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Abstract 

Despite the startling growth in sales promotion expenditure in the commercial sector 

over the last three decades, the prevailing view of sales promotion in the academic 

world is still of a "short term tactical tool often added into the marketing mix of 

struggling FjIICG brands to boost sales". This is one reason why these promotional 

techniques have often been considered of limited use for social marketing. 

Sales promotion techniques have until now, never received the academic scrutiny 

given to advertising. These techniques have traditionally been 'bundled' together, with 

the research conducted being dominated by value-incrcasing promotions (those which 

alter the product/price "deal') involving money-o ff, coupons or 'x % extra for free'. 

These promotional techniques are the least appropriate for social marketing 

Programmes which rarely involve either a tangible product or an economic price. 

Value adding promotions (those which introduce benefits not directly connected to the 

core product or its price) such as promotional competitions or give-aways are the 

most suitable for social marketing but the least well understood in terms of research. 

This research project focuses on one increasingly popular promotional tool, the 

promotional competition, and evaluates the opportunities that exist to transfer its use 

from the commercial sector and into social marketing applications. 

The research project conducted over a period of twelve years (1990-200 1), started 

with a theoretical examination of sales promotion techniques in general as used in the 

commercial sector. The sales promotion toolkit was then 'unbundled' to identify the 
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different tools available and the particular marketing communication opportunities 

provided by competitions. Over a three year period a large scale quantitative study 

was also conducted, looking at the characteristics of competitions themselves and 

which commercial sectors were using them. Subsequent research concentrated on 

breaking down the data set to look at competitions from the viewpoint of a number of 

different industrial sectors, and further research examining the perceptions of 

competition sponsors. The results demonstrated that competitions are perceived as a 

"h ighly versatile, creative and adaptable marketing tool, used effectively by a wide 

range of in dustries ". 

The research then went on to demonstrate the synergy that exists between the 

characteristics of competitions as a sales promotion tool, and the particular 

communication challenges that confront social marketers. It also explored how 

experience and research relating to commercial promotional competitions can be used 

to help maximise their cffectivencss in social marketing. 

Finally, the role of on-line sales promotions was investigated as one means of 

engaging and interacting with teenagers in social marketing carnpaigns. 



CONTENTS page 

List of publications 2 

Reflective Overview 

Section I Introduction 3 
Section 2 Re-evaluating sales promotions as a marketing tool 10 

Section 3 Examining the potential of competitions 18 

Section 4 Methodology 21 

Section 5 How competitions are used in the commercial sector 43 

Section 6 Perceptions of competition sponsors 55 

Section 7 Competitions and consumer behaviour 57 

Section 8 Implications for social marketing 71 

Section 9 The present and future use of competitions in social 

marketing campaigns 84 

Section 10 Conclusions and future research 93 

References 

The publications (#1-11) 

Appendix I- Recognition of contribution to the field 
Award letters 
Journal front cover and contents pages 

Appendix 2- Breakdown of contribution by author for joint 
papers 

Appendix 3- Publication #9 -questionnaire & covering letter to 
sponsors of competitions 



THE PUBLICATIONS 

S. Peattie and K. J. Peattie, 'Sales Promotiorf. Chapter 18 in M. Baker (ed), The 
Marketing Book. 4th edition. Butterworth-Heinnernann. May 1999 pp 418-442 

2. K. J. Peattie and S. Peattie -' Sales Promotions: Playing to Win'. Journal of 
Marketing Management, 9,3,1993, pp 255-269. 

3. S. Peattie and K. J. Peattie - 'Sales promotion competitions: a survey'. Journal 
of MarketinR Management, 9,3,1993, pp 271-286. 

4. K. J. Peattie and S. Pcattie -'Sales promotion: a missed opportunity for 
services marketing? The International Journal of Services Industries 
Management, 6,1,1995, pp 22-39. 

5. S. Peattie and K. J. Peattie - 'Promoting financial services with glittering 
prizes', The International Journal of Bank Marketing, 12,6,1994, pp. 19-29. 

6. K. J. Peattie and S. Peattie - 'Promotional Competitions -A Winning Tool for 
Tourism Marketing', Tourism Manaizement, 17,6,1996, pp. 433-422. 

7. S. Peattie - "Promotional Competitions -A Winning Technique for Wine 
Marketing', The International Journal of Wine Marketing, 7,3/4,1995 pp. 31- 
47. 

8. S. Peattie, 'Promotional Competitions as a Marketing Tool in Food Retailing' 
British Food Journal., 100,6,1998, pp. 286-294 

9. K. J. Pcattie, S. Pcattic and E. B. Emafo, 'Promotional Competitions as a 
Strategic Marketing Weapon' Journal of Marketing Management. 13,8,1997, 
pp. 777-789. 

10. S. Peattie, The Use of Sales Promotion Competitions in Social Marketing', 
Social Marketing Quarterly. V, 1, March 1999, pp. 22-33 . 
S. Peattie, 'Using the Internet to Communicate the Sun Safety Message to 
Teenagers', Health Education , 102,5 , August 2002, pp. 210 - 218. 



REFLECTIVE OVERVIEW 

-SECTION 1- INTRODUCTION 

The term "social marketing" was originally coined by Kotler and Zaltman in 1971 to 

define a process in which marketing techniques and concepts arc applied to social 

issues and causes, such as health promotion and energy conservation, instead of 

commercial products and services. The field of social marketing has generally 

developed by seeking to translate, or at least mirror, almost every element of 

commercial marketing theory and practise into a social context. Differences between 

the two fields have been rccogniscd however, and this has led to some elements of 

commercial marketing being seen as less relevant or suitable in a social context. One 

such element is sales promotion which, despite its popularity as a tool for commercial 

marketers, is viewed as of limited use to social marketcrs. This Reflective Overview, 

and the publications it draws together, seeks to re-consider the suitability of sales 

promotion through a focus on promotional competitions. 

Before we can appreciate how promotional competitions can be of use to social 

marketing we have to go back to a fundamental understanding of sales promotion. For 

many years a widespread view of sales promotion was as a 'short term tactical tool 

often added into the marketing mbc ofstruggling FMCG brands to boost sales'. Social 

marketing is usually concerned with the long term rather than the short term;, with a 

variety of non- commercial sectors such as health and education and with selling 

behavioural change rather than physical products. Figure 1.1 is taken from one of 
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Kotler's standard marketing textbooks (1994) and reinforces the view that sales 

promotion is only more cost-effective than other promotional tools when attempting 

to reverse the fortunes of declining brands. Due to the special nature of social 

marketing this tool has therefore always been considered of limited use. 

Publication #9 (Journal ofAfarketing Management - 3) details a variety of references 

from the 70's and 80's demonstrating the traditional prejudices held about sales 

promotion. Evidence from a variety of current academic literature from undergraduate 

marketing textbooks to leading marketing academic journals shows that this view of 

sales promotion still prevails. For exarnple: 

According to the marketing textbook by Anderson and Dobson (1994) 'the 

purpose ofadverlising as a strategic activity is to create awareness, establish 

a product in its market, build an image and work towards gaining salesfor the 

long-termfuture ofthe produalservice and the company. As a tactical tool, 

sales promotion is used as a short-term boostfor sales or to encourage trial of 

a new product. 

Jones (1990) in the Harvard Business Review article - 'The Double Jeopardy 

of Sales Promotion' concludes that companies, faced with saturated markets 

have been misguidedly channelling money away from abovc-the-line 

advertising and fighting withfuryfor market share; usingpromotions 

(generally a high cost activity) as the main tactical weapon' 



This research project began with an initial exploratory investigation of sales 

promotion competitions (which, for simplicity, will now be referred to merely as 

gcompetitions'). It then evolved into a wider re-evaluation of the role and nature of 

sales promotion. This led to a realisation that sales promotion tools had potential 

application to areas far removed from their conventional origins, such as social 

marketing. The aim of this Reflective Overview is to chart the progress of this 

journey of exploration which took place over a period of twelve years (1990-200 1). In 

doing so, it demonstrates that sales promotions in general, and competitions in 

particular, are highly versatile, creative and adaptable marketing tools, which can be 

uscd effectively in a wide variety of marketing contexts, and are therefore of relevance 

to social marketing. Figure 1.2 illustrates the contribution of each publication to this 

process of recognising the usefulness of competitions for social marketing. 

Publication #I (The Marketing Book chapter) re-evaluates sales promotion as a 

marketing tool illustrating how it can be used in a wide variety of sectors as a long 

term strategic weapon as well as a short term tactical tool. The chapter also goes on to 

dcrine 'value-increasing ' and 'value-adding ' promotions. This distinction is both 

original and fundamental to the whole research project. 

Publication #2 (Journal ofMarkefing Alanagement-1) focuscs on compaitions in 

particular and provides a detailed theoretical look at how they are uscd/can be used in 

the commercial sector. 
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Publication #3 (Journal ofMarketing Management-2) discusses the findings of a large 

scale empirical study of more than 2 V2thousand competitions used mostly in the 

commercial sector over a three year period. Publication #4 - #8 provides a breakdown 

for several different industrial sectors covering both services and FMCG. Each of 

these separate analyses makes a specific contribution to our overall understanding of 

the potential of competitions to help social marketing which is detailed in Figure 8.3. 

To develop a complete picture of the usage and effectiveness of competitions requires 

an understanding of the competitions themselves, the sponsors who use them and the 

target audience. Publication 49 (Journal ofMarkelingManagement-3) describes the 

results of an empirical study investigating the perceptions of FMCG competition 

sponsors. Publication #11 includes an insight into consumer perceptions of 

competitions. A review of consumer behaviour and competitions is provided by 

pub] ication 4 1, #2, #4-8. 

Publication #10 (Social Marketing Quarterly) is pivotal to the rescarchprojcct. It 

draws together evidence from the commercial sector and research of how 

Competitions have been used in social marketing to date to demonstrate that 

Competitions can provide a useful tool for social marketers. 

Tbcre are several reasons why this research project is important and provides a 

signiricant contribution to knowledge in the field: 



For competitions to be even considered and eventually accepted as a potential tool 

for social marketers, a fundamental re-evaluation of the capabilities and nature of 

sales promotion is required. This has been the starting point of the research project. 

The special nature of social marketing means that there are particular problems not 

usually encountered in commercial marketing such as a negative disposition toward 

the product/service; benefits that are long term, invisible or only accrue to P 

parties; immutable products and severely limited budgets and market data. The 

research project, by undertaking an extensive theoretical and empirical analysis of 

competitions, demonstrates that they have the potential to help overcome these 

problems. 

Social marketing is predominantly concerned with major quality of life issues such 

as health, literacy and energy conservation. This research project, in furthering our 

understanding of how social marketing can be more effective, will ultimately 

contribute to improving these areas and thus the welfare of individuals and society. 



SFCTION 2 

RF-FVALUATING SALES PROMOTION AS A MARKETING TOOT, 

Sales promotion has been used as a catch-all term covering a multiplicity of marketing 

activities. Much of the early academic research into sales promotions produced very 

critical appraisals of their effectiveness. However such research was flawed by a 

concentration on price based promotions, by ignoring the indirect effect of promotions 

and by taking a very narrow view of customer response. Marketing practitioners have 

realised the value of sales promotion and the limitation of this restricted terminology. 

An article on sales promotion in Marketing Week (Flack 1999) suggests that - 'the 

sector suffers largelyfrom a poor definition -a price promotion Is not the same as a 

value-addedpromotion but the two are often lumped together. Despite 30 years of 

constant criticism of sales promotion from marketing academics, they have grown 

increasingly popular as a tool used by marketing practitioners. This strongly suggests 

that either practitioners do not understand marketing very well or that marketing 

academics have misunderstood the potential of sales promotion. 

The Marketing Book chapter (publication # 1) fundamentally revises the notion of sales 

promotion and explains how sales promotion and 'value-adding' techniques in 

Particular can be used. Sales promotion is defined in the chapter as: 
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'Afarketing activities usually specific to a time period, place or customer 

which encourage a direct responsefrom the consumer, or Intermediaries, 

through the offer ofadditional benefits' 

In the chapter it suggests that one frequently overlooked point about promotions is 

that they are not so much a distinct element of the marketing mix as a customisation 

of the other elements. To increase the desirability of the total product offering, sales 

promotion can: 

9 Enhance the product offering's utility by enhancing quality, or adding extra 

tangible benefits. 

" Improve affordability by increasing the quantity offered, decreasing the price or 

casing the payment terms. 

" Improve accessibility by gaining access to distribution channels, and through extras 

such as free delivery. 

Support the advertising, sales and PR effort to boost the products visibility and 

credibility through eye-catching and newsworthy promotional materials and by 

creating subjects for advertising campaigns or discussions with customers. 

This analysis has particular implications for the use of sales promotion in social 

marketing as we shall see in Section 8, where competitions can be used to overcome 

some of the barriers peculiar to the social marketing mix. 
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The Marketing Book chapter also explores the key differences between advertising 

and sales promotion i. e. its 

e communication capabilities 

e relationship building capabilities 

* flexibility and manageability 

This breakdown is also useful given the criticism that social marketing has to date 

concentrated too heavily on social advertising. In the book Marketing - an 

Introduction, Kotler and Armstrong (1990) suggest that '.. manypublic marketing 

campaignsfall because they assign advertising the primary role andfail to develOP 

and use all the available marketing mft tools'. 

The Alarkeling Book chapter argues that more recent research into sales promotion 

demonstrates that: 

a) they can boost a brand's sale, awareness levels and image 

b) they are effective in encouraging switching bctwcen brands, product categories and 

retailers 

c) they can overcome significant levels of brand loyalty to 'poach' consumers 

d) they arc most cfTective when backed up by advertising 

e) trade promotions help to secure intermediaries enthusiasm and support and can 

help to build or reduce trade inventories 

12 



While marketing academics continue to be preoccupied with issues of promotional 

price reduction, coupon redemption and their effect on consumer behaviour and 

reference pricing, marketing practice is injecting much creativity and diversity into the 

growth of sales promotion. For much of the 1980s sales promotion expenditure grew 

almost twice as fast as advertising expenditure and by the end of the 1980s global 

expenditure on sales promotion had equalled media ad spending accounting for $219 

billion or 39% of non sales force communication costs according to WWP (Financial 

Times 1989). By the mid 1990s sales promotion expenditure had actually overtaken 

advertising expenditure in the US and the UK. Estimates of the communications mix 

spcnd in the UK for 1995 (Smith 1998) are given below: 

Selling E13 billion 

Sales promotion L9 billion 

Advertising E8 billion 

Direct marketing 0 billion 

PR & exhibitions fl. 4 billion 

A key factor in the growth of sales promotion has been the changing relationship with 

advertising. Conventionally they were viewed as alternatives to one another with sales 

promotion seen as the poor relation. This has changed as increased use by market 

leaders such as Heinz, Proctor and Gamble and McDonalds has given sales promotion 

new found respectability and as rising prices and increasing 'cluttcr' have raised 

doubts about advertising's cost effectiveness. A recent consumer survey (Croft 1999) 

reveals some harsh truths about the public's attitude to advertising. The survey 

conducted by RSGB on behalf of Mercer Gray revealed that: 

13 



'only 16% ofpeople in Britain admitted to paying any attention during 

commercial breaks. Twice as many say they treat the commercial break as an 

opportunity to nip out and make a cup oftea. 25% change channels to see if 

there is anything more interesting on the other side and 17% talk to other 

people in the room. 

Just under a third ofrespondents (29%) said they bought an item because ofa 

TV ad while more than half (59%) admitted having bought something because 

it was part ofa special offer or promotion such as a two-for-one or a 

competition' 

Technology is even allowing consumers to zap, out commercial breaks altogether. 

Hitachi's ncw'Commercial Advance' video system automatically fast forwards 

through advertisement breaks in recorded programmes. 

Rather than being rivals for the promotional budget, advertising and sales promotion 

arc increasingly being seen by practitioners as complementary components of a 

strategically planned and integrated communications campaign. 

Unbundling the sales promotion toolkit 

Previous distinctions have been made between priced based promotions (such as 

discounts and coupons) and non-priced based promotions (e. g. multi-packs, quantity 

increases, give-aways and competitions) (Campbell and Diamond 1990). However, 
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The Marketing Book cbapter (# 1) appears to be the first (and possibly only) 

publication to distinguish between value-increasing sales promotion and value- 

adding sales promotion. 

'Value-increasing promotions alter the productprice equation by altering the 

product quantity or quality or decreasing its price. 

Value-adding promotions leave the basic product or price intact, and offer 

something different in terms ofpremiums (free or self-liquidating), 

Information or opportunities. The benefits can be instant (scratch-and-win 

competitions), delayed (postal premiums) or cumulative (loyalty 

programmes). ' 

The follo%ing table classifies the different types of sales promotion using these 

dcrinitions. 

15 



SALES PROMOTION TYPE 

VALUE INCREASING (alters 
price/quantity or price/quality 
equation) 

VALUE ADDING (offers 
"something extra" whilst leaving core 
product and price unchanged 

Discount pricing Samples 
Money-off coupons Special features (limited editions)___ 
Payment terms (e. g. interest free credit) Valued packaging 
Refunds Product trial_ 
Guarantees In-pack premiums 
Multipack or multi-buys In-mail premiums 
Quantity increases Piggy back premiums 
Buybacks Gift coupons 

Info (e. g. brochure, catalogue) 
Clubs or loyalty programmes 
Competitions 

Tbere are a number of traditional prejudices held by marketing academics about sales 

promotion (detailed in publication #9) i. e. 

e as an 'external stimulus' promotions can boost short term sales, but vvill not 

influence consumers once removed. 

* by altering the 'deal' offered to customers, promotions will lower their reference 

price, leading to post promotional disaffection once the deal rcvcrts to normal. 

* promotional pricing will lower customers evaluation of the brand because they use 

price as a surrogate measure of quality. 

16 



9 promotions are more important in changing the timing rather than the level of 

purchasing because customers tend to buy earlier or stockpile during promotions 

and then buy less afterwards. 

These prejudices reinforce the concept of sales promotion as focused on physical 

products, monetary prices and the achievement of short term behavioural change 

among consumers. Social marketing is typically the converse of this, concerned with 

intangible products, non-monetary costs and long term behavioural change. 

However, many of these conclusions are based on academic research conducted on 

priced based value-incrcasing promotions consonant with the view Of Jones (1990) 

that, 'In most circumstances, promotions mean price reductions '. But because value- 

adding promotions do not alter the product or the price, some of these traditional 

prejudices no longer apply. 

In order to gain a complete picture of the contribution that each sales promotion 

technique can make to overall marketing strategy, it is essential to research them 

separately. This particular research project adds to the current state of knowledge by 

taking an in-depth look at the role and use of competitions. 

17 



SECTION 3 

EXAMINING THE POTENTIAL OF COMPETITIONS 

As sales promotion boomed in practice they have become an increasing focus of 

academic interest and research, but competitions have remained something of a 

mystery even though they are being used far more frequently in a wide range of 

Sectors. To date they have usuaIly been lumped together with other below-the line 

techniques which are very different in their nature, uses and benefits. 

Publication #2 tries to redress the balance by taking a detailed theoretical look at 

competitions as used in the commercial sector. It examines the growth in competition 

use and attempts to develop a framework to analyse their nature and their potential to 

influence consumer behaviour. The paper suggests several reasons for the growth of 

sales promotion in general. The rising price of advertising and consumers becoming 

increasingly desensitised to mass media advertising are both reasons that would be of 

particular interest to social marketers often faced with severely restricted 

Communications budgets. 

Competitions promote a product without tampcring with pricc/quantity value equation 

and instead add value by making purchase or awareness of a product a 'ticket' to 

Cntering a competition. This, the article suggests, has several advantages: 

18 



1. Price stability - avoiding some of the headaches associated with administering 

temporary price changes, and the havoc they can wreak on budgets and 

forecasts. 

2 Process stability - adding value without changing the core product's quantity 

or quality, side steps potential problems with packaging and processing. 

3 Referenceprice stability- important if coupons and money-off deals do indeed 

lead to only temporary brand-switching. 

4 Quality image maintenance- allowing market-Icading brands to be promoted 

without the risk of promotional pricing being interpreted as a move down 

market. 

5 Appropriateness - in channels, markets or cultures where price promotions 

may not be acceptable or where there is an intangible product. 

The article also describes the potential bcnef its of competitions for their sponsors i. e. 

" Temporary sales uplift 

" Demand smoothing 

" Market research/mailing opportunities 

" Idea generation 

" Packaging revamps 

" Advertising campaign link-ups 

" Point of sale opportunities 

" PR opportunities 

" Reducing the effectiveness of a rivals sales promotion 

19 



* Message integration 

The next section looks at the methodologies used to investigate how competitions are 

used in the commercial sector; sponsors perceptions of competitions and the potential 

of on-line sales promotions in social marketing campaigns. 
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SEMON 4 

METHODOLOGY 

This PhD by publication with its II papers has incorporated several different research 

mcthodologics. The individual papers provide more detail but included here is an 

overview and critique of the methodologies used within the three main studies. These 

wcre: 

An audit of 2,646 UK competitions gathered over a three year period. This was 

conducted in order to investigate what types of competitions were being used 

and by which commercial sectors (papers #3-8) 

9A mail questionnaire survey of sponsors which was conducted to look at 

managers perceptions of the role of competitions and how they were being 

planned and managed. (paper #9) 

9 Qualitative research in the fonn of sixteen focus groups & twcnty in-depth 

interviews was also carried out to look at promoting sun safety from a social 

marketing perspective. Information from this researchwas specifically used in 

paper #11 to investigate the potential of using the Internet for communicating 

sun safety to teenagers and also to explore the role that on-line sales 

promotions could play in this. 

21 



Tvpei of research desian 

Ikee main typcs of research design are explicated within the literature; exploratory, 

dmriptive and causal (Green et al 1988). 

Exploratory research is best suited to situations where concepts arc poorly understood 

and there is a definite need for clarification and the development of initial ideas (Ghari 

et, al, 1995). Aaker et al (1995) define it as ' research that is usually designed to 

generate Ideas when the hypotheses are either vague or ill-defined, or do not exist at 

all'. Hence this form of research tends to rely on secondary data and/or interviews 

with persons who have knowledge of the phenomena under investigation to aid initial 

understanding (Aaker et al, 1995). This type of research is often used to conccptualisc 

hitherto unknown concepts such as marketing orientation and service quality 

(Parasuraman ct. al., 1985). This type of research design was used for the major part 

of the sales promotion research and led to the conccptualisation of value adding and 

value-increasing sales promotions introduced in The Marketing Book chapter (paper 

# 1). 

The second research design option is descriptive and the objective is to identify 

relationships and associations between variables. This is appropriate where there is an 

attempt to tcsthypothcses (Churchill, 1991). Papcr#11 looks at using the Internet to 

communicate the sun safety message to teenagers. Using literature relating to 

teenagers use of the Internet, a conceptual framework was developed (see section 9 for 

more details). The 4C's model proposes that in order to effectively engage with 

tecnagcrs, wcbsites need to incorporate Content, Connectivity, Commerce and 
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Community. On-line sales promotions, including competitions, can be used to enhance 

all of these four aspects. Empirical research in the form of in-depth interviews with 

teenagers was then used to examine the model. Generally in descriptive research, data 

is collected in a structured fashion typically using large representative samples. The 

findings are then used to make generalisations about an entire customer group or 

market (Malhotra 2002). In this case, qualitative research using a small sample was 

conducted, therefore it could be classified as exploratory research rather than 

descriptive research. As a consequence, the study would need to be followed up by a 

large scale quantitative research project or generalisations would have to be made 

with caution. 

The third type of research design is causal research which aims to clearly establish 

cause and effect relationships. This type of research design was not used in any of the 

papers included in the portfolio. 

Study I- Audit of comnetitions 

Most textbooks on conducting marketing research would agree that first attempts at 

data collection should logically focus on secondary data. 

"A good operating rule is to consider a survey akin to surgery - to be used only 

after other possibilities have been exhausted w- 

(Churchill, 1991 pg 247). 
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The most significant advantages of secondary data are the cost and time economies 

they offer the researcher. The two disadvantages when using secondary data are 

problems of fit and problems of accuracy- there are numerous sources of error in the 

collection, analysis and presentation of marketing information. The following criteria 

though should help judge the accuracy of any secondary data; they are the source, the 

purpose of the publication (not to promote sales to advance interest of particular 

group) and general evidence regarding quality ( i. e. how was data collected? ). 

Some judgement about the quality and accuracy of secondary data can be made by 

examining the purpose of publication, the ability of the organisation to collect the 

data, and general evidence of careful work in their presentation and collection. 

"A source that has no axe to grind but ratherpublishes secondary data as its 

primaryfunction deserves confidence. Ifa data publication Is a sources ralson 

d'etre, high quality must be maintained. Inaccurate data offer such afirin no 

competitive advantage and their publication represents a potential loss of 

confidence and eventual demise. The success ofany organisation supplying data 

as Itsprimarypurpose depends on the long run satisfaction of its users that the 

Information supplied is indeed accurate " 

//, L 

(Churchill, 1991 pg 253) 

The majority of information relating to competitions was complied from a specialist 

monthly magazine aimed at competition enthusiasts. Data on individual competitions 

wcre collcctcd both by the authors of the magazine and by subscribers who would 
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send in details of competitions available (there was a monetary incentive for doing 

so). 

Use of this specialist magazine as a source of data provided the benefits of time and 

cost savings. The disadvantages however included that of 'fit'. The monetary value of 

prizes had to be estimated for each competition. Although this was relatively easy for 

durable goods and even holidays, its was not always so easy for experiential prizes 

such as 'a day out with a celebrity. 

The sample consisted only of competitions available on a national or regional basis 

(local ones were discounted) and which were associated with a product or service, as 

opposed to being all or part of the product or service itself (so lotteries or the 

numerous competitions which are a regular feature of magazines weren't included). 

For this reason, the audit of competitions cannot be considered a census but it is also 

difficult to estimate how unbiased the sample used was. However, given the size of 

the sample, the sampling error would be small. 

-Studv 2ýwSurvev of snonsors 

To study the use of promotional competitions in practice, a survey of marketers 

responsible for managing competitions was undertaken. Over a three month period, 

marketing media was monitored to try and locate FMCG brands running national, 

Consumer orientated competitions. An initial list ofjust over 100 brands was 

developed in this way. The majority of the brands involved were in food, drink and, 

personal care products. The manager responsible for each brand was then contacted 6 
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months later and permission sought to send them a postal questionnaire relating to the 

compaition. 

The primary data collection chosen was that of a mail questionnaire survey as this 

method offers accessibility to a nation-wide sample; the scope to process a high 

dcgree of standardisation; no interviewer bias; respondent convenience in the time and 

place of completion; the scope to investigate a wide number of issues in one 

instrument and ease of administration (Green and Tull, 1978). However, the 

limitations of mail questionnaires are also acknowledged to include a lack of control 

over response rates and return schedules, and the need to implement follow up 

mailings to generate an adequate response rate (Jobber, 1986). 

Some companies declined to take part at this stage so that some 90 questionnaires 

were eventually sent out to explore the managers perceptions of their competitions 

and thcir rcsults. 

Five classes of information to include in a questionnaire have bccn idcntiricd (Barker 

and Blankenship, 1975) as 

* Facts & knowledge - present beliefs, perceptions and depth knowledge of 

respondents 

* Opinions - existing attitudes 

9 Motives 

9 Past bchaviour 

* Future behaviour 
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All five aspects were included in the questionnaire sent out to sponsors. 

Churchill (1991) presents a well used model of the stages of development of a 

questionnaire. Although not designed to present a definitive step-by-step sequence it 

cmbraces a format which provides a checklist of the stages to be determined and the 

issues to be comprehended. 
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Procedure for developina a auestionnaire 

Step I What Information will be sought 

Step 2 Determine type of questionnaire and method 

Step 3 Determine content of individual questions 

Step 4 Determine form of response to each question 

Step 5 Determine wording of each question 

Step 6 Determine sequence of questions 

Step 7 Determine physical characteristics of questionnaire 

Step 8 Re-examine steps 1-7 and revise if necessary 

Step 9 Pretest questionnaire and revise if necessary 

Source: Churchill 1991, page 360 

These steps were followed when designing the questionnaire sent out to sponsors. 

28 



Three conditions have been stated as necessary for ensuring a true response to a 

question (Ferber, R and M. Hauck, 1964) 

a) respondents should be able to understand the question 

b) they must be able to provide the information requested 

c) they must be willing to provide the information 

It is for these reasons that the questionnaire was sent out to brand managers 

responsible for the competition, allowing sufficient time delay for evaluation of 

the effectiveness of the competition to be completed. Ten brand managers 

declined to take part in the survey as stated earlier, most maintaining that it was 

corporate policy not to respond to research questionnaires. 

Chisnall suggests that for mail surveys, the drafting of cffective questions is even 

more important than ever. They must be clearly worded, easily understandable 

with only one interpretation possible and the language in which they arc phrased 

must be suitable for the sample population. I Ic also suggests that it is sound 

practise to include a covering letter with a mail questionnaire which should outline 

the objectives of the study and invite informants to respond by completing and 

returning the encloscd questionnaire. The letter should stress that die information 

provided by the respondent will be treated confidentially and their names will not 

be revealed in any subsequent publication. The covering letter included with the 

questionnaire is shown in Appendix 3. 
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Mail queWonnaires have certain limitations apart from the type of questions that 

can be asked. 

* Answers must be accepted as written without the benefit of additional 

explanations which interviewers could obtain by probing questions. 

* In general, mail questionnaires are not a suitable method of enquiry where 

sample populations are of low intelligence or poorly educated 

9 Because mail questionnaires can be read fluough completely before being 

answered, bias can result from knowing the overall structure of 

questioning when answering individual questions- With personal 

interviewing, the pattern of questioning is not immediately apparent, 

although a different type of bias can arise, namely, interviewer bias. 

* Responses to mail questionnaires may frequently represent the views of 

more than one person which would be undesirable %&, hcn the survey wants 

the views of individuals- although some may profit from collective views. 

9 Personal interviewing allows investigators to supplement the answers 

given by respondents by some qualitative assessment which adds to the 

value of the survey. These observational data are lacking in mail cnquirics. 

30 



The questionnaire contained a mixture of questions based around Likcrt scales to 

measure managers perceptions of the role of competitions and also both open and 

closed questions designed to build up a clearer factual picture of the way in which 

competitions are planned and managed. (see Appendix 3). Both the questionnaire 

format and layout could be improved using today's technology. However, it must be 

remembered that this was produced in 1994 as part of an MBA dissertation, therefore 

both the time and technology were restricted. 

Of 90 questionnaires sent out, 48 usable responses were retumcd and although this is 

a small sample in itself, it represents a considerable proportion of the FMCG 

competitions being run during the survey period. If more time had been available, 

follow up calls could have been made with the aim of improving response rates and 

cstimating non-response bias. 

-Stud QY-3- Oualitative research on Sun-safetv and the Internet 

Focus groups (also called focused groups' or 'group depth interviews) arc the most 

commonly used qualitative research technique in applied settings (Goldman and 

McDonald 1987; Greenbaum, 1993, Merton ct al., 1990; Morgan 1988; Stewart and 

Shamdasani, 1990). Although the term focus group originated in sociology (Mcrion, 

Fiske and Kendall, 1956), its application has become most common in marketing and 

polling surveys. The size of the group should be large enough to generate diversity of 

opinions, but small enough to allow everyone to share in the discussion - about 7-10 
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is optimal (Krueger, 1994). Ideally, the focus group is composed of persons from 

similar backgrounds who do not know each other very well. 

Focus group interviewing typically involves a moderator who asks open-ended 

questions, but the degree of direction and structure can vary depending on how narrow 

or broad is the inquiry. In addition to the need to be sensitive, flexible and empathic, 

the moderator must avoid certain pitfalls common to group situations (Fontana & 

Frey, 1994) These include domination by one person or a clique or lack of 

participation by some group members. 

A focus group methodology was used to explore progress towards, and barriers to, 

sun-safety (particularly in rclation to children) in Australia and the UK- Andrcascn 

(1995) advocates this type of formative research as a first stage in social marketing 

campaigns to discover the knowledge, attitudes, practices and beliefs of the target 

adopters (in this case children) and other important publics (in this case those with a 

"stake" in child sun-safety). Ile suggests that such research is vital to understand: 

" present knowledge and awareness levels. 

" barriers to desired behavior. 

e the role of social pressure groups in accelerating or retarding adoption. 

9 the adopter's own perccived self-efficacy. 

These were all key themes within the focus group discussions which were held in 

Launceston, Tasmania and Cardiff, UK. Tasmania is an Island State which lics south 

of mainland Australia, betwccn ]attitudes 48 & 43 degrees south. It has a population 

of approximately 450,000, of which 94 % arc descendants of European (particularly 
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British and Irish) migrants. It also has the world's highest incidence of non-melanoma 

skin cancer cases (Armstrong and Kricker 1995). Although the two cities in which the 

sessions were held are on opposite sides of the world, they have many similarities in 

terms of economic history, culture and topography (e. g. driving time to nearest beach). 

I'lie strategy of recruiting focus group participants was structured around finding 

schools willing to participate. Once this was done, a "snowballing" approach was used 

to identify adult participants from the schools' catchment areas. The groups were 

comprised as follows: 

I. Children (infant School age) 6-7 years; 

2. Children (Junior School age) 10 - 11 years; 

3. Children (Senior School age) 15 - 16 years; 

4. Parents ( of children 0-16 years); 

5. School stakeholders (including teachers, PTA or'Parents & Friends' 

representatives, and governors); 

6. Doctors and other health professionals; 

7. Coaches and supervisors: active in clubs or groups related to children's sports 

and outdoor activities (including coaches in tennis, Australian rules football, 

soccer, cricket, hockey, swimming, and athletics; and Boy Scout and Girl Guide 

leaders); 

In total, sixteen focus groups were conducted. For each session, invitations were 

issued to create a group of six to nine participants (achieved for almost all groups). 

Each session was run by two facilitators with training in interviewing skills and focus 
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group moderation, and was recorded for transcripflon and analysis. A low visibility 

microphone at floor level was used to prevent it from inhibiting the discussion. Adult 

sessions typically lasted 90 minutes. The children's sessions lasted between 60 

minutes (for teenagers) and 30 minutes (for the 6-7 year olds). 

Since the aim was to discover participants, "normal" beliefs and levels of knowledge, 

they were not informed of the specific topic beforehand, but were invited to "a 

discussion on child health and safeV'. This prevented any "prepping" taking place. 

Each session was structured around a list of specific questions for discussion. These 

were piloted beforehand, both by consultation with relevant experts and by testing in 

Pilot sessions. The discussion was al lowed to develop into areas beyond the question 

list when this seemed potentially useful. nc exact question scts uscd varied between 

groups depending on their age and background. The issues discussed are dctailed in 

Paper #11. 

As far as possible the circumstances of the Australian and UK discussion groups were 

made comparable. The participants in both countries were prcdominantly members of 

the "professional classes" (particularly since cducationalists and health professionals 

dominated two of the groups), which could be one form of bias in the results. This 

issue was even identified by a number of participants who saw sun-safety as an issue 

driven primarily by level of education and social class. However, it is worth noting, 

that it is the professional classes which actually have the highest incidence of 

mclanoma (11olman, D'Arcy and Mulroney 1980). 
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In terms of the usefulness of collecting data from children below secondary school 

age, the traditional view is that it cannot be done reliably, which means that often 

relatively little is known about their beliefs and attitudes (Bcndelow, Williarns and 

Oakley 1996). Given that the behavior of this group and their parents (and others 

responsible for their care and safety) is central to the public policy goal of reducing 

skin cancer levels, it would seem remiss to screen them out of the research because of 

such concerns. 

Bencrits of focus groups 

9 Focus groups allow for interaction among participants, thus the researcher can 

kam about patterns of interpcrsonal influence regarding a spcciric product or 

communication 

Pccr prcssure in a focus group can support honcst disclosurc. Participants may 

be less likely to falsify their attitudes if they pcrceive thcmselves to be among 

similar types of people. 

The moderator can use group dynamics to support research objectives. For 

exarnple he/she may encourage conflict or competition to draw out opposing 

viewpoints 

Focus groups are flexible. They can be conducted with just about any type of 

tar. pted, audience at any time of the year 
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o Focus groups allow for spontaneous, unfiltered input by participants 

Problems associated with focus groups 

Most internal problems with focus groups are a consequence of problematic group 

dynamics. Pccr pressure within a group can suppress unpopular attitudes. Some 

participants may feel reluctant to express an unpopular opinion and the moderator in 

this situation may lack the skills to facilitate group opinion. Group opinions may seem 

to be swayed by dominating respondents. Passive or shy respondents may fccl 

reluctant to challenge a forceful group member. This was not a problem with the adult 

focus groups although there were occasional incidences with the teenage focus groups. 

In summary, the major advantages of focus group to a qualitative study includes 

savings in time and resources and the elicitation of rich data stimulated by the group 

format. But focus groups also have their limitations. They require a considerable 

amount of organisation and skill on the part of the modcrator and they may not be 

suitable for highly sensitive topics. 

"The research process, particularly qualitative research which necessitates 

the intensive involvement ofparticipanis, may enhanceftars, whetherjustoed 

or not" 

(MacFadyen and Hastings, 2001) 
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Care was taken that either an expert or support material offering advice was available 

for focus group participants who had concerns about sunsafety and skin cancer as a 

result of the discussion groups. 

Individual Depth Interviews 

Sometimes also callcd'IDIs' or 'one-on-oncs', in-depth interviews usually last from 

one-half to a full hour, but can go on longer depending on project requirements. 

Tlicsc sessions employ a focused interviewing strategy in which questions arc open- 

ended and non-directive, allowing the discussion to follow the subjects' responses and 

issues. IDIs should not be confused with survey research interviewing in which a 

strictly defined sequence of closed format questions constitute the predominant 

format. (Mariampoloski, 2001) 

Anywhere from 5-50 or more respondents, interviewed one at a time, may be invited 

to participate in an IDI study. Interviews may be conducted at a central interviewing 

facility or they may take place at the respondent's home or office. 

To further investigate the potential of the Internet as a medium to promote sunsafety, 

twenty in-depth discussions with Internet users (aged 15-16 to correspond with the age 

group interviewed previously, and evenly split between the sexes) were set up to 

explore the issues involved. Participants were identified and contacted through the 

schools used in the focus groups. Again questions were pre-pilotcd, and responses 

recorded and transcribed. The question set used within the interviews arc also detailed 

in Paper #11. The interviews generally lasted between 30 minutes and one hour. 
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IDIs arc the preferred methodology when the project demands intensive probing of 

respondents, or reactions to ideas without influence from peers. IDIs facilitate a high 

degree of psychological depth, that is, investigation or motivations, associations and 

explanations behind product preference (Siverman, 1993) 

The decision about whether to select a group vs. individual depth interview approach 

is Very subjective and without strict guidelines. Mariampoloski (200 1) 

in the table below lists several considerations that might influence the decision. 
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Considerations for Focus Groups vs. In Depth Interviews. 

I Considerations Focus Groups IDIs 

Cost Factors Economical use of moderator and 
facility time 

Extensive use of moderat. 
and facility time, making 
it more expensive per 
intcrviewee. 

Time 

Group interaction 

Pecr vs. 
Authority prcssurcs 

lnflucnce 

Scnsitive topics 

Economical use of time for 
interviewing and analysis. 

Group interaction is present and 
may allow for exchange of ideas 
and interpersonal influence. 

Group pressures may produce 
spontaneous challenge. Peer 
accommodation may facilitate 
honest disclosures. 

Peers may influence change of 
opinions. This may rcsult in 
some level of contamination, 
however, it is often important 
to learn how 'shakeable' 
respondents' Was arc. 

Some respondents may find it 
embarrassing and inhibiting to 
deal with sensitive topics in a 
group. Others consider it 
liberating to interact with peers 
who share a problem or 
preference. 

Respondent access Limited time to talk to each 
respondent. Competition to take 
centre stage may producc highly 
disproportionate participation 
by individual respondents. 

Scheduling May be difficult to coordinate 
schedules of hard-to-rcach 
respondents for a single meeting. 

Extensive time required 
for interviewing and 
substantial volume of 
information is produced, 
thus analysing the results 
also takes time. 

No group interaction. 
Subject largely reacts to 
moderator. 

No pressures but subject 
may rcact to authority of 

the moderator. 

With only one respondent 
there is no Potential for 
influence or 
contamination by other 
respondents. 

Some rcspondcnts find it 
easier to deal with 

sensitive issues in a 
one-on-one clinical 
setting. 

Each respondent gets 
equal time. Tlirough in- 
depth probing of each 
respondent is possible. 

Easier to schedule at 
central facilities, homes 
or officcs. 
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Referring to the above table, IDI's were chosen for this part of the project as the major 

bcncflts were respondent access and scheduling. For ethical and safety reasons, it is 

very difficult to obtain permission from schools to interview pupils on school grounds 

during school time. It is also logistically difficult to assemble a group of teenagers at a 

mutually convenient time and location. The other benefits of conducting IDI's in this 

case was that teenagers were able to reveal their true extent of knowledge and use of 

the Internet without fear of embarrassment or peer pressure. The major disadvantages 

were the time involved in conducting separate interviews and the lack of group 

interaction restricting an exchange of ideas. 
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Prono%e(l methodology for investigating consumer response tosales promotion 

The final part of the project will investigate consumer response to sales promotion. In 

the FMCG market, almost everyone could be considered a potential consumer, 

therefore implying a very large population. Although the commercial databases could 

be used at some expense, for practical purposes a quota sample is proposed. Quota 

sampling is a non-probability sampling technique that is a two stage restricted 

judgemental sampling. The first stage consists of developing control categories or 

quotas of population elements. In the second stage, sample elements arc selected 

based on convenience orjudgemcnt (Malhotra, 2002). In the first stage, it is proposed 

that Proportionate quotas are assigned based on age, sex and socio-cconomic class so 

that the population in the community is rcflcctcd in the sample. 

A number of potential problems are associated with this sampling technique. Relevant 

characteristics may be overlooked in the quota setting process, resulting in a sample 

that does not mirror the population on relevant control characteristics. This will be 

minimised by doing a series of in depth interviews as preliminary exploratory research 

Wore conducting a large scale quantitative survey. Another potential limitation of 

quota sampling is that since the elements within each quota are selected on die basis 

of convenience orjudgemcnt, many sources of selection bias are potentially present. 

Interviewers may choose respondents who are more easily accessible and this can 

introduce bias (Churchill, 1991). Quota sampling is also limited in that it does not 

Permit assessment of sampling error. However, quota samples can be convenient and 

less expensive than conducting probability samples and with adequate controls can 

obtain results close to those for conventional probability sampling. 
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A questionnaire will be used to interview those selected in the quota sample. The 

same guidelines for developing questionnaires outlined previously will be followed. 
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. SFC, TION 5 

HOW COMPETITIONS ARE USED IN TTIF COMMERCIAL SECTOR 

Despite the prevalence and obvious cost of competitions, they have received relatively 

little attention from marketing academics, compared to other promotional tools. 

Publications #3-8 aims to contribute to an understanding of the way competitions are 

used through the results and implications of a survey of 2,646 UK competitions 

gathered over a3 year period. These competitions accounted for over % million prizes 

worth, at a conservative estimate, over L47 million. Information from a nation-wide 

network of hobbyist competitors as well as special packs, entry forms and 

competitions rules all provided information about these competitions (more details arc 

included in Section 4). 

This data was encoded using Minitab and analysed to provide information within the 

commercial sector as a whole (publication #3) and across a range of different 

industries, specifically: 

Service Industries (publication #4) 

Financial Services (publication #5) 

Travel & Tourism (publication #6) 

Drinks Industry (publication #7) 

Food Retailers (publication #8) 
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Because each of these publications was written for a different sector and journal there 

is of necessity an overlap in the literature review and theory. However, the data 

analysis for each sector contributes significantly to the overall picture of the diverse 

marketing opportunities provided by competitions. It also reveals how competitions 

can be used to overcome some of the unique challenges found in social marketing. 

IMPI ICA TIONS 

The analysis for the commercial sector as a whole and the various sub-scctors 

confirms that competitions can provide a variety of marketing opportunities. The 

particular characteristic of sales promotion is that of providing 'extra benejIts'rclating 

to each of the marketing mix variables: 

Produalvervice "lated henerits 

a) as an alternative to aftering the core senicelproduct - many sales promotions 

involve increasing the core product (e. g. 10% extra chocolate free) or core service 

(C. 9 two cinema scats for the price of one). In some cases this may be impossible, 

for example mortgage lenders cannot usually afford to offer two loans for the price 

of one (#5); or undesirable such as in the wine trade where larger (litrc) bottles of 

wine are associated with inferior quality(#7). Competitions add value by making 

awareness or use a ticket to enter the competition without the need to alter the 

product or service. In social marketing, if the social product proves unsuitable, an 

attempt should first be made to alter the product offering to meet the needs of the 

target adopter (Stcad and Hastings 1997). However, there may be occasions when 
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the social product proves to be immutable. In this case, as in commercial 

marketing, competitions provide an alternative to changing the core product or 

service. 

b) differentiation opportunity - Kotler (1994) idcntiricd creating competitive 

differentiation as a key challenge in service markets since innovations can be 

copied rapidly by competitors(#4). Even within non-scrvicc sectors, technological 

advances means that it is often difficult to maintain product superiority. 

Competitions offer a useful source of differentiation e. g. for banks(#5) where apart 

from small details there is little to differentiate one bank's offerings from another. 

Similarly, for consumers faced with row after row of wine bottles on the 

supermarket shelves, an eye-catching competition can be one way of attracting 

attention (#7). Evidence of this is supported by the fact that over 60% of the drink- 

sample used either competition bottle collars or point of sale material. Social 

marketing programmes also have to compete for consumer's attention. Any 

Communication tool that assists differentiation from competitors is of potential use 

to social marketers. 

C) adding a tangible dimension (#4, S) - services cannot be readily displayed and the 

effectiveness of advertising for services can also be hampered by their intangibility. 

Many social marketing programmes also include a service provision e. g. screening 

clinics. Competition posters and leaflets provide opportunities for intcrcsting, 

tangible and visible point-of-sale material. 
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d) quality cue appeal - the intangibility Of services prompts customers to look for 

tangible surrogate 'cues' to judge the service provider's quality. Competitions are a 

more cost-effective quality cue than give-away promotions for service marketers, 

since giving customer 'freebies' which project a high quality image can be 

prohibitively expensive. Social marketing programmes are often faced with 

restricted budgets making high quality give-aways infeasible when dealing with a 

large target audience. 

Price related benerits 

a) as an alternative to proinotionalpficing in senice sectors (#4,5,6) - with value- 

increasing sales promotions (which alters the price/product equation) the absence 

of a tangible product means that for service providers, it is difficult to ofTcr 10 

percent extra free or a free trial s=ple (e. g. haircuts) or to create pricc-packs or 

bandcd packs. If the service cannot be easily customised, pricing then becomes the 

obvious element to change for promotional purposes. Coupons or other forms of 

promotional pricing are widely used in certain service markets such as 

entertainment and fast food, but there arc difficulties and dangers which 

accompany their application to other services. This is partly because setting prices 

for services is already difficult and consumers often use price as a surrogate 

measure of quality. It has been suggested that promotional pricing in financial 

scrvices(#5) and the travel and tourism industry(#6) has not proved worthwhile for 

several reasons including relatively high levels of customer loyalty, the dangers of 

price wars and the often crucial role of pricing in overall positioning. Even in the 

non service sector, promotional pricing may not be attractive. For ex=ple in the 
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wine market, coupons are considered downinarka and cheap prices are often 

associated with lower quality wine (0). In many cases social marketing does not 

incur a monetary cost for the target adopter therefore promotional pricing is not 

feasible. Where monetary costs do occur, the same potential problems of using 

promotional pricing apply. 

b) to compensatefor non-monetary costs such as waiting tittles - while competitions 

for goods appear to add value by giving the customer something extra to have or 

take away, service competitions were frequently used to give the customer 

something else to do during the service encounter. The best example of this is the 

Competitions offered in restaurants and fast food outlets which give customers 

something to do and discuss while waiting for the meal to arrive (#4). In social 

marketing non-monetary costs (such as waiting times, fear and embarrassment) are 

not unusual. Although the provision of a competition is never going to compensate 

for a poorly designed or delivered service, it may make any gaps that occur within 

the service delivery process less noticeable to, or less onerous for, the customer. 

Place related benerits 

a) Channelselection - the travel and tourism analysis (#6) showed competitions being 

uscd to direct consumers towards particular destinations, operators or travel agcnts. In 

social marketing programmes there are oflcn occasions when we would like target 

adopters to be directed to particular channels(e. g. approvcd family planning clinics). 
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Competitions have the potential to influence target adopters toward these preferred 

locations. 

Promotion related betterits 

a) consunter interaction - interactive marketing is vital for services but difficult to 

create through advertising, which is generally a uni-dircctional mcans of 

communication, absorbed relatively passively by the potential consumer. 

Competitions, by contrast, can create real interaction and involvement between the 

customer, the service and the service provider. Competitions may rcquirc the 

customer to analyse the service to answer questions, or create a slogan, or send 

away for a brochure, or to meet the service provider, crcating new service 

encounter opportunities. Barclays Bank 1998 Nest Egg compaition required 

customers to make an appointmcnt with a 'pcrsonal banker' to discuss thcir savings 

necds in return for the chance to win f 100,000 in prizes and with die promise of a 

free Cadbury's Creme egg for cveryoncl In social marketing, the opportunity for an 

initial personal contact between the service provider and the target adopter is of1cn 

crucial for the success of the programme as in family planning or smoking 

cessation. 

b) PrOviding Consumer information - One reason for the growth of the wine market 

has been the dcmystifying of wine by the supermarkets with improved labclling 

information. Competitions offer an additional opportunity to provide consumer 

information and increase product awareness through entry material reducing 
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perceived risk of purchasing(#7). Retailer magazines arc also popular as a means of 

providing consumers with information and increased product awareness through 

entry material (#8). In social marketing, the first stage in the process of bchavioural 

change is increasing awareness, usually through the provision of information. 

Competitions can provide a channel for this information and a means of ensuring 

the target adopter actually rcads itl 

c) developingpartnerships - the total survey indicated that 43% of the competitions 

were run by two or more sponsors (0). Competitions offer opportunities to link 

up with partners to share costs, swap resources or provide reciprocal access to 

consumers. For example, new cars as prizes parked outside supermarkets provide 

instant showrooms for car retailers with a constant flow of potential customers 

(#8). In social marketing, partnerships are often formed with a varicty of other 

bodies including the media, govcnunent and non-governmcnt agencies, 

communities as well as businesses. 

d) Influencing intertnediaries - retailers arc using 'distributor powcr' to dcmand from 

Manufacturers, sales promotions that are more creative and appealing to 

consumers(48). Given that the average grocery retailer was offcrcd around 20 

times more in-store displays from manufacturers than they could accommodate 

(Quclch 1983), retailers arc in a strong position to demand this increase in 

expenditure. Social marketing programmes ofIcn involve influencing 

intermediaries. For exarnplc, to improve child sunsafcty it is necessary to have the 

Co-operation and support of not only the children themselves but also parents, GPs, 
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school personnel and out of school activity leaders to ensure that children are 

adequately protected at all times. 

0 integrating niechanism - (#3-8) Competitions and their prizes are ofIcn used as the 

focus of advertising as part of an integrated communications plan. PR can be 

generated from prize-giving or links to charitable donations with a certain amount 

being donated per entry, as with the Andrcx Elcfricnds Appeal Competition. 

Section 9 describes one social marketing programme - '77ie Smokefree Class 

Compethion', that has used this to good cffcct. 

creativity - there has been much recent criticism that TV advertising in particular is 

becoming so 'creative' that it is starting to miss its objective and lose its audience. 

Professor Garcl Rhys, Cardiff Business School discussing car adverts wams that 

'there may be a danger ofconsumers remembering the advert or the song rather 

than the product It Is supposed to be selling'(Rhys 1999). There arc many recent 

examples where technology has been put to effective use to design ever more 

interesting but interactive competitions. One example is Jacob's Tridge 'em to 

Win' competition which used thcrmochromatic ink on the wrapper of each Club 

biscuit thus only displaying the win/lose message when chilled. This encouraged 

users to buy and refrigerate these chocolate biscuits during the traditionally slow 

summer period. Another example is Coca-Cola and Coors who both used a can that 

'talked' (using a light activated voice chip upon opening) to inform consumers that 

they had won a prize (Brandwcck 1999). Social marketing programmes also have 

to compete with commercial communications for target adopters attention. 

Creative competitions could be one way of doing this. 
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Oflexibility - when it comes to targeting, competitions can offer more flexibility 

than advertising, which essentially presents one message at a time to the entire 

audience (a 'shotgun' approach). Ulay products were having problems reaching 

their target market 'women aged 18 to 65 and older' with a universal advertising 

theme. This prompted their' Woman of the World' competition, offering various 

holiday prizes ranging from an art tour of London to trekking in the Far East, 

designed to appeal to the full range of age groups. Although good social marketing 

Programmes should also use the principle of segmentation, there are often a 

number of barriers to segmentation in social marketing. In particular, potential 

Philosophical problems associated with excluding certain groups. The nature of 

these barriers, discussed extensively by MacFadyen et. al. (1999), results in a target 

audience which is often more diverse than in typical commercial situations. This 

would make communication tools that offer flexibility particularly useful. In 

addition, while a new advertising campaign will typically take months to develop, a 

Promotion such as a competition can often be picked 'off the shelf and 

reformulated as a very rapid response to a rival's promotion (Curnmins 1989) or an 

unseen situation (e. g. immunisation following an outbreak of meningitis). 

inrIafebene, ts 

a) market researcillmailing list - for both retailers and manufacturers (#8) 

competition entry forms can provide valuable information about customers and 

Provide mailing lists for future promotional offers. For example, Heinz '100 Day 
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Driveaway'was a nation-wide promotion tailored to different retail outlets in 

terms of the type of competition and prizes offered. An innovative approach to 

gaining information about its consumers and the effectiveness of its promotional 

spend involved the use of a competition foil scratch card. This included eight 

deliberately brief questions on makeup of the entrants family in age and number, 

shopping habits plus a key question on whether purchasing habits had changed to 

take advantage of the promotion. All could be completed in under a minute without 

the use of a writing implement. This yielded a 60% response rate to a large scale 

test involving three promotions and 30,000 participants. Results showed that some 

Promotions Performed better in one retail chain than in others. This information 

was then used for selling to key multiple chains even while the promotion was in 

Progress. If the performance was above expectations, the retail outlet could be told 

in time to increase its stockholdings. If it was not performing as well as expected, 

there was an opportunity to use more in-store displays and local advertising. One of 

the common problems in social marketing is that there is little secondary data about 

the target audience readily available. Competitions can provide a means of 

collecting this information. 

b) 'C"t cerfaintY compared to give-aways - barring accidents, competitions involve 

Predictable costs unlike give-aways which depend upon redemption rates. The 

experience of Hoover, s disastrous free flights give-away is a classic example of 

this, where estimates put the cost of over-redemption to the company at more than 

E20million as well as much bad publicity (93). Social marketing programmes; faced 

with limited budgets need to be particularly careful of over redemption costs. 
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C) cost-effectiveness compared to give-aways - competitions are often more cost 

effective than 'give-away' promotions. For the FMCG sector, give-aways included 

with the product may require special packaging or extra shelf space for which some 

retailers now charge a supplement. Some give-aways may simply be too big to fit 

in the packaging but research indicates that consumers are less attracted by mail-in 

give-aways (Reed 1999). Many social marketing programmes would like target 

adopters to 'make contact' on a regular or frequent basis e. g. weight loss or 

smoking cessation clinics; recycling centres; adult literacy classes. By offering an 

additional entry to a competition rather than an additional gift each time, the social 

marketer can reinforce extra visits without increasing costs whilst still providing an 

added benefit to the target adopter. 

d) demand smoothing - the survey uncovered examples of competitions being used 

both to counteract seasonal troughs in demand and to reinforce seasonal peaks. 

