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Lucero Murillo, 35, worked hard and saved money to buy her home in Columbus, Ohio.
“Murillo no longer fits in population clusters called "Hispanic Mix" or "Latino America." She's now part of "White Picket Fences" — a symbol of a middle-class suburbia that once was mostly white. Now, that group has substantial percentages of blacks and Hispanics." 
As the U.S. population grows more diverse and as immigrants move up the economic ladder, race and ethnicity are becoming less important than education, income, home ownership, age and lifestyles.  In fact, as Hispanics, blacks and Asian-Americans increasingly move into middle-class suburbs and prosperous neighborhoods, they’re more identified by their lifestyles and spending habits than by their ancestry.


Marketing experts have caught on to this and other dramatic changes in American life since 1990: record immigration, aging, suburban sprawl and rising numbers of singles, single parents and households without kids.


To reflect the demographic shifts, they’ve overhauled the catch labels they use to define the population clusters that retailers, advertisers and government agencies want to reach.


“The two great forces, aging and diversity, have rendered the traditional categories in many cases irrelevant,” says Robert Lang, director of the Metropolitan Institute at Virginia Tech….The research brain trusts are pinpointing who lives where; what they’re most likely to read, drive and eat; how many kids they have; and where they shop.  And they’re doing it with unprecedented precision.  They are going far beyond the characteristics of people in certain ZIP codes to details about people in specific neighborhoods—even individual households.

Haya El Nasser and Paul Overberg, “Old Labels Just Don’t Stick in 21st Century,” USA Today, December 17, 2003, p. 17A.  http://www.usatoday.com/news/nation/2003-12-16-who-we-are_x.htm

Marketing to Children

Kids Rule: Nickelodeon

and the Antiadult Bias

Juliet B. Schor

Juliet B. Schor, Professor of Sociology at Boston College, is a recognized expert on consumerism and an award-winning author of The Overworked American and The Overspent American. This selection is from Born to Buy (NY: Scribner, 2004): 51-55.
[A printed copy of this text will be provided.]
Mad Under the Hat & The Corporate Branding of Babies

MadHatterMommy

MadHatterMommy is a librarian and mother who created a blog titled “Under the Mad Hat” after her daughter was born in January 2005. She frequently writes posts as part of a series on consumer culture, especially marketing to children. Included here are two excerpts from her blog.  
_____________________________________________________________________________

Under the Mad Hat (BLOG) 

Having a kid has changed just about every thought I have and just about everything I do—not in an infantilized happy Mommy sort-of way but in a cranium-exploding in a million shards of light sort of way. 
Mad Hat Under the Hat
September 01, 2006  Posted by Mad Hatter at 11:31 PM
I should have known better. I should have told myself 100 times over that Miss M has enough clothes to see her through 'til the end of next summer and beyond. I should have reminded myself of the pride I took in getting all these clothes either on end-of-season sales over the past year or, better yet, at Frenchy's (our regional, used-clothing, bin-shopping extravaganza). I didn't tell myself these things, though. Instead I let myself be wooed by the fact that baby girl clothes are the most consumer-fetishizable commodity on the planet. They are funky yet cute. They come as complete outfits not as awkward coordinates. Most importantly, they speak to any woman's idealized notion of what it might mean to be freed from the shackles of age-appropriate fashion. Who wouldn't want to wear purple, jail-house striped rompers or sun dresses that are nothing more than orange, pink, and yellow explosions of happy? How about pastel (horizontal!) striped cardigans with matching toques, or smocked pinafores? And don't get me started on footed fleece pajamas.

$200 later, I had bought Miss M shitloads of clothes for no other reason than they were cute. Now I know for a fact that Miss M will look fabulous in everything I bought. Toddlers have a habit of looking adorable in gunny sacks. In fact, Miss M couldn't be cuter than when she is walking back and forth in the tub, buck naked, arranging her rubber ducks on the ledge just so. I didn't need to spend $200 on this stuff. I had enough clothes to allow me to do her laundry once a week (spaghetti dinners aside) for the remainder of the year. But I bought it. I bought in. I bought into the consumer frenzy that is North American capitalism. To wallow further in the mire, I will still need to spend money to cover my own hips this fall even though I have perfectly fine fall and winter clothes that are a size or two smaller hanging in my closet. 

But the real kicker? I am smarter than this. I know better than to get caught in this trap and still I get caught time and again because I have been bred into this culture of continuous desire. .  .  .

There are two brutish realities from this shopping spree for which I can't seem to forgive myself: 

1. It is highly likely that all these clothes, all the clothes Miss M has ever owned as a matter of fact, were made by children themselves. We have no real way of knowing and the designer brands are no better in their business practices than the cheap knockoffs. Ugh. 
2. I am setting the stage to perpetuate this kind of behaviour in my daughter and I really, really, really don't want to do this. I rationalize my own behaviour (at those times when I try to cut myself some slack) by thinking that I was raised poor; that I spent my childhood wanting and wanting and now that I have the middle class means of acquiring, I haven't figured out how to turn off the feelings of want. Miss M can have anything she wants--within reason. Will she escape this trap or will she see a mother who falls prey to such shallow indulgences and follow in her footsteps? Will she be just like me but only an unthinking version of my conspicuous consumer? Will she see my hypocrisy and try to find another path for herself? God, I hope so but I don't think she stands a chance in this world where dollar stores abound and any purchase no matter how extravagant is sanctioned by our society of entitlement. 

Wednesday, January 31, 2007   Posted by Mad Hatter 11:48 PM
Parenthood has forced me deeper into consumer culture than I have ever felt comfortable being.  The topic on my plate today:  The Corporate Branding of Babies.
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My Daughter's Toothbrushes
Last Christmas, I put a toothbrush in my daughter's stocking. It was an Oral B, Stage 1 toddler toothbrush in a lovely yellow and pink colour scheme. This was her first toothbrush. She was about to embark on an activity that she will perform daily for the rest of her life. In case you haven't noticed already, I'm really big on object symbolism, so this whole toothbrush-in-the-stocking ritual gave me no end of warm fuzzies.

Two months later when I returned to the toothbrush aisle to replace it, everything had changed. Oral B has signed a deal with Disney and all their toddler toothbrushes are now plastered with product placement: Baby Einstein on the brushes for the under 2's and Winnie the Pooh for the 2-4 yr-old set. Because nowhere else in town stocks any alternative to this product, I suck it up every 2-3 months and buy the bloody things. Each night, now, I have to repeatedly tell my daughter to stick the wretched thing back in her mouth and BRUSH HER TEETH WITH IT. As far as she is concerned, the toothbrush is nothing more than a toy. As far as Disney is concerned, it's nothing more than cheap advertising to its most valued demographic.

http://madhattermommy.blogspot.com 

Enlisting Trusted Organizations

The infiltration of advertising into children’s everyday lives has proceeded far faster and further than most adults are aware.  One indication of that progress is the extent to which trusted, mainline organizations have become partners with companies and agencies in attempts to market to children.  Beginning in 1995, the Girl Scouts began offering the “Fashion Adventure” experience with the Limited Too, the country’s largest girl-oriented retail chain.  Instead of camping out or learning about nature, the girls sign up for an overnight that begins at the mall.  They’re promised an experience emphasizing “smart shopping tips, personal money management and most of all, how to maximize your funds to have it all!”  The girls try on clothes and return home with a discount coupon.  Juliet B. Schor, Born to Buy. NY:Scribner, 2004: 83.
	 
	[image: image3.png]) Girlscouts, |







	
	
	

	
	
	


Limited Too - Fashion Experience
Monday, January 17 EVENT FULL
A fashion inspired introduction to the world of retailing. Take a tour of the whole store, front to back, and try on new fashions. Participants will receive a certificate of achievement for participation in GSUSA’s Fashion Adventure Program and a 15 percent discount card.
Who: Brownie, Junior Girl Scouts and Non-Girl Scouts
Place: Limited Too Department Store, Northtown Mall
Times: 3:00-4:30 p.m.& 5:00-6:30 p.m. EVENT FULL          http://www.gsiec.org/fashionexp.htm
________________________________________________________________
Nader, Commercial Alert Urge Girl Scouts to Drop Program That Promotes Shopping, Fashion




Commercial Alert is a non-profit organization established under section 501(c)(3) of the U.S. tax code. Our mission is to keep the commercial culture within its proper sphere, and to prevent it from exploiting children and subverting the higher values of family, community, environmental integrity and democracy.

November 16, 1998 

Ralph Nader deplored the way that the Girl Scouts of the USA is taking part in a nationwide project with Limited Too which fosters the obsession with looks, fashion and consumerism which are the source of so much emotional and financial pain. 

The “Fashion Adventure” project with Limited Too encourages girls to shop, try on clothes, and model them in front of others. Limited Too, with over 300 stores, is the largest retail clothing chain targeting young girls. Nader called on Girl Scouts National President Elinor Ferdon to stop the three year old “Fashion Adventure” project. 

“The Girl Scouts do not exist to deliver a captive group of impressionable girls to the corporate marketeers of the land,” Nader said. 

