeblems is better, it is suggested.

If one accepted this approach would it be possible to decide whether a wise or
foolish choice had been made if no prior values or objectives had been set

against which tc judge? Lindblom argues that in the *comprehensive'!, 'root'
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method a decision is said to be 'good' or'correct' if it can be shown to

attain a specific objective, where the objective can be specified without
simply describing the decision itself., To show a policy is mistaken in

the 'branch' method the decision maker must argue that another policy

is more preferred at the margins.

Where Lindblom's analysis seems to carry most weight is for the situaticn

where administrators cannot agree on cbjectives, In the 'branch' appreach

the test of a satisiactory pelicy is agreement on it, which is possible even

when agreement on objectives is not., One manager's objectives can turn out

tc be another's means to ancother end.  Agreement on policy then is the vital
task - to seek to win everyone over to one (set of) objective(s) is not

necessary and may introduce controversy, asserts Lindblom, He also notes

that if it is thought that this is a poor substitute for testing a policy against
a set of chjectives then it must be remembered that the ocbjectives themselves

have no ultimate validity ~ other than they have been agreed upon.

"The method of 'limited comparisons' involves only considering

those {objectives or policies) that differ @ small amount from those
currently in practice ..... A wise policy maker ...... expects that
his policies will achieve only part of what he hopes ..... if he
proceeds through a serles of incremental changes he avoids sericus,
lasting mistakes in several ways: past sequences give him experience
cf conseguences -~ he does not need big jumps and therefore bhig
predictions; he can test previous predictions as he goes along.”

Lindblom feels that if cne just needs Lo choose between alternatives then
all that is necessary is to mobilise knowledge sufficient to assist in this
choice: this can be achieved by the method of comparative analysis cf the
results of previcus similar moves. He asserts that attempts to rely on
theories of how the total process (market, consumer) works are "greedy for
facts, and are often insufficiently precise for practice where the process

Just moves through small changes".
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While agreeing with much of what Lindblom has to say on this subject, it can
be concluded that in many respects he is reinforcing the need for advertising
objectives to be separated from marketing objectives. Unless one defimes

them as specific, sub-objectives one will be subject to the difficulties
Lindblom points out. In order not to have to follow the 'branch' method,

as he describes, one must accept marketing objectives as a glven set of
conditlons -~ right or wrong. If advertising considerations influence market-
ing objectives cne is creating a 'tail wagging the dog' situation and the

problems of setting objectives for both become akin to those described by

Lindblom.
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Summary and Conclusions

This review has examined the need for setting, clear definitive cbjectives
for all aspects of an advertising programme. It has also considered the

difficulties and methods of implementing this practice.

The advantages of adopting this practice would seem to be clear: it allows
all concerned with advertising activities to focus their contribution

towards helping to achieve the cbjectives. Similarly it allows meaningful
zand constructive evaluation of advertising. It is not suggested that this
practice of objective setting will sclve all of advertising's many conundrums;
a clear cut statement of advertising goals facilitates, although it cannot
resoive, the complex decisicn problems still remaining in putting together an

acdvertising programme.

Some Advantages

Some of the advantages of setting clear, precise advertising objectives which
stem from, but are complementary to, market objectives are ¢
- Tt ensures that advertising is integrated with other market mix elements

- It ensures that management are aware of the assumptions that may be
being made and hence are aware of the degrees of risk

- It helps the advertising (and research) agency prepare and evaluate
relevant plans for advertising practice

- It assists in determining budgets

- It aids the appraisal cf advertising plans and control of ongoing
situations by top management

~ It permits meaningful measurement

Main Considerations

A useful way of summarising some of the main considerations in setting

advertising chjectives is under the system:

WHAT WHY WHO HCW WHEN

WHAT - what role in the total marketing effort is advertising expected to
fulfilz
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WHY - why is it believed that advertising can achieve this role - what
evidence is there for this, what assumptions are necessary?

WHO - who should be involved in setting objectives, who should be

responsible for agreeing the objectives, co-ordinating their
implementation and subsequent evaluation? Who are the audience?

HOW - how are the advertising objectives to be put into practice - what
are the precise sub-objectives and how are they .intended to be
attained (and subsequently evaluated for level of achievement?)

WHEN ~yhen is the implementation for various parts of the programme to

be achieved? When can response be expected to each stage of the
implementaticn?

A Summary of General Areas of Objectives and Evaluation

In order to indicate the various areas in which advertising objectives
have to be set, the following table sets these out together with the general

procedures or method areas which are used to evaluate them.

i OBJECTIVES EVALUATION

i

i Exposure Media Research

% Attention/Communication Recall and Comprehension (pre & post)

i Change in Information Scaled Questions on Attitudes

ﬁ used for Decision Making

! Change in Buyer Behaviour Panels, Validated Questions, Experiments
— e

An analysis of the validity of the various methods that can be used to
evaluate the degree of achievement of advertising objectives will be part of
the next phase of the MCRU's work. The important first step, however, is
the establishment of the objectives.




- 32 -

TEE INFORMATION GATHERED AND ANALYZED

FOR THIS REPORT

It has been indicated in the first section of the report, that the
information gathered from companies should cover very much more than

their advertising decisions. Scme of the topicsipursued can be

summarised as follows.

- Market behaviour before, during and after the campaign being studied,
paying particular attention to those aspects which the company feels

to be important influences on the market,

~ The product or service history during the period being studied,
locking for changes in the marketing mix elements, e.g. price

pack, procduct, and competitive preference test results.

- Marketing objectives and their derivation.
- Advertising cbjectives and their derivation.

- Beliefs in the way advertising works in the market in which

the product or service is found.

- Advertising and other promotional activities for the product

Qr service.

- The degree of interconnection between all pramotional

activity and management control.

-~ The planning hcrizon for campaigns and the influences which

dictate this.
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The methods of determining advertising budgets.

Media weight tests, why they were run and with what result,

The reasons for media selection.

The reasons for frequency of exposure of advertisements.

The criteria used for judging 'wearcut'.

The existance of 'threshold' expenditure levels in

various media.

The criteria used for regional allocaticn of advertising

weight.

The data and information sources used to set marketing and

advertising objectives and to monitor progress.

The value and purpose of pre-testing advertisements.

The role of the advertising agency.

The role of in-company specialists, such as research

workers and media controllers.

Research activities and their findings, as they relate

to either the market or else to the product or service.

The management responsibility for advertising: who has
to give ultimate approval before any advertising can be

shown.
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A Unigue Approach

Perhaps the reason for ccllecting so much informatiory which is
nct directly linked to the ways in which different companies
advertise, needs scme explanation. This can best be done by
comparing the approach to the study of Advertising Effectiveness
taken by the MCRU, with that of previcus studies in the area.
The large scale studies which have been carried out elsewhere
for the purposes of studying advertising effectiveness, have
concentrated more directly on the activities specific to adver-
tising. They have cecllected data on the various advertising
inputs, and have linked these inputs to the apparent results
which they have achieved in the market place. In short, other
studies have exclusively tried to determine the direct relation-
ship between advertising and market place reaction, and have

paid little or nc attention to the environment in which the

whole process was taking place. This has meant that the studies
have not been undertaken for the purpose of understanding why

an individual advertising or promotion campaign has been run.

Mest cother studies of advertising effectiveness, in effect,
have ignored the fact that different objectives are set in
different situations, and that the results expected from

campaigns differ accordingly.

