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Advertising: A Mu tinatiorta 
- Analysis 

H u n ~ o r  is 3 commonly used communication tool in advertising in the  United States, but U.S. n;arkat.s-rs 
know little about its use and effectiveness in foreign markets. Such limited knowledge h i ~ d e r s  interna- 
tional managers '  abilitv to determine which aspects  of humorous commur7ications are likely t o  b? e n e -  
nable t o  global stzndardization and which should be adapted t o  local expectations. The authors examine 
the  content of humorous television advertising from four national cultures: Korea, Germany, Tnailarld, 
and the  United States. Findings indicate that humorous co~nmunicat ions from such diverse ~ a t i o n a l  cul- 
tures share  certain universal cognitive strucrures underlying the  message.  tio\vevcr, th9 specific content 
of h u ~ n o r o u s  sdvertising is likely to be variable across national cultures along rnsjor normative dimen- 
sions such as collec;ivism-individualism. 

UbIOR is one o i  the mGst widely cmy,loyed nxs-  
C sage techniques in modem Axlcrlcan advertising. Y 
Indeed. several of the niosr ri~emorable Amzrican tcle- 
vision advertising campaigns (e.g.,  "Bud Light" and 
"Joe Isuzu") have incorporated humor as a central 

. . camp&enr .of their. conlmunication ,approach. Given 
the widesiread "sit''bf 'humor. by the advertising in- 
dustqr. academic researchers in the bnilcd S:ates have 
sought to identify potential benefits i c . ~ . .  reduced 
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c ~ ! l n t ~ ~ ~ ; - . . - - - - + , \ t . ~ - ~  g ~ i l i ~ ~ l t r r r ; ~ ~ ,  ...a,! .-., ,>n~v>pro,l  . ..,.-..*. .... rAfr,-,-i -... l . ~ ~ : ~ ~ d  the 
ad and b r ~ z d ;  Scctt.. K l c i n ,  2nd Bryan! 1990) as wel'l 
as potcntid problems (c.g,, i~li!xiircd rccall; Gelb and 
Zinkhan 1936) associated with the ,use of Iiurnor in 
advertising. 

Though preliminary evidence ,suggests thhi hu- . . 
morous advertising can be effectice in foreign inark'ets- ' . 

(cf. Weinberger and Spotts 13S9), few studies have 
focused on ways in which humorous content varies 
across national cultures. Because information is lim- 
ited, it is unclear which aspecrs of humorous televi- 
sion advertising, if any .  can be globally standardized 
and tvhich should bc .~dapted to match i&al expcc- 
rations. Seeking comn;onalirics as well as dif'crenccs, 
we attempt to identify dimwsions'in humorous ' t ~ l e -  
vision advertising that could be global ns'well as those 
that arc iikely to vary across nations by examining 
advertising i'ronl (iormcr iiv'est) Germany. Thailar~d: 
S l . ~ ~ t h  Korcn (hereafter retk~-r-ed to i ts  Korea). .and t l ~ c  
Urlitccl States. We hcgin by revic~ling relevant re- 
search from the domestic and international advertising 
strea111s. 
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The Advertisink 3esearch Strearn 
on Hurlor 

b o  rnestic Research 

;(llllmunication managcrs in t i~c L'niicci S~;LLC\ I - I L I V C  
Tcneraii\f assu~~-lcd ti-iai h u r n ~ r  i~hancc : ;  ;~dvcnii;ing's 
:fkctiveness (Madden and Wcitrberger 19S2). To dc- 
:cmljnc whether this assun~ption is true 2nd. if 30. why, 
.l'jvcrtising research in the U.S. iras ccntcrcd Ori thrcc 
epics: (1) analysis of humor effects on recall. sval- 
];ition. and purchase intention (cf. Zhang and Zink- 

h:ln 1991). (2) study of mediating factors such 2. rcp- 
,,tiric;n of the ad (C;clb and Zinktrnn 1985). soci;!' >s:ting 

wllicil th: s:! i:; ./i~v;cd [.)r !)card ',%in!i!;:.n :iild \;c!!, 
I')WO), allci ;;'rior a~t i t~ ide  t o - ~ a r d  thc brand (Ch~ t to -  
patlhys!. anrl Pasu 1989), :mil (3) cx;l~nin;li~t 111 o f  
whether humo; influences con!dniers more rhrouph 
cognitive processes such as enhanced rec;ill ~Zhang 

c7iimc'n;iitic,n ai-~d Zinkhan I99 1 ) and reduced counterar, 
(Gelb and Zinkhan 1986) or. through affccti\,c : ! i c~h-  
anisms such as tr;~nsfe: (if likiilg for the ad tc I!X bsarld 
(Aaker. Sraym;lrl. and Hagcrty 1986, Zinkhan and Gclb 
! 390). 

Onc overall c ~ n c l u s i ~ n  drawn froni tlrcse 1:--:an:s 
is that hi~nlor is 11i*.)rc likely lo cnh:iilcc rcc;t!l. c\,:il- 
uation. and purchase intention when thc huiiiosuu~ 
message coirlcidcs with ad objectivcs, is \ \~l l - inte-  
grated with those objectives, and is vicwcd as appro- 
priate for the ?rodti;t category. Under such c i i ~ ~ ~ m -  
s:ar:ces. !lumorogs advertising is more likely to -<<cure 
audiynce attenticn, irlcrease memorability, o.:c'r<or:lc 
sales resistance, and enhrnce message pe;..\bshive- 
ness" (:Scotr. Klcin, and Rryanl 1990, i;. 4Q8: 5cs a!so 
Krishnzn ~ r l d  Chakr2varti 1990). 

I Cross-National Research 

Severai cross-national studies of international ~ J v c r -  
tising in genqa1,have been undertaken. For csa111plc, 
researchers haye examined" pririt and ielccision 3d- 
vertising from various national ~narkcts for sirnil~iri- 
tics and differences in (1) levels and types o f  inli~r- 
mation (Dowling 1980; Hong, Mudcrrisoglu. and 
Zinkhan 1987; Madden, Caballero, and Mrlt>ukubo 
1986). (2) rctlectian of cultural attitudes toward con- 
sumption (Mueller 1987; Tse, Bclk, and Zhou 13S9). 
and (3) portrayal of sex rolcs (Gilly 1988). \i'irh the 
exception of Tsc, Belk and Zhou (I9S9), whose siim- 
ple did not include U.S. ads, thcsc rcscarchcrs iounci 
significant diffcrcnccs bctwccn U .S. and foreign ati- 
vcrtising on key variables of  intcrcsl. 

Other researchers have documcntcd ways in which 
multinational firms attempt to globally standardize ad- 
vcrtising. For instance, Peeblcs, Ryans, and \.ernon 
(1978) distinguish betwecn firms' use of "prototype" 
standardization (same ad with only translation and 

~lc.cc.\s;~l.y irlio~l~;~tic c , l l ;~~~gcs)  ;111tl "I);I(ICI'II" ~1;11l ( l ; i r t l -  . 

i~ation in  which the overall camp:llgn is designed (c.g.. 
t l l c ~ r ~ i i . )  ti)r apl~Iic:ition in scvcral national markets with 
samc adaptation of contcnt ancl cxccution (Waltcrs. 
1986). Killough (1978) diffcrentiates between "buy- 
ing proposals" that state the basic offer and "creaiivi: 
prcscntations" that package the buying proposal. O n  
the basis of' .reports t'rom senior cxccutives involvcd 
in more than 120 multinational campaigns, Killough 
concludes that buying proposals.can be used success- 
1L11\: across cultures i\.ithout modification more often 
than creative presentations, which tend to intcracr with 
local cdltural factors (see also Onkvisit and Shaw 1987). 

'Though such ic;surz h?vc been examined in a crohs- 
n;~tion;~l (-(\ntcxt. O I I I J  one stl;dy ;~pl~e;fi to have lookcti . . . 

at 11-IC us:: of humdr i l l  advertisi~lg v;ithin olllcr rls- 
rioi~al m:irkcts. Comparing telcvision advertisin? in 
tile U.S. and ths U.K.. Weinbcrgcr and Spotts ( 1989, 
p. 39) rcport tnat a sifnificantly greater percentage Of 

ads in the U.K. (35.5% vs. 24.4%)j were character- 
ized t\; humorous intent. In both countrics, humor was 
crnploycd most often with "low involvement/kding 
pl-oducts" and least often with "high invol\femcrit/ 
feeling" products. Knowledge of such diffcrenccs is 
clcarly important. Ho\vever,..anothcr dimefision yct 10 

I>c cx;cmincd Ills!; scr\:c. its a construct common t o  hu- 
nlorous advertising in multiplc national market::. 'I'hitt 
dimension is the potential similarity in the cognitivc 
structures underlying humorous television advcnising 
froni around the tirorld. 

h;eyer:;-Lev! ard Tybost (lOY9) demonstrate the 
usefulnehs of the cognitivc structure approach in a do- 
n~estic consumer behavior context. They examined thc 

' 4  . cvaluativc r f f ~ c t \  nioGarti;c di~fcrciizcs G; inccn. 
gri~ities" bctwec;: r.c\?: ;?rpd!!r_.! Infi>rnl;ition and infor- 
mation for the o.:erall product category cued f ~ o m  
mclnory. They report that moderate incongruity from 
cxpcct:tions produced more favorable evaluations of' 
ncw product informatio~; than did congruity or ex- 
treme incongruity'. A S  they note',. "the v* process of  ' . 

resol\,ing the incongruity is thought to bc rewarding 
and thus may contribute ro thc resulting positive af- 
fect" (p.  40; see also Mand!cr 1982). 

Cognitive principles similar to those described by 
Mcycss-Levy and Tybout sccm likcly to be involved 
in the struclure5 and processing of humorous adver- 
tisements. Mcrc spccifically. Mcycrs-Levy and Ty-' 
bout's rcsulrs a/-pear to parallel tllosc that would h~ 
predicted by the, rics fronl psychology and linguistics. ?. 
I hcsc theories .:ccify incongruity and incongrui~)~ 
rcsoi i11io11 a, central to gencratirlg thc positivc affect 
that often accon-),>anics humclr (cf. Iierzog and Lurwin 
198s). For cxamplc. Raskin's (1985. p. ' I  I I )  thcory 
of  humor argues that jokes often produce a mirthful 
rcsponsc by including cognitivc, structural contrasts 
bct\\,ccn cxpccrcd and unexpected situations (c.g.. in 



the Bud Light beer cornmr-~.c~al, tile cliaractc~- ;~~-~-i'virlg 
with a flashlight versus tlie uii-tfi character exclaim- 
ing, "I said Bud Light!"). 

Structural analysis of humor-011s advertising from 
several natio~?tl culturcs could help determine \\/Iicthcr 
cognitive principles such as those hypothesized by  
Raskin arc 2lobal or- cuiturc-spccii'ic. To ex;~lor-c ,Xi- 

tcntial applic:!tions of these tlicories to cross-natio~liil 
analysis of huniorous advertising, we now turn to the 
psychological and linguistic l i t c r ;~ t~~~-c  o n  11\1nlo1-. 

Psychofogical and Linguistic 
Perspectives or! Humor 

A n~ajo;. sc)i,(.)j o i  ~?LI , I IOI .  iias focused on the coy.niti\ 2 
stluctures 3rd lii.c;<cssing piitli-.\lays thitl arc cc~ltr:~l 10 

a h~morous  response ( H e r ~ o g  'lac! La!-\\!in 1C)SS). K q  
to such theories is the notion of i~~cor;g~-uity 01 dcv~a -  
tion from expectatinns. One group of theori';ts argues 
that incongruity is a necessary and sufficient condition 
to produce humor (Sills 1983). In line with this po- 
siiion. Nerhardt (1970) Sound tliat tile greater thi  un- 
expected deviation fro111 normally expected occur- 
rences, the greatel- the hu~?ior response. A second 2roup 
hypothesizes that incongruity alone is not always silt- 
fjcient to produce a huriior response. Rather, "ac- 
cording to this account. humor results when incon- 
gruity is resolved: that is, the punch line is seen to 
make sense at some level with the carlicr infornlation 
in the joke" (Suls 1983, p. 43). A key tcnct of' this 
schaol is that hurllor is ;r Sorn; o i  i>robicnl sol\,iny. :I.; 
incongruity without re:;olution lcavcs i i s tc i~er~  con- 
fused or frustrated because thzy do not "get the joke." 

Not all problem solving, howe-der, is hu~norous. 
Incongrui~y-resolutiog theorists suggest that a humor- 
ous response depends on (1) rapid resolution of the 
incongruity, (2) a "playful" contest. tliat is, with cues 
signi'fying that the infornlation is not to bc taken sc- 
riously, .and (3) an appropriate mood for the Ijstener 
(Sali 1.983). Sdppoit fo? this position has been pio- 
vided by several srudies of different hu~norous stimuli 
(cf. Herzog and Larwin 1988; Oppligcr and Sherblom 
1988; Wicker et al. 1981). Suls (1983) concludes that 
both incongruity and incongruity-resolution styles of 
humor exist, but that thc lattcr predominates. partic- 
ularly for \lerbal humor. In addition, cven rcsearchcrs 
who advocate greater integration of motivational and 

"C rl central role cognitive rnodels of humor acknowlcd, ' , 
for incongruity theory within thcir proposed frame- 
work (cf. Kuhlman 1985). 

From a linguistics pcrspctivc. Kaskin (1985) sug- 
gests a script-based semantic t h ~ o r y ,  "a linguistic the- 
ory which interposes a cognitive step i l l  the pcrccption 
of \+!hat's Sunny" (h4acHovec 1988, p. 92); This thc- 
ory states that a \gcrbal or written conimunication is 
considered a jokc \\then tlie "tcst . . . is compatible 

l'ully \virll t\\.o c.iis~inc! script> 2nd thc two scripts 
opposite i1.1 ccl.t;.iin dc;'inite ways such as go~d-h;~d ,  
.<a-no  scs, o i .  rcal-unl-c;~!." 'Tbc third elc~pcnt, tilc 
l;i~~lcli!inc, "s\vitchcs thc listcncr fr31n one 'script lo 

;~nc>tlicr CI-eating tlic joke'. (li;iskin 1985, p.. 34-35). 
h.iorc. oftc1.i iha~i  no:, according to t22ski11. !he h:1. 

;;loroils scripts \vil,l be oppnsitc i l l  terms of a " l.c;~l" 
;1lii1 '*~ill~~c;l]" s i~~~ ; i t i on ,  Izor cx.:i111~>1~, co~lsi(lcr tllc 

fi~llo\ving Joke (Ibskin I1)S5. p. I Oh). 

i 4 c : i . ; , .  r i ; ?  lokc ini!i;~lly c's.okc:; thc real 5;itu;rtio:: ,.I' j 
; I  \'ii:;rr u,ar::in>: a .;ul,siitu!; b . 1 ~ ~ ; .  I>c<-au\c hi5 \t il'e h::t 
./us[ ciicc!, 1 h,: unrcai sc.1.1p1 ;!l?:)l\.c> ri V I C ; ~ ~  w;lllti;?? f 
a substitute. u,.il'i-. In ;ttlditi::n. there i b  a pliiy!'ill op- : , 

pasiteness in the t\vo scripts on n.hicti the tianlor tr!rnb. < .  

l'h;it oplx'sition involves ihc. contrast bctwcc~l tiic cx-  
l'ccted . .p io~~~! lc i s"  i ) l  a rciigious !'igurc and tlie un- i 
expcctcri inipiicci scxilal intel.astion bet\veen :he vicar 
and his "substitute" ,\~ife. Fcll.lo\s:ing thc inconfrdity- i 
resolution n~orlcl, r):.: call h!,pothesize ~l!:.it'thc incon- : 
gruity of a vicar seeking a hubstitute ''\\'ifc" is re- 
solved with iile realization that t.hc vicar undcubtedly . I 
n.reans one thing but hd:; in;idver;=ntiy inipiied ar- 
otI1c1-. 

According to Raskin, contrasts scch as' these can 
be more finely categorized as i l )  actual/existing and 
nonactual/noncxisting. ( L j  II~,-mal/cxpected and sb- 
~ l o ~ ~ ~ ~ ~ a i / u ~ l e x ~ t c c t c c i .  ;inti (3;  liossil>le/pla:~~ib!~ a!?d 
f~ l ly /~ 'a r ; ia l !~  i ~ i > ~ ~ s ~ i b l ~  01. I ~ I L I C ~ ~  I C ~ S  ~ I ~ I I s ~ [ > I c .  i'01 
tile first suhtyi)c, co~fsidcr thc preceding joke. Here. 
i t  is ac t~~al ly  1:le case 11l;lt tile V ; L . ~ I  wal~l:, il atik*:;i;~i: 

. . for himself, bLl: , i  i:; no! aciu:!!.: !hc r2se  that the vicar 
wants a substitute for his :+.if;.. Thus the humorous 
contr3sf involvcs actual vetsu.; nonactual. An exam712 
of an cspcctcd/unexpcctcd contrast is seen in the fol- . . - I 

. . lowing joke.. .. . 
. .  , . . .  

, . . . . ,. . .<'a, 
. . ,. ..$. 

h doctor tells a man, 'i'our u.ifc must have absdlute 
rest. Here is a sleeping cablsr.". "When do 1 give it 

' I 
. - 

to her?". the ~ n a n  ;~sks. " Y o u  Jon'[." explains the . 1 
doclor. 'you take it yourself." I 
In this casc, the contrast involves the nornlal or 

expected action of a doctor prescribing medication foi 
;in i l l  person versus thc abnormal or unexpected prc- 
scription for the healthy but talkati\,e spouse. Play- 
Sulncss in tlic joke is cnpturcci i.n thc contrast between 
the cxpectcd care-givcr role and the i~~lexpectcd im- 
tation-inducing role of the spouse. 

The third contrast specifict by Kaskin involves a 
possible 01- plausible vcrsus an impossible or niuch 
icss plausible sitna!ion. For cs.inlplc (p. 47): 

Samson was so stsons. Ilc c\)uld l i f t  himsclf by his 
hair thscc Sect off tlie grou~ld. I 
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~ 1 ; o u ~ h  it scerns likely that Samson was strong ellough 
I,, l i f t  another person off the ground, i(u-oultl he im- 
l,Osible for hirn to lift hirllself off the ground. 