The Girl Scouts of the USA is the largest voluntary organization for girls in the world. According to the Girl Scouts, “The purpose of Girl Scouting is to inspire girls with the highest ideals of character, conduct, patriotism and service that they may become happy and resourceful citizens.” 

“We hope that the Girl Scouts will return to their purpose, and teach girls that they will be judged by their merit and skills, and that they’re much more important than what they buy or wear or how products make them look,” Nader said. 

“If the Girl Scouts were teaching how to deal with the manipulations of the commercial culture—the way it fosters obsessive body image for example—that would be one thing,” said Gary Ruskin, director of Commercial Alert. “But they aren’t arming girls against the wolves. They are delivering them to the wolves.” 

“Why is the Girl Scouts lending the legitimacy of its name to corporate selling campaigns?” Nader asked. 

Girl Scouts earn “G.S. Fashion Adventure” patches for participating in the program, which includes “learning how and where clothes are assembled, what the design process entails, and how retailing works,” according to the Girl Scouts. Girls are also given 15% discount coupons from Limited Too. 

Peggy Charren, founder of Action for Children’s Television, called the Fashion Adventure program “nauseating” and a “pure and simple sales pitch under the auspices of the Girl Scouts” in an August 17 Wall Street Journal article. According to the article, the Girl Scouts do not profit from marketing tie-ins. 

The Wall Street Journal reported on how the Fashion Adventure program affected one parent and her daughter. “Just what the girls learn in the program surprised Laura Neal. Earlier in the year, her eight-year-old daughter, Ellen, participated in the Fashion Adventure Program in Decatur, Ga. The next day, Ms. Neal found herself accompanying her daughter to the store, discount coupon in hand. Ellen went straight to the ‘real short shorts’ and a ‘risque’ sheer blouse that she had tried on during the program, Ms. Neal says. While Ms. Neal approves of the informational part of the patch, she is also wary of the sudden change in her daughter. ‘She wasn’t interested in clothes before,’ Ms. Neal says. ‘I saw a flash before me of what it was going to be like as a teenager, and it scared me.’” 

Commercial Alert is a new project to help parents, children, and communities defend themselves against harmful, immoral or intrusive advertising and marketing, and the excesses of commercialism. 

Commercial Alert’s web address is http://www.commercialalert.org. 

Engagement Marketing
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BU senior Trevor Guthrie made his pitch for Microsoft to fellow students. (Suzanne Kreiter/ Globe Staff) 



Peer-to-Peer Marketing: Building a Buzz on Campus

Companies Enlist Students to Pitch Products to Their Peers

Sarah Schweitzer, Globe Staff

The Boston Globe

October 24, 2005

During lunch at Boston University, five girls ogled a 6-foot-7 blond senior with a winning smile and high cool-quotient as he approached their table. He was cute, they agreed. But equally intriguing was his pitch.

''I heard this is amazing!" Pam Spuehler, a sophomore in general studies, said as she read a postcard touting the OneNote software program that Cody Gossett had handed her.

''It is," Gossett said. ''You should check it out!"

''I will!" Spuehler said, adding as she eyed the phrase ''Save Trees. Use OneNote" on his chest, ''How do I get one of those T-shirts?"

The exchange was a corporate marketer's dream -- and one, in this case, come true for Microsoft, which hired Gossett to peddle its notes-organizing software on campus. Microsoft is among a growing number of companies seeking to reach the elusive but critical college market by hiring students to be ambassadors -- or, in more traditional terms, door-to-door salesmen.

In an age when the college demographic is no longer easily reached via television, radio, or newspapers -- as TiVo, satellite radio, iPods, and the Internet crowd out the traditional advertising venues -- a microindustry of campus marketing has emerged. Niche firms have sprung to act as recruiters of students, who then market products on campus for companies such as Microsoft, JetBlue Airways, The Cartoon Network, and Victoria's Secret.

''There is a paradigm shift in the way that corporations are marketing to college students," said Matt Britton, a managing partner of Mr. Youth, a New York-based firm that specializes in college student marketing. ''The student ambassador tactic embraces all the elements that corporations find most effective: It's peer-to-peer, it's word of mouth, it's flexible, and it breaks through the clutter of other media. For all that, it's growing very quickly."

By the estimate of leading youth marketing firms, tens of thousands of students work as campus ambassadors nationwide, with many in the college-rich Boston region.

The students selected tend to be campus leaders with large social networks that can be tapped for marketing. Good looks and charm tend to follow. Many are specially trained, sometimes at corporate headquarters, Gossett said, as in the case with Microsoft. They are expected to devote about 10 to 15 hours a week talking up the products to friends, securing corporate sponsorship of campus events, and lobbying student newspaper reporters to mention products in articles. They also must plaster bulletin boards with posters and chalk sidewalks -- tactics known as ''guerilla marketing," which, marketing firms acknowledge, intentionally skirt the boundaries of campus rules.

Students are compensated with the products they hawk, and some are paid a small stipend. The bigger attraction appears to be the resume-worthy experience and a possible inside track for a job with a company after graduation. The companies generally track the work through self-reporting: Mr. Youth maintains an online portal where students log their numbers of fliers posted, e-mail addresses collected, and the like. Microsoft, Gossett said, monitors the work by counting the number of student downloads by school.Continued...
Colleges and universities say they have little say over student marketers on campus and are often unaware they exist. While many schools bar companies from setting up shop or sending nonstudent representatives to approach students on campus property, administrators say many campus spaces are difficult to restrict to students.

''We are not in a position to tell people that they can't talk to people," said Bruce Reitman, dean of student affairs at Tufts University.

College students have long been prime targets of corporate marketing because as they shop for themselves for the first time, they are poised to form brand loyalties. But the push to reach them is even greater now as their monetary clout has grown along with their numbers.

The college market accounted for $231 billion in consumer spending last school year, according to a study by Harris Interactive for Alloy Media + Marketing, a New York firm that is the leading supplier of campus ambassadors. The same study noted that there were more college students than ever -- 16.5 million -- creating the largest college population in the nation's history.

College students are, however, a tough crowd for marketers. Wired as the generation may be, its members not only tend to ignore traditional media -- television, radio, and newspapers -- but, studies show, they are no more likely to click open an Internet ad than older adults are. They do, however, listen to one another.

Gary Colen, an executive vice president of marketing at Alloy, said telecommunication companies were early users of campus ambassadors, but, increasingly, retail and consumer goods firms are relying on them to counter the cacophony of corporate messages.

The method is a blend of other emerging tactics: buzz marketing, in which people talk up a product to friends and family without necessarily revealing corporate representation; and street teams, young people who hand out stickers, fliers, and products.

But the use of campus ambassadors differs, specialists say, in that it is not cold-call salesmanship, used by street groups, and it is more forthcoming than buzz marketing. Campus ambassadors generally are not required to state their corporate affiliation, but most companies instruct them not to try to obscure it.

At BU, Gossett, 22, and his co-worker, Trevor Guthrie, 21, also a senior majoring in advertising, did not announce their corporate ties -- allowing their logo-bearing T-shirts to do the work. Students they approached said, in interviews after listening to the pitch, they did not understand the students' relationship with Microsoft, but that it mattered little.

''I probably listened to Trevor more because he's a friend," said Kelsey Henager, a sophomore studying public relations. ''Students come from your level, and you don't feel like they are just pushing a product on you -- it's more like they're sharing their opinion."

Youth marketing firms say that sentiment is echoed in their research, which indicates that students have a growing mistrust of corporate messages -- both because of the number of them and the recent string of corporate scandals. Student ambassadors also have the power to connect companies with the zeitgeist of a student body, which can differ from campus to campus.

''MIT kids understand MIT kids, BU kids understand BU kids, and Tufts kids understand Tufts kids," said Josh Velasquez, an MIT senior who is working as a campus representative for JetBlue this semester.

So how do you pitch to an MIT student? ''Bullet points. Numerical lists," Velasquez said. ''If it's too arty, people will overlook. Color is good, but not too much."

Velasquez, who heard about the JetBlue job though the career services center at the Sloan School of Management, said his marketing methods have focused on filling campus bulletin boards with company posters, placing flight schedule booklets on computer consoles at the campus computing center, and securing corporate sponsorship of MIT's fall festival. The website for the festival now includes the JetBlue logo.

Velasquez said he is continually brainstorming new ways of getting his message out. His latest: preprinted Post-it notes, the better for sticking to computing center monitors.

''We're supposed to break the rules a little bit," he said. ''Traditional media doesn't work, so you have to go out and be creative."[image: image6.png]
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Carmakers Market on a Personal Level
Car companies are looking for something different from a 30-second TV ad. 

Los Angeles Times 

Saturday, June 23, 2007

Los Angeles—Would you buy a Honda just because some guy with a Honda logo on his shirt helped unload your grocery cart? 