In contrast to this, the MCRU feel that it is essential to
understand to the greatest extent possible, just why certain
advertising and promotional activity is instigated, for
without such understanding it is difficult to know whether
or not a particular campaign has been successful. By
collecting such a variety of information, it should make

the task of understanding the whole process that much easier.
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Comparative Approach

A further point which needs to be made is that a comparative

approach can be very useful in aiding understanding. The way

in which the MCRU sample has been constructed means that
activities in one market situation, or company, c¢an be compared

with those in another. The fact that two comPanies oPt to do

something different when in a similar market situation, is an
interesting fact, but by itself it does not tell anyone very
much. By knowing so much more abcut the environment in which
the advertising decisions are being taken, however, it may
well be possible to explain the differences. Such a comparative
approach should help indicate the range of specific effects of
advertising and set guidelines for particular situations. This
will be especially true when the information on all the research
plan {i.e. including that on pre-testing and evaluation measure-
ments) , has been collected and assimilated. Diagram 3 illustrates

the process to be adopted.
Piagram 3 .

THE FRAMEWORK FOQR ANALYSING INFORMATION

ON THE VARIOUS EXAMPLES

Selected Cases

Market Situation

Type A

Type B . . .

Il cases

m cases

v

v

Type F

p cases

Marketing Objectives

Advertising Objectives

Advertising Evaluation
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Information Collection

A word needs to be said about the manner in which the infor-
maticn has been collected. A1l of the Sponsor companies
have shown themselves willing to devote executive time to
discussing the project, and the MCRU felt that this was an
cppertunity not to be cverlocked. Because of the cooperaticn
received in the past, it was decided that the bulk of the
information would be gathered in an interview situation. As
far as possible the opinions of twe people were sought on
each product or service situation. As a rule this turned
cut to be the marketing or brand manager respensible for

the product/service, and the marketing researcher who either
designed the necessary research, or else liased with the
agency undertaking it. By gathering the two points of view

it was felt that some of the inevitable bias of the interview

situation would be reduced. The interview Drocedure was zlso

used because much of the information scught by the unit was

not readily cbtainable from a questionnaire. It is particularly
difficult to understand why a particular action was adopted
gsimply from asking for a short, written response. A great
breadth of information can be gained from an interview, and for

thig reason rthe MCRU primarily relied on it for its main data.

It is known however, that in an open-ended interview situation

it is not always possible to obhtain precise answers on certain
points. &Also, it is qQuite possible for those conducting the
interview to either miss a point, or else interpret it incorrectly.
It was for the purposes of ensuring consistent information across
coempanies, and for clarifying and updating certain points, that

a supplementary questionnaire was sent to all companies.
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The information gathered by the supplementary postal

questionnaire was as follows: -

- How many products are there, competing in the same market?
~ How competitive is the total market seen to be?
- What proportion of the total market is taken by "own label"

products now, and what was this figure three years ago?

- How does the quality of the "own label" products compare
with that being offered by the campany?

- What is the price difference between the "own label”
products and that offered by the company?

~ What is the average retail price of the product offered
by the company?

- What is the ratic of above-the-line to below-the-line
expenditure for the product, both now and three years ago?

- What is the total size of the market in which the preduct
is being offered, and what was its size three yearas ago?

- What type of product is it which the company is cfferirng -
an o0ld established product, an additional market entrant,
an innovative product, a neo-commodity product, or can it
best be desgcribed by some other term?

~ How well does the product compare with that offered by
competitors in a blind test situation, in a branded
situation, and in the opinion of the company?

~ What is the level of distribution for the product?

- Is the product particularly subject to seascnal sales?

- What is the advertising: sales ratioc now, and what was
it three years age?

-~ How frequently is the product purchased?

- How brand loyal are consumers in the particular market?

- What is the minimum expenditure to advertise the product
on televisicn?

- Is the decision to change from advertising on television
to advertising in the press and with posters, a function

of the amount of the advertising appropriation available?
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- How is advertising believed to work for the particular
product? A list of 24 possible ways is given, although

additional comments were sought from the respondent.

~ The cbjectives for the particular campaign being studied

are also checked for their accuracy.

In the list given above only products have been referred to.
As far as posgible those who offer & service have been asked
identical questions. However, in some circumstances this is
not realistic, necessitating a change in the emphasis of the

questions.

A short additional guestionnaire was also completed by each
sponsor which specified some of the overall activities of the
company. Such aspects covered were company turnover and prefits

over a & year period, total media advertising on all products
over the same period and consumer research capabilities. The
full list of questions asked is detailed in Appendix 2.

where an analysis of some general findings related tc overall
advertising activities is presented. This additicnal knowledge
enabled the MCRU to view the individual products in the light
of the total company environment, which is consistent with the

research plan as depicted in Diagram I.

Before turning to the findings from the analyses the sample used

will be described.
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THE SAMPLE

Having taken the decision to collect information on a product or

service specific basis, the MCRU set about deciding which products

or services would help create a suitable sample for further study.

For this purpose great reliance was placed on the information

collected during the first series of interviews in each of the

Sponsor companies. Products or services were chosen where; -

The market situation was known, and where it was felt able to

contribute to the sample. By this it is meant that an effort

was made to ensure that a number of market situations were
represented in the sample, and that each market situation had

a number of products or services in it. To have a number of
cases in each category would provide a broader base on which

to draw conclusions. If only one product could be found to
represent the market situation it would mean that no conclusions
could be drawn since there would be no way of knowing to what

degree the product night be typical.

Products or services were chosen where it was known that sub-

stantial documentation about the product and the market existed.

This was felt to be important because the later stages of the
research would rely on documented material. This material could
take the form of such things as sales information, market share
data, research findings, competitive activities or else a general
description of the market. A further peoint making documented
material essential was that change of the company employees meant
that some people did not have first-hand knowledge about the
product or service over a sufficiently long time period. Where

a brand manager or researcher moves and no documentation exists,

it can be difficult to gain adequate information about the product.
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3. Products were chosen where it was known that some aupportive

research had been undertaken - this would include pre-testing,

general ad hoc research such as usage and attitude studies, and
syndicated data such as that gained from the panels and retail
audits. It was felt important to take into account such research
activities simply because they help clarify the reasons why -

particular decisions are taken.

The sample being used in the present study is not envisaged to be the
basis for making a definitive statement oé what objectives are

appropriate in any set of circumstances. However it is felt that the
examples chosen are représentative of many basic marketing and adver-

tising situations and that the MCRU's analysis in depth will allow

guidelines tc emerge for the general categories selected.

Details of the characteristics which describe the product and service

examples chosen are given on the following pages and in Appendix 1.
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A listing of the products and services selected

given below:

Product cr Service being Studied

Ribena
Brylcreem
All Fresh

Petroleum Products 'Alaskan Campaign'
'"Travel to the U.K,'
Marvel

Smash

Chille

Knorr Soup

Mazola

Solid Fuel

Pony Slippers

Petrol - 'Tiger Campaign'
Petrol - Autumn 1972
Soup

Baked Beans

J Cloth Cloths

Quick Brew Tea
Tetley Tea Bags

Lyons Cakes

Instant Coffee
Sweetheart

Electric Razors
Homepride Flour
Kennome at

v.P. Sherry

Watneys Red

Bierritz

Bisto

Pastry Mix

VW Beetle

Audi B8O

Sponsor

for the sample is

Company

Beecham

Beecham

Beecham
BP
British
Cadbury
Cadbury
Cadbury
C.P.C.
C.P.C.

Products
Products

Products

Tourist Authority
Schweppes
Schweppes
Schweppes

(U.X.)

(U.X.)

National Ceoal Board

Dunlop
Esso
Esso
Heinz
Heinz

Johnson

& Johnson

Lyons-Tetley

Lyons-Tetley

Lyons Bakery

Nestlé
Nestld

Philips

Spillers

Spillers

Vine Products

Watney Mann

Watney Mann

RHM Foods

RHM Foods

VW (G.B
VW (G.B

.}

.)

At the time of writing, it was not possible to include these products

in the analysis presented in this report.
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Throughout the analysis products and services in the sample will

be referred to by letter. Tc¢ help interpretation of the analysis,
some guide to the products and services will be given; namely the
size of the total market, the type of product, the number of branded
competitors in the market, how competitive the market is, the
frequency with which the product is bought, and the extent of 'own

label' activity in the market, where appropriate. (Table 1)

In Table 2, the broad advertising objectives for each product are

iven.
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CHAPTER 4

SECTION 4A THE METHOD ©OF: ANALYSIS

The question of interest is whether or not product situations that have
similar advertising objectives have anything in common; are there
characteristics which distinguish them from those not adopting the objective,
and what can be learnt from this? In the present report it was only possible
to consider 27 products and services. Other cases will be built intc the

analysis in due course.

