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How advertising works: 
Competition in a ‘Mature’ market 

-There 1s I~rrie evidence that Jd\crtirmg rcsuirs in addirronal smoitng. .\s wrh many 

products. tcigarercel adtcrnsing maml! shifts consumers among brands.” 

President’s Council of 

Economic Advisors’ 

Introduction 

To 5c ~~~;crsiu~. brand adverrlsmg mus: o\-crcome rwo hurdles: tr musr actracr rk 

I letter’< x:cnr:cn md tr must AanguIsh rhe a&e. ..a --‘-ed bncd from rhc mA~ude of ochcrs 

on rive axkrr. To break throgh me ‘clutter’ riur extsrs m rbe adverrmng m~rkerpisct. 

ldve:r:jer, mu,t xcque-tdt- emplo) vbvld scrrlngs ar;d em;io~ bold ya~hlc dcstgns and 

memor~blc brand slo!gns. Tti scp.wa:e the Jdw::lscJ brand from ICS compenrors, an 

adverwer musr creare a dtsrmcr ‘personalirv’ for rhe brand. \Ianuixrurers r\.~~c~iIy comrmc 

sgmil~m rtsources to sustain brand Idenriflcar:on dnd loyalty to rhe brand personalicy. 

Eniorxd ioreclosure oi imJgcr:.. themes and slogans in iiglrexe adverrlsing. as some 

proposed leg~sl.~r~on would do. would be canrxxwx co no advertising ar all. Such 

~dwr:Lcmcnrs \\ouiJ nor xrraL: rhc wenrion oi imokcrs or dlsrmguish one brand from 

another. 
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b. The primaq objectives of advcrrising in ‘Mature’ product markets 

E*.cn rhou!;:? ddv-errwng alil not :nZuencc rhe ;bsolure size oi the marker. the mccnr~v’c ro 

aJxrr:se pa:x&r brJnd5 or a ma;::e produsr 1s subsrannai. The CS crgarcne marker has 

JXUAI SJICS or abox S-&O b&on. me marker rn Germany has sales ot’ SjS b!ilion tar June 

l?J 1 cxchx;c r3:es . 2nd :hc m;rLcr .n Japan hst idles oi 524.5 blilion m 19cl). Canmg 1 

r1r.;::t .mar!<<:-,harz ;znt rr.e25 g:rz:::ng 5400 rz::!~on :n t’S 5a!cr. Sjji) .mL;n in Ccrm3n 

sales. and 24; mdhon in Jaoan~5~ uies. Equaily imporrsnr. preservrng a stngle marker- 

shJ:e pomr means keeomg nc3ri:. 900 mllllon. SjjD mrllron or S245 m::i:on in saies. 

.\lixeover. Zj r;.~nu ss one oc: or acry Tour smoXer5 - 3 per ienr - nxy 5vrch xnong 

brands .n z;.:. g~vcn year.’ E:.en ii :c!mrt~v ietv smokers pcrmancnrlv swirl ‘brands each 

war. the xmounc spent per smokrr :c prevent brand wxchmg - rhac is. to encourage brand 

lu~drv - LS rcixiveir lot\ ,’ 

Su<<:5siul brand ;ro.mor~oc :n .r .narure Troducr market. however. must overcome 

rno hurdler. Frrst. the Jdverr: slag C2SC anrac; tte vrmver’s atcentlon. Secant. and no less 

Imporranr. :x adrcrxing cus: tisz.qrh rhe adv:rnred brand irom rbe mu!r:r:de oi ocher 

brands on :he marker. The !c~~w:z. succes5 oi a brand depends on ‘buddrng :!x l l l mosr 

tiarpiy dcinwd Personaiy ior :rhc. >rlnd.*' in short. both rhe adverr~seaent ;rscli and rhc 

ad~crr:sec crmd mm: <tans! our irom rhc crowd. 