Kaskin's theory can be interpreted mithin the in- 
corlgruity-resolution school of humo!. First, as with 
;Ilcongntity-resolution theory, Raskin's theory posits 
;i switch from "bona-Side" communication to a play- 
fu!, nonthreatening mode (p. 140). Incongruity is then 
established by the presence of two partially or fully 
contrasting scripts that are compatible \vith the text, 

discussed previously (i.e., possible/i~-r~possible. ctc.). 
Finally. a "triggcr, obvious or implied" (c .g . ,  ; I  

pllnchline), hdps the listener or reade: resolvz the in- 
;,;,,?;-aity hy fully rcillizing thc opp;~sitcncss 01' the 
;iti~atioi;. 'rlius. fro111 1i1c i~~co~lgrttiij~-rcs~lutio~~ hcl~ool. 
K;;skiri's thcqry car1 be supplemcntcd \vith thc hy- 
I~o!l~esi$ t l i , ~ t  the suddcn rcaliz:rtion of' oppositcncs:, 
(jgicki!, reduce!: the listcncr's Seli tension iincl clc- 
creascs "arousal back to base-line." creating p1casi11.c 
i n  the process (Suls 1983, p. 44). 

I<:!\kin'\ 3c.1-ipt-hasctl hitrnor thcorv along \vith i l l -  

congruity ancl incongruity-resolution theories co~llc; 
~?rovc helpful to understanding cognitive stnlctilrcs th~tt 
m:iy cllal.actc.~.i/.c I ~ ~ ~ t i ~ o r o u s  :~d\~c.rtihir~g :iro~intl rllc- 

world. Though developed for verbal humor. liabk~ll'h 
~cr;pt-b;~sctl semantic theory may tvcll predict the type5 
of inconsruent contrasts one is likely to i i i ~ t i  i n  I lu-  

morous sdvertising, whether verbal or visual. 

Application of Hwnor  Theory in a 
Cross-National Context 

Cagnitivc faciors underlying humorous comniunica- 
*in .,,,a in :hc Q.S.  may also be foulid in hun~or-ous ad- 

vertising froni other nationai rnar!;cts. For example, 
crosr;-cultural researchers rcport evidence suggestins 
universd ubc of cogn~tive categories and sumtnat-y 
representations for storage and application of the con- 
tinuous stream of information to which human being\ 
are exposed .(e.g':; Pick l98b;' R O $ ~  1977). .Global 
use of such structures supports a 'central issumption 
of the incoii~ruily school of humor-that people ijc- 
velop cspcctations based on category norms that arc 
capable of being \~iolated. sonletimcs in a huinorous 
fashion. 

Within the humor stream itself, scvcral scholars 
conclude that humor is indced universal and that in- 
congruity is onc of its central cognitive-stl-uctut-ill 
principles. Fry (1987, p. 68) notes that humor was a 
part of life in dynastic Egypt and that "contemporary 
records in the Old Testanlent speak of Iaughtcr, joy. 
and amuscmcnt." As Berger (1987, p. 6) states: 

Iiunior is . . . all pervasive; we don't know of' a n y  
culturc ~vhcrc pcoplc don't have a scnsc of hunior.  
and in contcrnporary sc~ictics. i t  is (bund cvcry- 
where-in lilrn. on telcvisiori, in  h w k s  and ncws- 
papcrs. in our convcrsations, and i n  gral'fiti. 

Similarly, anthropologists lia\.c fouticl t1i;:t '.'jol:irls 
~.clationships" involving "joking, tcasing,'bunter, rid- . 

. 
iculc, ins~tll. hot-scplay, usually, but not ;11 w;~ys. 111- 
volving an audience" are present in both tratlitional 
and ii~ore industrialized societies (Aptc 198.3. p. 185). 
From the Arnba people of southern Africa (Al~te i983; . 
to tilachine operators in thc Unitsd Statcs (Fin:: !9X3): 
such joking relationships appezs to be comrnonplacc: 
Joking behavior has even been observed in  primates . 
(Fry 1987). 

Furthermore, "incongnlent. outrageous or deviant 
, . 

111::tli fcstations ol' ~,crsol~;~litics. heh;ivior anti so 1)rth. 
31.0 also irnporlant in such joking iic~ivilics" (??ljtc iOSi. 
13. 186). For cx;implc, evidence for thc ur,i ;&rh:tl iril- 
1101 ~ ; I I I C C  01' i ~~cc ,~ ,~ ;~ . t~ i t y  111 ! I I I [IIO!.  f i )~~ f l c i  i f !  " i ' ~ , ~ i i l . ; l f - L '  

behavior" (e .g. ,  "sittil~g o n  ;iniin~ls h'~ck\vs~.Js u,l~il(. 
I-idins"). \vliicl~ h;~b,hccn rcpot-tccl to I>r ;: 1?1:c,jor i.on1- 
]>or~clit 0 1 '  I-it~ral Iruliior alllong A I I I ~ I  ic.;i11 !rltli;lrr:,. 
t~.il)csl>col>lc i n  /',l'i.ic.a, ant1 \ . i l l a ~ e r ~  i ~ !  111c: i ;1  ( *\i;t> 

198.1. p. 100). SUIS (1983) takck the arFr~rill:nl ;I h1c.p ' 

1'11111l~l. \ \ ' I l ~ l l  1 1 ~   lilt^^ th;l~ 111051 hl~illol~ ;11.01111CI 111~ \h10l~ld 
11;is : I I I  I ~ ~ c o ~ ~ g ~ ~ u I ! y - ~ ~ c s o l ~ ~ t ~ o ~ ~  . ~ I J L I L ~ ~ I I ~ C .  Ah cv i ( I c~ l c~~~ .  
he cites Shultz (1972). who csaniincd vcrl?al I~urnor 
i l l  th(.  li>ll,lo~.c iitcr.;~rt~r.c of nun-\\'cstern sc-,cic:ics. ; in(]  

l.cpoi~l:, ( 1 ) .  47): 

l ~ l i c  ~ I . C \ C I I L T  01' i n c o ~ r ~ ~ - ~ r i i y  A ; I L I  r c h o I u [ i t ) r ~  I ~ C ~ I I U I - C ~  , 

I . < I U I I C ~ ,  111 t l~c V ; I ~ [  I ~ I ; I ~ O I . ~ I !  (11. rrl,~~c~.i:!l> ( 1 3 1 1  c).- 
aniplc, of 212 Ch:ncc  joke3 c.\arnincd, 2 1 0  1 % ' ~ -  
sessed incongruity and rcsolution). 

Hypotheses 1 and 2: Globat 
Priilciples 

The foregoing I-evikw susges t~  that humor is univcr- 
su!. Furthermore, the cogniti\:e-structural character- 
istic, incongruity. ;il)l,cars likcl.!. to 1,c present in mt~ci? 
o f  thc hi~mt,r- around tllc wor:id.- Ilcncc, incor~gr-uity 
may wcll be :I ~nqjor glohal cornponcnt of  huniorous 
advertising. Though [<askin's ( 15185) theor). docs not 
specify whether the frequencies of his' three hypoth- 
esized contrasts vary by national culture ( i .c . ,  \vh~thcr  
cultur.c A's humor will cml>h;ibizc cxpec~~:d/uncx- 
pcctcd contrasts \vhcrcas culturc B's will emphasize. 
rcal/unreal). i t  appc:rrs to predict that the contrasts 
will be discernible in a sivcn national culture's humor 
in  some proportion. On thc basis ol' this tticory, y c  
propow C'O.;~ first hypothesis. 

... 
I I ,: h,lost tclevixion adveriising fro111 divcrsc national mar- 

Lcts in which Iiumot. is iritcnded exhibits i.r~congrucl~t 
contrasts. 

In :tcIciition io establishing the presence of incon- 
gruity in humorous advertising. a goal of our study. is 
to idciltify specific typcs of contrasts. It' thcse con- 
trasts can be identified, rcscarchers and pr;ictitioncrs 
will bcrtcr understand which aspects of the ad can bc 
standardized and how such standardization can occur. 



For example, finding 1h:it none of the humorous ads 
frorll several national rnarkcts employ Raskin's pos- 
sitle/impossible contrast woilld suggest that this fonn 
of incongruity may not work well in global advertis- 
illg can~paigris :hat intend !<\ hc iiiimon~us. In contrast. 
if !!askin's theory i~ to be i.ci<vsi;t to international ad- 
vertisers, one or more of the contrasts i t  predicts ( i .e . .  
uctual/nonactual, expectcd/unexpccted, and pcssi- 
ble/impossible) should be identifiable in su~stantial 
numbers in television advertising from several diverse 
national markets. Our second hypothesis proposes that 
the three specific contrasts predicted by Raskin ars 
id~ntil'isble in television 2dv3rtising from different 
markets. 

HI: lic~uss d i ~ e r s z  nati~n:!l ilictrkets. three speciiic r!r:s 
of coctrasrs racrual/nar actual. expected/unsspcctrJ. 
and possihle,/lmpossible) are i({eniifi;tble in telsvi>ion 
advertising that is interlded to bc humoroub. 

Though we expect national markels to differ in thc 
proportion of himior 2ds that stress one or' more of the 
three types of contrasts, there is little prior theory o n  
whit 1,- to base any related predictions. 'Therefore. our 
investigation of clil'l'crcnccs in the rclativc u5c of the 
specific contrasts is exploratory. 

Hypotheses 3 and 4: Culture- 
Specific Differences 

As h4cCracken (1986, p. 75) notes, "adver?ising 1 5  a 
conduit through \s,hich 1n1:aning constantly pours !.om 
the culturaliy con2tituted world to ccnsuiner ~ o o d j . "  
As a resu!!, an importani goal of advertising is to bring 
the culturzl world 2nd the good together in a "special 
harmony" that enables !he viewel. to see " t h ~ s  simi- 
larity and effect tile iransfcr o[rnc~~ningful propcrtic?;" 
(McCracken 1986. p. 75). Because thc "cantcnt of 
ads mirrors a society" (Tse, Bclk, and Zhou 1989). 

" one,. would ex'pect ..actual message. conteni (versus the 
underlying struc'ture) to reflect th; cclturk in \vhich 'it 
appears. Hence. dcsp~te possible similarities in hu- 
morous structures and principles across national cul- 
tures. significant differences seem likely to bc found 
in the situations. settings. and themes used to con\,ey 
humor. Furthennore. such differences seem likek to 
reflect nlajcr national culture distinctions such as thosc 
documented both in pre\fious advertising researc-h (c .s ., 
Silly 1988; Mueller 1917; Tse, Belk. and Zhc u 1989) 
and nonadvenisin,o research ( e . ~ . ,  Hofstcde 983). 

Hofstede (1983). for example, found that national 
cultures could bt. differentiated on severall dirnen- 
sions. Two of the dimensions he identifibd were 
"individualism-c~llectivism" and "power distance. " 
Looking at the first dimension, Triandis et al. (1988) 
note that subardination of individual goals to the goals 
of a few large ill-groups is central to collectivist cul- 

b 5 
lures. Individualist culturch, i n  contrast, tcnd to bc 
characterized by multiple in-groups that are snla[lcr . 

and less demanding of their mcmbers. Ketlcctir~g thcsc 
differences, intended hunwr ads from cultures high i n  
collectivism (c.g.. Thailand and Korea) should in-  ... 

valve larger groups o i  rvlativcly close asroclacs 1 
whereas those from cultures iow in collectivis~:; :c.g., ., 

i 
Germany and the U.S.) should involve smaller groups I 
or no group at all. Therefore, we hypothesize: l a  

HI: The number of indi\.iduals or characters pjaying ~rl;!ior 
roles in ads in which humor ic; intended is greater i n  

low collectivism (h igh  individcalisln; cultures. 
high collectivism (iou individualism) cult~res than in 

! 
i 

Hofhtede's second . - dime~s ion ,  pc\sler dista~lcc, ic- 1 
valves the extent to wnicb powcr within a r,atior?al' 
cultlirs is uneqgally distributed (Roncn i9S6). Na- 

2 
tional cultures high on pciver distance tend to be hier- 
archic in  their interpersonal relationships and decision .q 
makin2 whcrea: those lo\\, on power distance tend to  1 
be more igalitsriiin. Ad\enising should differ on this 
dimension, with high po\i.er distance culture's exhib-. [ 
iting more relationships bctwecn character's i h a  are 
unequal and lo\v poivcr ilistar~ce cu1t~11.c~ exhibiting f 
more relationships that are equal. Our .fourth hypoth- j 
esis follows. I 

i, 
14,: Relarionships hcr\vscn central charactcrs i i i  ads in which 

. hun~or- 15 in(en(1c.d arc. !11ors oflev uncqli:il in high power I 
(lislance cu l rus~s  t h i n  iflow powcr riis~ancc cultures, 1 
In which thesc relationships are more oftcn equal. j 

! 

Method 

Sampling fYr~t/3;;t.! Cz!t~'res . - 
7'0 irnprovc rcli;ibility \\!iilc enhancing gcrlcra~iznbi'l- 
ity, tie chose two set5 01' countries that had similar 
characteristics. within each set but differed between sets 
o n  several 'important dimensions. The United. States 
and Germany nuclc 11p the first set. Thcsc nations are 
similar inasmuch as both lire Western, developed na- 
tions having high scores o n  Hofstedc's (1983) indi- 
\,idualism-colicctivism ciirllension (i.c.. low on col- 
Ic.cti\-ism) and low scores on the power distance 
dimension (see Table I r .  ~ h c  second set. Korea and 
Thailand, are similar to each other yet different from 
the firht set inasmuch as both arc Asian, rapidly de- 
veloping nations having high scores o n  collectivisnl 
and hish scores on pol\-cr distancc. Though hypoth-. 
c:,i~cCI cognifivc-struct~lre principles (H,  and H2) were 
prcdictcd to hold across all four nations. .the content 
of humorous advcrtisinf \ifas expcctcd to differ be- 
tween the matched pairs of nations on Hof'stcde's in- 
dividualism and po\vcr distance -dimensions (H3 and 
HA). 



TAPJiE 1 
Scores and Ranks of Courr2f;es on  Collectivism 

and Power Distance Dimensionsa 

Individualism/ 
Power Distance -. Collectivism 

Score Rankb Score Rank 

United States 40 16 91 50 
Germany 35 low- 67 36 
 haila and 64 31 20 . I 3  
Korea 60 27 18 1 1  

'Based on Hofstede (19833. 
Vank is based on 50 countries in sample; ior  example, U.S. 
is 16th from the lowest on power distance and Thailand is 31si 
from the lowest. Germany is 6th highest on individualism but 
on!\: 14th on collectivism whereas .Yolea is tlie 11th h;stie:! or, 
ir,dividualism bd! 39th frsn? the !cwest o~ collectivism. 

Sampling Ads Within Country 

Randomized cluster ssnlples of national brand TV ads 
shown on major netwcrks in each country were co:- 
Iected. Local advertising and dup1ic:itions of national 
brand ads were el imi~~ated along ~vitli ads that con- 
tained more than 50% sales proniotion information 
(e.g.. a tie-in promotions: ad for Pepsi with a local 
supermarket). Ads for the same brand that differ& in 
50% or liiore of tile cor?tent re~naincd in the s:~mplc. 
As other sampling plan details varied sligli[ly ariioli~ 
countries, we describe each plan. 

Sampling in the U.S. was conducted over three 
days in early November 1990. On each day (randomly 
chosenj, onc of the three major privately owned na- 
tional net\!,orks (randomly assigned to each day) was 
recorded (6 a.m. to midnight). All ads were thzn 
logged. We obtained a total of 497 unduplicated :ids 
for national brands from the three major Arncricaii 
networks. In Thailand z ~ ~ d  Korea, a sirnilar- ~~roccdurc 
was followed. However, in thosc countries, thc tapcs 
and master lists of cluster-sampled ads (three days from 
three station:, with. days randonlly selected) .were ob- 
tained froni market rescarch firms- that monit;drcd TV 
and radio advertising. Also in both countries, one or 
more government-owned stations that carried ads for 
national brands were included. In Thailand, ads wcrc 
recorded during April 1990, resultir:g in 351 undu- 
plicated ads. In Korca, recording was done during 
February 1990. rcsultirig in 520 unduplicated ads. 

Finally, in Germany, the two major national tclc- 
vision channcls are strongly rcgulatcd by thc govern- 
ment (Clerncns 1987). As a result, advertising on thcsc 
channels is vcry limited in ternis of frequency znd 
conterrt. With the advent of cable tclcvision, howcvcr. 
German viewcrs are now exposcd to a wider v:iriccy 
of programming options and advertising (Clcmcns 
1987). Therefore, to provide a represcntative samplc 
of German advertising, three privately owned and op- 
erated channels that cany ads for national brands \iJcrc 

sampled over a thrcc-day period during Octobcr 1990. 
As in the United States, a log of all advertising was 
created. Duplicates, proniotional ads, and local brand 
ads were eliminated, leaving a total of 244 ads for 
analysis. 

Humorous Ad Identification 

Three native, bilingual coders in Germany and four 
in each of the other countries were instructed in their 
own language and i n  English on how to rate ads in 
terms of humor. Following Weinberger and Spotts . 
(1989. p. 40). we did )lot ask judges to determine 
whethi:. 11icy pcrconally felt tt,; ad was hu~norads; in- 
~tcat l .  the hurnorous intent 0; the ad w;>s cockd in an 

' 

e f f m  to reduce cubjectl\lity. !n otiier words, becails? 
certain ads seeni likely to appe~.l murc to specific ssg- 
mer::s of the culture tl~an to cthcrs, coders did no; 
judge how funny each ad was, but only whether n u -  
mor u.as intended. 

An ad was assumed to contain intended humor when 
at least three. coders agreed. I n  all countries. i ~ t e r -  
judge agreement (calculated as the percentage of three 
or more agreer1:::;:s that hurnor either \\-as or was not 
intendsd) exceeded 80% (cf. Sujan 1935). In the U.S., 
80 ads were judged by three of four coders to.contain 
i~ltendcd hulllor. In German). 18 ads and in both Thai- 
land and Korea 5 1 ads were judged by three or more 
coders to contain intended humor. To reduce the sub- 
sequent in-depth coding task for the U.S. sample, only 
ads on which all four codcrs agreed were used, re- 
sulting i ~ i  52 ads So1 analysib. 