The stages of the analysis were as follows:

1. The guestionnaire responses and the information gathered in the
interview were tabulated to give comparable data across the
sample. Those products and services excluded at this stage

were lacking complete data.

2. The MCRU locked for product/service groupings on the basis
of similarity between varicus characteristics. The groups on

the following basis appeared to show points of interest:

- Durable/non-durable product type. Table 5§
-~ The market type. Table 6
- The market situation type. Table 7
- The Phase of the product life cycle. Table 8
- The extent of defensiveness or offensive-

ness of the product situation. Table 9
- The A/S ratio and market type. Table 10
— The media advertising expenditure. Table 11

What is meant by each of these terms, is explained in the
respective table. Other possible criteria for grouping and
subsequent analysis were examined but with less clear conclusions

and are not included in this report,.
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Within each grouping the advertising objectives used were

tabulated to see whether a ratlonale could be seen between
the market or product situation and the objectives adopted.
Advertising objectives for each product were categorised
according to nine broad objective types, defined by the

MCRU. These advertising objectives are listed on page

Where any patterns between advertising objectives and product
or market situation exist attention is drawn to them at

the foot of each table.

. Having looked from market and product characteristics to
advertising objectives, the final stage of the analysis was
to reverse the process and consider all products and services

having similar objectives in common.
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SECTICN 4B. DEFIMITION. OF TERMS

Defining

Advertising Obiectives

One of the difficulties in studying the ways in which

companies set their advertising objectives is the use of

terms.

To draw a rigid line between advertising and

marketing objectives is not always possible, and the con-

fusion which exists In the matter of definition was apparent

in the questionnaire response apertaining to advertising

objectives for each product.

The cbjectives given by the Sponscr companies formed nine

categories when grouped according to similarity.

To
To

To

To
To
To
To
To
To

Frequency of Mention

convey particular MESSAGES 15
create BRANDING & IMAGE BUILDING 15
convey INFORMATION (distinguished 13

from MESSAGES by the more factual

and objective basesg}

affect ATTITUDES 1¢
create AWARENESS 8
gain TRIAL 5
affect LOYALTY 5
act as a REMINDER 2
MOTIVATE ENQUIRIES (used in a

direct response situation) 1

To explain what is incorporated in each of these, the list

which follows gives the phraseclogy used in comnection with

the individual product or service in the sample.
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TABLE 3  ADVERTISING OBJECTIVES

Cbjectives Related to Awareness

- to inform people the product exists
- to gain or regain awareness

- to create or recreate awareness

- to buy awareness

- to create awareness in a specified section of the market

Objectives Related to Trial

- to gain trial

- to tempt pecople to try the product
- to stimulate trial

- to gain trial

- to gain trial among a specified section of the
population

Ohjectives Related tc Education/Informing

{distinquished from MESSAGES because of
their more factual ocbjective bases)

- to educate people to the use of the product/ an
additional use of the product

- to educate people to the serving of the product

- to communicate a particular change in the product

- to show the multiple uses of the product

~ to anncunce the variety availability

~ to establish the varieties available

- to demonstrate the convenience of the product

- to give factual information about the product

- to show people how to get the best performance out
of the preduct
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Objectives Related to Attitudes

reinforce the early favourable attitudes

make attitudes more favourable to a particular product
sustain favourable attitudes

improve a particular attitude to the product

establish favourable attitudes

modify ¢xisting attitudes

improve existing negative attitudes

enhance certain attitudes in the target pepulation

Objectives Related to Loyalty

- to
- to

- to

retain loyal customers
encourage loyalty

keep building loyalty

Objectives Related to Reminding

- to

remind pecople that the product exists

Objectives Related to Branding/Image Building

build an image for the product
improve the image of the product
establish the product as unique

establish the brand and position it in a particular way,
e.g. as warm and friendly

retain a product quality image

maintain a favourable image of the preoduct or manufacturer
create a brand leader in a particular market

create an image equal teo that of the main competitor

establish branding



gain general image improvement

promote the corporate image and the qualities
associated with the company products

advertise the brand
associate a product with the manufacturing company

create the right impression of the company among
a particular section of the population

position the product for an additional section of
the market

reassure existing users of the product

retain and reassure existing users of the product

Objectives of Conveying a Specific Message

say that the product has a particular quality
establish particular associations with the product
convey the idea that the product is "value for money"
get acrcss the idea that the product tastes good

support the taste and guality claim for the product

convey the idea of a "modern” product/one which is
used by "modern" peocple

state the advantages of the product compared with
the competition

get across the idea of a unigue product

get across the "newness" of the product

say how much people like the product

convey a particular theme, e.g. real fruit
create warmth'and friendliness for the product
emphasize the goodness of the product

convey the taste of the product

say something of the manufacturer

give the consumer a reason for buying the product
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Objective of Motivating Enquiries

- to motivate enquiries (direct response operations)

Marketing Objectives

In addition to the objectives listed above, others were given
which the MCRU authors do not feel to be advertising objectives

when considered without some gualifying statement.

The distinction which has been imposed is that advertising
objectives must be achieved through advertising alone. 1In
practice it is probable that advertising will ke Jjust one
part of a co-ordinated marketing effort, but nevertheless it
could succeed in achieving its specific objectives in
isolation. 1In contrast to this, the marketing cbjectives do
not necessarily rely on the use of advertising for their
success, and in any event, could not be achieved through
advertising alone. One example is the objective "To increase
market share". Although listed by some as an advertising
objective, this could be achieved without recourse to media
promotion, and would be difficult to achieve through media
advertising alone. Such an cobjective is very glokal, and

is not sufficlently refined to be an operaticnal advertising
objective. Only by gualifying the objective in advertising

terms could it be accepted as an advertising cbjective.



The objectives we consider to be marketing rather than

advertising, are as follows: -

Market Share Objectives

- to increase market share
- to contain the market share of competitors
- to maintain market share/retain market share

~ to improve market share in a particular sector of the
market

- to improve market share compared with competitors

- to retain sales volume and market share

Penetration/Distribution Objectives

- to improve penetration and distribution
- to maintain brand distribution

-~ to increase penetration

Total Market Objectives

- to expand the whole market

Sales Ckjectives

- to achieve the sales budget

- to improve sales

Influence On Buyer Behaviour Objectives

- to win back previcus product users who have defected
to a competitive product

- to stop existing users turning to a competitive
product

~ to increase sales among existing users

- to retain existing users
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Buyer Behaviour Objectives

- to improve the frequency of purchase

- to gain new users

~ to create a market for the product

- to grow in a particualr sector of the market

- to bring more users into the market/an additional
section of the population intc the market

- to expand the market by reducing the seascnality
of the product

- to influence non users of the preduct

- to create a brand leader to help the launch of
additional products at a future date

Objectives Relating To 'Own Label' Products and New Market Entrants

to defend the brand against 'own label' products

to keep 'own label' products at bay

|

to contain the growth of 'own label' products

to keep new entrants out of the market

Numbexr of Ob<jectives Per Product

Of the nine categories of advertising objectives the number
specified for any individual product or service varies

between one and five. It is noticeable that where four or

five objectives have been given, the prcducts are either

new, or else have undergone a significant reformulaticn

and have been relaunched, 1In contrast, those giving one

or two objectives are old established products where very
little product alteration has taken place. Another general
point is that for 18 of the 27 products and services, marketing
chjectives as we have defined them, were included in the

stated advertising objectives.