Honda figures you might. For five months, area dealers have been dispatching blue-shirted crew members to pump gas at service stations, pass out popcorn at movie theaters and offer aid in supermarket parking lots. One Saturday in Pasadena, Calif., every parking meter on Colorado Boulevard was plugged and covered with a "Helpful Honda" hood that said, "It's On Us." 

You might think it would be futile to squeegee a windshield for someone who isn't even thinking about buying a car, but research shows that the kinds of stunts Honda is pulling can work. 

"Personal touch is a very powerful way of creating a brand message," said Kelly O'Keefe, executive education director at the Virginia Commonwealth University Ad Center. 

A lot of car companies are resorting to what's known as engagement marketing: throwing parties and sponsoring concert series and wine tastings, often without an automotive vehicle in sight. 

The Southern California Honda Dealers' campaign, created by Secret Weapon Marketing of Santa Monica, Calif., is paired with television spots that show the incredible lengths to which dealers will go to lend customers a hand, in one instance by donating a kidney. 

"The strategy is to bring the campaign to life on a personal level with people," said Dick Sittig, Secret Weapon's creative director. "Maybe they'll think, 'What has my car company done for me lately?'" 

Pioneering the strategy [image: image10.png]



Toyota Motor Corp.'s Scion brand pioneered auto engagement marketing in 2003 by sponsoring Scion Metro concerts, headlined by such hip-hop artists as the Wu-Tang Clan and Little Brother. The idea was to introduce Scion, a new brand, to young consumers. Jeri Yoshizu, Scion's sales promotion manager, said it succeeded: The Scion has proved popular with buyers younger than 35, and sales were up 11 percent last year from 2005. 

Toyota has taken the lessons learned from the Scion campaign and applied it to other brands. To promote the Yaris, it kicked off the "Free Yr Radio" campaign in April, sponsoring indie bands that play in Urban Outfitters stores. The concerts are advertised via e-mails that only briefly mention the Yaris. Toyota's Lexus brand sponsors wine tastings and cocktail parties that are targeted at a more upscale audience. 

"There's a dialogue that needs to happen beyond the limitations of the 30-second spot and the Web page," said Bruce McDermott, head of Saatchi & Saatchi's Brand Integration Group in Torrance, Calif., which works for Toyota. 

The auto industry has embraced engagement marketing because many TV commercials for cars, and cars themselves, are so similar, said Eli Portnoy, the Los Angeles-based founder of Portnoy Group, a brand consultancy. "In automotive advertising, you can take the nameplates off, and a lot of it is the same."  Saturday, June 23, 2007 

Car companies are looking for something different from a 30-second TV ad. 

LOS ANGELES TIMES 

LOS ANGELES — Would you buy a Honda just because some guy with a Honda logo on his shirt helped unload your grocery cart? 

Honda figures you might. For five months, area dealers have been dispatching blue-shirted crew members to pump gas at service stations, pass out popcorn at movie theaters and offer aid in supermarket parking lots. One Saturday in Pasadena, Calif., every parking meter on Colorado Boulevard was plugged and covered with a "Helpful Honda" hood that said, "It's On Us." 

You might think it would be futile to squeegee a windshield for someone who isn't even thinking about buying a car, but research shows that the kinds of stunts Honda is pulling can work. 

"Personal touch is a very powerful way of creating a brand message," said Kelly O'Keefe, executive education director at the Virginia Commonwealth University Ad Center. 

A lot of car companies are resorting to what's known as engagement marketing: throwing parties and sponsoring concert series and wine tastings, often without an automotive vehicle in sight. 

The Southern California Honda Dealers' campaign, created by Secret Weapon Marketing of Santa Monica, Calif., is paired with television spots that show the incredible lengths to which dealers will go to lend customers a hand, in one instance by donating a kidney. 

"The strategy is to bring the campaign to life on a personal level with people," said Dick Sittig, Secret Weapon's creative director. "Maybe they'll think, 'What has my car company done for me lately?'" 

Pioneering the strategy 

Toyota Motor Corp.'s Scion brand pioneered auto engagement marketing in 2003 by sponsoring Scion Metro concerts, headlined by such hip-hop artists as the Wu-Tang Clan and Little Brother. The idea was to introduce Scion, a new brand, to young consumers. Jeri Yoshizu, Scion's sales promotion manager, said it succeeded: The Scion has proved popular with buyers younger than 35, and sales were up 11 percent last year from 2005. 

Toyota has taken the lessons learned from the Scion campaign and applied it to other brands. To promote the Yaris, it kicked off the "Free Yr Radio" campaign in April, sponsoring indie bands that play in Urban Outfitters stores. The concerts are advertised via e-mails that only briefly mention the Yaris. Toyota's Lexus brand sponsors wine tastings and cocktail parties that are targeted at a more upscale audience. 

"There's a dialogue that needs to happen beyond the limitations of the 30-second spot and the Web page," said Bruce McDermott, head of Saatchi & Saatchi's Brand Integration Group in Torrance, Calif., which works for Toyota. 

The auto industry has embraced engagement marketing because many TV commercials for cars, and cars themselves, are so similar, said Eli Portnoy, the Los Angeles-based founder of Portnoy Group, a brand consultancy. "In automotive advertising, you can take the nameplates off, and a lot of it is the same."

Saturday, June 23, 2007
Would you buy a Honda just because some guy with a Honda logo on his shirt helped unload your grocery cart? Honda... 

http://www.vindy.com/content/business_tech/325143191223312.php
The Many Lessons of Scion
Friday, November 10th, 2006 
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Brand: Scion (Toyota)
Execution: TV, In-Theater, Viral, Web
Target: Young, Hip & Driving
Rating: *****
Reviewer: David
Description:
Scion is an automotive brand of Toyota which has used innovative marketing techniques including viral, experiential, event marketing and branded entertainment (Scion has a record label and ‘Scion Release’ - a clothing line’).
Posted in Toyota, Scion, Press
______________________________________________________________________

Post subject: Scion's Jeri Yoshizu on Use of Hip Hop
Posted: 12/13/05 12:28AM    
An Interview with Jeri Yosbizu, who runs lifestyle marketing for Toyota’s Scion
BallerStatus.net: What made you decide to use hip-hop so extensively in your approach? 

Jeri Yoshizu: Before we launched Scion, we had to extensively study the market for a product launch. When you're putting a company together, you have a business plan, and part of that was product positioning. What we found through our research was the common thread amongst a certain mindset is music….
As we were doing more research -- this is before we had any product out -- we started to kind of get into more pinpointing what other corporations were doing, what we were doing, and how we were going to carve our face. One of our objectives as a brand is the diversity factor. Toyota does well with a certain age group, they do very well with females, and they do very well with a certain ethnicity. One of our objectives is that we have a very diverse crowd -- we have to hit the Hispanic market, we need to hit the Asian market, etc. We decided that if we were going to be addressing music, hip-hop was the thread that had the most diverse breakout. We learned that not because we got a report telling us that, but we were attending events that were hip-hop related. Like the DUB car show, we would go there and it was 70% Hispanic, they had a hip-hop lineup, etc. We started to formulate, if we're going to go after a diverse male market, then hip-hop is what's going to happen.
Original Story: 
http://www.ballerstatus.net/print/89379960.html 
The “Starbucks Experience”: An Organic Approach to Image Building

Starbucks seems “to understand brand names at a level even deeper than Madison Avenue, incorporating marketing into every fiber of its corporate concept—from the chain’s strategic association with books, blues and jazz to its Euro-latte lingo….
The people who line up for Starbucks, writes CEO Howard Shultz, aren’t just there for the coffee.  “It’s the romance of the coffee experience, the feeling of warmth and community people get in Starbucks stores....The old paradigm had it that all marketing was selling a product.  In the new model, however, the product always takes a back seat to the real product, the brand, and the selling of the brand acquired an extra component that can only be described as spiritual.  Advertising is about hawking product.  Branding, in its truest and most advanced incarnations, is about corporate transcendence. (NO LOGO, Naomi Klein, NY: Picador, 1999: 20, 21).



Hear Music (Starbucks’new record label)
Starbucks Gears Up For Paul McCartney's New Album

LOS ANGELES (May 31, 2007) -- Coffee loving Paul McCartney fans are in for a treat. On June 5th, the day the former Beatle releases his latest solo album “Memory Almost Full,” Starbucks will be playing the record all day long.

http://www.accesshollywood.com/news/ah5563.shtml
Starbucks described this experience as “a global listening event.”  The album played in more than 10,000 Starbucks stores in 29 countries. Based on its high-volume traffic - some 44 million customers a week - about 6 million people heard this music that day.  Starbucks—a global community?
Cause-Related Marketing (CRM)

Cause-Related Marketing: Why Social Change and Corporate Profits Don’t Mix
Inger Stole

Center for Media & Democracy
July 14, 2006

Inger Stole is a board member of the Center for Media and Democracy, an Assistant Professor at the Institute of Communications Research at the University of Illinois at Urbana-Champaign, and the author of Advertising on Trial: Consumer Activism and Corporate Public Relations in the 1930s.  An educational blog she posted about her reading of corporate cause-related marketing follows along with two examples.
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	Home » blogs » Inger Stole's blog
"Cause-Related Marketing": Why Social Change and Corporate Profits Don’t Mix

Submitted by Inger Stole on Fri, 07/14/2006 - 15:32.
Topics: corporate social responsibility | marketing | public relations




In the 1980s, a new form of marketing was born: Cause-Related Marketing (CRM), a hybrid of product advertising and corporate public relations. CRM aims to link corporate identities with nonprofit organizations and good causes. As a tax-deductible expense for business, this form of brand leveraging seeks to connect with the consuming public beyond the traditional point of purchase and to form long-lasting and emotional ties with consumers. However, what might seem like a fair exchange between corporations in search of goodwill and non-profits in search of funds also raises a range of troubling social, political and ethical questions.