In-Depth Coding Procedcres 

'l'l~rce r::w native coders dscd a standard coding Torn; 
:o evaluate i:~tt-njcd :i~iiioi ;;A ;;l e x h  cou:l!ry. All 
coders rscerved extensive training prior to the actual 
coding t~isk. Much of this tiaining was cond~~cted in 
the codsrs' native languages, though foreign, research- 
ers &rF usually present. Originally written in En- 
glish, codirig forks  were i.<bsequently,double back- 
translatid to assure maximal equivalency, except in 
Germany where ttic coders' high English proficiericy 
allowed use of the original forms. Each intended hu- 
mor ad was vie\ved two to three times and coders thcn . 
i:idcpendently e\'aluated the ad. Subsequent viewing 
was allowed when coders had questions about the ad's 
content. style, or somc other aspect. 'lhe coding forms 
took 1C to 15 niinutcs to complete ior cach ad. For 
2111 itenis in all country samples, intcrjudgc agreement 
excccdcd 85%. Disagrecmcnts wcre rcsolvcd among 
the coders without the invnlvernent of the invcstiga- 
tors be!,ond simpie clarification of coding guidelines. 

Measures 

First. coders wcre asked to indicate (yes/no) whethcr 
the ad contained any of the contrash such as thosc 
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specified by Rzskirl (1985)-aclual/r,onactiial, cx-  
pected/unexpected, or possible/fully or partially im- 
possible. Second, coders wcrc askcd to dctcrnii ne which 
specific contrasts were Fcesent in the ad. In addition, 
when mole than onc cc;n:rss! was identified in thc ad, 
coders were ssked to d~rerrnine which contrast was 
most emphasized (i.e., the main type). These rnea- 
sures were used to evaluate the study's two global hy- 
potheses (HI and H2). 

Next, coders were asked to determine how many 
people or characters were featured in the ad. To be 
included, characters had to be actively involved in thc 
ad's plot. For example, if the story was set in a su- 
permarket checkout strnd and involved inicractior: be- 
tween the shopper and the checker. with other i~idi- 
viduals walking by in the background but not iilteracting 
with the main characters, the coders bould indicatz 
that two characters were featured in the ad. On the 
basis of Triandis et al.'s (1988, p. 325) statement that 
"the emphasis is usually on people more than on ta\k 
in collectivist culturr,~; and the rcverse happens In In- 
dividualist cultures," we operationallzed H,  by a4- 
suming that a larger proportion of ads in collccti\;:t 
cultures (Korea and Thailantl) would fcaturc three or 
more characters whereas a larger proportion in 1nd1- 
vidualist cultures (U .S.  and Germany) would fcaturc 
two or fewer characters. 

Finally, coders indicated whether the people or 
characters featured in the ad werc portrayed as having 
generally equal or ucequal status. This variable was 
defined to includc explicit and/or implicit diffcre~ccs 
between two or more individuals or charact~rs in temw 
of age, wealth, educaiion, power. and general knowl- 
edge. In ads featuring one individual or character, sta- 
tus differences between individuals or characters werc 
assumed to be absent. Fol l~wing Hofstedc (19831, wc 
operationalized H4 by pred~cting that c.cllturcs with h~gh 

I 
power distance worcs (Korca and Thailand) would h;lvc 
a largkr proponion of humorous ads containing indi- 
viduals of unequal status than cultures with low power 
distance scores (U.S. and Germany), which would havc 
a larger proportion of humorous ads containing indl- 
viduals of equal status. 

Our study strongly supports both HI and H, on thc 
global presence of incongruent contrasts in hun~orous 
television advertising. In all four countrics, a majority 
of the humorous television ads contained one or niorc 
incongruent contrasts such as thosc dcscribcd in Kah-  

kin's (1985) theory. As shown in Table 2 ,  higher pro- 
portions of ads with conlrast4 wcrc found in Germany 
(92%) and Thailand (82%) than in thc Unitcd Statch 
(69%) and Korea (57%). Chi sqilarc tcsts for diffcr- 
ences in the proportions of ads with any onc of thc 

TABLE 2 
Number of Ads With Anv of Three Contrasts by 

Country - 
U.S. Germany Thailand Korea ' 

Any of Three Contrasts Present" 
- 

Number 36 . 44 42 2S 
Percenth C9 92 82 57 

No Contrast Present 
Number 16 4 9 22 
Percent 3 1 8 18 43 

Total 52 48 51 5 1 

"Ads may have more than one contrast. 
bPercentages rounded. 

TABLE 3 
Typas of Humor Contrasts by Cotintry 

U.S. Germany Thailarlc! Korea 

Actual/Nonactuala 
Numbel  4 8 4 4 
Percentb 7 14 8 12 

Expected/Unexpected 
Number 26 40 28 16 
Percent 48 7 1 56 48 

Possible/lmpossible 
Number 24 8. 18 i 3 
Phrcerlt 4 4 14 36 39 

Total Number of Contrasts 
54 56 50 33 - -- 

"Ads may have more than one type of contrast. 
bPercentages rounded. 

, 
three contrasts arc significant (p < .05) for three of 
s ix  ;laircd nation comparisons: Ufiitcd States versuq ' 

Korea, Gcrn-iany versus Thailznd, and Korca versuc 
Thaiiand. Despite xucll tiiiYcrenccs, thc fcct thdt al- 
most 69% cf ihc h.;z,crzcs ads in all four nations con- 
tain contrasts such ;!s thosc specified by Raskin sug- 
gests that iriccjngrucnt cognitive structures may be 
prcsc~it glohally in a ma.iosity of tclcvision ads that 
are.in!ended to bc humorous. . . 

1n support of HZ, the specific types of contrasts ..':&. 
thcorizcd by Raskin wcrc idcntificd in all f ~ u r  coun- 

' 

tries (scc Tablc 3). Interestingly. there is relative!)' 
litrls variation in the proportions of contrast types across 
national cultures. For example, in  all four country 
san~plcs, I iC/(. or fcwcr of the contrasts were found to 
be actual/nonactual. 'Though in the German sample 
70% of contrasts were expccted/unexpected, the per- 
centnscs of expected/uncxpected and possible/'im- 
possihlc wcse fairly consistent and evcnly divided across 
the threc c;thcr co:in:rY sampies. Thus, sdvzrtising in 
\vhicii humor is intended appears to feature :'eater 
proportions of cer~ain typcs of contrasts. Funhcnnore, 
these proportiorrs may be relatively consistent across 
national cultures. ~ I I O L I ~ ~  somc v:rriation undoubtedly 
is present. 

Pnttcnis simillir to those just discussed eniergc, when 



ollc looks at thc r!;iii,; i j ' i X  ol'co~il~.;rst i l l  ;rtls wit11 or~c. 
or more contrasi: (re? Tsble 4). First, very few ac- 
l u a l / ~ i o n i ~ ~ t ~ a l  contrasts  re identified a:; tlic ni;~in 
contrast type in each country ( ; . e . ,  fewcr than 10Sb). 
second, distributions of.the main types of humor con- 
trast in the U.S., Thai, and Korea11 ads do not vary 
signifi~~nt!y (F > .36). Hc:vever, overall, the distri- 
bution of the main type of contrast across all four 
country samples i s  not independent of' country (x2 [6] 
= 2 1.61, p C .001). This result appears to be due to 
the fact that substantially more expected/unexpected 
contrasts (84.1 %) constituted the main type of con- 
trast feat?tred in the German ads. There is a fairly even 
sp!it between expected/uncxpccted and possiblc/iln- 
poszib!? r x i n  cciatrasts in : h ~  three othcr national cui- -. ;u:- samples. 

in additior! to supporting H I  a id  H?, our findinys 
p:ovide evidence on behalf' of H,. As s c f i  in Table 
j, the two natior:s iligh on Hofstede's collecti~isni di- 
mension (Korea and Thailand) had a substantial num- 
ber of hl~rnorous ads with thiee or more central char- 
scters whereas the two that were low (L.S.  alrd 
Germany) had substantially fewer ads with three or 
more characters. Within each matched country sam- 
ple, there was no significant difference between the 
proportion of ads with three or more and the propor- 

TABLE 4 
Main Types of Contrasts in Ads by Countrya 

- U.S. Germany Thailand Korea 
Actc~l/Nonsctual 

Number 2 4 2 -, .. 
Percentb 6 9 5 7 

Expected/Unexpectzd 
N~ln~her 16 37 22 14 
Percent 44 84 5.2 48 

Possible/lrnpossible 

tioll wit11 two 01- I 'CWCI. ~ I I ; I I - ; I C - I L . I . S  ( ~ ( I I .  KIII .CYI  :II:CI 7 1 * t ~ : ~ i -  
land, p > .17; for C;crmany and the U.S.? p > . 8 2 ) .  
Combining thc rcsults for Korc:~ and ?'h;~iland. \slc sec 
that 75% of the sampled ads contained thrce or morc : 
characters and 25% containd two or fewer. 'In con- 
trast, only 26% of the ads in the combined samp!e t'z: 
Germany and the U.S. had three or more characters 
and 74% had two or fewer. Chi square analysis in- 
dicates that the relationship between.differences in the 
numbers of characters and the matched country pairs 
is significant (x2 [ I ]  "= 47.53, p < .001). 

Finally, H, is supported. As shown in Table 6, 
more hu~nnrous ads featured unequal status between. 
nl'lin churactc~s in thc :wo n;rtions . .. that al-r high o n .  
llot'stccie's power distance ciimcnsion tThaila~;d m u  
Korea) than in the two that are low OP that dimei1sion 
(U.S. and Gen-nany). In,both Thailand and K:,rea. more 
than 60% of the humorous ads portrayed characters of 
unequal status and there is no significan: diff'ercnce. 
between the two nations on this variable (p  > .68). 

Differences in the distributions o i  equal and un- 
equal status ads are signlficar!t for Gcrrnany and the 
U.S. (xZ [ I ]  = 9.32, p < .003). These diffcrerices 
appear to result from the fact that the percentage of. 
ads judged to contain equal status characters was larger 
for Germany (85%) than for rhe ~ J . s .  (58%)'. How- 
ever, a majority of ads in both countries featured equal 
status characters. Thus, the two country samples were 
combined and results at the aggregate level were corn:. 
pared with those for Thailand and Korea. 

C c ~ ~ n b i n i ~ g  the rcsulls for Korea and Thailand, we 
found that 63% of the sampled ads featured relation- 
ships between characters that wcrc: uncqua!. 111 bharl: 
contrast, for the combined !! .S. 2nd Cem?ar! sample. ' 
7 1 %  of the ads featured zquat status relationships. Chi 
square analysih indicates that the relationship bctwccn 
status and the combined country pairs is not indcpcn- 

Number 18 3 18 13 dent (x2 1 I j = 23.15, p < . oc )~) :  
Percent 50 7 43 4 5 Last, the content differences found ma) be duc in Number of Main Contrasts 

. 36 44 42 29 part to differences in products advertised. To test this 
possibility. three native coders in each cou!ltry catz- "Include ads w ~ t h  one or more contrasts. 

bPercentages rounded. gorized featured products along three dimensions: ( 1  ) 

TABLE 5 
Numbers of Individuals Featured in Television 

Ads 

U.S. Germany Thailand Korea 
Ads With Two or Fc wer 

Number 38 36 10 16 
Percent 73 75 20 31 

Ads With Three or qllore 
Number 14 1 12 4 1 35 
Percent 27 25 80 69 

Total Number of Ads 
52 48 51 51 

'Percentages rounded. 

TABLE 6 
Sta tus  of Individuals or  Characters in Television 

Ads 

U.S. Germany Thailand Korea 
Ads With Equal Status 

Number 30 41 20 18 
Percenta 58 85 39 . 35 

Ads With Unequal S?atus 
Number 22 7 31 ' 3 3  
Percent 42 15 61 65 

Total Number of Ads 
52 48 5 1 51 

"Percentages rounded. 
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oidance nol~durable (goods ;:;:,;ciated with undc- 
able events and activities b;c!: 2s aspirin, cf. Stay- 
in, Aakcr, and Uruzzonc 1989). approach nondur- 
le (goods associated with desi~:ible events 2nd 
tivities), durable. or service; (2) high, medium, or 
w involvement, and (3) picaw~t-oiicriicd, F~nction- 
iented, or 'uoih. Inicrrater rigrccment \l.las again 80% 
higher in each country and disagcements wcrc re- 

~lved through discussion. Though certain sig~tificant 
fferences (p < .05) on each prodact dimension are 
eesent across countries, thc differences are not sub- 
antial. For example, in each country, consumer ap- 
roach nondl~rable goods comprise [he modal cats- 
pry (i.e., 50% or higlter). In  addition, lo\.:er 
~volveinent p r ~ d x t s  are ;;redominar.i ci.:., 50ch or 
ighe,r) in e.:er; !xition's san:pl:, and in :hree of four 
ountries the modal catcgcry consists o i  plersurt-ori- 
nred products. Thus, though differences in product 
jpes featured i n  the ads may have contributed to ob- 
erved differences in terms of the collectivism-indi- 
~idualism and status measures, i t  appears i~nlikcly that 
roduct-related differelms could account for the ds- 
ent of systematic variation in ildvertising content doc- 
~mented in our study. 

Discussion 
'The purpose of our study was to examine the nature 
and content of humorous appeals across natlofial cul- 
tures. The first goal was LO identify an underly~ng global 
p:incip!e that might provide a deeper understanding 
of the basic structcre of humorous appeals. Second. 
we attempted to identify dinlensions along which na- 
tional cultures n~ight n~eaningfblly difrer in terms of 
specific te!evision advertising content. 

In reference to !he first goal, coding restilts fcr 
humorous ads in four different cultures (Thailand. 
Korea, Gemany, and the U.S.) lend support to Ras- 
kin's (1985) script-based semantic theory, which fo- 
cuses on incon&uity.of scripis as .the.central element 
of humor. In all four rultcres, a majority of the ads 
were classified as containing incongruent cognitive 
structures. In two countries, Thailand and Germany. 
the presence of suzh contrasts was even significantly 
higher (82% and 92%, respectively). Thcse findings 
extend Suls' (1983) conclusion that humor globally 
exhibits incongruity to advertising. 

The implications of this finding are twofold. Firht. 
from a theoretical perspective, it appears that the bas~c 
cognitive structure approach underlying hun~orous ap- 
peals may not be "culture-bound." Thus, our study 
supports and adds to a growing body of research in- 
dicating that certain aspects of consumer cognition are 
"universal" (Pick 1980; Rosch 1977). More impor- 
tant, the seemingly global applicability of the incon- 
gruity principle suggests that a cognitive structure ap- 

 soac act^ has thc potcncial to provide a more bc,ic . 

u nderstznd i ng of ho\v humorous appeals operate across 
diffcscnt cultures. 

Second, from a global strategy perspective. c,ur 
study may provide valuable insizhts to attempts to 
~[nndardizc humorol~s appeals across national cul- 
tures. Specifically, our results suggest that ads con- 
strilcred in line with the incongruity and/or incongru- 
ity-resolution principles may have the ability to generat? 
humor in diverse nationitl cultures. However, our stud,, 
esarnined only the presence of incongruent structures 
in ads classified as humorous in intent. The study did 
not address the issue of the effectiveness of thk ads 
in gznerating a hu:norous response. Hence, an im- 
:x)r:anr lopic i;~r futxe rese~rch wrodd be to c u m i n e  
the extent !o wf~icl~ ads containing "incon,oruent" ver- 
sus "incongruent with resolution" cognitiX;e structures 
nr' more or less effective in generating desired affec- 
tive responses." 

I t  is also interesting that very few actual/nonac- 
tual contrasts were found in any country. Thus a sub- 
stantial portion of hur;lorous advertising around the 
world appears to rely on expectedluncxpected or pos- 
sible/impossible contrasts. Furthermore, for the United 
St:ttes. Thailand and Korea, distributions of these two 
contrast types are very similar, with proportions for 
both types ranging from approximately 30% 'to 50%. 
of the total number of main._contrasts. The German , 
resillts are distinct in that so many of the ads (aore 
than 80%) featured expected/unexpected contrasts. 
Unfortunately. present 'theory an3 research are inad- 
equatr to exp!3in this difference. ,Similarly, from a 
tt~coretic perspective, it is iint c1e;cr why humurous ad-. 
~crtising in Korea exhibited fewer contrasts than that 
in any other country. Such unanswered questior~s clearly 
indicate 2 need for futurc i'esearch'.inro possibk id- 
tural factors that might relatc to a preference,for cer- 
tain types of contrasts as we!l as humor without con- 
trasts. 

.. Thesecond goal df our-study was to identify di- . . 
mensions along which thc specific content (as O'P- 
posed to structure) of the humorous appeals might vary 
across national markets. Two dilnensions from Hof- 
stede's (1983) work were chosen tor hypothesis de- 
velopn~ent: collectivism-individualism and power 
distance. The collectivisn~-individualistn dimension 
;;:rtains to how much the national culture emphasizes 
either the subcrdination of individual goals to the goals 
of a few large groups or the assoc ation of the indi- 
vidual with multiple smaller groul s that tend to be . 
less demanding, Results support the hypothesis that 
ads in countries high on cci~lectivisr::~ (Korea and Thai- 
land) contain more group-oriented hituations than ads 
in countries that stress individualism (Germany and 
the U.S.). The suggestion is that consumers in cot- 
lectivist societies are more likely to respond to hu- 



I n o r o ~ ~ s  appeals involving lar6e g~ .o t~ps t I i ; i~ i  con- 
sLlllldrs in individualist cultures, \Y:.lzrc LISC 01.  sln;~licr- 
,,roul~s 01- individuals m:ty be morc ap;:r-op~.i;~tc. 
C 

power distance was the second :iation;il c~rl!u~.c di- 
Incnsion exaniined. Ct:ltures h i ~ h  on power distance 

to be hierarchic wl~creas cultures iow on power 
distilnce tcnd to be more egaiilaria:~. 'q;,;';. ~ ~ a n i i n c d  
tllis dimension by looking at the stattlh rcla~iorisl~ijs:, 
between the characters in the ad. The results suppo11 
,)l~r hypothesis that ci~ltures high o n  powcr distitncc 
(Thailand and Korea) have more ads wit11 cti;~~.actc~.s 
of unequal status than countries lo\v on tliis dimension 
(Germany and thc U.S.).  This finding is rct'lcctivc 01' 

t!le f:ict that in the U.S. and Germa!ly, more e~:iphasi:, 
;,i p l~ced  cn c;qudi;j: than is the Last i r ~  thc A..rian cul- 
turcs studied. 