.—54_

How Advertising Works and Advertising Cbjectives

Before turning to the detailed analysis of this data, it
might be useful to consider how respondents felt advertising
worked in relation to their individual product or service.

In Diagram I it is suggested that the way in which advertising
objectives are set will reflect the way in which it is felt
advertising works, Consideration of the objectives and the
way advertising works strongly supports this relaticnship,
e.g. where gaining awareness has been set as an objective,

it is probable that the respondent has said advertising can

work by creating awareness.

The listing which follows has been divided in a similar
manner to the advertising objectives listing. Including
a section more relevant to marketing, six different, overall

ways have been isolated in which respondents felt advertising

worked in their particular markets.

TABLE 4 HOW ADVERTISING WORKS FREQUENCY OF
MENTION

ENCOURAGES FAVOURABLE ATTITUDES TOWARDS THE PRODUCT 26

EDUCATES & INFORMS 25
REASSURES 24
MARXETING ? 21
CREATES AWARENESS 19
IMMEDIATE IMPACT ON BUYER BEHAVIOUR 16

JOGS PEOPLES MEMORY 13
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Encourages Favourable Attitudes Towards The Product

Advertising helps form attitudes towards new products

Advertising creates an environment which encourages a
purchase tc be considered

Advertising creates brand loyalty

Advertising builds goodwill to both the product or
service and the company

Advertising encourages favourahle attitudes towards
the product or service

Educates & Informs

Advertising imparts information about the product or
service

Advertising educates the consumer to uses of the product
or service

Bdvertising is accumulative in its effect
Advertising creates a medium term response
Advertising creates a long term response

Advertising helps prevent the product being
regarded as a commodity

Reassures

Advertising reassures the existing consumer that the right
choice is being made, renews confidence in the product or
service tc actual and potential customers

Advertising reassures other groups, e.g. retailers, own saleshen

Advertising can create a "halo effect" hetween a company and
its products and vice versa

Marketing? ( processes felt to be more marketing than advertising)

Advertising affects market share

Advertising improves distribution

Advertising keeps "own label" products at bay
Advertising motivates the sales force

When used to back other promotional activities, advertising
enhances their affect
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Creates Awareness

Advertising creates awareness

Imnediate Impact on Buyer Behaviour

Advertising stimuiates an immediate response
Advertising can bring the date of purchase forward
Advertising encourages trial

Advertising creates an immediate response

Jogs Peoples Memory

Advertising jogs peoples memory that the product or
service exists or acts as a reminder

General Findings

The ways in which advertising is thought to work was compiled

from the guestionnaire responses. Twenty four possible ways

were listed, and the option of others tc be added was given.

This 1list was derived from comments made to the MCRU in the previous
interview situation. Consequently it was felt to reflect the

views cf the sample.

Comparing the ways in which advertising was said to work and
the advertising objectives in the sample, several things are

apparent:

a) When the way in which advertising is thought to work is
compared with the advertising objectives for the product or
service, one reflects the other considerably. Of the 46
advertising objectives which could be reflected in the way

advertising weorks, it was so in 38 cases.
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b) It was not possible for two categories of objectives to be
reflected in the way advertising works. The objectives
concerned were "messages" and "branding and image
building", No equivalent for these was found in the replies to

questions on how advertising works.

c) In 21 of the 27 cases, processes more akin to marketing

were included in the statement of how advertising works.

SECTION 4C ADVERTISING OBJECTIVES RELATED TO PRCDUCT OR

MARKET TYPE

In the tables which follow, the groups of products which have
been identified as being similar have been listed, and the
advertising objectives found for each of them given., 1In all

cases, the basis for the grouping is defined.
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ADVERTISING OBJECTIVES ACCORDING TOQ DURARBLE/NON-DURABLE PRODUCT TYPE

Number in

Advertising Objectives

Group
Durables 4 3 x information
G,Q,72,Al 3 x attitudes
2 X awareness
1 x branding and image building
1 x motivate enquiries
Non-Durables 23 15 % messages
A,B,C,D,E, 14 % branding and image building
F,B,I1,J,K,L, 10 x information
M,N,0,P,R,S,T, 7 attitudes
u,v,w,X,¥,AlL, 6 X awareness
5 X loyalty
5 x trial
2 reminding

Durables

All have 10 or more competitors in the market.

All cost £20. or over.

All are in very large total markets of £40.m. or over.

All have a degree of seasonality in their sales.

3 of the 4 have an above-the-line expenditure of 80-100% of the total

of promotional expenditure (abovet+below-the-line) .

3 of the 4 are in markets expanding by more than 5% p.a.
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TABLE 6.

ADVERTISING OBJECTIVES ADOPTED ACCCRDING TO

MARKET TYPE

Type of Number in Advertising Objectives
Market Group
0ld 14 7 X messages
Established
Products . 7 x branding and image building
& x atti
A,B,G,H,1,J, itudes
4 x information
M,N,0,P,0,U, tH
VAl 4 x loyalty
3 x awareness
1 x motivates enquiries
1 x trial
Additiocnal 3 2 x awareness
Market 2 x information
Entrants
- 2 x branding and image building
V,W,2.
1 x attitudes
1 x messages
1 x messages
Innovative 5 4 x information
Products
3 x messages
Kel/R/S.X. 3 x branding and image building
2 X awareness
2 %X trial
2 x attitudes
1 x reminding
Relatively New 3 3 x messages
Products 3 x information
¢.D,T. 2 x branding and image building
1 x reminding
1 x lovalty
1l x trial
NeceCommodi ty 2 1 x awareness
Products 1 x trial
Bl 1 x attitudes
1 x messages
1 x information
i 1 x branding and jmage building
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The advertising objectives for durable gocds do not include :-

messages

loyalty

trial

reminding

It is also noticeable that there is only one mention of branding and

image building for the durable products.

The particular emphasis of advertising objectiwves for durable goods
would appear to be that of giving information and influencing

attitudes.
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An old established product: a product which has been in the market for

some years, without undergoing a major product reformulation.

An additicnal market entrant: a product which has been launched into a

market where one or more products already exist. This would include those

products which have been significantly reformulated and relaunched.

An innovative product: a new product which is alsc a new concept,

creating a rew market or establishing a new need in the market place.

The existing brand relaunch is excluded from this category.

A relatively new product: an innovative product which has been in the

national market for more than one vear.

A neo-commodity preduct : a product which the consumer treats as a

commodity. Such products are characterized by frequent purchase and

little brand loyalty.

It will be seen from the table that, althcugh all groups have advertising
objectives of conveying messages and information, it is noticeable that
these are more common for the innovative and relatively new products.

It is in these groups that conveying more factual information is
important, whilst messages are more important for the old established

products.

In four of the five cases where loyalty is posed as an advertising
objective, it is stated for the old established products. It is also
in this group that the cobjective of influencing attitudes is particularly

pronounced.

For the two neo-commodity products, there is no duplication of objectives.
This would be in keeping expectations from the product life cycle.
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ADVERTISING OBJECTIVES ACCORDING TO THE MARKET SITUATION TYPE

Market Situation Number Advertising Cbhijectives
Type * in Group
]
Markets in which 6 x information
there are major 8 5 % brandi q i buildi
new products ¥ branding and image building
w
K.LR,S,Y, 4 x awareness
WX,Z. 4 % messages
3 x attitudes
2 x trial
1 x reminding
Small markets 5 ¥ messages
for established
5 3 x brandi nd image buildine
products., anding and imag ' 9
1 x awareness
H,I,M,N,O
1 ¥ trial
1 % attitudes
1 x loyalty
Growing markets B8 5 x information
A,.,D,5,0,T, 4 x messages
¥,A1 4 x branding and image building
4 x attitudes
2 x lovalty
2 X awareness
1 x trial
1 x reminding.
Large, 1 1 x loyalty
established
markets
U.
Large and/or 3 2 x branding and image building
declining 1 % information
markets
1 % attitudes
B,G,P.
1 x motivate enquiries
1 x messages
1 % loyalty

contimied/.......
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ADVERTISING OBJECTIVES ACCORDING TO THE MARKET SITUATION TYPE Con't...

