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The Marketing Mix
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Fig 17.1
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The Changing Communications Environment
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Marketers Have Shifted

(PR Away From Mass
7 ?ﬁ[ 7 Marketing
Less Broadcasting
2 Factors

are Changing the Face of Today’s
Marketing Communications:

Improvement in

B g Y Information Technology
AEH Tl [ Has Led to
= ?ﬁjﬁl;ﬁ%ﬁg Segmented Marketing

More Narrowcasting

Market Fragmentation Led to
Media Fragmentation



Media Fragmentation (% %%7(™)

In the UK: =
« 230 UK commercial TV channels (ZBO[WF? PRI N

e 250 commercial radio stations (250|[4|E;f F 1)
e 3130 consumer magazines(¥::£:3130)

« 1300 regional and local papers(lSOOE&niﬁﬁ‘[‘%‘é’?fﬁEﬁ‘I‘iﬁ k) k
 More Sunday / daily supplements

* 136% increase in the volume of DM pieces

« 140,000 poster panels (140,000??,?} £119)

* Incalculable numbers of websites

 Numbers of cinema screens up 80% in ten years
e Plus more music, video games and CD-roms....
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Elements In the
Communication Process

Message . = EIVER

SENDER
(source) g




The communication process

Fields of
experience

eceive

Feedback loop
Noise
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Errors In Communication
Errors in communication can happen in several ways:

1. the source may not adequately transform the
abstract idea into an effective set of symbols,

2. aproperly encoded message may be sent through
the wrong channel and never make it to the
receiver,

3. the receiver may not properly transform the set
of symbols into the correct abstract idea, and

4. feedback may be so delayed or distorted that it is
of no use to the sender.



International Communication Process

Cultural Context A Cultural Context B

Message channel

Encoding
_ | Advertising
Message V4 _ N | Mediaand or
translated into Noise personal
/ appropriate Competitive acti- sales force
meaning vities, other sales-
people, confusion Decoding
and so on Encoded
,/ Feedback message
B _ ] interpreted
Information Evaluathn O.f into meaning
source communications
process and Receiver
measure of action
\ Markerer with by receiver Action by
a product consumer
responding to
decoded
message
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With Integrated Marketing

Communications (IMC), the
Company Carefully Integrates and
Coordinates Its Many
Communications Channels to
Deliver a Clear, Consistent, and
Compelling Message About the
Organization and Its Products.




A

Integrated marketing communications
refers to the concept of designing
marketing communications programs
that coordinate all promotional activities
-- advertising, personal selling, sales
promotion, public relations, and direct
marketing -- to provide a consistent
message across all audiences.




Integrated Communications
Strategy Planning

« “Whether it's called the ‘holistic approach’ or
‘360 degree thinking or through / before / around
| beyond-the-line’, integration is the new black”

3 442 Marketing Direct, 2003
FRAEH, 23 274,
360 & 7 &
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Successful IMC programs use a process referred to
as the IMC audit, which

a.

analyzes the internal communication network of
the company,

Identifies key audiences,
evaluates customer databases,

assesses messages In recent ads, public relations
releases, packaging, video news releases, signage,
sales promotion pieces, and direct mail,

and determines managers’ knowledge of IMC.



Integrated Marketing Communications
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promotional efforts
reinforce one another
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Carefully blended mix of promotion tools

Advertising Pseéﬁi?:;;al

Consistent, clear, and
compelling company
and product messages

Sales Public
promotion

relations

Direct
marketing
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Globally Iﬁtggrat d Caommunication

Advertising

Sales

Promotion
Global Marketing

Communication

Direct
Marketing

Public
Relations

Personal
Selling
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Promotional ersus
Element Customized Payment Strengths Weaknesses
Advertising mass fees paid for - efficient means - high absolute
space or time for reaching costs
large numbers - difficult to
of people receive good
feedback
Personal Selling  customized fees paid to - Immediate - extremely
salespeople as feedback expensive per
either salaries or - very persuasive  exposure
commissions - can select - messages may
audience differ between

- can give complex salespeople
information
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Promotional Mass Versus
Element Customized Payment Strengths Weaknesses
Public Relations mass no direct - often the most - difficult to get
payment credible source  media
In consumer’s cooperation
mind
Sales Promotion mass wide range of - effective at - easily abused

fees paid,
depending on
promotion
selected

changing

- can lead to

behavior in short promotion

run
- very flexible

wars
- easily
duplicated
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Promotional Mass Versus

