X-Advertising

By  Paul Herbig

Extreme Sports (X-games) are now the rage.  It is the ultimate in obtaining the more-fickle-than-ever-before consumer’s attention.  Likewise Advertising has ventured into new areas, gray areas, in a similar obvious mood to capture the attention of a desired target audience. 

1) First, they're spending more in odd places. Not just on traditional TV ads, but a wide range of interesting and obscure media. Campbell's Soup bought ads on parking meters. Macy's spends a fortune on its parade. Kellogg's has spent millions building a presence on the World Wide Web-a fascinating way to sell cereal.

Companies have seen that a mass market broadcast strategy isn't working as well as it used to, especially when targeting the hard-to-reach upper income demographic. As this lucrative audience spends less time watching TV, marketers are working overtime trying to find media with less clutter, where their interruption techniques can be more effective. 

Marketers hire Catalina Corporation to print their coupons on the back of receipts at the grocery store. They buy ads on the floor of the cereal aisle. There are ads atop taxis in New York City and on the boards around the rink at the hockey game. Fox even figured out a way to sell the rights to the small area over the catcher's shoulder, so TV viewers would see the ad throughout an entire baseball game.

(2) The second technique is to make advertisements ever more controversial and entertaining. Coca-Cola hired talent agency CAA to enlist top-flight Hollywood directors to make commercials. Candies features a woman sitting on a toilet in its magazine ads (for shoes!). Spike Lee's ad agency did more than fifty million dollars in billings last year.

Of course, as the commercials try harder to get your attention, the clutter becomes even worse. An advertiser who manages to top a competitor for the moment has merely raised the bar. Their next ad will have to be even more outlandish in order to top the competition, not to mention their previous ad, to keep the consumer's attention. 

The cost of making a first-rate TV commercial is actually far more, per minute, than a major Hollywood motion picture. Talking frogs, computer graphics and intense editing now seem to be a requirement.

A side effect of the focus on entertainment is that it gives the marketer far less time to actually market. In a fifteen second commercial (increasingly attractive as a cost-cutting way to interrupt people even more often), ten or even twelve seconds are devoted to getting your attention, while just a few heartbeats are reserved for the logo, the benefit and the call to action.

Take the interruption challenge! Write down all the companies who ran commercials during your favorite TV show last night. Write down all the companies that paid good money to buy banners on the Web during your last surfing expedition. If you can list more than ten percent of them, you're certainly the exception.

(3) The third approach used to keep mass marketing alive is to change ad campaigns more often in order to keep them "interesting and fresh." Tony the Tiger and Charlie Tuna and the Marlboro man are each worth billions of dollars in brand equity to the companies that built them. The marketers behind them have invested a fortune over the last forty years, making them trusted spokesmen (or spokesanimals) for their brands.

Nike, on the other hand, just ran a series of ads without the swoosh, arguably one of the most effective logos of the last generation. Apple Computer changes its tagline annually. Wendy's and McDonald's and Burger King jump from one approach to the other, all hoping for a holy grail that captures attention.

In exchange for these brief bits of attention (remember the hoopla when they replaced Mikey on the Life box?) these marketers are trading in the benefits of a long term brand recognition campaign. It's a trade they're willing to make, because Interruption Marketing requires it. Without attention, there is no ad.

(4) The fourth and last approach, which is as profound as the other three, is that many marketers are abandoning advertising and replacing it with direct mail and promotions. Marketers now allocate about 52% of their annual ad budgets for direct mail and promotions, a significant increase over past years.

Of the more than $200 billion spent on consumer advertising last year in the US, more than $100 billion was spent on direct mail campaigns, in-store promotions, coupons, free standing inserts and other non-traditional media. Last year alone Wunderman, Cato, Johnson, did more than $1.6 billion in billings for its clients (folks like AT&T).

The next time you get a glossy mailing for a Lexus, or enter an instant win sweepstakes at the liquor store, you're seeing the results of this trend toward increased direct marketing efforts. Advertisers are using them because they work. They are somewhat more effective at interrupting you than an ad. They're somewhat more measurable than a billboard. Best of all, they give the marketer another tool to use in their increasingly frustrating fight against clutter. After all, there are only five or ten pieces of junk mail in your mailbox every day-not 3,000. And another few feet of shelf space at the supermarket can lead to a dramatic upturn in sales

A Providence based company pays collegians up to $150 to wear temporary logo tattoos on their foreheads for one week.  Called Headvertise,  eight clients have signed up, allo seeking recognition in the coveted 18 to 24 crowd.  Over fifty students have worn the decals.  What next:  ads on the cheeks for beachwear?

Extreme advertising gets people talking
lara sinclair
 

TRAVEL advertising is “predictable, bland and boring”—unless you’re advertising UK youth package tour company Club 18-30, that is.

Unsurprisingly, this is the view of Club 18-30 managing director Andy Tidy, whose controversial advertising created by Saatchi & Saatchi London won a Grand Prix at Cannes last year.

The entry featured a group of gorgeous young things in recreational situations, much in the manner of a Breughel painting, and incorporated a number of visual gags in each poster

Tidy was a speaker at the Cannes International Advertising Festival last week on the topic of ‘extreme advertising’—in which Club 18-30 indulges.

The brand has been created around the consumer insight that for the majority of its customers, a Club 18-30 trip means sun, fun and, most of all, getting laid.

Most of its marketing, including a variety of ambient and stunt campaigns, focuses on the latter point. For example, the brand ran a pseudo-demonstration outside the US embassy in London recently, with people carrying placards and chanting “We want Bush”. On the back of the signs was a Club 18-30 logo.

“Within the travel industry, very few ‘brands’ exist,” Tidy told B&T. “The Club 18-30 logo adds meaning and completes the ad.”

Interestingly, however, a brand that is so strongly and controversially positioned contributes to a limited lifespan with its consumers.

Tidy said there is a three-year window where Club 18-30 is the right travel brand for a person.

He says the brand—which is owned by mainstream travel company Thomas Cook, but run by a separate management company at which Tidy is the only person aged older than 27—needs to expand its market to include slightly older travellers (who prefer ‘unpackaged tours’), and further generate word-of-mouth and loyalty .

“Traditional loyalty programs are useless,” he said. “The real loyalty is when [our customers] tell other people what a great time they had and it gets passed on.”

As part of its efforts to generate word of mouth, the company spends time and effort on getting close to its market—and oddly, even their parents.

For example, it runs local model competitions in local newspapers—something that is popular with its potential target market—and their parents—who might otherwise be expected to be rather anxious about sending their offspring on a Club 18-30 holiday.

“We have one rep to every 25 guests. A lot of the other companies only have one rep to every 200 guests,” Tidy says. “We’ve very successfully used this tactic for years.”

“We also have an annual reunion—9000 people—it’s the biggest indoor event in Britain.”

This is also where the ‘extreme’ advertising approach comes in. Club 18-30’s advertising must be “talked about”.

“It’s very, very important for the advertising to be award-winning,” Tidy says. “There’s no way I want to be a ‘me-too’ brand. It’s got to lead, not follow.

“We are so close to the target audience that we know if something is working. We know if we’re losing it. It’s anecdotal evidence—if we’re not being talked about.”

Tidy says for the longer-term, there’s little alternative but to launch new brands that target older travellers.

For example, Cultura is set to launch at the end of August this year offering partly-packaged tours to Spanish and Italian cities and Prague.

“It’s not a package holiday,” he says of the new brand. “You’re opting out, not in.

“We have a new reservation system. We’ll be able to work with partners like EasyJet. It will be very different from Club 18-30. But budgets will never be huge [so we need to] define another strong brand.”