! Market Situation Y Number Advertising Objectives
Type * in Group
Negc~Commodity 2 1 % awareness
markets 1 % trial
B 1 x attitudes
1 x messages
1 x information
1 x branding and image building

* New FProducts Markets

Defined as any market into which a new brand, product or service is
launched. It includes both the innovative product and variation on

established type. It excludes existing product re-launches.

Small Markets

Defined as those of less than £ 12m. annual sales revenue which are not
growing in volume terms and in which there are normally at most, two

major brands or suppliers. Own label preducts are also usually present.

Growing Markets

Defined as those that have been growing, in volume terms, at more than
5%, relative to the previous year, for several years. These markets
often stem from the introduction some years earlier of an innovative

product or cone which is a major variation of a traditional product.

Large, Established Markets

These are defined, for this study's purpose, as those with greater

than £12 m. sales revenue per annum which has been relatively static in
sales volume for several years, varying at most 1-2% per anmum. These
markets are characterised by many competing brands or products and

frequent relaunches.
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Large, but Declining Markets

Here again the market is defined as being greater than £12m. sales
revenue per annum but which has been steadily declining annually in
sales volume terms for more than 4 years. Again, this market is

normally characterised by many brands or products, with a great degree

of competition.

Neo-Commodity Markets

In Report No,l, the MCRU expressed the belief that certain products

might be termed neo-~commodities, The markets in which these sort of
products are sold are characterised by being large, long established ones
where distribution, and sometimes price, are the key determinants in the

sales, or market share, for any product.

Even when combined together, the large markets and the nec-commodity
markets do not form any significantly different pattern in their
advertising objectives.

For the markets in which there are major new products, information and
branding and image building are prominent. In the case of the small
markets for established products, messages and branding and image building
are important. For the growing markets, 5 of the B products seek to
convey information, whilst 4 of them have messages, branding and lmage

building and attitudes as advertising objectives.
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TABLE B,
ADVERTISING OBJECTIVES ACCORDING TO THE PHASE OF THE PRODUCT LIFE CYCLE

Phase in the Number Advertising Objectives
Procuct Life in Group
Cycle* ‘
Introcduction 6 5 x branding and image building
K,R,5,T,V,2.
4 X awareness
4 x information
3 X messages
2 x attitudes
¢ & trial
1 x reminding
Growth 10 7 x messages
(where the market 5 x branding and image building
has grown at 5% 4 x attitudes
p.a. Or more
over the last 2 X awareness
3 years) 3 x information
C/E,I,J,M,N, 1 x trial
O,X, Y, AL, 1 x reminding
Maturity 5 3 x messages
{(markets which 3 x information
are static, or
3 1 1t
which have been X ~oyatty
inconsistant 2 x attitudes
with limited . .
2 x branding and image buildin
growth over the d tmag g
last three years)
A,D,Q,U,W
Decline ) 3 x branding and image building
(markets 3 x information
declining now
2 X awareness
and over the
last 3 years) 2 x trial
B,F,G,H,L,P. 2 x attitudes
2 x messages
1 x motivate enquiries
1 x loyalty
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*Introduction

None of the products were in the market three vears ago.

All have at least 60% of their total promotional expenditure going on

media expenditure.

All the products are in markets which are increasing by more than

5% p.a.

Growth

Products in markets where growth has taken place at over 5% p.a. for

the last three years.

Maturity

Products in markets which ar¢ stati¢ or whigh have been inconsistent, or

with limited growth, over the last three years.

Decline

Products in markets which are declining at the present time, and have

been declining over the last three years.

During the introduction period, advertising objectives appear rather
more consistant amoung the products in the group. As might be expected,

branding and image building, awareness and information are emphasized.

During the growth period, the chief emphasis is that of conveying
messages, whilst half of the products have the objective of branding

and image building.

At maturity, the advertising objectives are more evenly spread, with

three of the five products opting for messages, information and loyalty.
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TABLE 9

ADVERTISING OBJECTIVES ACCORDING TO THE EXTENT OF DEFENSIVENESS /

OFFENSIVENESS OF THE PRODUCT.

Defensiveness / Number
) . Advertising Objectives
Offensiveness in Group.
Very Defensive 3 3 x branding and image building
2 X messages
B,F,G,H,P g
2 X awareness
2 x trial
2 x attitudes
2 x information
1 x loyalty
1 ¥ motivate enquiries
Defensive 5 2 x information
L,N,U,W.,Y 2 x attitudes
2 X messages
2 x loyalty
1 ¥ branding and image building
Of fensive 17 ' 11 % messages
»,C,D,E,I, 11 % branding and image building
J,K,M,0,0, % x information
R,S8,T,V,X,%, ‘o & X awareness
Al. 6 x attitudes
3 x trial
2 x loyalty
2 x reminding

Very Defensive

If a product could be said to be in a threatened position it might be
expected to adopt essentially defensive advertising objectives. 1In order

to examine this hypothesis we have defined a threatened position to be one

where:
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- the market has been declining by at least 5% per annum for the last

three years;
- the market is thought to be competitive, very competitive or
extremely competitive;

- own brand product h0ld more than 11% of the market;

- the product in comparison with competitors is either seen as the
same or compares infavourably;

- brand loyalty is low, to the extent that purchasers either are
thought to buy at random or the same product only once in four

occasicons, on average.

Defensive

Products in more favourable circumstances, would nevertheless still be
in a threatened position if the market were not expanding and so could
have some element of defense in their advertising. To examine the

extension of this, hypothesis we have defined such a position as being

whare

the market is, or has been, static in the last 3 years;

- the market is thought to be either competitive or not very
competitive;

- own label products have less than 10% of the market;

- the product compares favourably with competitors;

- some brand loyalty exists to the extent that the same brand is

pought 1 or 2 times in every 4.

o
M

fengive

Mew products could be expected to be essentially offensive in their
advertising strategy. Similarly, all products in expanding markets
might e thought to be in a position to capitalise on this and adopt

offensive advertising cbjectives.
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Summary of definitions for Offensive/Defensive Categories

Position

Market

decline

Competitive

Own
Brands

Comparison
with
Competitive
Products

Brand
Loyalty

_—

Vary Very to above | same or very
Defensive by around to 30% not as low
5% p.a., Extremely or good
Or more 11-30%
Defensive Static Yes, or can be |[favourable some-
not very less same
than brand
10% up to
50% of
time
Offensive Growing

Whether the two defensive groups are considered seperately, or combined

together, the advertising objectives are very random.

For products in the offensive category, emphasis is on messages and

branding and image building.

as an advertising objective, alsc appear in this group.

Nine of the 13 instances of information
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TABLE 10.

ADVERTISING OBJECTIVES ADOPTED ACCORDING TO A/S RATIC AND MARKET TYPE

A/S * No. Market Type** Number in Advertising Objectives
Ratio Group
7 1 7 x branding & image building
6 1 New/ 5 x information
Relaunched 8
5 3 5 X messages
Products
4 3 3 x attitudes
B,H,K,R, 3 x trial
5,T,V,X.
4 x awareness
2 ¥ reminding
3 7 | Mature, small 7 6 x messages
markets (under . . g
€ ( 3 x branding & image building
c.D,I.L £10m. sales)
H ! H 7 .
with some 2 x loyalty
M,N,C, rowth
g 2 x information
1 x trial
2 8 | Mature, large 8 4 x information
markets (over ,
ElOm. but less 4 attitudes
than £100 m} 3 x messages
A!F'GIJ?
3 branding & image building
P,U,W,Y.
3 loyalty
2 awareness
1 trial
1l x motivate enquiries
1 3 Extremely 3 2 branding & image building
large ;
markets (over 2 attitudes
E,Q,Z. £100 m.) 1 x awareness
1 information
1 messages
* A/S ratio | less than 1 1-5 6-10 1l1-20 21-50 51-70 above 70
code ¢ 1 2 3 4 5 6 7

** Having arranged the sample according to the A/S ratio, the groupings

coincided with the following broad market situations or market types:
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New or relaunched product situation

Markets into which new products or major product relaunches have been

introduced.