Element Customized Payment Strengths Weaknesses

Direct Marketing customized cost of - messages can be - declining
communication prepared customer
through mail, quickly response
telephone or - facilitates - database
computer relationship management

with customer IS expensive
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Reaches Many Buyers, Repeats

Advertising Message Many Times, Impersonal,
Expensive
Personal Pergonal Interaction, R_elatlonshlp
: Building, Most Expensive Promo
Selling Tool
Sales Wide Assortment of Tools, Rewards

Promotion Quick Response, Efforts Short-Lived

Public
Relations

Very Believable, Dramatize a
Company or Product, Underutilized

;

Direct Nonpublic, Immediate, Customized,
Marketing Interactive
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The Promotion Decision Process

P

Planning
Developing the
Promotion Program
- Identify the target

audience
- specify the objectives -
- set the budget
- select the right
promotional elements
- design the promotion
- schedule the promotion

A

=

Implementation

Executing the

promotion program

- pretest the
promotion

- carry out the
promotion

Corrective actions I Corrective actions

1]

L

Control

Evaluating the

promotion program

- posttest the
promotion

- make needed
changes
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- Starts with the basics: HE S L RO aﬁﬁ\-
— What is our business idea Y| IR 29550 'ﬁ“*l &
— What is our sustainable difference %ﬂ.bf T 17*:&?5[
— What is our vision and mission
— What is our promise to our customers

e |tis about:

— Generating ideas that solve business problems and help realise
ambitions

— Building a picture of how a brand should behave, communicate
and sell with its own people, stakeholders and customers

— Coherent messaging



The Elements of
Communications Planning

Brand reputatlon

N

. Media &
Customers’ lives) < >
Technology




IMC Strategic Planning Process (IMCH! &[[* H*)

1. Set communication goals (F%”@%&E]E 2.

2. Determine roles for each medium (HEE) e Fr3g st
i?jﬁlfj E"'J &),

3. Create messages (J?%%—_’?%iﬁj?‘ﬂ).

4, Place messages in appropriate media (fé%_;ﬁ'l‘glf,'ﬁfm;
).

5. Measure results (F—'#I I'Ff,,%F}J ).

6. Make adjustments in messages and/or media (fS1—5+

BB BT BT,




The Communications Strategy

Planning Process (IMCH! &

U%,.

i)

Optimisation of agreed Lay down of final media Media buying
Neutral media mi
ia mix R plan R
Team
reviews
brand
Development of media Development of media Pre-testing of
neutral big idea | specific creative | campaign mix

Source: Tina Kaye and Alan Wilson in The Communications Challenge

ubredwe)

A 4

Evaluation
including
Modelling
Tracking

Sales ROI
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In putting together the promotion mix, a marketer must
consider:

1. The balance of elements, such as which element should
be emphasized and to what extent'(#ﬁlfﬂmﬂi]‘%l—ﬁf—. ﬁlf‘, f[ﬁ""ﬁ?f
RO 6 - [ EETRT 2 FAE 57)

2. Because the various promotlonal elements are often the

responsibilities of different departments, coordinating a
consistent promotional effort is necessary. (f' 7 [ﬁj"ﬁ?

L - T RIPR, PO )



Factors that influence the use of promotional tools

A B S R AP

[ | | |
Pivertisin Personal Public Sales Direct
J selling Relations promotion Marketing
gy Balance considerations
EIRE

e Target audience

NJE .

THEH » Product life cycle
 Product characteristics

T iE
§is Fﬁ%ﬁ‘l&ﬁ?&  Stages of the buying decision

Channel strategies

ntegrated Marketing
munications Progr
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F IS Ak I(The arget Audience)
Promotional programs may be
directed at the ultimate consumer
or an intermediary, or both.

F' g Eal
rp? FY 1A




Advantages to Segmenting
Markets([] 52 Bt 1% [~ IR

» Helps identify strengths/weaknesses
* |dentifies best set of customers

= Clarifies marketing objectives

= More precise budgeting

» Links strategies and tactics to a specific
group



What Is Needed For
Segmentation?