C.g~rcrcc manuraizurcrs ia;e J unique SC: or Ilmmrtonr m this regard in rhcir 

brand adrcrnrmg. F:rsr. m :ie Lmr:J Scares rherc are more than 330 cigarerrc brands ar.J 

brand 5mle5 on the marker.’ T’ncrr art 305 brands on the mzr!;e: in Germany and 265 

brands m J.~?an. Second. chc media co which clgarcrrc sdverrwng is rescricrcd in many 

sou”crIcs - the prmr mcd:J - are relativclv lneiiicrcnr vehicles for adver:;slng. Thtrd. 

adxrriscmexs ior cisarcrres n-r rhe ;rmr media draw even less xrenrron than prmr medra 

adrerr~sements ior orhtr producr cartgones. As Young B Xtoschn have observe& 

. 
._ . - .--.- -_ 
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‘It is generzdl~ acknowledged that in a typical magazine environment an ‘average’ 

advertisement ICCCI~CS tpproxtmxcly thr-c second of vtcwing time l ’ *. Cigarerte 

ad\crtrrcmcnts rccet\e the Icart amount of viewng ttme of any mtlor prtnr advertising 

catc;orx. Thor ts because the topical cigarette advertisement is a quintesrennal ‘rcmtndcr’ 

ad\ erttsrmcnr - it grabs your attentton. you see the picture and you go on to the next past. 

It II ewrcmel! rare for a cigarerte ad~crtisemenr to hold a viewer’s attention for more than 

a COUPIC oi seconds.“. 

C. Arm-acting Viewer Attention 

;\;.:::.,c:s :>?I<;;.: ;x x:rii:i\c aodclb .n xtr3c:ibc ,ctangs to promote :h:;: oroJui:s. 

~:rrxt!rc men and ‘women .tre used to stil brands of crer!rhing from :!cc: ;oLish to 

mc-:hn3sb. In cstT.2 at:ractt\e mode:s m dtt:actti’C ~ctttngs. 3d\e:::~Yr are cot xt:m;r:ng 

to F<rsaA<: ~onsutxrs :Sat scrutbmg doors or ptr;!mg IS attracttve. The $031 .j :; ;ztc:: :hc 

I 1~: <r’s Z;I:Z::OF. :CC :.x Id* crtrsed brand. 

Csnjumtrj JC- cxpowd to sounticjj ~dv:rr!czments each do> in A \‘a;:~: oi n&a. 

0:. ::!cr:aon. 3s axa!- SI 20 manures oi cas:: o:oad;ast hour may be zoxumec by 

;oFmc:<:As. Jna Ae.xtsements account tar more o~ycs thin test tn most nw:. r q31CCi d2d 

mgx:r.cs. Tnc :erci: :s ‘cornme-ad sluttc:. .Jj onr aarcrtrsmg e.sccut:~: .xs i:::ez. 

-X;:dlr anyone in the advrrttstng busuwrr would dtsagrcr that clutter is a problem. As 

consumsr~ arc bombarded bv more and mor: ad\enistng messayes. it becomes more and 

more diitisulr tor adrcrrtring mtssagcs to get through.’ - 

. . 

Sunrcrous xudles dcmonstrxe ths: vmous measures of Jdvcrtising eff~:::rencss - 

sub 1s rrdl and ?ojltLI’e acttcudcs - dccrtAsc as the amount of ‘c!ucter’ increases m the 

mctra cnrtronment. Y~tw-cr rtrentton IS a limttcd resource. and advertisers ;ompc:c mtcnsclp 

ior ::. The abtirw co gttn consumer attentton. other thtnss being equal. otten IS wettkctc III 

‘.narxc’ produc: mxLers because consumers are so familiar with the advertised product. 

Th*us. adrcrttstn~ exp:ndttures often must be hrgbcr tn mature markets :han :n ‘twv or 
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d. Audience Segmentation 

An itrercisc: xr:~xn~ :o Fromore a brand thsr 15 less readily disr:ngutshable 

imn ornc: b::nhs tan---- ..-.ort :x5 J ;!iirrxr approach. Hc aims :o promote his brand with 

;x::;zlar groups of co:sumc:s wlr::n rhc produsr ;zrcgory by 5Jyxns. in eifec:. ‘If you are 

:hr, li3.j of xmsumcr. Brant S ~5 :sr you: ii you xc :bar kmd of ;onrumer. Brand Y is for 

~sc.’ Tine XICXSC. :.: orb:: \vorts. choojds J px::cular group of consumcrj wnhm the 

pruduc: s3tcpx:~ x wmh :o dlrccr his messaye ana radars his message In a way thar is 

more !:kiy :c :rnkc J r:jpor.i:\-e chord rwh rhx group. 