The mature small market

Markets of less than £10 m. annual sales turnover, and in which there
are predominantly well established or mature products. The markets also

have some growth.

The mature, large market

Markets of between £10 m. and £100 m. annual sales turnover, containing
predominantly well established and mature products, These markets terd

to be growing less than those in the previous twe groups.

The extremely large market

Markets of over £100 m. annual sales turnover.

The only really noticeable thing about this table is that 7 of the 8§
new and relaunched products, and 2 of the 3 products in the extremely
large markets, have the advertising objective of branding and image
building. B&Also 6 of the 7 products in mature small markets, aim té

convey messages.
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TABLE 11.

ADVERTISING OBJECTIVES ACCORDING TO MEDIA ADVERTISING FXPENDITURE

Media Number in Advertising Objectives
advertising Group
expenditure
up to 8 6 % branding and image building
£200,000 4 x information
B,I,J,K, 3 X awareness
M,V,X,Y. 3 x attitudes
3 % messages
1 x trial
1 reminding
Between 11 8 x messages
£200,000 7 X branding and image building
and 5 x information
£400,000 5 x attitudes
¢,E,GH,L, 3 x awareness
N,R,S5,T,W, 3 trial
Z. 1 motivate enguiries
1 loyalty
1 reminding
Over 8 4 information
£400,000 4 messages
A,D,F,0, 4 loyalty
F,Q,U,AlL 2 X awareness
2 branding and image building
2 attitudes
1 trial




- 73 -

Branding & image building and attitudes are particularly pronounced for

products and services spending up to £400,000 p.a. on media advertising.

Information as an advertising objective is equally spread among all

categories of expenditure level.

Conveying messages as an advertising objective is most important for

Chose spending between £200,000 and £400,000 p.a. on media advertiging.

Similarly 3 out of the 5 instances of trial appear in this group.

4 of the 5 instances of loyalty as an advertising objective fall in

the category spending more than £400,00 p.a. on media advertising.

One point zbout those spending £200,00 or under, is that six of them
are markets where customers buying their brand do so on only 50% of

product category purchase occasions.
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SECTION 4D GIVEN AN ADVERTISING OBJECTIVE WHAT DO THE

PRODUCTS AND SERVICES HAVE IN COMMON

Given that there are nine categories of advertising cbjectives
that were adopted for the products in the sample, do products
with the same cbjective have any similar or distinguishing
characteristics? Having looked for product and market similar-
ities and subsequently related the emerging groups to the
objectives adopted, the reverse analysis was then undertaken.

In only two cases were their products with identical advertising
objectives. Because the objectives were spread across products,

the analysis was undertaken on individual objectives.

Perhaps it is nct surprising that the relationship between an
objective and the group of products adopting it, was not
altogether straightforward. The trends which did emerge,

however, will be discussed in turm.

The Advertlsing Objective to Convey a Message *

(adopted in 15 cases - A,C,D,E,H,I,M,N,0,P,R,S,T,W,X.)

- In all cases the products were non-durakble. (Table 5).

— All the established products in small markets (Table 7)
adopted this objective.

- All the relatively new products and 7 of the 14 old
established products had the objective of conveying
a message. (Table 6).

- The objective was common for products in an cffensive
position. (Table 9).

- For those spending between £200,000 and £400,000 on media
expenditure, the objective was usual. (Table 11).

If any general conclusion could be drawn from this it would

be that the use of messages as an advertising objective is both
usual and to be found in many situations. In particular it is
used when a product is in a strong position, and when it has
passed its introductory phase. This is in contrast te conveying
information which is more pronounced among the new products.

* See pp.47-51 for definitions of advertising obkjectives.
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The Advertising Objective of Branding & Image Building

(adopted in 15 cases - B,C,E,H,I,J,K,M,P,Q,R,S,T,V,W.)

- This ¢bjective is almost exclusive to non-durable
products. (Table 5).

- It is particularly common for new products, and tc some
extent for those which are in growing markets. (Table 7).

- In those situation where up to £400,000 is being spent
on media advertising, it is usual to try to create
branding & image building. ({Table 11).

- To some extent the objective is adopted by those in an
offensive market position, and for those which are old
established preducts. (Tables 6 & 9).

The Advertising Objective of Conveving Information

(adopted by 13 - D,F,G,J,K,L,Q,R,T,V,W,X,A1.)

It was marked that the wish to convey factural information was
pronounced for products in their introductory stage to the

market.

- It was an advertising okjective for 4 of the 5 innovative
products (Table 6),
for 6 of the 8 introductery products (Table 7),
for 4 of the 6 introductory products (Table 8),
and for 5 of the 8 new and relaunched products (Table 10).

- These in growing markets often adopted the objective,
{Table 7).

- Approximately half of those in an offensive market
position alsco wished to convey factual information
(Table 9}.

- For 3 of the 4 durable products, information conveying
was an cbjective (Table 5).

From the analysis it is evident that the distinction between
messages and information is a valid one, and that the two

have a different role to play in media advertising.
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The Advertising Objective of Influencing Attitudes

(adopted by 10 - E,G,H,J,K,Q,5,W,Y,AL,)

Of those products having the objective of influencing attitudes
8 are in markets increasing by more than 5% p.a., and 8 of
them have some seasonality in their sales. 3 of the 4 durable
products have this objective (table 5), otherwise it is very

evenly distributed across groups, however they are formed.

The Advertising Objective of Creating Awareness

(adopted by 8 - F,H,J,K,R,V,Z,AL.)

1

7 of the 8 products are in total markets which are
increasing by more than 5% p.a.

- 6 of the products have some seasonality in their sales.

- 5 of the products compare favourably with their
competitors in all situations, i.e. in the blind test,
in the branded situation, and in the opinion of the
company .

- As would be expected awareness is more common for new

products, but it is not used exclusively in this
situation. (Table &).

- Awareness is often used in offensive market situations.
(Table 9).

- The wish to create awareness is most common for products
where up to £400,000 is spent of media advertising.
(Table 11).

In most of the tables presented in section 4C, awareness is

spread evenly among product situations.

The Advertising Objective of Gaining Trial

(adopted by 5 - C,F,H,K,R.)

All of the products have between 4 and 10 competitors in
the market.

4 of the 5 are in markets which are considered to be
either very or extremely competitive.

4 of the 5 are in markets where the total is increasing
by more than 5% p.a.

All seeking trial are promoting non-durable goods.
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- Although it might have been anticipated that trial would
be an advertising objective for only those launching new
products, this was so in only two cases. A further 2
products with this objective were well established and
in declining markets. {Table 8).

The advertising obijective of Gaining Loyalty

(adopted by 5 - A,D,N,P,U.)

Those trying to create loyalty for their products have little

in common. 4 of the 5 are old established products, and 4 of
them are in markets where own label activity accounts for between
11% and 30% of the total market. The fifth product has less

than 10% own label activity.

- In terms of the product life cycle, 3 products are at
maturity, and a fourth on the decline. (Table 8).

~ All 5 products are non-durable. (Table 3).

The Advertising Objective of Reminding

{adopted by 2 - T,X.)

The two products having the advertising objective of reminding are:

offensive (Table 9)
new/relaunched products (Table 11)
non-durable {Table 5)

The Advertising Objective of Motivating Enquiries

(adopted by 1 - G.)

This product is characterised by using a direct response in

its advertising.



-78 -

SECTION 4E  THE SETTING OF ADVERTISING CBJECTIVES

On the basis of MCRU findings on how companies plan and generally manage
their advertising, and taking into account how the published material
suggests it should be done, it is possible to construct the following

guidelines for arriving at advertising objectives!

