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APPENDIX P

Cleveland Plain Dealer, Your TV Ads Are More Forgettable Than
Ever...And That’s The Good News, 1992

Dana Nagel, WKYC-TV, Read Between the Lines: What the Plain
Dealer Did Not Mention, 1992
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YOUR TV ADS
ARE MORE
FORGETTABLE
THAN EVER.

AND THAT'S
THE GOOD NEWS.
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Acrording to a 1990 study of TV
commercial recall, fewer viewers
than ever can remeinber the last
prime tine commercial aired. The
first of five similar studlies found
recall at 18% in 1965; in 1990, recall
was a paitry 4%

Although it showed the sharpest
fall from 23% ta 6% among the
youngest adulis (the so calkd "1V
gencration”), the latest study
documents big decreases among
both sexes and alt age, chwational
andd income groups

thes relhocts the ever geowing
television contusion created by the
glut ol videocasscttes, commercial
clutter, and more and wmore focat
and cable stations

TV AD RECALL IS LOWEST
AMONG FREQUENT VIEWERS.

The trend is undeniable: Your TV
audience is increasingly comprised
of frequent, “hardcore” viewers
Unfortunately, this is precisely the
viewing segnicat which is least
likely to recall and sespond 1o your
advertising

The stady also showed that com
pared to prior studies, fewer were
{ocused on iclevision. Oneof four
vicwers just “happened to be in the
room” and halt of the viewers were
also doing other things

Add all these lacton o meonasingly
mediocre progranmming, declining
daytime viewership and more
active lifestyles..and you have a
real problem. Fortunately, bowever,
there is a solution
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LRTISING IN
| AIN DEALER
LVER BEEN

Your ads work hander in The Plain Dealer
bevarsse people pet snvolved with
then Plain Dealer ads are constantly
clipped, posted and saved as helptul
rennnders Readors become involved
Ivcause vour ad tefls the whole story-
with prices, bencties and locations than
peophe canread absorh and et

1992

REACH MORE PEOPLE,
AND MORE AFFLUENT PEOPLE,
AT LSS COsT.

A single ssuc ol The Plain Deade
reaches 710 ol all adults in
Cuoyahoga County and over ¥ ol
adults i1 houscholds with annual
icomes over $35.000. That's morc
thao all the 1Y networks connbined

G e

Best of all, the cost per thousad
Lhe Plain Dealer s significantly
iower than television 5o you can
Afford o ran mowe messages mor,

olten

For more good news about the
advantages of advertising in
The Plain Dealer, cali (216) 344-4100.
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& RADIO SPOTS AY

| NEWSPAPER FOR MORE
| H\IFORMATIQN?”
-EVER WONDE WH_Y?‘

'In to&ay's changmg economy, consumers are cautious.

Before they'll part with their hard\eamed dollars, they want

or service. Only The Plain Dealer cle]:ven all that ~ With
TV or radio ads, your potential customers can only try to
remember what they've heard or seen. But with an ad in
The Plain Dealer there's never any doubt ~ For proof,

“TOCK IN TODAY'S
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 information. Hard facts. The nuts ang bolts of your product =

just consider how many people walk into your business carrying your newspaper ad. Theyll -

" never do that with a TV or radio spot. ~~ So, whether you need our zoned editions or full aum, =3
—aall Bob Hagley, Plain Dealer Advertising Director-at-344-4.350-today-He Il show-you-how-to——=
-:;; get the word out Because that's w}mt your customers want. And the customer is a.lways ngl:t . ;.
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Rhoda Agin
Owners gfn Kay Fashions

“The Plain Dealer
And Its Special
_ Style Sections

HelpUsA

ract -

Our CustomersIn

The Most Ef

icient

MYRSSI .”

—-*‘We've found The Plain Dealer -
to be the best medium for telling.

our customers everything they

§ ———— e e

quality

: Style- —
~ sections on Thursdays  help us target those customers even rhore du'ectly
Their sophisticated design and tone match our fashion personauty perfectly.
Advertising in The Plain Dealer just makes good sense.

For details on how The Plain Dealer can deliver your retail message right to
your customer’s door, call 344-4933.
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-ental cleanup.
13 for the mulb-

S, "For details on how The Plain Dealer can deliver vour retail message Aght to =
. your customer’s home, call 344-4968. . -t

**The restaurant business is extremely competitive, so we need to make sure
Sneakers always has high visibility with our customers. The Plain Dealer has
earned our confidence by consistently and effectively reaching the people in

_our Lake County area. And once The Plain Dealer helps bring people to us,

—we-know we can keep them coming back for-.more.” Tl

\’ .._

The Plain Dealer
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Kronheim’s Furniture ana 1ne riam vcaci -
Making Headlines Together For
More Than 74 Years.