Mars regularly ran competitions for their chocolate during the summer and their 

ice-cream during the winter (0). The perishability of services means that demand 

fluctuations are the most troublesome of service marketing problems. They can 

usually only be consumed one at a time so volume-increasing competitions are 

rare- However, competitions can encourage purchase re-timing e. g. travellers 

cheques or foreign exchange during slack periods(#6). They could also be used in 

the same way in social marketing to encourage people to be immunised (e. g. 

against flu or travel diseases) at non peak times. 
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The results of the empirical analysis from the survey overall and the breakdown for 

different industrial sectors, clearly demonstrate than competitions are more thanjust 

'a short term tactical tool to boost sales ofstruggling FMCG brands' Thesurvey 

showed that although the major sponsors were FMCG firms or supermarkets, the 

users of competitions were as diverse as water companies, charities, estate agents and 

even solicitors - all associated with unsought goods as is often the case with social 

marketing. Of the FNICG firms, top brands such as Heinz, Coca-Cola and Golden 

Wonder were frequent users of this marketing tool. In addition, for the survey as a 

whole, 25% of the competitions did not require a purchase to be made. In the service 

sector this figure was as high as 54%. This demonstrates that competitions were not 

being viewed by the sponsors merely as a tool to boost sales. 

Competitions can be seen to be a highly versatile and creative tool used in a wide 

range of industries to differentiate products and services, entice new customers and 

reward existing customers. This new perception of sales promotion in general, and 

competitions in particular, makes them of far more potential use to social marketing 

than has yet been appreciatedL 
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. SFCTION 6 

11FRCEPTIONS OF COMPETITION SPONSORS 

Publication #9 (Journal ofMarkeling Management -3) builds on the earlier research 

looking at competitions themselves to test empirically whether the potential marketing 

communication benefits claimed for compaitions were actually recogniscd and 

pursued by marketing practitioners in the commercial scctor. The spccif ic claims that 

this study sought to test were that competitions had the potential to: 

" improve brand awareness and customer attitudes towards a brand in ways that 

would outlive the competition itself 

" stimulate product trial 

" hclp to smooth seasonal demand patterns 

" act as a two way communication channel, to help with tasks such as gathering 

markcting information and developing customer databascs 

" link up with above the line advertising campaigns to reinforce advertising thcmcs 

or to be used as a basis for advertising 

" be used to reinforce point-of -sale (POS) communication cfforts 

N Provide useful public relations (PR) opportunities 

x be used as a tactical weapon to try and negate or reduce the cffcctivencss of rival's 

promotional efforts 

To study the use of competitions in practice, a survey of marketcrs responsible for 

Managing competitions was conducted. Details of the methodology used arc included 
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in Section 4. The survey was restricted to FMCG brands only, which still represents 

the main users of competitions. However, it should be noted that the findings may 

vary in terms of their applicability to promotion in other sectors, and that the sample 

size was relatively small, so that any gcneralisations must be made with caution. 

Remilts 

The survey showed that competitions were being used for tactical reasons such as to 

stimulate sales or product trial, smooth seasonal demand fluctuations and provide a 

response to a competitors initiative. However, they were also bcing used in a more 

strategic role - to raise consumers awareness, encourage brand s%vitching, collect 

consumer information, provide product information, gain support from intermediaries 

and the sales force, integrate with other promotional efforts such as advertising and 

Pit, build the brand and improve long term market share. 

The results of the survey supported the contention that competitions rcprcscnt a 

flexible marketing communications tool that is used by marketing managers to help to 

pursue a variety of strategic and tactical objectives. It also demonstratcd that sponsors 

Nt a relatively high level of satisfaction with competitions as a communication 

technique. This was further supported by the fact that many were willing to invest a 

considerable proportion of their communications budget to competitions and the 

majority intended to use competitions again. Thcre arc many occasions when these 

bcncrits would also appear attractive to social marketing managers. 
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-SECTION 7 

COMPETITIONS AND CONSUMER BEHAVIOUR 

In order to gain a complete understanding of the usage and effectiveness of 

competitions it is neccssary to investigate the competitions themselves (Section 5), the 

sponsors who use them (Section 6) and their target audience. Investigating consumer 

response to sales promotions will be the next stage of this research. A proposed 

methodology for this is detailed in Section 4. Consumer behaviour toward 

competitions was discussed in several of the publications (# 1,2,4-8,11) resulting in the 

development of certain theoretical models. 

In these publications it is suggested that we can intuitively divide up consumers into 

thrcc tYPcS of "Competitive consumcr" segments according to their attitude to 

Competitions: 

I. Non-Compelitors - who would consider competitions a waste of time, stamps 

or tclcphone units; 

2. Passive Competitors - who would enter competitions but would not change 

thcir normal purchasing behaviourjust to entcr a compctition; 

3. Active Competitors - who would change their purchase behaviour (such as 

timing or brand choice or retail outict) to enter an attractive competition. 

Consumers arc not rigidly defined by these classifications, instead they indicate a 

tendcncy that a pcrson has, or a position in rclation to a spccific compctition. A 
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confirmed non-competitor might, for example, break a lifetime's habit to enter a 

competition offering the holiday of their dreams as a prize. Cross referencing the 

consumeescompetitivcness against their brand involvement, produces a picture of the 

opportunities which using a sales promotion competition presents (Figure 7.1) The 

implication of this model is that there are two key groups that a competition can be 

targeted at. New customers can be developed from among the potential users and some 

poached from competitors, and (providing that some arc retained) this will provide 

long term benefits of an increased customer base and an expanded market. Although 

this may seem far removed from the social marketing context, this could be considered 

analogous to converting a smoker (competitor-loyal) to a non-smoker (loyal). 

The empirical analysis demonstrated that competitions can induce brand-switching, 

Purchase rc-timing, increased volume purchasing, product-typc substitutions and 

channel substitutions particularly within the FMCG sector but even within services. 

For example, the travel and tourism analysis (#6) showed competitions being used to 

encourage short stay visitors to prolong their stay to weekends in business orientated 

cities such as Brussels and Milan. The Barclays Connection competition (0), by 

requiring the use of a Connect card for entry, was encouraging product-typc 

substitution. 
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-Sianificance for social marketina 

It would be tempting to conclude that competitions could therefore be used for 

example, to persuade consumers to use nicotine-frcc products instead of cigarettes 

(Product-substitution), buy more condoms (increased volume purchasing) or attend 

approved clinics for family planning advice (channel selection). HowcverasKotIcr 

and Andreascn (199 1) explain, three major dimensions determine the difficulty of 

successfully changing social behaviour. Whether the behaviour is: 

a) low involvcment or high involvcment 

one-timc or continuing 

C) by individuals or groups 

Other things being equal, it is harder to change behaviour that is high involvement 

group dccisions and continuing. 

Figure 7.2 -A Taxonomy of Social Behaviour Change Prop-mms 

7 1, TIMF LOW INVOLVENI ENT HIGH INVOLVEMENT 
INDIVIDUAL 

GROUP 

CONTINUING LOW INVOLVEMENT IIIGII INVOLVEMENT 
INDIVIDUAL 

GROUP **3lost dja7cult 
to change" 

Source: Adaptedfrom Kotler andAndreasen (1991) 
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Andrcascn (1995) suggests that the first feature to understand about high involvement 

behaviour is that consumers typically do not undertake them instantaneously but 

mther work their way up to them often going through clearly defined stages. A useful 

model illustrating these stages for social marketing is Andreasens' modificd version 

of the original Transtheorctical Model developed by Prochaska and Di-Clemcnte 

(1983). 

Figure 7.3 - The Soci, 11 Marketing fichavioural Stage Change Model 

STAGE MARKETING TASK 
Precontcrnplation Create Awareness & Interest 

Change Values 
Contemplation Persuade 

Motivate 
Aa-ion Create Action 

Nlaintcnan e Mainta in change 

Source: Andreasen (1995) 

This bchavioural stage change model in social marketing is not unlike the classic 

AIDA model (Strong 1925) used in commercial marketing. This original Response 

I licrarchy model has since been extended as shov%m in the table below: 
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Ficure 7.4 Response Hierarchy Models 

Strong 
(1925) 

Colley 
(1961) 

Lavidge & 
Steiner 
(1961) 

McGuire- 
(1969) 

Engel et al. 
(1986) 

Brown 
(1993) 

Presentation Exposure Awareness 
Attention Awareness Awareness Attention Attention 

Comprehension Knowledge Comprehension Comprehension Comprehension 

Interest Liking Attitude 

Desire Preference Yielding Yielding Intention 
Conviction Conviction Retention Retention 

Action Action Behaviour Action Purchase 

Repeat 
purchase -j 

Tbesc models are all based on the proposition that audiences respond to messages in a 

vcry ordcred way - cognitively, affectively and thcn conativcly (i. c. TIIINK-FEEL- 

DO). Most criticisms of these models arc based on the issue that consumers do not 

necessarily follow a sequence in all situations. Nevertheless, these models do provide 

a framework for discussing consumer rcsponse to marketing communications. 

In terms of persuasion, sales promotion direct response orientation has traditionally 

fcwuscd attention on the 'action' phase of the ATDA model. I lowcvcr, in The 

Alarkeling Book chapter (# 1) it is argued that competitions can be found to be useful 

during all phases of the original AIDA model. 

Attention - special packaging, pos material and words like WIN can all assist in 

gaining the consumers attention. 

Interest - competitions can inject novelty and even fun into the most familiar or 

mundane product or service. 
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Desire - can be created by the offer of additional benefits in the form of a prize. 

Action - competitions differ from advertising in seeking a direct response within 

a certain time period. 

Competitions are also being used to reward loyal customers (and therefore encourage 

maintenance behaviour) by adding value and adding 'spice' to existing relationships. 

In financial services it is not uncommon to rind competitions open only to existing 

account holders only. Recently, Halifax ran a competition for existing Visa Charity 

card holders offering cash prizes to those using their cards at least six times in a2 

month period. In social marketing, maintenance behaviour can be encouraged by 

reinforcing desired behaviour. Behaviour modification theory points to the fact that 

other things being equal, people tend to repeat behaviours they find rewarding. As 

Gracff, Elder and Booth (1993) highlight, a great many social marketing behaviours 

arc not intrinsically rewarding. When a child is immunised, the mother does not 

immcdiately feel good about it especially if the child is distressed and the wait long 

and boring. Social marketers can counteract this by employing extrinsic rc%vards 

whenever possible. Thus, for example, to increase recycling, competitions can be held 

among participating households for tickets to sporting evcnts. The bencrit offered to a 

target adopter in the form of a competition can also help to overcome cognitive 

dissonance following more high involvement decisions. 

Evidence from the commercial sector indicates that compaitions can induce an 

alteration in behaviour even if it is only to the next stage of change (e. g. from Pre- 
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contemplation to Contemplation). This can be invaluable if we agree with Andrcasen 

that the goal of social marketing is to move consumers to the next step, not necessarily 

to the end process. 

Relationship marketine and competitiOns 

Marketing has evolved from a focus on the single transaction to become increasingly 

concerned with the development and maintenancc of mutually satisfying long-term 

relationships with customers. Gronroos (199 1) argues that al I markcting strategies lie 

on a continuum ranging from transactional to relationship marketing, where 

relationship marketing can be judged in terms of measures of customer retention 

rather than market share. 

Transaction marketing versus relationship marketing: 

Transaction marketing Relationship marketing 
Short term orientation on Ole sale as the Long term orientation. The sale is only 
end result the beginning 

'Me' orientated 'Wcorientatcd 
Focus on achieving a specific sale Focus on retention and repeat sales 
Emphasis on persuasion to buy Stress on creating positive relationships 
Need to win, manipulation Providing trust and service 
Stress or conflict of achieving a Partnership and coopcration to minimise 
transaction defection and provide long term 

relationships (with customers or strategic 

alliances, joint ventures, vendor 

partncring etc) 
Anonymous customer won by conquest in Individual prorile of customer known so 
a carefully planned event that a continuing process can emerge 
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Gilbert (1996) proposed that the long tenn retention of customers requires the 

following five incremental steps -1dentj&, Improve, Inform, Tempt and Retain. 

Figure 7.5 shows how competitions can be used to help achieve this. 
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In commercial marketing the rationale for relationship marketing is that it makes 

business sense to focus on long term financial bcnef its which can accrue once a 

customer has been won for the first time. This is because is has been estimated that it 

is rive to ten times more expensive to recruit a new customer than to retain an existing 

one (Rosenberg et al., 1984). The Marketing Book chapter (Paper # 1) proposes that 

one of the key differences between advertising and sales promotion is its relationship 

building capabilities. On-line sales promotions offer an additional medium by which 

to develop relationship marketing (see Paper #11). Customer prorilcs can be built up 

by interaction and fecdbackfrom consumers and appropriate and attractive offers 

made in return to consumers. 

In social marketing relationship marketing can be used as a method of encouraging 

maintenance behaviour. For example, Wales Quit & Win 2001 competition offered 

weekly, monthly and a final Grand prize draw for all entrants who maintained their 

smoking cessation over a3 month period. More than 3,200 people from across Wales 

entcrcd. There was also a prize for the 'Best Buddy' for those supporting the 

Participant and a prize draw for grecruiters', acknowledging the importancc of 

intcrmediaries in social marketing campaigns. 

The Nfarpinal Consumer 

77ic Marketing Book chapter (# 1) introduces the concept of the marginal consumer 

(Fig= 7.6) which is of spccial rclevance to social markcting. In commcrcial 

marketing, once the product is spcciried, part of the total available market -Aill be lost 
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because the product features (such as the colour, size, flavour or facilities) are 

unsuitable for some potential customers. In social marketing, additional target 

adopters may be ruled out because they have a negative disposition toward the social 

product (e. g. weight loss program). Further customers will be screened out who desire 

but cannot quite afford the product. In social marketing, non-monctary costs (e. g. 

time, fear, embarrassment) and the fact that benefits may be invisible, delayed or 

accrue to 3d parties will deter further of the remaining target adopters. Others will 

rind the channels of distribution inconvenient and in the case of social marketing, 

scvcrely restricted. The specification of the marketing mix therefore creates a 

customer group for whom the basic product offer is not ideal. These marginal 

consumers are even more numerous in social marketing and represent a prime targct 

for promotions which, by offering additional bcncrits, may overcome their reservation 

to act. 
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This is especially true if we agree with the opinion of Burnett &Moriarty (1998) 

'that the most important strength ofsales promotion is Its ability to stimulate people 

to act , 

Each marginal consumer won over deprives the competitor of a customer. In 

commercial marketing, the competition is other brands or other products or services. 

According to Andrcasen (1995) in social marketing the competitor may be: 

Inertia or past habits 

Alternative behaviours (e. g. alternative use of time) 

Competitive organisations (i. e. other organisations offering the same service) 

Commercial market (e. g. the tobacco industry in the case of smokers) 

In addition it could be said that particularly whcn dealing with hcalth issues, 

procrastination is a common competitor for the target audience. For example, those 

who defer smoking their last cigarette, visiting a screening clinic or buying a sun hat. 

Sales promotion prompts people to act and because competitions always have an cntry 

dcadlinc, it encourages people to act sooner rather than later. 

Although a competition is unlikely to persuade a hardened smoker or drug user to quit 

their habit overnight, it may be sufficient stimulus to persuade target adopters to move 

to the next stage on the road to long tcrm bchaviouml change- 
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. SFCTION 8 

IMPLICATIONS FOR SOCIAL MARKETING 

In the same way that the perception of sales promotion tcchniqucs has been limitcd by 

the over-emphasis on value-incrcasing promotions and by close association with a 

narrow range of industries, many authors (Andrcascn 1994; Rothschild 1979, Kotler 

, &' Zaltman 1971) have suggested that social marketing has bccn rcstrictcd by the 

dominance of social advertising. Stead and Hastings (1997) highlight this by 

suggesting: 

6 social marketing continues to be equaled by many practitioners and even by 

some academics with social advertising. Overstating advertising's Importance 

In social marketing threatens the discipline in several ways: non-promotional 

elements ofthe social marketing mLr are neglectc(4 social marketing Is 

restricted in practice, distracting arguments are generaleg social marketing 

Is blamedfor advertising's limitations and Is subject to ethical misgivings. 

While fully supporting this view, we could extend the description of thefirst threat to 

State that not only non-promotional elements but all other promotional elements arc 

overshadowed by the dominance of social advertising. 

Publication #10 (SocialMarketing Quarterly) includes a table illustrating the 

application of sales promotion techniques to social marketing programmes using flic 

distinction of valuc-incrcasing and valuc-adding promotions (Figure 8.1). 
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FIGURE 8.1 

6PPLICATION OF SALES PROMOTIONS TECHNIQUES FOR DIFFERENT 

SOCIAL MARKETING PROGRANINIFS 

SALES PROMOTION TYPE INTANGIBLE 
11110DUCT 
(i. e. service) 

NON AIONE. TAR 
COST 

(e. g. time, fear) 

(vAth a monctary 
cost) 

(but a tangiblc 
product) 

VALUE INCREASING (alters price/quantity or price/quality equation) 

Discount pricing X 
Moncy-off coupons X 
Payment terms (c. g. interest free credit) X 
Refunds X 
Guarantecs X 
Multipack or multi-buys X 
Quantity incrcascs X 
Buybacks X X 

VALUE ADDING (offers "something extra" whilst leaving core product 
and price unchanged) 

Samples X 
Special fcaturcs (limited editions) X 
Valucd packaging X 
1'roduct trial X 
In-pack premiums X 
In-mail prcmiums 
Piggy back premiums 
Gift coupons 
Info (e. g. brochurc, catalogue) 
Clubs or loyalty programmes 

Lcompetitions 

7bc wlicle goes on to conclude that where the social product being promoted is 

intangible with a non-monctary cost, the most effective sales promotion tools are 
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Premiums, gift coupons, information, loyalty programmes or competitions. flowcvcr, 

there are particular characteristics of competitions that make them especially well 

suited to this category of social product. This includes providing greater cost- 

effectiveness and cost certainty than givc-aways. 

The Marketing Book chapter (#1) highlighted the idea that sales promotion is not so 

much a distinct element of the marketing mix, but rather a customisation of odicr 

elements. In the same way competitions can be seen to contribute to the 5P's (Product, 

Price, Place, Promotion and Partnerships) of the social marketing mix (Figure 8.2). 

Publication #10 provides several examples of how this can be done. Competitions 

also offer the opportunity to gather information about the target audience or build up a 

useful mailing list. Entry form returns can be used for evaluating the rcach of die 

social programme in terms of numbers and characteristics of the target adopter. 

Weinrcich (1999) proposes that the social marketing product is not ncccssari ly a 

physical product but rather a continuum ranging from a tangible physical product (e. g. 

condoms) to services (e. g. screening) to practices (e. g. breast feeding, sunsafcty). The 

breakdown of the large empirical study of the use of competitions in the comrncrcial 

sector included both service sectors (#4, #S, #6) and FMCG sectors (#7, #8). Table 8.3 

Summariscs the unique lessons for social marketing provided by this separate 

commercial sector analysis. 
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This is especially helpful to understand how competitions can be used to overcome 

some of the barriers peculiar to social marketing (Figure 8.4) which have been 

discussed by several authors (Bloom &, Novelli 198 1; Kotler &, Zaltman 1971; Kotler 

&, Andrcascn 199 1) and summarised by Andreasen (1995). 
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Fii! ure 8.4 - The special nature of social marketing- 

Social marketing difficulties How competitions can help 

Negative demand e. g. donating blood, Adds benefits 
immunisation, wearing seat belts. 

I lighly sensitive issues e. g. healthy Can dctract/softcn issue e. g. competition 
sexuality, cancer screening in TViland to inflate biggest condom 

Invisible bcncfits i. e. absence of outcome Adds visible benefits 
is sign of success in sunsafety, 
immunisation. family planning cte. 
Benefits to Pr-party e. g. energy Adds pcrsonal benefits 
conservation 

Intangibles difficult to portray e. g. Provides tangibility e. g. through 
services, invisible benefits compctition posters and leaflets 

Long term bcnefits rather than-short term Adds short term bcnef its 
benefits e. g. recycling, sunsafcty 

Limited budgets - usually for social Better than give-a%%-ays for cost certainty 
marketing programme as a whole but and cost effectiveness 
especially for promotional spcnd 

__ Multiple publics e. g. media, funding Can attract inten-ncdiarics and provide 
organisations, staff & volunteers opportunities for partnerships 

Lack of market data Can provide means of collecting 
consumer information 

Fc%%, er opportunities to modify product Adds benefits without altering core 
product/servicc 
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Another way of understanding the potential contribution of competitions to social 

markcting is by analysing the definition of social marketing proposed by MacFadycn 

ct al (1999). 

for a social change campaign or programme to be defined as social 

marketing It must contain thefollowing elements: a consumer orientation, an 

exchange and a long term planning outlook' 

ELEMENT OF SOCIAL 110 IV C0,11PETITIONS CAN 11E- LP 
MARKETING 

Consumer Orientation Competitions can help with relationship 
building and collecting marketing data 

An exchange (to facilitate a voluntary Competitions offer the target adopter 
exchange, social marketing has to offer benefits that are personal, Immediate 
something that the target adopter wants) andlor tangible. This will be ofgrcater 

appeal to the target adopter - especially 
where the benefits ofthe proposed 
behavioural change are lnta! yible, 
delayed andlor accrue to a3 party 

Long term, planning outlook Competitions can be used as a long term 
strategic weapon as well as a short term 
tactical tool 

Getting Me most out of competitions 

The Marketing Book chapter (# 1) identi fies the major dangers associated with poorly 

managed sales promotions. It also provides several examples of large and 

sophisticated companies such as Esso, Coca-Cola and PepsiCo with a long track 
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record of successful sales promotions being caught out from ill. managed competitions 

and suggests that these can be avoided by: 

e Paying greater attention to the promotional planning process 

9 Adhering to the ISP Code of practicc 

* Addressing the type of common sense questions contained in the CONIPETE- 

chccklist 

Tn publication #10 this chccklist was adaptcd spccifically for social niarkctcrs. The 

checklist prompts the consideration of seven key areas: 

I- Co-sponsors -will the competition be run only by the programme promoter or run 

in partnership with another organisation such as an intermediary or a corporate 

sponsor? Does the partner have any prior experience or cxpcrtise in running 

competitions? Could they contribute toward the cost of running the competition or 

the prizes? Arc there any cthical implications? 

2. Objectives - what are the marketing objectives or the competition? Arc these 

compatible with the objectives of the overall programme. What message will it 

send to the target adopters? 

JkchanIcs - how will the competition be designed, dclivcrcd, entcrcd and judged? 

I low can the mechanics of the competition best meet its objectives? What form of 

competition will most appeal to our target adopters? Could focus groups be used to 
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investigate this and other aspects of the design? What could go wong logistically, 

and how could it bc prcvented? 

4. Prizes - what number and value of prizes will be required to make the competition 

attractive? Should there be a few prizes of a high value or a large number of 

relatively low value prizes? Can the prizes be chosen to reinforce the programme 

objectives? Prizes can be financial (e. g. cash, vouchers); material (e. g. hi-fis, CDs); 

cxpcricntial (e. g. holidays, mcals) or rare - some prizes arc of value but cannot be 

commonly purchased by consumers (e. g. outings with celebrities). What prizes will 

attract target adopters? Offer flexibility and variety if possible. 

5. Expenditure - how much of the marketing budget and time of the Programme 

organiscrs should the competition consume? Will outside expertise be nccdcd? 

I low can thejudging be made as simple as possible? 

6. Timing - should the competition be used to create awareness of the programme, 

provide the opportunity for personal interaction or used to reinforce behaviour? 

Should the gap between launch and the closing date be long to maximise the effect 

or short to prevent loss of target adopter interest? I low long should leaflets and 

Posters be displayed for? 
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7. Evaluation - how long will the effectiveness of the competition be measured in 

terms of achieving its objectives? Who should be responsible for evaluation, when 

and using what measures? 

By planning competitions for social marketing programmes with this COMPETE 

checklist in mind, the potential problems of poorly designed and delivered 

competitions should be avoided. 

Ethical Imes 

NlacFadycn & Hastings (2001) describe in detail the ethical challenges facing social 

markctcrs. Tbey suggest that ethical issues arc often posed because of the very nature 

of social marketing which is frequently concerned with dealing with behaviours, that 

are illegal, taboo or culturally sensitive as well as the conflicting interests of tile social 

marketer; the target adopter and widcr society. In addition, social marketers tend to 

deal with vulnerabic/hard to reach groups that commercial marketers would tend to 

ignore. 

They describe the key ethical questions facing social markctcrs as being: 

What behaviour to address? 

2. Which groups to target? 

I What products/serviccs to offer in their exchange? 

4. How to use the marketing mix to make this offering? 

5. Will there be any unintended efTects? 
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6. flow to conduct rcscarch to infonn this proccss? 

When using competitions in social marketing the fourth and fifth issues arc of 

particular relevance. Will use of a competition send the right message to the target 

audience. Will there be any conflict or opposition from other stakeholders or wider 

society? Will the competition have any unintended cf1ects? These questions need to 

be addressed in terms of the competition process itself (how a person qualifies for 

entry) as well as the prizes offered. Unforeseen repercussions typically arise through 

inadequate pre-tcsting of campaigns amongst the target group or other stakeholders. 

Extrinsic rewards have been used in many social marketing projects. These can be 

tangible (awards, certificates, goods or cash) or intangible (pmise from a health 

worker, media publicity). For any given social marketing prograninics, they can be a 

Mated or unrelated material bonus or a related or unrelated service. 

Although competitions offer the opportunity to provide additional bcncrits to the 

target audience, it is therefore important to be aware of the ethical implications. There 

is a danger that an extrinsic rcward or bcncrit may prompt bchavioural change 

Primarily because of the promised return. This may result in behaviour change that is 

not Permanent (because it is not internaliscd). Andrcascn (1995) cites several 

examples of the use of rewards that were potentially damaging to the social marketing 

cause on ethical grounds. lie suggests that positive extrinsic rewards pose less of an 

ethical problem in the following circumstances: 
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When they are used to overcome inertia to start someone trying a new behaviour 

that is likely to be satisfying in itself once begun. 

When they are just one of many positive consequences the consumer sees for trying 

a behaviour. 

When they induce behaviours that are reversible. If a free radio induces someone to 

use condoms to prevent unwanted pregnancies, this behaviour can be reversed if 

the target audience finds the outcome unsatisfactory. Howcver, if the radio is given 

for a vasectomy, this is unethical manipulation because the behaviour is not 

normally reversible. 

NfacFadyen and Hastings (2001) propose that resolving these ethical challenges will 

require two courses of action. Firstly, obtaining guidance from established ethical 

theories such as dcontological theory, tcleological theory, theories of rights, justice 

and natural law. Secondly, developing practical procedures to monitor and control 

ethics in social marketing. This could include reference to the Code of Practise 

established by the Institute of Sales Promotion as well as the COMPETE checklist 

outlined above. In addition, a comprehensive 'social marketing' code of conduct could 

also provide guidance. Whatever the course of action, regard for these ethical issues is 

extremely important if social marketing is not to be portrayed as trying to be 

manipulative. 
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SE. MON 9 

THE PRFSFNT AND FUTURE ITSE, OF COMPETITIONS-IN SOCIAL 

MARKETING CAMPAIGNS 

Publication #10 describes some of the competitions that have been used in social 

marketing to date. The article suggests that the use of this marketing tool is still in die 

embryonic stage but there is at least one competition that has since been extcndcd and 

developed as a result of its success. 

The Smokefree-Class Competition 

The Smokcfrcc Class Competition is a European smoking prevention project, which is 

conducted in co-operation with the ' European Network of Young People and 

Tobacco'. The idea of the Smokefrce Class Competition is different to traditional 

approaches. Instead of using fear arousal strategies, the desired non-smoking 

behaviour is reinforced: non-smokers are rewarded if they remain smokcfrec. Target 

groups are school pupils aged 12-14 years. 

I'lic goals are the: 

* Delay or prevention of the onset of smoking 

e Reduction or cessation of cigarctte consumption of pupils who have already 

CXpcflmcnted with smoking so that thcy don't bccomc rcgular smokcrs. 
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The concept of the Smokefrce Class Competition was first developed in Finland 

where the competition has been organised annually since 1989. TIcre arc now II EC 

member states participating (Germany, Dcrimark, Finland, UK, France, Italy, Spain, 

Greece, the Netherlands, Austria & Belgium). Classes have the opportunity to win 

prizes in their national competition and also have the opportunity to participate in a 

European prize draw. The main prize is a trip to another participating country. 

Discussion with the project organiscrs at a recent confcrcncc indicated that the main 

Purpose of the competition was to act as an Integrating mechanism for the whole 

Promotional campaign. This is one of the marketing opportunities provided by 

competitions that is also popular with sponsors in the commercial sector as discovcrcd 

in die empirical survey discussed in publication #9.1 lowcvcr, the final report from the 

1997/98 round of the competition (Savolainen 1998) highlights other benefits that 

have accrued from using this form of communication. Thcflexibility of competitions 

has allowed each participating country to develop their own rules, prize structure and 

materials to reflect their particular needs and circumstances. The prize itself has acted 

to softcn the health message being advocated. 

'The prize delivery was an extremely warm andfriendly event and we all had 

a lot offum Perhaps we are used to dealing with health topics in a rcry 

serious wa so the event was a quite refreshing now approach (Spaln)' Y. 

Post-evaluation of the competition by each participating country has produced some 

very enco=ging findings. In Wales, for cx=plc, results indicate that 83% of 

teachers thought that the competition cnco=gcd discussion about smoking and 
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engendered a team spirit to avoid it. The results of a survey of participating pupils 

suggest that 55% that that the competition had helped them to stay smoke free with 

76% bclicving that the competition was a good idea. 

The Smokcfrce Class Competition is now going from strcngth to strcngth with the 

Internet also being used to promote and enhance communication bctwcen pupils in 

different countries. 

low on-line competitions could be used In Social Marketina campaian-i 

Paper #I I looks at using the Internet to communicate the sun-safety message to 

tccnagcrs. A conceptual model was developed, based on the literature, for designing 

effective wcbsitcs for teenagers. This was then tested using empirical research which 

included twenty in-depth interviews with UK teenagers, exploring their experiences of 

the Internet and their opinions of its potential as a channel for promoting sun-safety. 

The 4C's conceptual model 

A presence on the Internet does not guarantce success. Expcriencc from commerce 

suggests that simply transferring existing published material onto diis very different 

medium will result in failure. Chen and Wells (1999) note that in 1998, approximately 

1.5 million new web pages appeared daily, but their cffcctivcncss was difficult to 

judge, given die lack of widely accepted research conventions for assessing issues like 

wcbsite cffectivcncss. They developed a measure analogous to 'Attitude toward the 

Advertisement' where consumers judge websitcs according their levels of 

'Entertainment"# "Informativeness" and "Organisation". 
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A fourth factor in effective Internet communication is intcractivity. Davis (1997) 

suggests that even pure information sites such as cybcr brochures can make their site 

'visitors' probes more fruitful and enjoyable by providing positive interaction 

mechanisms. Novak and 11offman (1997) found that the more interactive the site the 

longer visitors browse. Deighton (1996) interpreted "intcractivity" as encompassing 

two dimensions of communication; the ability to address an individual and the ability 

to gather and remember the response of the individual. Those features also make a 

third possible; the ability to address that individual in a way that takes into account 

their unique responses. 

Ghose and Dou (1998) argue that a primary perceived advantage of wcb-bascd 

communications is the ability to set up complicated web sites to cater to a wide 

audience yet still retain the sensitivity to be able to respond to individuals' 

information needs through mechanisms such as key word searches. 

McWilliams and Deighton (2000) identified three crucial C's when evaluating online 

retailing of "Community, Content and Commerce". 

It is therefore proposed that when developing and evaluating web sites in a way that is 

particularly relevant to communicating with teenagers, this frarncwork can be 

expanded to include four T' factors as follows: 

Community: the use of features such as message boards, clubs and chat rooms. 

Content: the extent of relevant, up to date information and diversity of content 

Commerce: the range ofmcrchandise available through the site itscifor links. 
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Connectivity: the use of interactive functions such as polls, quizzes, competitions, 

fccdback and personalised e-mail alerts. 

Table 9.1 lists the top 10 youth websites according to Nielscn/Netratings (in terms of 

being most specifically focused on an audience of teenagers and younger adults). 

Table 9.2 demonstrates how the top three sites address their audience in terms of the 

four 'C' factors. These are Bolt, the self-styled 'ultimate on-line communIV and one 

of the Internet's 'mostpopular hangoutsfor high school and college students'; Nsync, 

the site forthe popular 'boy band'; and GamesFAQ, a computer games related site. 
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Table 9.1 Top 10 Youth Web Sites (USA) 

(Sitcs with highest percentage audience ages 12-24 in August 1999) 

RANK SITE UNIQUE 
AUDIENCE 

% AGE 
12-24 

TYPE OF SITE 

- 1 Bolt. com 305,813 69.7 Magalog (& commcrcý) 
2_ 

-Nsync. com 253,153 65.0 Music Fan club 
3 Gamcfaqs. com 271,071 63.4 Computcr gamcs 
4 mtv. com 1,146,570 62.8 Music 
5 Winamp. com 242,167 58.9 Music 
6_ Peeps. com 268,554 55.0 Music 
7 Wwf. com 696,316 55.0 Wrcstling 
8 Members. spree. com 281,314 52.4 

_ 
No longcr activc 

9 _ Backstrcctboys. com 

1 

242,026 51.9 Music Fan club 
10 wcw. com 288,446 51.6 Wrcstling 

Sourcc: Niclscn/NctRatings, 2000 

Table 9.2 - Key Characteristics of The Three Top Youth %VCbSlIcs 

BOLT NYSNC GAMESFAQ 
Celebrity News, tour dates, What's nc%v, 

CONTENT interviews; fashion, band biographies features 
entertainment; 
horoscopes 
Message boards; Fan club; Charity Message boards 

COMMUNITY Clubs; find a friend events & causes 
or honey; join a that the guys really 
survey panel care about 
Extensive Music, apparel, Links to shopping 

COMMERCE commerce site accessories, sites 
exclusivcs 

Polls, quizzes, e-mail updates; Requests, help, 
CONNECTIVITY competitions, free Ntouch- journal search; extensive 

gifts, feedback, from the road; links to companion 
personal iscd e- contests, quizzes sites 
mails, c-cards, 
design own Bolt 

I homepagc 
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Applying the 4 C's model to sun-safcty on-line. 

Findings from the teenage in-depth interviews indicated that the 4C's were indeed 

important factors for website design (see Paper #11). For wcbsitcs trying to get the 

message across to teenagers about sun-safety (and other health education issues), the 

'four Cs' provides a framework around which sitcs can be planned and analysed: 

Community 

A sense of community could be generated though the use of chat rooms, discussions, 

linking schools together for projects, and the sharing of personal experiences or those 

of cclebritics. A sense of belonging could also be generated by functional free gifts 

such as sunscreen, or sun sensitive items (e. g. badges). 

Content 

Teenage sites need content on a continual basis to maintain interest lcvc1s, which 

provides an opportunity for health educators as contcnt providers. The approach taken 

may need to address the issues of vanity as well as health, especially for teenage girls, 

to dc-markct tans by stressing the issue of appearance and skin aging (Vail-Smith and 

rclts 1993). Content can also improve teenagers' understanding of issues such as their 

risk profile, the proper application of sunscreen, the risks of sunbcds, and information 

tools such as the 'UV Index'. Other important topics that could be covcrcd include 

Preparations for holidays, correcting misconceptions, and a picture gallery sho%%ing 

what to look for with moles or the effects of skin cancer. 
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Commerce 

Although there is a danger that too much overt commercialism could undermine a 

sun-safcty initiative, there could be opportunities for the on-line marketing of hats, 

sunscreen, cosmetics with sunscreen, fake tans, clothing, and sunglasses. Appropriate 

sales promotions such as discounts and samples , could also be used to enhance the 

commercial aspects. 

Connectirity and hiteractivity 

Connections and interaction could be encouraged in many ways. Promotions could be 

used, for exarnple a competition to design a sun-saf: hat (as Bolt has done with a 

design a T-shirt & baseball hat contc st), or quizzes and polls on sun safety issues. E- 

mails could also be generated providing a personal alert to those at risk on high UV 

days, possibly sponsored by a sunscreen manufacturer. Connectivity could also be 

created by the ability to forward articles to friends, the feedback of information from 

teenagers about sun-safcty, and links to health web sitcs. 

Case study - Freevibe. com 

The potential to use the Intemct cffcctivcly to tackle health cducation targctcd at 

teenagers can be demonstrated by the following example. 

Frccvibc. com is a web site specifically aimed at teenagers which is part of an anti- 

fr drug social marketing campaign funded by the White I [Ouse 0 1cc of National Drug 

Control Policy. It takes an honest and thorough approach to the subject of drugs and 

related issues such as pccr pressure, to help young people understand the dangers of 

substance abuse and make responsible decisions in their lives. Thc site features 
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moderated bulletin boards, e-cards that can be sent to friends, polls, games, 

competitions and items on pop culture. It also incorporates varied content with 

relevant links, news items and personal experiences. As well as allowing general 

feedback with comments and questions, teenagers have the opportunity to volunteer as 

a site advisor . 

Visitors to this site and its companion aimed at parents, Antidrug. com, have cxcccdcd 

3 million in just a year. The amount of time spcnt on the tccnagcrs wcb site has 

averaged a relatively high 10 minutes pcr visit. Qualitative success can be measured 

by the level of quality participation in bulletin boards with submissions averaging 

2000 per day and weekly polls averaging 300 votes pcr week. It also rcccivcs an 

average of 300 requests for information per week through the 'Contact Us' function of 

the site. These kind of results arc leading to a redesign of thc parent orientated Web 

site to make it more interactive. 

As we can see from the above, both competitions and other sales promotions 

techniques can be very useful when designing cfTcctivc wcbsitcs for social marketing 

campaigns. 
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SE(TION 10 

CONCLUSTONS AND FUTURE RESEARCH 

The value of the material brought together by this thesis can be demonstrated by the 

recognition that it has received from various sources. Publication #1 appears in 'The 

Marketing Book'which. is the key source book for the Chartered Institute of 

Marketing, with contributions by rccogniscd leaders in the marketing field. All the 

other publications have been printed in pccr reviewed acadcmicjournals. In addition, 

two of the articles have been reprinted in edited collcctions, while two further articles 

have been awarded 'Best Paper' prizes (see Appendix I). 

Tbe purpose of any research and particularly doctoral research, is to make a new and 

worLhwhilc contribution to knowledgc. The work that is cncompassed within this 

thesis includes: 

a) a theoretical redefinition of sales promotion which is one of the major components 

of marketing communications. 

b) a large scale quantitative analysis. 

c) a smaller scale quantitative analysis which tested some of the propositions 

postulated in the thcorctical rcdcrinition and some of the conclusions of die large 

scale study. 
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d) the application of these flindings to an area, social marketing, which represents 

virtually uncxplorcd territory for sales promotion. 

An empirical study that included an exploration of the potential of on-line sales 

promotions to assist social marketing campaigns. 

It is for these reasons that this PhD by Publication can be considered of cquivalcnt 

value to a traditional PhD thesis. 

Spccifically, this Rcflcctive Overview together vrith die elcvcn publications in the 

Portfolio has led to a number of conclusions: 

L In 'The Marketing Book' chapter (publication #1) the original concept of value- 

Increasing and value-adding promotions is introduced and components of the 

sales promotion toolkit rcclassiried using these definitions. T11is new way of 

looking at sales promotion can help us understand the traditional prejudices held 

against this form of marketing communication (Jones 1990) and provide a fresh 

appreciation of the potential of cach tool. This classification reveals that, far from 

being irrclcv=t to social marketing, sales promotion is made up of tools, some of 

which have little relevance to social marketing and some of which have great 

potential. This is illustrated in Figure 8.1 on page 72 and discusscd in dctail in 

publication #10. 
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2. The large scale empirical survey of over 2 V2 thousand competitions conducted 

over a3 year period (worth in excess of L47m), demonstrates that competitions arc 

now used widely in the commercial sector. Section 5 on page 43 summarises 

eighteen tactical and strategic marketing objectives for which competitions arc 

being used. The survey also revealed that in some sub-sectors up to 54% of 

competitions required no purchase. These results prove that the view of sales 

promotion as a 'short term tactical tool usedprintarily to boost the sales of 

struggling FMCG hrands'is clearly out of date. The second smaller survey of 

competition sponsors that was conducted (Section 6 page 55) also supports this 

contention that competitions represent a flexible marketing communications tool 

used by commercial managers to pursue a variety of strategic and tactical 

objectives. 

I Tbe in-depth analysis of how competitions arc being used and the problems that 

have been cncountercd in the commercial sector, cnabled the development of the 

COMPETE checklist providing practical guidelines for those responsible for 

planning competitions. T'his checklist was also adapted for social marketing 

managers (page 79). The total survey was brokcn doAm to provide a separate 

detailed analysis for several different commercial sectors (publication # 4-8). Each 

of these offered unique insights to reveal the potential of competitions for social 

markcting. These results are summariscd in Figure 8.3 on page 75. 

4. Competitions (and sales promotion generally) have distinct advantages over 

advertising as a communication tool in terms of their communication capabilities, 

relationship building capabilities, flexibility and management (described in detail 
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in Section 5 page 48-54). This is particularly important given the evidence of the 

dccrcasing effectiveness of mass mcdia. advertising in the commercial scctor 

discussed on page 14 and the criticism of the dominance of social advertising in 

social marketing prograrnmes. (Stcad and Hastings 1997, Andrcascn 1994, 

Rothschild 1979, Kotlcr and Zaltman 197 1). 

5. Using the findings from the commercial sector, this thesis has shown that far from 

being unsuitable for social marketing programmes, competitions have die potential 

to help in several areas. Competitions can help with all stages of bchaviouml 

change as defined by Andrcascn (1995) from the Prc-contcmplation stage to the 

Maintenance stage (Figure 7.3 page 61). They = enhance the fivc Social 

Marketing Mix components (Figure 8.2 page 74) and they have the potential to 

help with the particular problems unique to social marketing such as a negative 

demand for the social product; long term, third party or invisible bcncrits; 

restricted budgets and market data ( Figure 8.4 page 77). 

6. Paper #I I has also sho%m that sales promotions have the potential to be used in a 

new medium, the Internet. For social marketing progranuncs, they can help 

provide content, promote intcractivity and develop relationships with the target 

audience. 

ror social marketing programmes to be succcssrul, all aspects of the social marketing 

mix including Product, Price, Place, Partncrships and Promotion, necd to be 

coasidcrcd. In some cases, initial nceds analysis may indicate that equal or grcatcr 
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attention needs to be paid to the other P's rather than promotion. I Iowcvcr, if the 

analysis indicates that promotion ij an cssential component of the marketing strategy, 

then it is important that both above and below the line promotional techniques arc 

considered. 

The Journal ofAfarketing Management articlc publishcd in 1993 (publication #2) in 

discussing commercial marketing, highlighted: 

'the necessity ofdeveloping a separate bodyfor each specific sales promotion 

technique' 

Tbe time has come for this approach to be adopted in the field of social marketing. In 

order to evaluate the potcntial of each of the salcs promotion tools for social 

marketing it is necessary to undcrtakc an in-depth theoretical and empirical analysis. 

71is thesis has contributed to this process in the area of compaitions. I lowcvcr, more 

systematic cmpirical rcscarch is still ncedcd to discover the most cffectivc use of 

competitions in terms of. 

0 types of social marketing programmes 

9 Larga adopters 

0 stase of change 

A good example of such a case study is described in an article by Alden and Tictic 

(1998). The authors tested several theories regarding the relative effectiveness of 

alternative types and designs of sales promotions for condoms. The target audience in 
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this case, was young males, of lower socio-cconomic status, in the 'maintcnancC 

stage' of condom use, residing in Bangkok, Ilailand. 

It is only by expanding on this type of research that wc can ensure that the field of 

social marketing will continue to grow and become more cffectivc in bringing about 

bchavioural change. 

In the past, sales promotion has been the 'Cinderella' of the promotional mix, 

overshadowed by advertising. Given the restricted view of mainstream marketing 

academics towards sales promotion it is not surprising that this tool has been 

overlooked and considered inappropriate by social marketing acadcmics and 

practitioners. While the few social marketing textbooks that now exist, have 'A=cd 

against the misuse and overuse of social advertising, they have been limited in their 

Advocacy of the other promotional tools available. This bias towards mass media 

advertising in both commercial and social marketing has acted to keep sales 

promotion and social marketing apart. I lowcvcr, as this thesis has demonstrated, sales 

promotion in general and competitions in particular can provide an alternative yet cost 

cffective means of communicating with the target audience in social marketing 

programmes. 
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Sales promotion 
SUE and KEN PEATTIE 

Introduction Sales promotion defined 

In 1697 Jonathon Holder, a London haber- 
dasher, decided to offer customers spending 
over a guinea in his shop a free stock and price list. His pioneering decision to offer his cus- 
tomers 'SometIdng extra' was not universally 
welcomed. The newspapers of the day con- demned this sales promotion as 'a dangerous 
innovation' and one which, 'would be destructive 
10 trade, ý shopkeepers lavished so much of their 
mpifal on printing useless bills'. Over three 
hundred years later trade still flourishes, and 
so do sales promotions, which now account for more 'capital' than any element of mar- keting communications except selling. Despite 
sales promotions' growing importance, some- 
thing of the scepticism that Mr Holder 

itered lives on. In the study and practice 
of marketing, sales promotion has always been overshadowed by the more glamorous 
world of advertising. This situation is now 
changing, with sales promotion beginning to 
8ttract the academic study and practitioner 
Scrutiny that its cost and increasingly strategic 
role surely demands. Between 1965 and 1983 
only about 40 academic studies of sales pro- 
motion were published (Blattberg and Neslin, 
1990), compared to over 200 published between 
the mid-1980s and mid-1990s (Chandon, 
1995). 

Sales promotion is frequently defined as mar- 
keting cornmunications which is not advertis- 
ing, selling or public relations (see Chapter 12). 
Unfortunately, many definitions explaining 
what this includes are flawed, by failing to 
embrace all of the marketing tools regarded as 
sales promotions inpractice. Wecan definesales 
promotions asnurketing activities usuallyspe- 
cific to a time period, place or customer group, 
which encourage a direct response from con- 
sumers or marketing intermediaries, through 
the offer of additional benefits. ' 

The three key elements of this definition are 
that sales promotions are: 

Non-standw-d. Promotions are usually tem- 
porary, and may be limited to certain cus- 
tomer groups (such as airline frequent flyer 
schemes) or specific to a particular d1strIbu- 
tion channel (as In'tallor-mads'promotions 
involving a producer and a single remiler). 

2 Response orlentated. Promotions seek a 
direct response from customers, or those 
who deal with customers on the producces 
behalf (see Figure 18.1). The direct response 
sought Is not necessarily a sale. Promotions 
may encourage consumers to send for a 
brochure, visit a dealer or consume a sample. 
The ultimate aim Is always sales. but this Is 
true of all marketing activity. 
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efit orientated. Promotions offer their 
ý-! * acd1lional benefits. beyond the 'star)d- 
marketing mix. The enhanced mix could 
, de extra product. a reduced price or an 
,d item. service or opportunity. 

r everyday vocabulary of marketing pro- 
tuh d inCom; isten'cies. For simplicitý- 
, the word 'promotion' will be used in 

i -, fles promotion, rather 
I'I. ItIItI IT I I( It II )I I 

!N of marketing activities. In the past, 
Unding of promotions has been harn- 
tendency to bundle all the difterent 

1her for stud%* and discussion (I'vattic 
1993) Coupon,, and discount-, are 

OW '', (- most wideh' UsUd promotions, and 
idence and practical e\perivnce frorn 
base promotions dominates the lit- 

N, '' -i-, has encouraged: 

"Od view of what promotions can achieve 
-erly rauonal--economic view of their 

4ý*' '. On consumers. 

TRADE PRODUCEH 
INTERNAL PROMOTIONS 

PROMOTIONS 

'PUSH, 
'ENCOURAGE' 

JOINT 

DISTRIBUTOR - 
PROMOTIONS SALES 

FORCE 
DIRECT 

A tactical and short-term view of promotion, 
since economic incentives are only effective 
while they are on offer. 
A negative perception about the impact that 
promotions may have on brands and brand 
positioning. 

All of these negative perceptions of sales 
promotion, and more, were encapsulated in 

's 
Rrz, w-. carticle'l-he 

I )(mble jeopardi., of Sales Promotion'. Ile con- 
luded that ýompanies, faced %vith saturated 

ha%e been misguidedly channelling 

! ýionev away from above-the-line adverti,, ing 

Alld 'fighting with furv for market sharel using 

pTornotions (generally a high cost acti%ity) as 
the main tactical weapon. ' 

Such indictments, published in leading 

journals, have helped to prejudice many man- 

agenient academics and some practitioners 

against promotions. However it is worth 

remembering that many of the mo-, t outý; pokvn 

critic, ( Jones included) are former top advvrtis- 

ing practitioners. It is also worth noting that 

much of the criticism, including that bv lone,., is 

based on in assumption that 'in rnos t circum- 

stances, promotion!. mean price reductions'. 
'llie reality i. -, that,, ales rrornotion. s rived to be 

understoixi for what thev are -a diverse and ver- 

satilt, marketing ttxilkit, in which many kit the tomls 

PRODUCER 

ENCOURý 

r 
ONS 

DIRECT 
PROMOTIONS 

'PULL' 

CONSUMER 

Sales promotion targets 
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emphasize creativity over simple econon-dcs. The 
different promotional tools vary in terms of 

Their targets (see Figure 18.1). 'Push' 
promotions target marketing Intermediaries, 
supporting the selling effort to get products 
onto retailers' shelves; while 'pull' promotions 
target consumers and complement advertising 
In persuading them to pick products off the 
shelves again. 

2 Type of benefits offered. One fundamental 
distinction Is between value Increasing and 
value adding promotions. Value Increasing 
promotions alter the product/price equation 
by Increasing the product quantity or quality, 
or decreasing Its price. Value adding promo- 
dons leave the basic product and price Intact. 
and offer something different In terms of pre- 
miums (free or self-liquidating), Information 
or opportunities. The benefits can be Instant 
(scratch-and-win competitions), delayed 
(postal premiums) or cumulative (loyalty pro- 
grammes). 

3 Product/market suitability. While canned 
beers favour'l 3% extra free' offers, or on- 
pick competitions and coupons, unpackaged 
draft beers require special price evenings, 

Marketing Culture 

MARKETING 
PRXESS 

Marketing Objectives 

4 

S 

Marketing Information 

Marketing Strategy 

Marketing Activities 

CUSTOMER 
BENEFIT 

gamecard competitions and promotional 
merchandise catalogues. Internationally, pro. 
motlons vary In their popularity and sultibil. 
Ity. Average annual coupon redemptions per 
household run at 81 In the USA. 16 In the 
UK. LS In Spain (source: NCH Promotional 
Surveys) and zero In Germany where they 
are Illegal. In Japan redeeming coupons at 
point-of-sale is considered embarrassing, and 
so competitions are the most popular pro. 
motional tool. 
Consumer appeal. Consumers like extra 
benefits. A 1986 Harris/Marketing Week poll 
revealed that over 60 per cent of Britons had 
responded to a promotion during the previ- 
ous month. However. different types of pro- 
motion appeal to different people. Research 
by Gallup and numerous sales promotions 
agencies suggests that our age. sey. national- 
ity, outlook, soclo-economic grouping and 
ethnic origin can all Influence which promo- 
tions we prefer. 
Marketing capabilities. Free samples are 
obviously useful for encouraging product 
trial, while a prize draw can provide a mailing 
list for future promotions. 
Implementation priorities. While printing 

DesimbIlity /pv-,, 4frloo: 
m 

Utility I Affordability I Accessibility I Credibility /"Im 

visibility 

PRODUCT PRICE PLACE PROMOTION 

AdwVsMV 
end PR 

llýjure 18.2 Satisfaction chain 
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security Is Important for gamecards, accurate 
redemption forecasting Is vital for coupons 
&nd tive2ways, and anticipating competitor 
ract; on Is ImporzLnt in price promotions. 

"pace constraints prevent a detailed dis- 
ft4m of each technique, but Table 18.1. pro- ks examples of, and notes on, some of 
I Most popular forms of consumer pro- 
AýDns. 
, SSICS promotion is perhaps the most widely 
Aj)derstood element of the marketing mix. 
* frNuently overlooked point about promo- 
M. particularly value increasing ones, is that 
7 Ut not so much a distinct element of the 
94ting mix, as a custornization of another 
x element. Each mix element offers different 
U'Lu to customers (see Figure 18.2). To 
ýtlse the desirability of the total product 
Vir, & sales promotions can: 

EMAnce the product offering's utility by 
trJmcing quality, or adding extra tangible benefits. 
Improve affordability by Increasing the quan. 
try offered, decreasing the price or easing die payment terms. 
Improve accessibility by gaining access to dis- 
tribution channels and through extras such as ff to delivery. 
Support the advertising, sales and PR effort 
to boost the product's visibility and credibil- hY thrCW&h eye-catching and newsworthy 
Promotional materials, and by creating sub- 
itcts for advertising campaigns or discussions 
wi: h customers. 

T, he sales promotions planning 
process 

'-4't 18.3 illustrates a somewhat idealized 
'w 'of the steps involved in an effectively 
f*", 4d Promotion. Amidst the competitive cut I au"Wt of marketing reality, the practical 
_A14on Will frequently involve a less orderly 14ý-Making process. However, the model's 
- t74- k -Ying message of the importance of 

consistency between any promotion and the 
overall marketing aný marketing communications 
effort holds good however tactical a particular 
promotion might be (for further details on the 
management of trade and consumer promo- 
tions see Shimp, 1997). This planning process 
has many similarities to advertising campaigns, 
including: 

External agencies that frequently play an 
important role in planning and Implementa. 
tion. 
A choice of media, promotions can be 
delivered on-pack or In-store. via direct mail, 
or in printed media Including newspapers and 
magazines, catalogues and other promotional 
literature. 
A peculiar Jargon, which can be decoded 
using the Macmillan Dictionary of Marketing 
and Advertising (Baker. 1998). 
Codes of practice. regulatory bodies and 
complex legal requirements which Influence 
their development. Promotions are bound by 
the same laws as advertising, and also by 
more specific legislation such as the Lotteries 
and Amusements Act 1976, or the Price 
Marking (Bargain Offers) Order 1979 (for full 
details see Circus, 1989). 

The major differences in planning for 
advertising and promotions occur during cam- 
paign objective setting and evaluation. In terms 
of objective setting, promotions present a more 
complex set of possible alternatives than adver- 
tising. In addition to encouraging sales or 
product trial, they can pursue a wide range 
of other strategic and tactical objectives 
including: 

Creating awareness or Interest. 
Assisting In the launch of a new brand or the 
reinvigoration of a mature one. 
Overshadowing a competitor's promotional 
or other activities. * 
Deflecting attention away from price compe- 
tition. 
Reinforcing advertising themes. 
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ENVIRONMENTAL 
ANALYSIS 

Jd*nt*proWvms 
and opporNnities 

MARKETING 
STRATEGY 

COMMUNICATIONS 
OBJECTIVES 
BUDGETAND 

STRATEGY 

PROMOTION 

SALES PROMOTION 
PLAN 

Concept Ot*Vms 
Targehng 

Message and Media 

IMPLEMENTATION 
77ming, Design 

Delivery 
Fulfillment 

AND 

Figure 18.3 The sales promotion planning process 
" Developing a relationship with customers. 
" Gathering consumer Information. 

INTERNAL 
ANALYSIS 
Resources. 

capaWfilies and 
corporate strategy 

ADVEFMSING 
STRATEGY 

'ABOVE-rHE-LINE' 

SELUN13 PR 
STRATEGY 

II 
STRATEGY 

Reinforce communication to. or education of. 
intermediaries. 

Trade promotions can aim to: 

Encourage or reward sales efforts from Inter- 
mediarles. 
Increase or maintain floor or shelf space for 
products. 
Encourage stocking up by Intermediaries. 
Gain support for special displays or other pro- 
Motional activities. 
Gain access to rjew sales outlets. 
Insulate Intermediaries from temporary 
silts downturns or pressure on margins. 