CRM is, first and foremost, a market-driven system. Therefore, a non-profit organization’s chance of obtaining CRM funding hinges on its ability to complement sales messages. However, it is often the case that vital social issues are only -- or are best -- addressed by “edgy” groups or by using controversial tactics. For example, in 1983 American Express might have saved lives by highlighting HIV/AIDS, then considered a taboo subject because of its association with homosexual lifestyles. Instead, the credit card raised funds to restore the Statue of Liberty and Ellis Island. Today, companies “fight” breast cancer by selling pink ribbon pins, teddy bears or yoghurt, and donating some of the proceeds to research efforts. Imagine the impact if the companies instead, or in addition, advocated for a more equitable healthcare system. After all, inadequate health insurance keeps many women from detecting breast cancer in its early, and most curable, stage.

Markets Without a Cause

There are six main types of CRM arrangements. The first four relate to standard corporate practices. These are: advertising, where a business aligns itself with a particular cause and uses ads to communicate the cause’s message; public relations, where a business calls press and public attention to a strategic partnership between itself and a non-profit group; sponsorship, where a business helps fund a particular program or event; licensing, where a business pays to use a charity logo on its products or services; and direct marketing, where both a business and a non-profit raise funds and promote brand awareness.

A fifth type of CRM is facilitated giving, where a business facilitates customer donations to the charity ... or to themselves! The ongoing effort by Ameren, an Illinois energy supplier, is a good example. In their monthly bills, Ameren customers receive a plea for donations to the corporation’s “Warm Neighbor” program, a fund established to help Ameren customers who are unable to pay their utility bills and/or weatherize their homes. While the energy supplier contributes an unspecified amount, the program relies on the generosity of Ameren customers. Lost -- or deliberately obscured -- is the fact that customers are helping other customers settle their debts to Ameren. Other utility companies use the same strategy. A few years ago, the telecom company then known as SBC Ameritech launched its “Bridge the Digital Divide” program, to provide people with basic computer knowledge using the same collection strategies.

The sixth and most widely used CRM practice is purchase-triggered donations. This is where a company pledges to contribute a percentage or set amount of a product’s price to a charitable cause or organizations. The American Express campaign to restore the Statue of Liberty, mentioned above, is credited as the blueprint. The company promised to contribute one cent for every card transaction and $1 for every new card issued during the last quarter of 1983. American Express not only collected $1.7 million for the restoration effort – there was a 28 percent increase in use of their credit cards, not to mention massive press coverage and free publicity. These results were not lost on other businesses. Between 1990 and 1999, American companies spent increasing amounts on CRM; the total annual sum has now passed the one billion dollar mark.

Sit Down, You’re Rocking the Boat!

Frequent benefactors of CRM campaigns, due to their largely non-controversial nature, are educational programs. Among the early and well-known national CRM efforts was Visa’s 1997 “Read a Story” campaign, where Visa pledged a donation to a group called “Reading Is Fundamental” for each cardholder transaction. Today, CRM efforts involving the educational arena have become more elaborate. Take, for example, Upromise, a program involving major companies like Exxon Mobil, Coca Cola, McDonald’s and New York Life Insurance. Each time a parent, grandparent or other caring adult patronizes one of the over 20,000 grocery or drug stores, more than 40,000 retail stores and services, more than 8,000 restaurants and over 350 online retailers affiliated with the program, rents a car from Avis, or buys or sells a home with an affiliated real estate company, he or she can request that a portion of the amount be deposited in a college savings account established in a child or grandchild’s name. The size of the contributions varies. While a few participants pledge as much as 10 percent of the purchasing price, most donate one percent. Thus, in order to earn $1,000 for college, relatives and friends must purchase $100,000 of goods and services, while providing the participating companies with a great deal of valuable demographic information.

Founded in 1982 to “eradicate breast cancer as a life-threatening disease.” the Susan G. Komen Foundation has become one of the most visible fund raising organizations for cancer research, as well as a favorite CRM charity. Its annual “Race for the Cure” is the largest ongoing sports/fund-raising event in the country. More than most non-profits, the Komen Foundation is actively involved in marketing its event to companies in search of CRM ventures. In 2006, some twenty large companies, including Kellogg’s, Yoplait yoghurt, Pier 1 Imports, Re/Max Real Estate, and American Airlines were members of Komen’s Million Dollar Council. In addition to paying a million dollars for the right to serve as official sponsors of the annual race, each company has separate CRM efforts that showcase their connections to the cause. Yoplait, for example, has pledged to donate 10 cents for each of the first 30 million yoghurt lids it receives from customers to the Komen Foundation. Not to be outdone, Kellogg’s promises to send a pink ribbon heart pin to every customer who donates five dollars to the Komen Foundation and mails proof of the contribution along with two purchase labels from specially-marked cereal boxes.

Also partnering with Komen is BMW. The automaker has developed an elaborate scheme to benefit the Susan B. Komen Foundation -- and possibly itself. As part of a campaign called “Ultimate Drive,” BMW promises to donate one dollar for each mile of test driving during a particular period, and to donate a percentage from the sale of its “Pink Ribbon Collection” of watches, T-shirts and notebooks to the Susan G. Komen Breast Cancer Foundation. For anyone doubting the marketing power of breast cancer awareness, I recommend a trip to any department store during October, “the official Breast Cancer Awareness month.” The sheer number of manufactures who adorn their products with pink ribbons and offer to donate a share of their sales to the cause is overwhelming.

The Changing Face of CRM

Sometimes a company deliberately ties its identity so closely with its CRM efforts that it, by design or pure coincidence, appears to be a non-profit outfit itself. Working Assets, a for-profit company headquartered in San Francisco, is one example. As a self-described “socially responsible long distance telephone and credit card company,” Working Assets donates one percent of customers’ telephone charges and 10 cents for each credit card transaction it processes to nonprofit organizations working for peace, human rights, economic justice, or the environment. An annual ballot listing participating organizations is sent to Working Assets customers, to determine how the unrestricted general-support grants are allocated. During its first year in 1986, Working Assets donated $32,000 to non-profit organizations. In 1997, donations totaled nearly $3 million; by 2005 some $4 million was donated. Today, the company claims to have donated a total of $50 million to various causes through its CRM efforts.

As new technologies emerge, CRM efforts follow. One example is the “giving malls” that have sprung up on the Internet. Since 1997, iGive.com has offered customers the opportunity to shop from over 400 affiliated merchants and to direct up to 39 percent of every purchase (although the typical donation is three percent) to more than 18,000 nonprofits, often local chapters of large national non-profit organizations. The chance to be associated with a good cause is not lost on retail giants like Amanzon.com, L.L Bean, Barnes & Noble, Office Max, eBay and Dell. During its nine years in existence, iGive.com has helped distribute nearly two million dollars to a total of 30,000 charitable causes.

Looking a Gift Horse in the Mouth

At first glance, CRM appears to be a win-win situation. Charities get needed funds, while businesses get to bask in the glory of others’ good deeds. Judging by its popularity, business has clearly embraced the CRM concept and few non-profit organizations are turning the private sector away.

However, this does not mean that merging marketing and social causes is without problems. Although CRM may do a wonderful job in collecting funds for affiliated charities, it should not be forgotten that social causes, in desperate need of funding, may venture into partnerships that are far from equal. Sometimes, CRM partnerships hold the potential of harming more than helping non-profits. 

The botched pact between the American Medical Association (AMA) and Sunbeam Corporation serves as a cautionary example. In the summer of 1997, the AMA agreed to endorse nine products in Sunbeam’s “Health at Home” line, including blood-pressure monitors and thermometers. In return, Sunbeam would pay a percentage of sales to the AMA in the form of "royalties,” to be used for the AMA’s research and education programs. For Sunbeam, the AMA seal of approval would provide a competitive advantage that could significantly boost sales.

But there was an immediate outcry both from consumer groups and medical professionals. The former questioned whether the AMA would evaluate honestly the efficacy of products. They were also uncomfortable with the organization encouraging consumers to buy products that might be more costly, but not necessarily better, than competitive products. Moreover, the ordinary consumer might see the AMA name on a product and think that Sunbeam was a philanthropic donor to the AMA, instead of a participant in a marketing deal. Others suggested that the AMA would be violating its own code of ethics by, in effect, recommending a product in which it had a financial interest.

