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BA: London is closer than you think

o Context - British Airways’ first fully integrated
marketing campaign
— Print
— Online
— outdoor advertising
— direct mall
— travel trade relations
— competitions and promotions
— media relations
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BA: London is closer than you think
 Need — tackle competition and drive reappraisal
e Focus — Europeans flying into London

e Approach - Holistic brainstorming and multi-
agency international profiling of Britishness
/London

— M&C Saatchi, Zenith Optimedia, Park Street

BRITISH AIRWAYS



BA: London is closer than you think

 Integration challenges
— Four markets with different cultures
* Quality control
— Creating a ‘noise’ in a crowded market
e Competing with LCC high marketing spend
— Company ethos and approach
* BA’s marketing traditionally very conservative
— Making a PR story out of a marketing approach

BRITISH AIRWAYS



BA: London is closer than you think

e Posters

— led on cost, convenience and frequency
messages

 Ambient
— led on iconography
e PR
— led on BA’s Britishness
— ‘First choice for those travelling to London’

e
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BA: London is closer than you think

PR Implementation

— Teaser

— Research led press releases

— Press kits, press trips and briefings
— Metro advertorials

— On-going partnership development
— Media promotions

* Results — over 150 items of coverage

e
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BA: London is closer than you think

* Integrated campaign business benefits - total brand
awareness improved

Country Pre-campaign Post-campaign
France 47% 61% (+14%)
Italy 59% 64% (+5%)
Germany 60% 63% (+3%)
Sweden 37% 56% (+19%)

All markets 47% 61% (+14%)

* [nvestment in PR of £100,000 = EAV £1.3m = third of
the overall media buying spend -5

BRITISH AIRWAYS



BA: London is closer than you think

* Integrated benefits

— Client now more comfortable in stepping out of their
comfort zone

— Helped a marketing story step beyond into the
consumer world

— First time marketing agencies worked together

BRITISH AIRWAYS -



BA: London is closer than you think

« Specific client benefits
— Improved staff morale
— Improved relations with trade

— Greater customer usage of online booking
channels

— Increased profitability on certain routes

— Heightened senior management visibility in
European markets

BRITISH AIRWAYS



BA: London is closer than you think

* Integrated learnings
— Need for central team co-ordination
— Needs to be treated as a separate project v retainer
— PR agencies involved from the outset
— More time needed to be bulilt into the planning phases

BRITISH AIRWAYS -
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American Standard

e Your mission —
prepare a promotion
campaign for
American Standard’s
line of tollets.

e Campaign materials —
media ads, direct
mailing, and personal
contacts — to build
sales and market
share.
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A consolidation of marketplace
evidence

Demonstrating the cost effectiveness of
magazine advertising in generating
sales/purchases

Assessed Iin a range of different ways

Primarily in conjunction with television, but
sometimes with other media or just
magazines

From many different countries around the
world

Over 20 case histories. most veryv recent



But first, some background
comments



Marketing communications are
changing rapidly
 Much attention is currently being focused

on new media opportunities. Rightly so...

e But not to the extent of ignoring the
strengths of established media such as

magazines
 The proven case for magazine advertising

INn the communication mix Is stronger now
than ever In the past



Reason 1: Better targeting

o Greater selectivity. Wide range of
magazine titles offers greater precision,
with less waste

* In general terms magazine readers are
younger and more up-market

 When integrated with television the
schedule will normally provide a better
balance of reach and frequency



Reason 2: Better
communication environment

The strong relationship between a
magazine and its readers adds to the
Impact of the advertisers messages. In
many different ways

Magazines are an active medium, with the
reader in control

Magazine readers are normally in a
relaxed and receptive frame of mind

Magazines have a long life. Readers can
return again and again to the same



Reason s: Communication
Interaction between print and
TV .
 When the creative treatments are In
harmony the two media in combination

expand, reinforce and consolidate the
advertisers messages

e This benefit starts right at the beginning of
a campaign. One TV exposure plus one
print is better than two TV exposures

e A conclusion drawn from studies
conducted In many countries. Most
recently by a major 1999 project in



And now for the evidence. Part
1

Based on individual brand case histories

These success stories show what can be
done.

But adding magazines to a television
schedule iIs not a guarantee of success.

It requires great skill and effort, but as we
shall see the rewards can be equally great
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KENCO MEDIA TEST

35% of country magazines and TV. Rest
TV only

Equivalent budget levels

8 month test in 1995

14 IPC magazines used

Involved 114 regional print changes
Monitored by sales and a tracking study



KENCO SALES RESULTS

 Based on the brand share movements In
the TV-only region the Kenco share in the
magazines plus TV region improved from
an index of 119.8% to 125.4%

 This was a brand share gain of 28.3% for
the magazines plus television campaign.



Kraft Jacob Suchard

1994 1998
Total television and print budget £25m £28m
Television 99% 82%
Magazines 0% 11%
Newspapers 1% %
Number of brands advertised 23 39
Percent using print 39% 82%

29



More evidence! Part 2

Consolidated multibrand studies
Cover many different brands

Show what can be achieved by the best
performers

Can be analysed to isolate the significance
of different planning factors

A good way to add to generalised planning
knowledge. (Case histories are not very
good In this respect)



UK study of 5 brands

2



Millward Brown USA

A leader In campaign tracking

research

Stuo

y carried out for the Magazine

Pub

Ishers of America

covered 2 years 1996/1997

Used results for all 113 mixed

manazina and T\/ campnainnc haina

32



Share of Ad Awareness and

Contribution to Total Ad
Awareness
(500,000 respondents)

Television | 36%

Mags/TV 3504

Magazines .

GRP

Percent of Total GRPs Awareness to GRP
(1,000,000+ GRPs) Index
267
Television
76%
93
Magazines . TV

33



Main conclusion drawn

 Magazines were found to deliver nearly 3
times the level of advertising awareness
per Gross Rating Point than did television

* This conclusion did not vary much by
product category, the size of the budget,
the number of brands in the field, nor the
age of the brand

e But it was found to vary significantly by the
budget split between magazines and



For More Information

FIPP, the International Federation of the Periodical Press, is a
worldwide association of 40 national associations and almost 100
International publishing companies and associate members
representing some 3,000 publishing companies, including
approximately 100,000 titles in more than 40 countries. FIPP serves a
global market with a total annual advertising expenditure revenue in the
region of US$40 billion, according to FIPP/Zenith World Magazine
Trends 2000/2001. For more on FIPP, visit their website at
www.fipp.com.

This is an extract of a presentation created by FIPP, summarising the
results of their “Take a Fresh Look at Print” study. For a copy of the
complete presentation or the study itself, please contact Magazine
Publishers of Australia.

TEL 61 2 9923 1568
E-MAIL mpa@magazines.org.au
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