In terms of measurability the direct nature 
of the consumer response makes their short- 
term effects easier to measure accurately than 
those for advertising, particularly with the 
advent of information from electronic point of 
sale (EPOS) systems. In recent years Heinz have 
run competitions offering prizes worth six fig- 
ures. These were backed up by a sophisticated 
monitoring system using feedback-scratch 
cards, to analyse the effects on behaviour and 
buying patterns among participants. With 60 
per cent of 30 000 surveyed participants to three 
competitions returning cards, Heinz have built 
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in &ccurate picture of the effect that such pro- 6M4 can have, and their effectiveness when I through different grocery chains. One 
uý4& of the measurability that direct 
ýCrlsft allow, is that the less measurable hvt responses relating to brand awareness 
=9e tend to be overlooked. 7%6 chapter aims to emphasize the differ- 
ts between promotions and advertising, 4 are Perhaps best summed up by Hugh 
Adson (1975) as follows: 
FwTil the purpose of advertising is to improve 
tt! rs tDwards a brand, while the object of promo- As to trartslate favourable attitudes into actual 1ý4w- Advertising cannot close a sale because its 
On is too far from the point of purchase, but pro- Icn can md does. 
7he comparative ability of promotions to 

at $410 reflects three key differences to 
vtilin& each of which form a theme for the 
!, C--f this chapter. 

COmmunication capabilities. P-03tionship building capabilities. flexibility and manageability. 

r ICS promotion and advertising - 
the line and the pendulum 

T-M-Unications budgets are often spoken of as I blvested 'above-the-line' and 'below-the- ý'-7h4 line* originally denoted whether or not '1ý'-U*ations efforts were channeUed through 
ýr-'ML'ng agencies (see Figure 183). With sales 

0-ften classified as separate functions, 
has become synonymous with PrOmotions. 7he existence of this conceptual 

, ý4 casts advertising and sales promotion in 

I 
M4 Of rivals for the biggest share of a com- YS Curketin g communications budget. 

the 1980s there was a gradual shift 
g communications emphasis and *74ture away from traditional 'brand sell' ""tiling and towards sales promotion. This 1ý 0 emphasis reflects growing doubts about 

the cost effectiveness of advertising in the face of 
rising prices and increased advertising 'clutter'. 
Between 1983 and i987 the revenue produced 
by a given level of advertising dropped by 
almost 20 per cent (source: Financial World, 
3/11/87). Increasing consumer hostility towards 
advertising has fuelled these doubts. A 1993 sur- 
vey of 1000 UK adults byMarketing Week and The 
Hunwn Factor indicated that nearly half of the 
population claim (perhaps rather optimistically) 
to beadvertising immune'and over one third felt 
that advertising was'a bad influence on society'. 
The advent of videos and remote controls which 
allow adverts to bezapped'has also eroded tele- 
vision advertisers' confidence in their ability to 
reach their target audience. 

Over time, the emphasis placed on adver- 
tising and promotions within markets and firms 
often resembles a pendulum swinging back- 
wards and forwards across that imaginary line. 
Each time a blue chip company changes its mar- 
keting communication emphasis towards one 
side of the line, it is interpreted as the beginning 
of the end for the other. At the start of the 1990s 
the swing towards promotion was exemplified 
by Heinz, who in 1992 cut their US advertising 
budget and transferred $100 million into 
(mostly trade) promotions. The result was an 
immediate 7.3 per cent market share gain for 
Heinz ketchup alone, reversing a six month 
sales decline. By 1992 American packaged 
goods manufacturers were spending three 
times as much on consumer and trade promo- 
tions as on media advertising (Shimp, 1997). 
However, this proliferation of promotions led to 
concern about 'overkill', and the mid 1990s 
saw a swing back towards advertising in many 
markets. In 1996 Procter & Gamble signalled Its 
desire to reduce its dependence on promotions 
by withdrawing couponing as an 'experiment' 
in three US cities. It was then forced to abandon 
the experiment four months early in the face of 
opposition from retailers and customers. 

Nineteen-ninety-seven proved to be a diffi- 
cult year for the advertising industry, in which it 
came under attack from the key brands that sus- 
tain it. Dominic Cadbury, Chairman of Cadbury 
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Promotion type 1996 expenditure Comments 
billions) 

Premium incentives 20.5 Split between business-to-business incentives ($7.5 bn), 
consumer premiums ($55 bn), travel ($6 bn) and gifts 
($1 bn). Recent growth has been concentrated in 
travel and also in promotional phone cards which in 
only four years have become worth $500 m. 

Point of purchase 12.6 EVerienced 5% growth 1995/6. The largest user 
(tobacco products) faces a legislative ban. Key growth 
sector is sporting goods. 

Ad specialities 9-5 Ad specialities refers to promotional items (logoed hats, 
T-shirts, pens, mousepads). Increased by 18%, key 
users are healthcare, financial services, computer firms. 
Trend towards upmarket suppliers. e. g. Fruit of the 
Loom T-shirts and Waterford crystal. 

Couponing 6.4 Despite unfashionable image, 300 billion coupons 
reached 55 million US households. Trends towards 
shorter duration (3 months in 1996 compared to 10 
months in 1980) and better targeting. Steady growth in 
machine distributed and 'paperiess'coupons. 

Speciality printing 5.6 Some major promotions (e. g. McDonald's Monopoly and 
Taco Bell's Star Wars game) led to strong growth in 
printing and distribution of game promotion pieces. 

Sponsorships 5.4 Saw a 15% increase with ten sponsors paying $40 million 
each to sponsor both the U11tharnmer and Atlanta games. 

Promotional licensing 5.0 Continued steady growth with films like Batman & Robin, 
Hercules and Jurassic Park: The Lost Worid being 
linked into fast food. soft drinks, toys. 

Product sampling 0.86 Not the most popular technique due to cost and logis- 
tical complexity. SO showed II% growth and there is 
increasing diversity in methods and locations used to 
deliver samples to customers. 

Interactive 0.82 Web sites now have banners offering games, coupon 
order forms, sample or catalogue requests. 
Cowles/Simba Information reported 147% growth in 
web based promotons in 1996. 

Source: 1997 Annual Report of the US Promotion Industry 
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: ýwtppes, publicly rebuked marketers for 
16: obsession with the 'froth' of advertising. 14 Fitzgerald, Chairman of Unilever stated 
WI do not find today's advertising agencies 
1i: 4 much of a match for tomorrow's market- 
% r-rPortunities. ' Paul Polman, Vice President 
Id General Manager of Procter & Gamble, the 
V: U*s biggest advertiser, attacked the 47 per 
IM rise in TV advertising costs between 1992 
Id 1997 as 'unacceptable'. It was perhaps kcative that Saatchi and Saatchi, a brand syn- 
ntnoas with above-the-line activity, chose in 
6710 drop the word 'advertising'from its title 4001imiting. 

Debates about which side of the line is the b, M1 destination for marketing funds tend to 
J ýVWC)usive. Advertising and sales promo- 2n are both effective techniques, which work 19 as complementary components of a stra- 04Y Planned and integrated communications IrPAJ97L 7he trend towards such integration 
Id Lhe blurring of that imaginary line, has led to: 

The Proliferation of'Integrated communi- 
Cations! (or'through the line) agencies 4ndlint campaigns on both sides of the line. 
An Increase In 'spadspend'. advertising 
expenditure to reinforce promotions. This 
&Ccounts for an estimated 20 per cent of all 
Ldyfrtising, with around $20 billion spent In 
1996 on advertising about sales promotions k" the USA (source: 1997 Annual Report of dl* Wes Promotion Industry). An example Is 
t14 'Good food costs less at Sainsbury', 
WnPalgn highlighting promotional price 
Offirs. 
More themed promotions aiming to rein- force brand values and advertising messages. "tinz use of prizes In groups of 57 for their 
Competitions Is a simple example of brand 
dien-ing. 
Some very novel approaches to managing 
the Promotional effort. Sega Invited the 
*'irAtrS of a promotional competition to 1*fM &'think tank'with brand managers and 
46ftsing agency account managers to help 
OM their future campaigns. 

The grow ing im po rtan ce of sales 
p ro mot ion 

Measuring total sales promotion expenditure 
accurately is virtually impossible due to its frag- 
mented nature and the diversity of definitions of 
what it should include. While some estimates 
include all direct mail costs, others exclude 
them. Yet direct mail is actually a medium for 
sales promotion (and advertising), with approxi- 
mately 60 per cent of mailshots containing 
some form of promotion. Although we can only 
estimate the overall growth in promotions, evi- 
dence of it confronts us every time we enter a 
supermarket. Some of the components of total 
promotions expenditure can also be measured 
accurately, even if we cannot agree what consti- 
tutes the whole. For example, we know that in 
1996 the UK saw just over 4 billion coupons dis- 
tributed, with over 210 million redeemed 
(Source: NCH Promotional Services). Table 18.2 
shows the figures for different elements of pro- 
motional expenditure for 1996 for the USA, the 
market that leads the world in the use of sales 
promotion. 

There are seven key factors driving the 
growth in promotions: 

Increasing 'respectability', partly through 
greater use by market leaders. The three 
largest distributors of coupons In the UK in 
1996 were Heinz. Procter& Gamble and 
Unilever, and other major promoters Include 
brands such as McDonald's, Coca-Cola. 
Pepsi. British Alronys and Cadbury's. Cred- 
lbility has also been boosted by Increasing 
professionalism among sales promotion 
agencies. 

2 Increased Impulse purchasing. Point of 
Purchase Institute research data Indicates 
that the majority of all purchase decisions are 
finalized In-store, and can therefore be 
Influenced by In-store promotions. 

3 Shortening time horizons, reflecting 
Increasing market volatility and rivalry, and 
accelerating product life cycles (Shultz. 
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1987). These make the fast sales boost that 
promotions can offer attractive. 

4 Micro-marketing approaches, In 
response to fragmenting markets, where 
promotions can provide more tailored and 
targeted communication than mass media. 

S Declining brand loyalty (see Chapter 5). 
Caused by widening choice, narrowing per. 
ceived differences between brands, and (in 
fast moving consumer goods, or FMCG, mar- 
kets) retailer own brands becoming Increas- 
Ingly credible. 

6 A'snowbal V effect. In some markets com- 
panies Increasingly feel obliged to match 
rivals' sales promotion activity, or risk losing 
market share and competitive position (Lal. 
1990). 

7 Affordability. National mass media has 
become prohibitively expensive for many 
companies, particularly during recessionary 
squeezes on marketing budgets. Promotions 
allow national coverage at a lower cost, cost 
sharing with co-promoters, and can even be 
self-funding. 

The recent rush to offer the consumer extra 
value has some potential drawbacks. Some 
critics suggest that overuse is training cus- 
tomers to buy products only on promotion, 
while others claim that promotional overkill is 
desensitizing consumers to their benefits. There 
is also the concern that emphasizing promotions leads marketers to focus on short term tactical 
issues instead of longer term strategy (Strang, 
1976). 

ý Consumers and sales promotion ý 
There is general agreement that the marketing 
mix should be managed as an integrated whole. However, in practice the approach to managing 
the mix frequently follows the product, price, 
place, promotion sequence reflecting the per- 
ceived importance of each element in winning 
customers (see Figure 18.4). Once the product is 
specified, part of the total available market will be lost because the product features (such as 

colour, size, flavour or facilities) are unsuitable 
for some potential customers. Further cus., 
tomers will be screened out who desire, but call; 
not quite afford the product, others will find the 
channels used inconvenient, and still more wil; 
remain untouched by the brand's advertising. 
The specification of the standard marketing mix 
therefore creates a customer group for whom 
the basic product offer is not ideal. These mar. 
&al consumers represent a prime target for 
promotions wWch, by offering additional bene. 
fits, may overcome their reservations about the 
brand to stimulate a purchase. 

The targeting of such marginal consumers 
is standard practice in political marketing, but 
has often been neglected by commercial 
marketers. Cummins (1989) suggests that such 
non-core, low-loyalty consumers 'tend to be 
regarded by many companies with the distaste 
felt for the morally promiscuous'. In fact, the 
promotional battle to capture and convert mar- 
ginal consumers can be an important part of 
marketing strategy because: 

They are very lucrative. Exwa sales from 

marginal consumers, minus variable costs, 
equals pure profit. 

2 Those who like the brand may become loyal 

consumers. 
Each marginal consumer won over deprives 
a competitor of a potentially lucrative 
sale. 

The good news for marketers needing to 
win over additional consumers, is that promo- 
tions are a very effective persuader. In their 
research into coffee purchasing (a process one 
rnight expect to involve a high degree of per- 
sonal taste and brand loyalty), Fraser and Hite 
(1990) concluded that 
The vast majority of consumers are promotion 
responsive ... Promotional incentives are effective 
in capturing brand choices, encouraging pur- 
chase acceleration and stimulating category demand. 
Many customers use and expect deals, and many 
more are induced to alter purchase behaviour$ by 
deal offers. 
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ýCOS 18.4 Promotions and the marketing mbc a sequential model 
There are four main dimensions of IMuMer behaviour which determine people's *'FNv', $e to promotions: 

Value consciousness. Promotions enhance 
the value of the product offering. Price and 
Product based promotions are most directly 
targeted at consumers' desire for value. Susceptibility to promotions. Beyond sim- 04 economic rationality, people vary in their 
ft: ponsiveness to promotions (Uchtenstein et 4.1970). Many people enjoy the sense of bting a 'smart shopper'which judicious use of 
Promotions can provide. Susceptibility can 
vary In relation to the nature of the product being purchased (Bawa and Shoemaker. 1987) 
and also to the nature of the shopping trip and 
f=11 environment (Chandon, 1995). 
Brand loyalty. Promotions can overcome 
COnsurner loyalty to a competitor's brand to 
tKOurage brand switching, or they can capit- 
144 on core customer loyalty andencourage k%creased usage. 
Attitude to risk. By reducing price, 
111owing product trial. providing Information 
or Improving warranty or payment terms 

promotions can overcome consumers' 
innate conservatism and reduce the 
perceived risk they associate with purchase. 

A promotion does more than provide an 
opportunity to stimulate a simple response from 
a consumer. It provides opportunities to change 
the consumer's whole relationsl-jp with a given f brand (see Figure 18.5) in threý ways. 

Conversion. Chapter 5 stressed the Import. 
ance of encouraging product trial to convert 
potential users Into customers. Promotions 
are effective as trial Incentives, because they 
reduce perceived risk and can attract non. 
users through additional benefits rather than 
relying on the attraction of an unfamiliar prod. 
uct. Consumers who are satisfied with a pro. 
moted brand have in Increased probability of 
repeat purchases In future. This Is particularly 
true of previous non-users (Rothschild and 
Gaidis, 196 1). Neilsen Promotion Services 
found that 55 per cent of consumers who 
enter competitions will select a brand because 

of a competition. and that 95 per cent of 
those will repurchase In future. 
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Figure 18.5 The roles of promotion In converting consumers 
2 Retention. Providing delayed or cumulative 

benefits can help to encourage repeat pur. 
chases. 'Collect and save'schemes or'money 
off next purchase' coupons can help to retain 
promotion-sensitive brand switchers. 3 Acceleration. McDonald's reached a point 
where awiNness levels were becoming diffi- 
cult to Improve through advertising, resulting 
In declining business potential from new cus- 
tomers. They have therefore switched an 
Increasing proportion of a billion-dollar com- 
munications budget Into promotions aimed 
at getting more business from existing cus- 
tomers. The'Happy Meal'promotions pro- 
vide sets of novelties for children to collect. 
changed at regular intervals to accelerate 
visit frequency. 

Communicating through sales 
I 
wwý promotions 
Like advertising, promotions seek to connect With the customer to generate awareness, inform, entertain, and generally persuade the 

customer to change their attitudes and behav- 
iour in the brand's favour. Conununicating 
effectively requires the marketer to develop the 
right message, select an appropriate medium, 
and accurately target the campaign. When it 
comes to targeting, promotions are more flex- 
ible than advertising, which essentially presents 
one message at a time to the entire audience (a 
'shotgun'approach). Promotions can communi- 
cate different messages to different customer 
groups. Ulay products were having problems 
reaching their target market, 'women aged IS to 
65 and older', with a universal advertising 
theme. 7his prompted their 'Woman of the 
World' competition, offering various holiday 
prizes ranging from an art tour of London to 
trekking in the Far East, designed to appeal to 
the full range of age groups. 

Advertising's approach to communication 
is rooted in the early physical systems based 
approaches to human communication de- 
veloped in the 1940s and 1950s by the likes of 
Lasswell and Schramm (Buttle, 1990). The 
message is seen as a 'magic bullet' transferring 
encoded informationfroma sender(the advertiser) 
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the ksorbed and decoded, relatively passively, 3 
ýj s receiver (the target audience). Promotions 
k6ed more contemporary theories of human 
6==nication, which stress its social context 
and prmftses of sharing, response and inter- 
Sc6orL Promotions communicate with the aim 
I(CX=aSing interaction between the producer 
MI the consumer, through a sale, the clipping 
ON coupon or the testing of a product sample. In terms of persuasion, promotions' direct 4 
W-7, onse orientation has focused attention on *t'&Cbon'phase of the AIDA model (see Chap- 
Ik*- 17) when discussing their communications 
*ýIbIbm In fact, promotions work effectively &4ýng each phase of this communication FXfts: 

Attention. Promotions are undoubtedly 
AMention grabbing. Words such as'Extra', Tret'. Win'and'Special'all help promoted 
Products to stand out on the shelves of 
todays supermarkets which can contain over IS 000 different products jostling for the 
consumer's attention. Spillers' 1996'Purrfect 
Two' promotion was an excellent'attention 
leue-When shoppers passed the Spillers' 
d"Play In Somerfield's stores, a 'volcebox' 
was triggered by laser so that a voice then daflenged them to try new Spillers' Purrfect. 
The end consumer's attention was also 
Ittracted by an Innovative mailing containing 
In aroma burst strip to appeal to cats, which 
wU sent to a mailing list of known cat food 
buyers. 
Interest. Promotions can inject novelty and 
even fun into the most familiar or mundane 
of Products. Financial services companies hav* found that promotional competitions 
Create considerable Interest among cus- 
t0mtrs and staff, which can be Important In a 
P11CO Competitive market with an Intangible 
Product (Peittle and Peattle 1994). Barclays 
4nk's 1998 Nest Egg competition encour- 
liled customers to discuss their savings needs 
with &'Personal Banker'with the lure of 1100 000 In prizes and a free Cadbury's 
Creme Egg for everyone. 

Desire. Encouraged by the offer of add- 
Itional benefits. Research by Millwar 

'd 
Brown 

and ASL Into the 1996 Cadbury's Coronation 
Street Interactive on-pack promotion 
showed that 26 per cent of adults were 
aware of the promotion and that the lure 
of the 8 million prizes made 13 per cent 
feel encouraged to buy more Cadbury's 
bars. 
Action. Promotions differ from advertising 
(with the exception of direct response adver. 
tising, see Chapter 17) in seeking a direct 
response. The responses which a promotion 
might try to generate Include encouraging 
consumers to: 

Accelerate their purchase timing of a 
brand. 
Select a brand for their initial purchase. 
Stay loyal to a brand. 
Switch brands. 
Replace a consumer durable. 
Overcome their previous objections to a 
brand and sample It. 
Gather Information about a brand. 

Promotions can also go beyond prompting 
action to create interaction and consumer 
involvement with a brand, by requiring them 
to analyse and rank its attributes, create a 
recipe around it, test drive it or sum up its 
virtues in ten words or less. While advertising 
is a one-way communication process, promo- 
tions can create a dialogue. Competitions, 
direct mail promotions and sampling pro- 
grammes are increasingly being used to gather 
information from consumers, as well as to send 
messages to them. Guinness used questions on 
a competition leaflet to help pinpoint more 
accurately their key competitors in the canned 
beer market. Beamish Stout capitalized on 
their sponsorship of Inspector Morse by 
sending out a squad of 'policewomen. They 
persuaded drinkers to 'help with their 
enquiries', and combined an effective sam- 
pling promotion with a major market research 
exercise. 
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Bu ildin g re lat ion sh ips t hrough 
p ro mot io ns 

Because promotions go beyond the 'magic 
bullet'approach to communication, they Create 
opportunities tobuild relationships between the 
Promoter and the target. Three areas in which 
relationship building is central are in trade pro- 
motions aimed at retailers and distributors, in 
supporting and encouraging sales activity, and 
in developing marketing partnerships with 
other companies. 

Trade promotions are less varied than the 
Consumer promotions in Table 18.1, but operate 
from similar principles. Intermediaries are 
offered special discounts or payment terms, 
gifts, contests, sales information or extra prod- 
UCt to gain their enthusiasm and shelf space. For 
example, in Spring 1996 UK computer dealers 
were sent a ceramic musical money box mod- 
elled on the NUcrosoft Mouse 2.0 in a cheese 
wedge shape box along with a brochure and 
some cheese wedge sales aids. The number of 
dealers making Mouse 2.0 sales between May 
and July then increased by 55 per cent. 

At the dark end of the spectrum, bribery 
could qualify as a form of promotion, and in 
Offering intermediaries extra benefits, a pro- ducer must always be sensitive to their targets , 
Policies towards the acceptance of promotional 
gifts. This issue made the headlines during 1997 
when the UK Government announced action to 
control the offering of promotional incentives 
for doctors by drug companies. An example of a 
relatively sophisticated relationship building 
promotion is JVC's Pro-S club for top performing 
video dealers. The club provides dealers with high levels of marketing support in return for 
specific Commitments on how JVC products will be presented and supported. 

During the last decade, retailer mergers, increasingly centralized buying and the provi- 
sion of marketing information from EPOS sys- 
tems have all shifted power away from 
Producers towards retailers (Shultz, 1987). 

Many products now rely heavily on retailer sup. 
port, and increasing trade promotions reflects 
their importance in maintaining good channel 
relationships. Intermediaries have begun to 
strongly influence the extent and nature of pro- 
ducer promotions, as evidenced by the retailer 
resistance encountered by Procter and Gamble 
when it attempted to reduce its reliance on pro.. 
motions. 

Promotions also play an important part in 
supporting the sales efforts of industrial mar- 
keters. The negotiation of special deals for key 
customers, participation at trade fairs, product 
samples and the provision of product informa- 
tion all play a vital part in reducing the buyers' 
perception of risk and helping to win contracts. 
Promotional gifts as humble as calendars, pens 
and mugs all play a part in communicating, and 
in keeping the promoter's name at the potential 
purchaser's fingertips. 

Salesforce contests are another form of pro- 
motion used by around three quarters of all 
companies. Their effectiveness is often under- 
mined in practice by overemphasizing financial 
incentives and by allowing them to become an 
expected part of salesforce remuneration. A 
more creative approach to internal contests is 
demonstrated by Swissaies Swingo competi- 
tion, which was open to all staff and was based 
around air traffic movements. It met its key aims 
of testing and improving product knowledge, 
aiding training and enhancing customer service. 
It also appealed to employees to the extent that 
their personalized game cards became regarded 
as status symbols. 

Promotions allow producers to join forces 
to take advantage of synergies between their 
products or similarities between their target 
markets. This can create some unlikely alliances, 
unthinkable in terms of joint brand-sell 
advertising. Barclays Bank teamed up with 
Kellogg's to offer on-pack bank deposit coupons 
aimed at gettiz3g children to eat more cereals and 
open a bank account. The award for the least 
likely combination, but one with an interesting 
slant on reinforcing brand values, comes from 
the 1998 promotion from the Clorets breath 
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0-: *1 b6 Promotions and the marketing mix: an integrated model 

"'iers brand offering a free curry frorn The 
( ! ub. In America General Motors (GNI) 

ft-J up with Procter & Gamble to give away 
Cadillacs at a cost of $9 million. Thi',, 

AJý Companies' biggest ever promotion. 
ýAG, Cadillacs as prizes attnicted con- 0--b while reinforcing P&G's quality image, kýe ! hr seven keN, P&G brands invoI,, '-vd gave 
ýIrect comm'unication channel into 98 per 
1 American homes, The link between 

and refreshments has also Ied to a W* fange of co-promotions, vvit 11 different fast 
16d cnd boft drink brands locked in a fierce bid- 
* '-Ar for the right to de. 'CIL)p promotions 

I't 1-!, . 1, 

just one of several tactors causing a re- 
-1! 10n of whit promotion-, can achieve for 

Reldhon-ship building requires a 
llýlnger-terrn approach to promotions 

management than the 'quick fi\' campaign 
stereotype. The highly successful Lever and 
British R wil 'two for the price of one' train ticket 
offer required two and a half years of planning 
and negotiation. 

The growing awareness of the potential 
strategic importance of promotions is leading to 
a more integrated approach to their manage- 
ment Ind their role within the marketing mix. 
The intvi-twining of promotion with the rest (it 
the mix is demonstrated by Figure 18.6. The 

model's 'nine Ps' are less memorable than the 
classic four, but they demonstrate the difficul- 
ties of isolating, promotion-,, within the mix (and 
it is worth emphasizing that the interaction-,, 
ii writioned are only an illustrative selection). To 

tAe one e\aniple, there are now more than 200 

! omotional magazines published and distrib- 

: tecl by companies in the UK and around 20 
h, ive a circulation of over a million reader-, 
Man%- would classify this as public relations 
activity rather than a sales promotion, and the 
issue is complicated further by the likes of the 
Sainsbury's magazine which is unusual in being 

sold rather than distributed free. 
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The entangling of promotions with the rest 
of the mix accounts for the problems that occur 
when people attempt to define or measure sales 
promotion activity. Quelch (1989) also suggests 
that in practice it is the failure to integrate pro- 
motions effectively into the n-dx that leads to 
problems and to much of the criticism of promo- 
tions. On the positive side, this lack of clear 
boundaries can be viewed as providing an 
unrivalled opportunity for marketing managers 
to find innovative and creative ways of reaching 
customers. Robinson and Shultz (1982) suggest 
that the internal boundary spanning nature of 
promotions make them an ideal 'bridge, pro- 
viding opportunities to integrate the communi- 
cations efforts of advertising, selling and PR 
which may each be the responsibility of differ- 
ent managers. 

Sales promotions - the most 
manageable P? 

Sales promotions appeal to marketing managers 
because they are flexible and fast acting. They 
are also more directly control. lable than other 
elements of the marketing mix, because gener- 
ally speaking: 

Developing new products is a slow process 
which often relies on technical specialists. 
Permanent price changes depend on financial 
management's cooperation internally and cus- 
tomer acceptance or rivals' reactions exter- 
nilly. 
Channel changes involve lengthy negotiations 
with third parties. 
Advertising campaigns are planned slowly and 
carefully to nurture the image of the brand. 

For the marketer looking to make a mark in 
-a new job, under pressure to respond to com- 
PetitorS or struggling to meet tough sales tar- 
gets, promotions can offer a speedy solution. 
Promotions' origins as tactical weapons make 
them very responsive and manoeuvrable, and 
well suited to just-in-time approaches to the 

management of inventories and businesses. 
This has been taken to extremes by companies 
such as Mrs Fields' Cookies with outlets being 
linked directly to the central information sys, 
tem. This allows sales patterns to be analysed, 
and any necessary point-of-sale promotibnal 
offers suggested, in 'real time' (Haeckel and 
Nolan, 1993). 

7here is a wealth of common sense advice 
available to marketers on how to successfully 
and strategically manage promotions, mostly 
covering points such as: 

Look to add value rather thin cut prices 
wherever possible. 

" Unk the promotion closely to the brand val. 
ues. 

" Theme promotions to reinforce advertising 
themes. 

" Develop synergies with sales and PR cam. 
paigns. 

" Search out cross-promotionil opportunities. 
" Reward loyal users and encourage repeat pur. 

chases. 
" Ensure that the promotion Is carefully tar. 

geted with quantified objectives. and overseen 
by a sufficiently senior executive. 

" Constantly monitor and re-eyaluate progress. 

Sales promotions mismanagement 

Sales promotions can achieve many marketing 
objectives, but they have definite limitations. 
They will not compensate for fundamental 
weaknesses in the rest of the marketing mix, 
they will not revive the fortunes of an outdated 
brand, and overuse can be counterproductive. 
Despite their manageability, promotions fre- 
quently run Into problems, Advertising, with its 
fixed up-front costs, is often considered to be 

more risky than sales promotions, whose costs 
are generaUy more spread out and related to 
sales volume. However, while n-dsconceived 
advertising dents credibility and wastes com- 
munications budgets, a bungled promotion can 
also incur significant public relations and other 
"clean-up'costs. This was graphically illustrated 
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ýy the HooverFree Flights' fiasco where a dras- 
týc WAerestimate in the redemption rate of a EOU giveaway led to losses initially estimated 
at MO million, and a great deal of adverse 
p-Ilicity. 

7he ways in which promotions can go 
%Wng are many and varied, from Pepsi's virtu- 
JZY %vwel free 'Spell Your Surname and Win' 
CoMest, won by an unexpectedly large number 
C( people called Ng, to lightning wiping out 24yard Sales' sole copy of its promotional data- 

7here are eight major dangers associated 
promotions: 

Promotional price wars. These erode 
margins Instead of boosting sales (see Chap- 
ter 14). A variation of these are 'coupon 
wars' which have recently occurred within 
the UK grocery market. Tesco's pledge to 
redeem anyone's coupons drew an angry 
response from Its rivals and prompted Asda 
to distribute 50 per cent discount coupons In 
areas without Asda stores. 
Milredemption of coupons. This presents 
a rnýor hazard, with one US gang de- 
llýauding manufacturers of a staggering $186 
aullion (Shimp, 1997). Marketers frequently 
budget for around 20 per cent misredemp- 
tions. but the problem may recede with tech- 
Nc2I advances such as coupon barcode 
smnriing. 
Reference price changes. A promotional 
Price attracts customers by undercutting the 
expected 'normal' price. Too long or too fre- 
quent price promotions lower customers' 
. reference' price. so that they see a return to 
the original price as an Increase (Lattin and Bucklin, 1989). 
Printing errors. Gamecard promotions 
require careful attention to printing accuracy 
and security. Esso's Noughts and Crosses 
game had to be withdrawn after Its first two 
weeks after twenty I 100 000 first prize win- 
ning tJckeu emerged when only two should 
have existed for the entire promotion. 
Overredemption. Coupons, giveaways and 
bvyback schemes are all based around esti- 

mates of the response. A promotion which Is 
unexpected! y successful In attracting cus- 
tomers (is happened to Hoover) can result 
In disastrous losses. Misjudging the extent or 
timing of consumer response can also lead to 
stock-outs and subsequent customer dissit. 
Isfactlon. Allied Signal Plastics promised cus- 
tomers 48-hour delivery of any quantity of Its 
most popular resins. However. within days of 
starting the promotion, the company had to 
abandon It because It could not meet the 
expectations that were generated. 

6 Quality dissonance. Reducing prices, or 
offering low quality free gifts or competition 
prizes, risks devaluing an otherwise strong 
brand In consumers' minds. 

7 Tax. Several major promoters Including 
McDonald's, Boots and Sony have found 
themselves In high profile legal clashes with 
the Customs and Excise Service over VAT 
payments on sales promotions. 

8 Fulfilment problems. Every year. between 
200 and 300 promotions result In complaints 
to the Advertising Standards Authority. 
Around 90 per cent of these are upheld for 
breaching the Institute of Sales Promotion 
(ISP) Code of Practice. About 20 per cent of 
all such problems are not related to the 
sponsor, but lie with the handling houses 
which oversee the logistics of fulfilment. 

Promotions encounter such problems 
because they usually do not enjoy the rigorous 
planning and control afforded to advertising 
campaigns. Time pressure and a tendency for 
the implementation and evaluation of promo- 
tions to be delegated too far down the organiza- 
tion contribute to this situation, which was 
summed up by a classic article by Roger Strang 
(1976) entitled 'Sales Promotions: Fast Crowth, 
Faulty Management'. Most promotional pitfalls 
can be avoided by: 

Greater attention to the promotional plan. 
ning process detailed In Figure 18.3. 
Addressing the type of common sense ques- 
tions contained In the COMPETE USING 
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Concept Do we need a promotion? If so, why? Is the promotional efilort best aimed at the 
consumer, the trade or both? Will the promotion be shared with another 
producer or a retailer? If so, how will costs and responsibilities be divided? 

Objectives VVhat are the marketing communications objec&ves? VVhat message will it send to 
consumers and what effiect should it produce? Is it only short-term sales uplift or are 
there mom long-term objectives such as generating new users or raising product 
awareness? Should the promotion target a] marlets and consumers or be mom selective? 

Mechanics What types of promotion are feasible, which best suit the product. and which are 
most likely to meet our objectives? How will it reach consumers? Can a tried and 
trusted technique be given an innovative and creative edge? What could go 
wrong logistically and how could it be prevented? 

Practical issues Who will handle the planning and design, in-house or agency?. Who will manage 
the campaign internally? What actions must take place, when. and by whom, to 
implement the promotion? Will fulfilment be handled internally or by a handling 
house? Will enough stock be available? 

Expenditure How much of the marketing budget and the time of marketing management should 
the promotion consume? Should it be supported by'spadspend'? What level of 
uptake is expected? How likely and costly could an excessively high level of 
uptake be? Is sales promotion insurance needed? 

Timing Should the promotion be used to counteract seasonal lows. reinforce seasonal highs 
or'spoil'rivals'promotions? Should the duration be long to maximize sales, or 
short to prevent loss of consumer interest? How long should special packs, 
coupons or leaflets etc. be available for? Should the benefits be instantly available, 
delayed or cumulative? What redemption deadline should be set? 

Evalurtion How will the efrectiveness of the promotion be measured in terms of achieving its 
objectives? Who should be responsible for evaluatiom when and using what measures? 

PROMOTIONS checklist (Table 18.3) while 
planning the promotion campaign. 
Adhering to the ISP Code of Practice. 

There are some indications that sales pro- 
Motions are becoming more effectively man- 
89ed as the industry matures. In 1996 American 
companies spent around $1 billion on research 
related to promotions according to US promo- tion industry figures. 

The future of sales promotion 
One golden rule of promotions management is 
that overuse of any technique wiU blunt its 

effectiveness. Innovation and creativity are key 
success factors, and recent advances in pack- 
aging and information technology have 
provided many exciting new ways to offer 
customers extra benefits. 

High-tech coupons: may make coupon 
clipping a thing of the past. Vision Value Net- 
work video terminals, adopted by over 800 
US grocery stores. offer consumers In-store 
paper and 'paperless' coupons, automated 
bank debit payments and a frequent shopper 
club. Sinfonla Marketing Systems In France 
has Introduced the Promocarte, a smart card 
which can hold and automatically redeem 
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coupon Information based on previous pur- 
duses. 
EPOS systems: which allow the banding of 
products In a logical rather than a physical 
sense. Safeways 'Unksave' and 'M ultisave' 
promotions involve the EPOS system Identi- 
fOt and refunding the price of the third 
Insance of a'buy two, get one free' product. 
or automatically refunding a'plggyback' pur- 
chase. This removes much of the repackaging 
and logistical costs associated with product 
based promotions. 
Packaging Innovations: allow Increasingly 
versatile and novel sample packs. or encapsu- lations for use In letterbox drops or as 
attachments to products and magazine covers. Jacob's'Fridge'em to Win'competition used 
thermochromic Ink (which only showed the 
winflose message when chilled) on the 
wnpper of each Club biscuit to encourage 
Users to buy and refrigerate them during the 
tradrdonally slow summer period. Initial 
results showed a 48 per cent Increase In sales 
Volume. 
Customer database systems: Marks & 
Spencer were pioneers In establishing a cen- 
" marketing database through which all We$ promotion campaigns could be man- 
Rted. This allows the generation of effectively 
tvleted direct mail campaigns, and the 
accurate measurement of each campaign's 
rlzulm The LIS Fainroont Hotel chain's computer 
ntrwork analyses the habits of regular busk 
htSs travellers. This ensures that wherever 
travellers stay, their tastes in everything from 
drinks and newspapers to wake-up times can be anticipated. 
Customer Information systems: IBM's 
Ultimedia Touch Activity Centre (a kJosk dis- 
P13ying touch-screen driven product Informa. 
b0m) allows customers to view products, 
Product Information, prices and availability, 
and place credit card orders. During In-store 
tests this proved popular with older con- 
sumers. who liked the convenience, detail of 
information available and the sense of control 
Provided. In Industrial markets companies 

Including Universal Office Supplies, RS Com- 
ponents and SKF are replacing traditional 
product catarogues with on-disk catalogues 
which Include automatic order processing 
sofcware and In-built key customer 
discounts. 

Summary - the changing concept 
of sales promotion 

For many years a widespread view of promo- 
tions was as short term, tactical tools, often 
added into the marketing mix of struggling 
FMCG brands to boost sales. This attitude was 
sun, uned up in the assertion by Ken Roman of 
Ogilvy & Mather, that promotions rent cus- 
tomers while product benefits (and by implica- 
tion their communication through advertising) 
own customers. 

Much of the early academic research into 
promotions produced very critical appraisals of 
their effectiveness (e. g. Dodson et at., 1978; Doob 
et al., 1969). However, such research was flawed 
by a concentration on price based promotions, 
by ignoring the indirect effects of promotions, 
and by taking a very narrow view of consumer 
response. More recent research into promotions 
demonstrates that: 

They can boost a brand's sales. awareness 
levels and Im3ge (Aaker. 199 1; Davies and 
Saunders, 1992). 

0 They are effective In encouraging switching 
between brands. product categories and 
retailers (Walters. 199 1). 

0 They can overcome significant levels of brand 
loyalty topoach' consumers (McAllister and 
Torten, 1985). 
They are most effective when backed up by 

advertising (Bemmaor and Mouchoux. 199 1). 
Trade promotions help to secure Intermedl. 
arles'enthuslasm and support, and can help to 
build or reduce trade Inventories (Hzrdyý 1986). 

Recently the prejudices against promotions 
have begun to lessen. A new wisdom is emer- 
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ging wWch views them not as a 'bolt-on extra, but as an essential and integral part of the mar- keting mix, and vital to the process of building 
and managing successful brands. This new wis- dom involves a belief that: 4 

2 

Top brands promote. Looking at the UK 
Sales Promotion ConsultantsAssociation's 
Industry award winners for 1996, the client 
list reads like a selection from the 'Who's 
Who'of brands and Includes Microsoft. Cad- 
bury, St. Ivel, Budweiser, Southern Comfort. 
Brltvic, Golden Wonder, Robinsons 
squashes, Dairy Crest, Conoco. Rothmans, 
PepsiCo, jacob's, Trebor Bassets, Spillers, 
BAA and The Daily Telegraph. 
Promotions aren't necessarily tempor. 
ary. Nor are they of purely short-term 
value. Airline frequent flyer schemes were 
originally conceived as temporary, but have 
gone on to represent an industry fixture gen- 
erating at least $6 billion annually In add- 
Itional revenues (plus sales from hotel tie-ins 
and other travel-related products). The Miss 
Pears Competition ran for 6S years. The 
effects of a promotion can also linger far 
beyond Its duration. A promotion communi- 
cates to all those consumers who encounter 
it. not just those who take advantage of It, 
and can therefore play an important part In 
brand awareness building. Goodyear's Ger- 
min'Looking for Winners' promotion 
Increased turnover In participating outlets by 
2S per cent and boosted general brand 
awareness from 12. S to 30. S per cent (Toop. 
1992). 
Promotions have a strategic role. This 
complements their more traditional tactical 
capabilities (Peattle and Peattle, 1997). One 
symptom of this Is the emergence of very 
large 'mega-promotions' supported by adver- 
tising and public relations campaigns. British 
AJrways'World's Greatest Offer involved 
free flight giveaways and other promotions 
with a combined cost of around 150 million 
In a very high profile campaign. Another 
symptom Is the emergence of Intemationally 

5 

6 

coordinated sales promotion campaigns 
(Toop, 1992). developed by companies 
Including Kodak, Mars. Distillers. Ford and 
American Express. 
Promotions suit a wide range of mar. 
kets. The stronghold of sales promotion 
reflects Its FMCG origins, and packaged 
goods in particular, but their use has spread 
throughout a wide range of markets. Promo. 
tions can be found encouraging people to 
open bank accounts (especially students), 
donate to charity, test drive cars. purchase 
shares or submit papers to academic confer. 
ences. 
Promotions can reinforce brand loy. 
alty. Promotions, particularly price cutting. 
have been blamed for the general erosion of 
brand loyalty. Whether Increasing promotion 
Is a symptom or a cause of eroding brand loy. 
alty is open to debate. What Is often over. 
looked, is that promotions also build brand 
loyalty, by providing extra benefits for existing 
customers and by encouraging repeat 
purchases through devices such as'money off 
next purchase' coupons. 'one entry per 
proof-of-purchase' competitions. or cumula. 
tive customer loyalty programmes. 
Promotions can strengthen brand pos. 
itioning. A 1985 study by Frankel & Co. and 
Perception Research Services found that, fol- 
lowing exposure to adverts featuring promo. 
tions for a brand. consumers' opinion of the 
brand (on Issues like quality, value and caring 
about customers) Improved by over 8 per- 
centage points. compared to those exposed 
to only'brand sell'adverts. 

McKenna (1990) predicted a renaissance of 
business based on a marriage of the 'soft skills' 
and creativity of marketing with the power of 
new technology. Many might relate to this in 
terms of advertising, where technology allows 
us to view spectacular computer-created images 
which go beyond anything reality has to offer. 
However, it is in sales promotions that many of 
the most exciting marriages of technology and 
creativity are occuring (Peattie and Peters, 
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An example comes from Hiram Walker 
fr-tnt SIO million on the Cutty Sark Virtual 

a two and a half minute virtual reality 
qciaxt allowing participants to act as the 
VC0.4y smuggler Wiliiam. McCoy, fighting 
th Ras, Pirates and hostile stowaways to 
W; &t bottles of Cutty Sark ashore. Surviving 
II-Mull life-or-death experience to rescue a 
Wd is an experience wl-dch is almost bound to 
Ircil the participants' relationship with that 
W4 Another example comes from Hewlett- 
klard's NIOPy fish, a virtual pet which can be 
Ou'r, lo3ded from the Internet and can act as a 1ýýw screensaver. The HP web site will also PM'2t Items of 'tank' furniture including a IV, ' rod4 bubbles and a thermometer. These 
6ý cnlY be downloaded in exchange for MOPy 
01ý1! k and the chief way of accumulating these, $13 U* Your HP printer to make 'Multiple Ori- 
1ý43 Ptintouts'. In exchange for 3200 points you M Uquire some aphrodisiac fish food which " Y61OPy, who was developed using over I"t Mjllý photographs of a real parrot fish, 
*=rle $0 affectionate that it will plant a kiss on ýt L**4. '4e of the monitor. Quite what Mr Holder 
0*"44 in-Ike of MOPY's antics is hard to 14, rine, but the general principle of getting 

Custom out of people by offering them A:! 
-ýI benefits is one that he would **; ftize and approve of. It is 2 Pity that marketing academics con- 

-ýý to be so pre-occupied with issues of pro- 41`40MI price reduction, coupon redemption t24vir effect on consumer behaviour and ref- '11rý Pricing, when marketing practice is 
So much creativity and diversity into 

Vvwth in sales promotion. The variety of 
that customers, and companies, can 

-'VýY fyDzn sales promotions is well illustrated I 1ý, * retailing formula of the UK's largest hi-fi 
4ý; tr, Richer Sounds. The company's strategy bl, *d on being fiercely price competitive. '; '441 Sale items and a 'price beat' pledge to 

'"4TCUI competitors means that customers are ý*'" Short of rational economic benefits 
'ýý Richees promotions. The communications 4""*f *, As of promotions is reflected in their cata- 

logue/magazine which has an annual circula- 
tion figure of over 5 million. Customers get 
information relatdd benefits from free hi-fi 
guides and a free technical helpline. Nervous 
first time buyers are welcomed in with a special 
free gift and a promise of additional help, while 
more mature customers are offered additional 
benefits through the 'Life Begins at 40 Club. 
Customers gain security benefits from product 
demonstrations, an extended warranty scheme, 
a 50 per cent buy-back option, and (on some 
products) trial facilities. Free in-store refresh- 
ments, coupons for free tapes, impromptu con- 
tests and free lollipops for children also help to 
enhance the customer's shopping experience. 
Perhaps the most distinctive element of the com- 
pany's promotions is the element of 'fun'. This is 
reflected in an invitation to bring your pets to 
listen to your prospective purchase, an offer of a 
free umbrella if you make a purchase when its 
raining, and the offer of a free box of Johnson's 
cotton buds to open up the ears of any customer 
who fails to hear the difference between Richer's 
systems and similarly priced 'mIdi' systems. 
Although it would be easy to dismiss elements 
of their promotions as 'gimn-Licks, they are a 
crucial part of a marketing strategy which has 
enabled the company (for the last six years) to 
record the highest value of sales per square foot 
of any retailer in the world. 

in Chapter 16 Peter Doyle illustrated how 
brand strength can overcome adversity, by 
using the example of Tylenol's recovery 
following poisoning incidents by terrorists and 
the brand's subsequent withdrawal. Another 
aspect of this story is the role that promo- 
tions can play in the achievement of strategic 
objectives such as a brand's rehabilitation fol- 
lowing disaster. The recovery of Tylenol was a 
remarkable testament to the brand's robustness, 
but it was also considerably aided by the 40 
n-dllion $2.50 coupons issued to reactivate 
former users. 

The implications for marketing manage- 
ment of the boom in promotions is becoming 
increasingly clear; what sales promotion lacks in 
glamour compared to advertising, it more than 
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makes up for in flexibility and effectiveness. In 
today's competitive marketplace, the profes- 
sional management of sales promotion has 
become a matter of life and death for an ever 
growing number of brands. 
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Sales Promotion-Playing 
to Win? 
In recent years, below-the-line promotion has begun to shed its 
"Cinderella" image, and is starting to attract the sort of market ing 
budgets and academic attention that was previously only given to 
mass-media advertising. However, there is a general consensus 
that sales promotion is still neither managed effectively, nor 
understood thoroughly when compared to more high-profile above- 
the-line promotion. Improving the understanding and use of sales 
promotion will require academics and practitioners to analyse and 
understand each of the ve? y different below-the-line techniques and 
their individual merits. This article is one of two which f4kes a 
detailed look at the use of sales promotion competitions. 

Introduction 

The 1980s were the competitive decade, when values of competitiveness and com- 
petition were espoused in business and society as never before. Within marketing, 
competitions as a sales promotion tool gained an increasingly high profile and 
appeared in markets where below-the-line promotions were supposed to be 
beyond-the-pale. As sales promotions boomed in practice, they became an increas- 
ing focus of acaden-dc interest and research, but sales promotion competitions have 
remained Something of a mystery. To date they have usually been lumped together 
"lith other below-the-line techniques with which they have relatively fittle in 
cOmmon. 

The authors have developed their personal interest in sales promotion compe- 
fitiOnS (unfortunately connected with entering rather than winning) into research- 
ing their use in marketing. The research project has evolved in three stages. It 
began with a literature search and a three year survey of over 2,600 competitions. 
'ThiS article is the first of two resulting from this initial stage. It examines the 
growth in competition use, and attempts to develop a framework to analyse their 
future and their potential to influence consumer behaviour. The follow-up article 
Presents the detafled survey results to analyse the use of competitions in practice, 
and to develop some guidelines suggesting how competitions can be designed and 
managed effectively. 

Stage two (currently underway) follows up companies identified as competition 
users in the survey, to find out why and how they chose, developed and evaluated 
their competitions. The final stage will study the response of customers to compe- 
titions, to see if their response matches the marketers' expectations. 

Although "push" competitions aimed at salesforces or channels are common in 
many industries, the focus of the research are those aimed at "pulling" demand 
from consumers. The survey only included national or regional (not just local) 
cOmpetitions, which were associated with a product or service (and not part or all 
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of the product or service itself, as is the case with the football pools, or regular 
magazine competitions). 

The Growth of Sales Promotions 

Below-the-line growth during the 1980s was startling. For much of the decade 
Promotional expenditure grew almost twice as fast as advertising expenditure 
(Shultz 1987; Keon and Bayer 1986); and in 1984 it accounted for SSO billion in the 
US alone, compared to $48 billion spent on advertising (Rhea and Massey 1986). 
Sales promotions began to swallow up to 70% of the marketing communications 
budgets of many large companies (Shultz 1987); and by the end of the decade 
global expenditure on promotions had equalled media ad spend, accounting for 
39% of total marketing expenditure, according to the WPP Group (Fr 1989). Several 
factors have encouraged marketers to make greater use of sales promotions (Shultz 
1987, Strang 1976; Dickson and Sawyer 1990; Quelch 1983; Addison 1988). 
1. Rising prices and advertising "clutter"-eroding advertising's cost effectiveness as 

consumers become increasingly desensitized to mass media advertising. 
2. S41es promotions becoming "respectable"- through increasing use by market 

leaders and increasing profesionalism among Wes promotion agencies. 
3. Increased impulse purchasing-reta Hers are responding to greater impulse buying 

and value seeking among consumers by pushing manufacturers into more, and 
more effective, sales promotions. 4. Shortening time horizons-increasing rivalry and accelerating product life cycles 
make the fast sales boost that promotions are perceived to offer, attractive. 

. 5. Micro-marketing approaches-as a response to fragmenting markets, where sales 
promotions can provide more tailored and targeted communication than mass 
media. 

6. A "snowball" effect in some markets-Lal (1990) suggests that practitioners in 
markets where promotions are commonplace are virtually obliged to follow suit, 
or risk losing market share and competitive position. The work of Fader and 
McAlister (quoted in Lattin and Bucklin 1989) suggests that the proliferating 
promotions in many markets train consumers to buy promoted goods. 

7. W4nageability--the other n-dx elements can appear relatively unwieldy as 
competitive weapons. Developing new products is lengthy, costly and risky. 
7he stakes are often too high to permit experimentation, and success depends 
heavily on the input of other functions. Changing pricing structures can be 
costly in administrative and systems management terms (and can drag mar- 
keters into awkward political territory with financial management). Channel 
changes can be difficult to achieve frequently or quickly. 

S. Measurability-assessing the impact of sales promotion can be problematic, but 
authors such as Doyle and Saunders (1985) and Moriarty (19S5) have proved 
that, with care, it can be done with some precision. The problems of measure- 
ment are fewer than for advertising (Shultz 1987), and the use of POS scanner 
Information provides greater scope for future assessment. 

The Great Sales Promotion Debate 
Despite their importance in practice, sales promotions have not received the level 
of academic interest inspired by advertising (Keon and Bayer 1986). Although there 
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h3s been a recent upsurge in academic interest, the results have been inconclusive. 
Most researchers agree about promotions' effectiveness in boosting short term 
$Aes, but a debate rages about their long term effects. It has been observed that 
repeat purchase probabilities for a brand after a promotional purchase are lower 
than after a non-promotional purchase (Shoemaker and Shoaf 1977; Guadagni and 
Uttle 1983; Jones and Zufryden 1981). Reasons suggested for this include the 
following. 

I. A promotion is an "external" stimulus which, once removed, won't create 
repeat purchases (Dodson et al. 1978; Bawa and Shoemaker 1987). 

2. Consumers' price expectations (or reference price) will be lowered by pro- 
motional pricing and they will resent paying post-promotional "normal" prices 
Wonroe 1973; Winer 1986; Kalwani et al. 1990). 

3. Promotions "use up" the low probability purchasers, whose failure to re- 
purchase after the promotion will depress the observed repeat purchase rate 
(Neslin and Shoemaker 1989). 

4. Promotional pricing will lower a brand's evaluation because people use price as 
a surrogate measure of quality (Dodson et al. 1978). Doob et al. (1969) suggest 
that consumers reason that "I paid a lot for this brand, therefore I must really 
like it"; so lowering the price may devalue the brand in consumers' eyes. 

5. Regular purchasers stockpfle during promotions and then buy less afterwards 
(Frank and Massey 1971). 
Other researchers conclude that if consumers are satisfied by a promoted brand, 

then they will be more likely to repurchase in future (Cotton and Babb 1978; 
Rothschild and Gaidis 1981). There is also evidence that price promotions don't 
lower consumer perception of brand quality (Davis et at. 1992) and that they don't 
alter the long term sales trends for established brands (Peckham 1973; Brown 1974). 

Another debate concerns whether promotions encourage consumers to switch 
between brands, or simply to change their purchase timing decisions. Moriarty 
(1965) found promotions to have little effect between competitor brands, and Doyle 
and Saunders (1985) found that sometimes consumers simply retime purchase 
decisions when pre-warned -of future promotions. The lack of consensus among researchers into the effect of promotions Is not the 
Ordy problem which the practitioner, academic or student faces when trying to 
It-Am from the established literature. There are further complicating factors in 
trying to apply the lessons learnt. 

An over-reliance on price. The research conducted so far is heavily biased towards 
price-based promotions. Such promotions assume that consumers are price 
averse or value seeking (Tellis and Gaeth 1990) and are price aware. In fact 
customers can often be to some extent price seeking, because of the use of price 
As a surrogate measure for quality (Tellis and Gaeth 1990). Dickson and Sawyer 
(1990) found that consumers are often surprisingly hazy about the price details 
of their purchases. 
Product variations. Most promotions research relates to only one or two types of 
Product. The response to promotions has been shown to vary according to the 
product's stage in its life cycle (Peckham 1973) and its familiarity (Cotton and 
Babb 1978). So the effectiveness of a promotion for one product type will not 
guarantee its success for others. 
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3. Consumer variations. The response to promotions varies according to the con- 
sumer's level of product information (Tellis and Gaeth 1990), and their expec- 
tations of promotion frequency and attractiveness (Lattin and Bucklin 1989; 
Krishna et al. 1991). Numerous reports from marketing agencies suggest that 
responses to different types of promotion also vary according to consumersage 
and ethnic origin. 

4. Side effects. Promotion may bring about changes other than the conventional 
aims of encouraging consumer trial, brand switching or stockpiling. Promotions 
may raise product awareness among consumers regardless of short-term pur- 
chasing patterns (Lattin and Bucklin 1989); they may lead to store substitutions 
as well as brand or product substitutions (Kumar and Leone 1988; Walters 1991); 
and they may stimulate sales of complementary products (Berman and Evans 
1989; Walters 1991). 

5. Cross promotional effects. A promotion may be affected by complementary trade 
promotions; by linkages with advertising and by the presence of simultaneous 
competitor promotions. 

"Unbundling" the Sales Promotions Toolkit 

Historically the marketing literature has bundled sales promotions together in a 
balanced "above-and-below-the-line" equation. This approach bundles together 
promotional tools which are very different in their nature, uses and benefits. The 
debate over the effectiveness of sales promotions may partly result from the fact 
that researchers are analysing subtly different forms of promotion. In particular, 
the literature, which has mostly focused on pricc-based, value-increasing pro- 
motions, may not be applicable to value-adding promotions such as competitions 
or giveaways. Diamond and Campbell (1990) found that consumers in different 
market segments vary in terms of preferring price or non-price based promotions 
(particularly in relation to social class). The growing importance of promotions has reached a point where each tool in 
the below-the-line toolkit must surely deserve its own distinct literature. This 
-article aims to consolidate and contribute to the embryonic body of knowledge on 
Competitions, whose development to date has been somewhat fragmented and 
biased towards US practitioner-orientated publications. 

Sales Promotion Competitions 

Competitions are becoming an increasingly important and sophisticated weapon in 
the marketer's armoury. In the UK they are the second favourite promotional tool 
after price promotions (Skuce 1990). In the US, Donnelley Marketing's 1991 Survey 
of Promotional Practise showed that although coupons were still the favourite 
Promotion (with 95% of marketers planning to use them in the next year); sweep- 
stakes (planned by 68%) and other competitions (31%) were also popular (media 
advertising had reached a new low, accounting for only 30.6% of promotional 
spend), 

Our three year sample of 2,646 competitions included over 750,000 prizes, worth 
some E47-7 million. This represents an enormous investment simply in terms of 
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prizes, and doesn't include the costs of designing, delivering and administering 
the competitions themselves. The increasing visibility of competitions in the 
marketplace partly relates to their proliferation; partly to the size of prizes now 
being offered (British Airways "'World's Greatest Offer" featured E6m worth of free 
flights); and partly to their use in high-profile battles between market leaders, such 
as Pepsi and Coca-Cola slugging it out with heavily advertised instant win con- 
tests. 