Though our findings suggest that it nlay be po:- 
sible to standardize the basic structure ol' humoi-o:is 
appeals by employing the ir~congritity principle. thc 
ad's content (i .c. ,  numbers of characters and t!lcir st;:- 
111s relationships) may rcqtiirc modificatioi) I-or- 11l;il.- 

kcts with widciy varying viilues and nosn:s. I-lcncc. 
our findings are consisrent with previous t.csea;.cll O I I  

the ways in which ~i~ultinational firms st:tntlardizc or 
modify itdvc~-tising across na~ion;il cr~lturcs (Killou~li 
1978; Pceblcs. liyans, and \'cs~ion 1078). 1 1 1  p;i~.ric.- 
ular, the results arc similar tu Killough's (1978) I'irld- 
ings about the possibilities of standardizing an  ad'?; 
'buying proposal' (i.e., a btructural character-istic akin 
to the incongruity principle of humor found in  our 
study) b~lt cul~uriiliy adapting thc ad's "crcativc pl.e- 
sentation" (i.e., a thematic content charactcritic 5i:n- 
ilar to differences in the numbers of ~ndividuals ,ind 
their status relationships). 

Our findings also support Onkvisit and Straw's 
(198'7, p. 54) conclusion that starrdardizcd advcr-tising 
strategies incorrectly assume that communications dc- 
signed for the U.S. market can be used abroacl with- 
out modification. Those .authors describe such ap- 
proaches as "ethnocentric" and argue that they an: likcly 
to be unsuccessfi~l for any one of the f'ollowing rcu- 
sons: (1 )  failure to gain attention if the message is 
irrelevant, (2) failure to be understood, or ( 3 )  failure 
to motivate action. Instead of a globally standal-dizcci 
advertising approach. Onk\.isit and Shaw rccommcncl 
a "geocentric" stratcgy that requircs (p. 54): 

. . . the advertisement to be designed for ttic world- 
wide audience from the outset to  appcal to a sti;ircd 
intercountry denominator ~vhile allowing for \omc 
niodification to suit each 111arket. 

Our study identifies a potentially important " i ~ ;  
tcrcountry denominatorw in humorous advertising. That 
is, illcongruent cognitive structures were found in a 
majority of television advertising that was intcndcd la 
hc humorous despite significant diSScrcnces on inqjor 

ci~ltural di~iiensio~is. I~ILIS,  li)lltn\ ii;g 01iL.\ isit :111d 
Stiaw, we suggest I I I ; I I  tlicsc stri~ct~ircs III;~!. p~.i)vidc it ' 

tlir~lcr,siorl o n  wliic.l~ I \ )  st;i~id;lrcli/.c hec:!usc thc*ir. L I S ~  

is likely to enl~;tn~.c t!ic co~~i~liu~lic;rrio~l c, ' : ; '~~~~\/cIIcss 
or' h~.iniomus adve~tising ill-oiind the \vorld. At tise saliic 
rime. the study demo~~stratcs  that advertisers are !ike!y 
to I)cr:cfit from ":lllowing t'or some niadification~ to 
>.uit cacti ~n;i~.kct" (Onkvihit ant1 Sliiiw 1987. 1). 54). 

Finally. while remaining alert to dif'l'erences, man- 
agcss may bc able to group cou1111.i~~ stratesically 011 

tlic lx~sis of' n;itiorlul culture tli~ncnsior~s. 1:or exanil~lc; 
our- finclings suggest that a l>p~a l s  emphasizing collec- 
tivism and unequal :;tatus rcl:ttionships are 111~:ch mnrc 
!'rcqucnt in ?'kai:ancl and Korc.4 :anu pc1-1l;ip~ ~ t h d ~ . '  
collectivist na~ional cclturcs) th;tlr in Inore ~nrlivid~l- 
itlistic ci!lturcs sucii as the iJ.S.  ;,nti Gcr:nan!'. F ~ t u r c  
I-cxearcli shoultl test tl1.c cxtcrit t\) \s,hich huch value 
tiirllcnsions ;nay ii~sist cicvclop~iicn: of ..tar:d::~-cii~ed 
tlurno~-ous ~~ppe;iIslI'ur variouh gnlupings or' nittiorlitl 
c11It11rc5. 

.l'hc Illany difl'icultics assc>ciatcil \i:irii c,-,-r~?;-niiti~n;rl 
research have long heen recognized (Alhaum :ind PC- 
Ic,rson 1 OX3) ; ~ n t l  solne 01' ~hcsc  pl.ot-rltrms ;Ire .l>rchclll 
i l l  o t 1 1 .  stud,,. 1'01.  cxii~iiplc. one 01' ttic kcy ~ ~ l ~ , ~ l l e n ~ c s  
In cross-cultural data collccti\?n is the attui~lment ol' 
nicasuremcnt equivalency (Hui and T r i ad i s  1985). In 
other words. tlic data collection is valid only to the 
extent that the researchers can demonstia?s that lire 
co~istruc~s ;incl rnciisurcs arc conccp!ualiy ;incl opcra- 
tion;illv cqi~i \~ale~i t  ; IC~OSS tIlc v'lriolls c:~Iti~res studied. 

In our study, we devoted eutrcnic effort t ~ >  ensilr- 
ing that the coders clearly undcrstdod the constructs 
and categories and couid demonstrale lilt .  ability [c 
make judg~iisnts as v,!e intended. Nevertheless, cul- 
tural biases inherent in thc coders could have sornc-. 
what influenced the results and accounted for some of 
the variance between countries. The differences ob- 
served. however, wcrc on culturally sensitive mea- 
sures ( e . g . ,  individualism-collectivjsm) and were typ- 
ically very large. Therefore it is unlikely that all of 
the meaningful variance in categories is attributable 
to coder biases. Second, the coders were all extremely 
\+jell trnineti and cxhit>itcd high intcrrater agreement. 

We also recognize that thc sarnplcs studied rep- 
resent only a portion of the ads that appear on tele-, 
vision i l l  the respective countries. Future research em- 
ploying larger nurnbcrs of ads is needed to verify our 
firidings. Final!y, we examined only one medium (i.e., 
television). Future research should examine humorous 
sppeals in other media as well because the cultures 
studied differ in terms of exposure to ads in the var- 
ious media. For example, in Gcrmany, print adver- 
tising (in particular magazincs, ncwspapcrs, and hill- 
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boards) plays a Inore si_rnificant advertisii~g roic than 
it does in the U.S. (Toyne and Walters 19S9). 

Conclusion 
O u r  study makes an important contribution by dis- 
covering that humorous television advertising ~ I I  Codr 
national cultures employs incongruent cognitive struc- 
tures. Furthermor;. the incongruity in humorous ad- 
vertising was found in every culture to be expressed 
in identifiable structures such as the expected/unex- 
pected contrast specified in Raskin's (1985) 1i10del. 
Message content in humorous advertrsing, however,  
zppears to  vary a l m g  rllaj?r national cillturc dimen- 
sions such 2s coIlecti~isn)~i;,di~-idualism and power  
distance documented j. H~>fs:ede (1983). As  a result, 
though the n c ~ i o n  of incongruent coritrast strvctures 

may iritim;~tely prove capable of serving as  a gilidc 
thc devclopn~cnt  of  globally standardized c o ~ n ~ ~ ~ , ~ , , i .  
cations, certain aspccts o f  the ad's tnzssage may CO1,- 

t inue to benefit from adaptation to the targeicd I,;,. 

tional culture. .. 
Finally. we  ernl ) t las i~e  again that our  study did no1 

address the issue o f  ad  effectiifeness. 1n the .fururc, 
i-elationships between usc of alternative cognilivc 
structures ( e .g . ,  expected/unexpected vs. possible/ 
imp3ssible) and effectiveness in generating dcsircd . 
humorous responses should be examined. For cxt t rn~ 
ple, an irllportant questior! is whether and when i n -  . 
conzruity cr irxongruity with resolution is rnorc el'-. 
fective as  a humorous coinmunicaticn stratepv. 
Regardless, the senrch t b r  g!obal and culture-sy;ecil;c~ ' ' 

princ;p!es in interr~ational rnarkcring commur,'ica:ior~ 
appeal-s to i ~ c  ;i pro~il ising arca for future rcsk:iroh. 
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Minefte E. Drumwright 

I Company Advertising With a Sacia 
-s- Dimension: e Re RoiS (cl~f 

he  author examines company advertising campaigns with social dimensions and compares them to matched stan- 
ard, or nonsocial, campaigns. The author investigates the managers' objectives fur the campaigns with social 
imersiofis, examines the processes creating them, and develops a model for explainiag success :actors. Mosr 
g n p . i ~ ! ~ c  havs mixed objectives, b3th economic ;,id social, which have many implication:. A!though thsse c r l t ~ -  
aigns a ie  ~ i o t  particula, ly effective in achiwing trsdi:ion&l economic oojec~;ves. 3u i i1  as iiii:~;;i;rg ;81~1~, thzy 2 : ~  
ighly effective in hchieving company-oriented objectives, suck as motivat;ng the V J O ~ ~  force or commun~cat ing the 
sssnce of the company's mission. Drawing o n  research and theory reia;ed to orgat~izational identificat~on, the 
tithor discusses causal mechanisms underlying social campaigns' effectiveness w ~ i h  company-orie~ltsd osjectives 
nd presents directions for further research. Ethical considerations and managerial implications are discussed; as 
tell. 

In the pages of an elegant fashion magazine, a fash~on 
manufacturer's advertisement uses people with physical 
disabilities as models. 

During a prime-time network television commercial, ;in 
athletic equipment manufacturer associates i ts  product 
with an attempt to build awareness of a serious social 
problem. 

( Broadcast during drive-time radio, a loca! retailer adwr- 
I rises a promise to contribute to a lvcal charity each timr a 

certain product i s  purchased. 

C ompany advertising with social dimensions is on the 
rise as com.panies afi l izte with causes sucn as AiDS, 
breast cancer, domestic violence, drug pre\fention, 

gay rights, literacy, mental and physical disabilities, racial 
harmony, rape prevention, and wetlands and wildlife preser- 
vation (e:g.. Amott 1494; Benjamin 1994; Carringer 1994; 
Garfield 1993; 1994; ~ i l l e i ' 1992 ,  1993;'zbG 1993): ddver- 
tisements associa!ed'with these topics are. variously referred 
to as cause nurrketirlg, cause-related nuzrketing, corporute 
issue promotion, corporate social marketing, social issltes 
marketing, rnissiorl marketing, or passion hrrrtldit~g 
(Andreasen 1996; Amott 1994; Bloom. Hussein, and Szyk- 
Inan 1995; Duncan 1995; Varadarajan and hlenon 198s). 

I 

Minette E. Drumwright is a senior lecturer, Marketing Department, Univer- 
sity of Texas at Austin. The author expresses her appreciation to the Mar- 
keting Scimce Institute for supporting ihis research. She is indebted to her 
informants for sharing their stories. She expcp!esses special appreciation to 
Alan Andreasen, Janice Barbato, Ida Berger, Paul Bloom. Richard Bzrnes, 
Thomas Burnham, Margaret Cunningham, Pam Scholder Ellen. Mary 
Gentile, Stephen Greyser, Bernard Jaworski, Patrick Kaufmann. Deborah 
Maclnnis, Lois Mohr. Gwendolyn Ortmeyer, H. W. Perry, Jr., Kasturi Ran- 
gan, Alvin Silk, N. Craig Smith, Patricia Stout, Michal Strahilevitz, P. Rajan 
Varadarajan, and three anonymous JM reviewers. 

From 1989 to 1992, cause marketing grew froril SiClO :nil- 
lion in  corporate expendiwres to $254 million (Xndreasen 
i 996). More recent figures estimate i t  to be as hizh a j  S2 bil- 
l ion (Smith 1994). A nationwide survey by ConeiRoper 
found that cause marketing is well received among con- 
sumers (Carringer 1994). For example, 63% o f  Amerlcan 
adults surveyed said they believe that cause marketing 
should be a standard par; :)f a co:npan;,'s activitii.~: 78% 
said they would be more likely to buy a pro4uct associated 
with a cause that they care about; and 81% :$lid causc har-  
ketirlg creates a positive cornpafiy irnsgc. 

Despi:e their reception by marketing profe&ionals and 
consumers, cornpany advertisements with social dimensians, 
have been among the most controversial of nukering 
approaches. They have. been heralded as marketing's great- 
est contribution to socie[y, (e.g., Smith 1994;'. Smith and 
Alcorn 1991) and lanibaskd as marketing% mast unabashed 
exploitation (e.g., Garfield 1993, 1994). Many have conjec- 
tured about managers' objectives and motivatious for these 
marketing programs and made inferences about how they 
come about, but no one has investigated them directly. Do 
these approaches represent marketing as i t  has alu.a!.s been 
practiced, in  senlice o f  economic goals, or do noneconomic, 
criteria enter in? 

I examine advertising that has a social dinlension. The 
first objective is to understand the objectives that managers 
in companies and their marketing partners have for these 
advertisements i n  order to see if, i n  fact, noneconomic :rite- 
ria enter into the advertising decisions. If they do. in what 
ways do they enter and to what extent? A second objective 
is to understand how managers approach, create, exccute. 
and evaluate advertisements that have a social dimension- 
whatever the objective. A third and longer-term objective o f  
this inquiry is to contribute to a research stream.ihar involves 
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bro;iclcllir!g tllc unders:anciing oi' tile use 01' n~neconoriii~. 
criteria .in marketing decisions. 

Consurner Research 

Consumer research oil company advertising with a sc;cis! 
dimension takes two directions-one assesses the effective- 
ness of the advertising and its various aspects on the basis of 
consumer rcsponse and the other explores consumer pro- 
cessing of social ideas in advertising. Company advertising 
with a social dimension appears to be well received among 
consumers. A majority of consulners view i t  favorably. and 
it results in cositive purchase inte~lions among a seg::ien: of 
consumers (Koss,' Pattzrson, and Stutts 1942; Ross. S tuits, 
and P;\tttrson I99 i ;  Smith and Alcorn 199 1). Various 
aspects and tactics have been investigated. Fcr example, 
:here is sor~le evidence that coilsumers prefer local causcs ti, 
national ones (Ross, Stuttx, and Patterson 1991; Smith and 
Alcorr~ 199 I ) and disaster relief or curing diseases to other 
causes (Ellen, Mohr, and Webb 1996; Ross, Stutts. anJ Pat- 
terson 1991). This type of advertising appears to. be niore 
effective with luxury products than ~ractical ones, perhaps 
because the donation offsets feelings of guilt associated witii 
the purchase and consumption of luxury products (Strahilc- 
vitz and Myers 1995). Consumers perceive less expluitation 
and more benefit to the cause when donations arc larger 
(Dahl and Lavack 1995). Moreover, they respond thc nlost 
positively when the tactics uscd prompt attributions of gen- 
uine altruism on the part of the firm; for example, donations 
of' products are niore iikely to prompt sttributions of altru- 
ism than cdsh do;iations {Ellen. Mohr, an3 !V2bt. 1996). 

Research sugges~s that social dinlensions may li;~\~c 
unique effects on consumer processing. Social ideas have 
been differentiated ii-ur~i p~uduct ~ c ~ s ~ g c s  on sc:,e:;! 
dimensions. and i t  !xis hecn ~ r o p o ~ e d  that the dimensions 
characterizing social ideas may negatively affect attention 
and cognition (Manrai and Gardner 1942). In conIrast, when 
combined with a message about a service, social ideas have 
been found to, increase. people's motivation to process the 
mess~ge.~~hey~al~o'incr~ased perceptions of the strerigth:of 
the argunient for the service, especially undkr conditions of 
moderate perceived involvelnent and ambiguous service 
arguments (Berger, Cunningham, and Kozinets 1996). 

I,usincsscs and nonproli~ oipaniz:ttions (Barnc:; 19()1). 
Guida~icc- h.-, bccn ulf'ercd !o nonprofit managers I.eg;trdirlg 
protecting ~i~c; i -  iiiterests in cause niarketing ventures 
(Andreasen 1995; .Cunningham 1996; Wagner and Th(,lllp. 
son 1994). ln summary, the managerial research has been. 
based Isrgely on accounts of practice from ,Secondary 
Sources external to hr.  Grnis themselves and has gencriillL 
1101 iii~~stigatcd iv!~;' xazspcrs did whar they did, what their 
perceptions or ra:ioiialcs were, 01. what t.he processes that Icd 
to the advertising with social dimensions were. 

Methods 
Selection of Method 

When t!ie go:*! iq tr!lllcrst;~nd~?g what the nlea:?ings are .to 
actors rather ;ha,; preaicting what their behavior wlll he--+: 
ill pl~ilosophy of qocial science terms, thc c.clion 19er.sus 
be;lu\ior distinction (Rraybrookc 1965)--qualitritive nielh- 
ods are often the most appropriate tact.! :dore specific, 
field-based approaches and elite intel-bfiews are particularly 
~~seful  when the research objective is to understand complex 
interactions, diffuse processes, arld often tacit perceptidns. 
bciieis, and values, especially when the researcher cannot he 
sure what intevv~:tation, code. norm, afiect. or rule is guid- 
ing the actors (Dexter 1970; Fielding and Fielding 1986; 
Marshall and Rossnlan 1989: Milcs and  Hubeman 1094; 
Strauss 1990). 1ii the social sciences literalure. the term elite 
ir~rer-rie\~~.s is conimonly uscd :o refer to intcl btiews (I!' deci- 
sion makers as opposed to consumers. an electorate, or a 
mass population (Dexter ; 970). Elite interviewing is differ- 
ent from highly stluctured survey research inten.iews..The 
latter are usefu; for predicting behavior and generalizing tc 
populatio~is about belli~vior: the forliisr is designed to asccr- 
tain th,: dccision maker:;' understanding. Fur all their idler- 
Grit benefits, behavior:il rcpons, as produced by survey 
research, often Jisrc~arJ tile meaning ts the actors. A 
researcher [nay infer ~near . i~~g fr.orn behdvior, but when he or 
she warn to knqw what the ector thinks is happe;ii~ig, elite 
intervicwing often providcs a niore direct and useful tool. 
Elite. interviewing stressesqthe informant's definiticn of the 
sjtuation,.encourages the inior-mant to structure theciccount . . 
of thk situation, and allbws the'informant to reveal his or her .. . 
notions of what is relevant (Dexter 1970; King 1994; 
McCrackeri 1988; Schwartzman 1993). In short, the objec- 
tives of the research drive the methodology. 