= Measurability

= Accessibility

» Substantialness

= Durability

= Differential response
* HOmogeneous



Business Segmenting

Geographic Type of
Location Organization

- Variables
for Segmenting
Organizational
Markets

Customer Product
Size Use




Advertising’s Role in SDP Marketing

SEG MEN TATION

(Heterogeneous > Homogeneous)

oiFreRENTIATO

(Perceived as different or unique)

o Distlnct frorr)
oirner grencls

> Occelgles a

“yvalye” Jayel

o External nicrne

Vs, Internzl

POSITIONING

OH 1-7



Audience Categories

7

1

7 o r'i
I A2

w s
< Household Consumers
t::%i

"~ Business Organizations

Professionals @

|‘
ll

g

)

7/\ﬁ\~ ~__ 5)_2 l

Government Entities
TR




Audience Geography

1. Global
2. International
3. National
4. Regional
5. Local
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Promotlonal 0

Stage of
product <
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Product Characteris

ICS

3 Specific types of Product Characteristics to be

considered:
1. Complexity of the product/service(#% FE[E[FE'?'EJE@)
2. Degree of Risk represented by the product/
service purchase ({7 Fﬁ#lﬁf‘i Bl i)
a. financial risk
b. social risk
c. physical risk
3. Ancillary services with the product/service([fﬁﬁ‘»

)
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Stages oft e Buying DeC|S|on

The importance of the promotional elements varies

with the three stages in a consumer’s purchase
decision: (7 [fIFTF, , T NG RpEEpvE 1% 7 D)

1. Prepurchase stage (F& i)

2. Purchase stage(FE )

3. Postpurchase stage(F&E Y i)
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Consumer Buying Decision Process
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PO - L
Step 2: Information Search

* |nternal search = Ablility to search

= [ evel of involvement
" External search = Need for cognition

= Shopping enthusiasm
= Perceived cost/benefit

*= High involvement
= | ow involvement



Attitudes and Values

= Attitudes

= Attitude sequence
= Affective - Cognitive - Conative
= Affective - Conative -> Cognitive
= Conative -> Cognitive -> Affective

= VValues



Information Processing

» Elaboration Likelihood Model (ELM)

= Central route
= Peripheral route

= Hedonic, Experiential Model (HEM)

= Central route
= Peripheral route

* Route depends on
= Motivation
= Ability



Step 3: Evaluation of Alternatives
= Y%W-J" Iﬁﬁji
= Evoked set method.
= Evoked set

" |nept set
= |nert set

= Multiattribute approach.
= Affect referral



Step 4. Purchase Decision
TR -

= Alternate purchases
* Temporary change in consumer’s situation.
» Desire for variety.
* Impulse purchase.
= Marketing communication material.
* Influence of friend or relative.



Step 5. Postpurchase Evaluation

R - e

= Evaluation of product performance.
= Cognitive dissonance.

» |mpacts future purchases.

* |[mpacts word-of-mouth communications.
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How the Im ortance of promotional ele ents varies
during the consumer’s purchase decision

Personal selling

Sales promotion

Direct Mark

PUb”C Re’ations

Advertising

Prepurchase Purchase Postpurchase




BE PO IR sk
a

A comparison of push and pull promo
A. Push strategy

Flow of

I promotion;
Flow of I mainly
~demand | personal
stimulation . selling
v v __ directed to

intermediaries
holesale
|
v

onsume

&
CiI

[i nal strategies

B. Pull strategy

anufactur -

Flow of
demand
stimulation

holesale

onsume -

Flow of
promotion;
mainly
advertising
directed to
consumers



Push Versus Pull Strategy

Marketing Marketing
ISl Interme- activities End
Producer E— diaries IR nd users

%‘ Push Strategy

Marketing activities

DI |nterme- Demand

Producer End users

diaries

Pull Strategy



Push versus Pull Promotion Strategy

Producer marketing activities Reseller marketing activities

(personal selling, trade (personal selling, advertising,
promotion, other) Retailers and sales promotion, other)

wholesalers

Producer Consumers

Push strategy

Demand Retailers and Demand

Consumers
wholesalers

Producer

Producer marketing activities (consumer advertising, sales promotion, other)

Pull strateg




Push versus Pull Strategies(£5{# fq]ﬂé

o The main choice with regard to communication
strategy Is between a push strategy and a pull
strategy.

A push strategy emphasizes personnel selling
whereas a pull strategy emphasizes mass media
advertising. The choice between push and pull
strategies depends upon product type and consumer
sophistication, channel length, and media availability.

o Product Type and Consumer Sophistication

A pull strategy is generally favored by firms in
consumer goods industries that are trying to sell to a
large segment of the market. In contrast, firms that
sell industrial products or other complex products
favor a push strategy.