Reg::dless OT’ :ie ;roducr. mdlrtduais rend to c!urrcr in ‘raw sulru:c5.' It 15 co 

these group~cnr rhar Jdrer:tsers dirxr rhelr mewges - parric;rlarlr in marure producr 

iavuorws m whxh obx~~nc d&renrlar:on of the sonsrnuent producr brands is dlfficulr. 

.+dvcrr;scrs no longer 7::~: rhc public as In undiifercncwed mJss. That approach is nor 

cost-eiiccri\e. and ir !s ;~rr:xL.xly tnefixlcn: when manv mrerch~ngeablt brands of a 

Fro&3 3re iompcrm g ior .I shrrc oi the mxkcr. This IS simple a tact of ciiccrwe markcrtng. 

which md~a:rs norhmg m ~rsc!i about whczhcr adver;lsmg incrclscs total consumptton of a 

p3rrt;ulx pro&r. 

_...- 
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hi! J~VC:CBIII~ 5e-k ro porrr~~ :hc brand bet. rg 3dn2rrtrcJ m a ‘pos:rive’ manner. 3nd 

il”.lrC’IC Jd\ CTtlj:.1’2 15 2 . no ~::iierc-.: :n 151s re;ard. Nor surpr:smgiv. people in aerrerre 

3d1err:,rmcTlrs otz:. 3 p~ear IO be emoying :hzmselves Jnd rakmg pleasure m rmokmg. Thrs 

;annnr be anazcr:d mhcrcvl~ m&Jdlag. S~n:i~rlv. maw c:grerrc ~dvcrr~seme~rr depxr 

~rrr~c‘r~v~ pcoclt. ‘5-r char IS about ;eopic portraped are conrirmtd mdirrdualisrs: somclmes 

the! are cmphJr:;JIIv joc~abie c’:earurer. The vacuous s~g~~rcrre manuiacrurers. like 

Awrisers ut soaps Jnd iomgxs. arrcmpr to xrlAo. -- -- -he Jttcnclon oi each oi these audience<. 

Bur ‘I :s nor rhr r~~~e~~semcx char -sh;pes’ rhc consumer. Ic is rhr <onsumcr IC~OSC in the 

Judietxc who alrcJz YSC CL: ;roduc: ctrqor:: rSsr ‘shapes’ the advertl~emcnr. 

In .xirtfi.zg :te:: ;~:t:::~.~; :c pr:::;!.x uJ~en;es. md m ekmg co gain their 

xrenrion 2nd :rc:e:rr: LC. ;:gxerrc mxsuk:urtrs are domg tsxrly what ocher adverrlsers 

do - .d must do - :o cnpgc :n bmr.d :onPermon. 

Once kc :.zi rhoi;<+: :i.r: JLf\e:cLi:ng had a direct and powe:iui c:rcc: on 

cOn*umcs. .42i.c::.;::5 XOuG %.I!. ‘Bq Brand S because ir IS supcrlor to Bracd 1.’ snd ti 

rhc ~d;c::isc:r.en; .,.a> clever enou$. :iSe consumer would buy the adrerriscd bcaxi. [n 

cC2l?cy. :he IkOCli ::tj nor 2-2 never Aa opcrxe in rhc way desabed by rhls ‘one-w! 

iio\vm modtl. .LLxcr*.~:rS IOOC reair4 rh;r ir;r.Pi. drssemtnxlng A commcrd message d:d 

nor cnJure I( w0L.t be nor:;:d. Ther J1i.J iexned char. even when norrced. commcrcrnl 

mcsszges wcrc ncr ne;essa::i! reramcd. and rbrr Eden when ucwers round a parxular 

30~ ert!,cmenr me. .c.- I-. --ble, :k:y did nor dw~-s rezcmber rvh;: brand 1~~s bemg advertad.’ 