Managerial Research 
Selection of Campaigns 

Consurlier research is scant, but there is even far less man- 
agerial research. With a few exceptiuns, what exists are The criterion for selecting canipaigns with social dinlen- 

largely attempts to describe variations of advertising with a sions was that nlultiple external sources had perceived' and 

social dimension--cause marketing versus mission market- commented on what appeared to b. a social dilllension. 
- 

ing, cause-related niarketing versus corporate issue pronio- 
tion, and so on (e.g.. Andreasen 1996; Bloom, Hussein, and i Widely used in the social scierices, qualitative: methods also 
Szykrnari 1995; Duncan 1995 j. ill a seminal conceptual have beer1 used to great profit in marketing and consumei behavior , 
study, Varadarajan and Meno11 (1988) identify important studies (e.g., Ariiauld and Price 1993: Belk, Wallendorf, and ; 
,,,anagerial dinlensions of cause-related marketing and i l l u s -  Sherry 1989; Bloom 1987; Dougheny 1990; Dnrmwright 1993; ' 

Hill and Stalney 1990: Kohli Jaworski !990; Parasurarnan. [rate their effective use. In a *urve~ of 25 compall~ m;lrkel- 
zeit,lar,,l, I YXS; W~,r,.,llnl 1993,. previous 

ing managers and 23 fund-raising nlanagers at nonprofit research is scallt, qualitative I~vthods are often essenlial to gener- 
~ rgan i za t i~n~ ,  it is shown that both groups view cause- ate hypotheses and ultiln;itcly theory (Glascr and .Strauss 1967; 
related niarketing positively, which offers beliefits to botll Kin;. Keohane. alld V~'rl;a I0Y- l ;  Kritxer 1994; Strauss 1990). 



~ TABLE 1 
Annual Redenues a n d  Billings 

Public 
Relations1 

Advertising Talent 
Company Agency Firm 

0,000) Revenues Billings Revenues 

ter than $1,000 4 0 0 
2 1 0 
2 2 0 

$1 00 2 2 0 
tnan $50 1 3 - 3 - - 

11 e s -- 

TABLE 2 
Configuration of Partnerships 

Social Standard 
Campaigns Campaigns 

figuration of Partnerships 
~panylaJvertis~ng agency 6 4 
pany/?lvertising agency/ - 
blic relations agency 2 2 
pany/talent agency 1 1 
pany in-house 2 4 

i campaign had received multiple *:irite-ups and had 
1 lauded for its social dimension, criticized for exploit- 
d social cai~se. or both. Co:npanies sponsoring the cam- 
ns were contacted, ;&id one to thrco telephone intor- 
.,s uere conducted wi:h persons whll had been involved 
ie proccsse? resulting in the camp:rigns. This leci to an 
dl sct of personal i,lterviews within ths ccmpany. During 
nterviews, a tecnnique i:nowrl as stio~c.Dalling (hlo:iar!y 
3) was used to identify other informants. Tnat is, infor- 
ts were asked to identify other people viithin the corn- 
y or within any organization that had served as consul- 
s.or "n~arketing.partners" W ~ T O  had been irivo!vsd in the 
zrtising processes. Company informants alsq were asked 
jentify a campaign without a social dimension (referred 
s a .stuttdurd cut~lpuign) for the same products or brands 
had been used within the same general time period and 
generally comparable in expenditure, geographic scope, 
persons involved. The interviewing continued unri l  

;t, i f  not all. of the people identified as playing key roles 
been interviewed. 
Eleven conlpanies agreed to serve as intenrieu. sites. 
e of the companies have headquarters in the United 
zs in seven states. and two are in Western Europe in two 
erent countries. though their products are sold widely in 
United States. Eleven firms were marketing partners 

paig~~swith a :;c~ial dimensian alld three ot thc  standard 
iarnpaigns were transnstional, appearing in ihe Unitcd 
Statcs 2nd i n  multiple countries on at I'eiist one othcr.conti- 
nent. The remainder of the campaigns appeiired in  the 
UnitcdS~ates. The range of media expenditures was $50,000 
to $7 rnifiion for ihe social campaigns and $100,000 to $6 
million~for the standard campaigns. Of the 1 1  social chili- 
paigns, i G wert: initiated between July, 199 1 and May, 1994. 
One campaign ran from 1985 to 199 1. The interviews were 
coriducted Setween January, 1993 and September, 1955. 

Development of Interview Protocol 

The i~iterview protocol was developed in consultation with . 

15 professors and practitioners, who have substiintive or 
mct:lotiologicaI espc*rt~sc: 2 colnpuliy nlarkc~ing cxxuti a h ,  

3 advertihing agency ex*lcutives, I? marketing p~oiessors, 4 
advertising prcfes.;ors, I prominsnt media adv'~;iisir.g'critic, 

' 

and r social scien~ist specicllizi~ig-in qualitutive rcscarch . . 

methods. The interview prgtocol wr;: pretested in personal 
interviews with a company marketing executive and an 
advertising agcncy exccutivc'. both of whom tu~d bccrl a p;ln 
of sociai advertising campaigns that were not included i n  the 
sample. The interview protocol is shown in Appendix A. In . 

keeping with accepted practice for elite interviewing, most 
qucstions were broad and open-ended to enable informants 
lo define the situation. The interview protacol was designed 
to prompt infomiants to engage in what Wallendorf and 
i3rucks (1993. p. 341) call "guided introspection" a~id was 
constructed to el~cit particularistic data from informants. 
which are reports of experiences associated .&ith a unique 
context in time and place. 

Datz Collei?kn and .4calysis 

/.!I blrt one of the interviews were condscted in person. The ' 

typical interview lasted about an hour; however, some lasted 
more than two hours. The intcrviews were audiotai.(::! z::d 
then trsnscribed. Of !he 63 peoplc interviewed, 31; were 
from companies spocsoring advertising with a social dimen- 
sion (hereafter referred to as C O ~ I I ~ N ) I ~  i~lf~rtnut~ts) and 25 
represented marketing partners (hereafter referred .to as 
ugerlcy itlforttlat~ts). Fifty of the informants were involved in 
both the social and.the standard campaigns; 12 informants.. 
were involvcd only in social campaigns, and I was involved 
only with a standard campaign.? The job assignments of 
informants are shown in Table 3. 

Anonymity for the companies and informants was 
insisted on as a condition of the interviews. Anonymity 
brings obvious disadvantages, but it helps mitigate biases 
and demand effects related to social desirability and postur- 
ing. Widely used in the social sciences. anonymity has been 
used ofter; in qualitative, company-based marketing 
research ( e  :.. Arnould and Price 1993; Dougherty, 1990. 
1992; Drun.wright 1994: Workman 1993). 

I 
king with the companies: eight advertising agencies. two 

1 

lic relations agencies, and one talent agency. Koven~le 2 0 f  the I2 infi)rmants that were involved only in social cam- 
paigns, 6 were agency infc>rniants: 5 were retained by conlpanies . are shown in Tdble I .  and the configuration of the part- that prepared their standard campaigns in-house, and I joined the 

ships is shown in Table 3,. agency after the standard campaign but before the swial canipaign. 
Twen:y-two canlpaigns were examined: I 1  with sociai 'rhe prson involved on[! in a nonsocial campaign was not 
lensions and 1 I standzrd campaig~~s. Three of the cam- employed hy the compan! at the time of the social campaign. . 



1 TABLE 3 
J o b  A s s i g n m e n t s  of ln fo rman t s  

Company lnformants 

Standard Social 
Total Campaigns C a r n p a i ~ n s  

CEO/COO 
Advertising 
MarketingIBrand 

Management 
Public Relations 
Research 
Philanthropy 
Assistant to 

?resident 

Total 

I Agency Informants - 
Accauct 

Management 15 . 
Creative1 

Production 10 - 
Total 25 

aTo be read: Of the six CEOs or COOS in the sample, all six were 
in\lolved in both standard and socia! campaigns. 

Data also were collected from seven other qources to 
enable triangulation: 

I. internal documents (e.g., repom. memos. briefing papers). 
2. comrr.unications betweer! !he conigany acd its marketing 

partners (e.g., reque.,:s for proposals, propusals, bids). 
3. inte~nal publications (e.g.. employee magazines, newsletters). 

I 4 documents for external distribution (e.g.. press releases. 
brocblrres), 

5. articles from newspapers and magazines. 
6. videos of broadcat news storiss. and 
7. videos of presentations by executives (e.g., press cmfer- 

ences, speeches, presentations at sales meetings). 

The data were systemdtically and intensively 'analyzed 
through standard procedures for qualitative data analysis 
(S piggle 1 994; Strauss 1 990).3 

3The analysis involved several steps. Initidlly, the transcripts of 
interviews and a!l documents rslatrd to 3 given campaigri were 
carefully rel~iewed, and a summary memo was written about each. 
Next, in a phase known as open codirg, the interview transcripts 
and related documents were scrutinize I line by line and paragraph 
by paragraph to suggest initial categor 2s or themes. These themes 
were recorded in a series of analytical memos. Then axial coding 
was done. The transcripts and other materials were scrutiriized 
repeatedly to consider each of the thtinies across several cases to 
assess the tit of each theme to the cl~ta. At least one analytical 
mcmo was written .about each of the cross-case themes. When 
about three-fourths of the data had been collected, a major analyt- 
ical memo was written in an attempt to bring together the themes 
and suggest other areas for investigation. Then, through a stage 
Strauss (1 990) calls selecrive codhg. the data were scrutini~ed 
once again to refine the themes and identify the findin~gs for each. 

Reliability 

Afier the analysis was completed. two cu[?ell\ (1.1culty col- 
l eag tp )  were asked to s e n c  a\ external aud~tors to en\urc 
thatIthe assessments and tnterpretatims of thc data were 
acckiate and reliable. Because there were hundreds of pagel; 
of ir&rvicw transcripts. docun~enrs, and field notcs. tI>e 
audir~rs rcviewed the data from five campaigns. One cam- 
paign was selected at random from each of the four types of 
sociz  campaign5 identified suh~equently and a fifth cam- 
paign was selected at random. The auditors were asked to 
review the materials and code the data for the dimensions 
reported it1 Table 4. as well as for the effect~veness of the 
campaignb as perceived by informants. The coding agree- 
ment was 98.4%. The auu~tors then were A e d  to read this 
qanuscnyr and note disagreement:, clr questtons concenltng 
an~,conclusions I drew or an) qua!ations that did nct fa:rty 
represent attitudes of other ~nfmi~an t s .  In the few ir~stanccs 
that this occurred, the statement or qsotatlon was r~moved 
from the ~nanuscript. 

1.imitations 

The research method used has well-known limitations, but 
an attempt was made to mitigate their efkcts. For example, 
findings based on the retrospective accounts of,  informants 
can be distorted or biased. To combat this, n~ultiple infor- 
mants were interviewed in person regarding each campaign, 
and findings were based on reports suhsiantiated by rnulti- 
ple informants. Informants' reports were compared with 
information from other data'sources, such as internal docu- 
ments, to check for accuracy and consistency.' Some judg- 
tnent is incvi~ably rcquircd by tllc analy!;t (Dcxtcr 1970), but 
as was described previously. auditors reviewed the data and 
my conclusions. Another way to check ~ubjectivlty is for the 
author to try to be as trxsparent as possil?le; that is, I 
demonstrate as clearly as possible how I came to cenain 
conclu;ions (Golden-Btddle and Locke 1993). Extensive 
use of quotations adds transparency in addition to ;cj,ili uf ' 

understanding. When used. quotaticns are representative of 
what was expressed by-many infornlants, unless othehise 
noted. Finally, the organizations chosen may ,not be repre- 
sentative of the total population, but they represent firms 
that are v&ed on many dimensions. including industry,'size, . 
and geographic location. This is in keeping with one of the 
goals of qualitative research, which is to portray the.iange 
and depth of the phenomena, which, in turn, is important to 
developing theory (Bonoma 1985; Eiscnhardt 1989). 

Findings 
There is not a conlpariy i n  ihe U.S. or the world.that would 
spend money on advertising in a way that is not eco~iornic. , 

The only reason. c1b.volurt.1~ tile only rc,cl.sotl, that money is 
spent on advertising is to move people toward economic 
payoffs for the product and the company (PI 5).4 

- - 

4"PI 5" indicates that this quote wa:; from a "Prelimirlary Infor- 
mant." This person was the fifth of the 15 marketing and advertis- 
ing specialists conferred with as a part of the pretest phase. He is a 
marketing manager who h,id been actively invblved in creating 
adverlising with a social dimension for his company. 



-- - 
Comparison of Campaigns -- -- 

Campaigns With a Social Dimension 

Mixed 

Standard Campaigns Economic (Mixed-economic) (Mi wed-noneconomic) Noneconomic -- 

Number of campaigns 11 

Sales and image Sales and image lmase and company-oriented Not applicable Economic Objective Sales and/or image 

Varies: Company (if driven Agencv 
by price promotions, new 
product features, or 
product line extensions) 
Agency (11 image-oriented) 

Agency a Company 
Initiation 

CEO Involvement Usual amount Usuai amount More than usual More than usual More than usual 

Creative and Standard 
Production 

More complex, More complex, 
often longer often longer 

More cornpltx, 
often l o n g ~  

More complex, 
o f  en longer 

Processes 

Less likely Onlikely Likely Resistance Varies (typically greater for Likely 
image-oriented . . 

advertising) 

Qualitive measures; public Cause-rela .eel 
relat~c n; measures; some measures 
causr--related measures i 

t t '  4 I 

1 

Usual advertising and 
sales measures, some 
public relations 
measures 

Evaluation Usual advertising and sales Usual advertising and 
measures sales measures 

I 

Long to indefinite indefinite Short Time Commitment Sl1cr.t to medium Short 

Employee Involvement Not applicable . None Moderate (e.g. cause-felated High 
sr3e34er. workshops) to 
high (c.g.. paid time off for 
vounteer~ng)" 

Low (e.g.;inlormal and at 
the initiative ot 
inr1iviclu;lls) 

None Low (e.g.. informal and al Moderate (e.y., venue for Hgh 
the ~nit~ative of cor,sumer involvement) to 
individuals) high (a.g., personal 

petit~ons to vendors on 
be!ialf cf cause) 

Evange!ism for cause Not applicable 

. - -- 
aOne campaign was initiated by a company in-house agency. . . . .  

bone campaign war the result of a collaborative brainstorming session involving bolh the company and the agency; 
. . 

cone campaign was an exception, because i t  had a low level of employee involvement. 



find Inslcad ol 1nak111g ;I prod~~ct S ~ ~ I I T I I I C I I I  I I I  our advertis- 
ing, we felt tllat we could niitke a stwial statelile~it .... I f  we 
could change the way Ariiericaris dressed. why couldn't we 
change the way ttlcy t h i n k  ahout a social issue? 
(CI I I ).S 

.- 

Advertising Objectives 

Most of the 15 marketing and advertising specialists with 
whom 1 conferred in the pretest predicted that the 
findings would confirm the position of the first manager 
quoted (PI :)-the. objectives of advertisements would be 
solely economic. A response such as the second manager's 
would be rare and come only from an errant "do-gooder." 
The findings of this research are to the contrary; iloneco- 
nonic objectives do enter into adv~rtising campaigns. Per- 
haps the more iiiteresting finding is ti!rit advertising cam- 
'pitigns in which a social concern plays a role are not fdnda- 
mentally all alikz; they vary in important a~rd systemetic 
ways on the basis of their objectives. Because of tljis, cam- 
paigns [hat contain a social dimension can be nieaningfully 
categorized and labeled by their objectives: Some are solely 
economic (hereafter termed Ecorrot~~ic); some are7purcly 
social (hereafter teimed Nonecotiotlric); and some have 
mixed economic and social objectives (hereafter termed 
Mixed). Surprisingly. only two campaigns fell i ~ t o  the Eco- 
nomic category. Only one was Noneconomic. The remain- 
i11g cight were in the Mixccl carcgory. 

Economic cattlpaigns. Si n;ilar to standard campaigns. 
can~paigns had objectives that involved increas- 

building brand equity, or enhancing image. There 
as no social agenda, despite the sccial component. 

I ' l l  tell ycu :ruthfully that the reahnn we did the [cause] 
campaign is because i t  uas good business. We have 
absolutely no charter tc, fea:ure any [cause] ever We don't 
think like that. We have limited media dollars. We have a 
very competitive category that 1s very traditional. We leave 
that resFo-v~+~~;+. .~  t t o l u i ~ a ~ j  F-- t v r  r . L i 3 ~ ~ a ! d ' ~  L I  (A1 24).6 

talked about how the socially conscious aspect 
f the campaign Wac, simply a search for "breakthrough 
dvertising," for "category breakers," for "out-of-category" 
ampaigns. 

I was bringing in agency after agency to come up with that 
one campaign that would separate us from the pack .... You 
have to look for what we call the "category breaker" .... 
We're still looking for that magical thing .... We think that 
this social cause and concern is a category breaker. (CI 5 5 )  

Economic campaigns often sought to reach a "higher 
evel" of meaning for the product or the brand. Said one 
:ompany informant, "We were trying to find some way of 
iifferentiating our brand at a higher level; we never did fig- 
Ire out what that higher level was" (CI 18). An objective of 
:nhancing image and building brand equity might usually be 
:onsidered a long-tenn goal, but in these campaigns, it had 

PC1 I I" indicates that this quote is from a "Company Infor- 
ant," who was the eleventh of the 63 informants interviewed. 
@A1 24" indicates that this quote was from an "Agency Infor- 
ant." who wes the twenty-fourth of the 63 informants interviewed. E 

a ~ ; l~or t - t c r t~~  oric~~t;rti:)~~ k v i 1 1 1  :III expcct;~tio~~ tI1;tk [Ire ;id,,cr. 
tisenlr,trts wou~? p~oduce inimediatc., bottom-line rcsuits. 

I t  si~ouiJ not he infkrred that there arc not S U I > S ~ ~ ~ ~ ~ ~ ; : !  
positive benefits to society from social campaigns witll 
solely econ~~mic  objectives.' Both Economic campaigns 
were heralded-as highly positive by supporters of the causes, 
but the creators oi' these campaigns insisted that these posi- 
tive effects wcic ilnintcndcd and largely unanticipated h;.- 
products, accidents, or serendipitotis cffects. 