Days after the deal was announced, the chair of AMA’s board of trustees revoked it, on grounds that it lacked board approval. Sunbeam’s chair responded by suing the AMA for breach of contract and the AMA ended paying Sunbeam $9.9 million for breach-of-contract suit.

“Good” Business As Usual

Because CRM is driven by the need to increase a businesses’ return on its investment, causes are selected not on the basis of the potential good that can be achieved but, rather, on the free publicity and increased sales a particular affiliation might bring to the business. Non-profits that do not fit a corporate profile or appeal to the customer group that businesses want to reach are ignored, even if they do vital work, while groups that provide good marketing vehicles receive a disproportional amount of interest. Working Assets is the exception that proves the rule.

In addition, CRM alliances with larger non-profits may bring so much free publicity and so many public relations opportunities that the business involved saves on advertising and promotional expenses. The business may also gain access to the non-profit’s clientele, staff, trustees, and donors, all of whom are potential customers. Such access makes non-profits with large memberships especially attractive to many companies.

Indeed, the commercial imperative behind CRM is well known in marketing circles. In February 2006, the Luxury Institute, a research group claiming to represent “the sole independent voice of the wealthy consumer,” surveyed households with over $5 million in personal wealth and $200,000 in annual income to determine which non-profit organizations affluent people liked. Habitat for Humanity, America’s Second Harvest and St Jude’s Hospital topped the list followed by many health- and research-related charities.

Generally, there is a tendency for business to focus on symptoms, as opposed to core problems. For example, while illiteracy is a frequent CRM cause, the more fundamental issues of poorly-funded schools or growing economic inequality are not. Likewise, while many businesses eagerly solicit funds for breast cancer research, they ignore links between certain industry practices and cancer and rarely, if ever, focus on the lack of affordable and adequate healthcare for women. In many instances, CRM may fairly be seen as a clever ploy to mask problems that the very same corporate forces are directly or indirectly responsible for. “As companies appear to fill the gaps they have helped create,” wrote columnist George Monbiot, “they can present themselves as indispensable vehicles for social provision, enabling them to argue for a further reduction in state services.”

By transforming generosity, compassions and charitable inclinations into a well-functioning branding strategy, companies have arrived at a very successful formula. Viewed from the public perspective, however, the future is far from silver lined. What will be the ultimate outcome turning the non-profit sector into a marketing tool for business? Non-profits have traditionally served the needs of people unable to obtain goods, services, and political redress. In a worst-case scenario, money-starved non-profits might change their approaches and services rendered to become more attractive CRM partners. Instead of risking such compromise, business should pay their fair share of taxes. Then, education, health care, research and other social priorities could receive greater funding, with no strings attached. But don’t expect that to happen any time soon. Right now, business is having its cake and eating it too.
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CRM
Submitted by dickson on Sat, 08/26/2006 - 18:04.

Loved your blog about cause related marketing. I came acrossed it while doing research for a paper on crm
strategies. CRM sounded great until I came across the site for a company called endangered species chocolate (www.chocolatebar.com) It took me about 10 minutes to realize it is a for profit company. Kind of creepy.

As Inger Stole points out, “Sometimes a company ties its identity so closely with its CRM efforts that it, by design or pure coincidence, appears to be a non-profit outfit itself.” Working Assets, a for-profit company that describes itself as a “socially responsible long distance telephone and credit card company” is one example.

Want a better world? It’s your call.  Help save rainforests, defend reproductive freedom and house the homeless while you save money on long distance calls.”  Working Assets Promotion Brochure
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Sign up for Working Assets Long Distance, and every time you make a call, you make a contribution. That’s because we donate 1% of your charges (at no cost to you) to nonprofit groups working for a better world. Since 1985 we’ve raised over $50 million for groups working for peace, human rights, economic justice and a clean environment.
To start supporting causes you care about, click here.
Groups funded in 2007 include:
· Planned Parenthood
· Rainforest Action Network
· Human Rights Watch
· New Voters Project 

· American Civil Liberties Union 

· Childre
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WORKING ASSETS
MISSION, DONATIONS AND ACTIVISM 
MISSION 
Working Assets was established in 1985 to help busy people make a difference in the world through everyday activities like talking on the phone. Every time a customer uses one of Working Assets' donation-linked services (Long Distance, Wireless and Credit Card), the company donates a portion of the charges to nonprofit groups working to build a world that is more just, humane, and environmentally sustainable. To date, over $50 million has been raised for progressive causes. 

The company also serves as a strong political force, dedicated to giving its customers the opportunity to speak out on critical public issues through its Web site and monthly phone bill. 

DONATIONS 
Since 1985, Working Assets has generated over $50 million for progressive nonprofits, including Greenpeace, Doctors Without Borders, Planned Parenthood, Amnesty International and Project Vote, among many others. 

Every year, a percentage of Working Assets' revenue is placed in a donations pool for annual distribution. Donations come from the top line (sales), not bottom-line (profits), therefore donations are made whether or not Working Assets makes a profit. 

Customers can nominate nonprofit groups to receive funding each year. After a Working Assets project team evaluates the effectiveness of the hundreds of nominees, Working Assets employees and board of directors select 40 to 50 groups for the annual donations ballot. At the end of the year, customers vote on how to distribute the donations among the groups. 

Customers can voluntarily "round up" their monthly long distance bills, donating the tax-deductible extra amount to Working Assets' general funding program. Working Assets also makes special appeals for round-ups, addressing immediate needs like emergency relief efforts. 

ACTIVISM 
In 1991 Working Assets created the Citizen Action program to provide customers with timely information and easy ways to speak out on important issues. Each month the company highlights two crucial national issues and five state issues (California, New York, Massachusetts, Oregon and Washington) under debate, explaining what's at stake and whom to contact. The company includes action alerts in its monthly phone bill. Working Assets customers can call the targeted decision-maker free of charge every day of the week, or have a low-cost, well-argued advocacy letter sent on their behalf. ActForChange.com users can take action online free of charge, about urgent issues of the day ranging from U.S. politics to environmental issues. 

In 2006 alone, Working Assets customers generated nearly four million calls, letters and e-mails to Congress, the White House and corporate leaders on issues of critical public concern. 

Created in 1995, Working Assets' Flash Activist Network (FAN) is a rapid response program designed to give customers a chance to speak out on fast-moving issues before all is said and done. Throughout the year FAN monitors critical events as they unfold and notifies members by phone, fax or e-mail when it's time for action. Members can call a toll-free number for details on the issues at hand, then be transferred directly to the targeted decision-maker, or send a personalized fax. For a low monthly fee, FAN members can influence public policy before it's too late. 

VICTORIES 
Working Assets is one of the most powerful progressive citizen-action groups in the nation. Each month, Working Assets customers generate approximately 80,000 calls and letters on important issues of public concern. Some recent political victories include: protecting the Arctic National Wildlife Refuge from oil drilling; fighting political corruption, staving off plans to dump the Endangered Species Act and saving Social Security. 

http://workingassets.com                        

Note: Printed copies of “Walking the Walk,” Timberland’s ‘Plant One on Us’ Promotion,” Wal-Mart’s Earth-Friendly Campaign Ad and GAP: DO THE (RED) THING (CRM ad) will be provided.
Wal-Mart's Green Goal             
Jack Uldrich, April 18, 2007 
The Motley Fool: Value Investing

http://www.fool.com/investing/value 

Want to be kind to the planet and your portfolio at the same time? The Fool shows you how in our special series on Earth-friendly investing. 

This past fall, Wal-Mart (NYSE: WMT) CEO Lee Scott announced a formal long-term goal to run his company on 100% renewable energy and produce zero waste. Needless to say, environmentalists were skeptical.

Many cried foul, charging that Wal-Mart was just the latest large corporation to engage in a bit of "greenwashing." Critics pointed out that Wal-Mart would be adding 60 million new square feet of retail space in 2007, and that it had even hired a high-priced Washington, D.C., public relations firm to help "spin" the nifty, new green cloak it intended to wrap itself in.

Are the critics right? Could the plan backfire? And what should investors make of the company's new eco-friendly policies?

Kind words and window-dressing?
Scott kicked off the initiative by announcing that Wal-Mart would be investing $500 million annually in technologies that reduce greenhouse gas. He also reported that the company would be designing and opening a couple of new stores that would be as much as 30% more efficient and hinted that Wal-Mart intended to save $310 million a year by increasing the fuel efficiency of its trucking fleet by 25% over the coming years. For good measure, the company even lent its public support to caps on carbon emissions. (As I pointed out in this piece last week, a number of companies, including General Electric (NYSE: GE), DuPont (NYSE: DD), and Alcoa (NYSE: AA), have also now jumped on the cap-and-trade bandwagon.)

The critics applauded all these statements, but also demanded proof.

A small step and a bright idea
Now, it seems, evidence is beginning to materialize. Recently, the company received favorable press for putting in more north-facing windows and installing mirrors to track the sun. Both steps will reduce the need for electricity by making more use of natural sunlight. The company has also started using used motor oil from its tire and lube shop, as well as vegetable oil from its delis, to help heat some stores.