~lnrcow:. even w!xa sonsuzex Lit d :emcm’ner 3: Idverrtsemer.r. 3s well as rhc name of the 

adxrxred brxvd. rn:re was no guarantee char rher would have xy mrcrcsr in buying rhe 

brand or even 1 proair w~ixn rhc produ _ l arcgo~. The ialure ot consumers co pro\-ide 3 

Pavlovian response sr:ms from the iasr rha: peopie are nor hapless reciprcnts of rdveraring. 

Rxhcr. when the! tr, Norm ad~;cxlstng. they Jre xrwe porclcipxa who ignore. sclcctrci~ 

mend to. laqh. a,un:er-ar?Jc, iorgcr or say ‘no’ co it.” Indivldusi audience members are 

rne sum oi mvri.rd :spcrwxes Jnd b&is who evalu~rc commercxsl messages not in a 

vacuum bur m rht conrexr ot rheir Ilve,.‘* 
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Counter-argumcnrr ICC a per*.ajtvc p3rr oi the CYCSXI,. *- bcrwetz 3dverrirer 3nd consumer. 

Oil< nIi\ czs,,i rnc n-loit 1fyeJllr.g ~c~err!xmc... -v inr 1 i:jt-iood Ain bec3us.c one 1s on 3 

cxr or doer not like ‘iunk’ to&. One msy reclsr 2 ck~er 3d*:ettisement ior a !oreign 

rutcrr.ob& because one beiwxs :h3: dom~rt1i~m3dc cxs dc: mo :L :eii3ble oc bc;3r;sc one is 

p&red wrrh rhc periormxxt oi one’s own c3r. One may decide 3g3insr chewing gum - 

&rp~re the 3rr:~~we. h3ppv xopic 15 ho m;13blr gum 3drerrisrwncs - bccsure one rhrnks 

chx chwmg gum :I annoyng. Thts kmc oi Lounrer-3l;umenr zoes on II! rn: nmc. mosr 

ottcn II-I the iorm ot Jn u~rcrxlised dcb3rc. 

U;har is ti~sancr~~e ~bour the io~nccr-lcg’~menr3tlon rtsr occurs UI the c35c oi 

c!g~xtxs is riur no rwwer i3n FOiilblV nx01d rix co~nw~3cgurxx. The 3nc1 rob3cco ;omr 

oi :‘IC:V IS one oi rhc morr :vxde!,L dissc.m:nared consume: mesw+es in the \\orld. Indeed. 

::gsctrre 3dwcrwng m mobr ;ounr::es ar;ics hea!rh wxnmgs. EY:~ clg3rctrc 3dvcrr~semenr 

.i 3 temmder or’ rix smokmg 3nd hc3lrh ~octrovcrr~. ;onnmmg :rs own count::-xgumcnr. 

DCSFIrC the pCrVdS:PeflcSS Of 1dVCZjtIlg. .Z :3L!<i 5 e persuasive impact on the ~onrcmin~ 

;q:ii:s :!xt 5omc ~vould 3s;::ce ro :r. Indc~~. sdv:rcsmg :s io per.xstve prec~e!y bectnre :!x 

~ecsu3stve lmp3cr 1% so iimltcd. .+ti*eKlscx musr 3drecrire tf rhc:: ace ro reram rhc brand 

hv3!w 0i thr 0w-i consu- . ..crs 3x. pe:h3ps. 3rr:x: consumers away from zompetinp 

~:~nds. And. p;lr::cul3r:;: :n rSc as: 0: ms:::: producrs. 3.C:crrlscrs mzsi conpcre 

>ggccsslvciy ro be ke3rd through :be ~omzxrc:al ;iu::cr. Ewn i: :nc advertiser m3nages ro 

.a~!: the momrnracy xr:nr:on of a conxmcc. h: Aways risks :t’ecnon of hlr message by 

12:: consumer’s own mtecnal ~ountcc-3cgu~enr. 

P~opo53ls co bx or cesi::;: 3dv:r:wng rhercforc both orercsrrm3rc :he powr oi 

dvc--lsm 3nd un&resnmir: rhc sophts::;3tion ol‘ consumers. Be:3use such pCOpOS3!S 3re . . ; 

:djtt cn tl3wed 3ssumpr:on~. 3dverasm.g ‘xns and :ontcnr <onr:Qis wll not tsre rhe eifec: 

;ro~onents c!am. 
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