As Kronheims Fumiture and Interiors entsrs its 75th year of providiag Greamr Clevelasders
with fashion and value in fine home fumishings, Lawrence J, Koreness, President, and
Eugene Phinick, Vice Chairman of the Board, offer their insights on the company’s
successful track record. '

"Ol;rlongevityis largely based on our ability 1 get our message across Lo the pudlic. In that
regazd, The Plain Deales has been the backbone of our advertising strategy. It's & very
effective comumunication 100l.” states Mr. Koreness.

Mr. Phinick adds, “For special promotions The Plain Dealer's figxible zo0es allow ys to
pinpoint the market for any of owr five Jocations. Plus, the yse of color in our print

advertising offers us extra visidility that produces results *

As Kronheims looks shead to the next 75 years,
‘newspaper sanms cettain to femain 8 msjor component
of its marketing miz, and The Plain Dealer stands

at the center of Kronheims® newspaper program.
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READ BETWEEN THE LINES

WHAT THE PLAIN DEALER
DID NOT MENTION.

PREPARED BY:
DANA NAGEL
WKYC-TV, CHANNEL 3



READ BETWEEN THE LINES

ON SUNDAY, FEBRUARY 9TH AND ON MONDAY,
FEBRUARY 17, 1992, THE PLAIN DEALER RAN
AN ADVERTISEMENT TITLED:

"WHY KNOWLEDGEABLE ADVERTISERS SHOULD
DIRECT THEIR BUDGETS INTO NEWSPAPER.*

FOLLOWING IS THE ADVERTISEMENT WHICH
APPEARED AS AN ARTICLE:

Whe bnow b d ol advert o
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EVER NOTICE
HOW TELEVISION
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LET'S TAKE A CLOSER LOOK...



READ BETWEEN THE LINES

THE PLAIN DEALER STATES:

"HAVE YOU EVER NOTICED HOW TELEVISION AND
RAD!O SPOTS SAY LOOK INTO TODAY’'S NEWSPAPER
FOR MORE INFORMATION? EVER WONDER WHY?"

CONSIDER THIS:

THE STATEMENT IS TRUE, SOME TELEVISION AND
RADIO SPOTS DO MENTION TO SEE TODAY'S PAPER
FOR MORE INFORMATION. HOWEVER, HERE ARE
SOME POINTS TO REMEMBER:

POINT #1.
MANY PRINT ADVERTISERS USE "AS SEEN ON TVY”

THERE ARE SEVERAL REASONS SUCCESSFUL
BUSINESSES WANT TO BE ASSOCIATED WITH
TELEVISION.



READ BETWEEN THE LINES

REASON:

ACCORDING TO R.H. BRUSKINS,"THE PUBLIC'S
OPINION OF THE ADVERTISING MEDIUM YOU USE
HAS A DIRECT EFFECT ON HOW YOUR PRODUCT
IS PERCEIVED.”

TELEVISION WINS!
YOUR POTENTIAL CUSTOMERS FEEL THAT
TELEVISION ADVERTISING IS:
« THE MOST INFLUENTIAL!

* THE MOST AUTHORITATIVE!
*+ THE MOST BELIEVABLE!



TELEVISION VS. NEWSPAPER

INFLUENTIAL
100
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NEWSPAPER TELEVISION

SOURCE: R.H. BRUSKIN



TELEVISION VS. NEWSPAPER
AUTHORITATIVE
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NEWSPAPER TELEVISION

SOURCE: R.H. BRUSKIN



READ BETWEEN THE LINES

THESE SUCCESSFUL ADVERTISERS
KNOW THE POWER OF TELEVISION
ADVERTISING AND WANT TO BE
ASSOCIATED WITH IT!

REASON:

IN ONE DAY, TELEVISION REACHES HALF
AGAIN AS MANY PROSPECTIVE CUSTOMERS
THAN NEWSPAPER DOES.

ADULTS REACHED

100
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NEWSPAPER TELEVISION

SOURCE: R H. BRUSKIN



TELEVISION VS. NEWSPAPER
BELIEVABLE
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READ BETWEEN THE LINES

THE ARTICLE GOES ON TO SAY:

‘SO, WHETHER YOU NEED OUR ZONED
EDITIONS OR FULL RUN, CALL BOB
HAGLEY, THE PLAIN DEALER ADVERTISING
DIRECTOR, AT 344-4350 TODAY. HE'LL
SHOW YOU HOW TO GET THE WORD OUT.
BECAUSE THAT'S WHAT YOUR CUSTOMERS
WANT. AND THE CUSTOMER IS ALWAYS
RIGHT.”