Such things help on the margin, but whether they constitute major environmental initiatives is a matter of legitimate debate.

It's harder to dismiss some of Wal-Mart's other environmental actions. Last fall, I noted that Wal-Mart was engaging in a massive educational campaign to entice its customers to buy more energy-efficient "spiral" light bulbs.

In part, the initiative was aimed at helping its customers save money. Although the bulbs are six times as expensive as regular incandescent bulbs, their superior energy efficiency pays for itself in less than six months. They also last 13 times longer, which means the savings continue for years.

In larger part, though, the company announced that as part of the initiative, it wanted to replace more than 100 million older incandescent bulbs in its own stores with the more efficient spirals this year. That's more than window-dressing -- it's a heady goal. Lighting is one of the biggest uses of electricity in this country, and if Wal-Mart's effort succeeds, fewer coal-burning plants will need to be built, and millions of tons more carbon dioxide won't be spewed into the atmosphere.

If that isn't being green, I don't know what is.

More than just packaging
Another Wal-Mart initiative that garnered less attention is its plan to reduce its shipping-container and product-wrapping costs by 5% by 2013. Again, this might not sound like much, but consider that the plan is expected to save Wal-Mart $3 billion and spare its 60,000-plus suppliers an additional $11 billion.

Already, Unilever (NYSE: UN) has created more concentrated detergents that can be packaged in smaller plastic bottles. Procter & Gamble (NYSE: PG) and PepsiCo (NYSE: PEP) are also endorsing the plan.

In more practical terms, this implies that both transportation costs and carbon emissions will be reduced, because there will be fewer, lighter packages to ship around. Reducing packaging will also reduce the need for landfill space. In total, it has been estimated that the initiative will reduce carbon dioxide emissions by 667,000 metric tons annually.

Brighter days ahead
But Wal-Mart's biggest environmental initiatives are still to come. Earlier this month, the retailing giant issued a request-for-proposal to install as much as 100 megawatts of solar power in select stores. That's 60 times more than Google's solar facility and 200 times the size of the 480-kilowatt facility Microsoft has installed at its California campus.

This solar initiative is bound to capture other retailers' attention; more than any other company in America, every action Wal-Mart takes is scrutinized by others for its impact on the bottom line.

And here's the kicker: With the possible exception of the light bulb initiative, every environmental project will also save Wal-Mart big money. Whether it's reusing old motor and vegetable oil, strong-arming suppliers to reduce packaging, or installing swaths of solar panels, Wal-Mart's new environmental campaign is much more than a slick PR campaign to make it appear greener.

The plan is based in the hard-headed understanding that wearing a green visor does not preclude a company from seeing the world through a green lens. The prospect of saving greenbacks while going green should leave Wal-Mart investors feeling good that the company is doing the right thing -- and profiting in the process.                                            This article was originally published on January 31, 2007. 
http://www.fool.com/investing/value/2007/04/18/wal-marts-green-goal.aspxBottom of Form
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“SO Much Depends on the Rap Cat”

Bryant Urstadt

New York magazine (32, 34)

July 16, 2007

So much depends on the Rap Cat, a stuffed animal purchased online for $17.99, dressed in an infant’s basketball jersey, and yanked with fishing line out the door of the Don Juan bodega on Forsyth and Broome Streets over and over again.  It was February when the film was shot, and crammed into the Don Juan were maybe twenty people from Amalgamated, the ad agency that had been working on Rap Cat for nearly a year.  All around them were writers and producers, cameramen and a puppeteer, and the woman who asks passersby to walk into traffic so Rap Cat can do his scene.

Since then, it’s been a Cinderella story for Rap Cat, and for little shops like Amalgamated.  Rap Cat is a genuine phenom, based on a simple joke: He’s a cat, he raps.  Born in a throwaway scene in a TV ad for Checkers, a drive-through fry-and-burger chain, Rap Cat took off when a user called grandefutbol24 posted the ad on YouTube.  It was a marketer’s dream, of course, spawning many thousands of voluntary viewings.  And then Rap Cat went “viral,” with all the agglomeration of style, form, meaning, and nonsense that has come to characterize an Internet movement.  Fans started making their own Rap Cat videos and posting pictures of themselves dancing like Rap Cat.  They uploaded videos of their own live cats rapping and filmed themselves calling up strangers and meow-rapping repeatedly and generally applied all the random intellect of the mass mind to the concept of a rapping cat.  Today’s project is the music video.  An album, ringtones, and merchandise are all in the works.

The shoot was a long dreary process of scooting Rap Cat out the door again and again, and the day went very late, buy it meant Amalgamated could try once again to demand the attention of users like sythblade22, psycotikbastard, and fishbuckethead.  And they succeeded.  Five months later, fishbuckethead is one of more than 838,654 users so far to visit YouTube and watch the video.  He added his thoughts, which read, “dgbgffjf gfgfgjgfgfddsdgfghhghgjglfglgf.”  It might be gibberish, or it might be an ironic comment on the literacy rates among rapping puppets.  Or add a few dollar signs and an exclamation point, and you have a pretty good description of advertising in general, as an industry gropes to figure out the collapse of one medium and the rise of the next.

*  *  *
Amalgamated worked with Deep Focus, another small agency, on their highest-profile campaign to date, for Court TV’s Parco, P.I. It started last summer with a billboard on Houston Street, one that read in block letters: 

Hi Steven, 
Do I have your attention now? 
I know all about her, you dirty, sneaky, immoral, unfaithful, poorly-endowed slimeball. Everything’s caught on tape. 
Your (soon-to-be-ex) Wife, Emily. 
P.S. I paid for this billboard from OUR joint bank account. 
Gawker and many New Yorkers and whoever else cared to check soon stumbled on a blog by “That Girl Emily,” which gathered a million hits in a few days. At Deep Focus, a copywriter spent weeks playing Emily, logging entries and answering e-mails. She crafted a love story that started months before the billboard went up and ended with “14 Days of Wrath,” an elaborately staged retribution that included a BMW spray-painted I HOPE IT WAS WORTH IT getting towed around New York, and an actress tossing “Steven” ’s belongings out of an SUV near Bryant Park. The events were filmed and slipped onto YouTube and posted under titles like “Angry Wife Rampage!” That one gathered 284,275 views. 

*  *  *

As for Rap Cat, his video went live on rap-cat.com in March, and Rosen says it’s been getting 30,000 hits a day. Rap Cat has thousands of friends on his MySpace page, and the fan club has been gaining about 500 new members daily. That’s in addition to the 800,000-plus viewings on YouTube.

The Rap Cat ringtone isn’t out yet, but Amalgamated is turning its attention to new campaigns, which include another Court TV promotion and an online global-warming initiative for Ben & Jerry’s. And Amalgamated continues to grow and field offers from conglomerates. “We’re talking with the landlord about taking over the sixth floor,” says Rosen. “And if we can’t do it, we may have to move again.” 

Rap Cat image   http://a6.vox.com/6a00c225214ecf8e1d00d09e593b0ebe2b-320pi
-------------------------------------------------------------------------------------------------------

RAP CAT


Submitted by Chris on Fri, 2007-05-25 10:41.
Has viral videos gone too far, btw this is stupidly funny.
you tube "rap cat" and u get more info on this campaign, its for a drive through fast food joint
believe it or not. the song is actualy quite catchy.

Ads of the World.com
--------------------------------------------------------------------------------------------------------

Off-screen Marketing of Software: ADOBE’s Off-the-Wall Campaign
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Pedestrians next to a wall will be able to manipulate a projected image, which demonstrates Adobe software.

Promotion Is Not Just Another Brick in the Wall 
Maria Aspan  
July 13, 2007

New York Times
ADOBE software is a well-established tool for anyone working, or even dabbling, in computer-based design. But in order to market its new Creative Suite 3 software package — which includes well-known design software like Photoshop and Illustrator — Adobe has temporarily abandoned the computer screen in favor of a busy Manhattan street.
Adobe will unveil an interactive wall of projected animation this morning in Union Square, along the 14th Street side of the Virgin Megastore. As pedestrians walk past the wall, infrared sensors will lock on to the person closest to the wall, who will then be able to control a projected slider button at the bottom of the wall. 
As the selected pedestrian continues walking and moves the slider along, the wall will start displaying colorful animation and playing music, effects that will grow or recede at the pace that the person advances or retreats. When each selected pedestrian reaches the end of the wall, his or her design will be in full blossom, above the campaign’s message: “Creative license: take as much as you want.”
The wall, which is 7 feet high and 15 feet wide, will be recreated in London in early August, at the Piccadilly Circus Virgin Megastore. Each will be there for a month.
The walls were conceived as part of an online marketing campaign that began last month after six months of development by Adobe and Goodby, Silverstein & Partners. The agency, which is part of the Omnicom Group, has worked with Adobe since 2001.
Adobe has already placed ads on the Web sites of publications like Wired, AdWeek and the e-mail newsletter Flavorpill to introduce the concept of the sliding bar that allows users to control how much — or how little — creativity they can unleash using Adobe products.