Push versus Pull Strategies

o Channel Length

Using direct selling to push a product
through many layers of a distribution
channel can be very expensive. In such
circumstances, a firm may try to pull its
product through the channels by using
mass advertising to create consumer
demand.

o Media Availability

A pull strategy relies on access to
advertising media. A push strategy Is
more attractive when access to mass
media is limited.



The Push-Pull Mix

O Push strategies tend to be emphasized more
In the following circumstances;

for industrial products and/or complex new
products,

when distribution channels are short
when few print or electronic media are available.

o Pull strategies tend to be emphasized more
In the following circumstances:
for consumer goods products,
when distribution channels are long

sufficient print and electronic media are available
to carry the marketing message.
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Global Communlcatlon Decisions

Message
F A 5 IR
Tar_get Obj ectlves
Audience T:r BIE |3

Decisions
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Advertising
Public, Pervasive, Expressive, Impersonal

Sales Promotion

Communication, Incentive, Invitation
N

Public Relations & Publicity
Credibility, Surprise, Dramatization

Personal Selling
Personal Confrontation, Cultivation, Response

Direct Marketing
Nonpublic, Customized, Up-to-Date, Interactive




£ ,’;\,z}f;*-.iﬁl % Education
(IMC; Integrated Marketing
ommunications)

Copyright © 2002 by The McGraw-Hill Companies, Inc. All rights reserved.



Sales Promotionﬂliﬁ;ﬁi(gi'i |§§l ]',}iif_%) ~Roles of Sales Promotion
1. Getting customers to try a new service or menu item (= [?E‘Iﬁ]fa[&
HY R ).
2. Increasing off-peak sales (i@"ip%ﬁ%ﬁ%ﬁﬁ?&é ATV Fé’[).
3. Increasing sales in periods that coincide with major
events, vacations, or special occasions (ﬁ?ﬁ G
0 SR, TR ),
4. Encouraging travel intermediaries to make an effort to

sell services.
5. Helping sales representatives get business from

prospects (15> hl Fé”[ Il sz).
6. Facilitating intermediary sales.
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Sales Promotion ﬂii%,'j(&,ﬁ} |§§l j’,}iif_:&_) =Roles of Sales Promotion

DRIYIMG FORCE OF THE OLYMPIC MOYEMENT

The Qlympic marketing programme has become the driving force behind
the promotion, the financial security and stability of the Olympic

Z .} J5 Y 1T 2, 4
Movement. [:[: |$ II_EP[ ) éﬁji [‘F[JJI:I [ ) JJ_LZE\Eﬁ
The challenge of financing the Slympic Games has been a recurring r—a <~ ) > 7 N
theme throughout Qlympic history, Since its founding in 1894, the {E‘w I_I ¥ ] [_4 %F[ J%J R )
Olympic Movernent has depended on partnership with the business 1
cormmunity to stage the Olympic Games and to suppart the Olympic Eu [/~ —g -
athletes, Today, marketing partners are an intrinsic part of the Olympic i[—c‘ l‘lﬁ II_EPI |_J‘ \i\;ﬁj [ % jj J

Farmily.

: E Objectives of Olympic Marketing —[‘@ —‘[ |_J‘ L\;ﬁ] I j:g% F[ J :f. 3: ;l T
o —.-_-h-..j'“' ) e B 100 years of Olympic Marketing ’: i - NI =
s ' JRGE LT ‘Wﬁjﬁ'

e — "”S onsorshi ﬁ \T‘ *T L—‘\ ’ E[ ;:I’\'_I_I_/J\_‘i FI J F [
ILLLF;; d%} US$1.339 millions (329%) %EI = j;r %l:[ = éﬁj = j; e =

ﬁJJE&f‘[“B[E[[H Q%E:J%Apjl‘ﬁ“{
- E‘ T 13E pjﬁl;fﬂ%p

“3’5 R4 -
Source: Factfl N Eiﬂ E«rﬁ&ﬂl J{rﬂﬁlf«géw
TOP PARTNERS | | ) {1(, ] H"%;{_[J__[ ]F
ggi—.f;s”.awmg companies are TOP Partners for the Athens 2004 Qlyrnpic 1E_] ’ ﬂiﬁﬁjﬁf r}; F%LIFF H—EJ

Zlick on each logo to access the profile of the selected company. —{f‘i \Ta[l:é;{ R E Il:l [_[ J-[—L-j[\ y

T _ RUE 3P 2] i o R A
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Revenue sources
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Avis EscaPE RATES

528/Weekend Day,*179/Week Compact
$30/Weekend Day, *189/Week Midsize
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Sales Promotion jeksl (i £ JLL_) Steps in

Developing a Sales Promotion (5! i [J,{iirrfﬁ%lﬁi o

 Select media for distributing promotions (3= ;;;?%J%E—,,I).