CONSIDER THIS:

WITH ALL THE INFORMATION JUST PRESENTED
TO YOU, WHATEVER YOUR NEEDS, IS8
NEWSPAPER REALLY YOUR BEST VEHICLE TO
"GET THE WORD OUT?"

IF YOU WANT TO "GET THE WORD OUT", GET THE
FACTS ON TELEVISION ADVERTISING!

CALL ME, DANA NAGEL, AN ACCOUNT EXECUTIVE
AT WKYC-TV, CHANNEL 3. MY DIRECT LINE
IS 344-3449.

| WILL BE HAPPY TO SHOW YOU HOW YOU CAN PUT
TELEVISION SUCCESSFULLY INTO YOUR MEDIA MIX
WITHOUT INCREASING YOUR BUDGET BUT INCREASING
TOP OF MIND AWARENESS AND SALES!

NOW IS THE TIME TO LOOK INTO TV!



READ BETWEEN THE LINES

NEWSPAPER IS A VIABLE ADVERTISING FORM.
HOWEVER, ACCEPT ITS STRENGTHS AND ITS

WEAKNESSES.

o

NEWSPAPERS ARE
DETAILED ORIENTED.

NEWSPAPERS ARE ZONED TO
MY AREA.

NEWSPAPER FITS MY BUDGET

MY COMPETITION IS IN THE
PAPER, SO I HAVE TO BE!

AN ADVERTISEMENT CAN HAVE
ALL THE INFORMATION TO
SELL YOUR PRODUCT/SERVICE.
HOWEVER, IF ONLY 9% OF
THE ADS ARE "READ MOST"
VERY LITTLE OF THAT
INFORMATION IS REACHING
YOUR CUSTOMER!!

WKYC-TV EFFICIENTLY
REACHES ALL OF THE
CLEVELAND ADI...INCLUDING
YOUR TRADING AREA!

TELEVISION CAN BE
SUCCESSFUL FOR ADVERTISERS
WITH VARIOUS BUDGETS.
ALSO, TELEVISION IS MORE
EFFECTIVE AND EFFICIENT!
TELEVISION PUTS THE MONEY
YOU SPEND TO WORK!!

TELEVISION CAN SHOWCASE
YOUR COMPANY! STAND APART
FROM YOUR COMPETITION! ON
TELEVISION YOUR NOT
COMPETING WITH YOUR
COMPETITORS FOR THE
CUSTOMERS ATTENTION!

MAKE A NAME FOR YOURSELF

ON WERYC-TV!




READ BETWEEN THE LINES

THE RESULTS OF THE STARCH REPORT ARE
AS FOLLOWS: ‘

* PEOPLE WHO SUBSCRIBE TO THE PAPER
MAY NOT READ IT.

« PEOPLE WHO READ THE PAPER MAY NOT
READ ALL THE SECTIONS.

« PEOPLE WHO READ A SECTION MAY NOT
SEE THE ADS.

AND FINALLY, ONLY 9% OF THE READERS “READ
MOST® OF AN AD!

CIRCULATION IS NOT READERSHIP!

WTIE%

NOTED" *BEEN-ABSOCIATED" "READ MOST"

IS NEWSPAPER EFFICIENT?!1?



READ BETWEEN THE LINES

TO PROVE CIRCULATION [S NOT READERSHIP,
LET'S TAKE A CLOSER LOOK... ’

A STUDY TO DETERMINE READERSHIP LEVELS
FOR NEWSPAPER ADVERTISEMENTS
WAS CONDUCTED.

THE REPORT MEASURED THREE LEVELS OF
READERSHIP:

1. NOTED: IS THE PERCENTAGE OF READERS
WHO REMEMBERED SEEING AN
ADVERTISEMENT.

FOR EXAMPLE: THEY SAW A CLOTHING
AD.

2. SEEN-ASSOCIATED: IS THE PERCENTAGE OF
READERS WHO SAW OR READ ANY PART
OF THE AD WHICH CLEARLY INDICATED
PRODUCT OR ADVERTISER.
FOR EXAMPLE: THEY SAW A SEARS AD.