The Consumer as a Competitor 

Price based promotions deliver perceived increased value for the customer by 
manipulating the price/quantity equation. The popularity of such promotions has 
encouraged an over-emphasis on the rational economic dimensions of consumer 
response to promotions, and an oversimplification of the concept of consumers' 
""value consciousness". 

Competitions promote a product without tampering with the price/quantity 
value equation, and instead add value by making purchase or awareness of a 
product a "ficket" to entering a competition. This has several advantages. 
L Pric4e stability-avoiding some of the headaches associated with administering 

temporary price changes, and the havoc they can wreak on budgets and fore- 
casts. 

2- PrWSS stability-adding value without changing the core product's quantity or 
quality, sidesteps potential problems with packaging and processing. , 

3. Rtfcre'nce price stability-important if Dodson et al. (1978) are correct in their 
assertion that "media distributed coupons and money-off deals will result in 
significantly reduced loyalty once these deals are retracted". 

4. Quality inne ? naintenance-al, lowing market-leading brands to be promoted 
without the risk of promotional pricing being interpreted as a move down- 
market. 

5. Appropriateness, in channels, markets or cultures where price promotions may 
not be acceptable. In Japan redeeming coupons at the point of sale is thought to 
be embarrassing. Competitions have become the top promotional tool in this 
major market. Charities are frequent users of competitions since price pro- 
motions are inappropriate. 
In the research conducted on consumers who respond to special prices and 

coupons, there are two basis of response, "value consciousness" (defined by Mon- 
roe (1973) as the ratio of quality to price, but perhaps better considered as a ratio of 
Erice to utility) or "deal or coupon proneness" (Lichtenstein et at. 1990). If 
40 coupon-prone" consumers exist, the existence of "co; npetition prone" or com- 
Pelitive consumers seems logical enough; and this logic was proven by the findings 
of Diamond and Campbell (1990). 0 A 1986 Harris/Marketing Week poll revealed that 70% of the UK population had 
entered a competition linked to a product or service, wilE over a third entering 
within the previous month (Cummins 1989). American consumers appear to be 
even more competition crazy. A survey of 1500 US households by Premium Incen- 
tive Business and Better Homes and Gardens (PIBBHG 1989) found that 81% of 
consumers were inclined to participate in competitions and that 21% had entered 
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10 or more in the past year. A similar study in 1988 by Frankel and Co. found that 
37% of consumers had entered some form of competition in the last 30 days 
(compared to 8% who had taken advantage of a reduced price promotion). 

Competitive Consumer Behaviour 

Defining consumers as either competition prone or not rather misses the subtleties 
of the appeal of competitions. It is possible to define six types of consumer which 
appear to make intuitive sense in relation to competitions. 
I. Non-Competitors-who consider competitions a waste of time, stamps or tele- 

phone units. They would deliberately not enter a competition to which they 
were entitled through their habitual purchases. 

2. Passive Competitors-who would enter a competition which they qualified for 
through their habitual purchases, but who wouldn't change their purchasing 
patterns to enter. 

3. Br4nd-Switchers-who would buy a particular brand (perhaps abandoning usual 
brand loyalty) to enter an attractive competition. Brand switching is a proven 
and significant phenomenon in many consumer markets (Kuehn 1962; Morrison 
1966; Bass 1974; Vicassirn and Jain 1991). 

4. Product Switchers-who, for example, in order to enter a competition might buy 
and consume a type of food or drink which was not on their shopping list in 
place of one that was. Such "category switching" in response to promotions has 
been observed (Cotton and Babb 1978; Moriarty 1985) but has received less 
attention from practitioners and academics than brand-switching. This may 
reflect a tendency to concentrate on direct rather than indirect competitors. 

S. HOarders-who will alter their buying behaviour between brands and product 
types, and will also alter the timing of their purchases to Increase their chances 
of winning a given competition. The effect of promotions on interpurchase 
times has been the subject of some academic study (Neslin et al. 1985; Gupta 
1988). However, these tend to assume that usage rates of a product, and there- 
fore purchase intervals, are demand driven. There is an argument that usage 
may be partly supply driven, and that a consumer may tend to use more of a 
Product of which they have plenty (e. g. the more milk there is in fridge, the 
more one of the authors will drink). 

6. D09 Fooders-who will buy almost anything to enter a competition (regardless of 
the core product's utility). Purchases are made on the basis that they will "come 
in useful one day" or "will make a nice present for. . . ". Low value purchases 
may even be written off as part of the cost of entry. Such behaviour may sound 
unlikely, but it certainly exists among the small but growing number of hobbyist 
competitors. Many of these buy any product plastered with the word "Win" 
(including bags of Winalot-hence their name). At a more mundane level, the 
authors have met numerous quite normal people who purchased The Daily 
Mail, simply to enter British Airways' "World's Greaiýst Offer". 

This classification covers a range of attitudes towards competitions from indiffer- 
ence to near obsession. Some observations can be made about such a segmen- 
tation. 
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I. The categorization applies to consumers in relation to a specific competition. Individual consumers will move between these categories according to how 
attractive they find any competition. An avid competitor faced with a compe- 
tition which they perceive as difficult, costly and for a prize they already own, 
may behave as a non-competitor. A staunch non-competitor might break a 
lifetime's habit if they saw a competition offering their heart's desire as a prize. 
So although individuals may tend towards one classification, they may change 
in relation to different competitions. 2. The classification (and its use in Figure 2) implies that increasing the amount 
that consumers buy is a more profound change than persuading them to switch 
Products or brands. Academically there is evidence for and against this prop- 
osition. In practice it isn't easy to generalize because the opportunity to alter 
brand choice and purchase tin-dng decisions will depend on brand loyalty, shelf 
life, cost and bulk of a given product. For a product where retiming purchases is 
easy and brand loyalty is high it would be more sensible to add an "Active 
Competitor" who will remain brand loyal but would buy more of a product to 
enter a competition. 

3. Moving down the typology there is an increasing amount of self-persuasion 
being applied by the competitor to overcome barriers to changing their con- 
sumption behaviour, such as brand loyalty or economic rationality. As well as 
economic and psychological barriers to entering competitions, there can be 
physical barriers. To enter all phases of the recent "Hovis-Slice of Life" compe- 
tition would require the purchase of at least 12 loaves of bread in a short space of 
time. Any competitor without a large freezer or a rugby team to feed might have 
found this difficult. 

4. Although the categories imply substitutions from a written shopping list, this 
won't necessarily be so. Many competitions arc clearly aimed at generating 
impulse purchases. So, although the term "shopping list" is used for simplicity, 
"'the set of the consumer's habitual, occasional or planned purchases" would be 
more accurate. 

Changing Customer Beliaviour Througli Competitions 

Having defined consumers in terms of their attitude to a competition, we can also 
derine them in relation to their involvement with a given brand. 
I. Non*users-who do not use the product or its direct or indirect competitors. 

These are often the principal target of promotions (Keon and Bayer 1986). 
2- POlential users-who do not use the product or any directly competing brands, 

but who use indirect competitors and who could be persuaded to buy (perhaps 
on Impulse) through manipulation of the marketing mix. 3. Rival 10yals-McAllister and Totten (1985) and Grover and Srinivasan (1992) 
show that successful promotions can attract substantial numbers of a rival's 
otherwise loyal customers. 4. Brand switchers-Grover and Srinivasan (1992) found evidence of distinct 
*IF switcher" market segments whose consumers hop between the various com- 
peting brands. 

S. OU'll loy4ls-within own loyal and rival loyal segments, we can distinguish 
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between long-term, brand loyal consumers and those who are "last purchase 
loyal" (Kahn and Louie 1990). These tend to be repeat purchasers until some- 
thing encourages them to realign their loyalties. 

Cross referencing the consumer's competitiveness against their brand involve- 
ment produces a picture of the opportunities presented by sales promotion compe- 
titions (Figure 1). The model presented in Figure 2 shows the possibilities for 
converting a consumer's brand involvement through a competition. 
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Figure I. Options for targeting competitions. 

These models imply that there are two key targets for a competition. A compe- 
tition can generate new users, and (providing that some can be converted Into loyal 
customers) this will provide long term benefits of increased turnover and an 
expanded market. Such opportunities exist because the tendency to repurchase a 
Promoted brand which proves satisfactory, is particularly strong among those who 
were previously non-users (Cotton and Babb 1978; Rothschild and Gaidis 1981). 
The other target is increased usage among loyal or occasional (brand switching) 
purchasers. This will produce more of the short-term tactical sales uplift tradition- 
ally associated with promotions. There may be greater consumer resistance to the 
promotional message from non-users, and so the persua; iveness of the compe- 
tition (and probably the cost) will need to be greater thdft*for boosting sales among 
loyal or occasional purchasers. 

The potential of competitions to create such changes in consumer behaviour can 
be shown by the results of a Neilsen Promotion Service survey in Canada. This 
found that 55% of competition entrants choose brands specifically to enter a com- 
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Pe6tion, of which 95% bought the brand again after the competition; while 27% had switched product types specifically to enter a competition. 

The Attraction of Competitions 

Why do competitions attract consumers? The glib answer is that the chance of 
9ttfing something for nothing is always attractive. Selby and Beranek (1981) 
consider their attractiveness as a function of the entry cost (including stationery 
and time); the value of prizes; the number of prizes and the perceived probability of %linning. They conclude that economic rationality should dictate that risk averse or tilk neutral consumers (see Friedman and Savage 1952) will avoid competitions, k"ping entry levels low. They conclude that the large number of entrants suggests týut in practise people don't approach competitions in a spirit of economic ration- "', and that their utility is related to the pleasures of gambling and the occu- Fation Of leisure time. This is further backed up by another Premium Incentive 8usiness survey which showed that 60% of competitors entered "just for the fun of ir and 61% of entrants into competitions were found to be "unsure of what the 
Flizes offered were" (PIB 1986). Selby 

and Beranek's ideas can be extended in four key ways. 
RePl4ring the monetary value of prizes-with the less convenient but more mean- InSful concept of their utility to the entrant. Some prizes are desirable because 
they are "priceless" (a date with a "Star" has become an Increasingly popular 
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prize in the US, increasing threefold in use over the last rive years); or they are 
exactly not what the competitor would purchase if they had the money. The 
PlBBHG survey found that consumers preferred travel rather than cash as a 
prize. Wining a luxurious ""waste of money" has the attraction of indulgence 
without any associated guilt or dilemmas of choice. 2. Adding a skill factor-Selby and Beranek concentrate on skill-free sweepstakes 
where a competitor's perceived chance of winning reflects their assumptions 
concerning the likely number of correct entries, and their own chance of being 
correct. Some competitors welcome the "fair" nature of sweepstakes, whereas 
more confident competitors might prefer skill based competitions believing that 
their chances of winning are increased. 

3. Adding the satisfaction of the urge to compete-to the list of attractions. Competi- 
tiveness is a natural instinct which varies in its strength between individuals. 
Cassidy and Lynn (1988) see the desire to compete against others or "against the 
clock" as forming two of the six key components in our motivation to achieve. 

4. Considering credibility. The odds of getting a consumer to respond to a compe- 
tition is directly related to their view of its credibiity (PlB 19S6). Sponsors now 
often try and boost a competition's credibility by announcing that the winners 
will be chosen by a Justice of the Peace. 

Benefits of Competitions as a Sales Promotion Tool 

Competitions offer a wide range of potential benefits and opportunities for their 
sponsors. 

I. Temporary sales uplifts-can be generated by getting Brand-switchers, Product- 
switchers; and Dog-fooders to purchase. The contribution of already brand- 
loyal Hoarders will be negated by a later loss of business. Some of those 
switching brands to enter a competition may stay loyal once the competition 
has ended (or at least until a competitor runs a competition). Competitions can 
be especially useful in terms of generating trial of new products. 

2. Demand smooth ing-particu la rly useful for products where promotional offers 
of the "15% extra free" type aren't feasible (such as pints of draught lager 
during winter). 

3. Market researchImailing list opportunities. There is an inherent logic that suggests 
that if customers want to win your product, they may also be willing to buy it. 
Offering your product as a prize can help to generate product awareness and to 
track down potential customers. This is common among products which arc 
large, infrequent, glamorous purchases such as cars and holidays. British Air- 
ways' "'World's Greatest Offer" ticket draw was used to create a database of 
entrants for future promotions. Questions within competitions can be used to 
research consumer attitudes and tastes. However,. there is always the danger 
that the answers provided will reflect what the competitor thinks the sponsor 
wants to hear, not what the consumer really thinks. 

4. Idea generation. Cadburys recently ran a competition requiring the submission 
of a recipe using cocoa. Their next promotion was, not surprisingly, a 
giveaway booklet of cocoa recipes. The widespread use of slogans in compc- 
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titions might suggest that they would be a valuable source of "hooklines" for 
advertising campaigns. However, the rigid format used and the poor quality of 
published winning slogans suggests that they pose little in the way of a threat 
to the jobs of advertising agency copywriters. 

5. Packaging revamps. Eye-catching competition packs can add sparkle to the 
image of brands whose familiarity may be a strength, but may allow them to be 
taken for granted. Rowntree's ran a series of competitions for Kit-Kat allowing 
a familiar product to have a new high-impact wrapper while retaining the 
original distinctive brand strength. During one twelve month period there was 
only two months in which it was possible to buy a non-competition flashed Kit- 
Kat. 

6. Advertising campaigns link-ups. Promotions such as the Golden Wonder Win and 
Island or the Kit-Kat Tjaerborg Holiday competitions both featured spin-off 
national ad campaigns using TV, newspapers and posters. 

7. Point-of-sale opportunities. In an age where a supermarket may carry over 35,000 
different product lines, catching the consumer's eye with POS displays is 
increasingly vital. In-store competitions can be a basis for differentiation be- 
tween retailers. Tesco has led the way, at one point sponsoring some 26 
concurrent in-store promotional competitions. Gateway, Asda and Bejam have 
also used competitions as a key element of their promotional magazines. These 
help to encourage consumers to collect and read the magazines allowing them 
to fulfil their promotional task of communicating and influencing 

S. Public relations opportunities. PR can be generated from prizegiving 
'or from links 

to charitable donations, where a certain amount being donated per entry, as 
1 with the Andrex Elefriends Appeal Competition. 

9. Reduce the effectiveness of a rival's sales promotion. "Me too" competitions may fail 
to be effective if the competitive consumers are already stocked up with the 
brand first off the mark. 10. Message reinforcement. This can be done by making the content focus on the 
benefits of the product by ranking them or matching them to the advertising 

ik theme. Quaker's Crunchy Bars linked into the squirrel motif of their advertis- I ing and packaging by running a spot-the-ball type competition, reworked as 
"'Spot the Squirrels". Alternatively, the Post Office developed competitions 
aimed to stimulate awareness about postcodes which required correct use of a 
postcode to qualify for entry. 

These characteristics paint a picture of competitions as a marketing tool able to 
perform a wide variety of tasks, and able to act as an integrating mechanism for an 
entire marketing campaign. A good example of a well designed competition which 
Achieved such integration came from Vauxhall- It involved a direct mailshot to 
consumers combining product information and advertising copy with the compe- 
tition details. Consumers were given the specifications of each Vauxhall car model, 
-along with a lifestyle description of six different couples. Entering the competition 
forced entrants to consider what the attributes of each car were, and which would 
best fit their sort of lifestyle. The slogan to complete was "I'm smitten by Vauxhall 
Ors because 

.. . ". This reinforced the advertising campaign, while prompting 
cOnsumers to consider the appeal of Vauxhall cars generally. Submitting the entry 
Involved visiting the nearest dealer, providing opportunities for potential cus- 
tD: ners to meet the products and the salespeople. This shows the way that compc- 
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titions can form a key element of a sophisticated and interactive marketing 
campaign, which informs and persuades customers by "involving" them with the 
product and the promotional message. 

The Risks of Competitions 

Before this article becomes too euphoric about competitions, its worth considering 
what can go wrong. Practitioner-orientated journals are littered with horror stories 
of mismanaged competitions. Pitfalls include the following. 

I. Poor response. Time Life's "Library of Nations" competition received two entries, 
one late and one incorrect. Here the cost of entry in terms of buying a book, 
finding the answer to six questions and completing a tiebreak overcame the 
attactions of potentially winning a weekend in Amsterdam. 

2. Timescale mismatches. Some competitions have a long gap between competition 
launch and closing date, but a relatively short window of opportunity to pur- 
chase special promotional packs. Only having the chance to buy three special 
packs when four are needed (as happened to the authors in the Windmill Bread 
Holiday Break Competition) causes frustration and does nothing for a brand's 
image. 

3. Entrapment. Competitions which try and dupe unsuspecting competitive con- 
sumers into further purchases will risk disaffecting non-hoarding consumers. 
The "Further purchases required" smallprint on many grocery competitions is 
becoming infamous within the "comping" fraternity. 

4. Bi prizellong odds competitions. Some competitions feature big prizes but odds so 9 
long that any numerate consumer is unlikely to be attracted. A good example 
was Duracell's "Win a Million Pounds" competition which featured odds 
against winning of 1.3 million billion to 1. This prompts the question of whether 
it contravenes the ISP code of conduct on sales promotions which states that 
promotions should be "so designed and conducted as not to cause avoidable 
disappointment". 

5. Mechanical errors. The printing and security of instant win cards must be care- 
fully managed to avoid the experience of Esso whose "Noughts and Crosses" 
game produced twenty claims for the first prize of E100,000 when only a couple 
should have existed. Such risks have led to a specialist sales promotions in- 
surance industry, pioneered by Promise (a division of Brokers jewit Duchesne) 
who cover the risk of coupon redemptions or prize distribution above expec- 
tations. 

6. Associating the product with losing. Most competitions have more losers than 
winners, and there is always the risk of the product being associated with a 
failure to win on the part of the consumer. Rowntree Mackintosh's "Spell and 
Win" competition required consumers to collect letters to spell and win various 
prizes. Each prize name obviously had one letter equivalent to a Penny Black, 
and the avid chocolate bar eater would soon find that each unwrapping of a bar 
was associated with disappointment as yet another duplicate letter turns up. 
Many companies appear to be trying to avoid disappointment by awarding a 
tnoney-off-next-purchase voucher to all entrants. 
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Conclusions 

Irith market leaders like Heinz relying increasingly on promotions, and compe- 
titions; in particular, traditional prejudices such as "'Advertising is for winners, 
sales promotion is for losers" and "Promotions are only good for tactical sales 
Uplifts" look increasingly weak. Promotions worth E3 million played a key role in 
Neirtz's centenary celebrations (Gerrie 1986). The company has run a competition 
giving away six figures in prizes for the last five years. These were backed up by a 
sophisticated monitoring system using feedback-scratch cards, to analyse the 
effects of behaviour and buying patterns among participants. With 60% of a sample 
Of 30,000 participants to three competitions returning cards, Heinz have built up an 
accurate picture of the effect that sales promotion competitions can have, and their 
effectiveness when used through different grocery chains. Such a sophisticated 
approach to competitions is something that most other companies can only aspire 
to. Hopefully further research into the effectiveness of competitions will provide 
practitioners with a firmer base of knowledge on which to base their plans for 
future promotional competitions. 
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This article is the second of two examining the growing importance 
and unique characteristics of competitions as a sales promotion 
tool. While thefirst article argued the necessity of developing a 
separate body of knowledgefor each specific sales promotion tech- 
nique, this article aims to contribute to an understanding of the 
way sales promotion competitions are used, through the results 
and implications ofa survey. 

Introduction 

A walk down a supermarket aisle presents any sharp-eyed shopper with an almost 
unparalleled opportunity to win a new car, the holiday of their dreams or a cash 
lur; p sum capable of providing both and more besides. Simply by choosing par- 
ticular brands, the weekly shopping trip can become the first step in a potentially 
lucrative and entertaining treasure hunt. This hunt for treasure doesn't require the 
abandonment of premium brands in favour of highly promoted but humbler fare. 
The last quarter of 1992 witnessed a rash of in-store instant win competitions from 
top brands such as 7-Up, St Ivel Gold, Carling Black Label, Tetley Tea, Heinz 
Ketchup, Golden Wonder, Duracell And Ski Yoghurts, to name but a few. 

DeSpite the prevalence and obvious cost of sales promotion competitions, they 
have received relatively little attention from marketing acaden-dcs, compared to 
other promotional tools. This article tries to redress this somewhat, by presenting 
the results of a survey analysing the use of promotional competitions. 

The Survey 

The authors gathered detafls on 2,646 different UK sales promotion competitions 
over a three-year period by using a nationwide network of fellow "hobbyist com- 
petitors" as information gatherers. Special packs, entry forms and competition 
rules all provided information about these competitions, which was encoded and 
then analysed using Minitab. The sample consisted only of competitions available 
On -3 national or regional basis (local ones were discounted) and which were associ- 
ated with a product or service, as opposed to being all or part of the product or 
service itself (so lotteries or the numerous competitions which are regular features 
Of magazines weren't included). 

Studying competitions in isolation from their sponsors and their target audience 
WiM dearly not provide a total picture of their usage and e! Wctiveness. However, a 
dearer understanding of the competitions themselves does provide a useful start- 
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Ing point to help understand their use in practice. Hopefully the survey data will 
provide a firmer basis for future research, by answering some of the fundamental 
questions about competitions' role as a sales promotion tool. 

Who Sponsors Competitions? 

There are very few types of organizations that don't use competitions. In addition 
to the obvious sponsors among FMCG firms or supermarkets, the sample revealed 
competitions being run by water companies, charities, estate agents, banks and 
even solicitors. Within the total sample, 57% of competitions are run by only one 
sponsor, with the remaining 43% involving usually two (but very occasionally 
three) sponsors. How the sample was divided between different types of sponsors 
(in generic market terms) is shown in Table I. 
Table 1. Competitions survey results summary 

Awrage 
Amrage pri: e tvlue Sponsor No. of Comps % of Comps prize no. (Owls) Mkt integration 

Mager 1,232 46.6% 20 2-64 Nled 
Packaged f 929 35-1% so 3-98 Med 
Consumer goods 517 19.5% 11 3-5 Med 
Grocery Items 344 13.0% 14 3-0 Med 
DTink 319 12.1% 11 3-0 Med 
Services 188 7.11% 20 5-0 Low 
Publications 118 4.5% 7 2-0 Low 
Tobacco 39 1-5% 15 5.0 Low 
UNte goods 32 1-2% 20 5-9 High 
Charities 25 1.0% 15 1.0 Low 
Generic 24 0.9% 11 2-3 High 
Cars 14 0.5% 11 10.4 High 
Notes 
L Groceries Include all inedible consurnables. 2- Prize number and value represent the average (median) number and total value of prizes awarded 

r competition. VNIarketing 
integration Is a modal average score between I (low) and 3 (high)-set text for details. 

Shultz (1987) suggested that non price-based promotions such as competitions 
Will be favoured by companies in highly priced competitive markets such as food 
retailing, becauýe they provide opportunities to protect or boost margins. The 
survey findings add weight to this argument, since packaged food manufacturers 
came second only to retailers, who were involved in 47% of all the competitions. 
Consumer durables were involved in 20% of all the competitions studied. This was 
a surprisingly high proportion, given the common perception that competitions are 
the province of consurnables, and packaged foods in particular. Services (with only 
8%) lag behind both by comparison and in proportion to their importance within 
the economy. However, within services, some sectors were better represented 
than others, with financial services and travel and tourism services accounting for 
more than half of the total services sample. 

What Types of Competitions are Used? 

Promotions involving prizes are usually classified into four types (Cummins 1989). 
I. Competitions-which involve skfll. 
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2. Draws-free games of chance with no "play" element. 
3. Lotteries-games of chance with an entry fee. 
4. Games-involving virtually no skill, but some "play" element. 

7his division is based on the legal practicalities of the promotion and is not 
particularly helpful in discussing the appeal or the characteristics of such pro- 
motions. The survey and this article excluded lotteries, because they tend to exist 
relatively independently of the product or service they promote. The effect of this 
Is to underplay the use of competitions by charities, since they usually rely mainly 
upon lotteries for combined promotion and fundraising. This article uses the term 
"competition" to cover any other form of prize promotion. 

Beyond such purely legal definitions, it is possible to identify 10 distinct types of 
competition. The relative popularity of each type in the survey is detailed in Figure 
I. Many of the competitions run are hybrids of two types (for example the most 

80- 

60 - 

40- 

20- 

0 
Figure I. Types ofcompetitions used. 

common competition form involves answering questions and devising a slogan) 
which are counted under both their component headings. This explains why the 
summed percentages exceed 100%. 

Major Competition Typcs ... 
Deviie a Slogan or Name 

Pros: consumers think about the product and the values they associate with it; 
can be used to brainstorm ideas for names or product variants, e. g. Castle 

SLOGAN QUEST. SWEEP ORDER SPOT PUZZLE ESTIM. PAINT NOVEL MATCH 
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Loudspeakers christened their latest model according to the most popular 
name suggested by a competition. Cons: judging scrupulously can be laborious. 

Users: only services and publications didn't favour slogans. Notes: this very popular form of competition splits opinion among competitive 
consumers, they are loved by creative competitors, and avoided assidu- 
ously by others. 

Answer Questions 

Pros: good play value; judging can be simplified down to drawing from among 
screened correct entries; questions based around the product help to re- 
inforce the marketing message. Cons: easy questions provide little screening and can appear condescending; hard 
questions can limit entry; ambiguous questions can infuriate; needs careful 
research and design. 

Users: consistent across sponsor categories. Notes: appeals to consumers who prefer factual research or recall to creativity. 

I Sweepstake 

Pros: simple to design and administer; perceived by the consumer to be simple to 
enter and "fair". 

Cons: without an exciting prize they are unlikely to attract consumer attention; 
lack of "play value" or consumer involvement can mean the prize over- 
shadows the product being promoted; in the US up to an estimated 90% of 
entries may be on postcards (which must be accepted as a legal require- 
ment) rather than on pack panels or leaflets. 

Users: publications, services and generic trade campaigns particularly favoured 
their use. Notes: the focus of competition research to date has concentrated mostly on 
simple "sweepstake" competitions (Selby and Beranek 1981) which are 
popular in the US, but our survey suggests they account for only 12% of UK 
Competitions. 

Order of Aferit 

Pros: gets consumers to focus on product characteristics and can help to research 
the relative importance the consumer attaches to each; judging is reason- 
ably simple; can easily be combined with slogans or-questions. Cost effec- 
tive, since a major prize can be offered and warding it easily insured 
against. 

Cons: perceived odds against winning may deter consumers from entering or 
purchasing; potential lack of winners may attract negative publicity. Users: popular with cars and white goods, suggesting a strong link to product 
features. 



Saks Promotion Competitions-A Survey 275 

Notes: insurance costs depend on predicted entry levels, needs careful design to 
ensure legality. 

S. Spot the Somethitig 

Pros: good image in terms of fairness, and judging is straightforward if laborious; 
can be therned to link with product or advertising message. Cons: negative publicity regarding the low win-rate among newspaper spot-the- 
ball contests may lengthen perceived odds of winning. Users: no strong preferences shown for the use of these competitions among 
different sponsors; firms more interested in generating a response than in 
lUghlighting a product appear to favour them (e. g. Readers' Digest and 
mail order houses). 

Notes: "'Spot the missing product" competitions can highlight the product in a 
rather back-to-front way by showing the context in which it belongs to set 
up an association in consumers' minds. They can also be used for customer 
education, as in the Action GT "Spot the Hidden Cycling Hazards" compe- 
tition. 

6. Puzzle 

Pros: high play value; plenty of room for creativity. Cons: often difficult to relate closely to product attributes or values. 
Users. charities clearly favoured the use of puzzles. No Ies: these range from simple wordsearches for words connected to the product, 

to fiendish devices like the Toblerone Easter Egg puzzle (whose total 
permutations would require over 7,000 zeros to record, and which unsur- 
prisingly produced no winners for the C100,000 prize). 

7. Enimate a Time, Distance or Quantity 

Pro$: one right answer makes judging simple; the skill element may intrigue 
competitors. 

Cons: when product linked, tends to focus on quantity rather than qualities. 
Users: tobacco companies particularly favoured estimates, using them three times 

more often than the total sample, perhaps because quantity issues are 
"safer" for consumers to think about than issues of the product's attributes 
and effects on consumers. Notes: quantities are often linked to a product such as the "'How many OXO cubes 
does it take to fiU a microwave" competition run by Brooke-Bond and 
Sharp. 

Minor Types 

8- PaitillColourlPitotograph 

nese are mostly targeted at children by sponsors such as Rowntrees, Kelloggs and IVOOlworths. Adult photographic competitions are usually related to products 
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v. -hose use or users are photogenic, like holiclavs (Thomson) or baby products 
(Duplo); or are sponsored by the likes of Fuji and Kod ak 

" Novelty, Other 

Th"t- iTV in some %-., ay unique or hard to classify. They mostly consisted of writing 
SOMething more complex than a slogan, such as a recipe, tory or script. The 
DnIteT Altern, itive Awards is a good e\ample, requiring competitors to nominate 
and lustily the least alternative comedian, the least boring politician and the most 
annoying TV commercial. SILICII Coni petit lons have the advantage of attracting 
consumers through their noveltv value, but there is a danger tit overshadowing the 
product. 

10 S(rarch and .1 lat, h( 

The mechanics of the game card inake it ideal for product-, to wl"Ch J 
leaflet cannot easily be attached ýLich is petrol or dratt beer. I liosc encountered ill 
the survev vverc A. I associated witil pub drinks. sL, (-Il ganiv, -, in be verv popular 
with consumers, sales promotions agencv Frankel & Co found that "I ', *""' 

git t1 -re sumers "almost lj\, -, lN-s- iljstýjllt will gaines. Since thev art, selt-jude 1g, I( 
are no judging costs, but dangers posed bv poor 9,1111C dt'sign or st-curitv lapses 
make this t%, Pe of conipctiti(in relativek- Im sk. Ill the I'S a misprint ill tilt- 01 ri 
wording oil the Wheel of Fortune game cards issued bv Publi\ supermarkets 
resulted in $23 million \-vorth ot %vinning car&, being issued by mistake. 

I low DO thev jZcýjclj tile customer. 

m ot nwrkctm,.,, mmunication, com I Ict It It' I", 
h4! dVl1%' oil tile LI., e oI . 111 ette(ýtp,. e Illvdia to bring thcm to potential constimer. " 

attenti'mi. File Illetiloj., useLl to deliver tile competition nic,. sage are shown it) 
Figure 2. 

......... .. 

Magazine/ 
CaL -ue Competition 

lack IA'; Ifl t 

Attachment 

Figure 2. Alethoth. ot'compt-titiori de/iverY 
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The implication of Figure 2 is that a close relationship exists between compe- 
titions and POS display and packaging within the marketing mix. Skuce (1990) 
notes that for many products (especially F? JCG brands struggling to attract atten- 
tion on the shelves of ever larger and busier supermarkets) POS impact is vital for 
success; and yet retailers are often relatively unsympathetic in supporting POS 
Promotions, especially those likely to encourage brandswitching. This is not sur- 
prising, since the average grocery retailer is apparently offered around 20 times 
more in-store promotions from manufacturers than they can accommodate Quelch 
1963). The use of competitions which are printed on-pack, or which use pack 
attachments (such as bottle collars) allow manufacturers to develop effective on- 
shelf promotions without having to depend upon retailers' co-operation in their 
development. The popularity of competitions among packaged foods and grocery 
Items, and the prevalence of competition packs makes competitions one of several 
Aspects of the growth in sales promotion which is a significant opportunity for the 
packaging industry. 

The "Other" methods of delivering competitions to consumers include guarantee 
cards or competitions which consumers enter "automatically" as a result of a 
purchase or coupon redemption. Although these were a small feature of the UK 
Umple, such automatic entry competitions are very popular in the US where, 
according to Frankel & Co, 78% of consumers had redeemed coupons involving 
Automatic competition entry in one year. "Mail" leaflets are either sent by direct 
mail, or must be applied for by post, often in response to a media advertisement. 

How Important are the Prizes? 

It is the prize that makes a competition a competition, but how important are the 
prizes to competitive consumers? In the Premium Incentive BusinesslBetter Homes 
& Gardens (PIBBHG 1989) survey of 500 US households, they found that for 48% of 
entrants into competitions the prize is important (even though 62% also said they 
entered "just for fun"). 

A total of 751,263 prizes were awarded from the sample of 2,646 competitions. 
The total value of these was estimated at E47.7 million. Selby & Beranek (1981) note 
the problems of accurately estimating prize values. Some competitions helpfully 
State the cash value of a prize, and others use holidays, cars or hi-fi as prizes whose 
Value can be relatively easily tracked down. The authors hit real problems over 
Prizes like a flock of sheep (Sheep Dip Whiskey), the hat of your dreams (Yardley) 
Or 3 part in a James Bond Movie (Philips). Where there was any doubt, a very 
Conservative estimate was used. So the figure of E47.7 million will be an underesti- 
-cute in one sense. However, this is the retail value of the prize, which is typically 
greater than the cost to the sponsor (especially if the prize is their product). So the 
Prize value figure is a very rough guide to the actual cost of prizes awarded. To 
this, the costs of planning, designing, delivering, administering and judging must be added, to estimate a total cost of competitions. The next stage of the authors' 
research will focus on the sponsors, and should reveal more accurately the level of 
Matketing resources being devoted to competitions. Apart from number and value, the other key dimension of competition prizes is 
thier nature. Prizes can be: 



278 Sue Pea We and Ken Pea We 

I. Financial; cash, vouchers or property bonds. 
2. Material; cars, hi-fi's, "troUey dashes" and white goods are popular prizes. 
3. Experiential; holidays, meals, days out or flights in hot air balloons. 
4. Rare; some prizes are of value, but cannot commonly be purchased by con- 

surners, such as lunch with Barbara Cartland (Dairy Milk), or a family portrait 
taken by Patrick Lichfield (Boots). 

In trying to make the prizes, and therefore the competition attractive, a sponsor 
has several options. 

1. Make the prize "special"; as well as simply valuable. 
2. Offer flexibility, this can be In the form of offering cash alternatives to goods and 

services, or offering a variety of holiday destinations to choose from. Ulay 
products' "Woman of the World" competition offered a choice between a Greek 
cruise, the Orient Express to Venice, a London art tour, a Far East trek, or a trip 
to Paris and Amsterdam. This meant the firm was "targeting its entirc consumer 
base; women between ages 18-65 and older" (IM 1986). 

3. Offer variety. One manufacturer offered a Jaguar car, a Spanish Villa, a light 
aircraft, a yacht and: E5,000 as a single prize. 

Since the attractiveness of a competition is related to the expected value (or 
rather utility) of the prizes, and the perceived probability of winning, sponsors 
could either use high prize value or high prize numbers to make a competition 
attractive. Table 1 shows some notable variations between types of sponsor in 
terms of the number and value of prizes which typify their competitions. Dividing 
the sample about the median value of prizes and the median number of prizes 
ptoduces four "prize philosophies" for competitions. 

I. IaCkPots (few prizes/high value; 20% of all competitions). 
Intasun's: E1,000,000 Hotspots competition offered a single million pound prize 
(to be divided if more than one person estimated the answer correctly). A 
problem with Jackpot competitions is that the shortage of prizes can lower 
people's expectations of the odds of winning, and can therefore depress pur- 
chase and entry levels. Hoover's "'Win a Volvo" competition tempted only 10% 
of qualifying vacuum cleaner buyers to enter, despite a relatively high value 
prize. 

2. Misers (few prizes/low value; 32%). 
These are frequently aimed at children or families, offering prizes like a family 
day out. The competition in BPs Lifestyle magazine offering three Liardice 
games as prizes suggested a surprisingly small promotional budget for an oil 
company, and a belief that children don't approach competitions in a spirit of 
economic rationality. An example of an adult-orientated miser competition was 
the G-Plan/House of Fraser competition offering one case of wine as a prize. 

3. Everyone a Winner (many prizes/low value; 20%). 
... These are also frequently aimed at children, for example Woolworth's Little Owl 

competition which awarded JE450 worth of vouchers and 1,000 children's books 
as consolation prizes. 

4. Bonanzas (many prizes/high value; 28%). 
Heinz have run an annual summer bonanza competition including the Win-a- 
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by one first prize, two second prizes, three third, four fourth and ten runners- 
up. 

How Well do Competitions Communicate? 

One of the most interesting facets of competitions is their versatility as a communi- 
cations tool. Above the line advertising has attracted the lion's share of acaden-tic 
and practitioner interest as a marketing communications tool. However, adverts 
have Some severe limitations. They are rooted in the traditional, scientific concept 
of communication which focus on the transfer of information from one party to 
another (the "'magic bullet" approach, Schramm 19M. More recent perspectives in 
communication view it more as a social process, as a process of sharing, and in 
terms of the creation of a response rather than just the dissemination of infor- 
mation (Buttle 1990). An advert is usually separated in both time and space from 
the moment when the consumer can make a response, so the approach to com- 
munication. is one-way and often restricted to influencing simply by saying- 
'Look at me (or listen to me), and remember me". Indeed advertising's effective- 

ness is frequently assessed simply by consumers' ability to recall it. Competitions 
can also play a role in raising brand awareness, but they can achieve much more 
beside. In particular, competition details displayed on-shelf or in-store can present 
a number of possible messages which the consumer can respond to there and then. 
The response-orientated messages a competition can communicate include the 
following. 

"'Stock me. " Grolsh and Carling Black Label both ran promotions where a 
purchaser selecting a competition four-pack would discover 
they need to buy a further pack to qualify for entry. This 
helps to encourage stockpiling, but may also displease con. 
sumers who overlook the often rather inconspicuous 
"Further purchases required" label. 

O. Try of me. Competitions like Pizza Hut's "Try It Traditional American" 
competition (for a new pizza line) are popular for encourag. 
ing product trial. Car manufacturers Including General 
Motors, Citroen and Renault have used a series of compe- 
titions requiring a test drive to qualify for entry. 

Use me. " Barclaycard's Connections competition could only be entered 
by making any purchasi using their Connect card. 

"Help me. " Charities and market researchers are finding competitions a 
good way to encourage a response from the public. The 
Great Ormond Street Wishing Weil appeal has been among 
the pioneers of this approach running competitions in associ- 
ation with Fray Dentos, Ribena and Lyons Choice Blend 
among others. "Consider m " match them to roduct benefits ers to rank A ki e. , p ng consum s 
consumer attributes or to create a recipe using a product, all 
take the consumer beyond simple awareness of the product 
and into analysis of it. 
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"Come and see me. " Manufacturers of cars and gas or electrical appliances fre- 
quently run competitions which involve posting the entry at 
a showroom, bringing customer, product and salesperson 
together. 

What Effect can Competitions Have? 

Although competitions can contribute to a variety of marketing objectives, there 
appear to be three core roles which they fulfil. 

I. Cenerating Sales Increases 

The common perception of promotions is that they provide consumers with an 
incentive to buy a product; either as a trial, to switch away from a rival brand or to 
stock up. Exactly threequarters of all those competitions surveyed required a pur- 
chase of the product. Although 25% of competitions required no purchase, 3% can be identified as "pseudo-no purchase competitions". Here the competition details 
sre on the pack, but no purchase is required. So a customer will have to make at least one purchase, or to record the competition details to enter. More likely the 
consumer will find out post-purchase that the purchase wasn't necessary to enter 
the competition. If viewed as a "gotcha" such promotions run the risk of post- 
Purchase dissatisfaction among customers who were not already brand-loyal. 

The number of competitions which don't require a purchase suggests that to 
Judge competitions' effectiveness simply in terms of changed purchasing patterns 
is not always appropriate. This is particularly true for service businesses where 
over half of all competitions required no purchase. 

2- Scajonal Demand Smoothing 

There are examples of competitions being used both to counteract seasonal troughs 
in demand, and to reinforce seasonal peaks. Reinforcement of seasonal demand 
can be shown by one July which featured 15 concurrent competitions for sun- 
9USses or sun-orientated skincare products. For retailers, December's pre-Christ- 
mas rush was reinforced by an average of 49 competitions (compared to an overall 
monthly average of 35); whereas the traditional February low coincided with an 
Average of only 17. Evidence of seasonal demand smoothing can be found in more 
Anecdotal examples. Competitions run during the month of August regularly feature brands associated with Christmas and winter such as Bol's Advocaat, 
COalite and Horficks. Mars regularly run competitions for their chocolate during 
Summer and their ice creams during other seasons. 

I As a Tactical Response to Rivals 

A COmpetition may be used to spoil a rival's promotion or other markefing initiat- 
il'e- It suits this role because it is a relatively "noisy" promotion (Skuce 1990) and is 
good for drawing attention away from rivals' offerings. 
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A good example of a competition ivhich tackled each (it thcý, e Issues 'It once W. Is 
British Airway's World's Greatest Ofter, to vvhich over five million people re- 
sponded. It was designed to stimulate sales in the face ot the recession, and formed 
part of a promotional strategy aiming to boost rL'VC11UV bV E250 million The compe- 
tition %vas designed to smooth over an additional dip in demand (7,111M. -d bV 
heightened Icars about international terrorism, and it was launched to 
coincide with the operling lip of nevv routes from I Ivathrow for L*n1ted Airlines and 
American Airlines (ýVall Street Journal 1991). 

How ll't'I'Vcti%, e are Cotnpetitjon%ý 

MC-I'Liring 
tile effectivelic, ", (0 tmllpetiti(1111ý JNý -, tljdý III,., tilt' III( 'I 1ý, tilt-III 

%elves is not easv. There also appears to be little academic research v\amining the 
effects of competitions on sales turnover. 1- lmvever, there is evidence from the 
related field of generating mail survev responses which suggests that competition- 
are effective. McDaniel and Jackson (1984) f(lund that tht- tifter of a cmilpetition 
acted as an incentive I-mt noted a thre,, 11(dd ettect In terms ot the size of tilt- prize 
that had to be offered. Caji-al et al. noted that ''tht, lt)ttt-r\- incentive 
Clearly increased respoin,, e rate verv substantialk" 

ludging tile success of a competition in term,, (A increased sale-, I, pwbleniatic, 
b0cause sorne purchases may li, ive simply been retinied, and awareness bvnvflt, ý 
oA*il) be overlooked. Competition entry levels aren't a useful guide, since encourag- 
ing entry isn't an underlying objective to most conilictitimis, . 1111i 011C consumer 
may make multiple entries. One U1, sweepstake revc-alt-d I, O(X) postcard entries 
submitted b\, the sanic pet-mm. 

One relativclv crude niva,, Lirt, the atithors did develop. to tr\- and assess the 
potential effectivelless tit allaivini, tht-ir ''marketing inte 
gration", Compt-titions varv III tcrniý, (it whether vither tilt- pnic. tit tile mcchani, s 
tit the competition relate hat. ýk it) thc product IN-ing pwilloted. I hl- , . 11,11C Used to 
Kure competitions as high, niediiiiii or low in tt-rms of marketing intepation I he 
distribution of the sample on the hasis tit marketing i ntC, 4r-1 t 1011 1" '1110"'11 "1 
4, Integration can be aCl1ICVVd Ill a wide varietv tit wavs, for e\amplc I icin', 
frequently "theines" its prize,, b\- awarding then, in group-, of 57, 

lllý I! 

-ýOurl pri-c and 

MEDIVNI 
. 13 LOW 

20 
(sonic link bctWf4'11 

COMpetition or prize and product) (No link Ix-t-wern product 
competition and prize, 

1-igtire 4. ( '0111petitim, markering itifegnitiori I ", ). 
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Table I shows the marketing integration scores associated with different spon- 
sors, and they suggest that the amount of thought going into competitions varies 
as much as the amount of money. A point made by Kumar and Leone (1988), is that 
where a promotion involves dual sponsors (such as a manufacturer and a retafler), 
there is likely to be conflict between their objectives. A manufacturer is keen to 
encourage brand or product switching behaviour which will give them business at 
the expense of a direct or indirect rival. For a retailer the switching of customers 
among the in-store brands and products presents no real benefits, so they are more 
interested in encouraging increased usage and store switching. It might be 
expected that such potential conflicts of interest between sponsorship partners 
would lead to compromise and a reduction in effectiveness. We tried to test this by 
comparing the marketing integration scores for single and dual sponsor compe- 
titions. In fact dual sponsor competitions appeared better integrated with 22% of 
them classified as low in marketing integration terms compared to 48% for single 
sponsor competition. This suggests that retailers (who frequently form half a part- 
nership) with their experience of in-store competitions understand how to run 
effective competitions; or perhaps that two marketing heads are better than one. 

Getting the Most out of Competitions 

Looking at over 2,600 competitions has helped the authors to develop some 
insights into the art of developing sales promotions competitions. Other authors 
such as Cummins (1989), Toop (1991), Keon and Bayer (1986), have put forward 
useful guidelines for marketers on the practicalities of running sales promotions, 
which are helpful in planning competitions. Competitions are seen as relatively 
straightforward and cost effective promotions, with most of the cautionary notes 
expressed concerning the legal pitfalls caused by the Ws complex legislation 
(Cummins 1989) and the fragmented state regulations in the USA (DNIM 1987). 
Competitions are certainly often easier to manage than many other forms of pro- 
motion, since the costs are clearly known from the outset, and these will not be 
affected by issues such as varying redemption rates. Such cost predictability may 
further encourage the use of promotional competitions in future, in the wake of 
Hoover's disastrous free flights giveaway, where early estimates puts the costs of 
over-redemption to the company at some E20 million. 

We have tried to add to the advice available to practitioners by developing the 
COMPETE checklist to assist marketers in planning a successful sales promotion 
Competition. The checklist prompts the consideration of seven key areas. 

Asking such questions before organizing a competition may seem like extreme 
Common sense, but the effectiveness of sales promotion management has been 
questioned (Strang 1976); and the evidence from the marketing integration scores 
Suggests room for improvement. 

Conclusion-the Power of Competitions 

To conclude this initial exploration into the world of competitions, two anecdotal 
Itumples can demonstrate their potential power as a tool for marketers. The first 
"4mPle is newspaper bingo, a promotional idea that started among the tabloids 
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TableZ The COMPETE checklist 
Co-sponsors Will the competition be run by the company or shared with another retailer or 

manufacturer? If so, how will costs and responsibilities be divided? 
Objectives What are the marketing objectives of the competition? What message will It send to 

consumers and what effect should it produce? Is it only short-term sales uplifts, or are 
there more long-term objectives such as generating new users or raising product 
awareness? Mechanics How will the competition be designed, delivered, entered and judged? flow can the 
mechanics of the competition best support its objectives? What could go wrong 
logistically and how could It be prevented? Prizes What number and value of prizes will be required to make the competition attractive? 
Can the prizes be chosen to reinforce the product concept? What prizes will attract 
target consumers? Expenditure How much of the mark ti budget and the time of marketing management should 
the competition consume? ow can the judging be made as simple as possible? 

Timing Should the competition be used to counteract seasonal lows, reinforce seasonal highs 
or "spoil" rivals' promotions? Should the gap between launch and closing date be Ion$ 
to maximize the effect, or short to prevent loss of consumer Interest? How long should 
: Fecial packs or leaflets etc. be available for? 

Evaluation H, w will the effectiveness of the competition be measured In terms of achieving its 
objectives? Who should be responsible for evaluation, when and using what 
measures? 

and rapidly spread throughout the market. The "infectiousness" of bingo games 
poses the interesting question of whether the "quality papers" felt threatened by a 
promotion being run by products which should have not been very direct rivals, or 
did they simply adopt a marketing tool which was working well in a different 
segment? Either way, the fact that bingo cards (or "portfolio" cards for the broad- 
sheet brigade) spread like a rash throughout a market famous for high levels of 
brand loyalty is astonishing (as were the sums of money that publishers were 
ptepared to invest in them). The heyday of newspaper bingo may have passed, but 
it showed how competitions can prove infectious both between companies and 
between consumers. 

An even more striking example comes from petrol retailers (Fox 1986), who 
during the 1980s faced a steady decline in prices and margins. Attempting to gain 
market share through further price reductions was potentially counterproductive, 
since competitors would simply respond, eroding margins further. Product 
changes weren't very relevant, even after the arrival of the novel and differentiated 
Formula Shell. So, for petrol marketers, place and promotion were the key market- 
ing variables. In place terms the emphasis was on developing fewer, larger, better 
located and serviced stations. Promotions became the crucial factor in attracting 
customers with promotional games leading the way in the early 1980s. These 
games are acknowledged to have played a major part in changing petrol con- 
sumers' behaviour. Before the introduction of the games, the majority of customers 
bought petrol regularly from the same few local stations. Afterwards, only 40% of 
Purchases were made at the same regular garage. AU the major retailers empha- 
sized that they ran competitions because the consumers followed them from fore- 
court to forecourt. The promotions, and the consumers attracted to them, were 
split roughly 50/50 between games and giveaways. After Esso's disaster with their 
"Noughts'n Crosses" game, giveaways gained the upper hand. 

Such brandswitching behaviour by the competitive consumer embodies both the 
Opportunity and threat that competitions pose for marketers. Competitions can 
Provide opportunities to increase brand consciousness, even in industries viewed 
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as price-based and virtually undifferentiated. However, if they are allowed to get 
" out of control" competitions can contribute to the "training" of consumers to buy 
In response to promotions, with the risk of converting formally loyal customers into promotion prone, or even promotion loyal, consumers. Like any element of the marketing mix, the secret of getting the most out of 
competitions lies in good marketing management. According to Skuce (1990) 
"Wompetitions) should be used strategically as part of a marketing programme 
geared to achieving predetermined marketing objectives ... They work best in a brand building role when relevant to both consumer and trade, when well dis- 
played and, as most good promotions, when supported in the media ... They can 
offer (marketers) remarkably 'noisy' value for money. " 
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Introduction 
A brief glance at the contents pages of a selection of general services marketing 
texts reveals that an important element of modem marketing, "below-the-line" 
sales promotion, is mostly conspicuous by its absence. The communications 
mix is dominated by personal selling (which is often difficult to disentangle 
from the "product" as part of the service encounter) and "above-the-line" mass 
media advertising. This lack of emphasis on sales promotion is a major lost 
opportunity for the marketing of services, a point that was underlined in an 
interview with Rodney Woods (as Group Marketing Officer at United States 
Trust Co. ), published under the title "Financial services marketers must learn 
packaged goods selling tools" (quoted in Lovelock, 1984). 

This article aims to help redress the balance by examining the use of one 
sales promotion tool which represents a growing phenomenon in many services 
markets, the promotional competition. Competitions represent an increasingly 
widespread and significant, but (in terms of the academic literature) scarcely 
noticed, marketing phenomenon. This prompted an exploratory research 
project examining the use of competitions as a sales promotion tool in a wide 
range of markets, and from this research project a subset of 188 competitions 
which related to services has been extracted for analysis here. 

The growth of Saks Promotions 
The boundaries defining sales promotions are neither clearly drawn nor used 
consistently, but a relatively workable definition of sales promotions is 
" marketing activities usually specific to a time period, place or customer group, 
which encourage a direct response from consumers or marketing inter. 
mediaries, through the offer of additional benefits" (Peattie and Peattie, 1994). 

Although the meaning of "above-the-line" marketing communications has 
been consistently used to denote mass media advertising channelled through 
advertising agencies, the concept of what exists below the conceptual "line" has 
changed. Originally all non-advertising forms of marketing communication 

V". 6 Na. L were lumped together in the term *below-the-line". With the increasing 0, *t 31 C MCB Unimuy *ft VW, 6.4= tendency for public relations and sales to be treated as separate functions, sales 



promotion has generally become synonymous with 'below-the-line" communi- Sales promotion 
cation. ne division of the marketing communications budget either side of the 
line has become a key strategic issue for marketing practitioners. Although it must be viewed cautiously, owing to the variations in definitions 
used, there appears to be widespread evidence of a switch of emphasis by 
marketers away from advertising and towards sales promotion. For much of the 
1980s expenditure "below-the-line" grew almost twice as fast as advertising 23 
expenditure (Keon and Bayer, 1986; Shultz, 1987), and it now accounts for up to 
10 per cent of the marketing communications budgets of many large companies 
(Shultz, 1987). According to the NVPP Group, by 1989 global expenditure on 
: Sales Promotion had equalled advertising spend (Financial Times, 1989). This 
growth in promotions has been concentrated in retailing and manufactured 
goods, with no service companies featuring among the UK's largest promotion 
M'Sers (Peattie and Peattie, 1994). 

Several factors are driving the general swing towards sales promotion (Dickson and Sawyer, 1990; Quelch, 1983; Shultz, 1987; Strang, 1976): 
" Rising Prices and advertisinj "clutter" - eroding advertising's cost-effec- 

tiveness as consumers become increasingly desensitized to mass media 
advertising. The effectiveness of advertising for services can also be 
hampered by their intangibility (Rathmell, 1966). 

" Saks Promotions becoming "respectable" - through increasing use by 
market leaders and increasing professionalism among sales promotion 
agencies. 
Shortening, Planning time horizons - time pressure can7make the fast 
sales boost, which promotions are perceived to offer, attractive. 
Aficro-marketing approaches - as a response to fragmenting markets, 
where sales promotions can 'provide more tailored and targeted com- 
munication than mass media. 
A "snowba1" effect - firms in markets where promotions are common- 
Place are virtually obliged to follow suit, or risk losing market share and 
competitive position U, 1990). 

Services, sales promotions and competitions ' 
Despite the growth in sales promotions and their potential for services 
Marketing. there are a number of fact6rs which expldin their neglect among 
In3nY service Providers and in much of the services literature. Many'below-the- 
line" activities rely on having a tangible product, without which it is difficult to 
Offer 10 per cent extra free or a free trial sample, or to create price-packs or 
banded packs. If the service cannot easily be customized, pricing becomes the 
Ob%ious element to change for promotional purposes. Farris and Quelch (1987) 
Suggest that price promotions can encourage service trial, help to smooth 
demand fluctuations, allow differential service pricing to be targeted at different 



segments, and add excitement to the purchase of services that might otherwise 6,1 become mundane or perceived as commodities. 
Coupons or other forms of promotional pricing are widely used in certain 

services markets, such as travel and fast food, but there are difficulties and 
dangers which accompany their application to many other services. This is 
partly because setting prices for services is already difficult (Thomas, 1978), 

--------- and consumers often use price as a surrogate measure of quality. Another 
problem with price-based promotions is that they assume that consumers are 
price averse or value seeking and are price aware. In practice, customers' 
assumption that price is linked to quality can often make them to some extent 
price-seeking (Tellis and Gaeth, 1990), and they are often surprisingly hazy 
about the price details of their purchases (Dickson and Sawyer, 1990). Woods (in 
Lovelock, 1984) suggests that promotional pricing in financial services has not 
proved worthwhile for several reasons including relatively high levels of 
customer loyalty, the dangers of price wars (e. g. the "disastrous" price wars 
waged in the USA over free checking in banks), and the often crucial role of 
pricing in overall positioning. 
"Value-increasing" versus "value-a&ing"pronzotions 
Price-based promotions, such as price deals, coupons and refund offers, seem to 
dominate the marketing literature because they are the most commonly used. 
Donnelley Marketing's (1991) US survey of promotional practice showed that 
Price coupons were the favourite promotional tool (with 95 per cent of marketers 
planning to use them in the next year). Price promotions and quantity-based 
Promotions offering "10 per cent extra free" or banded packs manipulate the 
quantity/price equation t6 increase the value of the product offering to 
consumers. Such "value-increasing" promotions cannot easily work for services 
by an incriase in physical quantity, and therefore can only work through 
potentially dangerous, margin. and image-erocling, price reductions. 

The other group of sales promotions which are often overlooked are the "value. 
adding"'promotions. These leave the price and quantity of the core product 
untouched, and bundle something else with it to increase value to consurners. The 
a something else" could be a free gift, a "piggy-back" complementary product, or 
a competition. These value-adding promotions, and competitions in particula; 
are increasingly making an impact, In the Donnelley survey, sweepstakes 
(planned by 68 per cent) and other competitions (31 per cent) featured in many 
marketers'plans, while media advertising had reached a new low, accounting for 
only 30.6 per cent of marketing communications budgets. 

