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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

ECONOMISTS INCORPORATED



The Cleveland Plain Dealer
February 9-10, 1992

YOUR TV ADs

ARE MORE

FORGETIABLE

lliANEVER.

AND THAT'S

THE GooD NEWS.
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Acrordinft to a 1990 study of TV
commercial recall, fe~r vieweB
than e\-er can remnnber II~ last
prime Iim~ commercial ai~. TIle
first of five similar studies fmllld
recall al IR% tn 1965; ill tWO '''',,11
was a ""Ilry 4%

Allhoujth it ~howt"d thl:' shar.,l:''''
(,JII (mill 23'~;, lu (;'1(, ,]n"JII/-: ,h..
youn~l."'l adulls (II~ soc,Jll<.d ·'V
Ilencration"j, Ihe lat~st study
documcnts hi~ dCl'rea~alllonl'(
h<~h ...·Xl'S ,]nd,]11 aAl',nhk,Il'''1.11
.11ltl income ~rClllJlS

"ft... ,din t~ till' ("VCt ~('cu.\·ill~

tcll'dslOIl !:lmlusion UCd"'ll bv rill'
glut 01 vid~uea.'i.<;c.'nes, comlllc;",al
dlllll:'r, and more alld lII.,n' 10...11
olud cahle ""t.llioIlS

TV AD R.EcALL IS LowEsr
AMONG FREQUENT VIEWERS.

The trend is undeniable: Your TV
audience is increasingly compri'O.'ll
1I1lrcqucnt. "hanlcore" vi,'we".
Unronullat~ly. this is precisely the
vi"'Ying ~nr(,lir ...hieh is Jl!'],.;t
likely ttl ret'all <111" 'l'S!"""I,o yom
.lC..I\'t·rtisill~

Thc slIkly also showcd that (1)1\\

pared 'f' prior ,",udies, fewcr ~re
rllu,<;c.'<! on ,c1l:'\·;sion. Onl:'d four
vi,'w,'''' lU,,1 "h"I'I'l:'ncd ". he in thl!
mOIll" ,],ld halt of Ihe vi,'w,'". w,'re
.11,., dOl II/-: o,lll'r ,Ioill/-:s

Add.lll II"",,-'ldll.., '" IIknusill/-:ly
1Il,~Ii'K'''' I',,~rallllllin~. ,k'dinin/o:
,1']yUllle v iCl'Vcrship and 1II0lt'
.l'livt' Iilloslylt"'...•lnd yOIl h,wl:' a
It'al problem, r'Onunalcly,lkJI'Vl:'vl:'r.
rhl'rC' is .l ~C1ll1Cion
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NOTI~...............
HOW TE ION :,~.
& fa SPOTS SAY:t
iiLOOK IN TODAY'S:';
NEWSPAPER FORMORE '..~l

:~.- INFORMATION?"__ :II
.EVER WONDER WHY? .~'41
. In toclay's changing economy, consumers are cautious. 'I

Before they'll part with their h~ameddollan, they. want ''''

in:fcmnation. Hard facts:The nub~lbof your procluct . ',~;' "I~
or seMoe. 0n1~ The plain Dealer delivers all that ,..", With .' ,
TV or racl.io ad., your potential customers can' only try to p

remember what they've heard or seen. But with an ad in . ,:.'~ f
The plain Dealer there'I never any doubt ~ For~ "" t

- j~ oomicler how many ~le wallz into your business canying your newspaper ad.. They'll '-,;,.{, i
.-~. never do that with a TV or radio spot ""'-J So, whether you need our zoned editions or full run,
1 .....-

~-"'--.~-call-BoIi-~Plai!r-Dealer AdvetbliJiS DuedlOlf at 344 435O-t1Oday...Hen..how-you-h()W-'·.~,

. i ..get the word out Because that', what your customers want And the customer is always right.: ;y-it- . .
-=-......



Karen Steiser " Rhoda AIm
OK~rs. Bon Kay Fashions

"ThePlainDeaIer
AndItsSpecial

---StyleSections
HelpUsAttract
~CustomersIn
The MostEfficient

WayIbssible:'
--"Wo.!ve found The Plain Dealer­

to~ the best medium for telling.
our customers everything they
~ to know about our quality
merdlandise.-And the ~le.. - -- - - -- - - _ .. -
sections on ThUrSdays-helP us target thOse customers even ItlOre directly.
Their ~histieated design and tone match our fashion personality perfectly.
Advertismg in The Plain Dealer just makes good sense:'
For"'details on how The Plain Dealer can deliver your retail message right to
yOUTCustomer's door. call 344-4933. '

~ ThePIainDealer
Lt'adf'1"Y1ip i" .Ad1mising NntdI.B

----_._----------_._.- "-.-'" ~_._.~-,,=

-~~~=-------'- ~ . _=___ ___.no...__t
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MINI BLIN:
VERTICAL
PLEATED7~

65-10
•wooDIi~

• _ IUNDlf:(
.",....'1 d ............~ '....