“The best way to experience this is through an interactive medium,” said Ann Lewnes, the senior vice president for corporate marketing and communications for Adobe. “You want to be able to engage your customers, and the campaign itself actually allows you to create your own engaging experience.”
The campaign is Adobe’s first major marketing effort under Ms. Lewnes, who joined the company in November after 20 years at Intel, where she oversaw the “Intel Inside” campaign. The amount spent on the “creative license” campaign was not disclosed, although Ms. Lewnes said that it was Adobe’s largest digital media effort.
Creative Suite 3, which has been released in stages over the last few months and constitutes Adobe’s largest product introduction, compiles stalwarts like Photoshop and Illustrator as well as programs that were inherited — like Dreamweaver and Flash — when Adobe purchased Macromedia. 
While graphic designers, Web developers and other creative professionals rely heavily on these products, many Adobe users are amateurs who use Photoshop to spruce up their Facebook photos, or Premier Express to edit their YouTube videos.
“Social networking has spawned a lot of people creating personal content,” said Ms. Lewnes. “We’re pretty high on user-generated content.”
That sort of content is the primary element of the campaign, which had to convey both the professional sophistication and amateur ease of Adobe’s software.
“There was an interesting problem here; because we’re at the highest level of creativity, we aspire to the very best, but you want to bring new people into the creative world,” said Rich Silverstein, co-chairman of Goodby, Silverstein. 
He pointed to the ubiquity of Photoshop as a sign of the company’s reach beyond the professionals who can spend up to $2,500 on some of the new Creative Suite 3 packages. “How do you launch a product where you don’t talk down to professionals but you allow people to come into the field? So we came up with the idea of the slider,” Mr. Silverstein said.
And, he added, an opportunity to develop a campaign for programs essential to his business was a rare challenge. 
The wall was created using Adobe tools, by Brand New School, a directing collective that designed the animation, and Obscura Digital, a San Francisco-based technology and video design agency which had previously worked with Goodby, Silverstein on campaigns for Saturn and Hewlett-Packard. 

While Obscura has created similar video projections in the past, this was its first foray into the uncontrolled environment of a busy street. The wall is intended to switch its attention, and control of the slider, to anyone who gets closest to it — but even the activity and movement of people in the background will affect some of the incidental animation.
The idea was to make the wall “a single and multiuser experience simultaneously,” said Travis Threlkel, creative director and co-founder of Obscura. He added that the finished product combined audience participation and “ideas about how people could interact with artwork in public spaces.” 
Lisa Bradner, a senior analyst at Forrester Research, said that interactive displays like the Adobe wall “have a great deal of value” if they generate interest. “If you look on the Web or in stores, what you see is marketers trying to create more immersive experiences,” she said, pointing to recent New York efforts like Procter & Gamble’s providing Charmin for the public restroom in Times Square.
But only if they immerse the right people. Ms. Lewnes said that Adobe never seriously considered placing the wall in Times Square, despite its greater human traffic, because that location would be less aimed toward the company’s audience. Union Square draws fewer tourists, but is closer to the concentration of graphic and Web designers who work downtown.
“The buzz we wanted to create among the target audience was the goal for us,” she said. “It was pretty important for us to get the right people, rather than more people.”
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Setting up shop in second life

Awaiting Real Sales From Virtual Shoppers 
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A Reebok store in the game Second Life, where avatars can design their shoes. 
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New York Times E-Commerce Report

June 11, 2007
THE seven million or so inhabitants of Second Life, the three-dimensional online world, have spent millions of dollars on digital makeovers, clothing and other goods and services for their avatars.
But will the game’s players buy anything for themselves?

Retailers and manufacturers like Reebok, Adidas, American Apparel and 1-800Flowers.com are setting up shop in Second Life, hoping that users will steer their avatars to these stores and buy goods to deliver to their real world addresses. So far, retailers say they have low expectations for their efforts, but some believe that the experiments could yield important lessons on how people might operate in the online realm.

“What we’re doing reminds me of the early days of the online world,” said Christopher G. McCann, president of 1-800-Flowers.com. “The first site we launched in 1995 was in 3-D, because I said people wouldn’t want just two-dimensional photos. Here we are, 12 years later, back into this virtual world.”

The company’s Second Life initiative, which rolled out last week, is in a brick greenhouse bearing the company logo. There, users may browse various plants and cut flowers, including a collection of “Happy Hour” bouquets arranged to resemble cocktails. Avatars may take a free floral arrangement, or users may also click from the game’s 1-800-Flowers.com store to the company’s Web site to buy one directly.

Mr. McCann said that he expected to distribute more virtual bouquets than real ones. “This is more about relationship building for us right now, and exposing our brand,” he said.

The opening of virtual stores in Second Life raises interesting questions as virtual worlds mesh elements of both e-commerce and bricks-and-mortar retailing. How, for instance, does a company market itself?

As with many companies that opened stores in Second Life, 1-800-Flowers.com contracted an outside vendor. That developer, This Second Marketing, which is based in San Francisco, created avatars wearing 1-800-Flowers.com T-shirts. The team trolled popular areas of Second Life handing out virtual fliers about the greenhouse.

The team interacted with about 1,600 people in 60 hours, according to Joni West, president of This Second Marketing. In the first three days the greenhouse was open, it had more than 900 visitors, she said.

Joseph Laszlo an analyst with the online consulting firm Jupiter Research, said that building a store on Second Life will not come easily to many online merchants. “You actually have to think more like a bricks-and-mortar retailer than a virtual retailer,” he said.

Mr. Laszlo said retailers must still consider such things as store layout, shelf space and ways to help users find an item.

Location can also matter, but not as much as in the physical world. Rather than walk aimlessly through Second Life, people tend to navigate the realm by searching for specific services or landmarks in the search box and transporting themselves directly there.

One of the more successful commercial applications within Second Life has been Reebok’s virtual store, where users may create custom versions of Reebok shoes for their avatars, and for themselves. 

According to Benjamin James, who leads the San Francisco office of Rivers Run Red, the agency that created Reebok’s Second Life store, the site distributed more than 27,000 pairs of digital shoes in its first 10 weeks. 

Mr. James said he did not know how many of those people clicked through to Reebok’s Web site to buy physical reproductions of their avatars’ shoes, but he said the effort, which began in October, was indeed helping to sell the real items. “This allowed people to get comfortable with their product in the virtual world,” he said.

Other Second Life retailers said they had not seen results in their stores. 

“I’m not really sold on it yet,” said Raz Schionning, who oversaw American Apparel’s entry into Second Life last year. Mr. Schionning said the store, allows people to buy digital versions of the company’s clothes, and also click over to AmericanApparel.net to buy the real items.

Mr. Schionning said he could not comment on the level of sales that have come from the company’s Second Life store, but he indicated that the numbers were quite small. 

“The user interface is not particularly intuitive,” he said. “It took me a while to figure out how to buy something.”

One problem with selling on Second Life, Mr. Schionning said, is that it is so new that retailers have not come to a consensus on how to do it. As a result, buyers are not sure how to approach a transaction. “We’ve all become accustomed to how an e-commerce site works,” he said, “but on Second Life, those conventions haven’t really been established.”

“It’s not unlike the way it was on the Web initially,” Mr. Schionning added. “So there might actually be an advantage to waiting and watching to see what happens.”

Either way, the sudden popularity of three-dimensional virtual spaces online suggests that consumers are ready for that sort of experience even if retailers are not. Mr. Schionning, for one, says they will have to be ready soon. 

“There’s a gap between the current online shopping experience and the next generation,” he said. “A virtual world can at least bring you closer to the store experience without actually bringing you there. I’m not convinced Second Life is that answer, but it is a step along the path.”

In the meantime, Linden Lab, the privately held San Francisco developer of Second Life, is enjoying the increased attention from businesses. 

The company does not earn a commission on sales made on the site, but it charges rent to developers who want to create customized spaces on the service. Companies can lease a 65,000-square-meter parcel for $200 a month. But to develop that land, businesses typically pay technology companies between $100,000 and $5 million, industry executives said.

According to Christopher Mahoney, Linden Lab’s business development manager, the company has in recent months experienced a spike in interest from software developers. Those developers, he predicted, will be able to deliver photo-realistic renderings of offline stores and merchandise in the next five years. 

“Imagine taking an avatar and walking around a house, painting the walls dynamically and furnishing it with products from Pottery Barn or Ikea,” he said. “There’ll be a point when a 3-D Internet solves problems in your real world.”

http://www.nytimes.com/2007/06/11/business/11ecom.html?ex=1183003200&en=f84c24a4e85b25ab&ei=5070
[Insert a related ad, image, or cartoon here.]
Futuristic Fantasy: Imagined Marketing Communications Technologies

James Fitchett, Marketing Communication edited by Allan J. Kimmel (NY: Oxford, 2005):46-47.