[Bleing a creative run agency, we also just try to do t h i ~ ? ~ s  
thal are cool .... Did we decide to do [ i t  1 heciluse i t  was tlic . 
right thing to do socicllly? No. wc Jrcided to do i t  becausC 
it  was a cool way to show [the tl~erliei acid be authentic .... 
So again, i t  was more of a by-product. And i t  happened to 
work otlt (A1 40). 

Noneconomic c n n ~ ~ ~ c i , ~ t ? s .  A! :he other extrerpt from 
Economic campaigns wcrc ciu~ipaigns 1v11h .' o t ~ j c c ~ i ~ c s  
related salely to a social agellda--to provide indi:vidual be"- 
efits, societal benefits, or both.:At first blush, .a campaign 
without significant economic o%ectiv.es seems implausiblr. 
The Noneconomic campaign. however, was a part of a pori- 
folio o i  c~rnpaigns, some of which had economic.objectives. 
Although there werc bcnefirs to :he company resulting from 
the Noneco~ton~ic campaign, they were not part of thc: objec-' 
tives. The most senior marketing e x ~ u t i v e  of this company 
said that onc of her prin;ary challctlgcs was "to know wherl 
to pull rank on social issucs" and blci:d in more economic 
objectives (CI 50). This is unders!andable given the com- 
pany's philosophy. 

We aspire to be a values-led company .... We do believe that 
business is arguably in parrrcrship with the not-foe-profit . 
sector, and t1i:~t community ::tion i s  the way to transfornl 
the world.... [Businessl slioul(l he. i 4 s  far as we're con- 
cerned. the real e~~gine for progressive social cb~nge on the 
face of the planet ... we are a business which will campaign 
for social change; we are a busirless which will raise 
issues; we are a business which wil! fund initiatives on 
[cause I I ,  [cause 21. [cause 31 (CI. 17). 

Mired campaigns. I t  is interesting that most of the cam- 
paigns had both economic and social objectives. Sometimes 
there was a happy coexistence. As one company informant 
expounded. 

Thc premise is [that] to be a great company. you've got to 
be excellent, both in the products you create and also in the 
role you play in society (CI 53) .  

Sometimes. however, coexistence was not so peaceful. 

[Some people said!. "How dare you blend retail with 
social causes." Most ofthe major, really avid criticism was 
from people who thought that we were trying to take 
advantage [ofthe social cause] (CI 56). 

Even when positively received by the public, objectives 
sometimes coiiipeted to the detriment of the economic goals. 

[People called and saidl.'r'This is the best thing in  a long. 
long time-for a company to meld itself with social causes 
in this campaign" ... But the net result was: yes. it  is a good 

'The term soc.ici1 cuni/)cii~rr is used thro~ghout to refer to cam- 
paigns with a sixial dirnensio~i irrespective of the objective. 
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ca~l~paign. but no ,  the register did not conti~lue 10 ririg as 
~nuch. I t  is expensive, and you need a hig return (CI 55). 

I. six of the eight Mixed campaigns were perceived to he 
cessful, which indicates that'a synthesis can be achieved. 
The Mixed category is more complex than the other two 
requires elaboration. Three Mixed campaigns weighted 
r econonlic objectives heavily, whereas five heavily 
hted their noneconomic objectives. This suggehth ill-ti 

bjectives across all canipaigns could be thought of as a 
Inuum. Categorization, however, is niore appropriate 
use the differences are of kind rather than of degree. For 
e Mixed campaigns that had heavily weighted economic 
s, the social objectives were real, not simply a means to 
eve economic ends as in Econcmic campaigns. Objec- 

were tluiy mixed. Similarly, ciespite :he heightened 
rtanse of thr social goal:, in other campzigcs, the ecc- 

IC gaals remairled important, unlike in  Noneconor:iic 
igns. The varying irnponance of econoniic versus 
goals within the Mixed category does necessitate a 

ement. When differentiation is important, the three 
campaigns in which economic objectives received 
larly heavy weight are designated as Mixed-eco- 

ic; the five in which the noneconomic objectiv~s had 
ificant weight ale referred to as Mixed-not~econonric. 
most important word herz is mixed, not the hyphenated 
ifier. The weighting of thtt noneconomic versus eco- 

iic goals matters, sometimes a lot, but the most impor- 
thing about these campaigns is that they must contend 
both econo~nic and noneconomic objectives. 
Ithough Mixed-economic campaigns were fairly 

ightforward with regard to ohjectives, Mixed-noneco- 
iic campaign< were more coniplicated. Not onlj did 
economic. objectives increaze in iniportancz. but clsu the 
nomic objectives wcre more complex than in Econorllic 
Mixed-econoniic canipaigns. I n  addi:ion to, or at times 

ead of, the econclniic objective:, tila1 were related i:, 
brand eqiiitj: c: iixge. ?.!Ind-,oneconon~ic cam- 

s had objectives t t i ~ ~ t  can be considered company-ori- 
, such as achieving hun~an resource management golils 

municciring the essence of the company mission to 
constituents. TI.) be sure, company-orientcd objec- 

are ultimately econoniic-to have a rnore motivated 
force improves the bottom line (Heskett et al. 1991; 
singer and Heskett 1991). But the economic objective 
e indirect and in many ways conceptually different 
bjectives such as increasing sales or enhancing brand 
. Labeling these contpnr~?.-orirnred helps differentiate 

sorrewhat different types of economic objectives.8 
Oni additional phenomenon regarding objectives should 
noted. Informants reported a tendency for their compa- 
s to gravitate toward greater emphasis on noneconomic 
ctives in six Mixed campaigns. These companies had 
r made indefinite tinie commitments to the cause or 
ned to initiate another social campaign in  the future. As 
company inforniant $aid. "I would say that it  [the social 

ndal was a part of a dramatic. evolutionarj theme for us, 
our advertising. and also for our company" (C154). Else- 

I thank Richard Barne:; for helping n i t  ~tlcntil'y and name com- 
y-oriented objectives. 

wlicrc. this pllenoriienon is relkrred to as a l a t ~ ~ l ~ , r , . ~  I,, L . o ~ ~ -  
vet-( (r)!.lllllt~!r/~ht 1991). That is, the socially ~.esponsihle 
behnvl-r "tal;es" and co~nrnitrr?enl. to the social cause 
cvolves. .. . 

In sii~iim~f~~p'oservers tend ::I stereotype advertisements 
with a social d&ension. Some see them as simply a tactic to 
serve ecor~o&ic-ends. Otllers credit the company with ha\,- 
ing sinczre so'ljia: concerns. This research finds that the story 
is far more complex. The objectives cannot be dctemiined 
si~nply by vieGTng the advertisement: indeed, two adv~rtise- 
ments thit appear to be similar may mask very 'different 
ol)jcctivzs. 

Advertising Processes 

Adver!isernents are advertisements. Tl~us. the dxision 
procnsses tn criate ancr evalt~ate campaigns with a social 
dimension arc not wholly different front stilrdar4 cam- 
paigns. Therc: are differences, however. (ha; are often subtle 
and at tinies scbstantial. Even when objectives are com- 
pletely economic, once the social dimension enters; aspects 
of the decision processes more resemble campaigns with 
social objectives than standard campaigns. In short, when 
there is a social dimcnsion, things beconie niore complqu. 
Sorne of the common ways in which canipaigns with.a 
social dinleiision differ systen1.atically from standa-I 1 L cani- 
paigns and a~norlg themselves are subsequently reponed and 
summarized in Table 4 .  

itlitiutiotl. Experts interwewed prior to c,)llecting the 
data hypotltesized that the more liberal. free-spirited people 
in advertising agencies would bc the ones advocating the use 
of a social dimcnsion rather than the niore conserkative 
company nianagers. Contrary to expectations. social cam- 
p i g ~ i s w e r ~  ~ c r z  ~ f t e n  initiatd by compa~ics.9 More intcr- 
csting than which party initiated social campaigns was the 
relationskip observed betwcen !he initialing organization 
and the naiure of .the ca!npdign cbjecti\,es. The campaig~~s ' 

that agency itlionnants initiated were either Economic 6r 
Mixed-econonlic campaigns. Creating breakthrough adver- 
tising tended to be the dominan~ objec!ive. The, campaigns 
initiated by cotnpanies, with one eiteption. fell into two cat-. 
cgorics as well, Noneconomic or Mixed-noneconomic. 
Informants in thesc companies were usually quick to point 
to social objectives. 

Our chief operating officer fclt that we needed to raise our 
voice. not be silent. Silence is compliance. And we wanted 
to [have an impact with respect to the cause] in our own 
company. We felt that this was relevant to us as people. So 
we developed the campaign (CI 51). 

7hp rnnnagetnent it~volvetrlenl. Chief executive officers 
(CEOs) or chief operating officers (COOS) reported that 
they were more deeply and actively involved in the social 
campaigns than in ihe standard campaigns. and their per- 
ceptions converged with reports of their subordinates. Top 
management involvement was reported as higher than usual 
in six of the nine Mixed and Noneconomic campaigns but 

'Six social campaigns were initiated by companies, and four 
were initiated by agencies. The remaining campaign waq the result 
of a collaborative brainstorming session. 
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~iot  rn any of the standard or Economrc canll>,llgn\. I t  \ \as 
particularly high ulien tlie campaign was piirt 01 a stratcglc 
effort to define and communicate the company's miisior~. 
which was tlie case for foirr of tlie companies. One senior 
marketing executive from sucli a company explained the 
context that led to heavy involvement by the CEO: 

[TJhe conilxiny decided we really tiecdcd to z ~ i c a l ~ t c  3 

vision for what this company was all ahour .... What \t,e 
were looking for, and [the CEO] i n  particr~l:rr. was ... rhrl 

overarctling equity of the company. And probably that 
could differentiate us froni other cotnpanies (CI 3 1 ). 

.Another situaiion prompting heavy top :iianigenient 
olvenient was personal comniitnient to the social agenda 
the CEO. Three such CEOs were rcferred to as "chil~~ren 
:lit 3ix:ies" w.ho were inde;ibly n~arked b! the era's social 
cem. They described thern.\elvcs or v:eri- dc.;crl;)cd i ~ y  
r senior rnai~agers as "an cld rsdical ... coming t ~ c i i i i  ihe 
tici" (CI 27). "an ex-hippie" (CI 56) .  "bieeding heart lib- 

rals ... who believe in trying to make a difference" (CI 55 ) .  
nd "a radica! with a Sixties feeling" (CI 46). The common 
ieme anlong tllese people is that they bclievc they can make 
difference and indeed have an oblifaticn to do so. In a 
udy of socially responsible organizational buying. pcoplc 
ho invested their time, energy, a d  creati\*ity in  !a~lncliing 
socially responsible policy or initiative in their business 

use they believed i t  was the right thing to do wcrs 
ed "policy entrepreneurs": there, hcwe\.er. they v ~ r c  

st often found to be middle managers (Dr,niux-ig:~t 
94). In contrast, in this study, policy entrepreneurs tended 
be CEOs or senior managers. 

Creatiiity und esecutio~z. The creative and prc\ductiun 
Jrdcesses For social campaigns u c e  more cornplcx and 
~ f t e n  longer ihan for staridard campaignc.l(~ Multiple cSjec- 
ives complicated the creative task. One agency was sent 
lack to the drawirig board thrc, :inics bcfore :h:y "got i t  
.ight" because. "We're a 5 k i y  them !the agency] to do more. 
&'re asking them to communicate the [product], the brand, 
nd a belief ... i t  was substantially harder" (CI 51). In many 

:ases, selecting the social issue involved at least some extra 
,esearch and pretesting. Broaching social issues raises sen- 
itivities and is potentially treacherous. The sensitivities of 
~eoplc  sympathetic to the social issue are relevant, but those 
vho are unsynipathetic, or eveir antagonistic, must be con- 
idered as well. The many ways in which both groups can be 
)fl'ended increase complexity and therefore time and effort. 
4s a result. the process often includes more pretesting of 
joth thc creative concept and its execution with various c o ~ i -  
tituents. Finally, the executio~? process often is more difli- 
'ult because of the need to be authentic and genuine with 
espect 10 the social dirlie~ision. For example, tliis could 
nvolve using persons affected by or involved with the cause 
n the advertiscnlents. in  addition to introducing nonprofes- 
ionals as modcls or actors on the set. tliis could ~iecessitatc 
ccommodating people with special concerns and needs. 

Io-fhis finding converges with Maririi and Gardner's (1992) 
ssertion that social ideas arc both more intangible and more coni- 
llex than producth. 

K~si.srtrtlr~e. Campaigns with u social dimension I'ilccd ;, 
g5\)~1 deal Inore resiitance than st;i~id;lrd ci~~iipaig~is. ltCSiS- 
tancr ub~laliy c a m  froni salespeople a ~ i d  retailers who typi- 
cally h,~d one of two objections. The first was that the adver- 
tising iv&:not bringing enough people in the door or making 
the cash:-e~ister ring. Standard image-oriented canipaigu 
suffireu-s~~,iiiar criticism, but it was more inlense.Tor social . - 
ca1iipai;;ii~. T h i  sccond objection enlanated from a lack of 
aftinity TNI the socia! agenda and a lack of appreciation of 

' the strategic benefits from association with the caucr. . 

Unfortunately. I t h i n k  that a lot of the distributors and 
retailers who cam!. thz brand don't wholly understand the 
nature of  the i::>ue rind what i t  can niean to a colnpany that 
really stands by t h j t  issue. Tlicy're afraid of i r  too. You 
k a \ e  to edu~ate th,-m. And [!::it's a long learning curve. 
?... 2 :icmc of :ho.,; i-poflar:!-a~!Ie!s Tor the brand m ~ y  
ultil.;ately never em?race thaf  pul l~~se  (A1 43). 

Attempts to deal utith objections i;i tdixed campaigns 1j.p;. 
ciilly ini,olvec! ernphaii~ing the r;cononlic objectives. 

[we] cr.ntinued to preset11 a really strong rationale for 
~ h 3 l  this program h ~ h  dol~e for us. and to 11li;y 011 the busi- 
ness savvy of people in understanding that there is this 
great benefit i n  huiijing the image of !he compahy .... 11's 
alho very iiard i n  a b~>iness ;is List-paced as ~ u r s  to gct 
pe~p:; to understerid that i t  takex rnore than a year for !hi.; 
to really take hold and for the henetits to be seen (CI 30). 

Although resistance from salespeople and retailers was a 
potential issue for scxial campaign.;, irrspective of their 
objectives, resiqtance within the company managemen[ 
:ippeared to be a n  issue primarily for Economic and hlixea- 
economic campaigns. The resistance was rooted in uncs'r- 
tairlty qbout t t ; ~  zffectiveness of tlie social dimension in ser- 
:,ice of economic gn,As. 

Only execulives at the coriipany with the P!~;iecononiic 
campaign acknowledged the potential of resistance coming 
froni sh;creholde~s. Tine alltidote, irl their eyes. was ed.aia- 
tion about the business philoscpli;: as well as str~ssinz ecn- 
noniic objectives and benefits. 

Lire really spenu a lot of time here talking to our institu- , 

ti01ia1 investors. e\p!aining to the111 why thix philosophy is 
not sonie son of ~izarre altruism but is at the core of the 
w a  we function. .And what's more. maybe we're wrong. 
t u r  we think this i j  how const1mel.s will itic,rcasingly 
expect conipanies to bchave (CI 47). 

~ ~ e n c ~ - c l i e r i r  inreracritin. When campaigns had 
noneconomic objectives, companies tended ' to realize 
cnlionced relalionshil~s with their agcncics. Both corn-, 
parry and agency iniormants spokc of a difkrcnt sort of  
bonding that occurred between ,their organizatimi as a 
result ot'tlic collaboration  or^ the advertising with a bocial 
dimension.   or four of the campaigns, iigency inh i  rriar~ts 
reported that thcy or their coworkers Itad donated some of 
their services because of shared c o m m i t n ~ ~ a t  to ~ h c  social I 
agenda. Benefits accrued to tlic agency as well. Colnpany 
informants spoke of switching costs that had been raised. 
because their panners had heen able to understand and 
create advertising with a sociiil dimension. Five of the 
campaigns had won awards. and thcy often were shown 
hy asencies in securing nctv business. One ::gency presi- 



felt that working on thew accounts strcngrl~ericd hi5 
ability io  focus on "normal" campaign,\. They 

the intensity of focus, the skill in execution, 
ilie passion that his group h ro i~g l~ t  10 1ior11i;ll 

I 

inform~nts also often spoke of intrinsic rewards: 

I've been producing commercials for 18 years and the two 
[company name] commercials that we produced for thz 
[cause] campaign were my all-time favorites. I t  was such 
a powerful experience to produce them .... We touched a 
nerve with one and the heart with the other. It was such an 
emotional experience to selacr the film footage. We went 
to the archives and saw footage that shredded our souls 
(A1 14). 

1 really enjoyed workine on the ad a greai deal. I'm one oi' 
those baty boomers coming off the materiali:..?? 3f  :he 
1980s. I've comc tcr recoznize that people alz importsrt. 
that we need to focils on human beings as numan beings. I 
iouna it  rewarding to learn shout [the causcl and create a 
great piece qf work in the process (A1 23). 

s interesting that intrinsic rewaras occurred even when 
objectives of both the company and the agency were 

npletely ecocomic. t 
Ei,lugtion. I t  is not scqrising that evaluation methods 

'fered dramatically, because campaign objectibes varied 
:atly. For Economic and Mixed-econoliiic campaig~;~.  
nventiondl methods sucn as copy testing, tracking stud- 
;, or even sales were used. Campaigns with a social 
~iension tended to score higher on in~rusiveness than thc 
~r~i ia l  campaigns but lower on persuasi\~eness and linkage 
the product. Like other creative approaches that rely on 
.ruki\,eness arld ~alience (e.2.. celebrity endorsements), 
I: soci-1 dimension can overpower the produc; messase 
s one c3mpany icformant in market resiarch lamented, "I 
i l k  we sold !!he CBUSP! mcre !ban u'9 cold Ithe product]" 
:I ?I). 