By leaving the price intact. And not subject to the use of coupons, value- 
adding promotions avoid the financial dangers of price wars or coupon fraud 
associated with many price-based promotions. Th1s does not mean that they are 
without potential pitfalls. Some very large and sophisticated companies have 
been involved in sales promotions which have gone badly wrong, including 
Pepsi, Esso, Hoover (Peattie and Peattie, 1994), Coca-Cola, Kraft Foods, Vidal 
Sassoon and Cidbury's (Smith, 1993). Investing money in promotions brings no 



guarantee of success. The key challenge for marketers seeking to gain 
competitive advantage through promotions is to choose a promotional tool 
which is suitable for the brand that they manage and the market within which it exists, and to execute the promotion flawlessly. 

There are several aspects of competitions which make them particularly 
suitable for use by service marketers: 

Differentiation opportunities. The added benefits provided by com- 
petitions can form a useful source of differentiation from other service 
Providers. Although rival "Me-tW competitions may be attempted, they 
risk failure if initial competitions have tapped the vein of available 
competitive consumers. 
Link-uP. OPPortunities. Linking up to advertising or PR campaigns. 
Point of sale opportunities. Services cannot readily be displayed 
(Rathmell, 1966), but competition posters and leaflets provide oppor- 
tunities for interesting, tangible and visible PoS materials. 
QualitY cue appeal The intangibility of services prompts customers to 
look for tangible surrogate "cues" to judge the service provider's quality. 
A competition sponsor can offer a "quality" prize, such as Lloyds Bank's 
use of a Vicarage Mk II Jaguar, to symbolize a quality seMce provider. 
Competitions are a more cost-effective quality cue than "giveaway" 
Promotions for services marketers, since giving customer "freebies" 
which project a high quality image can be prohibitively expensive. 
Demand smoothing The perishability of services means that demand 
fluctuations are the "most troublesome" of services marketing problems 
(Zeithaml et aL, 1985). Compefitions'potentiýl for demand smoothing is 
demonstrated by their use in promoting seasonal services such as 
tourism or foreign exchange. 
Consumer interaction. Interactive marketing is vital for services (Kotler 
and Bloom, 1984), but difficult to create through relatively unidirectional 
forms of communication like advertising. Competitions can create 
interaction and involvement between the customer, the service and the 
service provider. Competitions may require the customer to analyse the 
service to answer questions or create a slogan, to send away for a 
brochure (common in travel services) or to meet the service provider, 
creating ýew service encounter opportunities. 

COMPetitions and Consumer behatiour C'OrnPetitiOns are certainly effective in attracting cons=ers. A 1986 survey by 
Harris and Marketing Week showed that some 70 per cent of UK consumers had 
tr, UTed a product. or service-linked competition in the past year, and one-third had entered in the previous month (Cummins, 1989). Why are consumers so 
2nracted to competitions? The attractiveness of a competition has been linked 
tO five factors (Selby and Beranek, 1981): 

Sales promotion 
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(1) the cost of entering, 
(2) the monetary value of the prizes, 
(3) the number of prizes and the perceived probability of winning, 
(4) the pleasures of gambling (or perhaps more accurately of competing), 
(5) the desire to occupy leisure time. 

Although all five factors are important, the importance of the last two has been 
obscured by an overemphasis on economic rationaldecision-making approaches 
based on the first three (which in turn is a symptom of the domination of value- 
increasing promotions in the study of sales promotion). This view is confirmed 
by survey data showing that 60 per cent of competitors entered "just for the fun 
of it" and 61 per cent of entrants into competitions were found to be "unsure of 
what the prizes offered were" (PL6,1986). 

Promotions in general have been shown to affect directly consumers in a 
variety of ways leading to retimed purchasing (Doyle and Saunders, 1985), 
brand switching (Vicassim and Jain, 1991), increased volume of purchasing 
-Pupta, 1988; Neslin et al, 1985), product/service-type substitutions (Cotton and 
Babb, 1978; Moriarty, 1985), and retail outlet substitutions (Kumar and Leone, 
1988; Walters, 1991). 

In service markets competitions usually ainý to enoDprage purchase retiming 
and brand switching. Service perishability means they are only consumed one 
at a time, so volume-increasing competitions are rare (although not unknown: 
The Co-op Bank offered to match the winner's initial savings account deposit 
pound for pound as a prize). Product type substitutions clearly exist in service 
markets such as those for leisure or transport services. A traveller might take a 
Coach instead of a train, or tomeone might choose between visiting a restaurant 
or a theatre for an evening out. However, such substitutions are unlikely to be a 
major feature of services marketing in general. In practice, for most service 
markets, there will be no real diffetence between the channel ind the brand. 
Whether one considers Barclays Bank, McDonald's or British Airways, there is 
no Opportunity to switch channels without switching bmnds, beyond visiting 
one of their locations as opposed to another. 

Ignoring confirmed non-users, we can define four types of consumer in 
relation to the service itself: 

(1) Potential users - who do not use the service, but who could be persuaded 
to purchase through manipulation of the marketing mix. These are often 
the main target of promotions (Keon and Bayer, 1986). 

(2) ComPetitor loyals - successful promotions can attract substantial 
numbers of a competitor's otherwise loyal customers (Grover and 
Srinivasan, 1992; McAllister and Totten, 1985). 

(3) Brand switchers - distinct "switcher" market segments have been 
identified, whose consumers hop between the various competing bmnds 
(Grover and Srinivasan, 1992). 
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(4) Loyal customers - within own-loyal and competitor-loyal segments, we Sales promotion 
can distinguish between long-term, brand-loyal consumers and those 
who tend to be "last-purchase-loyal" (Kahn and Louie, 1990) who will be 
repeat purchasers until encouraged to realign their loyalties. 

Týe consumer as a competitor 
Although promotions are usually discussed as though they are a distinctive 27 
element of the marketing communications mix, they are more accurately a 
aztomization of other elements of the marketing mix which change the price or 
enhance the product or service offering to attract consumers. The danger with 
such alterations to the mix is that consumers could react unexpectedly or 
tnfavourably to the changes. Temporary price reductions may be appreciated by consumers, but they may also alter their "reference price", resulting in 
'significantly reduced loyalty once these deals are retracted" (Dodson et aL, 

, aiatively, they may perceive any price reductions as a move 1978). Alte 
dnmmarket or a sign of weakness. Changing the core service on a promotional basis can impair perceived service quality if anything goes wrong, or may become an expected part of the service package in future if it succeeds. Competitions, by contrast, can add value to a service by making awareness or 
Use of it a "ticket" to entering the competition, which minimizes the risk of 
Consumers' perception of the service, its price and quality being impaired. 

We can divide up consumers into three types of "competitive consumer" 
segments according to their attitude to competitions: 

(1) Non-competitors - who considers competitions a waste of time, stamps 
or telephone units. 

(2) Passive competitors - who enter competitions but will not change their 
normal purchasing behaviour just to enter a competition. 

(3) Active competitors - who would change their purchase behaviour (siich 
as timing or brand choice) to enter an attractive competition. 

This categorization applies to consumers in relation to a specific competition. 
Although they may tend towards one categorization, individual consumers will 
Zove between the categories according to how attractive they find any 
Competition. An avid competitor faced with a competition which he/she 
Perceives as difficult, costly and for a prize he/she already owned, may behave 
as a non-coMpetitor. A staunch non-competitor might break a lifetime's habit if 
helshe saw his/her heart's desire offered as a prize. 

Cross-referencing consumers' competitiveness against their relationship with 
the service produces a picture of the opportunities which using a sales 
Promotion competition presents (Figýare 1). 

This model suggests that there are two key groups at which a competition 
C? n be targeted. First there are new users to be gained from converting potential 
Users, or poached from competitors. Providing that some can be retained as ýYal Qtomers, ' this will create long-term benefits through an increase in 
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market share. Research suggests that retention is possible because, once 
consumers try a promoted brand and are satisfied with it, they have an 
increased probability of a repeat purchase, and this is particularly true of those 
who were previously not users of the brand (Cotton and Babb, 1978; Rothschild 
and Gaidis, 1981). The potential of competitions to create such longer-term 
changes in consumer behaviour can be shown by the results of a Neilsen 
Promotion Service survey in Canada. This showed that 55 per cent of 
competition entrants will buy a brand specifically to enter a competition, and 95 
per cent of those will select the brand again following the competition. 

Second, there are existing loyal or occasional purchasers, for whom 
competitions provide a reward, or something new and different to enliven the 
service encounter. This will produce more of a short-term tactical sales uplif4 of 
the type more traditionally associated with competitions and other promotions. 

Sales promotion competitions for services - tile survey 
Entering competitions as a leisure pursuit has become an increasingly popular 
hobby among consumers. This has resulted in the formation of organizations 
such as clubs and societies to serve Ihe needs of such hobbyist competitors. A 
key feature of these organizations is the exchange and publication of details of 
any and all competitions available throughout the country. The authors 
recognized that access to such information networks could provide an 
opportunity to explore the nature and extent of competition usage as a 
marketing tool. Tapoing into one of the largest of the competitors'information 
networks provided an opportunity to gather and analyse details of 2.646 



, -ent UK sales promotion competitions over a three-year period. From this Sales promotion 
sample, a subset made up of the 188 competitions which were sponsored 
nrice providers was extracted for analysis. 
formation gleaned from special packs, entry forms and competition rules 
=tributed to the network, allowing a picture of the competitions in action 
. built up. The competition ' 

data were encoded and analysed using Minitab. 
sample consisted only of competitions which were available on a national 29 
, gional basis (local ones were discounted) and were associated with 
: oting a product or service, as opposed to being all or part of the product or 
'ice itself (so lotteries or the numerous competitions which are regular 
--es of magazines were not included). 
. must be emphasized that the research was both opportunistic and 
ýratory. It involved studying something which the authors found before 

rather than any form of carefully designed research methodology. This 
wt make the results any less interesting. The data vacuum which surrounds 
zotional competitions makes it impossible to comment on the 
esmtativeness of the total sample, or the services subset. What can be stated 
1 confidence is that the thousands of "compers" who contributed to the 
ýaion of the information are a dedicated group of people who will have missed 
widely available competitions during the three-year sample period. It is 
ý' ible that some low value competitions, or competitions involving a very short 
*w of opportunity", were screened out by those contributing to the network 
el believed that the details were not worth exchanging. It is also possible that 
w"compers" who discover a relatively obscure but potentially lucrative 
ýPetition might elect not to contribute it to the network. However, despite tll& 
s5ilities, the authors have no reason to doubt that the results represent a very 
=e picture of the state of promotional competitions in the UK. 

of use 
e services/goods comparison is beyond the scope of this article, but 

I helps to put the competitions run by service providers in the context of 
total sample - details of the total sample results are published elsewhere 

. and Peattie, 1993). Readers should be aware that many competitions ýtlved more than one sponsor, so summing the figures for the number of ý-petitions involving different types of sponsor would produce a figure 
4edmi the actual total number of 2,646. The same applies to these figures 
L-ressed as a percentage of all competitions: the summed percentages would ý, ý 100. Table H breaks the services subset down by service type. Retailers 
toods are treated as distinct from service providers to reflect the association 
tttaLler-based competitions with physical products; however, distinct "high- 4W retail services are included (e. g. Mr Minit). Services account for 4ýýIly 

more than 7 per cent of all competitions in the survey, which leaves 
rather under-represented when one considers the importance of services ltýn the total economy. 
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Average 
Number of Percentage of total Average prize value Marketing 

Sponsor competitions compefitions prize number (rooos) integration 

Retailer 1,232 46.6 20 Z64 Medium 
Packagedfood 929 35.1 50 3.98 Medium 
Consumer goods 517 19.5 11 15 Medium 
Grocery items 344 13.0 14 3.0 Medium 
Drink 319 MI. 11 3.0 Medi= 
Services 188 7.11 10 5.0 Low 
Publications 118 4.5 7 zo Low 
Tobacco 39 1.5 15 5.0 LOW 
White goods 32 12 20 5.9 High 
Charities 25 1.0 15 1.0 LOW 
Generic 24 0.9 11 Z3 High 
Cars 14 0.5 11 10.4 High 
Notes: 
1. Groceries include all inedible consumables 

L 2. Average prize number and value are median figures - see text for details 
160nS survey I Marketing integration is a modal average score between I (low) and 3 (high) - see text for 
F-"ý=Iary (all details 

Services 
sponsor 

Number of 
competitions 

Average 
prize number 

Average 
prize value 

(JCOOOS) 
Marketing 
integration 

Financial 54 10 U hlediwn 
Tourism and 
travel 47 10 5 LOW 
Food and drink 33 16 3 Mediurn 
Itisure 23 21 6.75 LOW 
Comm=ications 12 8 3.8 Low 
Professional 6 4 0.35 LOW 
Photographic and 
miscellaneous retail 13 53 4.5 Nledi= 
Notes: 
1. Av=ge Prize number and value are median fqures - see text for details 44 IL 2. Marketing integration is a modal average score between 1 Cow) and 3 (hi&h) - set text for K: rvrjts SwVey details 

PAWIS II=-=y 

Service markets involved 
Figure 2 shows the distribution of competition usage among service providers. 
Financial services are the largest sector, confirming the contention that finan- 
cial services have been spearheading the acceptance of sales promotions 
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ImM& previous non-user markets (Addison, 1988). Travel and tourism showed Sales promotion 
V! Lcrýead use of competitions throughout a range of sectors including tour 
! 9=OM travel agents, tourist boards, transport services and hoteliers. This 
21 Wt Unexpected, since travel and tourism is one of the few service sectors 
ItM sales Promotion, and competitions in particular, make some impact in 
! it Ltmture Widdleton, 1988). The food and drink category was dominated 31 ! Vtstaurants and fast-food chains. Entertainment was mostly related to 

and TV or video rental. TLe minor users included communications (mainly postal, delivery and 
It: Mommunications services), retail services (mostly photographic, but 
kduding others such as Interflora or Mr Minit), and professional services 
*Z7'ýz4 from dentists to solicitors. h axyald be noted that there can be some blurring between the categories in 
'; 'crzs of the service provider and the service provided. For example, a 
, 
Cýr=-"Petition May be run by a travel services provider promoting its financial 

110M such as travellers cheques, and currency exchanges. 

ComPetitions used 
the total all-industries sample, ten different types of competition were 

with the majority of competitions being a composite of two types. 
ices competitions mainly fell into two styles. There were "conven- 

competitions made up of question and slogan (52 per cent) or question 
(6 Per cent). Both questions and slogans offer opportunities to make the 

1, "M=er consider the service, the service provider and their merits. However, 
It question and slogan formula is now so commonplace that it lacks the 

ýýPlct of more novel competition forms such as puzzles or scratch cards. 

Itsm, 44 a 
4T 

tc"ft 12 

(*Ib, jfe 23 

(Total sample size of 188) 

Financial 
64 

raphy and 
wus fOL211 

13 

and drink 
33 Figure 2. 

Distnbufion of competi- 
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z USBI There were also "creative" competitions which used questions and a 
draw/paint/ photograph element (13 per cent) and draw/paint/photograph only 
(6 per cent). These are mostly accounted for by photographic services and 
holiday-related competitions, and provide good opportunities for customer 
involvement and interest. Other types of competition all accounted for less 

32 than 5 per cent each. 
Prizes 
For most competitive consumers, the prizes offered are clearly an important 
component of a competition. In a survey of US households (PIA 1989) 45 per 
cent of competition entrants named the prize as the determining factor 
(compared with 36 per cent who were not particularly interested in the prize 
itself). 

We estimate that the 188 service providers spent around L3.6 million in 
offering 28,391 prizes. Estimating prize values accurately can be difficult 
(Selby and Beranek, 1981). Cash prizes, holidays, cars or other consumer 
durables can be evaluated relatively easily. Flocks of sheep, parts in films and 
lunch with celebrities such as Barbara Cartland pose more of a challenge. 
Where there was any doubt about the value of the prize, a very conservative 
estimate was used, so the figure of . 0.6 million will be an underestimate in one 
sense. However, this represents the retail value of prizes, which is typically 
greater than the cost to the sponsor. So the prize value figure is only a very 
rough guide to the actual cost of prizes awarded. To this, the costs of planning, 
designing, delivering, administering and judging must be added, to estimate a 
total cost of running competitions. The New York Times recently quoted the 
costs of competitions run by major service providers such as AT&T and 
American Express as exceeding US$5 million. 

There are two key dimensions to the prizes, their value and their number. 
Since the attractiveness of a competition is partly related to the expected value 
(or, more accurately, utility) of winning, and also the perceived probability of 
winning, sponsors could go for either high prize value or high prize numbers 
to attract the maximum number of entrants. Table 11 shows some variations 
between types of sponsor in terms of the average number and value of prizes 
which typify their competitions (the averages used are median figures, used 
because the arithmetic mean is skewed by a small number of competitions 
offering exceptionally valuable or numerous prizes). The s=ple, or subsets of 
it, can be divided up around the median values for the number of prizes offered 
and their value, to produce four categories of competition: 

(1) Jackpots (few prizes/bigh value; 20 per cent of all competitions) - the 
Intasun L1,000,000 Hotspots competition involved a single million 
pound prize, and National Breakdown's only prize was a Mercedes 
190E. 

(2) Misers (few prizes/low value; 32 per cent) - these are frequently aimed 
at children or families, offering prizes like toys or family days out. 



Bristol Airport offered a single prize of a jC100 discount on a future Sales promotion 
holiday involving flights from Bristol Airport. 

(3) Everyone a winner (many prizes/low value; 20 per cent) - also often 
aimed at children. The "Running Man" competition run by video hire 
shops offered 1,400 prizes, mostly T-shirts and cassettes. 

(4) Bonwizas (many prizes/high value; 28 per cent) - Barclays' Beautiful 33 
Britain competition offered 1,301 prizes worth over LW, 000. 

The Sponsors within both the total sample and the services subset have been 
V-sitioned on two prize philosophy matrices (Figures 3 and 4) according to each 
t? O: wr's 'centre of gravity", reflecting the median averages for the value and 
flý Of Prizes offered (although the scaling has been compressed to keep the 
dýýs to sensible proportions). The fact that packaged food manufacturers dominate the "Bonanza" 
It ritory within the total survey perhaps explains the perception that they 
dOnýLnate the use of promotional competitions, since they play a leading role in 
riving away prizes. Services as a whole appear to favour the "Jackpot" 
Ph3osophy and are attempting to attract consumers through one or a few high 
`, I UI'- Prizes, rather than by increasing the chance of winning through more 
Pýzm 7bis could indicate an attempt at using the competition and prize as a 
TalitY cue. However, there appear to be considerable differences among d .4 erint service providers. Leisure services are alone in taking a "Bonanza" 
ZPProach to competitions, but financial and tourism services back up their 
*ýýt use of competitions with considerable commi ent in terms of number, I tin 
t'Id Particularly value, of prizes. Food and retail services appear to rely on the 
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number of prizes to attract customers; while communications and professional 
services show a low conunitment to competitions as a marketing too]. 

The effectiveness of sales promotion competitions Measuring the effectiveness of competitions is not straightfor%vard, and is almost 
impossible to do by studying the competitions themselves. For service providers 
the obvious answer would seem to be to analyse sales patterns to determine the 
effectiveness of a promotion. However, this makes less sense in view of the fact 
that 54 per cent of all competitions run by service providers do not require any 
form of purchase for entry (compared with 25 per cent for the total sample). 

There appears to be little academic research examining the effects of 
competitions on sales turnover. However, there is evidence from the related field 
of generating mail survey responses which suggests that competitions are 
effective (McDaniel and Jackson, 1984) and capable of generating *very 
substantial" increases in response rates (GaIraj et at, 1990). 

Using short-term sales figures as a yardstick is also unwise in view of the 
varied roles that competitions can fulfil. Analysing the competitions used, it is 
Possible to deduce several roles for them: 

Sales uplifftThe clustering of holiday competitions visible during the 
traditional December booking season suggests a fight for market share. 

0 Encouraging trial. Pizza Hut ran a "Try ItTraditional American" 
competition based on sampling a new (to the LJhj pizza line. 

0 Encouraging use. Barclays Connections competitions, required the use of 
their Connect card for qualification. 

zý 



0 New product launch. One month featured three different building Sales promotion 
societies using a competition to launch their new TESSAs. 

0 Seasonal demand smoothing The presence of competitions for ski holidays during May'does suggest an attempt at demand smoothing. 
0 Ateareness raising. The Post Office's competitions aimed at raising 

awareness of postcodes are interesting examples. To enter, one has to 35 
answer the questions, use the service (by sending in an entry) and use 
One's postcode correctly to qualify. 

Wing integration 
measure the authors did develop to try and judge effectiveness was the 
rketing integration" of the competitions. Competitions vary in terms of 
la either the prize or the mechanics of the competition have any obvious 
10f synergy with the product or service being promoted. We developed a 
crude method of classifying a competition according to its marketing 

Or , -ation as follows: 
0 Low - no link between product and competition or prize. 
0 Nfedi= -a link between competition or prize and product. 
* 11igh -product, prize and competition all related. 
ble I shows the marketing integration scores associated with different 
Z$ors for the total sample. Services as a whole score poorly, perhaps owing 
a tendency to focus the mechanics of the competition (such as questions Ltd or slogans required) on the tangible prize, rather than the intangible 
rvice itself. Service categories also varied considerably in their level of 
Xktfing integration (see Table 10. Over 80 per cent of competitions run by 
tb f=ncial and food services were divided relatively evenly between low and 4=te integration. Leisure services managed three-quarters in the low 

Tourism services, despite having the largest proportion in the high 
k*"WY M per cent), still scored a 'low" overall. 

Andusions 

,.,, 
Fi! vey shows that competitions are a sales promotion technique which is 

g used by a wide range of service providers. This will hopefully dispel 
nception that sales promotion is a part of the marketing mix that 

It ýPP Y" to services. The survey may demonstrate that service providers 
t ng M the marketing of packaged goods, but does this make service 

*tions the same as those for tangible goods? The fact that services offer 
'tly high value 'jackpot" prizes does suggest that they are being used to 

-7 and symbolize the service and to project a "quality" image. There is a 
'! ý argurnent used in competitions for tangible goods that a strong brand ýýId be reinforced by a "quality" prize, but the need to provide tangible cues ýý the service customer makes this issue much more critical for services 



marketing. Another qualitative difference between competitions for goods and 
those for services that was observed in the sample was that while competitions 
for goods appear to add value by giving the customer something extra to have 
and to take away, service competitions were frequently used to give the 
customer something else to do during the service encounter. The best example 

Z6 of this is the competitions offered in restaurants and fast-food outlets which 
give customers something to do and to discuss while they are waiting for their 
meal to arrive. Although the provision of a competition is never going to 
compensate for a poorly designed or delivered service it may make any gaps , that occur within the service delivery process less noticeable to, or onerous for, 
the customer. 

Promoting services through advertising is seen as a difficult task because 
consumers find it difficult to understand clearly the nature of an intangible 
service (Bateson, 1979); they also find it difficult to develop a list of potential 
providers and to evaluate the service both during and after consumption 
(Zeithaml, 1981). Legg and Baker (1991) suggest that to overcome these 
problems it is necessary to "teach" consumers about the service and the service 
provider by providing relevant tangible objects, concrete language, 
dramatizations and "interactive imagery" to link the service to the service 
provider. This begs two important questions. First, if consumers have to be 
taught, what is their motivation to learn? Anyone involved in education will 
testify that you can lead learners to knowledge, but you cannot make them 
think. If, by reading and comprehending information about a service and a 
service provider, consumers become able to answer three questions which 
might provide the key to the holiday of their dreams, they have some motivation 
for learning from the provider's marketing communication. The second key 
question is whether advertising is the only, or best, medium for such teaching. 
Competitions are well understood by consumers, the prizes offered form 
tangible cues, and competition design provides plenty of opportunity for 
applying drama and interactive imagery to the service. If a consumer spends 
several hours trying desperately to decide how to complete a phrase such as "I 

" have checked out the Leeds travel money service bemuse.. the chances are . , that the all-important link between the service and the provider will have been 
forged in their minds. Examining the competitions themselves in search of such linkages, and to 
deduce the marketing roles that they fulfil, will only provide a partial picture of 
their usage and effectiveness. To develop a fuller picture. the perceptions of 
competition sponsors and consumers are important to understand, and this will 
form the focus of the next stages of the authors' overall research project In the 
meantime, the information that this initial exploratory research into the 
competitions themselves has provided forms a useful starting-point to 
understand better their use in practice. 

The main conclusions which can be drawn from the survey about the use of 
competitions by services marketers are that: 



" Despite their suitability as a promotional tool for services, competitions 
still appear to be somewhat under-represented within services markets. 
Although their use is growing, promotional competitions are clearly in 
the early stages of the innovation diffusion process. 

" The use of competitions as a promotional tool is now relatively common- 
place in a range of services markets beyond those (such as tourism) 
where their use has been acknowledged in the literature. This suggests 
that the relative neglect of below-the-line techniques is a potential 
weakness in much of the services-marketing literature. 

" There is considerable room for improvement among the competitions 
currently run by service providers in terms of breaking away from a 
very conservative, formula-based approach to competition design, and in 
terms Of Creating better integration between the competitions developed 
and the service being promoted. 

" The fact that over half of all competitions run by service providers 
required no purchase suggests that the conventional wisdom - that 
Promotions only aim to generate short-term, tactical sales uplifts - is 
now redundant. Instead, competitions increasingly appear to form an 
important part of a longer-term strategy to raise brand awareness, 
generate brand loyalty and to create, capture and retain customers. 

The Opportunity to use sales promotions in a strategic manner, and to integrate 
6em fully into the marketing mix to achieve benefits beyond a short-term sales 
boost, is open to any services marketer. One such neatly integrated promotion 
*A-as the award-winning Conti-Flug Airlines campaign promoting their new 
1992 London to Berlin route, aimed at business travellers. The promotion involved a Carefully targeted direct mailing of a discount coupon, with a prize 
dmw competition to encourage response. Both the mailing and the competition 
141re laid out to link into the airline's brochure format The promotion %%ras then 
advertised to the travel trade through two trade journals and to the target 
audience through the Evening Standard. 

Such a carefully planned and well executed campaign is a long way from 
conventional ideas of sales promotion as a marketing afterthought or as a 
qtýck-fix to remedy the fortunes of a flagging brand. Sales promotions are an 
Mcreasingly important and integral part of the marketing mix in most ýrdustrie& Many services marketers seem relatively reluctant to get involved in 
t4cs Promotions, but this is perhaps because of the over-emphasis given to 
Promotional tools which are unsuitable for services. Competitions provide an 
"rtilent opportunity for service marketers to add value for customers, to 
diE=tiate themselves from rivals, to generate interest among customers and 
vaff. to generate mailing lists for future promotions or to accomplish a wide 
*eariety of other marketing objectives. But, to borrow a maxim from the 
'COMPing" fraternity, 'You've got to be in to win! " 

Sales promotion 
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are some sales promotions tools which 
considerable opportunities for effective 
Ifing communications. 
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- The Growing Use of Sales 

Pick tip any financial services marketing tm the t'ý%I are fairly high that one important part of the ý4'tv-ýnz mix will be conspicuous by its absence - sales 1`4=46ciL let, sales promotion is a major part of modern 1-411ning activity. Growth in promotions was rapid 
'ýý449 at 1980s and by the end of the decade it had 

Rlobal expenditure on "above-the-line" advertis- 
", 4 11=0rding to MVP group figures (Financial Times, 

*4 Ues Promotion growth currently runs at 9 per '" Cc" =Ipared with 6 per cent for advertising (Burnett, 
and for many large companies promotions already for 70 per cent of the marketing communications ýý4tt Promotions are often defined as marketing tr ... IJ-==Ications activities which do not include 
IinZ selling or public relations; or even more 
As 'a ecial offers". Although such simplistic 

s are somewhat flawed, they will suffice for the '*IAO of this article. 

Several factors underlie the growth in promotions 
(Addison, 1988; Dickson and Sawyer, 199(% Quelch, 1983; 
Shultz, 1987, Strang, 1976). 

0 Rising prices and advertising "clutter". eroding 
mass media advertising's cost effectiveness as 
consumers become increasingly desensitized. The 
effectiveness of services advertising can also be 
hampered by their intangibility (Rathmell, 1966). 

0 Grouing saks promotions respectability- through 
increasing use by market leaders and increasing 
professionalism among sales promotion agencies. 

" Shortening planning time horizons: time pressure 
can make the fast sales uplift, that promotions are 
perceived to offer, attractive. 

" Aficro-inarkeling approaches: as a response to 
fragmenting markets, where sales promotions 
provide more tailored and targeted communication 
than do mass media. 

"A "snowbal" effect. Lal (1990) suggests that firms 
in markets where promotions become common. 
place are almost obliged to follow suit, or risk 
losing market share. 

Despite this expansion, and despite financial services 
taking a lead in bringing sales promotions out of their 
traditional stronghold of packaged foods and consumer 
goods (Addison, 1988), attitudes to%k ards sales promotion 
within financial services have traditionally been 
somewhat ambivalent. This was perhaps most clearly 
demonstrated by the Halifax Building Society's 
advertising campaign which posed the question: ONow 
there are Halifax estate agents, is this how other agents 
will sell their houses? * and presented a picture of two 
houses taped together under a *two for the price of one" 
banner and another w&ith a badly integrated extension 
labelled "Z per cent extra free" (Cummins, 1989). 

This article aims to demonstrate the relevance and 
appropriateness of one sales promotion tool which 
represents a growing phenomenon within financial 
services, the promotional competition. The article is part 
of an ongoing project examining the use of competitions 
as a sales promotion tool, through studies of competitions 
themselves, their sponsors and the consumers that 
respond to them. The project began with a three-year 
national survey involving 2,616 competitions. Mithin this 
total sample, there were 188 competitions run by service 
providers, of which 57 were related to financial services. 

Promoting rinancial Services 
Despite their gro%ving importance, it is easy to see why 
sales promotions are overlooked in the financial services 
literature. Most 'below-the-line* activides rely on having 
a tangible product. It is not very practical to offer 10 per 
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W. -I km free samples or "two for the price of one", 
: ==pting to lend money. 

Lýe economy as a whole, coupons and other forms 
; nCe =n: pulation are the dominant form of sales I lowo-er, price-based promotions are difficult 

'4'Potsibly dangerous to use for financial services 
-0-ders for two reasons. First, setting prices for 60-ts is an already difficult process (Thomas, 1978); 

§*=d4 consumers often use price as a surrogate r:, T--V of quality Gellis and Gaeth, 1990). 

, 'ýrZ6 (quoted in Lovelock, 1984) suggests that promo- Pricing within financial services has not proved bemuse of. 
* MI'livelY high customer loyalty, 

the d3n= of Price wars, such as the "disastrous" 
Pice U-M %raged in the USA over free checking in 
b=ks: 
diu)Dunting to stimulate trial being less effective L'Im for goods, 
The often crucial role of pricing in overall PWtioning. 

10*9k of Added Value 
', -I baRd Promotions manipulate the quantity/price '"M to increase the perceived value of a product 
" 
'--4 As the Halifax advertisement implied, such 6=sing" promotions generally cannot work for 

I Strvices by an increase in quantity, and t, 'tfW? can only work through potentially dangerous 
1, Cz 3nd i=ge eroding price reductions. 

tr group of sales promotions, which are often 
are the "value adding" (sometimes referred to P462Z'4 UPI promotions. These leave the price and "t P'Oductlservice offering untouched, and offer the ýýcr something extra" in the form of a free gik a 'ýM' b3ck" complementary product, or a competition. 

11ý Value-adding tools within the sales promotion `44, ý '4! licý financial services marketers have begun to "AV-1 during the last ten years. The opportunity , jI 
I 
ik by such techniques was reflected in the title of 

with Rodney Woods (as Group Marketing 
"'C'12t the United States Trust Co. ) published in "11ý4 (1984) - OFinancial Service Marketers Must 4`4 hdage Goods Selling Tools". 

VQAlb in competitions within financial services, in America, %%ras noted as early as 1987 in an ý"14'14ing Age feature entitled "Banks Add Sweep- 
LO Financial Rewards". In many cases these are 4 OPen an account and win a prize" competitions, 2'y Ck* be Part of larger, more integrated marketing ý`ý60ns campaigns. To tie in with its "Cititour" 

pro-bike race sponsorship, Citibank offered 500 
"Citibikes7 as competition prizes along with T-shirts and 
hat giveaways to those handing in a coupon from the 
competition brochure. 

There are several aspects of competitions which make 
them particularly suitable for financial services 
marketing. 

0 Dffcrentiation opportunitid Kotler (1988) identified 
creating competitive differentiation as a key 
challenge in service markets since innovations can 
be rapidly copied by competitors. Competitions 
offer a useful source of differentiation. Although 
they can also be replicated, "me-too" competitions 
risk failure if early competitions have exhausted the 
current supply of available competition-minded 
consumers. 

0 Link-up opportunities. To above-the-line promotion 
or PR efforts. Abbey National ran a major national 
TV advertising campaign which featured its 0open 
an account and %in a car" promotion. 

0 Addiiq a tangihk ditnension to products. Services 
cannot readily be displayed (Rathmell, 1966), but 
competition posters and leaflets provide oppor. 
tunities for interesting, tangible and visible point-of. 
sale materials. Barclays have regularly used leaflets 
and posters highlighting competitions and their 
prizes 

0 Quality cue appeal. The intangibility of services 
prompts customers to look for surrogate "cues' to 
judge service quality. The pursuit of "quality cues" 
among financial services competition sponsors is 
reflected in their choice of prizes. The cam offered 
%%vre not the usual 1.1 Metro, but included the likes 
of a Vicarage Mk 11 Jaguar, an E-Type 13g and a 
Range Rover (all from Lloyds); while holiday 
destinations included the Caribbean (Barcla)-card, 
Clydesdale Bank and Nationwide/ Anglia), the 
Seychelles and Mauritius (Woolwich Building 
Society) and a trip on the Orient Express 
(Staffordshire Building Society). 

0 Dcmand smoothing. The perishability of services 
means that demand fluctuations are the "most 
troublesome" services marketing problem (Zeithaml 
et al, 1985). Competitions can encourage purchases 
during usually slack periods, or can support an 
attempt to bring forward seasonal purchases of 
products such as travellers cheques. 

0 Consumer interac&n. Interactive marketing is vital 
for services (Kotler and Bloom 1934), but difficult to 
create through advertising. which is generally a 
unidirectional means of communication, absorbed 
relatively passively by the potential consumer. One 
study found that under 25 per cent of TV viewers 
could recall an advertisement seen on the TV the 
previous day, and that under 10 per cent could name 



3 brand they saw advertised on TV 30 seconds later 
'A'zm Phoned by a market researcher (Bogart and Uhman, 1983). Competitions by contrast can 
Cre3te real interaction and, involvement between 
! Le customer, the service and the service provider. This m3y involve the customer analysing the 
kr%ice to answer questions or devise a slogan, 
sending away for information, or meeting the 
Wrice provider (thereby creating new service 
cxo=tcr opportunities). 
C*11 cerfainty. Barring accidents, competitions involve predictable costs and are more cost eective in maintaining perceived quality levels 
tlýlp *giveaway" promotions. This is because 
twing customers attractive "freebies" which 
Project a quality image can be prohibitively 
OPensive (particularly if demand is unexpectedly L'Zh. as Hoover discovered to their cost). Give- 
212rS can still be effective where the target group 
of customers is relatively small, the long-term 
butiness Potential is good, and the utility to the 
tZatomer of a "freebie" is high (children and Midents being good examples). 
Air-clPaYlystability. A competition adds value by 
=king use or a%%-areness of a financial service a *bdZ* to enter the competition, without any need 10 alter the price or nature of the core service itself. 
This avoids any danger of sparking a price war, Ucidentally impairing perceived service quality, Or JOWering the customer's reference price. 
4riatility. Competitions are associated with Producing short-term sales boosts, but they can 
'MrInbute to%%-ards a range of communication and 
lwltr marketing objectives (Peattie and Peattie, 
W933). Competitions can provide useful support IQr rXw Product launches, for example during one Month three different building societies used a 
, Mez-Petition to launch their new TESSAs. They 
M'I also help to change consumer behaviour; for 
txzmPle. in order to encourage consumers to 
Mrchase using their direct debit cards, the B=13)-V Connections competitions required use 
vf 2 Connect card for entry 

ComptWons and Consumer Behaviour 
`rP=4 have been showm to affect consumers directly 

Y Of %%*a),, s, leading to: 
Ivi-Mod purchasing (Doyle and Saunders, 1985); 
tMd switching (Vilcassim and Jain, 1991); 

' litcreated volume of purchasing (Gupta, 1988; Ný. n ef at, 19M); 
PtWuct-type substitutions (Cotton and Babb, 
1978. Moriarty, 1985); 
ttwe substitutions (Kumar and Leone, 1988; 'Walters. 1991). 

For financial services competitions, it is mostly purchase 
retiming and brand switching that are relevant Services! 

perishability mean that they are only consurned one at a 
time, so volume increasing competitions are rare 
(although not unkno%kia; the Co-op Bank offered to match 
the competition winner's initial savings account deposit 
pound for pound as a prize). Product type substitutions 
may exist in terms of choice of investment target for 

example, but they are unlikely to be a major feature, and 
for practical purposes there %ill usually be no difference 
between the channel and the brand. 

Ignoring confimed non-users, wc mn define four types of 
cons=er in relation to the service itself- 

(1) Potential usm who do not use the service, but who 
could be persuaded to do so through manipulation 
of the marketing mix. These are often the main 
target of promotions Neon and Bayer, 19SG). 

(2) Competitor loyals. McAllister and Totten (1985) 
and Grover and Srinivasan (1992) show that 
successful promotions can attract substantial 
numbers of a competitor's otherwise loyal 
customers. 

(3) Brand switchers. Grover and Srinivasan (1992) 
found distinct Oswitcher* market segments whose 
consumers hop between competing brands. The 
importance and likelihood of suitching in financial 
services will depend on the switching costs for 
different products. Frequently changing the 
location of a deposit account is unlikely to appeal 
to a consumer, even though they might purchase 
their travellers cheques from whichever provider 
had a particularly attractive offer. 

(4) Loyal customers. Within o%vri-lo)-al and competitor. 
loyal segments, we can distinguish between long. 
tern; brand loyal consumers and those who tend 
to be Olast purchase loyal" (Kahn and Louie, 19W), 
who tend to be repeat purchasers until encouraged 
to realign their loyalties. 

The Consumer as a Competitor 
Consumers certainly like competitions. Surveys by 
Harris/Marketing Week (Cummins, 1989) and Incentive 

, 11arketing (1992), show that some 70 per cent of UK 
consumers participate in product. or service-related 
competitions. 

I'Ve can intuitively divide up consumers into three types 
of *competitive consumer" segments according to their 
attitude to competitions- 

(1) Non-competitors who would consider competitions 
a waste of time, stamps or telephone units. 



'2, PdSS" COMPOitors who would enter competitions 
but would not change their normal purchasing 
behaviour just 1() zi competit, ()n. 

2; ACIIE'r romprlitt)rs who would change their 
Purchase behaviour (such as timing or brand 
chowe) to enter an at i ractive conipctition. 

0 mVinant to note that tills classificatmi-i is for people 
1'rlltxm to a given product or Ina%. \ý-ejj 

ý'Itcb brl'ween Categories in relation to theattlactIN"elless, 
6 Vven competition, which, according to Selby and 

wwxk (1981). is a function of five factors: 
(3) d* CY)st of entering: 

tt* Monetarý' value of I he prizes (or perhaps more 
bcxuralelý- the utility of the pri Izes): 
the number of prizes and the percelved probabilitN W wmninR: 

'44 1. he pleasures of gambling (()I- perhaps niore 
&xurately of competing); and 

(! 4 the deswe to occupy leisure t inie. 
01 (X)Wlude that all five factorsare important, but that 
'Il-x)r=cr of the last two has been obscurcd bý- in 

"IMPhasis on rat Iona I -econoni I(- decision-making 
10'reches based around the first threc. This view is 'ju backed up by survey data revealing that 60 per 

rnif-Ird -111ý1 t(IT IIIv hill (it it" and 61 

(C/ 
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per cent of entrants into competitions were found t(, be 

unsure of what the przes offered were" 
Incentil-C Busipless. 1986). 

Cross-referencing the consurner's, competitiveness against 
their brand involvement, produces a picture ()f the 

opportunities which using a promotion competition 
presents (Figure 1). 

The implication ()f tills m(6-1 is that there : it-(- two kvv 

groups that a competition call be largeted at. New 

customers (,; in be developed from among the pwential 
users and some imached from competitors. and 
(providing that sonivare retained) this will provide lmig- 

tern-1 benefits of in increased customer base and an 

expanded market. Research suggests that this is 
because c()nsurners who try a promoted brand ; in(] are 

s. atisfied with it have in increased probabilif y i)f ;I repeat 

purchase. This is particularly true of previous iwn usel-, 

(Cwton and Babb. 197S. Rothschild and Gaidis, 1981). 

The potential of competitions to create such change, in 

consumer behaviour is shown by the results of ,I Neihvil 

Promotion ývrvices survey in Canada This sh(iwed 111,11 

55 per cent of competition entrants will us(, I hrand 

specifically to enter a competition. and 9. ) per ccrit of 

those wili select the brand again foilmving the 

( '( it II I)( 'I ý ID -T ý 

Passive 
competitor compelitut 

Involvement with competitions 



- 4a benefit comes from increasing the usage among 
-Isl or omasional purchasers. This will produce more of 
tlort-term tactical sales uplift, of the type more 
-!; ti=lly associated with competitions and other 

A competition can reward loyal customers by 
value and perhaps adding some "spice" to 
customer relationships. In financial services it is 

=common to find competitions open to account 
'ý; 'Scrl only. Although such promotions may encourage lir tr, =inz of new accounts, a key effect will be to reward Axtant existing customers. This is importdnt for 

for example, because a bank account is a 
Aiých is easy to take for granted until something 

-. =z. The challenge for bank marketers is to draw 
on to a scrvice whose use could otherwise become 

ta'-W that consumer involvement and brand loyalty 
X 6XL%e, 

*6 PmMotion Competitions for Financial 
'PAM - The Survey 
It &I-Al-Wif Ourn involvement in entering competitions I hoLby led them to appreciate what a widespread, ýTin& Vematile and creative marketing tool promotion- D'=Pditions are. It was a natural progression to use - t'Perience of competitions, and the access to ! ýT=fion on the competitions themselves which 0"-4'4'at= in the world of serious "comping" brings, to 4 6C ux of competitions in marketing. 

114hors gathered details on 2,646 different UK sales 
Competitions over a three-year period by using 

kit%twork of fellow "compers" as information IZL t ils from special packs, entry forms and 
rules were all studied to build up a picture of 

Smices Suncy Results Summary 
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these competitions, which was encoded and then 
analysed using Minitab. The sample consisted only of 
competitions which were available on a national or 
regional basis (local ones were discounted) and which 
were associated with a product or service, as opposed to 
being all or part of the product or service itself (so the 
numerous competitions which are regular features of 
magazines were not included). 

It is impossible to say how representative the sample is, 

sincp there are no reliable figures on the total number of 
promotional competitions being used. What can be stated 
confidently is that the many "compers" from all over the 
country who contributed competition details are a 
dedicated group who will have missed relatively few 

%videly available competitions. 

The use of competitions as a tool in financial services 
marketing can be studied by analysing the 57 
competitions which were included in a subset of 188 
competitions sponsored by various service providers. 
The total sample provides opportunities to study how 
competitions are used by financial services, and to make 
comparisons, with other types of services and to tangible 
goods. The results of the total sample are summarized in 
the Appendix to provide a context for the services and 
financial services subsets. and to allow the reader to draw 
comparisons between financial services and tangible 
goods (although a detailed comparison is beyond the 
scope of this article, for further details on the total sample 
see Peattie and Peattie, 1993b). 

Extent of use 
Table I puts the sample of competitions run by financial 

service providers in the context of the services subset. 

Number of Average prize Average prize NUrket 

competitions number value (rows) integration 

54 10 &4 Medium 

47 10 5 Low 

33 16 3 Medium 

23 21 & 775 Low 

12 8 33 Low 

6 4 0.35 LOW 

13 53 45 Nledi= 

'Noks" 
hite number and value are median averages for the total number and value of prizes awrarded per competition 
Iluiding integration is a modal average score between 1 Cow) and 3 (high) -see text for details 
714 fiAncial category for this table excludes financially related competitions run by other t)I)es of service provider - e4ý 
t"SW agents 
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iom as a whole account for fractionally more than 7 
;, I cmt of all competitions in the total survey, which 
trl% d&'n rather under-represented when one considers 

=portance of services within the total economy. J'=zziial services are the largest service sector, 
"t-nrzing Addison's (1988) contention that financial 
*-ni= have been spearheading the acceptance of sales 

ýP-=60n among previous non-user markets. 

ýOKWS*Mces Involved 
14c 11 shows the distribution of competition usage t"-IT4 Enancial smice providers. It should be noted that 
ý ce c; tn be some blurring between the categories in 
I-"=$ of the service provider and the service provided. ýW rximple, a competition may be run by a travel 

Provider promoting a financial service such as ý-4431ers cheques or currency exchanges. The 54 1 Scr%ices competitions originally classified in the 

analysis of all services in Table I are therefore 
supplemented by three competitions originally 
categorized as relating to other forms of service provider 
to give the total of 57 which related to the provision of 
financial services. Table III presents an alternative 
presentation of results broken down by the financial 
service provided. 

As might be expected. the banks and building societies; 
and mortgages, loans and foreign currency transactions 
dominated. These accounted for three-quarters of all 
competitions run in relation to providers and to services 
provided respectively. 

Notvre of Compeitions Mod 
Financial services providers adopted a relatively 
conservative approach in devising the competitions that 
they used, with 84 per cent involving the answering of 

ý'k46 
11, Smite$ Survey Results Summary - by Smite Proti*r 

&rVirts Number of Average prize Average prize Alaricet 
r, r twx competitions number value WOOOS) integration 

LWIS 25 11 20 Low 
LUI&-4 VC; eties 18 6 6.5 Medium 
cit-la 6mices 6 18 4 Uw 
kmc4Lst services 4 26 23 Mcdiumlhiigh 
Slý=duT service providers 4 61 43 Iligh 

'0) Prize number and value are median averages for the total number and value of prizes awarded per cOnlPetition 
Q XuIrting integration is a modal average score between I Cow) and 3 (high) 
Q 714 57 financial services competitions include three of those run by sponsors who am not primarily financial services 

Mviders. which were not originally classified as financial services in the analysis of the services &arnpit presented in 
Tible I 

11 LFinatulal Scnices Survey Results Summary - by Srnice PrOvIded 

&n-i4rs Number of Average prize Average prize 
'r, MVx competitions number value WOOOS) 

Ntvket 
intecration 

14r, vzes and bans 28 9 10 LOW 
T'fxtin exchange 14 7 5.915 Iligh 
Ckrd babed smices 8 26 5.4 Medium 
"'--'bifJnS Wid insurance 4 8.5 75 Medium 
M*X, IVxou$ 3 26 2.25 Medium 
VIlt's - 

I'hze number and value represent the average (median) number and total value of prizes awarded per Competition 
ýUAýZ integration is a modal average score between I Cow) and 3 (high) 
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tit 
81 Per cent involving a slogan. Only one of 

tions was jointly sponsored with another P-Mý=Y- This was somewhat surprising given the 
%'Pxt-"ýýs that competitions provide, to link up with a t'A"-'-=Cr goods manufacturer and run a competition tl=d a high-quality tangible product as a prize. 

14 Mosq competitive consumers, the prizes offered are 4'x! Y an important component of a competition. The 
Inccntire BusinesslBetter Homes & Gardens 

'i2WIG. 1989) survey of 500 US households found that ý' (5 Pcr Cent of entrants into competitions, the prize is &Uý, i Ig factor (compared with 36 per cent who W iw=tsted in the prize itselo. 

=imate that the 57 competitions linked to financial 
in%vlved offering 5 821 prim at a cost of around =Zon. Selby and BQnek (1981) note the problems 1ý ýk==Idy estimating prize values, which worsen as ; riým MOve away from easily valued products such as "" holidays towards more unusual or experiential P'Iým Vxh as lunch with Barbara Cartland or a part in a Mxre there %-as any doubt about the value of the 

A very conservative estimate was used. So the 
(4. Cl-I million will be an underestimate in one However, this represents the approximate retail ý, 'XdPrizes (which is typically greater than the cost to 

The prize value figure is only a rough guide 
&MJ31 cost of prizes awarded. To this, the costs of 41ýnz, designing, delivering, administering and 

must be added, to estimate a cost for running The New Ibrk Times recently quoted the *=4>efitions run by major service providers such rcicaý Express as exceeding $5 million each. There 
*4" IndLmensions to the prizes, their value and their t'ý' týttr, Since the attractiveness of a competition is 

I'03ted to the expected utility and the perceived 0ý'4417 of winning, sponsors could rely on high prize ý11ýlf or high prize numbers (or both) to make the f"'04MUM impact. Table 11 shows that among different 
"UM4 Wvices sponsors, the average values for the 4-; nT and total value of prizes which typify their 

Uons vary by a factor of ten and eight 
Y(e averages used are median figures, used 

the rithmetic mean is skewed by a small 
Of Prizes offering exceptionally valuable or 
Wizes). The sample, or subsets of it, can be 

d the median values for the number of 
Cda'od and their value, to produce four categories V 

144POIS (few prizes/high value). A Lloyds Bank 
Pmtions competition offered an E-Type Jaguar 
Vtj four NIG Midgets as prizes. 
ýAlcrl (few prizes/low value). Birmingham Mid- 
L%Itrs Building Society offered a single weekend LC t%*0 in Madrid in a travel money competition. 

(3) Everyone a winner (many prizestlow value). A 
postal order competition run by the Post Office 
offered 101 relatively low value prizes linked to the 
TV programme Coronation Street. 

(4) Bonanzas (many prizes/high value). BarclayloanIs 
Beautiful Britain competition offered over 1,300 
prizes worth over L80,000. 

The tendencies of different competition sponsors towards 
particular prize philosophies can be demonstrated by the 
creation of a prize philosophy matrix. Figure 2 presents 
such a matrix for the overall services subset which 
reveals that financial services and tourism back up their 
frequent use of competitions with considerable commit. 
ment in terms of number and particularly value of prizes. 
Breaking the financial services competitions down by 
both service provider and service provided (Figure 3) 
reveals that: 

0 The larger institutions, the banks and building 
societies, had a clear jackpot mentality, perhaps 
reflecting their ability to afford large prizes with 
the right quality cue effea 

0 The money being invested in competitions by 
banks is quite astonishingý with a median value of 
j=, 000 in prizes being offered. The nearest any 
other sponsor type gets to this figure in the total 
s=ple is the X10,400 for car companies. 

0 The smaller institutions and competitions run for 
card services tend to attract consumers by offering 
more prizes of relatively smaller value. 

0 The median average value of prizes offered in 
almost all forms of financial service competitions 
exceeds those for packaged foods, consumer 
goods, retailers, groceries and drinks - in other 
words, all the traditional strongholds of the 
promotional competition. 
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lw4cUý-nj the effectiveness of competitions is not simple, is 31most impossible to do just by studying the "M; -cý1, ions themselves. One obvious answer would W be to analyse sales patterns to determine the 4z:: ý'Arlms of a promotion. However, this does not work Z=Peýtions where a purchase is not necessary, and 'r, "Its Potential benefits of increased awareness or 11 4 `r-%Wd satisfaction among existing users. It is 1-", cttr1i*v to note the fact that the proportion of financial 0"locs Competitions which required a purchase is much t'. . JIMEne urith the total sample (which %%-as dominated 14nZile products) than with the rest of the services 44ým (stt Table IV). This suggests that Rodney Woods' 

been heeded, with financial services marketers 'tL"I to adopt competitions as a selling tool. 
"idence that exists on the effectiveness of the 

-1 ; "-Uons run by financial institutions is patchy, but 
-10ý *'Y Positive. The "Quick Draw Sweepstakes" run 701-Mb Financial Corp. (the biggest banking 

in Kansas) increased their credit card 
. 1tion by 3 per cent and their debit card penetration 

f'ýOkrtiOn 01COmPetitions Requiring Purchase 

Total Other Financial 
sample services services 

Itt='3V 
Of CDMpetitionS 

l"'JI Mýguiring a P=hase 25 66 25 
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by 6 per cent (Friesen, 1989). More spectacularly, the 
Lippo Bank of Jakarta Indonesia is marketing strategy 
for 1989 relied on a major competition offering the 
potential of prim for new customers. The result was a 
164 per cent increase in loans, a 345 per cent increase in 
deposits and a 432 per cent increase in assets for the year 
(Asian Business, 1991). 

Marketing IntegraWon 
One measure the authors did devise to try and judge 
competition effectiveness, was the 'marketing inte. 
gration" of the competitions. Competitions vary in terms 
of whether either the prize, or the mechanics of the 
competition, relates back to the product or service being 
promoted. We developed a very crude method of 
classifying a competition according to its marketing 
integration as follows: 

0 Low - no link between product and competition or 
prize. 

0 Afedium -a link between competidon or prize and 
product. 

0 High - product, prize and competition all related. 

Table I shows the marketing integration scores 
associated with different service providers. Services 
overall score relatively poorly compared with goods, 
perhaps owing to the intangibility of services and a 
tendency to focus the mechanics of the competition (such 
as questions asked or slogans required) on the tangible 
prize, rather than the service itself. Financial service 
providers were generally no exception to this, with 80 per 
cent of their competitions being div%ided relatively evenly 
between low and moderate scores for marketing 
integration. However, there was some clear variation 
between the types of service offered. while most of the 
mortgage and loan related competitions featured low 
integration, most of the foreign exchange related 
competitions scored highly for integration (See Table 111). 

The generally poor showing among financial services 
might relate to the lack of a tangible product to "hang" the 
competition around. It might also relate to the lack of 
collaboration in the competitions, since all but one of 
them were solo efforts. In the total sample for all industry 
sectors, only 22 per cent of the competitions involving 
dual sponsorship were classified as low in marketing 
integration terms, compared to 48 per cent for the single 
sponsor competitions. This perhaps suggests that two 
marketing heads are often better than one. 

Getting the Most out of Competitions 
Like any element of the marketing mix, getting the 
benefits out of a competition require careful attention to 
planning and execution. Running competitions can be 
somewhat unpredictable. as one of the authors learned in 
conversation with a Canadian academic who had 



['*rri(rusly worked for one of Canada's largest trust 
Th& first foray into competitions drew such 

-1ý090ck4y massive response that in order to judge 
4 M=Pclition in accordance with the rules, they had to 
,J 33 the entries into a specially hired dumper truck 
4 cute a Mountain of paper in the company car park. 4: 0 Professor was then blindfolded and made to walk te ciiddle of the pile, after which he was pulled out 

r*e clutching two fistfuls of lucky winners. This 
=cd a delightfully zany picture of financial services in action, but illustrates the need to plan a implementation sooner rather than later. 

'. Pitz& at over 2,600 competitions has helped the 
X-'m to develop some insights into the art of 11ý*nz sales promotions compefitions. Other authors 1-t Is Toop (1991) and Keon and Bayer (1986) have put rllz'd Useful planning guidelines for marketers on the '4:: '- s of running sales promotions, We have tried 
&dd to this by developing the COMPETE checklist '14mit and Peattie, 1993a), specifically to assist in planning a successful sales promotion 7be checklist prompts the consideration of L*. areas: 

C-0-sPonsors. Will the competition be run by the 
O=Pany or shared with another service provider 
Or manufacturer? If so, how will costs and 
vaPwnibilities be divided? 
Objectirts. What are the marketing objectives of 
Lýe Competition? What message will it send to 
CuStomers and what effect should it produce? Is it 
(mly short-term sales uplifts, or are there more 

objectives such as generating new users 
W raising product awareness? 