In our future hypothetical scenario, by the middle of the twenty-first century marketers will be able to collect personal identity information via retinal scanning as consumers wander through a shopping area.  It will then be possible to beam individually customized holographic advertisements directly into the consumers’ visual and aural vicinity.  It is worth noting that some of the technological advances necessary for these types of marketing communications techniques to be achieved are already being developed.  These include technological advances that allow the capture and storage of biometric data such as fingerprints and facial and retinal recognition, as well as positioning and targeting technologies for transmitting location –based services. 


As consumers pass a billboard for the new Lexus automobile, for example, it could ask whether they would like to schedule a test drive.  An insurance company could remind consumers that their car insurance is due for renewal as they pass by the broker’s office, describing enticing offers and discounts to encourage new policy sign-ups.  Consider walking down an aisle in a grocery store and having the packaging calling out to you.  Brands you had purchased previously could ask: ‘How did you like me?  Didn’t I tell you I could get your clothes whiter than white?  Now you’ve tried me once, why not have another pack, half price?’  Competitors’ brands might then begin calling out rival claims and making counteroffers.  Walking by the sodas the latest pop idol might step out from the display and seductively ask: ‘Why not try Pepsi for a change, I guarantee you’ll prefer the taste or your money back.’  At the confectionary stand cartoon characters from TV franchises might dance along with children while sensual voluptuous images promoting a new range of chocolate are targeted to parents.  Once could even envisage picking up a packet of cookies in one aisle only to be reminded in another aisle by a holographic celebrity dentist that you really should buy some extra dental care products if you intend to include that type of food in your diet.
Analyze

Based on the reading you have done, create an analytical framework for different kinds of marketing strategies.  

Reflect
The following began as a QuickWriting for a “How To…” writing assignment in a creative writing class.  This is the version published in a class anthology.

How to Get Yourself in Debt

Courtney Gaddis

It all starts when you turn eighteen.  The letters and postcards are sent to your house: “Pre-Approved. No Interest for 6 Months!”  And they are truly tempting.  But you still regard them as junk mail and throw them into your recycling bin sitting in your driveway, read to be taken to the curb.  And then you go into one of your favorite clothing stores and the overly perky sales clerk throws the same pitch to you, “Would you like to put this on your Macy’s charge? Oh, you don’t have one?  Did you know that you could save up to 15% of your purchase if you opened one today?”  And once again you are tempted, but a little voice from your conscience is telling you no, don’t do it, the same voice that told you no the first time your friends offered you a drag off their Newport 100 when you were thirteen.  So you said no at thirteen and you say no to the perky sales clerk.  But you didn’t say no at sixteen when the same offer was make—thank you, Jackie Bloom for starting the nicotine addiction that you still have today—and you won’t say no when you hit college and suddenly have no money.  Mom and Dad are no longer funding your wardrobe, the gas in your beater car that has a twitching headlight, your books for college and of course the nicotine fix that you experience at least fifteen times a day.  Suddenly that 15% savings is a big deal to you.  That 15% could almost amount up to a pack of cheap smokes.  So why not sign up for the credit card?  Buy now.  Pay later.  Some day you will get a job and pay off the bill.  You have thirty days anyway.  Some day turns into some month which turns into some year, and soon the bills start piling up.  You don’t know how it happened.  It all happened so fast.  Soon you are signing up for credit cards to pay off the debt on other credit cards.  And then the day comes when you are denied a credit card, and that pretty little new black sweater with the plunging neckline has to go back on its silk-lined hanger, and the matching black leather knee-high boots that you were also planning to put on the credit card have to go back in their box, back in their box like the cigarette you put back in its pack when you realized it’s the last one you are going to have for a long time.

What marketing strategies have you experienced or observed? Can you think of an example?  Write quickly for five minutes without censoring yourself and see what comes to mind.  You make think of more than one example.  That’s fine.  Let the writing pull your thoughts along.  

Discuss

Join a small group.  Share some of the marketing strategies you have observed or experienced.  Together make a list of products and services that college students are likely to buy or utilize.  What kinds of marketing strategies do you think work best with this population?  What do you think of peer-to-peer and engagement marketing and companies as patrons rather than sponsors for events college students are likely to attend?

Discussion Option
Consider alternatives to illegal music downloading offered by two major competitors (Microsoft and Apple).  What follows are two news releases and some questions to prompt discussion about the marketing strategies.

Big Labels Offer Free Music to College Students

The (Music) Empire Strikes Back

Aniefre Essien

New York Times
January 22, 2007

“Hey man! Do you have that new (fill the name of your favorite artist)

CD? Burn it for me!” This request, or one resembling it, has become

common since music has gone digital. According to the music industry, it

has become too common. Record companies and artists have been trying

to fight illegal file sharing for years. Many thought the fight was over

once Napster was cracked down on, but new sites using new loop-holes

appeared allowing folks to download new music for free. Free downloads

and bootlegged CDs have drastically hurt the Music Industry’s album sells

revenues.
     College students have been some of the main perpetuators of acquiring

free music downloads through the years, and it is college students that

are being targeted by a new service from Ruckus Network. Michael J.

Bebel, CEO of Ruckus, has gotten 100 universities to accept the service

on their campuses once he made the service free for students.* The basic

idea is students can listen to, and download music, for free onto their

PCs (sorry Mac users) through Microsoft’s Window Media technology, but

the music can’t be transferred to portable devices, i.e. you can’t burn it

to CD. The benefit to Ruckus is they can recoup some of the revenues

lost to piracy by driving users to their site, then charging advertisers for

access to the highly coveted college student market segment.
*Users are required to begin paying $8.99 a month for the service once they graduate.  
If they don’t, they lose all the music downloaded from Ruckus.  
Some analysts predicted that limiting students to a PC would turn them away from this service. Do you think that’s a problem?  Although the service is free to anyone with a .edu e-mail address, the site features plenty of advertising.  Would you go for the trade-off (major exposure to ads for a free service)?  Do you think some students selected this service without thinking about having to pay when they graduate or that they don’t mind losing all the music they downloaded from Ruckus?

Apple, EMI to Sell Protection-free Songs

Higher-quality tunes will come with premium price

Michelle Kessler

USA Today

April 3, 2007, 1B

Apple and EMI Music shook up the music industry Monday by announcing plans to sell more than 150,000 digital songs without copy protection.

Note: A print copy of this brief article will be provided.

How would you describe the marketing strategy?  Why is the deal a marketing win for Apple and EMI?  How does this strategy compare to the “deal” offered by Ruckus? If these marketing strategies are not likely to have much impact on music piracy, then what’s their appeal?
Learn More

Learn more about marketing to a particular age group.  Read about TV shows such as “Dora the Explorer” for toddlers.  How educational is “Dora”?  Is Dora more about marketing products?  Study marketing strategies that target teens and tweens (Nintendo, for example).  Check out products that use dual marketing strategies (children vs. parents or other adults with authority).  Learn the story of McDonald’s Happy Meal marketing strategy.  Learn more about partnerships between organizations and companies.  See UNICIF, for example.  Research Kool-Aid and other ad campaigns over time.  Search for studies of college students as consumers.  Learn about marketing to college students: credit cards, cigarettes, alcohol, fast food, technology, apparel, and music.  Learn about strategies used to target students over Spring Break or to entice students to buy online.  Learn about the youth marketing firm Mr. Youth, especially the promotional activities.  Learn about Volkswagen’s music-friendly commercial marketing strategy (Nick Drake’s “Pink Moon” was first aired as a Cambrio commercial) and strategies used by other companies (Toyota’s marketing for Hispanic ethnicity, for example.)   Learn more about branding and expanded branding (lifestyle marketing) and about marketing bottled water to gain a competitive edge.  Search for more companies and products that use cause-related marketing (CRM).  Find more examples of engagement and viral marketing.  Learn more about brands as patrons rather than sponsors and about using name recognition (Donald Trump, for example) to sell products.  Learn about promotion-driven marketing (time-phased deals, 5-hour or 1-day sales, for example).

Write

Write a 3-page (750 word) analysis of a marketing strategy or strategies used to sell a product or service.  Your analysis could appear in an online magazine for consumers who are considering this product or service, or your purpose could be to raise awareness about some issues or concerns.  Include 3-4 sources to help provide background, describe the product or service and strategy or strategies, or to inform readers about prior assessments.  Conclude with your considered analysis based on your research and perhaps your experience as well.  

    You could use the following format at the top of your review or simply to help you get started.

__Product  __Service  

Brand/Description:

Target Group:_______________

Marketing Strategy or Strategies:

Rating:  *   *   *   *   * (Excellent)       
Comments:

Reviewer: (Your Name)

Date of Review: 

Network Options

Divide into small groups (of 5 perhaps) with each group focusing on a different product or service.  Do some research and break into sub-topics so that each group member works from a different angle or with a different example.  Each group can act as a forum.  Brief oral presentations based on written presentations could be made as well—or oral presentations could be made during the drafting process as a way to get feedback from the whole classroom community.  Alternatively, a group could move from single written presentations to a group forum.  A blog format could be used or a listserv or “realtime” or live discussion format.
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