1nformar;ts o v e r ~ b e l ~ i n g l y  reported mcre media cover- 
;e and consur;ler reaction to !he social canlpaigns than to 
e standard campaigns. When objectii,es were solely eco- 
m i c ,  public relations measures did not count for much. As 
~mpany-oriented and noneconomic objectives became 
,ore important. so did public relations-concomitantly, so 
d public relations measures. In some cases. the dollar 
due of the media coverage received' by campaigns with a 
,cia1 dimension was calculated. Informants at one com- 
my calculated that their campaign had generated media 
werage valued at six times the expcndit~re on paid media. 
~isolicited positive and negative phone calls and letters 
ften were counted, and positive consumer reactions over- 
~helmingly outnumbered negative ones for all out one of 
ic social canipaigns. In several situations, activists and sup- 
orters of the cause appeared to. have "ginned up" consurncr 
:sponse through organized Ictter-writin: campaigns to the 
ompany and the media. Ecsidcdly, no1 all media coverage 
/as positive, and professional advertising critics tended to 
e niore negative and cynical than other journalists. 

To assess the effectiveness of Mixed-nonecononiic cani- 
laigns with company-oriented goals. particularly those 
elated to huninn resourc; management. there was increased 

reliance on qualitative nlcthotls. For ex;~nlplc, w11cn cam- 
paign objectives invoived increasing sales force morale. 
;)eriodic focus groups and in-depth interviews with sales- 
pa)plc were conducted. Wllcn comp;~~ry-oricnccd oh,jectivcs 
in&!-ved high-level stiaiegic is:;ues. such a!: communicating 
theessence of the company vision. the evaluation process ' 

;cnde?l :o he informal and subjectire. A marketing research . . 

ezacl~tive from one such company elaborated, 
.-s.. 

-' '*::I ce~laiii programs. we're ashcd ro col!zct very specific, 
det;nitive data to proke or disprove the efiicacy of the pro- 
gram. And nobody has really asked about this [for the 
campaign with a social dimension]. I mean. what they 
wan; to know is, Is i t  being positively received? Is it hav- 
ing an impact'? But not i n  the same way you would look at 
[a standard campaign) .... We've been asked. "What have 
the reactions heen?" But it's a diff'crcnt kind of rcqucst 
ti~an a ncrrnJ narket~ng prczrarcl wouid get ,Ci j r  ). -. 
For Mixed-iioneconomic and Noneconomic czmpaigns, 

companies !ended to crea~e and use ncasurcs related to the 
cause, such as nunher of people requesting ckuse-related 
information, volunteering for the cause. or supporting i t  
through writing letters or signing petitions. In some cases, , 

altempts were made to measure the number of people actu- 
2lly engaging in the social behavior; pre- and postcampaign 
comparisons were made. Companies participating in grass- 
roots, cause-related efforts, or partnerships with nonprofit 
organizations were especially likelv to attcnipt to get these 
types of measures. 

Success of Social Advertising 

Success is in the eye of the .beholder and tllc llands of the 
evaluator. Seeing success always depcnds on what a person is 
lookrng for and how he or she looks for it. Because most 
cliiiipaigns with a bocial dimension hnve multiple ot)jectives, 
the concept of success is i~,bniediately prc>blernatic. Add to 
that the ~ u l t i p l e  ways in which success can be mea~l~red and 
the complexity grows. Nonetheless, seven ot thc eleven 
social campaigns were perceived as successful: rive clea~iy 
so and two only moderately. 07 thc seven. I wo urere Mixed- 
economic, four were hlined-noneconomic, and one was the 
Noneconomic campaign. Four social campaigns were not 
perceived as successful. Two were Economic camphigns, and 
one was Mixed-economic. The fourth was Mised-noneco- 
nomic. For the standard ca~npaigns, nine were perceived as 
successful, two ovenvhelmingly so, and two were viewed as 
U ~ S U C C ~ S S ~ U ~ .  

Campaigns with a xocial dimension si~nply faced 
tougher obstacles and higher hurdles than standard cam- 
paigns. Informants expected more of these campaigns, and 
the campaigns were niore vulnerable to becoming scape- 
goats :ban were standard campaigns. For example, even 
when nformants acknowledged that sales had not riscn 
becausc of several fiiclors, the blame typically \vas'pliiced olr 
the social campaign. .Another pervasive problem involved 

I rcvertljlg to short-tern1 measures of success even when 
object~ves wcre undeniably long-term. Thus. srrcial cam- 
paigns were in danger of being ended prematurely. Indeed. 
four of the social campaigns wcrc ended preniaturcly, 
whereas none of the standard campaigns wcre. Typical was 
this coniment from a company infbrnlant \\hen her col- 
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FIGURE 1 
Precondi t ions  for S u c c e s s  of Social C a m p a i g n s  
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leagues abandaned a campaign with long-term objectrvej 
when sales did not inciease: "They panicked on a short-term 
basis" (CI 30). 

Therc are factors that increase the chance that a social 
campa ig~~  will be perceived as succes~ful. None alcne are 
suficienr rer.di:ions, and fcrther research is needed to deter- 
mine if some are nectssary conditionr,. These factors, which 
are portrayed graphically in Figure I, are encompassed b! 
three cocstructs: degrees of freedom;campaign strdtegy. and 

1 company-cause compatibility. Some of these factors are 
important to creating any successful campaign-social or 
not-but they are extremely important to understanding the 
success of campaigns with a social dimension. 

Degrees of freedom The term degrees of freedom I S  

used conceptually. if not technically. Because of the~r  
tougher obstacles and higher hurdles. social campaign, 
need more latitude thm standard campaigns; they need 
more degrees of freedom. This is true from defining objes- 
tives to evaluating results. This cannot mean fuzzy-headtd 
assessment. It ma) mean, however. the latitude to think, act. 
and evaluate "outs de the box" in ways that often challenge 
the conventional 1 ~rthodoxy and sometimes involve para- 
digm shifts. Three factors or their confluence are related to 
degrees of freedoTii. 

1. Econonlic ~lerformance: The economic performance 
of the company or the brand increased degrees of freedo111 In 
both unusually good and unusually disappointing times. As 
an advertising informant noted. 

Clients will accept [doing things ditfirently] when their 
business is really. really good (A1 30). 

Conversely. 

[The company] hired u.; ... and said. "We're fuci~~g.;\ proh- 
Iem. looking into the future .... Consequently, [the'brand'?;~ 
share was beginning to diminish. and if the trend contin- 
ued. it wou!d certainly be devastating to the company ... 
(the social campaign; was a'2rastic move, but we were ... 
concerned as to tlle life u:' tlie brand (Al I?). 

2. corn pun^^ culture: T;o characteristics of cornpan,, 
culture that incrzased degrees of freedom were 1: general 
willingness to take risks and a history of civic-niindcd- 
ness. Informants often referred to their organizations' 
apprccii~tion, or lack tt~crcof, for risk taking. When i t  
existed, social advertising was more 'likely to be tried and 
r;lo:e l i k ~ l y  to succeed. !nformants had definiti percep- 
lions. which thcs a;riculstcti i!: a variety (31' way!:, a!>o;,i 
whether their c u ~ ~ p a n i c s  *ere civic-minded. , N u I , I ~ I . ~ ~ J : ,  
itit'orrnants f?r seven of the c;irn~aignh, all Mixed and 
Noneconomic, identi!jed their-companies a5 civic-mindc'cl: 
As evidence, they cited socially oriented activities, includ- 
ing philanthropy, social activism on the part of executives. 
executives' service on nonprofit boards, and company 

i n  respi)nse tc, social issues (e.g.. proactive hiring 
of disabled people, environmcntnlly sensitive organiia- 
tional buying, paid time off for volunteer workj. A history 
of civic-niinded~ress provided encouragement for nan-  
agers to be open and receptive to considering advertising . 

with a social agenda. I t  also tended to affect the manner in  
which managzrs evaluated the advertising's effectiveness, 
which caused them to factor in social benefits. A history ot' 
civic-niindedness, however. did nor necessarily' mean that 
the civic-mindedness had been evidenced in the com-, 
pany's previous advertisi~g.  

3. Adrvrrisir~g history: Companies with a history;of 
innovative 2dvertising were likely to experience less resis- 
tance to campaigns with a social- dimension. Many infor- 
mants for five of the campaigns viewed tneir colnpanie:, or 
clients as innovative. They often ciici! a !i.;: c-if ;d.;z::i:hz 
firsts in thzir product categories. In additicn. these five co!ti- 
panics had used image-orien~ed advertising with at least 
some success in the past. Managers both appreciated the, 
'contribution that image advertisi!~g makes and did not 
expect immediate, short-tenn financial gains from i t .  

Curnpuiyn struregy. Thrce aspects of campaign strategy 
were likely to influence perceptio~ls of success. 

1. Carnpaigrr objectives: The greater the emphasis 'on 
company-oriented objectives and noneconomic objectives. 
the more enthusiastic the managers were about the success 
of the campaigns and their ul1imlr:e conlribtitions to the 
company and beyond. Mixed campaigns were most effective 
in achieving company-oriented objectives. Of the six Mixed 
campaigns that were perceived as successful, four had 
explicit conipany-oriented objectives. 

I think we had a couple ol'goals. Tllc firs: goal was rc.a!ly 
to provide soniething that would be motivating and ener- 
gizing to tile s~ les  organization and to give then1 a new 
way to interact with Icustomcrsl ... another goal w;~:; cer- 
tainly lo create a program over ti~ne that would i~llprove 
tile inlage ol' [the conlpanyl ... tllc overriding objecti\:$. 
and i t  re;illy is relared to ;he other two. is [hiit we really 
I)elicvcd ill  this colnp;!ny that we I~ir t l  111c unique opponu- 



and ability ro cllakc a dil'k:rencr in Ipcol)le's) livcs 
I 30). 

ifoniiants for the relliliining two sr;c~essful Mixec! 
taigns reported resounding company-oriented benelits. 
fits related to human resource managemiit were prcva- 
orc~rr ing in iintici!,arc;d arid Lirlafiiiiipa;<: ?ways at boll: 
~izational and individual levels. ~o r" .gvam~le ,  infor- 
s overwheln~ingly reported that they experienced 
sic rewards from the socia! carnpaigns:'Company-ori- 

1 and noneconoll~ic objectives appeared easier to 
:ve than the breakthrough advertising and increased 
that typically were sought when economic objectives 
ernplrasized. Note that three of the focr campaigns that 
not pcrccivcd 2s suc~essful had heavy elnphasis on tra- 
la! economic ohjectives. The difticultp of measuring 
xising's effects a.16 iy;ng s i~c r i ih i r~g  t~ sales is s we!!- 
rnented phenonltri;~, Sct a social campaign p:u\,ides 
.sy scapegoat. Placing importance on company-oriented 
ioneconomic objectives appeared to offset, at least in 
disappointmznt when economic objectives were not 
n the dynaniic way for which the company had hoped. 
. 7i:trie coti~tt~irtr~e~~t:  Longer time conirnitnients. tl~ose 
iured in multiple years, increased the likelihood that 
~ a i g n s  succeeded. Given the long-term objectives 
mpassed by many of ti12 ca~~;p;ligns. longer time peri- 
ncreased the odds that campaigns would achieve their 
:tives. This was understood i n  some campaigns: 

be really believed that this was not a program that could 
but over a continuunl of 
to really change the way 
1 ... because of rhr deprh 

commitmenr that we have to [his program, i[ is n o t  all 

>or1 o i  nxdia c;iil~g that 
,e'& doing. I t  really is sornerhing that we have made a k ng-term conlmitnrenr to (CI 20) .  

4 short time commitment, six months or less, invariably 
ed doom. Time conimitments ranged from four nlonths 
campaign that was prenia:urely aborted to an indctini!e 
conimitrnent to a specific cause. Economic campaigns 
short time conimitnlents of less than one year. as aid 
of the three Mixed-economic campaigns. Mixed- 

:conomic and Noneconolnic canlpaigns had time com- 
writs of three years or rnorc. 
$. Adr~erti.sirl,q cotlretlr: The advertising content. its mes- 
and execution, was a particularly challenging and crit- 

preconditioll of success. There is a potential to offend 
)le at every turn. I t  also is important for the message to 
I an inspiring or positive bent, even though cau:.cs may 
Ive fatal diseases or tough. uncornfc)rtable social proh- 
;. A message thar was perceived to be too graphic or too 
h could offend and alienate key constituents: salcspeo- 
lnd retailers appcarcd to be cspeciallj. sensitive to advcr- 
g messages that they perceived as depressing. 

o t ~ r ~ ~ ~ t ~ ~ - c ~ u ~ i s c  cotr~/)c~ril~ilir!. When tlle cause and the 
pany were cornpatihle. ir:!'c~ni~ants wcrc more likely to 
eive the campaign as suc:essful. 
I. Kelnriotlsl~ip c!f c t r ~ i s ~ ~  to c.orr brt.sit~~ss: The relation- 
of the causc to the comylany's corc busir~css appeared to 
zncc the way i l l  which (he cornpar~y's associ;~tioli wit11 I 

!tic ccr~l.;c af't~cctcrl consurncr:. TI~rcc type5 0 1 '  
I>ctu.ceri (lie soci;~l agcnd;~ ;unJ tlrc corc huxi~lc:;s wcrc. 
ot~scri,ed. I n  orlc. there was rio rel~rtic~iship-a cornpletc dis- 
cotlnccr. In  a second, thcre was a11 indi.rcc~ relationship i n  
which the cause and the company sliared a rargec &a.rklct 
(e.g.. a women's product and a wor?~cn's hcalrh concert!). In 
a ~liird, ttic rcl~tiocshi? betwee!l the company ;inti lllc clri~sc 
was close, and the company could bc perceived to benefit, s! 
least indirectly, as the cause flourished (e.g., an athletic 
equiprnerit nlanufacturer and the cause of pr6nii;:ing pl:y:;i 
cal litness among affluent, middle aged [)rof~ssior\i~ls).l' 

'I'hc most advantageous relationshili ol~sc~.vcd for tlic 
calnpaigns in this study was the indirc~t one. 1)issonancc 
rcsultcci when thcre was no relatioliship i~[ld s;~I~:spe~ple slid 
rct;~ilcrh dici I I ~ I  dc\,clop an affinity-l'or i l i ~  C;IIJSC. IVl1c1-I 
i.herl: ii.3, ti;o ;!d:;c r: :ci::io:!%hip. ~~1;aot-r..: U' !~c>inir:i to cyn- 
ical reactions frorn consumers about thc cnmpariy's 111otiv:. 
wile perceived i t  to be opportunihtic oi exploitative. 

2. Cu~cse uflini!\ rrnlo!l,q Ley cons!i~~tetl~.\.: Affinity I;>r the 
cause among key constituents increased t l~e  probability of 
perceptions of success. Key consti:uents arc both ilirernai 
(employees. especially salcsl,eoplc) and external (cliannel 
pmners. venc;ors, customers. and consumers ar large). All 
four of the unsu~cessful social C ~ I I I ~ ; I ~ ~ I ~ S  had problen~s with 
constituei~!~ havrng little affinity for the cause. O I I ~  canlpsign 
that ultimately was perceit.ed as s~~ccessful also had difficulty 
along these line:;. Unless employees have or develop ;in l'.fiil:- 
ity I'OI tile cause, the company is unlike!y to realize any 
Iiuman resource benefits frorl~ tllc a d v c ~ ~ i s i ~ ~ g  W ; I ~  a soci;ll 
dimension. As was explained previously. channel partners- 
retailers i n  pa~~icular-lacking an affinity for the cause can 
~ I C  B source of resistance tI1;rt Ci i l i  s;lhot;~g~ lhe c;~ln?aign. 
lieaching out to cllstomers, verldors. and consumers or1 
hchalt' ot' tl;a cause can give the sc)c:ial calnpaign credibility 
snd r:lcanint; tll;tt extends beyond r!;e adver1i::ing itself, 
which el?hances the prospects of reaching company-oriented 
goals related to expressrng ttie essence of the company and 
i!!; mission. Developing a!iinity for the crruse among key corl- 
stitaents took two fc,mis: enco1.1raging internal eonsi;tvents to 
become actively involved with the cause.and "evangelizing" 
for the cause aniong external constituents. 

In the coinpanies studicd, employee involvement with 
the causc varied greatly. At one extreme, i t  was nonexistent. 
This w,ts characteristic of the Economic c::rnpaigns. Corn- 
panics with Mixed-economic campaigns had low levels of 
employee involvement. With one exception, companies with 
Mixed-noneco1101i1ic campaigns fell into e i~he r  rnoderate or 
high categories. The Noneconomic campaign had high 
employee involvcment. In cor~lpanies with low levels of 
eniployee involvement. any involvement with the cause was 
inf'ornial and colnpletely at [lie initiative of individual , 

employees. As the importance of ttie social goals increased. 
so did the companies' efforts to provide opportuliiiies for 
information and in\~~lvement.  which in turn increased 
involvclnent. Cornparlies with nloderate levels typically 
would hring cause-relaled spzakcrs in to address ernployec.~ 
o i  provide cause-related \\~orC;shops 01. sensitivity training. 

IIThcsr. cx;~lnpies are hlr errpl:rrl;irory purposes. Thcy do nor 
nccr.s>arily rcprcscirl c\;rr~~l>le:, of' I I I C  C ; I I I I ~ ; I ~ ~ I I S  studied. 
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. I . he cause conllnu~~ity ;~lso c:in lend i t \  c ~ ~ ~ ! : ~ . \ i , ~ '  

cause-related ef'forts that the company initiaies. p;inicularlv 
those o fa  griissroots nature. I!owc:.cr, devc!i~;:ii;p i:ichC ,,hi;, 

tionships can involve suhst;rntial cxpcridirurt*r of rj!l!c 

cfl'ort by conlpally nianagcn. 12 

I > I I I I I ~ O ~ ~ : C Y  \ \ ' c~c  irit'o~~~tie(i oI '  V O I L I : \ \ ~ L I '  O i ~ i ~ ( ~ i . i ~ ~ i I i k i ~ ~ > a  ~ I > ( I  
cricouraged to join ;;I. Wheil, ~ ~ i i p l ( i ~ ~ r t  i~~volvcri~ent w;is 
high, con~panies did ever-y ihirig illat l!iosct ufirh rn:~cleratc 
involvc~~icnt did and tlic~i ,*en[ l'urtlicr 11: "irl:;~iti~:ior:;:l~~c" 
involvelncnt with the caus~--For exar;il)lc. tinc cc>lilpa:ly 
scheduled i:s ext-cu~ives f~3~m.-~arour.d the \8~o~-l!! u.ho were 
convetling at heauquaners"f~~_a week-iong nlzetirig [:I spcr:d 
11'1~ ;;I:,[ iug<i:i~i' ~ < , l u i ~ i ~ ~ ; i i . ~ t ,  i i i ~  ic!<i:in?, ~ I ~ I , : ~ S  

orga~rized :'oiunteer o~)por t t i~~ .~~ ius  andii:; provicicc! !>did :in:c 
off for voli~nteering. 