« Decide on timing of sales promotions and
merchandising (3 e 'ﬁﬁ*ﬁ%‘}fﬁ).

 Pretest sales promotions and merchandising(#&¢! '[F]‘r'JEIfJ

I HEES).

» Prepare final sales promotion and merchandising plan
and budget (5} &1 EIJ? FHETEDR).

 Measure and evaluate sales promotion and
merchandising success (fg 'T%%Et’?j |ﬁ FHT).




Sales Promotion fl&li (i F% [RLET )

Flj'a"%iﬁjﬁLfﬁj(Consumer Sales Promotion)

Er £+¥T£§H\SLE J{F[ 'ﬁ”ﬁW j%[;

— ?’?Fg 5 (Coupons) ~ &1 #(Premlums) . Tf?ifﬁ’h
(sampllng)

— &1 [ H[plaEFT 2 (Frequent-User Incentive
Programs)

— 37 Er (Contests) == 74 (Sweepstakes)
?ﬂﬁ&gﬁ (Point-of-Purchase Displays)

— 1fji Rl (Tie-in Promotion) « 154 or %59t
i%m%

= 1 4 (Refund)==7} = 25 [pi (Rebate)




7JfEA'JJ/FJﬁ#J(Trade Sales Promotion) ™ &' : I']
R Y EY O R ) if%q
-4 EH’T #(Trade Allowances) : L35t [ 4]

P AT CVRIR s B
{5 Py £ S Te] ~ P \EFE}LFJ—}\/F[FF?FF[#[?

?&-‘gﬁ:ﬁé(msh Money) © {F][IPubE) e — i
'@M‘“[E‘ F’Jlﬁ'ﬁ%ﬁ EEREATARTEY I
%R
ﬁ'ﬁﬁ:ﬁ?%r’ AU TRy R F,Jeﬁj SEE
S
_ _F)ﬁl'anlﬁpﬂg[! (Free Merchandise) : fiﬂij[l@kﬂg;?zo
fFIE'[JF)uI *'fi%_lfﬁ
_FF?HJ ﬂ;,k FF?F[‘}’JJE[;H‘E?KA Iﬂv[@“wf“ Eﬂl



Sales Promotion jfl&fli (&l £ (Rl4Z)-pitference

between Special Communication and Special Offer Promotions

8 RLE R ) E&ﬁ’ﬁqﬁ 1f] 13 (Special communication
meihods)é’?— (B LRI R (Special-offer promotions)

e Special communication methods: Give the promoter
additional options of communicating with potential
customers and travel trade intermediaries.

o Special-offer promotions: Short-term inducements given
to customers, travel trade intermediaries, and sales
representatives. Generally, some type of action must
take place from the potential customer.



Sales Promotion el (i £ (R1Z)- specia
Communication Methodsﬁ’\fﬁﬁiﬁ'ﬁﬂgﬁ

e Specialty advertising
o Sampling
e Trade and travel show exhibits

 Point-of-purchase demonstrations
 Educational seminars and training programs
* Visual aids for sales representatives




Sales Promotion Rl (5l & (RaE)-mppsm

(Special-offer promotions)

e Coupons AN el oy
e Price-offs B &
 Premiums @i )2, e
o Contests, sweepstakes, and games ., =5 A
« Recognition programs Baskin(Z7)Rebbins | FREE, 050
« Continuity programs % e
 Gift certificates

Ice Cream & Yogurt
: , :

Ri:
arar v

FREE SUNDAE
e I SCTCHIPS OR LARGER
= Buy one of & or graatar value

.

IIIII
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A Winning_ Combination

Sign in Here:

LlsernamE (Email Address]

Forgot Your Password

f Sign In 3
T,
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Special Communications Methods : Roles and Advantages
o Specialty Advertising

— Role:
Free items given to potential
customers or travel trade intermediaries.

— Advantage:
Flexibility of use.



http://www.mds123.com/product_detail.asp?ItemNo=4197
http://www.mds123.com/product_detail.asp?ItemNo=5242

Special Communications Methods : Roles and Advantages
o Sampling

— Role:
Giving away free samples of items to encourage sales, or
arranging in some

way for people to try all or part of a service.
— Advantage:

Gives the recipient a first-hand look at the product and

encourages future sales if the recipient is pleased with the
services offered.