1. The company corporate objectives are stated.

2. The marketing objectives intended to fulfill or partially
fulfill the overall company policies are drawn up.

3. Following from the marketing objectives, clearly defined
advertising cbjectives are set: ones which could be achieved
through advertising alone if necessary.

4, The implementation of the advertising objectives.

Defining the target population.

- Determining the budget available/necessary,
- Commissioning the creative implementation.
- Deciding the media schedule,

- Agreeing on the pre-testing and post-evaluation

techniques to be employed.

Given precise advertising objectives, it is considerably easier to evaluate

the extent to which the ensuing campaign has been successful.
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CONCLUSICNS

The report on setting advertising objectives is a necessary step in

the work of the MCRU, whose overall intention is to consider the procedures
for measuring advertising effectiveness. Without knowing what constitute
advertising objectives, what objectives are set, and in what circumstances
they are set, there is no benchmark against which to measure advertising
effectiveness. Hence this report is very much a means to an end and

not a culmination of the work being undertaken,

From the present study what constitutes an advertising objective has
been more clearly defined. The distinction which has been drawn is that
advertising objectives can be achieved scley through advertising, whereas
marketing objectives can be achieved without any recourse to advertising.
(See page 51). Since marketing and advertising objectives are closely
bound, confusion often exists, both in the literature and in

practice, and it was not surprising that such a high proportion of products
in the present sample should include marketing objectives in their
statement of advertising cobjectives; 18 of the 27 products and services
included marketing cbjectives, and 21 of the zample felt that advertising
worked by influencing marketing criteria. The confusion between the

two is also apparent in the reported studies. As an example Majaro said,

... most companies specify crude objectives, and tend
to confuse them with marketing objectives."

The broad categories of advertising objectives identified among the

present sample were:

To convey particular messages
To create branding & image building

To convey information (distinguished £from messages by the
more factual and objective bases)

To affect attitudes
To create awareness
To gain trial

To affect loyalty
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To act as a reminder

To motivate enguiries {used in a direct response situation)

Having identified the objectives for each of the products or services
in the MCRU sample, it will be these which are used in the subsequent
work on effectiveness measures. In this third year, the MCRU will be
gathering data on the responses to each campaign for the products

or series in the samples. Analysis of the information will show;

a) the extent to which the advertising objectives were
achieved.

b) the techniques which are best suited for measuring
whether or not a particular kind of objective has been
achieved, and

c) where there is no evidence of an advertising cbjective
being achieved, whether or not the objective could
realistically be achieved in the particular situation.

Tc reiterate the point, the present emphasis on the setting of

advertising objectives has been undertaken as a preparatory stage to

considering the methods of measuring advertising effectiveness.

Turning to the conclusions which can be drawn on the setting of

objectives, a number of points can be made.

- the way in which people believe advertising works in a
product situation is heavily reflected in the advertising
objectives which are set for that product. Accordingly
it is useful to consider this when trying to understand
why certain advertising objectives have been set.

- It is noticeable that only two combinations of advertising
cbjectives were held in common by members of the sample -
two products had the cbjectives of conveying messages,
and branding & image building, while two tried to influence
attitudes, convey messages, and achieve branding & image
building. Hence each product or service is in an
individual situation and must be analysed as such for
advertising effectiveness purposes.

- The sample incorporated in the present study is too small
to be the basis of making a definitive statement of what
objectives are appropriate in any particular marketing
situation, but it does serve the purpose of indicating
the this relationship in broad terms.
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Details of the characterists of products and services
having particular advertising objective are to be found
in Chapter 4, in Sections 4C and 4D.

Having gained a fuller understanding of what 1s involved in setting
advertising objectives, and in particular for the wide variety of
circumstances in the sample, it will now be possible for the MCRU to

consider in detail methods of measuring advegtising effectiveness.
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APPENDIX 1

DETAILS OF THE PRODUCTS

AND MARKETS

OF THE SAMPLE

Product Types

Type of Product

An cld established product
An additional market entrant

An innovative product

A relatively new product
A neo-commodity product

Total

Number of Cases

14
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Competitive Branded Products

Number of Competitive Number of Cases

Branded Products

3 or under 8
4 to 8B g
10 or over 11

Total 27

Degree of Competition

Degree of Competition Number of Cases

Not very competitive 1

Competitive 9

Very competitive 12

Extremely Competitive 5
Total 27

The Proportion of the Total Market taken by "Own Labkel" Products

30f Market taken by Number of Number of cases
"Own Label" Products cases now 3 years ago
none 3 3

less than 10% 5 9

between 11% and 30% 14 11

more than 30%

fon
iy

Total 27 27
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guality of "Own TLabel" Products

Quality Number of Cases

As good as company products 4
Not guite as good as company products 9
Infericr to company products 8
Very inferior to company products 2
No answer 2
Total 27

The Average Price Difference Between Branded and
"Own Label" Products

The number of products with price differences between them and "own

label" products are:

up tc Ip up todp up to 3p up to 4p up to 5p up to 8p up to IOp
1 8 5 2 3 1 I '

The average price difference per product, between them and "own labels",

ased on actual prices is: 3.28p

'The Ratio of Above-the-Line to Below-the-Line
Expenditure implicit in the Marketing Budget

Ratio of Above-the-Line Number of Number of Cases
to Below-the-Line Cases Now 3 years ago
o - 19 O O
20 - 39 3 5
40 = 59 7 5
60 - 79 9 7
80 - 100 8 4
No answer e 6

Total 27 27
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Movement of the Total Market in Volume

Volume Movement Number of Number of Cases
Cases Now 3 _years ago

Decreasing by more than 5% p.a. 2 4
Decreasing by up to 5% p.a. 3 4
Static 2 5
Increasing hy up tob5% p.a. 4 7
Increasing by more than 5% p.a. 16 6
No answer __Q_

Total 27

How well does the Product compare with competitors

Product Product is Product
Compares seen as gompares
Favourably the same unfavourably
In a blind test situation 1 1 s}
In a branded situation 7 7 5
In the opinion of the company 14 16 19
No answer 5 3 3
Total 27 27 27

The Level of Retail Distribution

Average level of Number of
retail distribution cases
O - 49% 4
50 - 69% 4
70 - 89% 9
90 - 100% 6
No answer 4

Total 27
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Seasonality of Sales

Number of cases

Products with seasonality
in their sales 18

Products without any
seasonality in their sales 9

Total 27

The Advertising : Sales Ratio

Number of Cases Number of Cases

Now 3 years ago

Advertising:Sales Ratio

less than 1%
1 - 5%
& - 10%
11 - 20%
21 - 50%
51 - 70%

over 70%

IF' H O W oW o~ @ W

No answer

B
-1 |q Q 0 M N - o -

Total 27

Frequency of Purchase

Products are purchased: Number of casges

Extremely frequently

Very frequently

Frequently

Neither frequently nor infrequently
Infrequently

Very infrequently

Extremely infrequently

No answer

|H W o WO N

Total 27
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When People Buy the Product Number of cases

The Product is purchased:

At least once a week 6
At least once every two weeks 4
At least once a month 5
At least once every three months 10
Less frequently than every three months 2
Total 27
Brand Lovalty
Degree of brand lovalty Number of Cases
Always buy the same brand 3
Buy the same brand 3 out of every 4 purchases 5
Buy the same brand 2 out of every 4 purchases 13
Buy the same brand 1 out of every 4 purchases 3
Tctally without brand loyalty 1
No answer '_g
Total 27

Minimum Expenditure Necessary to Advertise on Television

Minimum Expenditure Number of Cases
Now

Less than £100,000
Between £100,000 and £19%,000
Between E£E200,000 and £299,000
Between £300,000 and £399,000
More than £400,000

No answer

|H ~ ;o e N

Total 27

Number of Cases

3 years ago

ro
-1 Jeo H s -1 &
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what Would Happen If the Advertising Budget Was Cut To An Amount Below

That Necessary to Conduct a Television Campaign.