1-4 31(Vicnics. I low will the competition be designed. 
delivered, entered and judged? How can the 
mechanics of the competition best support its 
OjOctives? What form of competition will most 
49cal to our target market? What could go %%Tong 11AýStically and how could it be prevented? 
['ýius. What number and value of prizes will be 
ItVied to nuke the competition attractive? Can the 
Piz&s be chosen to reinforce the product concept? UILM prizes will attract target consumers ? 
EJP(nditure. I low much of the marketing budget 
L%d the time of marketing management should the 
COMPetition consume? flow can the judging be 
Mde as simple as possible? 
tmiffg. Should the competition be used to 
10'=C= seasonal lows, reinforce seasonal highs 
of *Zpoil* rivals' promotions? Should the gap between launch and closing date be long to 
Maximize the effect, or short to prevent loss of 
Cuttomer interest? How long should leaflets and 
VAtCts be displayed for? 

(7) Evaluation. How will the effectiveness of the 
competition bc measured in terms of achieving its 
objectives? Who should be responsible for 
evaluation, when and using what measures? 

Although these points may appear to be very much a 
matter of common sense, even large and sophisticated 
companies, with a long track record of successful sales 
promotions, can be caught out if a promotion is not 
carefully planned, and if the fundamental questions are 
not asked. I loover's experience pales by comparison with 
a bungled competition run by Pepsi-Cola in the 
Philippines which has cost the company ovcr. C8 million 
so far, has led to them facing over 22.000 lawsuits, and 
has provoked riots, death threats against company 
executives and grenade attacks on Pepsi lorries. 

Conclusions 
There are several conclusions which can be drawn about 
the use of competitions for financial services marketing 
from the surver. 

Despite their suitability as a promotional tool for 
financial services, competitions are still in the 
early stages of the innovation diffusion proces& 
With over. C1 million just in prizes being invested 
in the 57 promotions we sampled, financial 
services, and banks in particular. are obviously 
taking competitions %vry seriously. 
In view of the sums of money being invested in 
competitions, and the fact that the use of compe. 
titions as a promotional tool is now relatively 
commonplace, the neglect of such below-the-line 
techniques is becoming an increasing weakness in 
the conventional financial services marketing 
literature. 
There is considerable room for improvement 
among the competitions currently run by financial 
service providers in terms of breaking away from a 
very conservative, formula-based approach to 
competition design; and in terms of creating better 
integration between the competitions developed 
and the service being promoted. 
Opportunities exist for co-promoting competitions 
with manufacturers or other service providers, 
which are currently being neglected. Financial 
service providers have been involved successfully 
in other forms of joint promotions, such as the 
young savers offer run by Kelloggs and Barclays 
which encouraged children to open bank accounts 
through initial deposit tokens on packets of 
breakfast cereals. jointly sponsored competitions 
could open up ýraluable new marketing communi. 
cations possibilities in financial services. 
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f=ncill Services marketers seeking to differentiate 
: 11'r knicM entice new customers and reward existing 
. -'U=ers in the search for competitive advantage, 
*=! izI A competition is a very attractive alternative. 
'iMITM Owe are a number of caveats that a prospective 
'=P6ýon sponsor should be aware of- 

Compedtionsý like any form of sales promotion, are 
OrJY effective if not overused. 

19 Competitions that are developed with a short-term 
uctkal outlook will only yield tactical and tempor- 
VY beriefits. Where possible a competition should form part of a strategically planned and integrated 
Vpmch to marketing communications so that it 
C=Plcments and reinforces the company's brand 
i=ge and advertising. 

6 SIkS Promotions tend to go wrong for one of two 
fessons. Either they do not receive the sort of 60rough planning that is reserved for advertising 
Campaigns, or the planning and evaluation is 
&Iepted too far down the marketing organization (SI12M 19-76). To avoid disasters and capitalize on 
The potential to gain competitive advantage, 
PUMotions should be planned as carefully as any i: ýtiltive of Potential strategic importance. 

fý'Mlt competitions are a highly flexible and cost 
means of marketing communications which, vic: Propcfly managed, can add value and distinctive- 

""'I itto the market offerings of financial services Their growing use in financial services will 
new opportunities for academic research, and is hoped, provoke some rewriting of the marketing 

*ý'--==jcations sections of financial services marketing tm 4 
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A%wase prize 
value(MS) 

Nlarket 
integration 

&'-Aýjc 1,232 46.6 20 Z64 hlediurn 
4'ýý food 929 35.1 so 3.98 Medium, 
CIXPAZW "a 517 19.5 11 3.5 Nwiurn 
15ý iinns 344 13.0 14 3.0 Medium 
: rfli 319 lZi 11 3.0 Modium, 
'Iýrviur$ 188 7.11 10 5.0 LOW 
fibl'atKen 

118 4.5 7 ZO Low 
u4cm 39 1.5 15 510 LOW 
U'h* V,, dj 32 1.2 20 519 High 
f 14-r^ 25 1.0 is 1.0 LOW 
I-IMWC 24 0.9 11 2.3 Ifigh 
r4r, 14 0.5 11 10.4 High 

'GPAries include all inedible consurnables h1le Z=bcr and value are median averages for the total number and value of Prizes Awarded per competition 
Mwl^ins integration is a modal average score between I Cow) and 3 Nth) 

14, J4=IJY tPonsored competitions are included in the figures for both sponsor types. Column touls for number and percentage of 
OJIIý therefore exceed 2,646 and 100 respectively 
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In the last 20 years sales promotion has become such an important component of marketing 
practice that It Is now demanding greater attention from marketing academics. Promotional 
techniques are now being studied Individually and their appropriateness for different markets 
and marketing tasks Is being discussed. Tourism and travel markets are one of the few sers Ice 
Wtors to make widespread use of a variety of promotional techniques. Price-based promotions 
hate been the most popular In tourism and travel, its In many other markets, but there Is 
trowl'Ing awareness that non-price based promotions can add value for the consumer 'A h Ile 
meming a range of marketing communications objectives. This article looks at tile use of 
consumer competitions, one of the most popular non-price promotional tools, w Ith a survey of 
52 competitions run by tourism and travel services providers. Copyright Q 19% Else%ler 
Science Lid 
"ords: tourism marketing, sales promotion. competition$ 

'ac growing Importance of sales promotion in 
'11: 1W every sector was a key development in 
IftfirtinS during the 1980s, and one that shows little 
11V of jkb3tipg in the 1990s. Although obtaining MAC! figures is made difficult by the widely varying 4d4fiOns of 'sales promotion' that are used, I by the 
`1'1`4 Of the 1990s global expenditure on sales promo- LO: W begun to exceed that for 'above-the-line' O"Miting, according to WWP group figures. ' Sales 
; "Dmotion growth has been running at 9% in recent Yttn compared with 6% for advertising, and promo- ýý$ typically account for 65% of companies' 4rJui-Cung communications budgetS. 3 Despite the LOS-etublished importance of sales promotion to 111111t'iog practice, academic research into the field tu tvcn very limited in comparison with areas such *6 Sdvcrtising and sales force management. A-UdcmiC research considering sales promotion has 

to bundle the different forms of promotion 14ci4fe or to assume that one form of promotion '"ý4)Y coupons or discount pricing) is representa- ý14 0 the rest. With the increasing importance of 4ý1 Pfornotion it is appropriate to begin to discuss 

sales promotion tools individually. and also to ex. 
amine their use in different t)pcs of industry. This 
article aims to explore the potential of one sales 
promotion. tool which represents a growing phe. 
nomcnon in a range of markets including tourism 
and travel. the promotional competition. It is part of 
an ongoing project examining the use of competi. 
tions as a sales promotion tool. through studies of 
competitions themselves, their sponsors and the 
consumers who respond to them. Tbe project began 
with a thrce-year national survey involving 2646 
competitiolls. Within this total sample, there were 
188 competitions run by service providers. of which 
52 were asscKiated with tourism- and travel-related 
services. 

The growth fit sales promotion 
Sales promotions are often defined as marketing 
communications activities which are not advertising, 
sellinj or public relations; or even more simply as 
, special offers'. Such definitions are very simplistic 
and do little to communicate the versatility. variety 
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'Noftotiond competitions: K Peattle and S Peattie 
SM Complexity of sales promotion in practice*' bOwever, such simple and straightforward defini- 
Uou are sufficient for the purposes of this article. 71C change in emphasis away from other elements Of the marketing communications mix (particularly 
Advertising) and towards sales promotion has been 
COmmented on by a number of authors" who have 
; TCjVsed a variety of causal factors. The boom in Wes promotion can be seen as a response to: 
0 Ptesiure on marketing budgets: because rising advertising prices and concern about advertising *dutter' are eroding the perceived cost effective- M$ of mass media advertising. The effectiveness of advertising for service products can also be hampered by their intangibility. ' 
0 719me pressure: in the face of shortening planning time horizons, sales promotions, and the rapid Wes uplift that they are perceived to offer, may ýccomc more attractive than the patient nurtur- lln$ of brand image through advertising. CAanging customer needs: cohesive markets were Perceived as fragmenting during the 1980s, and We now seen as 'dissolving' in a tide of in- dividualism. "' Sales promotions such as compcti- Lions can provide more tailored and targeted communication than the mass media. In a survey of American business conducted by Incentive Business in 1987, small-scale competitions were the fastest growing promotional category. Competitor action: sales promotions have always been popular as a 'rapid response' tactic to rctali- Alt against competitor initiatives. Lal" points to a *wov%ball' effect in which promotions become 

Jam, ost obligatory in some markets, as companies are forced to match competitor initiatives, or risk 101, inj m3rket share. A new received wisdom: in the past sales promo- tions have often been treated as a second-rate means of marketing communication, 'bolted on' 10 sccond-class or flagging brands in an attempt to bow their fortunes in the short term. Crozier" 
expla. ins, that 'the lazy assumption that above [the line) must be better than below has been all too CISY to make, leading to an undue emphasis on adt, crtising in the promotional mix, sometimes to LbC Virtu3l exclusion of any other means'. As 
market leaders such as Heinz, Procter & Gamble 
JMd McDonalds have made sales promotions ccn- VaJ to their marketing strategy, and as sales PtOmOtions agencies have become increasingly 
PfQfcssional and closely aligned to advertising Allencim so sales promotions have gained in 'felpectability'. 

1411tWOMOtion in services markets IMice markets have not typically been major users "4 Wes promotion in comparison with packaged f, "Ods or consumer durables. This is perhaps not 

I 
surprising. since many of the most popular forms of 
sales promotion rely on having a tangible product, 
and are not appropriate for many services. It is. for 
example, difficult to offer 250% extra of something 
that is intangible. Customers do not enter a hairdres- 
sing salon expecting two haircuts for the price of 
one, or expect 25% extra free when they borrow 
money from their b3nks. Despite this. there are 
some service industries in which a variety of sales 
promotions are used extensively and successfully, 
and tourism and travel is one such sector. 

Developing sales promorionsfor tourism 
Different types of promotions will tend to suit 
particular products or services, or different market. 
ing tasks, more than others. Promotions fall into one 
of two basic types: value Increasing and value 
adding. ' Value-increasing promotions manipulate 
the quantity/price equation (and sometimes the 
quality/pricc relationship) to increase the perceived 
value of a product offering. Value-increasing promo. 
tions, particul3rly coupons and price cutting, are the 
domi ant form, and the type on which the majority 
of academic research into promotions has been 
based. Tourism and travel services do offer more 
opp? rtUnities for increasing the quantity' of the 
service that is on offer than some of the 'purer' and 
more strictly intangible service sectors. Offers of 
three nights' hotel accommodation for the price of 
two, or'buy one, get one h3lf-price' offers on tickets 
are not uncommon. Ito%cver, it is the other avenue 
for value increasing, the cutting of prices, that has 
been the mainstay of promotion in tourism and 
travel for the last few years. It is an aFproach %%hich 
has drawn some criticism, as Greene comments: 
'the hotel and airline sector have tended too often to 
use price reductions as the first tactic for obtaining 
more business when other choices could be more 
profitably employed'. It also carries with it the 
danger that ovcrcmphasizing cut prices will un. 
favourably reposition a tourism and travel services 
provider, because consumers often use price as a 
surrogate measure of quality. " 

The second group of sales promotions which are 
often overlooked. is the value-adding (sometimes 
referred to as 'packaged up') promotions. These 
leave the price and core product/service offering 
untouched, and offer the customer 'something extra' 
in the form of a free gift. a 'piggy-back' com. 
plemCntary product or a competition. Purchasers of 
travel services are accustomed to 'freebies'. ranging 
from complimentary drinks on arrival to little bags 
of toiletries in their bathroom. They arc so accus. 
tomed to these that the promotional imp3ct is prob. 
ably negligible. Such extra benefits risk. becomino (at 
the risk of makinja pun) a promotional hygiene 
factor, causing dissatisfaction it they arc missing but 
making little impression whey they are present. Such 
promotional extras also tend to be brought into play 
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*! %tithe purchase has been made, and although they 
=my contribute to the creation of a satisfied custom- 
er. they do little to influence potential buyers in the 
c=W purchase process stages of gathering informa- 
tion and cvalu3ting potential offerings. It is during 
this fute that a competition can be a very effective Promotional tool to employ to try and attract the 
P'Ott'stctive traveller. 

Pfvmational competitionsfor tourism and travel TU Wjiubility of competitions for tourism and travel 
it highlighted by the fact that it is possibly the only 
VC3 of services marketing in which competitions are 
cl;, Lcidy acknowledged within the academic liter- 
Xwe as being an appropriate promotional tool. 's 
71q also represent a tool which has grown in 
=PmUncc. In 1986, for example, British Airways' 
! Go For It America' competition in the USA and its 
C*Acord competition in the UK were two of the 147-W. multi-million pound promotions used within %he industry. Not only are competitions used by a "gricly of service providers in tourism and travel, lhciz products are also extremely popular as prizes 1w Met companies' competitions, providing oppor- lut; tics for some very effective marketing com- 11h=iations at someone else's expense. There are several aspects of competitions that 
fukc them particularly useful for promoting tourism 
lmd travel services: 
0 Differentiation opportunities: Kotler identified 

creating competitive differentiation as a key chal- lcm; e in service markets since innovations can be 
ýýp, cd rapidly by competitors. 16 Competitions 
IWer a useful source of differentiation. Although 
ILCY can also be replicated, me-too' competitions 
114k f3ilure if early competitions have prompted 
Purchases by the current supply of available 

'6 
ýýmpctition-minded consumers. 
144k-up opportunities: to advertising campaigns 
Of Public relations efforts. Adding a tangible dimension to products: services 
Cauot readily be displayed, 9 but holiday pro- dum. being picturesque, lend themselves to com- 
Prýtion p? sters and leaflets which can create 
"nunitics for interesting, tangible and visible 
PQ=t-of-sale materials. QkahrY cue appeal: the intangibility of services 
P'101nPts customers to look for surrogate 'cues' to 
fudge service quality. A competition for a travel 
*crvices provider offering a trip aboard the Orient 
E'Pfcss as a prize is providing a very clear quality cut. 
Ofmand smoothing: The perishability of services 
facaris that demand fluctuations are the 'most 
lJoublesome, services marketing problem. 17 In a 
se4wrial market such as tourism, the problem is 
bVite. such that 'marketing managers are con- 
tundy preoccupied with the necessity to manipu- 

.f Promotional compaitions: K Pearde and S Peartle 

late demand in response to unforeseen events as 
well as the normal daily, weekly or seasonal 
fluctuations. Sales promotion and merchandising 
methods are especially suitable for such short-run 
demand adjustments. and are vital aspects of 
marketing for most travel and tourism pro- 
viders. "' Competitions can encourage purchases 
during Usually S13ck periods, or can support an 
attempt to bring forward seasonal purchases of 
products such as travellers' chcques 
Consumer interaction: interactive ýnarkcting is 
vital for services. (16 p 482) but difficult to create 
through advertising, which is generally a uni. 
directional means of communication, absorbed 
relatively passively by the potential consumer. One 
study found that under 25% of television viewers 
could recall an advertisement seen on the TV 
the previous day, and that under 10% could name 
a brand they saw advertised on TV 30 seconds 
later when phoned by a market researcher. " 
Competitions, by contrast, can create real inter. 
action and Involvement between the customer, 
the service and the service provider. This may 
involve the customer analysing the service to 
answer questions, rank benefits or devise a slogan, 
sending away for information, or meeting the 
service provider (thereby creating new service 
encounter opportunities). 
Cost certainty: barring accidents. competitions 
involve predictable costs and are more cost effect. 
ive in maintaining perceived quality levels than 
dgive-away , pronýotions. This is because giving 
customers attractive 'freebies' that project a qual. 
ity image can be prohibitively expensive. 
Price1quality stability: a competition adds value by 
making use or awareness of a service a 'ticket' to 
enter the competition. without any need to alicr 
the price or nature of the core service itself. This 
avoids any danger Of Sp3tking a price war, 
accidentally impairing perceived service quality 
or lowering the customer's reference price. 
Versatility: competitions arc associated with pro. 
ducing short-term sales boosts. but they can con- 
tribute towards a range of communication and 
other marketing objectives. 19 

influencing travellers through promotional 
competitions 
Promotions have been shown to affect consumers 
directly in a variety of ways including the retiming of 
purchases; '- brand switching-, *" Increased volume of 
purýh3sing; 22.23 product-t substitutions-, 24-13 and 
retail outlet substitutions. 

1fe" 

In the tourism markets, competitions create 
opportunities for purchase retiming, and to move 
customers towards particular destinations, operators 
or travel agents. Since holidays are only consumed 
one at a time, volume-increasing competitions are 
unlikely to be used except as a method to encourage 
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thOn-st3y visitors to prolong their stay (for example 
t, eq *business orientated' cities such as Brussels and Man h3ve tried to encourage business travellers to 
VJY on for weekends). 

Product type substitutions may exist in terms of 
pmTlc m3king choices between a holiday and a new 
W for example, but such substitutions will be much test common than in the supermarket where con- 
S=ers will be deliberating over different types of food and drink as well as over specific brands. 

Ignoring confirmed non-users, we can define four 
? )pcs of consumer in relation to a tourism and travel 
I-enice for whom a competition has the potential to 
ir4ucnce their purchase decision: 

0 Potential users: those who do not use the service, 
but %%ho could be persuaded to do so through 
manipulation of the marketing mix. These are 
often the main target of promotions. " 

29 a Competitor loyals. McAllister and Totten and Glover and Srinivasan" show that successful 
promotions can attract substantial numbers of a 
c=petitor's otherwise loyal customers. 

0 Brand switchers: Grover and Srinivasan3O also found distinct 'switcher' market segments whose 
consumers hop between competing brands. 

0 Loyal customers: within own-loyal and competitor- 10), 11 segments, we can distinguish between long- 
term. brand loyal consumers and those who tend 
to be 'last purchase loyal', 31 who tend to be repeat 
purchasers until encouraged to realign their loyal- 
ties. 

Ccapefitions have the potential to assist in moving 
Wnuumers between these categories, particularly 11=usc they are so popular with consumers. Survey 
Id&U Iforn 113rristAlarketing Week-31 show that some 7Q'00 of British consumers regularly participate in 
Pt)d=- or service-related competitions. We can 
zUkW%ely divide up consumers into three types of 
C=Pctitive consumer' segments according to their 
Mi! ude to competitions: 

"-competitors - who would consider competi- 
tifts a waste of time, stamps or telephone units; 
Passive competitors - who would enter competi- 
LiOns but would not change their normal purchas- iq behaviour just to enter a competition; 
&: Iive competitors - who would change their 
Purchase behaviour (such as timing or brand 
dxgcc) to enter an attractive competition. 

C44LUMcrs arc not rigidly defined by these classi- 
which instead indicate a tendency that a PMOn has, or a position in relation to a specific fýý660n- A confirmed non-competitor might, IW CLAMPIC , break a lifetime's habit to enter a WtTc6t, ion offering the holiday of their dreams as a Mt, Cross-referencing consumer competitiveness "tkizil brand involvement produces a picture of the 

opportunities that using a sales promotion compcti* 
tion presents (Figure 1). 

The implication of this model is that there are two 
key groups that a competition can be targeted at. 
New customers can be developed from among the 
potential users and some can be poached from 
competitors, and (providing that some are retained) 
this will provide long-term benefits of an increased 
customer base and an expanded market. Research 
suggests that this is possible because consumers who 
try a promoted brand and are satisfied with it have 
an increased probability of a repeat purchase. This is 
particularly true of previous non-userS. 33 -I" The 
potential of competitions to create such changes in 
consumer behaviour is shown by the results of a 
Neilsen Promotion Services survey in Canada. This 
showed that 55% of competition entrants will use a 
brand specifically to enter a competition. and 95% 
of those will select the brand. again following the 
competition. 

Sales promotion competitions for tourism 
and travel services: a survey 
The authors' own involvement in entering prom. 
otional competitions as a hobby led them to appreci. 
ate what a widespread, growing, versatile and creat. 
ive marketing tool they are. It was a natural pro- 
gression to use our experience of competitions, and 
the access to information on the competitions them. 
selves that participation in the world of 'serious 

'comping' brings, to develop a better understanding 
of the role of competitions in marketing. Over a 
three-year period the authors g3thercd details on 
2646 different UK sales promotion competitions by 

using a nationwide network of fellow 'compers' as 
information gatherers. Details from special packs, 
entry forms and competition rules were all studied to 
build up a picture of these competitions. the in. 
formation was encoded and then an3l)-sed using 
Nfinitab. The sample consisted only of competitions 
available on a national or regional basis (local ones 
were not included) and which were associated with a 
product or service, as opposed to being all or part of 
the product or service itself (so the numerous com- 
petitions which are regular features of magazines 
were not included). Among these were 188 compcti. 
tions sponsored by various service providers, 52 of 
whom provided some form of tourism and travel 

services, which provides an opportunity to cx3mine 
the way in which competitions arc used within the 
industry. 

it must be emphasized that the research was both 

opportunistic and exploratory. It involved studying 
something that the authors found before them, 

rather than any form of carefully designed research 
methodology. This does not make the results any 
less interesting. The data vacuum that surrounds 
promotional competitions makes it impossible to 
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The total sample of 2646 competitions was analy- &ed to investigate the extent to which tourism and %ý&Vd prizes were used as prizes within competi- U=L. A 10% systematic random sample was used to U=ple 264 competitions. Out of this number, 125 (97%) offered tourism- and travel-related prizes. Mou of these were straightforward holidays such as & trip on the Orient Express, two weeks in the Cahbbean, a week in Spain or a weekend in Lon- d0n. Others were more specialized and therned tc"ys such as a tennis holiday in the Algarve or a =u: dcr mystery weekend. Other tourism- and 2ravel-related prizes included tickets to attractions, such as Alton Towers, and trips away to special "V=ts, such as Wimbledon, the RAC Rally or a Grand Prix. 
Compared with the total sample, the subset of 125 

fl-ýc; ring tourism- and travel-related products as 
-at% %ere more 'miserly' in terms of the number of 

ori: ts offered (an average of 10 as opposed to 20) 
Jmd the estimated average value of prizes (0000 as 4V,, Xncd to L3400). The popularity of tourism and %ravcl prizes suggests that they provide opportunities 10 Achieve a greater customer response than more ViliAtforward economic incentives such as money C9 even valuable goods. In conversation with those : ýD%, Olvcd in sales promotion management, the au- ZM have encountered a perception that tourism Jmd travel products are seen as highly cost-effective 
ilizes %hich also offer room for creativity and =aZination. Domestic appliances or lumps of cash =NY be attractive to consumers, but they are re- 14%; vcly dull to build a promotional competition Amuzd. while using cars as prizes ensures that a s*=, rctition is expensive to mount. Holidays and 01-11ings are valued by, and attractive to, consumers, *1 much as anything for the fact that they are PMXi%CJ as something luxurious and even frivolous 4nd a cash alternative can always be offered for the 0'UtiOn4l economically minded). The extra impact %L4 bolidays as incentives have over more rational WDAMic appeals was underlined by C Visich, Vice i'Mident of Southland Corporation who com- 21"W that 'From a marketing point of view. the "tluc of a 50 cent off coupon is known in advance. bUt if I offer a trip to Hawaii, the incentive is much 'rhOIC cxciting. '-16 

TOutimn and travel prizes are particularly effective *h incentives %, hcn a variety is offered. This has the Uddc4 benefit of allowing different segments of a InVict to be attracted in a way that single goods or ý! ýh prizes might find difficult. oil of Ulay's ý%Qmen of the World' competition, for example, '11*4 X variely of holiday prizes ranging from trek- Lint in the Himalayas to art tours of London to tJ**/ it to target 'its entire consumer base. women *I. 'V I&M and older' with a single promotion-37 it. M the sponsors' point of view, offering travel as a Pwt- As opposed to a give-away, has the added 

benefit of avoiding the cost uncertainty and danger 
of over-redempton that afflicted Hoover's ill-fated 
free flights offer. 

The effectiveness ofsales promotion competitions 
Measuring the effectiveness of competitions is not 
simple, and is almost impossible to do by simply 
studying the competitions themselves. One obvious 
answer, and a very conventional measure of sales 
promotion effectiveness, is to analyse sales patterns 
before and after the promotion. Unfortunately, this 
is not really appropriate for the many competitions 
that are not directly linked to purchasing. and it 
ignores potential benefits of increased awareness or 
increased satisfaction among existing users. In the 
case of tourism services. 48% of the competitions 
surveyed did not require a purchase. so there is 
obviously more to these promotional competitions 
than a straightforward desire to boost $31CS in the 
short term. Competitions may be used to encourage 
potential customers to order a brochure or visit a 
retail outlet. which increases the chance of an even. 
tual sale. Entry numbers is another conventional 
measure for competition effectiveness, but this has 
declined in popularity owing to the increasing num. 
ber of 'hobbyist competitors' and the use of multiple 
entries, with one competition found to contain over 
1000 entries from a single individual. 31 Some com- 
panies have tried to measure the success of compcti. 
tions in terms of changed consumer awareness, but 
this can be difficult and costly to measure effective. 
ly. "' Le Tigre sportswear in the USA researched the 
effectiveness of its 'Rock and Roar Fantasy' com- 
petition (offering travel prizes) and found that 
although there was no sales increase. it improved the 
image of the brand among the target group of 
18-24-year-old men. 

One measure the authors did devise to try and 
judge competition effectiveness, and one that takes 
into account more than simply the economic dimen- 
sions of prizes, was the 'marketing integration'of the 
competitions. Competitions vary in terms of whether 
either the prize or the mechanics of the competition 
relates back to the product or service being prom. 
oted. We developed a very crude method of classify. 
ing a competition according to its marketing integm. 
tion as follows: 

" low- no link between product and competition or 
i prize; 

" medium -a link between competition or prize 
and product; 
high - product, prize and competition all related. 

Tabk I includes the m3rketing integration scores (as 
a modal average) associated with different service 
providers, Services overall score relatively poorly 
compared with goods, perhaps owing to the Intang. 
ibility of services and a tendency to focus the mech. 
anics of the competition (such as questions asked or 
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Introduction 

un, Ma French Holiday with Piat Dor, some wine glasses with Mateus Rose 
I=t3nt Win competition or sample 33% extra free ofH=*'s 1994ServilliOn 
Chardonnay and obtain a free booklet on Australian wines. These arejust a 
fm Of the wine sales promotion offers recently available within major 
UIPCýets. 

7be 1980s witnessed a growing move toward sales promotion in almost 
CVCIY sector, such that by the end of the decade expenditure on sales 
P=Otion had begun to ex T eed that for "above the line" advertising, accord- i-2&tOWWP group figures. Sales promotion growth has been running at9% 
compared to 6% for advertisingý and for many large companies promotions *t3dY account for up to 70% of the marketing communications budget. 

Traditionally, sales promotion has received little academic research 
OOmPared to the more glamorous field of advertising. What research there' 
I= been, has tended to bundle the different forms of promotion together, or 
10 Usume that one form of promotion (usually coupons or discount pricing) 

resentative of the rest. With the increasing importance of sales promo- L% 
is appropriate to begin to discuss sales promotion tools individually, 

z3d Sho to examine their use in different types of industry. 

7his article aims to explore the potential of one sales promotion tool, 
dx Promotional competition, which represents a growing trend in a range of 
=Irkets including the wine market. It is part ofan ongoing project examining 
tý'C use of competitions as a sales promotion tool, through studies of compe- 
tý-60as themselves, their sponsors and the consumers that respond to them. 
71e project began with a three year national survey involving 2,646 compe- 
tý'ý- Within this total sample, there were 319 competitions run by the 
dýý industry, of which 49 were associated with the wine sector. 

'A'hIt is sales promotion? 
523CS promotion is often defined as marketing communications activities 
utich do not include advertising, selling or public relations; or even mom 
li: ýPIY as "Special offers.,, Such definitions are very simplistic and do little 
10 COMMunicate the versatility, variety and complexity of sales promotion in 
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practice, J however, for the purpose of this article this simplified definition 
V"Onal is sufficient. 
lopeddons - vkabg Proeotions fall into one of two types, value increasing and value 
dMique adding. Value increasing promotions manipulate the quantity/price equa- 

tion (and sometimes the quality/price relationship) to increase the perceived 
value of a product offering. Value increasing promotions, particularly 
coupons and price cutting, are the dominant form, and the type on which the 
majority of academic research into promotions has been based. 

The second group of sales promotions which are often overlooked, are 
the value adding (sometimes referred to as "packaged up") promotions. 
These leave the price and core product untouched, and offer the customer 
"something extra" in the form of a free gift, a "piggy-back" complcmentary 
product; or a competition. 

Why the wine market has not been a traditional consumersales promo- 
tion, stronghold 

To date the majority of sales promotion spending in the wine industry hag 
been aimed at the retailer and the wholesaler rather than the consurner. 
There are several reasons for this: 

Price cutting - this is potentially risky when price is used as a 
surrogate measurelcue for quality. 

Increasing quantity - the beer market tends to frequently use the 
x*/o extra free type of promotion. However, creating a larger tin on 
a canning line is relatively straightforward compared to producing 
larger wine bottles for short runs. In addition, traditionally it is 
poorer quality wine that comes in litre bottles. 

Give-aways - these have been used for marketing wine and'other 
drinks such as the recent offer of free Tabasco sauce with Smirnoff 
vodka. However, care must be taken that the quality of the 'freebie' 
adequately reflects the quality of the product whilst ensuring that 
the total cost of the promotion is not excessive if redemption rates 
arc high. 

Coupons - these are particularly popular for food and grocery 
items. However, there is a tendency to perceive this form of 
promotion as rather downmarket for the wine trade. 

Why is sales promotion becoming more visible? 

There are several reasons why sales promotions are becoming more popular 
in the wine market: 



Increased competition within the wine mmket - wine has taken an 
increasingly Igge, share of the UK alcoholic drinks market over the 
Past 30 years6 with consumption per head rising almost sixfold 
since 1960. However, although ; he wine market has expanded, 
there is now increasing competitiveness within this market from 
the new wine producing regions such as South Africa, New Zealand 
and Australia, South America and Eastern Europe. 

Increased competition from other drink sectors - competition is 
now also coming from the n6v drinks such as speciality beers and 
alcoholic soft drinks, providing a rival for wine in terms of 
something new to explore and sample. Beers and soft drinks are 
traditionally markets of strong brands and many promotions. For 
examplej Holstein Pils recently launched a ElO million 
promotional programme which included a national live music tour 
and CD only available through winning tickets on Holsten Pils 
bottle. The competition ran alongside a high profile TV and radio 
advertising campaign. 

3. Increasing use ofsupermarkets as a distribution channel - branded 
'wines now account for only 15% of the UK market, with 
superTnarket own brands growing steadily in importance. Although 
7breshers is currently the single largest retailer of wines in the UK 
with 10% of the market value, the supermarket chains Tesco, and 
Sainsburys are close behind with 9% of the market. A large 
proportion of sales promotion activity takes place within the 
supermarkets and as a result there have recently been more 
examples of wine promotions. 

4- Ownging consumers - much ofthe sales growth in the wine market 
has come from new consumers. According to TGI data there has 
been a million new drinkers each year. However, with the 
increasing choice in the drinks market, consumers have tended to 
become less brand loyal and therefore more vulnerable to the lure 
of promotional offers. In addition for many consumers, wine is 
becoming less of a 'special occasion' purchase and therefore the 
issue of value is becoming more important. 

t4lbg Competitions in Wine Marketing 

7'Lem am several aspects of competitions which make them ParticularlY 
Wdul for promoting wine: 

Dfferentlation opportunities - Competitions offer a useful source 
of differentiation. Faced with row after row of wine bottles, 
Competitions offer the opportunity to use attention grabbing bottle 
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collars, leaflets and point of sale material. Although they can also ýnnftvtiow be replicated, "me-too" competitions risk failure if iarly 
4"aOr's 

- competitions have prompted purchases by the current supply of ! -'ýkzing available competition-minded consumers. 

2. Consumer information - One reason for the growth in the wine 
market has been the demystifying of wine by the supermarkets 
with improved labelling information. Competitions offer an 
additional opportunity to provide consumer information and 
increase product awareness through entry material. 

3. Consumer interaction - The amount spent on advertising wines in 
the UK is very small in relation to the market size. As a proportion 
of the marketý main media advertising spendýg on wine is 
currently worth under 0.3% of the market's size. However, one 
of the major drawbacks to advertising is that it is generally a 
unidirectional means of communication, absorbed relatively 
passively by the potential consumer. One study found that under 
25% of TV viewers could recall an ad seen on the TV the previous 
day, and that under 10% could name a brand they saw advertiseg 
on TV thirty seconds later when phoned by a market researcher. 
Competitions by contrast can create real interaction and 
involvement between, the customer, the product and the wine 
marketer. This may involve the customer analysing wine 
information to answer questions, ranking attributes or devising a 
slogan. 

4. Cost certainty. Barring accidents, competitions involve 
predictable costs and are more cost-effective in maintaining 
perceived quality levels than "give-away" promotions. 7bis is 
because giving customers attractive "freebies" which project a 
quality image can be prohibitively expensive. 

5. Pricalquality stability -a competition adds value by making use 
or awareness of the product a "ticket" to enter the competition, 
without any need to alter the price or nature of the core product 
itself. This avoids any danger of sparking a price war, accidentally 
impairing perceived qualityý or lowering the customer's reference 
price. 

6. Link-up opportunities - to advertising campaigns or with retailers 
especially with supermbrkets; becoming an increasingly important 
distribution channel. 

7. Versatility - competitions are usually associated with producing 
short term sales boosts, but they can contribute t3wards a range of 
communication and other marketing objectives. 



Influencing consumers through promotional competitions 
Promotional P=060as have been shown to directly aject consumers in A variety of competitions - u-2)'S including the reVV,, Tg of purchases; ' brand switfling; increased A Winning 14 0volutne of pu asing; 1 product-type substitutions; , and retail outlet 1cq. '7 Technique =bUittitions. 

35 
Jgnoring confirmed non-users, we can define four types of wine con- 

S=cr, for whom a competition has the potential to influence their purchase d=isioa: 

Potential users - who have not tried a particular wine, but who 
could be persuaded to do so ftough manipulation o%e marketing 
mix. These are often the main target of promotions; 

Competitor loyal - McAllister and Totten19 and Grover and 
Srinivasan2o show that successful promotions can attract 
substantial numbers of a competitor's otherwise loyal customers; 

3. Brand switchers - Grover & Srinivasan, 21 also found distinct 
"Switcher" market segments whose consumers hop between 
competing brands; 

Loyal customers - within own-loyal and competitor-loyal 

. 
Segments, we can distinguish between long-term, braniloyal 
consumers and those who tend to be "last purchase loyal"t who 
tend to be repeat purchasers until encouraged to realign their 
loyalties. 

Competitions have the potential to assist in moving consumers between 
tLLU categories, particularly because they are so popular with consumers. 
$L: Y%'CY data from Harris/Marketing Weeký3 shows that some 70% of British 
cOm=mers regularly participate in product or service related competitions. WC c4n intuitively divide up consumers into three types of "competitive 
"==Cr" segments according to their attitude to competitions: 

Non-Competitors - who would consider competitions a waste of 
time, stamps or telephone units; 

Passive Competitors - who would enter competidons but would 
not change their normal purchasing behaviour just to enter a 
competition; 

3. Active Competitors - who would change their purchase behaviour 
(such as timing or brand choice) to enter an attractive competition. 



kI Consumers are not rigidly defined by these classifications, instead they 

ns 
indicate a tendency that a person has, or a position in relation to a specific 
competition. A confirmed non-competitor might, for ex=ple, break a 
lifetime's habit to enter a competition offering the holiday of their dreams 
as a prize. Cross referencing the consumer's competitiveness against their 
brand involvement, produces a picture of the opportunities which using a 
sales promotion competition presents (Figure 1). 

The implication of this model is that there are two key groups that a 
competition can be targeted at. New customers can be developed from 
among the potential users and some poached from competitors, and (pro- 
viding that some are retained) this will provide long term benefits of an 
increased customer base and an expanded market. Research suggests that 
this is possible because consumers who try a promoted brand and are 

, 
gty of a repeat purchase. This is satisfied with it, have an increased proýjý .. 

Particularly true of previous non-users. The potential of competitions 
to create such changes in consumer behaviour is shown by the results of a 
Neilsen Promotion Services survey in Canada. This showed that 55% of 
competition entrants will use a brand specifically to entera competition, and 
95% of those will select the brand again following the competition. 

Sales promotion competitions for the wine Industry- a survey 

The author's own involvement in entering promotional competitions as a 
hobby led them to an appreciation of what a widespread, growing. versatile 
and creative marketing tool they arc. It %-as a natural progression to use the 
experience of entering competitions, and the access to information on the 
competitions themselves which participation in the world of serious 
" comping" brings, to study the use of competitions from a marketing 
Perspective. Over a three year period the authors gathered detai Is on 2,64 6 
different UK sales promotion competitions by using a nationwide network 
Of fellow "Compers" as information gatherers. Details from special packs, 
entry forms and competition rules were all studied to build up a picture of 
these competitions, which was encoded and then analysed using Nfinitab. 
The sample consisted only of competitions available on a national or 
regional basis (local ones were not included) and which were associated with 
a product or service, as opposed to being al I or part of the product or service 
itself(so, the numerous competitions which are regular features ofmagazines 
were not included). Among these were 319 sponsored by various sectors of 
the drinks industry. 49 of these were specifically related to the wine market 
and provide an opportunity to examine the current use of this promotional 
tool. 
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Extent and nature of competition use 

Table I puts the sample ofcompetitions run by the wine market in the context 
ofthe drinks industrysubset. Drinks as awhole account for fractionally more ti4qv 

Ie 
than 12% of all competitions in the total survey, this compares tojust over 
3 5% for packaged goods (see Appendix). The wine subset, which includes 
champagne and sparkling wine, accounts for nearly 16% of the drinks 
competitions. 

Well over half of the 319 drinks competitions involved answering 
questions and devising a slogan. The general survey showed this to be the 
most popular type of competition for almost all industries. Although 60% 
of the drink competitions were run by the producer alone, 34% were run 
jointly with a retailer illustrating how competitions can provide a 'I ink-up' 
Opportunity. Evidence of using competitions to attract consumer attention 

Table I 
Drinks Survey Results 

Proportior , Average .4 verage Market 
Number ofDrinks Prim Total PrL-e Total 

of COMPS value PrL-e Number PrL'e (ree '"t 
Sponsor Comps r1o) (Afedian Value (Ated1wo Number for 

i 1000s) (z '000s) details) 

Wine 49 15.36 2.40 327.09 10 13,748 ? *tedium (including 
ch=pagni 

sparkling 
wine) 
Fortified 31 9.72 3.25 172.51 13 3,332 Medium 
Wine 

Beer 132 41.38 4.00 1769.60 15 46,192 Low/Med 
(including 
lager and 
cider) 
Spirits 71 22.26 2.00 599-28 10 9.257 Low/Med 
Soft 
Drinks 

29 9,09 3.20 264.10 50 30,010 Medium 

D=er 7 2.19 1-00 9.25 1 72 Medium 
D . 
Total 319 100 T 3 3142.33 11 102,611 

Note: Designer Drinks Include products as Taboo and Mirage 



Figure 2. 
Competition Breakdown By Drink Factor 
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is supported by the fact that over 60% of the drink sample used either bottle 
collars or point of sale material to promote the competition. 

I"Mmoting with prizes 

71he prizes involved are clearly an important component of com petit, ()nS, 
Abhough they are by no means the only element which determine ho%% 
973ulive a competition is to customers. Survey data from Amcrica revealcd 

_fun 
of it" and 61 //o of cntranLs tW 601/4) of competitors entered 'Justfor the 

fered 
,f . 

lTpetitions were found to be "unsure of what the prizcs q WO C 
Sclbv and Beranek, 17 saw the attraction of a competition as a 

of fiv'e factors: 

the cost of entering; 

the monetary value of the prizes (or perhaps morc accuratclý the 
Utlhtý of the prizes)-, 

the number of prizes and the perceived probability of%% inning. 

the pleasures of gambling (or perhaps more accurately of 
competing), 

the desire to occupy leisure time. 
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7bey concluded that all five factors are important, but that the importance 
of the last two has been obscured by an overemphasis on rational-economic 
decision making approaches based around the first three. 

Figure 3 
Prize Philosophy Matrix 

HI 
Evervone a WInne Scnanza 

SOFT DRINK$ 
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PRIZE FORTIFIED WINE 
NUMBER 

SPIRITS WINE 

IDIESI43NER DRINK$ 

Miser JackDat 

LO HI 

PRIZE VALUE 

In economic terms, the incentive provided by a competition relates to 
two key dimensions of the prizes involved: their value and their number- 
These 49 wine competitions offered nearly 14,000 prizes worth an estimated 
E327,000. Since the attractiveness of a competition is partly related to the 
expected utility and the perceived probability of winning, sponsors can 
choose to rely on high prize value or high prize numbers (or both) to make 
the maximum impact. Table I shows that the average value of prizes offered 
in iach competition and in particular the average number of prizes differed 
between the various drink sectors. (ne averages used throughout arc 
median figures, used because arithmetic means can be badly skcA-ed by one 
or two competitions offering exceptional numbers or value of prizes, for 
example Stowells of Chelsea wine boxes offered over 10,000 prizes worth 
over E69,000 in one competition alone). The approach adopted by compe- 
tition sponsors can be plotted on a "prize philosophy matrix" which divides 
sponsors up around the median values for the number of prizes offered and 
their value, to produce four categories of competition: 

Evervone a WInne Bcnanza 
SOFT DRINK$ 

Stan 

FORTIFIED WINE 

SPIRITS WINE 

DESIGNER DRINK$ 

Miser JackDot 



L Jackpots (few prizes/high value); 

2. Misers (few prizestlow value); 
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4. Bonanzas (many prizes/high value); 41 
FMM the total survey across all industries it was found that the drinks sector 
OVerall tended towards a 'miser' philosophy, offering a relatively small 
C=bcr of prizes with a relatively low value. 

. 
ýigure 3 presents such a matrix for the drinks subset. It can be seen that 

me LS not strongly located in any ofthe four categories but is tending to, %-ard 
6C 'Miser' category. This compares to the beer market which is f"=Iy 
C=blished in the 'bonanza' quadrant with a high average number of prizes 
c5cred and of high value. If wine is to compete in the future with the 
emerging speciality beers then there is clearly a need to change the philoso- 
PV toward promotional competitions. 
The effectiveness of sales promotion competitions 
M-0-suring the effectiveness of competitions is not simple, and is almost 
i=possible to dojust by studying the competitions themselves. One obvious 
Answer, and a very conventional measure of sales promotion effectiveness, 
is tO 2nalyse sales patterns before and after the promotion. Unfortunately, 
thIS is not really appropriate for the many competitions which are not directly 
L'"ked to purchasing, and it ignores potential benefits of increased awareness 
Or increased satisfaction among existing users. In the case of the drinks 
&=or, twenty-two per cent of the competitions surveyed did not require a 
PLTchase, so there is obviously more to these promotional competitions than 
2 S=ightforward desire to boost sales in the short term. Competitions may 
be used to encourage potential customers to read product information or visit 
A teWl outlet, which increase the chance of an eventual sale. Entry numbers 
is &mother conventional measure for competition effectiveness, but this has 
6--lined in popularity due to the increasing number of "hobbyist competi- 

ý! competition found to contain %Or$" and the use of multiple entries, with oj 
O'er 1,000 entries from a single individual. 2 Some companies have tried to 
M=ure the success of competitions in terms of changed Consuper aware- 
Ian; but this can be difficult and costly to measure effectively. Le Tigre 
SPOMwear in the USA researched the effectiveness of its 'Rock and Roar 
1ý27JXY' competition (offering travel prizes) and found that although there 
*41S 110 sales increase, it improved the image of the brand among 4he target 
VDV of 18-24 year old men. 

One measure the author did devise to try and judge competition effec. 
tiveness, and one which takes into account more than simply the economic 



dimensions of prizes, was the "marketing integration" of the competitions. hmotiona Competitions vary in terms of whether either the prize, or the mechanics of 141"tions the competition relate back to the product or service being promoted. A very &Ujazing crude method of classifying a competition was developed according to its 
lf: dL* at marketing integration as follows - 

1. Low - no link between product and competition or prize; 

2. Medium -a link between competition or prize and product; 

3. High - product, prize and competition all related. 

Table I includes the marketing integration scores (as a modal average) 
associated with different drink sectors. In the total survey (see Appendix) 
the drink sector was on a par with packaged foods and grocery items with a 
medium rating for marketing integration. Within the drinks subset only the 
beer and spirits sector tended to fall between the low/mcdium category. However, this shows that all sectors have room for improving the effective- 
ness of promotional competitions used. One good example of a themcd 
competition was run by Don Cortez wine offering a L500 holiday to Spain. 
The competition involved estimating the position of the hidden treasure on 
a Spanish nautical map and suggesting a slogan as to why it %-as the perfect 
wine for nautical occasions. 

Getting the most out of competitions 
Several authors have put forward useful planning ýi ines for marketers 
on the practicalities of running sales promotions. 3V, 3 

ý311 
We have tried to 

add to this by developing the CONVETE checklist, 33 specifically to assist 
marketers in planning a successful sales promotion competition. The check- 
list prompts the consideration of seven key areas: 

Co-sponsors - will the competition be run by the producer or run 
in con unction with a retailer. j 

2. Objectives - what are the marketing objectives of the competition? 
Is it only a short-term sales boost or are there longer term 
objectives such as generating new users or raising product 
awareness. What message will it send to the consumer? 

3. Mechanics - how will the competition be design4 delivered, 
entered and judged. How can the mechanics of the competition 
best meet its objectives? What form of competition will most 
appeal to our target market? What could go wrong logistically and 
how could it be prevented? 



4. Prizes - what number and value of prizes will be required to make 
the competition attractive? Can the prizes be chosen to reinforce 
the product concept? What prizes will attract target consumers? 

5. Expenditwe - how much of the marketing budget and time of the 
marketing management should the competition consume? How can 
thejudging be made as simple as possible? 
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6. Timing - should the competition be used to counteract seasonal 

lows, reinforce seasonal highs or 'spoil' rivals' promotions? 
Should the gap between launch and the closing date be long to 
maximise the effect or short to prevent loss of consumer interest? 
How long should leaflets and posters be displayed for? 

7. Evaluation - how long will the effectiveness of the competition be 
measured in terms of achieving its objectives? Who should be 
responsible for evaluation, when and using what measures? 

Many of the above points may seem to be common sense but history 
SbOws that even large and sophisticated companies with a long track record 
Of successful sales promotions can be caught out if the promotion is not 
C=fully planned. Pepsi-Cola in the Philippines ran a bungled Competition 
lilich has so far cost the company over LS million, has led to them facing 
4000 lawsuits, has provoked riots, death threats against company execu- 
tives and grenade attacks on Pepsi lorries. 

Conduslons 

7be steady growth in the wine market over the last few decades has provided 
opportunities for increased sales. However, competition within the wine 
tector from new wine producing areas and from other sectors of the drinks 
muket such as speciality beers and alcoholic soft drinks means that the wine 
Marketer cannot be complacent. If properly managed, competitions can offer 
12x wine marketer a versatile and cost effective means of Marketing COMMU- 
nkUiOn. They are not however, any form of panacea for marketing problems 
211d like any form of sales promotion are only effective if not overused or 
abused. 

Ihis article has shown that value-adding sales promotions generally and 
Competitions in particular, offer a range of benefits for promoting wine. For 
CUMPle, eye catching bottle collars, competition leaflets and point of sale 
MIICTW can be used to attract consumers attention. Mitchell and GrCatorex 
Suggest that of all risk reducing strat5f ies, consumers seek information as 
the first Priority before purchasing. Competition entry details are an 
OPPOrtunity for the wine marketer to provide additional product information 
Ud therefore reduce consumers perceived risk. 



ýftxwdonal The survey illustrates that although competitions are being used in the 
CvmPtfitlons- wine sector there is stil ,I room for improvement. In order to compete with 
41AIZAIng the emerging speciality beers and alcoholic soft drinks market the wine 
I=kx4ut industry needs to move away from the 'miser' philosophy toward the 

'jackpot' or 'bonanza' philosophy regarding number of prizes and value of 
14 prizes offered by the competition. Although the marketing integration 

measure shows that the wine sector is ahead of the beer sector, there is 
obviously still room to improve the effectiveness of competitions. When 
planning a competition, the marketer needs to think carefully about the 
competition and the prize in relation to the product being promoted. 

In the competitive wine market of the 1990s, muketers are under 
constant pressure to create and ' sustain competitive advantage. It can be all 
too easy to rely on conventional approaches such as price cutting when 
alternatives such as competitions offer greater opportunities for creativity 
and brand-building. Competitions offer particular benefits as a promotional 
tool because they provide more cost certainty than give-aways or offers 
especially where redemption rates are unpredictable as witnessed by the 
disastrous Hoover free flights offer. A major advantage of using compcd- 
tions as a sales promotion tool is that it allows the price/quantity or 
Price/quality relationship to remain constant ensuring greater market stabil- 
itY. If carefully planned and managed, promotional competitions can pro- 
vide a winning technique for wine marketing. 
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Appendix - Competitions survey results summitry 

No. of % of Av. Av. p*t JAI 
Sponsor COMPS. COMPS PrL-t no. value (IIQ Wegration 

Retailer 1,232 46.6% 20 164 Nfed 

Packaged -929 35.1% 50 3.98 Nfed 
food 

Consumer 517 19.5% 11 3.30 Med 
goods 
Grocery 344 13.0% 14 3.00 14 ed 
items 

Drink 319 12.0% 11 3.00 Nf ed 

Services 188 7.11% 10 3.00 LOW 

Publication 118 4.5 VV* 7 2.00 Low 

Tobacco 39 1.50% 15 5.00 Low 

White 32 1.20% 20 5.90 High 
goods 
Charities 25 LOVYO 15 1.00 Low 

Generic 24 0.9% 11 2.30 IlIgh 

Cars 14 0.5% 11 10.40 Iligh 

Notes: 
1. Groceries include all edible consurnables. 
2. Prize number and value represent the average (mediam) and total value of 

prizes awarded per competition. 
3. Marketing integration is a model average score between I Oow) and 3 

t (high) - see text for details. 
4. Jointly sponsored competitions are included in the figures for both sponsor 

types. Column totals for number and percentage of competition therefore 
exceed 2646 and 100 respectively. 
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I Introduction 
By the end of 1994 retail sales in the UK had 
reached nearly C155 billion, an increase of 
more than 19 per cent over 19M. However, 
since the start of the 1990s it is estimated that 
13.8 per cent of total retail outlets in the UK 
have closed down and it is predicted that the 
situation is likely to remain tough (Keynote 
Publications, 1995). In this competitive envi- 
ronment it is vital that marketing managers 
in the food retail industry use the fall range 
of marketing mix tools to maximum effect. 
One tool that has always been important in 
the food retail sector is sales promotion. In 
fact, the 1980s witnessed growth in sales pro- 
motion use in almost every industry. such 
that by the end of the decade expenditure on 
sales promotion had begun to exceed that for 
" above the line" advertising, according to 
WWP group figures (FinancW Times, 1989). 
Sales promotion growth has been running at 
9 per cent compared with 6 per cent for adver. 
tising (Burnett, 1993), and for many large 
companies promotions already account for up 
to 70 per cent of the marketing communica- 
tions budget. 

Traditionally, sales promotion has received 
little academic research compared with the 
more glamorous field of advertising. What 
research there has been has tended to bundle 
the different forms of promotion together, or 
to assume that one form of promotion (usu- 
ally coupons or discount pricing) is represen- 
tative of the rest. With the increasing Impor- 
tance of sales promotion it is appropriate to 
begin to discuss sales promotion tools indi- 
vidually and also to examine their use in 
different types of industry 

This article aims to explore the potential of 
one sales promotion tool, the promotional 
competition, which represents a growing 
trend in a range of markets, especially the 
food retail market. It is part of an ongoing 
project examining the use of competitions 4s 
a sales promotion tool, through studies of 
competitions themselves, their sponsors and 
the consumers that respond to them. The 
project began with a three-year national 
survey involving 2,646 competitions. Within 
this total sample, there were 1,232 (over 45 per 
cent) which were jointly or wholly sponsored 

by retailers and 9n (over 35 per cent) associ. 
ated with the pack3ged food industry (see 
Appendix). 

The growth of sales promotionit I- 

Sales promotion Is often defined as marketing 
communications activities which do not 
include advertising, selling or public rela. 
tions; or even more simply as "special offers". 
Such definitions are very simplistic and do 
little to communicate the versatility, variety 
and complexity of Wes promotion In practice 
(Peattie and Peattie. 1994); however, for the 
purpose of this article this simplified deftni- 
tion Is sufflcient. 

Promotions fall Into one of two types. value 
increasing and value adding (Peattle and 
Peattie, 1994). Value-increisft promotions 
manipulate the quantity/price equation (and 
sometimes the quality/price relationship) to 
increase the perceived value of a product 
offering. Examples of these would be 
discounts. coupons, payment terms, multi. 
packs. multibuys or quantity increases. 
Value-increasing promotions, particularly 
coupons and price cutting. are the dominant 
form. and the t)Te on which the majority of 
academic research Into promotions has been 
based. The second group of sales promotions, 
which are often overlooked4 are the value. 
adding (sometimes referred to as Opackaged 
up") promotions. These leav* the price and 
core product untouched. and offer the cus- 
tomer "something extra". Examples of these 
are product trial or s&mples. %ralued packag. 
ing, free gifts, loyalty schemes or clubs, infor. 
mation (such as a brochure or in-store tna ga- 
zine) or a competition. 

A number of explanations have been pro- 
posed for the Increasing popularity of promo- 
tions (Dickson and Sawyer, 19W. Quelch. 1963, 
Shultz, 1987, Strang. 1976). A key factor is the 
changing relationship with advertising. Con. 
ventionally they were viewed as alternatives 
to one another, with promotions seen as the 
poor relation. This has changed as increased 
use by market leaders such as I leinz. Procter 
& Gamble and McDonald's his given promo- 
tions newfound "respectability". and as rLs. 
Ing prices and Increasing "clutter" have 

12K) 
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raised doubts about advertising's cost-effec- 
tiveness. Nestl6's Lean Cuisine recently aban- 
doned TV ads to focus its marketing on below 
the line promotions. This resulted in an 
increase in volume share of 47.1 per cent and 
a 1.7 per cent increase in value in the market 
(Marketing, 1995) The two techniques are also 
increasingly seen as complementary with 
increasing amounts of media advertising 
being devoted to messages about sales promo- 
tion offers, rather than about brands them- 
selves. 

Other factors suggested as driving sales 
promotions growth include the increasing 
power of retailers (Toop, 1992); a "snowball" 
effect where companies are forced to match 
competitor promotions, or risk losing market 
share (Lal, 1990); and a marketing culture in 
which time horizons are shortening (making 
the fast sales boost that sales promotions are 
perceived to offer more attractive than the 
patient nurturing of brand image through 
advertising) and with an emphasis on micro- 
marketing approaches, where sales promo- 
tions such as competitions can provide more 
tailored and targeted communication than 
mass media. 

I Increasing profits for the food 
retailer 
If the food retailer is unable to increase proilt 
margins on the products it currently sells 
then there are three options available for 
increasing overall profits. Sales promotion 
techniques can contribute to each of these 
alternatives: 
I Attract new customersfrom competitors - Food retailers are now competing on a 

range of additional incentives to visit their 
store such as facilities (e. g. in-store bak- 
eries, restaurants and special parking 
spaces for disabled and those with chil- 
drenX store offers such as loyalty cards 
and in-store magazines and product pro- 
motions such as price cuts and multibuys. 
These all add benefits or "value" to shop- 
pers. Kumar and Leone (1988) and Walters 
(1991) both demonstrate that sales PrOMO- 
tions can induce consumers to switch 
retail outlets. 