Special Communications Methods : Roles and Advantages

Trade and Travel Show Exhibits

— Role:

Bringing together all parts of the industry (suppliers, carriers,
Intermediaries, and destination marketing organizations) at one
location to show-off their services.

— Advantage:

They offer the exhibitor a highly specialized target audience and an
efficient alternative to making sales calls to thousand of prospects.




Sales Promotion: Trade Shows(®Y b))

Importance

Buyer depend on trade shows

Trade shows create dialogue

rade shows reach new prospects

rade shows strengthen customer relationships
Building relationships with trade press




Trade Shows




Trade Shows




Special Communications Methods : Roles and Advantages

e Point-of-Purchase Demonstrations

— Role:
Provides the customer with up-to-date and current sales
promotions while visiting establishment.

— Advantage:
Entices and encourages patrons to purchase a service on the
spot.





http://ad.adver.com.tw/adver/Rnams/K~/123/pchome_default31348~http://w3.epson.com.tw/imaging/event/2004-contest/index-pchome.htm

Special Communications Methods : Roles and Advantages

* Educational Seminars and Training Programs

— Role:
The primary objective Is to pass on more detailed
Information and to help travel agents sell services to

clients.
— Advantage:

They offer the sponsor a highly targeted and
Influential audience.



Special Communications Methods : Roles and Advantages

Point-of-Purchase Displays and Other Merchandising
Materials

— Role:
Used at the point of purchase.

- Advantage:
Keeps image of service/product in the minds of its
customers longer.



Special Offers : Roles and Advantages

e Coupons

* Role:

* Vouchers or certificates that entitle

» customers or intermediaries to a reduced

» price on the couponed service or services.

» Advantage:

* Coupons deliver greater value in the form

« of a price reduction to the consumer, thus

» creating more potential customers in the future.

* Price-Offs

* Role:

e A price reduction that does not

* involve using a coupon.

» Advantage:

* These are popular because they can
* be introduced almost immediately.



Special Offers : Roles and Advantages

*  Premiums

* Role:

*  Merchandise items that are offered

e atareduced price or free with the

»  purchase of services or products.

*  Advantage:

*  When consistent with the sponsor’s image (position) and target market, the potential for sales increases are great.

*  Contests, Sweepstakes, Games
* Role:

»  Contests are sales promotions where entrants win prizes based on some required skill that they are asked to
demonstrate. Sweepstakes are sales promotions that require entrants to submit their names and addresses.

»  Games are sales promotion events similar to sweepstakes, but they involve using game “pieces.”

*  Contests, Sweepstakes, Games

*  Advantage:

* Increases advertising readership,

e are helpful in communicating key benefits, and are good at
» elevating awareness of the

*  sponsor’s services.



Special Offers : Roles and Advantages

o Travel Trade Inducements

* Role:

» Specialty advertising items, familiarization trips, sweepstakes, and educational seminars.
« Advantage:

« Promotes the product/service to travel trade intermediaries and or potential consumers in order to
increase awareness of this product/service so that increased sales are eminent.

* Recognition Programs

* Role:

o Offers awards to travel trade

* intermediaries, sales representatives,
» or customers for achieving or

« providing certain levels of sales or
* business.

« Advantage:

» Increases the use of the sponsor’s
» services and often increases future
e sales goals.



Special Offers : Roles and Advantages

. Continuity Programs

. Role:

. Sales purchases that require people to

. make several purchases, sometimes over
. a long-term period of time.

. Advantage:

. Increases the partnerships in marketing hospitality and travel with other industries’ services, stimulates more frequent purchases and
or builds long-term loyalty for a company or brand.

. Gift Certificates

. Role:

. Vouchers or checks given away by

. the sponsor or sold to customers who,
. in turn, give them to others as gifts.

. Advantage:

. Encourages recipients to try the

. services thus inevitably increases

. awareness of the service and future

. sales.
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BridyestoneFirestone Announces Yoluntany Recall of 3.85 million RADIAL ATX and RADIAL ATX Il Tires,
and 2.7 million Wilderness AT Tires
Company urges all drivers to maintain proper inflation in their tires,

THE BETTER THE COMPETITION

WASHINGTON, DC, August 8, 2000 - Saying the safety of consumers is the company's first conceen, today
BridgestonefFirestane, Inc., announced & voluntany recall of all Firestone Radial ATH and Radial AT [l ires in size
F238TAR14 produced in Morh America, including Mexico, and Wilderess AT tires in size P23875R15 produced atthe
Oecatur, 11, plant. The recall includes ofiginal equinment and replacement tires of that size, regardless ofthe vehicle's
manufacturer. Yehicle owners will be notified ofthe recall by mail. BridgestoneiFirestane will replace all ofthese tires
with brand new \Wildemess AT or other BridgestonelFirestone tires. Ifnecessary, the company will abtain other sources
of supply.