Action Number of Cases
UUse other media 14
Go below-the-line 2

Advertise in a limited number of
television areas

Mixed Response

Ne answer

[y}
-~ j o W

Total
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APPENDIX 2

SCME DETAILS AROUT

THE COMPANIES IN THE SAMPLE




‘orgeTIeARPUn S2anHTF JUEISTSUCD HUTHRW SUTH ISA0 SIATAONIALE

pue sucTasenb 2uWos saxsTdwos o3 2Igeun Lursg squspuodss X SWOS O3 2Np 2I¥

SpPTM SIOoWm SJI2 SOTITATIOR 2I50UM dnoxbh sbae
‘aIN] TpUuadxs BTpOW pPUR SOT3RX MOTaC/3A00e PI3RIS WOIT PIJRT NOTED

Auedwon swos U Sseburyd IO 3sneded

sazTs oTdues DUTAIEA BUL

-Ia1y30 Aue ueyz buthuex

T Axoa suo SepnT oxX@ s8z1s jusunIedsp Yoiwassi 'O B3Ep SUL
upaq sey =InaTpusdxs SUTT SY3 ~0Tdg :SIION

_ 1
€1 LT | 8t 7~0ST | p-0ZT 9-02T g1 | sz | ez 000,3 N/UoTeessy
H | .
A o1 | LT O-¥T y o-v1 o-¥1 'y | 8'€ | V¥ (N)
“ , ! | sxaPIRasSay JO TON
H 1 W
g L _ L £0°0-0T | 90'0-9 -9 16°0 , 18°0 0°1 (%) 3TFOIJ/UOTEISIY
i |
€T LT 8T c-cc » g£-0LT z-SS 0'€T | €711 AN (%)
W ; BUTST1I2APY /YR ARISDY
oT £eT . PI Oy-000T | ovy-009 | SE-009 o9t ¢ cOT zoT (%) auT{~#0T3d
, | “ /DUTSTIIIADY
_ 5 L L T-00T 1-06 1-09 o5°€ - G8'L 6L (%)
& | 313014 /BUTSTIIDADY
: 8 6 1 T-0-21 zo*0-01 | 1°0-8 95'0 . 890 %0 ()
i J F2A0UINT /DUTSTIADAPY
€1 LT 8T OT-009 5-009 | GZ-00L 091 71 6LT 000,73
u yosIeasey JI8UNSUO)
|
oT zT 5T ST -000t 09-000V J 09-000¥% 0zoT 90v T 9¢ST 000,3 SUTI-MOT2d
€T 9T 8T O0T-0005 | ©QOTI-0002 = QOF-0009 6LTT 7LZT ZSHT 000,3
! Aﬂ. HUTSTIIDAPY BTPONW
|
9 L L §°0-001 1-01 _ z-0OL L°12 L €2 v v w, 3 113034
8 6 TT LT-000T | LT-000Z Lz-000Z || £Lz | €St §LE w,3 Jssouang
y |
39, OL. €L/l 89, QL. €L/TL . 89, oL, €L/TL X3 1aTi0y Aueduwo)
o azT1g ordures ; I-WMw.MHmb o @wbuey anTeA wberday 112840 3O SWS3I L
-

SHOSNOdS J0 JN0¥HD JHIL ONIHLHoSHd 3 DILSTIVLS TIVHEAO dHW0OS



_gI -

SOME INDICATIONS OF ADVERTISING AND RESEARCH
RESPONSIBILITIES WITHIN THE GROUP OF SPONSORS

. I |
No. of Companies Sample
with: M2/73 '70 '68 | Size
A Media Contrcller 7 5 { 5 18
An Advertising Manager] 6 8 ' 8 15
2 Market Research !
Department 18 14 l 12 18
i
-t
The Media Managers/Controllers were responsible to:
The Marketing Director Position - 3 cases

The Marketing Research/Services Position - 2 cases

A Central Group/Parent company Service =~ 2 cases

The Market Research Departments were responsible to:
The Marketing Director position - 6 cases
The Brand/Marketing Manager position - 1 case
The Marketing/Operaticnal Services Manager position — 6 cases
The Strategic/Corporate Planning Manager - 3 cases

A Board Member with special responsibility -~ 2 cases



- g2 -

REFERENCES

1803. ADLER L,
A Systems Apprcach to Marketing
Harvard Business Review Vol,45, No.3,
1967, ppl 105-118.

1799, ANSOFF H.I.
Corporate Strategy
Fenguin Bocks 1968.

1800. ANSOFF H.I.
Business Strategy
Penguin Books 1969,

173. BRITT S.H.
Are So-Called Successful Advertising Campaigns
Really Successful?
Journal of Advertising Research Vol.9 No.2,
June 1969 pp. 3-9.

28. COLLEY R.H.

Defining Advertising Goals For Measured
Advertising Results.
New York: Assoc. of National Advertisers, 1961.

878. COLLEY R.H.
Defining Advertising Goals
Modern Marketing Management, Penguin Bocks
1971, pp. 282-292, editors LAWRENCE R.J. &
THOMAS M.J.

1440, CYERT R.M. & MARCH J.C.
A Behavioural Theory of the Firm
Englewood Cliffe N.J., Prentice-Hall,
1963, pp. 173-182.

180C6. GRANGER H.
The Hierarchy of Objectives
Harvard Business Review, Vol.42, No.3,
May-June 1964.

1801. HUMBLE J.W.
Improving Business Results
Pan Management Series 1972.

1807. HENRY H.
Corporate Strategy, Marketing and
Diversification.
National Conference Long Rnage Planning
for Marketing and Diversification,
Bradford University & BIM, June 1967.



- 93 -

1500. KOTLER P,
Marketing Management
Prentice~Hall 1972, Second Edition

689, LAVIDGE R.C. & STEINER G.A,
A Mcdel of Predictive Measurement of Advertising
Effectiveness
Journal of Marketing, Octcber 1961, pp 59-6Z.

1684, LEES D.S.
An Economist Locks At Advertising
Advertising Quarterly, Summer 1968, pp. 2-15.

1808. LINDBLOM C.E.
The Science of "Muddling Through”
Public Administration Review, Spring 1959,
reprinted in Ansoff {1969) 1800.

700. LUCAS D.B. & BRITT S.H.
Measuring Advertising Effectiveness
McGraw-Hill Bock Co. Inc. New York 1963.

492. MAJARC S,
Advertising by Objectives
Management Today, January 1970, pp. 71-73.

591, PALDA K.S.
The Hypothesis of a Hierarchy of Effects:
A partial Evaluation
Journal of Marketing Research Vol.3, No.l,
February 1966, pp. 13-24.
also in:
SMITH L.G.
Reflecticons on Progresg in Marketing, A.M.A.
1964, pp. 174-179.
alsc in:
WHEATLEY J.d.
Measuring Ad. Effectiveness AMA 1969.

1805. SMALTER D.J. & RUGGLES R.L.
Six Business Lessons From The Pentagon
Harvard Business Review, Vol.44, March-April
1966.

1678. SAUNDERS C.B.
Setting Organizational Objectives
Journal of Business Policy, Vol.3, Nc.4.




176.

1802.

1804.

1671.

..94..

SCHWARTZ D.A.
Measuring the Effectiveness of Your
Company's Advertising
Journal of Advertising Vol.33, No.2,
April 1969. pp. 20-25.

TOWNSEND R,
Up the Organisation
Michael Joseph 1970

ULE G.M.
A Plan For Spatnik Cigarettes - How
To Plan Media Strategy
ARAR Regional Conventions, Cited in
Kotler (1972) 1500.

WATERWORTH D,
Marketing and Overall Company Goals
Marketing Forum, March/April 1972,
pp. 11-15.

WEST M.
Increasing the Returns From the
Investment in Advertising

ADMAP, April 1971.
pp  142-147.