3. READ MOST: IS THE PERCENTAGE OF READERS WHO
READ 50% OR MORE OF THE WRITTEN MATERIAL
IN THE AD.
FOR EXAMPLE: THEY SAW A SALE ON SUITS
AT SEARS.

SOURCE: STARCH INRA HOCPER INC.



READ BETWEEN THE LINES

ONE BIG POINT TO ARGUE IS HOW MANY
POTENTIAL CUSTOMERS SEE YOUR AD...
OR BETTER YET ... READ YOUR AD?

LET'S TAKE A CLOSER LOOK:

THE PLAIN DEALER CIRCULATION IN
CLEVELAND ADI HOUSEHOLDS

ADI HOUSEHOLDS

29%

THE PLAIN DEALER’'S CIRCULATION IS ONLY
29% OF THE CLEVELAND ADI HOUSEHOLDS!

SOURCE AUDIT BUREAU CF CIRCULATION



READ BETWEEN THE LINES

THE ARTICLE GOES ON TO SAY:

‘FOR PROOF, JUST CONSIDER HOW MANY
PEOPLE WALK INTO YOUR BUSINESS
CARRYING YOUR NEWSPAPER AD. THEY'LL
NEVER DO THAT WITH A TV OR RADIO
SPOT.”

WELL, HOW CAN THIS BE ARGUED?

YES, IT'S TRUE, CUSTOMERS BRING IN
YOUR NEWSPAPER ADVERTISEMENT. SINCE
IT'S IMPOSSIBLE FOR CUSTOMERS TO
PHYSICALLY BRING IN A TV OR RADIO SPOT,
IS THIS A FAIR COMPARISON?!?

AS WE MENTIONED BEFORE, TELEVISION
CREATES TOP OF MIND AWARENESS. TELEVISION
MAKES A LASTING IMPRESSION IN YOUR
POTENTIAL CUSTOMERS MIND, AN IMPRESSION
THEY CARRY WITH THEM ALWAYS!!!



READ BETWEEN THE LINES

NOW, MAKE A LIST OF ALL THE TELEVISION
COMMERCIALS YOU REMEMBER:

————————————————————————————————————————————
————————————————————————————————————————————
————————————————————————————————————————————
————————————————————————————————————————————
—————————————————————————————————————————————

- ——— O ——— — ——————————_— ——— ——— " —— - ——— ———— . ———

HOW DID YOU DO? IF YOU'RE LIKE MOST PEOPLE,
BECAUSE OF THE POWER OF TELEVISION, YOU'LL
REMEMBER MORE TELEVISION ADVERTISMENTS THAN
NEWSPAPER.

CONSIDER THIS:

WHEN IS THE LAST TIME SOMEONE ASKED YOU:
'DID YOU SEE THAT GREAT NEWSPAPER AD?!17?”

CHANCES ARE A TELEVISION COMMERCIAL HAS
BEEN A TOPIC OF CONVERSATION IN YOUR
DAILY LIFE. AND, CHANCES ARE, A NEWSPAPER
ADVERTISEMENT HASN'T/

IF YOU REMEMBERED MORE TELEVISION ADVERTISEMENTS
THAN NEWSPAPER ... IS NEWSPAPER ADVERTISING
EFFECTIVE?

HOW CAN THE PLAIN DEALER SAY WITH NEWSPAPER
THERES NEVER ANY DOUBT?
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DID YOU ANSWER:

+ SEALY MATTRESS?

+ Mc DONALD'S?

+ FEDERAL EXPRESS?
+ GOODYEAR TIRES?

IF YOU DID, YOU'RE ON THE MONEY!! WHEN
SURVEYED, MOST PEOPLE ANSWER NAMING THE
ABOVE COMPANIES

SUCCESSFUL COMPANIES USE TELEVISION TO
DELIVER THEIR MESSAGE... SHOULDN'T YOU?

THE ABOVE COMPANIES HAVE USED

TELEVISION EXTENSIVELY TO CREATE TOP OF
MIND AWARENESS. THE MORE TOP OF MIND
AWARENESS YOUR PRODUCT OR SERVICE HAS, THE
MORE SUCCESSFUL YOU'RE LIKELY TO BE.

TOP OF MIND AWARENESS 1S NOT CREATED IN
THE NEWSPAPER! ONLY TELEVISION CAN CREATE
DEMAND AND DESIRE AND MAKE A NAME FOR
YOUR COMPANY.

SUCCESSFUL COMPANIES USE TELEVISION TO
DELIVER THEIR MESSAGE... SHOULDN'T YOU?