The recallwas announced by Gary Crigner, executive vice president of Bridgestone/Firestong Inc., at a Washington,
0.C., news conference. The MNational Highway Traffic Safety Administration is currently conducting a preliminany
evaluation ofthe tires in response to guestions relating to failures of these tires. The company is not limiting the recall.
There have heen approximately 14.4 million of these tires produced. The company estimates that the number oftires
stillin use and imaled in the recall is 6.5 million, which includes 3.8 million Radial ATH and AT | tires and 2.7 million
Wilderness AT tires.

“At BridgestonelFirestong, nothing is mare important to us than the safety of our costomers," said Crigger. "We feltwe
musttake this extraordinary step a5 a precaution fo ensure consumer safety and consumer confidence in aur brands,
50, no matter howy old the tires, no matter how many miles they have on them, we will replace them with new tires "
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Communications Holding Company- | Terminology Used by | Estimated - Approximate -
(and their public relations Holding Companies to | 2002 WW % Growth-
companies)- Describe Category- Revenues-

Omnicom; Fleishman-Hillard, Ketchum: “public relations™« $921,000,000- -6.2%¢
Porter-Novelll; Brodeur Worldwide, Clark &

Weinstock, Gavin Anderson & Company and

Cones

The Interpublic Group: Access “other marketing and $664,100,000- -8.8%¢
Comrnurications, Carmichael, Lynch, 3pong, | communications

DeVries Public Relations; Golin-Harris; services’s

LW, Tierney Public Relations and Weber- Q

Shandwick Worldwideo

WPP Group: Burson-Marsteller, Cohn & “public relations & $444,600,000- -8.0%-
Wolfe, Hill and Enowlton and Ogilvy Public public affairs™s

Eelations Worldwidee

Havas: Euro RSCG Middleberg, Magnet “public relations™- $178,830,000- N/A«
Communications and Moonan Russo PResence

Euro ERCG Weste

Grey: APCO Worldwide and GCI Groupe N/A« N/A« N/A»
Publicis: Manning, Selvage & Lee; Publicis | N/A« N/A- N/A«

Dialog and Rowland Worldwides




global reach culture

FLEISHMAN _ .

FH Criip Comvmsnicationy

feature Item] Preparing, nlanning and responding to uncertainty.

Defining the moment, more...

FH is unlike any ather agancy in the

OUF CUIRLIB] 72,5 Ve Geramioe ouretes by

Fleishman- Hillard launches government

QORIOVHEWSI ..o e, e

DRI o oisc sppodunises avistioughiat
Uppor[unltieS] our worlduide netvork. more...

nnnnnnnnnnnnnnnnnn

2 Traditional Media

'»'I'l

P._A — »
2 B - 2
[( " — 7N\ AR

2 Marketing Services
Advertising
* Specialty

» Global Advertising AL

Agency Metworks . “""-

OUR
. CLIENTS

» Public Relations
» Mational Advertising

Agencies

» Customer Relationship

¢ [Media Services Man agement

Burson=Marsteller

LLENOWLTON

i EURO RSCG WORLDWIDE

-
g(J]_ Where The Facts Lead

Diversified Agency Services
(DAS) includes three of the top
seven public relationz firms in
the world:

® Fleishman-Hillard
® Ketchum
8 Porter MNovelli International

&z well az specialist agencies
including:

Brodeur Wordwide

Clark & Weinstock

Gavin Anderson & Company
Cone
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vitech

the “V” standing for Vision and
“Tech” abbreviating
Technology to express the
Inherent values of the VTech
brand, where VTech provides
the innovative consumer
electronics tools that perform
beyond expectation to enhance
people’s lives.
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Building a consistent brand image
AT&T signature system... v :

Using the signature color variations in 111edm.....................

| Avoiding common errors.