'~0F1

.,-"t-J

tt~~~~
Comparing -Appielm­
and window treatment
at Pucher's. Now IetLii--- .. ----- '.i::i:

.-RUBBER~AP1V
lLOWESTC_

._PUCHER'Sa
--~_.~

--wnre~

same price as our.1IIn
1992. 'rh;s pad has-a:,
sells~ $4.99 per equll
you can't beat uswi*'
great pricesl. WiihfJI.
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"The restaurant business is extremely competitive, so we need to make sure
Sneakers always has high visibility with our customers. The Plain Dealer has

.=c:~~;t=~~~re~~~::tr:;,~~~~e~ .: '~:';~{~~l~j~~t
+5"!'~~Weknowwe can keep them coming back for-more."" '. " .. ,~-:~~,,:-.::

... .For derails on how The Plain Dealer'can deliver y~reta1rmessagetigfincJ-------;-~ ,
.your customer's home, call 344-4968. .

TheP1ain~-.~-'
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buyanew l"iU
child to ~hoc
a new acldit io

But BanI!
you Iht· Sl1lCtr

need. Wilhb
interest )'Ou r
ca.~.!'t* And)
ofralc-sat une
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Mi Phlnlet'" '"Far'" promodGfta'" PIlla Da.·s ftWbIe .... I1Jow.1O
piapoIM the ftWIrel 'or IftJ ofour five IacIlloM.-PIal. die '*0(color ,.our priM
8dYUCiliaa offen tIS CI.... vilibiUty Nt producu ruuJu.•

Kronheim'5 IfumlWre ano 1 ne rU1I1I UI:"~I·

Making Headlines Together For
More thin 74 Yean.

'" ICrOftheirm FurN"'" aDd IftII1ion •.,.hi 75th ye. 01 prawidl.,a..-Clevelaeclas
willi lashlOll aNI valve in n. tlome fltfftishh.... Lawrence J. 1CoIe....~, IIId
£UPIIC PhiNCt. VICe ChairmID ofdie 8cIrd. offer cbeJr Insilhts GIl die company.,
IUCCtUfut trICk recotd.

"'Our IoftIcwtcy il ....ty baed OD oar*1iIy Iqpi"-ae_10'" public. In tNtteen. 1'be Plain DeIJeI till beee die IlIIIcktlcme 0(ow 1CMtQsI"I .....,.1.·.aYeIJ
draw COftInUtUcafiOft toOl," .... Mr. Ken...

.
As Knmheln100ts &held to che an, 75 yars.
'newspaper ...... cetUlia co rernlln I INjor COllfOi.nt
0('" rnarbdDI mi....T'ht PI.... Daler...,.
It the center of KIonhehns' newspaper JI"'PI"l

.. , .... ""..
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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:

~VEYOU
EVER NOTICED
HOWTELEVISION
&RADIO SPOTS SPY­
Ul.OOK IN IDD.AY'S
NEWSPAPER FOR MORE

INFORMATION?"
• E'\l.ffi WCNDER WHY?

, Ia_,· ~,_:::=.
... _ 1 -.o.lolo.. _

____ Iiool~~_..,j~.. _ .......

-_o.l,~_D.loo .11 ... - "'.... r" TV ,...,.......J ."'1k
. ~ ..,.._ _a_ .. _..I.

4fl4IJ ~ 1'1.. D.loo __ ..... - r. ......
---- _ -_"'-- ..L n.,t
_ TV -."s.. ............ ....1_ ..--..I.t_
.J: &01.~ 1'1.. Do.l.~ I--. .. -...u5O H.~_.- .....
............. i-.- a-tl .....~__ A.tA .. ----.. J-,.. ..t

L ., _ •
----"o.c..... -.,." yourac~~ ~~

LET'S TAKE A CLOSER LOOK...



READ BETWEEN THE LINES

THE PLAIN DEALER STATES:

-HAVE YOU EVER NOTICED HOW TELEVISION AND
RADIO 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 TV!·

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

80%
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80 t----------
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NEWSPAPER TELEVISION

SOURCE: R.H. BRUSKIN
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TELEVISION VS. NEWSPAPER
AUTHORITATIVE
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SOURCE: R.H. BRUSKIN

TELEVISION



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

,oo~---

88%

TELEVISIONNEWSPAPER
o

80·

20

40

I 59%
60 ~--

SOURCE: R H. BRUSKIN



TELEVISION VS. NEWSPAPER
BELIEVABLE

TELEVISIONNEWSPAPER
0'---

10 ---

I

30 >-

50r--------- .----------,

SOURCE: R.H. BRUSKIN
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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, IS
NEWSPAPER REALLY YOUR BEST VEHICLE TO
-GET THE WORD OUT?-

IF YOU WANT TO -GET THE WORD OUT-, GET THE
FACTS ON TELEVISION ADVERTISINGI

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

I 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 SALESII

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.

+
* 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 HORE
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 WKYC-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 ADIl

CIRCULATION IS NOT READERSHIPI

20

o

------~

'NOTED' ·SEEN-ASSOCIATED" "READ MOST·

IS NEWSPAPER EFFICIENT?!?



READ BETWEEN THE LINES

TO PROVE CIRCULATION IS 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 HOOPER 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

PLAIN DEALER

29%

1990

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

IOU'-C[ AUDIT eUJI(AU CJ" CIACUtA'TIO""



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 ALWAYSll!



READ BETWEEN THE LINES

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

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'lI?-

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?



READ BETWEEN THE LINES

DID YOU ANSWER:

* SEALY MATTRESS?

* Me DONALD'S?

* FEDERAL EXPRESS?

• GOODYEAR TIRES?

IF YOU DID, YOU'RE ON THE MONEYII 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 IS NOT CREATED IN
THE NEWSPAPERI 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?