2 Induce existing customers to buy more - The 
UK food retailing industry is now domi- 
nated by four major retailers - Sainsburys, 
Tesco, Safeway and Asda. Theirjoint sales 
accounted for over 230 billion in 1994 or 39 
per cent of the total UK market (Keynote 
Publications, 1995). With their increasing 
control and given that every month over 
SM new products are launched into the 
grocery trade, retailers can afford to be 

selective about which brands they choose 
to stock and promote. Manufacturers are 
under increasing pressure to offer attrac. 
tive promotional offers as incentives both 
to the retailer and to the consumer. 
Research has shown that promotional 
offers can be effective in increas Int Wes 
(Gupta, 1988; Neslin et aL. 19M). 
Persuade customers to stcItch to the brands 
orproducts wUh higherprofit margins - 
today consumers increasingly shop from a 
group of brands rather than from one 
single brand (Shultz. 19M. There has also 
been an increase In impulse buying with 
consumers tending to decide their choice 
of brand at the store shelf. selecting the 
brand in the category which appears to 
offer the best price/value relationship at 
the time of purchase rather thin necessar. 
ily repeating a previous or habitual pur. 
chase. Promotional offers can encourage 
brand switching (VIcassim and Jain. 1991) 
and product-type substitutions (Cotton 
and Babb, 19-, 8,, %IorL&M 1985). If these 
substitutes offer higher marginal protIts, 
the overall proilts of the food retailer will 
increase. 

"U Ing competitions In food 
retailing 
For the food retailer them are two levels at 
which sales promotion techniques can be 
used. At the aggregate level to promote the 
store itself and at the lower level to promote 
specific products on the shelves. There are 
several aspects of competitions which rnake 
them particularly suitable to the food retailer 
for both purposes, many of which are sum. 
marised in Table L 

A key benefit of promotional competitions. 
which is very different from unidirectional 
media such as advertising, is the ability to 
combine It with market research and the 
construction of =11ing lists. For both retail. 
ers and manufacturers. comWition entry 
forms can provide valuable Information 
about customers and provide mailing lists for 
future promotional offers. The I lein: 100 Day 
Driveaway was a nation-wide promotion 
tailored to different retail outlets In terms of 
the type of competition and prizes offered. An 
InnovaUve approach to gaining information 
about Its consumers and the effectiveness of 
its promotional spend Involved the use of a 
competition foil scratch card. This Included 
eight deliberately brief questions on make-up 
of the entrant's family in age and number. 
shopping habits plus a key question on 
whether purchasing habits had changed to 
take advantage of the promotion. All could be 
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S. 0 Pearje completed in under a minute without the use f'"MOV competitions as 4 '? 1W*@VrJ tool In food 
of a writing Implement. This yielded a 60 per 

. 0tirt 1W cent response rate to a large scale test involv- 
PUM food JOUMAI ing three promotions and 30,000 participants. 
=/6119981286-294 Results showed that some promotions per- 

formed better in one retail chain than in 
others. This information was then used for 
selling to key multiple chains even while the 
promotion was in progress. 

If the performance was above expectations, 
the retail outlet could be told in time to 
Increase Its stockholdings. If it was not per- 
forming as well as expected, there was an 
opportunity to use more in-store displays and 
local advertising (Gerrie, 1986). 

1; ýj 
SV-0441 benefits of using promotional competitions 
Mental bwwftt Notes 
3) OPPortunItles Competitions can Involve attention-grabbing packaging 

and POS material. Store visits can be encouraged by 
requiring entries to be posted 'in-store' 

*? 00dý% COMurnef Information Competitions can provide consumers with Information 
and Increase product awareness through entry mater. 
lal. Asda's monthly customer magazine recently fea- 
tured competition prizes worth L14,500 

t4*0" consumer Interaction Competitions can create real Interaction between the 
customer, the product and the retailer (e. g. through 
customers analysing product or store information to 
answer questions, rank attributes or devise slogans) 

t4w Owtainty Competitions Involve predictable costs and are more 
cost-effective In maintaining perceived quality levels 
than give-away promotions (since giving customers 
quality freebies can be prohibitively expensive) 

*WSWIl stability Competitions avoid the dangers associated with price 
cuts of potential price wars, or of lowering customers' 
reference prices (which will result In reduced sales 
once the normal retail price Is resumed)(Dodson et al., 
1978) 

UWWnspotantial Competitions and their prizes can become the focus of 
advertising as part of an integrated communications 
campaign. For example Spillers petfoods recently 
launched a L2.5 million Instant win promotion backed 
by a Ll million TV advertising campaign (Grocer, 
1996) 
Competitions offer opportunities to link up with part- 
ners to share costs, swap resources or provide reciprO. 
Cal access to consumers. For example, new cars as 
prizes parked outside supermarkets provide Instant 
showrooms for car retallers with a constant flow of 
potential customers 
Competitions are usually associated with producing 
short-term sales boosts, but they can contribute 
towards a range of communication and other market- 
Ing objectives (Peattle and Peattle, 1993a) 

I The consumer as a competitor 
Competitions are becoming increasingly 
popular with cons=em National Loottery 
figures show that ES billion has been spent on 
tickets since Its launch in November 1994 
with over 30 million people playing every 
week (Attkenhead. 1995). Survey data from 
I larris/Marketing Week (Cummins. 1989), 
shows that some 70 per cent of British con- 
sumers regularly participate In product. or 
service-related competitions. 

We can Intuitively divide up consumers 
Into three types of "competitive cons=ero 
segments according to their attitude to com- 
petitions: 
i Non-competitors - who would consider 

competitions a waste of time. stamps or 
telephone units; 

2 Passive competitors - who would enter 
competitions but would not chance their 
normal purchasing behaviourJust to enter 
a competition, 

3 Active competitors - whowould change 
their purchase behaviour (such as timing 
or brand choice or retail outlet) to enter an 
attractive competition. 

Consumers are not rigidly defined by these 
classifications, Instead they indicate a ten- 
dency that a person has. or a position in rela. 
tion to a specific competition. A confirmed 
non-competitor might. for ex=ple, break a 
lifetime's habit to enter a competition offer. 
ing the holiday of their dreams as a prize. 
Cross-referencing the cons=er's competi. 
tiveness against their brand Involvement 
produces a picture of the opportunities which 
using a Wes promotion competition presents 
(Figure 1). 

The Implication of this model Is that there 
are two key groups that a competition can be 
targeted at. New customers can be developed 
from among the potential users and some 
poached from competitors. and (provided that 
some are retained) this will provide long. 
term benefits of an increased customer base 
and an expanded market. Research suggests 
that this Is possible because consumers who 
try a promoted brand and are satisfied with It 
have an increased probability of a repeat 
purchase. This is particularly true of previ. 
ous non-users (Cotton and Babb. 1978; Roth- 
schild and Galdis, 1981). The potential of 
competitions to create such changes In con. 
s=er behaviour Is shown by the results of a 
Neilsen Promotion Services survey in 
Canada. This showed that 53 per cent of com- 
petition entrants will use a brand specifically 
to enter a competition. and 95 per cent of 
those will select the brand again following 
the competition. 

fuel 
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In terms of the design of Ilie compet it ions. 
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for entry forms, although 215 per vent 
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entered "Just for the fun of It" and 61 per cent 
of entrants into competitions were found to 
be "unsure of what the prizes offered were" 
(Premium Incentive Business, 1986). Selby and 
Beranek (1981) saw the attraction of a compe- 
tition as a function of five factors: 
I the cost of entering, 
2 the monetary value of the prizes (or per- 

haps, more accurately, the utility of the 
prizes); 

3 the number of prizes and the perceived 
probability of winning-, 

4 the pleasures of gambling (or perhaps 
more accurately of competing); 

5 the desire to occupy leisure time. 
They concluded that all five factors are 
important, but that the importance of the last 
two has been obscured by an overemphasis 
on rational-economic decision-making 
approaches based around the first three. 

In economic terms, the incentive provided 
by a competition relates to two key dimen- 
sions of the prizes involved: their value and 
their number Since the attractiveness of a 
competition Is partly related to the expected 
Utility and the perceived probability of win- 
ning, sponsors can choose to rely on high 
Prize value or high prize numbers (or both) to 
make the maximum impact. Table H shows 
that the average value of prizes offered in 
each competition and in particular the aver- 
age number of prizes differed between the 
various sponsors. (The averages used 
throughout are median figures, used because 
arithmetical means can be badly skewed by 
one or two competitions offering exceptional 
numbers or value of prizes: for example, Our 
Price Record shops offered over 1,000 prizes 
worth more than E20,000 in one competition 
alone. ) The approach adopted by competition 
sponsors can be plotted on a "prize philoso- 
phy matrix" which divides sponsors up 

IZZ-4 

tlý"eY results summary 

around the median values for the number of 
prizes offered and their value, to produce four 
categories of competition: 
I Jackpots (few prizes/high value), 
2 Allsers (few prizes/low value). 
3 Everyone a winner (many prizes/low 

value); 
4 Bonan= (many prizes/high value), 
From the total survey across all industries it 
was found that the retail sector overall tended 
to offer an average number of prizes but with 
a prize value slightly below average (Peattie 
and Peattle. 1993b). 

Figure 2 presents such a matrix for the 
retailer subset. It can be seen that the part- 
nership of retailers and packaged food as well 
as sponsoring the largest number of competi. 
tions also tends to offer the most prizes with 
the largest value, be Ing ftrmly located in the 
1413onanza" category However. retailers alone 
are located in the "miser" category with few 
prizes of a low prize value. This perhaps Wus. 
trates that retailers are indeed able to exer. 
cise their "distributor power" to persuade 
food manufacturers to put more fimnce into 
sales promotion. 

I The of fectivenoss of sales 
promotion competitions 
Measuring the effectiveness of competitions 
is not simple, and is almost Impossible to do 
just by studying the competitions themselves. 
One obvious answer. and a very conventional 
measure of sales promotion effectiveness. Is 
to analyse Wes patterns before and after the 
promotion. Unfortunately. this is not really 
appropriate for the many competitions which 
are not directly linked to purchasing, and It 
ignores potential benet1ts of Increased aware. 
ness or increased satisfaction among existing 
users. In the case of the retail sector. 17 per 

Rumber of Proportion of Average prize value Total prize Average prize Total prize Market Integration 
CompItitlons 

am 
Comps (%) median V000s) value (11000s) number (median) number (so text for details) 

*044foods 518 41 42 3.0 2,650.8 30 77,078 Medium 
1ý 44 COW" 201 UWWAW 16 2.0 775.88 15. 14,94 Medium 

*00,4~ goods 185 AUw 
VO 

15 3.0 1,422.6 11 17,5W 
7 

Medium 
L Y 172 6*1 4 14 2.6 8,971.5 10 10, 85 OW 

' 'w " 6iftits 107 AV. AW *4 th 
9 1.5 289.14 Is 8.782 Medium 

i m w 49 O 
low 4 2.68 245,08 23 3.942 um ed 

1.232 100 2.64 14.355.00 20 133.042 
:Z 1- r4rOCOMOI include all non-edible consum The 'Retailer ables; 2 and other* category includes all those t hat accounted for less than 2 per cent 

. 
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Figure 2 
Prize philosophy matrix 
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Packaged Food 
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conwime Goo$ 

Retailer only 

Misers 

cent of the competitions surveyed did not 
require a purchase, so there Is obviously 
more to these promotional competitions than 
a straightforward desire to boost sales in the 
short term. Competitions may be used to 
encourage potential customers to read prod- 
uct information or visit a retail outlet, which 
increases the chance of an eventual sale. 
Entry numbers is another conventional mea- 
sure for competition effectiveness, but this 
has declined in popularity owing to the 
increasing number of "hobbyist competitors" 
and the use of multiple entries, with one com- 
Petition found to contain over 1.000 entries 
from a single Individual (Premium Incentive 
Business, 1989a). Some companies have tried 
to measure the success of competitions in 
terms of changed consumer awareness, but 
this can be difficult and costly to measure 
effectively (Premium Incentive Business, 
1989b). Le Tigre sportswear in the USA 
researched the effectiveness of its "Rock and 
Roar Fantasy" competition (offering travel 
prizes) and found that, although there was no 
sales increase, It Improved the image of the 
brand among the target group of 18-24 year 
old men. 

One measure devised by Peattie and Peattie 
(1993b) to try and judge competition effective- 
ness, and one which takes into account more 
than simply the economic dimensions of 

PRIZE VALUE 
ml 

prizes, was the "marketing integration" of 
the competitions. Competitions vary In terms 
of whether either the prize or the mechanics 
of the competition relate back to the product 
or service being promoted. They developed a 
very crude method of classifying a competi. 
tion according to its marketing Integration as 
follows: 
- Low- no link between product and compe- 

tition or prize. 
- Medium -a link between competition or 

prize and product; 
- High - product. prize and competition all 

related. 
In the total survey (see Appendix) when 
analysing all competitions Involving retailers 
the sector was on a par with packaW foods 
and grocery items with a medium rating for 
marketing Integration. However. from Table 
rl, which gives a breakdo%%m of sponsors, we 
see that retailers. when organizing competi. 
tions alone. tend to fail down on the market. 
ing integration score, leading to the conclu. 
sion that two heads are better than one when 
it comes to the design of competitions. It also 
shows that there Is still room for improving 
the effectiveness of promotional competitions 
used. as on average none of the coalitions led 
to a high marketing Integration. One good 
example of a themed competition was run by 
Don Cortez Alne offering aM holiday to 
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Spain. The competition involved estimating 
the position of the hidden treasure on a Span- 
Ish nautical map and suggesting a slogan as 
to why it was the perfect wine for nautical 
occasions. 

I Getting the most out of 
competitions 
Competitions, like any form of marketing 
communication, will only be effective if prop- 
erly planned and executed. However. sales 
promotion generally is an area which has not 
been afforded the sort of thorough planning 
associated with advertising campaigns. Sev- 
eral authors such as Toop (1991), Keon and 
Bayer (1986) and Peattle and Peattie (1993b) 
have put forward useful planning guidelines 
for marketers on the practicalities of running 
sales promotions. The COMPETE checklist 
which follows, aims specifically to assist 
marketers in planning a successful sales 
promotion competition, by prompting thor- 
ough consideration of seven key areas: 
I Co-sponsors - will the competition be run 

by the food retailer alone or run in con- 
Junction with another industry ? 

2 Objectives - what are the marketing objec- 
tives of the competition? Is it only a short- 
term sales boost or are there longer-term 
objectives such as generating new cus- 
tomers or raising store and product aware- 
ness ? What message will it send to the 
consumer? 

3 Mechanics - how will the competition be 
designed, delivered, entered and Judged ? 
How can the mechanics of the competition 
best meet its objectives? What form of 
competition will most appeal to our target 
market? What could go wrong logistically 
and how could It be prevented? 

4 Prizes - what number and value of prizes 
will be required to make the competition 
attractive? Can the prizes be chosen to 
reinforce the product service or retail 
concept? What prizes will attract target 
cons=ers? 

5 Expenditure - how much of the marketing 
budget and time of the marketing manage- 
ment should the competition consume? 
How can the judging be made as simple as 
possible? 

6 Timing - should the competition be used to 
counteract seasonal lows, reinforce sea. 
sonal highs or "spoil" rivals'promotions? 
Should the gap between launch and the 
closing date be long to maximise the effect 
or short to prevent loss of consumer inter- 
est? How long should leaflets and posters 
be displayed? For perishable goods how 

does the sell-by date compare with the 
competition closing date? 

7 EvaluatIon - how long will the effective. 
ness of the competition be measured in 
terms of achieving Its objectivvs? Alio 
should be responsible for evaluation, when 
and using what measures? 

Many of the above points may seem to be 
common-sense but history shows that even 
large and sophisticated companies with a 
long track record otsuccessful sales promo. 
tions can be caught out if the promotion is not 
carefully plannedL Pepsi-Cola In the rhillp. 
pines ran a bungled competition which has so 
far cost the company over E8 million, has led 
to them facing 22.000 lawsuits. has provoked 
riots, death threats against company execu- 
tives and grenade attacks on Pepsi lorries. 

I Conclusions and discussion 

Although the food retail market has been 
growing steadily over the last ten years, the 
number of players In the market has been 
decreasing. Even larger retailers have not 
escaped the ravages of the market downturn 
and in the Wt 12 months a number of major 
chains have been taken over or gone out of 
business. For example AMR= Low, Lo-Cost 
and Shoprite are all under now ownership, 
while Asda his undergone major restructur. 
ing as have the newly-merged Gateway and 
Kwiksave. In this economic climate, the food 
retailer cannot be complacent. The increased 
power of food retailers has allowed them to 
demand more and mora expenditure from the 
manufacturer to promote their brands on the 
shelf. I [owevcc consumers choose retail out. 
lets not just on the price and range of prod. 
ucts available but also on the service and 
facilities of the store Itself. This article has 
shown that value-adding sales promot Ions 
generally. and competitions in particular, 
offer a range of benefits for promoting both 
retail outlets themselves and the products 
that they offer Competitions are not how. 
ever, any form of panacea for mmketing prob- 
lems and like any form of sales promotion are 
only effective if not overused or abused. 

The survey his shoum that food retailers in 
partnership with the manufacturers of pack. 
aged food have much experience of competi. 
tions and are one of the principal users of this 
type of sales promotion. I lowever, when oper. 
ating alone, retailers still h3ve room for 
improvement in terms of prize philosophy 
and marketing Integration. 

In the competitive retail market of the 
1990s. marketers am under constant pressure 
to create and sustain competitive advantage. 
It can be all too easy to rely on conventional 
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approaches such as price cutting when alter. 
natives such as competitions offer greater 
opportunities for creativity and brand-build- 
ing. Improved technology is adding to these 
opportunities. For example, Oggi in Tavola (a 
range of pre-cooked convenience foods mar- 
keted in Italy) gained valuable display space 
for its novel electronic gaming machine 
which drew much attention because of the 
flashing lights and space age sounds emitted. 
A sealed card was given to those consumers 
purchasing the product. By tapping the bum- 
ber on the card into the machine, shoppers 
had the chance to win various prizes. Sales of 
the product increased by between 20 per cent 
and 300 per cent depending on the location of 
the store and the character of its shoppers 
(Toop, 1992). 

Another example of an innovative competi- 
tion has been launched by Coca-Cola GB with 
the UK's first interactive TV promotion on Its 
fruit juice drink Five Alive. Consumers can 
Win mountain bikes and other top prizes if a 
winning message is flashed up when a 
decoder (peeled off the special packs) is held 
up to the brands ad (Grocer, 19%). Meanwhile, 
Spillers is offering to pay for consumers' 
shopping in an instant-win promotion on Its 
premium dog food Winalot. Shoppers will 
know if they have won 950 towards their bill 
as soon as the label's barcode has been 
canned at the till (Grocer, 19%). 
The article has shown that competitions 

hould no longer be regarded as a short-term. 
"quick fix" tool. If properly managed. compe- 
titions can offer the food retailer a versatile 
and cost-effective means of marketing com- 
munication for achieving both short-term 
and long-term objectives. 
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Competitions survey results summary 
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Sponsor 
Number of 

competition$ 
Percentage 

of comps N 
Average prize 

number 
Average prits 

value (U) 
Market 

Integration 
Retailer 1,232 46.6 20 2.64 Medium 
Packagedfoods 929 35.1 50 3.98 Medium 
Consumer goods 517 19.5 11 3.5 Medium 
Grocery items 344 13.0 14 3.0 hwvm 
Drink 319 12.1 11 3.0 Mediurn 
Services 188 7.11 10 5.0 LOW 
Publication 118 4.5 7 2.0 LOW 
Tobacco 39 1.5 15 5.0 LOW 
White goods 32 L2 20 5.9 High 
Charities 25 1.0 15 LO LOW 
Generic 24 0.9 11 2.3 Kgh 
Cars 14 0.5 11 10.4 Hp 

Notes: 
1. Groceries Include all non-edible consumables 
2. Average prize number and value are represented by the m0lan value 
3. Marketing Integration IS 8 MOC131 wore bet*een I (low) and 3 (high) - set text for 
4. Jointly sponsored competitions are included in the figutes for both sponsw types. Column total$ fw number and 

percentage of competitions therefore exceed 2.646 and 100 reswtively 
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moving consumer goods (FMCG) companies, who are actively involved in 
sPo"oring Promotional competitions. The aim of the survey was to try to better 
understand the way in which this promotional tool is used, and to try to empirically 
test some of the key propositions that evolved from the earlier research work, in 
Particular those relating to the potential of competitions to play a role within 
marketing communications strategy that goes beyond the purely tactical. 

Sales Promotion: A Tale of Price and Prejudice? 

In comparison tio, the more glamorous and heavily researched field of advertising, 
sales Promotion has frequently been viewed as having a role in marketing 
Communications strategy that is limited in scope if not in scale. There has been a 
steady stream of academic research conducted since the 1960s that has created a 
number Of generally held prejudices about sales promotion including beliefs that: 

As an" external stimulus" promotions can boost short-term sales, but will not 
influence consumers once removed (Dodson et al. 1978; Bawa and Shoemaker 
1987). 
By altering the "deal" offered to customers, promotions will lower their 
reference price, leading to post-promotional disaffection once the deal reverts 
to normal (Monroe 1973; Winer 1986; Lattin and Bucklin 1989; Kalwani et al. 
1990). 
Promotional pricing will lower customers' evaluation of a brand because they 
use price as a Surrogate measure of quality (Doob et al. 1969; Dodson et al. 
1978). 
Promotions are more important in changing the timing rather than the level of 
Purchasing because customers tend to buy earlier or stockpile during 
Promotions and then buy less afterwards (Frank and Massey 1971; Doyle and 
Saunders 1985). 

The view Of Promotions as having a limited tactical role when compared to 
advertis- 19 was perhaps best summed up by comments from two of the top 
management of the advertising agency Ogilvy and Mather. The first was an 
assertion by Ken Roman that promotions rent customers while product benefits (and 
by implication the advertising campaigns that communicate them) own customers. The second came from David Ogilvy himself that. 

"In 1981, US manufacturers spent 60 per cent more on 
promotion than on advertising, and distributed 
1,024,000,000,000 coupons. Bloody fools! " (Ogilvy 
1983). 

One reason why a difference may exist between observations of promotional 
cOnipetitions in use, and academic preconceptions aboýýt sales promotion generally, 
"lay relate to the dominance of research examining price-based, "value increasing" 
r"OneY-off deals and coupons within the academic literature. These are different in 
rrýy waYs to the "value-adding" group of promotional tools that includes 
COMPetitions (Peattie and Peattie 1995). Another former top advertising practitioner, 
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moving consumer goods (FMCG) companies, who are actively involved in 
Sponsoring promotional competitions. 7he aim of the survey was to try to better 
understand the way in which this promotional tool is used, and to try to empirically test some of the key propositions that evolved from the earlier research work, in 
Particular those relating to the potential of competitions to play a role within 
marketing communications strategy that goes beyond the purely tactical. 

Sales Promotion: A Tale of Price and Prejudice? 

Irl comparison to the inore glamorous and heavily researched field of advertising, sales Promotion has frequently been viewed as having a role in marketing 
Communications strategy that is limited in scope if not in scale. There has been a 
steady stream of academic research conducted since the 1960s that has created a 
number Of generally held prejudices about sales promotion including beliefs that: 

- As an "external stimulus- promotions can boost short-term sales, but will not 
influence consumers once removed (Dodson et al. 1978; Bawa and Shoemaker 
1987). 

- By altering the "deal" offered to customers, promotions will lower their 
reference price, leading to post-promotional disaffection once the deal reverts 
to normal (Monroe 1973; Winer 1986; Lattin and Bucklin 1989; Kalwani et al. 
1990). 

- Promotional pricing will lower customers' evaluation of a brand because they 
use Price as a surrogate measure of quality (Doob et al. 1969; Dodson et al. 
1978). 
Promotions are more important in changing the timing rather than the level of 
Purchasing because customers tend to buy earlier or stockpile during 
Pro'notions and then buy less afterwards (Frank and Massey 1971; Doyle and 
Saunders 1985). 

7he view of promotions as having a limited tactical role when compared to 
advertising was perhaps best summed up by comments from two of the top 
management of the advertising agency Ogilvy and Mather. The first was an 
'Issertion by Ken Roman that promotions rent customers while product benefits (and 
by irnplicatiol, the advertising campaigns that communicate them) own customers- The second came from David Ogilvy himself that. 

"In 1981, US manufactLrers spent 60 per cent more on 
promotion than on advertising, and distributed 
1,024,000,000,000 coupons. Bloody fools! " (Ogilvy 
1983). 

One reason why a difference may exist between observations of promotional 
C0111petitiOr's in use, and academic preconceptions about sales promotion generally, 
nlay relate to the dominance of research examining price-based, "value increasing" 
Mo'IeY-Off deals and coupons wridiin the acaden-dc literature. These are different in 
ala"Y ways to the "value-adding- group of promotional tools that includes 
cOnIpetitio. ns Weattie and Peattie 1995). Another former top advertising practitioner, 
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Jones (1990), in a Harvard Business Review article entitled -The Double jeopardy of Sales Promotion" provides a damning indictment that summarised the case against 'ales Promotion. He suggests that companies, faced with saturated markets, have been guilty of misguidedly channelling money away from above-the-line advertis- ing and "fighting with fury for market share; using promotions (generally a high 
cost activity) as the main tactical weapon. " His conclusions are that. 

"A Promotion rarely stimulates repeat purchase. " "There is overwhelming evidence that 'the consumer sales effect is limited to 
the time period of the promotion itself. '" 
"A promotion often also produces a 'mortgaging' effect by bringing forward 
sales from a later period. " "Promotions are said to devalue the image of the promoted brand in the 
consumers' eyes. - 

Pr 
I-iowever, the danger of extending such conclusions to all forms of sales 
OIr`OtiOII is that the entire analysis is based on the assumption that "In most circumstances, promotions mean price reductions. " Price cutting is very different in 

alany ̀ waYs to the "value adding" promotional tools such as premiums, customer clubs, loyalty schemes and competitions (Peattie and Peattie 1995). Value increasing 
Promotions work on a very rational economic basis by altering the basic "deal" so that the customer gets the same amount of product for less money, or more product for the same money. As such their benefits are indeed likely to be limited to the life 
Of the promotion and limited to sales uplifts (although an ftnproved deal might conceivably improve a customer's disposition towards a supplier). Competitions, like other value-adding promotions, seek to add something different into the 
customer's Purchase, in the form of the enjoyment of entering a competition and having the Opportunity to win something for nothing. The price and the product in 
such promotions remain essentially unchanged. Another important point about much of the previous research into sales PronlotioIl, is that in analysing the effects of promotions, researchers have generally IiInited themselves to measuring the impact of the promotion on sales patterns. As 
such, anY more long-term benefits that might come from increasing levels of brand 
awareness or from improving customer perceptions would tend to be overlooked. Evidence is gradually building to challenge some of these prejudices against sales Pror'aot'ol- Some researchers have found evidence of improved post-promotion Plirchase probabilities (Cotton and Babb 1978; Rothschild and Gaidis 1981) and evidence refuting the idea that price promotions lower customer perceptions of a brand 

avis et al. 1992). Value-adding promotions such as competitions, are being found tThave the potential to make a long-term contribution to the management of a brand beyond simple sales uplifts. Consider the "Looking for Winners" 
competition run by Goodyear in Germany. Not only did this increase turnover in 
Participating 

outlets during the promotion by 25%, but it also boosted more general levels of brand awareness from 12Z% to 30.5% (Toop 199? ). As Our understanding of sales promotion increases, it is becoming increasingly clear that it is inappropriate to research and write about promotions by lumping all the different elements of the sales promotion toolkit together and assuming that findings 
relating to one type of tool will apply to sales promotion in general. Given the increasing level of marketing communications budgets being channelled into 
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promotions, there is an increasing need to break down the sales promotion toolkit 
and conduct research into each of the tools within it. 

The Role of Promotional Competitions as a Marketing Tool: The Survey 

Two previous studies, which specifically examined promotional compCtitions (Peattie and Peattie 1993a, b) used observations of 2,646 competitions to make some deductions about how competitions can be used, and are being used, by marketers. 7his earlier research claimed that competitions have the potential to provide a wide 
range of tactical and strategic benefits to marketers beyond simply boosting sales 
volumes or altering sales patterns. This study aimed to try to test whether marketers 
in practice were seeking benefits from competitions, beyond the merely tactical. The 
specific claims that this study sought to test were that promotional competitions had 
the potential to: 

- Improve brand awareness and customer attitudes towards a brand in ways 
that would outlive the competition itself. 

- Stimulate product trial. 
Help to smooth seasonal demand patterns. 

- Act as a two-way communication channel, to help with tasks such as gathering 
marketing information and developing customer databases. 

- Link up with above-the-line advertising campaigns to reinforce advertising 
themes or be used as a basis for advertising. 

- Be used to reinforce point-of-sale (POS) communications efforts. 
- Provide useful public relations (PR) opportunities. 
- Be used as a tactical weapon to try and negate or reduce the effectiveness of 

rivals' promotional efforts. 
To study the use of promotional competitions in practice, we decided to survey 

marketers responsible for managing promotional competitions. To do this, the 
survey was restricted to FMCG brands only. This was partly because it was clear 
from the earlier sample of competitions themselves, that there were considerable 
differences in the way that competitions were used in different types of market. For 
example more than half of aU competitions run in connection with services required 
no Purchase compared with an average of less than 25% across all other markets. By 
concentrating on FMCG brands the research is focused on the area th3t still 
represents the heartland of promotional competitions, and on an area whem 
candidates to study were most readily available. However, It should be noted that 
the findings may vary in terms of their applicability to the promotion of services, 
consumer durables or other non-FMCG brands. 

Over a3 month period, marketing media were monitored to try and locate FMCG 
brands (or families of brands) running national consumer-orientited competitions. 
An initial list of just over 100 brands was developed in this way. The nujority of the 
brands involved were in food, drink or personal carie products. The manager 
responsible for each brand was then contacted 6 months later and permission sought 
to send them a postal questionnaire relating to the competition. Some companies 
declined to take part at this stage so that some 90 questionnaires were eventually 
sent out to explore the managers' perceptions of their promotional competitions and 
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their results. Of these, 48 usable responses were returned, and although fl-ds is a 
Small sample in itself, it represents a considerable proportion of the FMCG 
competitions being run during the survey period. The 6 month time lag was adopted to allow the success of the competition to have 
been (at least to some extent) evaluated. This was a rather arbitrary time interval 
based on practical experience of FMCG promotional competitions. There is the 
Potential problem that the time lag between the completion of the questionnaire and 
the Planning of the competition may allow some distortion to creep in, and some 

-h0C justification of decisions that were made, but it brought the benefit of "*$I 
allowing a more longitudinal picture of the life and role of a promotional 
competition to be appreciated. The initial worry that the manager responsible for 
Organising the competition might have moved on by the time the questionnaire was 
received did not prove to be an issue with any of the responses, although It might 
have explained some of the non-responses. The questionnaire contained a n-dxture of questions based around Likert scales to 
measure managers' perceptions of the role of the promotional competitions, and also 
both closed and open questions designed to build up a clearer factual picture of the 
14"aY in which promotional competitions are planned and managed. 

Results and Discussion 

The results from the questionnaires can be grouped under six general headings for 
discussion as follows. 

Contribution to Sales Objectives 

Respondents were asked to rank their competitions on a1 to 5 scale according to the 
degree to which the competition was explicitly intended to contribute to a variety of 
Possible objectives. Conventional wisdom tends to Hn-dt sales promotions such as 
competitions to, very literally, a tactical promotion of short-term sales. This can 
either be in terms of a temporary increase in sales volume, or in terms of the 
Stimulation of product trial. Certainly the importance of sales Stimulation as an 
Objective was confirmed, since 50% of the sample described increased sales during 
OW competition as being of "'critical importance" and a further 4S% saw it as being 
Of "major" or "moderate" importance. A further 59% saw stimulating product trial 
as an objective of moderate or greater importance. Another possible tactical sales 
Objective for a competition, that of smootl-dng seasonal demand fluctuations, was of 
at least moderate importance to 22% although it was of low importance to 38% and 
no importance to 40%. This is not surprising since seasonality will only strongly 
-affect some FMCG goods such as ice cream, sun tan lotions or soup. 

Competitions, like most forms of sales promotion, are vjýj valuable as a potential 
response to a competitor's initiatives. While a new advertising campaign will 
t)'PicaUy take many months to develop, a promotion such as a competition can often 
be Picked from "off the shelf" and reformulated as a very rapid response (CumnAins, 
1989). The sample results provided some confirmation of d-ds, since over 40% of 
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respondents felt that "reducing the impact of rivals'sales promotion activity' was of 
at least moderate importance to their competition. 

Odier Key Objectives 

Conventional marketing wisdom tends to suggest that sales promotions cannot offer 
the long-term "brand building" opportunities presented by advertisin& and indeed 
the survey results showed that short-term sales uplifts during the competition's 
lifespan was the most important objective. However, for over 60% of the companies, 
achieving lasting market share growth was seen as an objective of at least moderate 
importance. Less important as an objective was contributing to the repositioning of 
a brand, which is perhaps a task much better suited to more long-term above-the- 
line advertising. Repositioning was viewed as being of little or no importance as an 
Objective by 80% of respondents. Given that many of the companies in the survey 
were market leaders, for whom repositioning would be potentially risky and 
tuu, ewarding, the fact that as many as 20% of the companies were using a 
competition to assist the process of brand repositioning could be interpreted as a 
relatively high number, and one which suggests that competitions can play a role in 
Positioning when needed. 

Another area where competitions can make a more long-term contribution is 
through raising consumers' brand awareness. In these days of an ever-expanding 
range of available brands, and ever larger retail outlets, It becomes increasingly 
difficult for products to attract the attention of the consumer. Some of the solutions 
to this might appear obvious. Advertising campaigns can inform consumers about 
new Products, and in-store displays can guide them to the location of the featured 
Products. Unfortunately the reality is not always that simple. Increasingly the use of 
remote controls and videos are allowing TV advertisements to be "zapped" and 
avoided by consumers, and general advertising clutter and consumer hostility to 
advertising is eroding advertisers' ability to get a memorable mewgc across. 
Similarly with in-store promotions, retailers are frequently overwhelmed In terms of 
requests for in-store features. Quelch (1983) found that the average grocery retailer 
was offered around 20 times more in-store displays from manufacturers than they 
could accommodate. Competitions help a product to stand out on the supermarket 
shelf and to attract the consumer's attention. On-pack competitions allow well- 
known and distinctive packages to be varied in a way that attracts attention without 
endangering brand recognition, and many consumers seem to be very attracted to 
the word "win" in big letters on a package. With over 60% of respondents stating 
th3t "increasing consumer awareness" was of at least moderate importance as an 
Objective for their competition, the potential of competitions to boost consumer 
awareness is confirmed. Other comments about the objectives of the competitions 
included "to create an impact at the point of sale", "to increase awareness of the 
range of varieties" and "to heighten in-store interest and increase distinctiveness in 
the marketplace, " which all strongly support the role 61 competitions in attracting 
consumer attention. 

Another potential strategic benefit of competitions is to realign customer loyalty 
by encouraging customers to switch over to the promoted brand. Although this 
Might be assumed to create only temporary tactical benefits, there is evidence to 
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suggest that although there are habitual "switchers" who follow offers around 
within a group of brands, others will follow up promotional purchases with repeat 
Purchases (Cotton and Babb 1978; Rothschild and Gaidis 1981). Again, the sample 
confirmed that promotional competitions aim to encourage such switches with 85% 
Wing it as of at least moderate important as an objective. Respondents were also asked to list any other specific objectives that were set for 
their competition, and the variety of responses provided demonstrated very dearly 
the sort of versatility that promotional competitions provide. Answers touched upon 
Weral themes including the following. 

Infonn4tion. "Communication of product information' and "to help establish a 
dAtabase of current consumers" demonstrated the ability of a competition to act as 
a two-way communication channel between companies and their market. 

Distribution relationships. A number of companies saw competitions as important 
for building or protecting retailer relationships, for example "to protect the 
COmPanYs listing within the store by gaining the store's commitment to the brand" 
2nd'"tc) support a major retailer with a tailored activity, " "to ensure retention of shelf 
SP3cings and depth of distribution" and "to improve trade relations by a 
demonstration of support for the brand. " 

71eme building. Several responses indicated that a competition was part of a series, 
'Or part of a long-term promotional theme; for example -to build on previous years' 
Competitions, thus continuing the promotional theme of the company' and 'to fit in 
%ith the companys promotional theme". 

Stock levels. The "'push" element of some campaigns was indicated by some 
cOmmcnts such as 'for specific increases in in-store stocks. " 

BrJnd building. 7be brand building role of competitions was underlined by the 
COrnments of several respondents with comments such as "for strengthening of the 
brando,,, "to underline the premium brand positioning of the product, ' 'to lend 
"dditiOnal authority to the brand name" and "to establish a unique property for the 
brand that can be developed in future years. " 

AfOnilorin 
,g and Eval=ing COMPetitiOnS 

Perhaps not surprisingly, the most popular method for assessing the effectiveness of 
Promotional competitions 'was to monitor sales figures, which all respondents did. 
The timescales over wWch the evaluation of sales was underthkcn was as follows: 

2 months or less : 19% 
- 3-4 months: 46% 
- 5-6 months : 25% 
- 9-12 months: 10% 
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Although these timescales show that the measurement of sales promotion 
effectiveness is closely tied to relatively short-term sales results, this was not the only 
method of evaluation used. One method of analysing the success of a competition, 
which can be appropriate where sales uplifts are not the primary objective, is to 
count the number of returned entries. Only 12% of companies in the survey used this 
-8Pproach, and it has become less popular in recent years due to the problems posed by multiple entries by individual consumers. One marketing agency in America 
examining postcard entries to a promotional competition found over 1,000 entries had been Submitted by a single individual. For competitions with a high 
informational content (for example where consumers must rank product attributes) 
another approach is to judge a competition in terms of the usefulness of the 
information it provides. Almost a quarter of the companies in the survey employed 
this approach. Such information can provide valuable insights into consumer 
Perceptions relating to the features, quality or positioning of a brand. However, the 
results must always be treated with a degree of caution since the responses may 
reflect the entrants, perception of the "'right" answers rather than their actual 
opinions. 

Other means that companies employed to judge the effectiveness of their 
competitions included both trade-based and customer-based research and involved 
both qualitative approaches (such as judging "on shelf impact of promotion pack") 
and quantitative approaches (such as cost-benefit analysis). Customer-based 
approaches included measurement of factors such as "brand share changesf 
W retention Of customers post-promotion, " and "a sophisticated evaluation technique 
Which looks at the real movements in sales removing other influences, this technique 
can also detect who responded according to age, class etc. " Evaluation approaches relating more to trade issues included: "general feedback 
from the tradef "measuring shelf space before and after promotion; " and 
achieving product stock allocation to retailer. " 

Competition Planning and Management 

Sales promotion is an area where there has been some concern that the growth in use 
and in expenditure has not been reflected in the development of the sort of careful 
Promotional planning associated with advertising campaigns (see for example 
Roger Strang's (1976) "Sales Promotion: Fast Grow" Faulty Ddanagement"). 
Respondents were asked a series of closed questions about the planning and 
management of their competitions (see Table 1). 

These results also demonstrate the flexibility of competitions to combine with 
Other elements of the marketing mIx to create more integrated marketing 
communications campaigns. The fact that nearly half the competitions were linked 
in to above-the-line advertising campaigns provides evidence of further growth in 
%lh, 3t is sometimes called "Spadspend" (linked sales promotion and advertising) and 
also demonstrates the degree to which the mythical "Hri? is becoming increasingly 
vague and permeable. Similarly the number of companies combining a competition 
with POint-of-sale displays, or treating a competition as an opportunity to generate 
some beneficial public relations coverage, demonstrates the communications 
Versatil-ity of competitions. The opportunities that competitions present to engage in 

I 
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two-way communication with customers is also demonstrated by the fact that more 
tl= a tl-drd of respondents were gathering useful customer information from 
competition returns. 

the Effectiveness of Competitions 

Kespondents were asked to assess the effectiveness of the competition in terms of 
achieving its objectives; gaining support for the brand from intermediaries and the 
Salesforce and in terms of reinforcing brand irnage and values (see Table 2). 

These results suggest a relatively high level of satisfaction with competitions as a 
communications technique among those who sponsor them and also a general 
belief in the ability of competitions to reinforce and build a brand as well as 
contributing to sales. Since most respondents were being asked to comment, albeit 
anonymously and confidentially, on something that in most cases they had been 
responsible for planning and implementing, there is clearly a need to be a little 
Cautious about overstating the meaningfulness of this level of enthusiasm. When 
"ked whether or not the company was likely to use competitions to promote the 
brand in future, one company rejected the possibility of future competitions, five 
were uncertain but saw it as a possibility, and a clear Mjority intended to make use 
Of competitions again. 

MaRe 1. Closed questions relating to competition$ 

71e ComMition... 
&Yes' 
(%) 

*NOW 
(%) 

... *As pretested 10 90 

--was exPlicitlY checked against the institute of Ues promotions' code of practice 
during development 95 5 

--was linked to a broader marketing cornmunications campaign including 
49 51 6OVe-the-line advertising 

--*As supported by in-store display 59 41 

--Provided useful information about consumers 37 63 

... was backed by sales promotion insurance 12 88 

-Trovided useful PR opportunities 24 76 

... was run in conjunction with a partner who donated the prize 17 83 

Toile 2. Effectiveness of the competition in achlevinf its ObJecti'll 
ptrceiped Effectir"as 

in... 2 J 45 

-4d1i*ý-g its objectives? r, ý 764 33% 48% 1 Cr/O 

-gain, i-ng support from intermediaries and the sales force? MO no 45% 39% 9% 
JrWorcing the brand's image and values? 2% 5% 33% 43% 1 no 

3, indfective, sucompletely effective 
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a nc 'r"' Role of Competitions Within Marketing Communications 

The final questions on the questionnaire sought to explore the importance of 
competitions within the promotional mix. In terms of frequency, as Figure 1 shows, 
when asked how often competitions were used for their brand, the majority of 
respondents used competitions once or twice a year. The most frequent user of 
competitions ran them monthly, while for another brand the competition which led 
to their inclusion in the sample was the first they had run in 4 years. 

There were some surprising answers in response to the question "Approximately 
wh3t proportion of the brand's marketing communications budget do competitions 
consume? ". The sample was split almost evenly between companies using 5% or less 
of their communications budget on competitions, and those spending more thart 5%. 
Among those spending more than 5% there were nine companies spending 20% of 
the budget or more, and two who were pumping 50 and 60% of their marketing 
communications budget into competitions. Given that the survey consisted mostly 
Of leading brands, the sums of money involved would be very considerable, and this 
kvel Of investment demonstrates that for many companies the expenditure on 
competitions puts them far beyond, a merely tactical weapon. 

Conclusions 

7he results of this survey very definitely support the contention that promotional 
competitions represent a flexible marketing communications tool that is used by 
marketing managers to help them to pursue a variety of strategic and tactical 
Objectives. Some caution should be exercised when interpreting the findings since it 
is a relatively smaU sample. The quality of the responses however, provided support 
for our belief that competitions represent a valuable component of the marketing 
communications efforts of many companies. Almost all of the closed questions were 
AMwered by all, or virtuaUy aU, of the respondents. Only two questions produced 
three or more non-responses, since six managers did not comment on whether or not 

35 
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11'eir competition had been subject to pretesting or promotional insurance. More 
significantly the comments provided in response to the open questions regularly demonstrated respondents' interest in and belief in promotional competitions. For 
example in response to a question about why the company had chosen to run a 
competition, one marketer commented that: 

"it was an important objective of the company to 
highlight the quality image of the product, this objective 
runs contrary to a certain school of thought on sales 
promotion competitions as reducing the quality image of 
the product. " 

This wasperhaps the best demonstration of the emerging view of competitions as a having a potential role as a strategic weapon rather than just as a tactical tool. 
Discussion about the merits of sales promotion has often come in the form of a 

Polarised debate about which side of the "'line" marketing communications budgets 
should be spent (for example Shultz 1987; Jones 1990). This debate has perhaps 
tended to obscure, as often as Wun-dnate, the contribution that sales promotion 
tecluilques can make to effective marketing communications for three key reasons. First many of the most prominent voices within the debate belong to people who are 
currently or formerly key figures within the advertising industry, who perhaps, like 
the Ugly Sisters, are unwilling to give this "Cinderella" element of marketing 
suffIdent recognition or opportunity. Secondly, since discounting and coupons have 
bem treated as representative of all forms of sales promotion, negative perceptions 
about the use of indiscriminate price-cutting have tended to spread across the entire field of sales promotion. Although indiscriminate price-cutting is clearly a 
dangerous and often counter-productive strategy, it may be no less damaging than 
Poorly conceived or executed advertising campaigns. All forms of sales promotion 
represent instruments that can be blunted from over use, or if used clumsily can lead 
to Self-inflicted wounds, but if used appropriately they have the potential to carve 
out a significant contribution to the achievement of marketing objectives. Finally the 
POlarisation of the debate about whether marketing resources should be channelled 
above or below the line has tended to obscure the benefits of an integrated 
"'If keting communications strategy. Bernmaor and Mouchoux (1991), for example, found Promotions to be most effective when backed up by advertisements, and 
Promotions such as competitions can make an effective centrepiece for an 
Advertisement. In 1985 research by advertising agency Frankel & Co found that 
customers' opinion of a brand (on issues such as quality, value and caring about the 
customer) were eight percentage points better in response to adverts featuring 
Promotions than for more conventional "brand sell" adverts. 

The results of this survey raises some questions about the management of 
Promotional competitions, echoing some of the concerns of Strang (1976). Despite 
being a major marketing communications investment for many FNICG companies, a 
Lack Of competition pretesting, and a reluctance to makq use of Sales promotion 
insurance is still the norm. The experience of some very large and sophisticated fums (including Esso, Coca-Cola and Pepsi) shows that competitions can go badly 
Wrong. In the aftermath of the Hoover "Free Flights" fiasco, greater attention to 
Planning, testing and insurance for all forms of sales promotion (including 
competitions) might have been expected. 
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Similarly when it came to measuring the effectiveness of competitions, the vast 
majority of companies relied almost entirely on monitoring short-term sales data to 
assess the effectiveness of the competitions. This could be interpreted as proof that 
the claims about the strategic use of promotional competitions are wishful thinking, 
and that in continuing to measure short-term sales performance, companies are 
simply underlining their real role as a tactical weapon. However, we believe that this 
reflects a tendency among many practitioners to use easily available sales data for 
measurement, rather than to put the time and effort into organising specific research into any longer-term competition impacts in terms of consumer awareness and 
attitudes. However, in cases where companies have gone to the trouble of 
researching the broader communication impact of competitions, the results have 
shown that such promotions can have effects that go well beyond sales. In the USA, 
sportswear brand Le Tigre ran a "Rock and Roar Fantasy" competition, which 
produced no increase in sales, but research showed that it had significantly improved the image of the brand among its target segment of 18-24 year old 
men. 

There is still a great deal of work needed before our understanding of the potential 
of the various tools within the sales promotions toolkit approaches our under- 
standing of advertising. The continued popularity of sales promotions in practice 
Suggests that there must be more to them, than simply a failure of practising 
managers to understand their weaknesses and the superior benefits of advertising. The results of this survey showed that promotional competitions represent one 
Promotional tool that is used for purposes that go far beyond simplistic notions of 
W renting" short-term sales. Hopefully the future will bring further studies that focus 
on other specific sales promotion tools in a way that will allow generalised 
Prejudices against sales promotion to be replaced by a clearer understanding of each 
technique's capabilities and limitations. 
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THE USE OF SALES PROMOTION 

COMP ONS IN SOCIAL MARK NG 
w R ElfIE[R JBy Sue Peattic ý0 

ABSTRAC7 

, It has been suggested that many social market- 
ing campaigns fait because they assign advertising 
the primary role and fail to develop and use all of the 
available marketing mix toots. 

In addition, social advertising has to compete 
Ior the, public's attention with increasingly costly and 
sophisticated commercial marketing campaigns. 
This has led to a growing interest in sates promotion 
lechniques for social marketing. 

Despite the increasing use of sates promotion 
techniques in the commercial sector, they have never 
received the academic scrutiny given to advertising. 
These techniques have traditionally been *bundlecr 
together, with the research conducted being domi- 
nated by vatue-increasing promotions (those which 
alter the product/price 'dear) involving money-off, 
coupons or, *x % extra for free. ' These promotional 
techniques are the least appropriate for social , 
marketing campaigns, which rarely involve either a 
tangible product or an economic price. Value adding 
campaigns (those which introduce benefits not 
directly connected to the core product or Its price) 
such as promotional competitions (also known as 
contests and sweepstakes) or give-aways, are the 
most suitable for social campaigns but the least well 
understood 1. n terms of research. 

This paper discusses alternative obetow-the-line 
promotional too[s and demonstrates how promotional 
competitions - in particular - can help with the 
distinctive communication challenges facing 
social marketers. Experience and research from the 
commercial sector is used to suggest guidelines for 
planning competitions. 
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INTRODUCION 
The term "social marketing" was 

1)15; inaUy coined by Kotler and Zattman in 
1971 to define a process in which marketing 
: tchniques and concepts are applied to 
social Issues and causes, such as health 
Pmmotion and family planning, instead of 
commercial products and services. The last 
20 years have witnessed an increase in the Interest in and use of social marketing in 
A wide variety of social programs. However, one of the criticisms of social 
Marketing to date has been an over- 
emphasis on advertising. 

In the book Marketing - an Introduc- 
60n, Kotler & Armstrong (1990) suggest Vhat '... many public marketing campaigns fa% because they assign advertising the 
; dm, ary rote and fail to develop and use all the available marketing mix tools. " Other 
Authors also have emphasized the need to hve a full complement of marketing mix Cements and not assume that social 
marketing is merely social advertising (Andreasen, 1994, Rothschild, 1979, Kotler 
Z Zattman, 1971). There are several 
Problems associated with the use of social 
Advertising (Bloom & NovelLi, 1981), not least that it has to compete for the public's 
attention with Increasingly costly and 
sophisticated commercial marketing 
c4mPaigns. This has led to a growing interest In sales promotion techniques for 
Will marketing. 

However, two major difficulties stand in 
the way of the effective application of sales 
promotion techniques to social programs. The first is the Lack of a strong and appro- 
Pfiate, research-based academic literature 
telling with sates promotion. Sates 
Mmotion techniques have never received the academic scrutiny given to advertising, 
And they have traditionally been 'bundled" 
toSether, with the research being dominated 
bY value-increasing promotions (those 
*h1ch atter the product/price "deal") 
Involving money-off, coupons or "x % extra 

for free" (Peattie & Peattie, 2994). These 
promotional techrriques are the least 
appropriate for social marketing programs 
that often do not involve either a tangible 
product or a monetary cost. Value adding 
promotions (those which introduce benefits 
not directly connected to the core product 
or its price) such as promotional competi. 
tions or give-aways are often the most 
suitable for social programs, but are the 
Least welt understood in terms of research. 

This paper focuses on one increasingly 
popular promotional toot, the promotional 
competition, and evaluates the opportuni- 
ties that exist to transfer its use from the 
commercial sector into social marketing 
applications. The paper aims to demon- 
strate the synergy that exists between the 
characteristics of competitions as a sates 
promotion tool, and the particular commu- 
nication challenges that confront social 
marketers. It also explores how experience 
and research relating to commercial 
promotional competitions can be used to 
help maximize their effectiveness in social 
marketing programs. 

USE OF PROMOTIONAL 
COMPETITIONS IN SOCIAL 
MARKETING TO DATE 

There are several examples of how 
competitions have been used In social 
marketing programs. A 'Food for Thoughr 
game was used by the National Heart, Lung 
and Blood institute to encourage different 
eating habits in a National Institute of 
Health employee cafeteria. Food informa- 
tion was presented on pLaying-card type 
cards which were given to employees each 
time they made a7purchase. Small prizes 
were awarded to those who acquired sets of 
cards. The competition resulted in an 
increase In the purchase of skimmed milk 
and a decrease in the purchase of bread 
and desserts and In the total number of 
calories consumed (Zibberflatt et al. 2980). 
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Health Promotion Wales (Roberts et aL 
1993) is just one organization that has run a 
competition based on the original "Quit and 
Win Contesf developed by the Minnesota Heart 
Health Program (Blackburn et al. 1994). ALL 
the programs (Lando et. aL 1990 & 1991, 

Experience of their wide- 
spread use in the commercial 
sector can provide useful lessons and guidelines for planning and 
implementation in social 
marketing programs. 0 

An example of a more novel type of 
competition was that organized by the Commu- 
nity Based Family Planning Services in Thai- 
Land. In order to promote birth control, the 
agency stages contests with prizes to the 
person who inflates the biggest "balloon' from 
a condom. The aim of the competition is to 
break down taboos about contraception and is 
just one of the marketing mix tools used to 
encourage birth control in Thailand. 

The use of sales promotion techniques, and 
competitions in particular, in social marketing 
are still in the embryonic stage. However, 
experience of their widespread use in the 
commercial sector can provide useful lessons 
and guidelines for planning and implementation 
in social marketing programs. 

Glasgow et. at. 1985, Lefebvre et at. 1090, 
Elder etal. 1987, Health Education Authority, 
2991) were similar in first using community- based mass media to attract as many 
participants as possible. A second key element 
was the incentive offered in the form of a prize drawing into which successful participants were 
entered. Thirdly, participants were usually 
asked to give up tobacco by a specific date and 
remain abstinent for a period of about 30 days, 
the competition thus covering the period when 
most Lapses are thought to occur. 

The results of the Health Promotion Wales 
competition showed that the most common 
reason for entering the competition was to Stop 
smoking, followed by the chance to win one of 
the prizes offered. Overall, the authors 
concluded that the Quit and Win competitions 
appeared to be a cost-effective approach to 
smoking cessation initiatives in Wales, 
although they needed to be supported by more Intensive methods to help the most resistant 
group of smokers who would be Likely to 
give up. 

In Finland, competitions have also been 
used successfully with teenage school children 
to delay the onset of smoking (Vartiainen et 
al. 1996). Each year 20,000 - 30,000 children have participated in the "No Smoking Class" 
competition, for the chance to win four main 
prizes of 10,000 Finnish marks (U. S. $2,000) 
and ten second prizes of 1000 Finnish marks (U. S. S200). 

WHAT IS "SALES PROMOTION" 
Sales promotion is frequently defined as 

marketing communications which is not 
advertising, selling or public relations; or even 
more simply as 'special offers. " Such defini. 
tions are very simplistic and do Little to 
communicate the versatility, variety and 
complexity of sales promotion In practice. A 
wider definition describes sales promotion as 
umarketing activities usually specific to a time 
period, place or customer group, which encour- 
age a direct response from consumers through 
the offer of additional benefits' (Peattle & 
Peattie, 2994). 

The three key elements to this definition 
are that sates promotions are: 

Non-standard - promotions are usually 
temporary and may be limited to 
certain groups or specific to a certain 
distribution channel. 
Response oriented - promotions seek a 
direct response from customers. The direct 
response sought Is not necessarily a sate. 
Promotions may encourage consumers to 
send for a brochure, visit a dealer or 
consume a sample. 
Benefit oriented - promotions offer their 
targets additional benefits, beyond the 
"standard* marketing mix. The enhanced mix 
could Include extra product. a reduced price 
or an added Item, service or opportunity. 
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The advent of videos and remote controls that allow 
adverts to be "zapped" has eroded television advertisers' 
confidence in their ability to reach target audiences. 
ADVERTISING VERSUS 
SALES PROMOTION 

In some situations, sales promotion can 
D'Irti advantages over advertising. The 1980's 
wiViessed a major shift of expenditure into 
=motions. Figures produced by WWP Group 
1; 7 2989) suggest that by 1988, global sates 
r-omotions had equalled advertising with each 
Amounting for S219 billion, or 39% of non 
ZlItS force communication costs. This shift of 
tin; hasfs reflects growing doubts about the 
Z. q' effectiveness of advertising in the face of 
lielnj prices and advertising "clutter". 