Sub-branding device ...
Three-color AT&T Signatures..........ccocveeneeesessecsscsemsssssenns. 11
Two-color AT&T signatures. ... 12
One-color AT&T signatures.........oeevvnmmemsmmnesnmmenens 14
Choosing a background color........cocceiiiiciciciscveccicisicieene. 15
Determining a minimum SiZe ..o, 17
Measuring the signature clear area.........ccoovviviniieviiinnn. 18
Staging the signature............... S e B
Staging on signs, fu;ades pﬂsters banners i
Using the approved AT&T tagline ......ccccovvviciicniicicennenes. 22
Enterprise Nemorking identifier ......cooviiniinissineciseeiinn. 27
Typography ... PRSP A
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HOSPICE OF MICHIGAN CORPORATE COLORS
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. Y % = BRI SEACE AROUND ALL SIDES
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HOSPICE
of michigan Corporate Identity Guidelines
HOSPICE
of michigamn -
Overview Names ABBREVIATION GUIDE
REWVERSED (WHITE) WERSIOMN Thezs gudslines provids As thay ars the primary o
policiss and procedures for  identifisrs that repressnt Hospice of Michigan........oo HOM
the uss of Hoapics of Mich- each entity to its audsnces, . .
igan’s logo and other key names chosen by Hospics mm?%gi:]ﬁ%igfﬁ n‘[g- _____________________________________ MACOL
identty slemants by: of Michigan for ita subsidiar-
. iga and its products are of Farmnington Hills
+ Explaining corporats, sub- S
redt signific ) H HOIME e FHHH
aadiary and product names g Dl FiR A
and how thay ars used MNamas must always bs
comacty. used accurataly, both to Other Logos -
+ Dssoribing the slements prassnt a consistant image Hospice of Michigan's

HOSPICE

of michigan

parone 5255 [ I

100% ©0% 80%

—

T0% ©0% B0% 40% 30% 20% 10%

of Hoapics of Michigan's
corporats identity, includ-
ing the logetype and cor-
porate colors.

+ [lustrating commeon mis-

takes in waing the logo.
The corporate dentity
ayatam includea:

* Tha icon to the left of the
logo's text;
* The logotyps;

* The name “Hospice of
Michegan™ and the namss
of any subsidiary or aaso-
ciated programs.

Downleads

and to awoid potential cus-
tomar confusion and ksgal
problamsa.

Some of Hogpios of Mich-
igan’s subsidianes have a
full lagal neme and a shorter
name that iz cfien uzed as

& mors familiar identfier. Mo
gther wersicna or abbrsvia-
ficnz ers pemitied for exier-
nal use.

The full legal name, or
daesignation, of Hoapios of
Michigan and any relsvant
subsidiaries or affiiatss must
sppear at least once withn
the text of any printsd docu-
ment (form, contract, bro-
chure, advarizsment, sto.)
or audho/visual measegs

identity systern smploys a
refatad logo for the Maggs
Alsaae Center for Quality of
Lifa.

Thes logo must always be
utilized in concert with the
Heapice of Michegan kogo in
the crisntation and relative
gize daplayed on this page.

All guidslines in this manual
governing the uss of the
Heapice of Michsgan logo
should bs applied to the
Maggia Alsacs Contar for
Quality of Life loge.

(7 HOSPICE
af michigan

MAGRL LOGO

Referring fo the MACOL
Whenaver the Magge
Allezes Canter for Quality of
Life iz refemed 1o in any mas-
sage intended for extarnal
uss, ba it in print, radio, TV,
video, comiputsr, sto., the ini-
tial raferance must be mads
of one of the following ways:

* Tha Hoapics of Michigan
MMaggis Alszss Centar for
Quglity of Lifs
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Happy Birthday! David

19 years old! 30 years old!
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; , ; American Heart
Subway® Restaurants is proud to announce its national Associatione

sponsorship of the Heart Walk. These nationwide events raise Learn and Live..
critical funds for the American Heart Association and its fight
against our nation” s #1 and #3 killers, heart disease and stroke.

&
The Heart Walk is a fun, heart-healthy activity the whole family )\

can enjoy. You' |l be helping to raise funds for important research

and education programs, and it only takes a few hours of your

time. The Heart Walk is an annual 5K walk in more than 750 cities H EART
across America. Now in its 9th year, the walks are the premier

fundraiser for the American Heart Association and have raised WAI-K-
$216 million to help save lives and improve the quality of life in others. To find out
how you can participate in your local event, click here or call 1-800-AHA-USA1.

Subway encourages evenyone to live healthy, active lives complete with nutritious
foods and regular exercise. To help you along the way, Subway offers many
delicious subs that are low in saturated fat and make getting fit easy and enjoyable.
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