Sales promotion techniques can often P'Pyide more tailored and targeted communi- Wtions than mass media, which essentially Plr-ents one message at a time to an entire 84-itrice (a "shotgun" approach). Promotions 
Q'3 communicate different messages to giffetent customer groups. For example, 14y products were having problems reach- in; their target market, "women aged 18 to 65 and older, ' with a universal advertising `ýeme. This prompted their "Woman of the 1-wid" competition, offering various holiday 
Vites designed to appeal to all age groups, 41; inq from an art tour of London to 

Udrig fn the Far East. 
Another criticism of advertising is that Is often hard to measure its effectiveness. 

-Ifit advent of videos and remote controls that 
SUDw adverts to be "zapped" has eroded ttlevision advertisers' confidence in their 
U4 ! D: y to reach target audiences. In terms of ItIctsurability, the direct nature of consumer %'-POnse to sates promotion makes their short- t ", effects easier than advertising to measure kcutatelY, Particularly with the advent of 110nnation from Electronic Point of Sales 00S) systems. 

In recent years, Heinz has run competi- 
offering prizes worth millions of pounds. 

14--t were backed by a sophisticated monitor- "'; system, using easy-to-complete feedback 

cards to analyze the effects of behavior and 
buying patterns among participants. With 
60% of 30,000 surveyed participants In three 
competitions retuming cards, Heinz has built 
up an accurate picture of the effect such 
promotions can have, and their effectiveness 
when used through different grocery chains 
(Gerrie, 1986). However, one drawback of 
the measurability that direct responses allow 
is that the tess measurable indirect responses 
relating to brand awareness or image tend to 
be overlooked. 

Advertising is often cited as a one-way 
form of communication. The message is seen 
as a "magic bullet" transferring encoded 
information from a sender (the advertiser) to 
be passively absorbed and decoded by a 
receiver (the target audience). 

Advertising is often cited as a 
one-way form of communica- 
tion. The message is seen as a 
d(magic bullet" transferring 
encoded information from a 
sender to be passively absorbed 
and decoded by a receiver.. 

On the other hand, sates promotions 
communicate with the aim of encouraging 
interaction between the producer and the 

consumer, through a test drive, the clipping 
of a coupon, or through a sale. Because 

promotions go beyond the 'magic bullet* 

approach to communication, they create 
opportunities to build relationships not only 
with the consumer, but also with other 
important parties. In the commercial sector, 
three areas in which relationship building Is 

central are in trade promotions aimed at 
retailers and distributors; in supporting and 
encouraging sates activity; and In developing 
marketing partnerships with other companies. 
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Advertising and sales promotion are both 
effective techniques that work best as compte- 
mentary components of a planned and inte- 
grated communications campaign. The commer- 
ciaL sector has witnessed an increased move 
toward such integration with the development 
of 'Integrated Communications" agencies and 
an increase in "Spadspend" (advertising 
expenditures used to reinforce promotions. ) 
For example, McDonald's frequently runs TV 
commercials to advertise their "Happy Meal" 
Promotions. In general, Davidson (1975) 
suggests that advertising improves attitudes 
and sales promotion translates these favorable 
attitudes into a "purchase. " 

SALES PROMOTION: VALUE- 
INCREASING OR VALUE-ADDING 

Sales promotions fall into one of two 
types, value increasing and value adding. 
Value increasing promotions manipulate the 
quantity/ price equation (and sometimes the 

quality/price relationship) to increase the 
perceived value of a product offering. Value 
increasing promotions, particularly coupons 
and price cutting, are the dominant form 

and the type on which the majority of 
academic research into promotions has been 
based. Table I (column 1) Lists the major 
types of value increasing promotions used 
in the commercial sector. 

The second group of sales promotions 
which are often overlooked, are the value 
adding (sometimes referred to as *packaged 
up") promotions. These leave the price and 
core product untouched, and offer the 
customer 'something extra" in the form of a 
free gift, a 'piggy-back" complementary 
product or a competition. Table I also Lists 
the major types of value adding promotions 
used in the commercial sector. The benefits 

can be instant (scratch and win competi- 
tions), delayed (such as postal premiums) 
or cumulative (loyalty programs). 

4pplication of Sales Promotions Techniques for Social Marketing Programs 

ALES PROMOTI 8 NON MONETARY COST- LE PRODUCT ONJYPE' I INTANGI 
oneta st) (but'a tangible product), iy'co (with'a'm' 

VALUE 1NCREASING 
(alters price/quantity or price/quaLity equation) 

Discount pricing X 
X Money-off coupons X Payment terms 

(e. g. interest free credit) 
X 

Refunds 
Guarantees 

X 
X 

Multipack or muitf-buys X 
Quantity increases X X Buybacks X 

VALUE ADDING 
(Offers "something extra" while Leav ing core product and price unchang ed) 

Samples X 
Special features (Limited editions) X 
Valued packaging X 
Product trial X 
In-pack premiums X 

4 In-mait premiums* 
i 4 P ggy back premiums* 
i 4 ft coupons- G 

Info (e. g. brochure, catalogue)* 4 
Clubs or loyalty programs* Competitions* 
" Indicates vatue adding techniques 
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Types of Social Marketing Programs 

NGIB LE, PR0DU CT , ýý 

MONETARY Pu'rch'ase'of'contr'ace'ptives Dentil treatment 
COST P, urchaie of, cycling h. eLmet Eye tests, 

NON Use of contraceptives MONETARY Use of cycLing heLmet 
COST Immunization 

OraL rehydration 

RecycLing 
Safer driving 
Exercise 
Heafthier eating 
Neighborhood Watch 

APPLYING SALES PROMOTION tECHNIQUES TO DIFFERENT TYPES OF SoaAL MARKETING PROGRAMS Ubte 2 illustrates that in general terms, 
40clat marketing programs can be put into bur categories according to whether the 
'4264 Product is tangible or intangible, 
*th a monetary cost or a non-monetary Cost UuCh as time and social, psychological or 11by-ricaL fisk). 

Encouraging the purchase of contracep- lifts or cycling helmets are examples of ; 10; rams that would involve a tangible 
ftAUCt with a monetary cost. In this case, IV Cf the sales promotion techniques tk'jiled in Table I are of potential use. ADwever, the objectives of most social ft, 
- Vams Is to change behavior (Andreasen, 
, 44 

, 
4) In which case only certain of these 4ts Promotion tools are suitable. Intangible product with monetary 
- persuading people to go for dental 

t'41ninations or eye tests means marketing ft InUngibte product (i. e. a service) which ý-I$ a monetary cost. The second column of 'Wt I Illustrates that only certain types of 'e-ýe increasing and certain types of value 4dýlng sales promotion techniques can 10'-'Ibly be used. For example, a trial ý"Ut examination or eye test would be ý`ffkult to offer. Tangible product with a non monetary "fe-l - convincing people to use contracep- t"Its or cycling helmets are examples of t'V4ting a tangible product with a 

non-monetary cost. In this case, all the value 
adding sates promotion techniques are of 
potential use but most of the value increasing 
techniques are not (third column of Table 2). 
it is not possible, for example, to offer 
discount pricing or money off coupons If 
there is no monetary cost involved. 

Intangible product with a non-monetary 
cost - Table 2 indicates that the majority 
of social marketing programs involve an 
intangible product with a non-monetary cost. 
In this case the only types of sates promotion 
that can be applied are premiums (in-pack, 
in-maR or piggy back), gift coupons, informa. 
tion, loyalty programs or competitions. 

ALthough several of the value adding 
techniques (marked with an * In Table 1) are 
potentially suitable for all four types of social 
marketing programs, there are some particular 
characteristics of competitions that make 
them especially well suited. 

HOW PROMOTIONAL 
COMPETITIONS CAN HELP TO 
OVERCOME THE BARRIERS TO 
SOCIAL MARKETING PROGRAMS 

Several authors have commented on the 
particular problems that are encountered 
when trying to apply commercial marketing 
techniques to social marketing programs 
(Bloom & Novellf, 1981, Kotler & Zattman, 
1971, Lefebvre, 1992, Kotler & Andreasen, 
1991). In some situations, promotional 
competitions offer the opportunity to 
overcome some of these hurdles. 
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PRODUCT 
Often, the social product is either intangible (such as human rights) or allows 

Uttle flexibility in being adjusted to meet 
the needs and wants of the target audience. 
By using attractive point of contact material, 
competitions can add a tangible dimension 
to an intangible product. Social marketers 
often segment on the basis of risk to the 
consumer (Bloom & NoveLLi, 1981). For 
example, they will target their efforts at 
heavy smokers, or those who are very 
overweight or obese. The implication of this 
segmentation approach is that social 
marketers are often faced with target 
markets who have the strongest negative 
disposition toward the social product. This 
Is the exact opposite of the situation faced 
by most commercial marketers. A competi- 
tion can add appeal to a social product that 
may not be particularly desired by the target 
audience, such as a smoking cessation course 
or a weight loss program. 

PRICE 
In many situations, social marketing 

Programs do not involve a monetary cost to 
the target adopter, but rather other costs 
such as time, fear or inconvenience (e. g. 
immunization). In other cases, the benefits 
of adopting a particular type of behavior may 
not accrue directly to the individual. The 
aim of the social marketer is therefore to 
change the perceived cost/benefit ratio. In 
some circumstances it may not be possible to 
reduce these costs but competitions and 
give-aways are both methods of increasing 
the personal benefits to the target adopter. 
Competitions offer the additional advantage 
of being more cost effective and offering 
9teater cost certainty than give-aways when 
redemption rates are unknown. 

PLACE 
This describes the way the product 

ftaches the target adopter. For a tangible 
Ptoduct, this refers to where it is sold or 
given out. Competitions can be effective, as 

a means of attracting target adopters to 
certain preferred distribution outlets. For 
example, a family planning program may 
prefer contraceptives to be issued from health 
clinics rather than retail outlets, so 
that medical check ups can be conducted, 
instructions in their use can be provided or 
the quality of the products can be assured. 

PROMOTION 
There are several approaches that market- 

ers can use to communicate with their target 
market. These include advertising, public 
relations, personal contact and sales promo. 
tion. Bloom & Novetli (2981) identify a 
number of problems associated with the use 
of social advertising. As well as the problem 
of only being able to communicate limited 
amounts of information, social advertising has 
to compete for the public's attention with 
increasingly costly and sophisticated 
commercial marketing campaigns. Even if 
organizers can meet the advertising cost, they 
may fear the effects on other social marketing 
programs if they also then are forced to pay 
for advertisements. Charitable organizations 
or government agencies may fear criticism 
about funds being used to pay for this 
expensive form of promotion. Particular care 
also needs to be taken when dealing with 
sensitive issues such as AIDS or anti-smoking. 
For example, there was widespread 
condemnation that the "AIDS Iceberg 
campaign" either confused the audience or 
Increased their fear of the issue. 

Using competitions can help to achieve 
a number of strategic and tactical objectives 
such as: 

creating awareness or interest in a program 

reinforcing advertising themes 

providing an opportunity for 
personal contact 

allowing more targeted communication 

as a method of countermarketing (Kotler & 
Fox, 1980). For example, Sweden has put 
much effort Into countermarketing the 
promotion of alcohol consumption. 
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! 'I many situations, social marketing programs do not involve 
r monetary cost to the target adopter, but rather other costs 
1.1c -h as time, fear or inconvenience (e. g. immunizzation). 
1ARTNERSHIP 

'When planning social marketing 
um; aigns, *partnership" is regarded as an i-Vortant additional *P", along with "policy" 
8rd *Politics. ' Given the complexity of most U: ial and health issues, the majority of Um; aigns need the help of other organiza- liDn'. Partnerships can be formed with a Onr-y of other bodies including the media, ; 01, Tmrnent and non government agencies, Umminity groups as well as businesses. 
**-&'-"Y authors have discussed the benefits and ; i-'&Us of such partnerships (Andreasen, 1996, tD= et aL 1995, Arnott, 1994 and Barry, ' 3H) and close attention needs to be paid to 
MI; te that the cause is not damaged by 
1140dation with other organizations. Competitions offer the opportunity to tgU Pifterships with other groups as well 4 Urget adopters, either through joint 
'4ýtfons or by using competitions as an ýC"ve to gain cooperation. 

An example of a successful partnership *-ween the media, business and a non 12wernment agency is illustrated by the rMindal Time? *Lunch for Five Pounds' 
ftnOtion (Fr 1998). Now in its fifth year, ý14 is a joint ýenture between the FT, over 5ý2 restaurants In the UK and the Save the thL, Iten Fund. Over a two-week period, ItIn, bers of the public are invited to enjoy a 4tdal menu at a discount price. In return, 11'ry are Invited to make a donation to the 
4vt the Children Fund (Last year this 1%1; nted to E43,000, which was enough to llltd seven medical centers in Africa) and 144t the quality of the restaurant by 
UM'Ptetlon of a questionnaire. for participating restaurants, It is an 'ý%Portunity to not only be associated with a ýýd CA u se" but also to attract new customers. q "Ir" Addition each participating restaurant has 
,, tit thanceto win a substantial cash prize In 

three categories. There is also a prize for the 
restaurant which raises the most money for 
Save the Children. ALL completed question- 
naires from the public are automatically 
entered into a draw for three prizes of dinner 
for two up to a value of UOO. 

MARKETING PLANNING 
AND EVALUATION 

In order to determine the most effective 
marketing mix, an organization needs to have 
information on the needs, wants, perception, 
attitudes and habits of Its market. Social, 
marketers typically find that they have less 
useful, secondary data avalUbte about their 
consumers. Competitions offer an opportunity 
to gather information about the target 
audience or build up a useful mailing list. 
Similarly, competition entry forms could be 
used as some measure of the reach of the 
social program in terms of numbers and 
characteristics of the target adopter. 

USING THE EXPERIENCE 
OF COMMERCIAL SALES 
PROMOTION COMPETITIONS 

In the commercial sector, competitions are 
now used by all types of organizations (Pe3ttie 
& Peattie, 1993) from supermarkets to water 
companies, charities, estate agencies, banks 
and even solicitors. 

Promotions involving prizes are typically 
classified into four types (Cummins, 1989). 
" Competitions - which Involve skilL 
" Draws - free games of chance with 

no aptay'" element 
" Games - involving no skill, but some 

4'pLay" element. 
" Lotteries - games of chance with an entry fee. 

This article uses the term *competition' to 
cover the first three categories, as lotteries 
tend to exist relatively Independently of the 
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product and service they promote. The 
Introduction of the National Lottery, which is 
a product in its own right, makes it even more 
reasonable to treat this type as a separate 
category of promotion. 

There are many types of competitions that 
can be run, for example, devising a slogan or 
a name, answering questions, order of merit, 
or estimating a time, quantity or distance 
(Peattie & Peattie, 1993). Most are a hybrid 
of two types. 

In the commercial sector, for example, 
the most common form of competition 
involves answering questions and devising a 
slogan. Each type of competition has advan- 
tages and disadvantages, depending on the 
marketing objectives of the campaign. For 
example, an order of merit competition can 
encourage the target adopter to focus on the 
benefits of smoking cessation, and at the 
same time, research the relative importance 
that the competitor attaches to each. Of 
course, care must be taken when interpreting 
these results as the competitor maymerely be 
ranking according to the order he/she per- 
ceives the judges wiLL choose rather than 
being a reflection of their personal values. 

As with any form of marketing communi- 
cation, the success of a competition depends 
heavily on the use of an effective media to 
bring it to the potential consumers' attention. 

In the commercial sector, the most 
popular method of delivering the competition 
is the point of sale leaflet. In social market- 
ing programs, this can serve several objectives 
such as adding tangibility to an intangible 
social product, or acting as an opportunity for 
personal contact. For tangible social prod- 
ucts, special promotional packaging or leaflet 
attachments are both ways of gaining atten- 
tion. Where the objective of the program 
includes getting the target adopter to read 

As with any form of market- ing communication, the 
success of a competition depends heavily on the use 
of an effective media to bring it to the potential 
consumers' attention. 

and absorb relatively Large amounts of 
information, a booklet could be produced 
which includes a competition entry form 
requiring the competitor to answer questions 
on the material. 

Another aspect that needs to be 
considered when using competitions Is what 
prizes should be offered. In the Premium 
Incentive Business/Better Homes & Gardens 
(PIBBHG, 1989) survey of 500 US households, 
they found that for 48% of entrants Into 
competitions the prize was important (even 
though 62% also said they entered *just for 
fun"). Apart from the number and value, the 
other key dimension of competition prizes 
is their nature. 
Prizes can be: 

" Financial; - cash, vouchers or property bonds. 

" Materiat; - cars, hi-fis and white goods are 
popular prizes. 

" Experiential; - holidays, meats, days out or 
flights In hot air balloons. 

" Rare; some prizes are of value, but cannot 
commonly be purchased by consumers such 
as lunch with Barbara Cartland (Dairy Milk), 
or a family portrait taken by Patrick 
Lichrield (Boots). 

in trying to make the prizes, and there. 
fore the competition attractive, the social 
marketer has severaL options. 
" Choose a prize(s) that wilt appeal to the 

target audience. 
" Make the prize 'speclar; as well as 

simply valuable. 
" offer flexibility e. g. offering cash 

altematives, to goods and services or a 
variety of holiday destinations to 
choosefrom. 
offer variety. One manufacturer offered a 
Jaguar car, a Spanish villa, a light aircraft 
a yacht and E5,000 as 3 single prize. 
Although most program budgets would 
not stretch to this, the same principle 
could be applied. 

The attractiveness of the competition Is 
related to the expected value (or rather 
utility) of the prizes, and the perceived 
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9n*&bitity of winning. Marketing budgets are 
Us"Lly limited for social programs ruling out the opportunity to offer "bonanzas" (many 
Pnrn of a high value) as illustrated in Figure 

However, depending on the objectives of 
Program and the lifestyle patterns and 

P%4etences of the target audience, the SOCIdl 
MMeter can choose to offer a few prizes of 
t"O value (jackpots) or a Large number of 
V-41; vely low value pri7es (everyone a winner). 

Measuring the effectiveness of 
"IMPetitions by studying the competitions *1*ftiselves is not easy even in the commercial 
141Ctor. There has been little academic 
'Iftearch examining the effects of competitions 
Of, sales turnover, but there is evidence from 
*I'* reUted field of generating mail survey 
'ftPons, es which suggests that competitions 
Wt effeCtive. McDaniel and Jackson (1984) 
40und that the offer of a competition acted as 
Im. incentive, but noted a threshold effect in 
14"7"s of size of the prize that had to be 
O"eted. Gajraj et at. (1990) noted that the 'Otltry incentive... clearly increased the 
IeWnse rate very substantially. " Another 
"WASUIre developed by Peattie & Peattle 
'*"3) involved measuring the "marketing 
-"*gration" to try and assess the potential 
r"ectiveness of competitions. 

Competitions vary in terms of whether 
"ther the prize - or the mechanics of the 
ýOmPetition - relate back to the product beiriq 
ftfnoted. In their survey, this was used to 
R*te the competitions as high, medium or tow 
"I t&fms of marketing integration. [or 
tOmple, in a social marketing program to 

"nr)! e requi, it vxvrciýe, the pri/e ( outd he 
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free membership of i eisure centre uSiriq a 
competition which involves ranking the benefits 
of regular exercise. This would be classified a 
having a high marketing integration as the 
product, prize and competition are all related. 

Competitions aTe now widely used in the 
commercial sector. The experience gained by 

marketers is being used to create more innova- 
tive and effective competitions. Social market- 
ers can aLso benefit from this knowledqe to add 
another dimension to lheir marke*'-lq toolki',. 

GEMNG THE MOST 
OUT OF COMPETITIONS 

Sever a[ a tit hor,, ý, jý h w, ( it- ri, i ri% (I 
loop (1991) and Keor & Bayer (1986) have 

put forward useful planning guidelines for 

marketers on the practicatities of running sales 
promotl . ons. The COMPETF checklist developed 
by Peattie & Peattie (1993) has been adapted 
below specifically for social marketers. The 

checklist prompts the consideration of 
seven key areas: 

Co-sponsors wiR the competition be run 

only by the program promoter, or run in 

partnership with another organization, such 
as an intermediary or a corporate sponsor? 
Does the partner have any prior experience or 

expertise in running competitions? Could 

they contribute toward the cost of running 
the competition or the prizes? Are there any 

eil, icat implications? 

Objectives what are the marketing 
objectives of the competition? Are these 

compatible with the objectives of the overall 
program? What message will it 

ý, Pnd to the target adopters? 

Mechanics - how will the competition be 
de%I(Ined, delivered, entered and judged? 
How can the mechanics of the competition 
best meet its objectives? What form of 

competition will most appeal to our target 

adopters? Could focus groups be used to 
investigate this and other aspects of the 
design? What could go wrong logistically and 
flow could it be prevented? 

Prizes - what number and value of Prizes 

wI[l be required to make the competition 
attractive? Can the prizes be chosen to 

reinforce the program objectives? What 

liri7e% wit( attract target adopters! 
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" Expenditure - how much of the marketing 

budget and time of the program organizers 
should the competition consume? Will, 
outside expertise be needed? How can the 
judging be made as simple as possible? 

" Timing - should the competition be used 
to create awareness of the program, provide 
the opportunity for personal interaction, or 
used to reinforce behavior? Should the gap 
between launch and the closing date be 
tong to maximize the effect, or short, to 
prevent Loss of target adopter interest? 
How tong should Leaflets and posters be 
displayed for? 

" Evaluation - how tong will the effective 
ness of the competition be measured in 
terms of achieving its objectives? Who 
should be responsible for evaluation, when 
and using what measures? 

Asking such questions before organizing a 
competition may seem like extreme common 
sense, but the effectiveness of sales promotion 
management has been questioned (Strang, 
2970). In addition, history has shown that 
ewn Urge and sophisticated companies such 
as Esso, Coca-Cola and Hoover (Peattie & 
Peattie, 1994) with a tong track record of 
successful sales promotions can be caught out 
if the promotion is not carefully planned. 

CONCLUSION 
For social marketing campaigns to be 

successful, all aspects of the marketing mix - 
price, productý place and promotion - need to 
be considered. In some cases, initial needs 
analysis may indicate that equal or greater 
attention needs to be paid to the price, 
product or place. However, if the analysis 
Indicates that promotion is an essential 
component of the marketing strategy, then it 
IS Important that both above-and below-the- 
Une promotional techniques are considered. 

In the same way that social marketing has 
been restricted by the dominance of social 

' advertising, the perception of sales promotion 
techniques has been limited by the 
over-emphasis on value Increasing types of 
promotion (such as coupons and discount 
Pricing) and by being associated with a narrow 
range of industries, in particular packaged 
food and consumer goods. 

In recent years, the situation has 
changed as sates promotion has spread 
rapidly into non-traditionaL sectors, such as 
financial services (Addison, 1988). Linked to 
this development has been the increasing 
use of value adding type sates promotions 
(such as competitions and give-aways) which 
are often more appropriate for intangible 
goods and services. Experience from the 
marketing of FMCG has shown that sates 
promotion can provide opportunities to 
change the consumer's whole relationship 
with a given brand (Peattie & Peattie, 1994). 
For example, consumers who are satisfied 
with a promoted brand have an increased 
probability of repeat purchases in the future. 
This is particularly true of previous non-users 
(Rothschild & Gaidis, 1981). Nielsen 
Promotion Services found that 55% of 
consumers who enter competitions will select 
a brand because of a competition and that 
95% of those will repurchase in the future. 

The proven ability of competitions to 
create Lasting changes in attitudes and 
behavior demonstrates that they offer a 
highly flexible and cost effective means of 
marketing communications when property 
managed. Research evidence (Peattie & 
Peattie, 1994) also shows that promotions 
are particuLarty effective when used 
in conjunction with advertising. This 
suggests that if promotional activity is 
considered to be a necessary component of a 
social marketing program, complementing 
social advertising with promotional competi. 
tions could provide a winning formuU. 

IMPLICATIONS FOR SOCIAL MARKETING 

Promotional competitions an provide an 
alternative, yet cost effective, means of 
communicating with the target audience 
in social marketing programs. Experience 
of their use in the commercial sector can 
provide useful lessons and guidelines for 

planning competitions. 
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Skin cancer is the world's most prevalent form of cancer, 
yet it Is one of the most preventable. Examines the 
challenge of communicating the *sun-safety* health 
education message to teenagers. Teenagers represent a 
key audience, because skin-cancer risks are strongly 
linked to sun-exposure behaviour and experiences during 
adolescence. Focus groups Involving those concerned 
with child surv-safety were conducted In both Australia 
and the UK. In-depth Interviews with UK teenagers were 
used to explore their experience of the Internet and their 
opinions on Its potential as a channel for promofing sun- 
safety. Both Australian and UK teenagers felt that they 
tacked Information on sun-safety. interviews showed that 
teenagers thought that a good Web site should have 
"d of access, ease of reading and navigation, good 
links, audio-visual effects and Interactivity. They saw the 
Internet as potentially useful In providing information 
about sun-safety, suggesting the use of cele! )rities. prize$ 
With competitions, and teenage- rather than health- 
oriented sites. The evidence from this research suggests 
that sun-safety is a health education Issue on which the 
particular communication characteristics of the Internet 
can be utillsed to good effect The results suggest 
considerable synergy between the Internet as a medlium, 
sun-Safety as a message and teena" as an audience. 
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-i ne suaience is tne Key to au iorms ot 
communication. The nature of the message, 
its tone and the media through which It is 
delivered should be shaped. not by the needs 
of the communicator, but by the nature and 
needs of the audience. I Italth education 
messages will only be cl1cctive, if they arc 
communicated to the target audience through 
media to which they attend, and by using 
words, images and a tone which they will 
accept (Andrcascri. 1995). 

One crucial health education message 
concerns skin cancer prevention through 
"sun-safc" behaviour. Skin cancer is the most 
common form of cancer, with three times the 
global incidence of the second most common, 
lung cancer (Armstrong and Kricker, 1995). 
Two out of three Australians and one In six 
Americans are likely to get skin cancer at 
some point in their lire (Giles a al., 1989; 
Pion, 1996). creating an estimated annual 
cost of managing this disease In Australia of 
AS400 million (Martin, 1995). Despite its 
prevalence, it is a highly preventable health 
risk. 71c US Skin Cancer Foundation 
estimates that simple changes in behaviour 
such as avoiding the mid-dsy summer sun, 
and making appropriate use of sun-4crecri, 
hats and 'long* clothing, could prevent up to 
90 per cent of cases (Skin Cancer 
Foundation. 1989). 1 Icalth education has 
been central to attempts to bring about these 
behaviour changes (Buller et at, 1996; Morris 
and Elwood. 1996). 

71c aim of this paper is to evaluate the 
potential of a specific health education 
medium. the Internet, as a means of 
communicating the sun-safety message to 
teenagers. The focus on teenagers might seem 
curious, given that sun exposure occurs at all 
age%, and skin cancer incidence usually occurs 
much later in life. 'Mere are several reasons 
why teenagers form the most Important target 
audience for health education about sun. 
sarety. The risk of melanoma can be doubled 

by even one incidence of serious sunburn 
before the age of 18 (Mwood tt al., 1990). A 

total of 80 per cent of sun exposure occurs 
before the age of 18 years (Weinstock a a!, 
1989). Teenagers are particularly at risk from 

over-exposurc to the sun, with adolescent 
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males having the highest incidence of sunburn 
of any group (Edmonson, 1997). Despite the 
importance of reaching this key audience, 
relatively few intervention programmes have 
specifically targeted children or adolescents 
(Rossi et at, 1995). nose doing so have 
generally produced relatively short-term 
changes in knowledge, awareness and 
perceived susceptibility, but not in behaviour 
(Fork et at, 1992; Goldstein and Lesher, 
1991). 

Specifics of the communication 
challenge 
Communicating with teenagers on health 
issues and influencing their behaviour are 
notoriously difficult (Hughes et aL, 1993; 
Vitols and Oates, 1997). Key challenges in 
communicating the sun-safety message 
include: 

0 Peer pressure. just as teenagers may smoke 
or drink, because they perceive it to be 
fashionable or acceptable to their peers, 
so they may see a tan as desirable, or 
reject wearing a hat for fear of looking 
" uncool". Research by the US Academy 
of Dermatology found that 75 per cent of 
the 12-19 age group knew that sun 
exposure damages the skin, yet positive 
attitudes to tanning persisted. two-thirds 
of teenagers felt that they looked better, 
healthier, more sophisticated, older and 
thinner with a tan (Dortch, 1997). 
Wichstrom (1994), in a study of 
Norwegian adolescents, observed strong 
peer pressure effects relating to both 
sunbathing and sun-screen use. 

0 Relevance. This can be diflicult, given the 
time-lag between the initiating 
carcinogenic event (childhood exposure) 
and diagnosis of the melanoma 
(Armstrong and Kricker, 1995). For most 
teenagers, skin cancer Is not one of the 
"here and now" health issues, which 
include smoking, drugs and safe sex. 
Rossi et al. (1995) stress the importance 

of "personalising" the issue of skin cancer 
risks to overcome the "optimistic bias" 

typical among teenagers. 
Cancer taboo. Cancer, like Aids, is a 
subject that tends not to be openly 
discussed. particularly with children 
(Sontag, 1977). 
Compkxiry. Smoking, alcohol and drugs 

are relatively consistent in terms of the 
dangers they pose among circumstances 
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and individuals. The dangers of solar 
radiation vary according to your genctic 
heritage, clothing, activity, position, 
altitude, and according to the prevailing: 
latitude, weather, time of day, season and 
ozone density. 
Knowkdge bam. Research evidence 
suggests that attitudes towards sun 
exposure are changing, but significant 
Caps in knowledge and understanding 
persist (Foltz, 1993; Martin, 1995). 
Commonplace myths exist relating to sun 
exposure, personal risk factors and 
protection strategies (Douglas er aL, 
1997, Marks and I lilt, 1988). The 
misconceived notion of a Osare tan", for 

example is widcsprcadý especially smong 
teenagers (Vail-Smith and Felts, 1993, 
Weiler, 1991). 
Vmitadom olcontyntiond channeh. 
Finding an appropriate channel to reach 
teenagers can be difficult. I Icalth 

professionals can act as an authoritative 
source, but healthy adolescents may not 
come into contact with them. Although 

schools are an obvious channel, sun- 
safety typically gets overshadowed by 
health topics such as smoking, drugs, 

alcohol and safe sex within the *life skills" 
clement of the curriculum (a curriculum 
element which has been constrained by 
the development of the UK National 
Cufficulumý This can be demonstrated 
by the bias within the child health 
literature, where In a rc%icw of 000 
articles (published 1983-1995) 
concerning smoking. alcohol and solar 
protection among school-age childretu 97 
per cent concerned the dangers posed by 

smoking and alcohol (L)magh et 41. o 
1997). 

one potential solution to the challenge of 
reaching teenagers with the sun-safety 
message is to use the Internet. This. however. 

moves an already difficult challenge for health 

educators Into relatively uncharted territory. 

The Internet's poicritlid as a inedluni 
Youngsters can Increasingly be found and 
reached online; for example, 82 per cent of 
Amtricans ogtd from three to 18 use 
computtri at home, school or both. 
Teenagers connecting at least monthly grew 
by nearly 70 per cent between 1998 and 1999 
(Gallanis, 2000), and it Is estimated that by 
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2002 there will be 15.3 million American 
teenagers online. The term "Generation Y' 
was coined by demographers, to describe 
these youngsters, who are at the leading edge 
of a huge bubble of computer-literate people 
in industrialised nations. They average some 
nine hours per week online, which is 38 per 
cent more than the typical "wired" adult 
(Forrester Research, 2000). 

Gradually the Internet is displacing older 
media such as television and newspapers as a 
prime source of important information. In 
terms of communicating the sun-safety 
message effectively to teenagers, the Internet 
is an increasingly obvious mediurn to use, 
partly because they are becoming harder to 
reach using traditional media (Wellar, 1999). 
Teenagers now watch less television than 18- 
49 year olds but spend more time online than 
any other demographic group (Forrester 
Research, 2000). The Internet is central to 
teenagers' search for information on any 
subject. This May be to support school 
assignments, or to further their leisure 
interests. Less obviously, this new virtual 
sphere has also become an alternative to more 
traditional meeting-points for adolescents, 
such as the school-yard (jonsson-Smaragd4 
1998). For many, the Internet is a primary 
way of communicating, often rendering face- 
to-face interaction unnecessary (Forr ester 
Research, 1999). 

From an international perspective, the 
Internet may have a limited impact in 
supporting education for health concerns, 
which are most prevalent away from countries 
with high Internet usage rates (e. g. Aids 
awareness). For skin cancer, however, the 
highest Internet usage rates (Nielsen/ 
NetRatings, 2000) are among mostly white 
Westernised populations, who also have the 
highest skin cancer risk (i. e. USA, Australia 
and New Zealand, the UK, and Scandinavia). 
All these regions seem set to follow the US 
model, where the Internet Is central to leisure 
and information gathering. Through it 
teenagers are creating national and 
international "surrogate eytended families" of 
peen (Smith, 2000). 

Key characteristics of Internet 
communication 
17he Internet has a number of characteristics, 
which have relevance to its potential as a 
health education meditun and make it 
especially attractive to teenagers: 
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Empowermtnt. Unlike conventional 
advertising, It is the user who controls 
how they manage the content and the 
timing of the communication procCSL 
Cuswmijabdiry. Web marketers have 
increasingly tried to develop 
relationships with customers by 
providing personalised services based on 
information from the user (Fletcher, 
2000). 71is mass customisation appeals 
to today's teenagers, who, more than any 
preceding generation, crave individuality 
and the personalised approach (Smith. 
2000). Personalisation is a key feature of 
the most popular teenage Web site, 
Bolt. com. which provides horoscopes; 
personal planners; and sections for -my 
friends", "my clubs", and "my tap*. In 
a health education context, online 
rnessages* unlike traditional media, 
could be tailored according to the 
teenatees staiewithin Prochaska and 
DiClemente's (1983) Behavioural 
Change Model. 
ImmeSacy. 71is is another strength of 
Internet communication. Online 
information search requests can get an 
almost Instantaneous response, and on- 
screen information "tickers" can 
provide real-time news and information 
updates, 
Inter-wrinectitiry. The Internet Allows 
individuals, organizations and businesses 

with a common interest to become highly 
inter-connected across international 
barriers. This can be achieved through 
links between sites and special services 
such As "Web rings*. 

Methodi 

7"his paper brings together two elements of 
primary research. Mic first element Is bitted 

on focus groups exploring progress towards, 
and barriers to, sun-gafety (particularly for 

children) conducted in Australia and the M 

ne second clement Is based on In-depth 

interviews with UK teenagers. which explored 
their experiences of the Internet and their 

opinions of Its potential as a channel for 

promoting sun-safety. 

Focus groups 
ne focus groups formeJ part of a larstr. 
more general sun-safity projecL 
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Although focus groups have often been 
under-utilisod in health promotion (Basch, 
1987), they can be vital, particularly early in a 
campaign, to discover the knowledge, 
attitudes, practices and beliefs of the target 
adopters (in this case teenagers) and other 
stakeholders (Andreasen, 1995). These were 
all key themes within the focus group 
discussions, held in Launceston, Tasmania 
and Cardiff, UK. 

Tasmania, the Island State which lies south 
of the mainland, has a population of 
approximately 450,000, of whom 94 per cent 
are descendants of European (particularly 
British and Irish) migrants. It also has the 
world's highest incidence of non-melanoma 
skin cancer (Armstrong and Kricker, 1995). 
Although these cities are on opposite sides of 
the world, they have many similarities in terms 
of economic history, culture and topography 
(e. g. driving time to nearest beach). 

Recruiting focus group participants was 
structured around recruiting schools willing 
to participate, which overcame many of the 
practical and ethical difficultics that can arise 
in using children as research subjects (Todd, 
2000). Then a "snowballing" approach was 
used to identify groups of adult participants 
from the schools' catchment areas. 

The groups in each country Included three, 
with different ages of children (six to seven 
years; ten to 11; and 15-16); and adult groups 
including parents; school stakeholders 
(including teachers, 13TA representatives, and 
governors); health professionals; and coaches 
and supervisors of groups relating to 
children's sports and outdoor activities. In 
total, 16 focus groups were conducted. The 
focus groups involving teenagers were held 
during the school day, and lasted about one 
hour. The adult focus groups typically lasted 
ground 90 minUteL 

For each session, Invitations were Issued, 
aiming for a group of between six and nine 
participants (achieved for almost all groups). 
Each session was run by two trained facilitators 
and was recorded for transcription and 
analysis. Participants were not informed of the 
specific topic beforehand, but were Invited to 
*a discussion on child health and safM". Ile 
questions used were piloted beforehand, both 
by consultation with relevant experts and 
testing In pilot discussions. Question sets 
varied between groups depending on their age 
and background, but typical issues covered 
included: 

140" WWA60 
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0 factors creating awareness of skin cancer, 
0 perceptions of risks, and factors 

Influencing risk; 
0 understanding of the links between sun 

exposure and skin cancer risks, and of 
factors influencing the intensity of UV 

radiation; 
" awareness and understanding of 

strategies to reduce sun exposure; 
" perceptions of barriers to practising or 

promoting sun-safety-, 
" perceptions of the effectiveness of health 

education campaigns aimed at promoting 
sun-safety, and methods by which they 
could be improved. 

7le initial focus group discussions covered a 
wide range of issues, but the challenge of 
communicating cffectively with lecnagers was 
one of the most recurrent thcmes, and lntcmet 
use was suggested as a powntial solution, 

One-to-one Interviews 
To further investigate the potential for the 
Internet as a mediun-4 20 in-depth one-to-one 
discussions with Internet users (seed 15-16 to 
correspond with the age group interviewed 

previously, and orenly split between the 
sexes) were act up to explore the Issues 
Involved. Participants were Mentified and 
contacted through the schools used In the 
focus groups. Again questions were pre. 
piloted, and responses recorded and 
transcribed. Ile question set used within die 
interviews covered. 
a Internet warit - length of u6age. 

frequeriM location, purpose. 
0 atrin&W towarth the Inimwt - usefulness, 

reliability and limitations; 
0 treb-tite tkii4m - elements of good and 

bad design, and preferences; 
0 um of other mAEJ (i". Ang TV, rjJij, 

mig. tzinera"J newipapert) - nature, 
frequency. purpoise and duration; 
onfind incentitvi - the potential for 

promotions such as online competitions 
to encourage interaction; 

sun-wfery - existing knowledge and 
sources of information; 
potentijI. Pr otdint iun-s4lety prowotým 
style of message, location. perceived 
credibility, methods to encourage 
attention and Interaction. 

lit Interviews Scricrally lAsted bttween 30 

minuta and one hour. 
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Results 
Focus group results: teenagers and 
sun-safety 
Several themes from the focus groups have 
relevance for health educators seeking to 
promote sun-safety to teenagers: 

774 "communication gap" 
Ile suggestion that teenagers as a group are 
perceived to be hard to influence was widely 
echoed within the adult focus groups. Words 
like "difficult" and "hopeless" figured 
frequently. One Australian doctor (and 
parent) put it thus: 

I Just tend to think that you lose control. once 
they hit adolescence or from about ten to 20 
years old. That's the group that tends to not 
want to abide by the rules. Up until ten, then 
you've got control, then after 20 they start to 
become more sensible. 

77he teenagers themselves, in Australia and 
the U144 saw themselves as open to 
Information and education, and to 
behavioural change, provided that the 
communication was informative, not 
too coercive in tone, and backed up by 
consultation on Issues like school sun-saiety 
policies. 
The 11-year oU watershed 
One striking result from the focus groups in 
both countries was the role played by the 
transition between junior and senior schools. 
77his seemed to represent a boundary or 
watershed at which rcsponsibdity for sun- 
safety was to a large extent abdicated from the 
adults to the children in both countries. 
Parents and teachers both tended to stress the 
importance of encouraging children of junior 
school age to practise sun-safety, and the 
apparent "impossibility" of doing the same 
for senior schoolchildren. 77his was also 
reflected within schools managemenu 
particularly in Australia, where junior schools 
were far more likely to actively enforce a 
sun-safety policy. 

Awareness raising versus iqformarion provision 
When asked about existing sun-safery 
promotion, both Australian teenagers and 
adults felt that awareness raising was over- 
emphasised, at the expense of the provision of 
information. One Australian teenager, when 
asked about the sun-safety Information at 
school, commented. 

We've just been told, that's all - we don't get any 
facts or anything. 

They Wt. however, that unsafe behaviour was 
often related not to a lack of awareness or 
poor decision making, but to changing 
circumstances or lapses in memory. They felt 

that most teenagers' incidence otsunbum was 
not a question of choice; but was caused by 
factors such as unexpected changes in 

weather, tennis matches becoming prolonged. 
or simply forgetting to pick up a hat when 
leaving the house in a hurry. 

In the UIC. teenagers felt that both 

awareness raising and information were 
lacking. One commented. 

I don't think that the dingen of the sun are 
advertised wcll. esptclally In this country where 
we don't gct muds sun. I think we should be 

made more aware of the dingiers. 

71c need for more factual Information about 

risks and protection strategies was 
highlighted explicitly by participants, and 
implicitly by the caps in their knowledge. 

When participants were asked to identify 

effective channels through which to 

communicate with young people, the key 

suggestions related to better educational 

material through schools (e. gý ItAllets end 

videos) and to greater use of the Internet. 

The need for relevant and timely information 

was made in relation to the "UV Index" by 

one Australian teenager. 
11ey always do It when the doy Is *%-tr and you 
think *Oh, I wits out in the sun thtnl" 

Enduring mythOAVY 
Many commonplace mythe about sun-6&ftty 
were raised by participants in the focus 

groups. Ile "myth of the safe tan" was widely 
held in both countrift One Australian 
teenager said. 

I think that as lonS as you dont tet burned then 
basically you're OK. 

A UK counterpart said: 
I don't tend to worry because I don't bum very 
easily. If I stay out too long. I do (tel a bit bumt4 
after a while, but usually It doesn't bother mt. 

Other m)ihs encounterol were that you 
cannot get sunburned on a cloudy day (even 

though there can still be 60 per cent of UV 

rays present on an ovtrcast day); that water or 
any form of clothing provides protection; that 
you arc only at risk when It is hot; and that 
skin cancer is not really preventable. 

uneenjinly 
Uncertainty was caused by the combination 
or the lack of hard Information and the 
widespread mythology. The tom groups 
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revealed continuing confusion over a range of 
issues such as the role of prolonged exposure 
and sunburn as risk factors, over protective 
strategies such as sun-screen usage, and over 
who is most at risk in relation to 
characteristics such as hair and skin type. 
Penonal experiencs 
Personal experience W2S very significant in 
bringing the reality of the risk of skin cancer 
close to home. Participants, such as this 
Australian teenager, with relatives who had 
contracted skin cancer, were typically more 
aware of the risks, and better informed about 
protective strategies: 

You hear of so many people dying each year of 
skin cancer, but you don't really notice until 
there's someone you know It has happened to. 
Personal experience does change your anitudeL 
It's like anything. you would be careful if It was 
personal to you. My grandfather had a 
melanoma and he died of cancer. Steins him to 
through what he went through and watching him 
die In the bed was unbelievable. 

774 impact of "old" me&a 
IMe role of "soap operas", in both raising 
awareness and undermining sun-sarety 
messages, was mentioned by participants in 
both countries. 7be UK teenage focus group 
was unanimous in seeing soaps as an cffccdve 
way of getting the message across to their 
peers. When asked in a focus group to name 
an influence which counteracted the sun- 
Safety message, one UK teenager commented. 

Daywatch - they're always brown on there. 
This same progranune was mentioned by 
several focus group participants in both 
countries as undermining attempts to raise 
awareness and change behaviour, and it 
became synonymous with the glamorisation 
of sun ovcr-exposure. 
Perr pressure 
Alost teenagers' fcars of being sunburned and 
increasing their risk of future skin cancers was 
outweighed by a fear of being sociaHy isolated 
by having to adopt a particular sun-saftry 
strategy or avoid further sun-cxposum One 
Australian teenager's reason for not wearing a 
hat was: 

The comments you get If you Just wcar It walking 
down the street. 

Perhaps surprisingly, the Australian teenagers 
came out In favour of hats being made a 
compulsory part of school uniforn-4 because: 

It would be better. as you wouldn't feel left OUL 
If everyone wears one, then you will too. 

Interview results - teenage Internet usage 
Tbe teenagers interviewed had used the 
Internet for over a year, although usage 
frequency varied from daily to monthly. All 
accessed it from home with occasional access 
at schoo4 usually for school projects, e-mai4 
chat forums, playing games, browsing and 
searching for non-school information (i. e. 
hobbies). In terms of the features of a good 
web site, speed of access was seen as 
important, along with sites being easy to read 
and navigate with good links. Audio-%isual 
effects and interactivity (such as chat rooms, 
polls, competitions or virtual tours) were 
seen as being crucial to make a site 
interesting. "Read-only" sites were 
considered particularly "boring". 
Competitions were viewed as a potential 
Incentive to Interact with a Web site. All 
respondents had entered some sort of 
competition previously and all would 
consider entering an Internet competition 
(despite some concerns expressed about 
confidentiality). Competitions with some 
skill or a Some were seen to being more 
attractive than free prize draw* and most 
preferred a few Jackpot prizes rather than 
many small prizes. Novelty prizes such as a 
makeover or a day with a celebrity were 
generally more appealing than more 
conventional prizes. 

Men asked about sun-"fety, most 
teenagers had pined some information from 
their parents, leaflets or from TV weather 
forecasts. Although some thought school 
could be a potential source. others questioned 
whether It would be taken scriouilr. 

... if I was sitting in my PSIM (Pcrwnal and 
Social rAlucation) clarA and the teacher s&W. 
"Ptight, now we are going to talk about sun. 
safety*# the whole cW4 wouLl think that this was 
a chance to mess around all lewoon. 

711cre was, however. general agreement that it 

was a subject about %hich they and their pecrt 
were not well informed. and where more 
factual Information was requiml. The best 

way of conveying such information on the 
Internet was seen as being through features 

and articles, for example, celebrities talking 

about sunburn or skin cancer, or (athlon/ 
beauty Items. and by emplusising the dangers 

of ageing rather then skin cancer. AD agreed 
that the chance to win a prize would make 
them mom likely to read sun-safety 
information. Mcus6ion groups. for example, 
linking up with Australian teenagers to 
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discuss their experiences, were also seen as a 
potentially useful way of bringing the issue 
home to UK teenagers. 71ere was unanimity 
that the information should be located on 
sites that teenagers use (e. g. "mag2logs", or 
music sites) rather than health-oriented sites: 

Teenagers are not going to go out of their way to 
find sun-safety Information but if they come 
across It they might read it. 

cross the I 1-year old watershed. The Internet 
can provide them with the informadonal 
support they need to take on this 
responsibility. Web-site archive and search 
facilities can allow sun-safcty messages and 
information to be available ahnost 
indefinitely, unlike mom traditional media. 
Given teenagers' preference for finding out. 
rather than being told about Issues, this Is 
potentially crucial. 

Discussion 

The Internet was a popular suggestion from 
teenage participants as a medium to promote 
the sun-safM message. Mic characteristics of 
the Internet make it a potentially effective tool 
to address tWs challenge. 

Location 
To communicate the sun-safety message to 
teenagers via the Intcrnc4 a key question 
concerns where the message should be 
located and from where it should be accessed. 
Evidence from the interviews suggests that the 
key to reaching teenagers is sites aimed at 
them, rather than dedicated health Web sites. 
One strength of the Internet is the ability to 
provide links between sites, and teenage sites 
which tackle the issue of sun-safety can 
provide links into health education sites for 
those seeking further information. In terms of 
Providing a coordinated sun-safety messageo 
the Internet provides an opportunity to 
intcrlink relevant organisations including 
companies in the cosmetics and 
pharmaceuticals industries, cancer charities, 
schools and health promotion organisations. 

Empowertnent 
A consistent theme within the focus groups 
and interviews was that teenagers do not want 
to be told what to do. Teenagers can feel 
empowered by a technology that allows them 
to choose what information they absorb, 
when, and without parental supervision. They 
with to be given the information and allowed 
to make their own decisions. Since the 
Internet does not have any characteristics of 
age, sex or status, it can provide neutral and 
authoritative information which teenagers will 
be likely to trust, without communicating the 
authoritarian adult tone likely to make them 
rebel. This Is potentially important, given the 
tendency for adults to devolve responsibility 
for sun-safety much mom to children, as they 

Immediacy 
Mitre was criticism In the focus groups of 
conventional UV warnings on weather 
forecasts as being either historical or seen In 

the eveningi4 both reducing their usefulness. 
lkisks of sun exposure can change as quickly 
as the weather, and online warnings based on 
usere location, local weather forecasts and 
personal risk profile wouIJ be potentially 
very useful. For example. users couIJ 

p 'de a Zip code to get local weather rovi 
reports. This has Important Implications for 
sun-safety, partly because it can automate 
handling of the demographic. geographic, 
climatic and temporal variations in skin 
cancer risks. 

Customlsability 
Ile respondents Wt that teenagers 
responded best to specific and personalisod 
infortnation. Sun-safety can become a lc%s 

complex and uncertain issue for teenagcri, If 

they can create personalistiJ risk profiles and 
access personalised advice. In terms of the 
behavioural 'stage of change* model 
(Prochaska and DiClemente, 1983), for those 
at the pre-contemplation stage (qVical of UK 

and US tecnagcrs) it is important to create 
awareness and provide facts at the places 
where they 'hang-out" online. For those at 
the action and maintenance stage (more 

qpical of Australian teenagers) a dedicated 
health Wcb site could be more effective. 

Inter,. conntcthwity 
Mle Interviews showed diat teenagm thought 

sites that promoted sun-4arety should be 

through routes other than a speciflcally 
health-oricnted site. For example, with the 

potential influence that soap opera plot-lines 
and characters can have In communicating 
with teenagers, the Wtb site of any soap opera 
that dealt with skin cancer or sun-4&fcty to an 
issue could then provide links to relevant 
health educadon IRCL 
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Personal experience 
Respondents felt that personal experience was 
the most powerful agent for change. This 
Power can be shared across the Web. For 
example, UK teenagers felt that, if sun-safety 
was raised as an issue at school, it wouki not 
be taken very seriously. However, this could 
be done as a project that linked to Australian 
teenagers, who take it very seriously. Being 
able to discuss sun-safety with a fellow- 
teenager in another country who has had a 
mole removed or lost a relative may bring the 
message home more forcefully than seemingly 
abstract health warnings. 

Conclusions 

For health educators seeking to reach 
teenagers, Internet use would appear to be a 
very logical step. It should not be seen as a 
replacement for more conventional elements 
of education such as classroom-based 
teaching, but as complementary to It. School 
Projects could create the motivation for 
teenagers to use the Internet to gather clear 
information about a subject which might 
otherwise be seen as too depressing, too 
complex or too remote to bother with. IMe 
Internet should, however, not be seen as a 
Panacea in terms of communication on 
subjects such as sun-safety, as it has its own 
particular set of pitfalls (Butler Group, 1996), 
of which health educators will need to be 
mindful. Creating effective online sun-safety 
messages will also require the implementation 
of other general principles of communication 
and health promotion. 71ese cannot be 
included within the scope of this paper but 
include relating promotion efforts to 
consumer information processing (National 
Cancer Institute, 2000), effective Web-site 
design (Wonnacott, 2000,1 Icrtz and 
Iksuchemin, 2000), and the use of social 
marketing approaches (Andreascr4 1995; 
Weinreich, 1999). 

For health educators looking to take the 
sun-safety education message out into the 
community, among teenagers, that 
community increasingly exists online. 
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CARDIFF BUSINESS SCHOOL 
Director 
Professor Roger Mansfield MA PhD 

Marketing and Strategy Section 
Head Of Section Professor Nigel Piercy BA MA MD DipM FCINI 

Dear Recipient, 

vp 
0 

UNIVERSITY OF WALES 
CARDIFF 

Cardtff lluxinets Sch(Kil 
Atxrcenway Duilding 
Cielum Drive 
c4"Iff CF 1 3EU 

1:. ix (0 1222) 974419 Um 41b635 

Tel (0 11222) 974WO 

4 th June 1994 

The questionnaire which accompanies this letter is part of an MBA Research Project being 
conducted at Cardiff Business School, and wc would be very grateful if you would be able to 
complete and rctum it in the prc-paid envelope provided. 

This particular research projcc4 being conducted by Mr. E. B. Emaro. aims to explore the 
perceptions of marketing managers about promotional competitions and their role %vithin the 
marketing mix. The questionnaire is being sent to brand manaScrs responsible ror leading brands in 
the packaged foods, drinks and personal care markets that have sponsored a promotional 
competition during the last twelve months. 

All MBA students at Cardiff Business School are required to complete a piece of origin-if research 
for their dissertation if they are to complete the course. Naturally this means that our students are 
Very reliant on the goodwill of companies in supporting their research, and I'm pleased to say that 
companies have generally been very supportivc of our past cfforts to train future generations or 
managers and conduct research into issues which will generate new management knowledge. We 
would therefore be very grateful if you were able to spare a few minutes to complete and return the 
questionnaire and support Mr. Emaro's research. 

Can I just reassure you that : 
This is a bona fide student research project, and if you require any further confirm3tion or 
this. or would like and further inrormation, please do not hesitate to contact at me tit the 
above address of on 0 1222 875699. 
The questionnaire has been designed and pre-tested to be simple and quick to complete; 
All information that is gathered from this research exercise %vill be treated Confidentially. 
Results will be presented in terms of aggregate quantitative data, and any quoutions that arc 
used from the comments of respondents %vill not idcn6ry the rcspondent or their company. 

Thank you very much for considering this request, 
Yours faithfully. 

Ken Peattie, 
Lecturer in Strategic Management, Cardiff Business School. 

Universi(y of WaIcs Collcge of Cardiff 



RES EARCH--OUESTIONNAIRE: COMPETITIONS AS A SALES PROMOTTON TOOILL 

How important were the following objectives in planning the competition ? 
Please enter a score of between 1 and 5 in the boxes providadl where - 

1- no importance, 2- low importance, 3- moderate importance, 
4- considerable importance, and 5- critical importance. 

Tactical Objectives - strategic Objective - 

reased sales during competition Lasting market share growth 

Mulating product trial Repositioning of brand 

othing seasonal demand Increased consumer awareness 

ducing the impact of a rival's Encourage the switching of 
les promotion activities consumers away from rivals 

Y other at least moderately important objectives (please specify) 

What were the principle reasons for using a competition to promote this 
brand 7 

How was the effectiveness of the competition evaluatod ? (Plaaaa tick an 
appropriate in the boxes providod) 

a. By monitoring sales figures 

(If yes, over how many montho ? 1-1) 

b. By counting the number of competition entries 

c. The usefulness of returned information 

Other (please specify)- 



Please indicate the job title or role of the parson within the company 
who was principally responsible - 
a. Deciding to use a promotional competition 
b. Setting the competition objectives 

C. Overseeing competition design and implementation 

d. Evaluating the competition's effectiveness 

Which of the following statements would accurately describe your 
competition ? (Please tick appropriate statements in the box provided) 

a. It was pretested 1-1 

b. During development it was explicitly chocked against tha 
Institute of Sales Promotions code of practice 

C. It was linked to a broader marketing communicationa 
campaign including abovo-the-lino advertising 

d. It was supported by an in-stora display 

0. It generated useful and usable information about connumara 

f. It provided useful PR opportunities 

9. It was backed up by sales promotion insuranco 

h. The prizes were provided free of chargo by anothar company 

i. 

How effective do you think the compotition waa in ralation to tho 
following ? please score betwean 1 (for ineffactiva) and 5 (for 
completely effective) - 

a. Achieving its objectives 
b. Gaining support from intermadiaries and tho galooforca 

c. Reinforcing the brand image and valucs 

d. 

In relation to competitions as a means of promoting this brand - 

How often are they used (every x months or yearn) 

Approximately what proportion of the brand's 
marketing communications budget do they consume 

Would you use a competition again in future 