T l ~ e  e ~ l e n t  of evangeli:,~~~ varied drurriatically. iind i t  Discussion 
The identification and importance of objectives, the r::a- 
tionships expressed in Table d. and the links to buccess i l l  
-. I-~gure I are replete uith hyytheszs that u-arr,:>t fuJ l ] l c r  

investigalion. -['he f~llav.l\ng di~dus:;ion i , ~  n:ic!,,?: ;(; 

elahorate on t t ~  finding:. and tr, auprnerit 2nd a!*?;.!ir: ;:,, 
opportuni!iz> fc,r hrthcr rebzarch einans:ing fro~i-, : I I I ~ V  

u~ittiout  ind duly repeating what lras already been said b: 
implied. 

o 

Organizational Identification 

Campaign:; with a social dimension were highlj effective i n  
achieving company-crientcd goals. such as motivating the 
v;ork force and communicating the essel>c.-1 of the company 
miss;on. A potc11ti:ll 1licorclic;rl cxl)l;rrl~~lior~ conics (.roll> 
research on organizational idsnihicaticln. which iocuses an 
thc degre: ro which evployess define themsel\~es b:: the 
same attributes t l ~ t  they belic\,e dcfi~ie the orgai~iza~ion. A 
high degree of organizational identification can result in job 
satisfaction, organizational co~~~rni tn ient ,  and desirable. 
work-related behaviors, sl~ch as intraorganizittional cooper- 
ation. greater effort exerted on behalf o f  the oiyuniz.ation, 
;111d Iiighc~ rcicr~tion (Cli;~tnlari 1001; I)utton. D~rkuric.li. and 
11:irquail 199 1: C'Keilly and Cl-:::tn~,~n 1986: O'Rcilly. C?at- 
man, and Caldwe1i 199 1 :. 

In an important work, Dutton. Dukerich, 2nd Harquzil 
( 1993) assert that two imares or ?erceptions 01' a ~erson's  

. . 
work organization shape the strqgth of o:ganizatio;~al iden- 
tificatisn: ( 1 )  organizational identity. u,hich is what an 
employee believes is distinctive. central. and enduring a tout ,  
the organization, and (2) construed extei.llal image, which is' 
wha~  an e ~ ~ ~ p l o y e e  believes outsiders think about the organi- 
zation. Organizational identification is stronger when 
e~nployees perceive that both the organizational identity and 
construed external image are attractive, distinctive, consis- 
tent with the attributes they use to .detine themselves, and 
helpful toward enhancin~ their own self esteem. 

Organizational identitication may be the route through 
which advertising with a social dimension achieves com- 
pany-orier!~ed goals. Distincti\,e urganizational attributes 
often remaiu hidden from internal and external constituents 
(Albert anJ Whetten 1985; Fin1 1991). Advertising with a.  
socia! dimension appears to be an effective wl;y to make dis- 

increased as the emphasis on noneconomic obie- ~ t l v e s  ' 

increased. Evange!ism was n:)nexistent for Econornic cam- 
paigns; the pri~rrary outreach was ihe adverti<ing irse!t' and 
the awiireness of the cause i t  cr+,it(:ti. For Mixed-ecor~ornic 
campilien:. anv evnngel~m e!t!,rt.: u,!::L: ~i i to~-~nal  ar~d s! :l?e 
ini!iatie of individual ernployces. Rlixed-&one< onomic 
~ampaigns had noderate to high evarigelisrn, and for the 
Woneconomic campaign, i t  was high. Modcrate levsls of 
:vangelism typically meant providing some venue for con- 
iurner infwnuation and/or consumer in\~olvernerit, usually 
hraugh an 80C) telephone number. Campaigns with high Iev- 
:Is of evangelism not only provided a veque for consurncr 
nforlnatic?n and involvement, bu: they also actrvely sought 

solicit both custolr.ers and vendors through personal peti- 
ons. R)r example, in  solxe companies. salts force ~licnihc!.~ 
istributed information about the cause and urged invol\:e- 
lent. In  other companies, managers sulicited the support of 
endors, inviting the vendors' employee:, to join with the 
mpany's  employees in serving the cause. The appeals 
'ere made to the potential vendors during the sclling 
-ocess. "[Wle're trying to build a rnodcl oT hu5iness. \ilc'rc 
loking for like-ntinded cornpa~:ies :as ~~ecdurs ] .  cr)mpa:~ics 
irt will connect with our orpa~~izatic:~l. Wc t;ilkcci a h o ~ r ~  
~w [involvemen; with the caljse) provides value LO US" (C1 
:). Ano:her company initiated collnkorztive, grassrnots- 
irnted programs with its retailers on hch;~lf of the cause. 

Companies with both high leveis of involvcn~ent with 
2 cause among internal constituents and ev~ngelisrn for 
-: cause among external constituents institutionalized sup- 
rt for the cause, thereby making a subsi;~nrial and endur- 
; organizational commitment to it. As a CEO from or;c 
:h company said. "I don't see how we could back out now, 
:n if we wanted to" (CI 63) .  
3. Supl~ort of the calise cot~rmlu l i t~~:  The active support 

the cause community-non~rofit organizations arid asso- 
tions affiliated with the cause--can be of treniendous 
istance. In contrast. antagonism or skepticism can doom 
nipaign. Interaction and association with the cause com- 

nity lends crcdihility and expertise to the conlpany's 
xis. For ex;lnlple. when media critics accuscd one com- 
y of exploiting the cause, influential members of the 
se community mobilized a massive counter-campaign 
led through media intervizws and a grassroots lettcr- 
ing campaign. A company informant spoke of the bcne- 
of cause community support: 

uckily, I t h i n k  that we've bcer~ able to align ourselves 
.i th sorne really. reall good people who arc very intluen- 
ial within the [cause] c o ~ ~ ~ n i u r ~ i ~ y  who have been really 
,rry carel'ully cultivated to uridrrstar~d what we're about. I 

121'he aliiallce belwecn the cause co~i~munit!. and the company 
provides opponunity for another dyadic study fijcusing on the 
costs, henctits. problerlls. and opponunities perceived and q z r i -  
enced by both panics. 



:c o~.~:;r~li / .at~o~d atlill)~ltc,s ! . ; I ~ I < I I I .  I \ Io~~covc~~.  \ V ~ I C I ~  

is ;I I ~ i ~ n  dcgxc of C ~ : ~ I P ~ I I ~ - C ~ W ~ C  c<)ni~;~tihility. 
citlli[~:li~~ls l~~~:~t:iIsC the Lttt!Yi~ti\'~!i~s\ of. c)rganizi!- 

i(Ic111ity. T l ~ e  pro[ien:;it! 01' tile c a n ~ p a ~ g ~ ~ s  to gcncriitc 
icity and consultier reaction erjnances the con.,trucd 
-nit! im;i~c.  Cc;mp;iny infol-niarith reixatedly spoke of 
wcial caiiipalgns ~n!iuei~cs t i l l  i ) t ) i i i .  Onc infL>rriia~:: . . 
ibcd  he 111\1,.ici .,<I ~ieiiiii~;::;::::::! :cic::!ity: F 

Tile ciiusc] is I~cilig V.~,)VLI; I:;:;: !!:c I L : \ I L I I C  ol'rl~c I : O I ~ ~ I I ; I I ~ ~  

I I ~  how we do business, lio\r. wr: ~ h i ~ l k  ahout c~urselvc.h ... 
I I ~  our salespeople h;~vc anorhCr 1C;iboil t t )  feel Illore 
lig~ic'd with us ;IS a colnp;ln\ ::nd to liavc :I 511-ongcv allill- 
ry \r,irh us hccazsc wc'r.c iclllo,~\cr;r:ir;f ;I fK31 (Ic.;LI , ) I  
~ I ~ ~ I ~ I ~ I I I I S I ~ I  [ ( I  ; I I I  ihwc t1l~:y h ~ * I i ~ ~ : c  i t >  ( C /  30).  

have  he h:sr j:)b in  the uosIJ anu I L ~ i ~ j \ v  ~ l ) ; ~ t  ixc;lu\c. 1 
et all the plicwr: call.; and ictrer i'rci~rl tliehr ?<{oi,l~ baying 

this is tlie Sreatsht thing th;it Iihc CO~I~;>:III>']  cuuld ~\'c.:. 
o ... and thar's grcar. Tl~at'a !he k i ~ d  of'\ru:f'!ou can't !>uy 
CI 30,. 

t I S  important to note [!]at the positive cft'ects re la t~d to 
nizalional itfentitication arc continger:t o n  I~a\.ing or 
:loping cunipany-ca~lse c~~nnat ib i l i ty .  A~1ditiol;;~l 
irch is needed to determine when and under what cir- 
stances advertising wittl a social din~cnsion srren~thcn?: 
ilizational identification. LL'li~i: l;ic!ors enhancc ccw- 
,-cause compatibility? Grnes~lly,  wl,at c;pnizationsl 
environmental contingencies come into play. and what 
heir ramifications? 

\rorganizational Identification 

ther linding of:his research is that when advertising has 
:ial dilnenzion, companies tend to rt.alize enil-:iced rcla- 
ships with their agencies chougk ;t different sort of 
Jing. This bonding could he tlie rcsril~ of a type of 
-urganizational idcntilicatio~l that extc:iJs to ~niplo:~ees 
larketirig partliers. lnsreased interorganiz2tional identifi- 
.)n could bring about desirable work-related behaviors, 
I as cooperation and greater effort exerted on job-related 
s. The donations of services reported by agency infor- 
ts for four ca!iipaigns are examples of cooperative 
ivior. 
Interorganizational identification also could extend to 
)orate customers. suppliers, and other types of "panncrs" 
~ s e  cooperation, commitment. and trust bcconlc vitally 
o17ant as outsourcing, strategic alli*nccs, networks. and 
~ a l  corporstions increase (Coyle and Schnarr 1995; 
is and Darling 1995; Varadarajan and Cunningham 
5: Wcbster 1992). Shared values. on which intcrorgsni- 
anal identification is bascd, have hecn found to be a 
ct precursor of both relationship comrlii:rncnt and trust 
elationship marketing ( M o r g ~ n  and Iiunt 1994). Thus, 
c n i s i ~ g  with a sociol cii~nension could he a mcchanisin 
sp;uining interorganizational boundaries. If so, questions 
c. for further cxamin:ttion. Undcr wha! circumstrrnccs is 
trtising with a social dimension most likely to create 
rorganizational identification hetween a company and its 
ners? What types of behaviors on the conipsny'!; pan 

~ I~L . IL : . I \C  tlrc I I L ~ I I I I O O ~ I  I I I ; I I  IIII~.I~I;;III~/.;III~I~;I~ icic~~ti l ici~tio~~ 
\viII occu;.'.~ \Vl~::t clf2cts do org;rr~izationd and cnviicnnlcn- 
tal coritiiigcricies ha\.ea? Once intcrorganizationiil idenilfir.a- 
lic;ri :?:curs. how sh~)uld i t  he nourished and leveraged,'! - 

Mixing Objectives 

Rcsezrch quzstio~is of wHcn. ho\v. snd cnder wn2r condi- 
!jc);is ~.:~no~:iic and noneconomic ol~jectives can be blended 
pnidi.nt!y still reni;tin. The contingent effects of organiza- 
(iol.,al. ~n\.iron~ircnt;il. and otl~cr factors n~ust  he idcntificcf 
and  conbidsrcd. My sttidy addresses these issues and con- 
tai~l. implicit propositions along these lines. but Sirtlicr 
ct'i;)~-t\ arc i l t~dcd.  C;i~~ll);iigns ~ i t l r  mixed oh.jcctivcs ofl~'11 
cvol\r' tou.ai(l greater ernpliasis on noneconomic ohjcc- 
clvc, ! '  Rclia\,i.)r ~:lodit'~cation is one t'.eoretic:il explanil- 
1;o11. LII ( : : I ;~ I  :Ilcrl; rnny hz c;!hcrs. F,l:c;ln!ic?n. !lowever, nlay 
;l;)i ;i!v.a!.s be desircd. 'l'kc: prohicn~;. 5t ~leiits. and iihcli- 
t1,)od ,)1' such evolutic.~~ warrant further esar:~;~,ation. 

Erhical Considerations: Cause-Relared or Cause 
Explcitativs? 

Tlierc. hai tve11 1iii1cI1 discussioll regarding the potsntial 
ad\,cr\e effect, of coml;any zdvertising with a social dimen- 
:;ioii. 2nd many autlicrs ha\,e raised the question of whether 
thess programs artx causi-related or cause exploitative 
(Andres.;en 1096: ~ a r n e s  199 1 ; Cunninghanl 1996; Gurin 
I9S7: KO\\.  Stutts, and Patterson I99 I : Varadal-ajan and 
hlsno!i IYSS). However. i t  is not so clear what c:luse 
~.v/:l,loirl~ri\~e really means. Informants ivho \irere n:ost sensi- 
live to the question of exploitation uere involved with Eco- 
nomic or hlised-economic campaigns. Exploitation was not 
generally an issue for infomiants il~\.o~\,ed with Mixed- 
~loncconomic d r  P!onecunomi; campaisns. '&'he:: prcbed, 
man! of those for wilonl expl(>itation was an issue seeined 
to t)c unclear about what explo~tatiori actually entailed. . . , .u~le~ileiob. ful- MFS: :hi ;;3; ii.ix clc::: Cid observers react 
~~-~ . l f ;~ . r !y ' !  ..._.... Thrrp w w  il rreat deal nore concern about not 
beins pc.r-ceived as tsploitat;\~e .ahan about not being 
cxplojta~ive. The issues ;elated. to exploitation invol;.ed 
three concerns. By far. the &st and most prevalent concern 
rcl;ts,d directly to demeaning the persons representing the 
cause in the advertisements through the manner in which 
i h ~ y  u.ere portrayed. The antidote irl these situations was 
sensitivity and taste in execu!ion. As one informant 
explained. "I think any anxiety about the potential issue of 
\+,herher or not we were explaiting these people had been put 
to rcsl by the fact that wc had treated i t  co tastefully" (A! 
37) .  .A second concern in\*olved a ficir that observers would 
perceive the conipany's support for the cause as tokenism 
because the company lacked a con..istent track record of 
supponing the cause. A third concern involved the use of the 
cause to engender emotion through vhich to sell the prod- 
LC[. .As one inioniiaiit said. "We W ~ I - I  to sell product. Il'er- 
so11 repi~se~:ing the cause] was a uity that we could do it ,  
and that could be interpreted as cxplti~tiiig" (CI 19). None of 

IJThis li~~dins was bascd on the rcpons'of infornm~lls 311d no1 On 

Io~ig~~uJi~ial cih.ier\~ation. 
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the inic~rniants bclicvcd that [ley had bee11 i~i~o!\ ,ed in 
exploitation. Malty tised a utilitarian point of vie\\ to justify 
t i , <  usc o l  the causc, reasoning that the outcome or conse- 
quences of the campaign had benefited the cause. In fact, the 
cause communities viewed both Economic campaigns as 
cxxemely beneficial. The "right" thiiigs can cone  ebout for 

- .  

.the "\urong" reasons.14 A few infonnants ~ s e d  deontological 
reasoning, eniplias~zing that their intent had i~zen genuine in 
v;:dnting to help the cause. Infoimants So; orte :b:ixed cam- 
paign that had incurred strong criticism frn!n the cause con]- 
munity justified their campaign because they had intended 
to hclp the cause. Thus, the "wrong" things can come about 
ior the "right" reasons. 

As intere6,ting ah why infonnants involved in campaigns 
with heavi!:: \;~iglited economic g x l s  were so sencit~ve to 
the i>.;ue of exploi:ation is why inft)mmanis invo!veL in cam- 
paigns with heavily weighted noneconomic objec!ives often 
were not. I t  m i ~ h t  be assumed that because :he cause was 
mole impozant to this grcup. they would he more worried 
about  he possibility of er.ploitation. However. i i  appears 
that sincerity aboct the cause assuages worries about 
exploitation. agaic a deontological perspective. Ironically, 
absent the wnsitivtty to expl~itaticn, there was not as n~uch 
concern wit!] having an appropriate and effeciive exec~ltion, 
and in one campaign in particular, this proved to be a prot- 
leni. Good intentions may pave the road to troublesome 
places. 

Also implicit in the mannir in which some O F  these 
infomsnts justified their campaigns were answers to two 
qttest ic~s Blooni, Hussein, and Szyknian (1995. p. 5 )  raisc: 
"Is society better off because of this program?' and "Could 
this prdgrani have performed better i f  corporatz involvement 
had not existed and on;y a r~onprofit andhi  governnent 
agency ran it?" One inf~rmant addressed these qufstions 
directly: 

! think prc5ably the overriding objective ... is that we 
really bel~cved i n  the compzy :hat ;.Je had the uniqae 
opportucity qnd ability to make a difference in [people's 

. lives! .... And it's an interesting equation because [the gov- 
ernmental agency] couldn't, do i t  by themselves. [The non- 
profit organization] couldn't do i t  by themselves. And we 
couldn't do i t  by ourselves. But together, there is this-we 
call it the three-legged stool-a~d there's this interesting 
pooling of resources i n  a way thai government, private 
industry. and not-for-profit organizations have previously 
not really done .... [This is] :he substantive proof that we're 
doing something that hopefully is going to make a differ- 
ence (CI 30). 

Perhaps more appropriate and pruJent than either a util- 
itarian or deontolog~cal approach would he one that could he 
characterized as du-list, in which inter.[ a1 d consequences 
both matter. If this is, indeed, more a:lpropriate, the11 
research should exaniine how a person c,n ensure that a 
dualist perspective pervades the a::itudes of key players 
within both companies and their marketin / partners. What 
organizational mechanisms create and re~nforce a dualist 

- -- 

14"Right" and "wrung" are uscd relative to the topic of the am- 
cle. not in an absolute or normative s c n s ~  

I,erbpecti\'e rl1r~)ughout the develop~ncnt a~td  ~ I I I ; > I ~ : I I , ~ ~ ~ ~ ~ -  
tion of a campaign? 

hfanagerial Implications 

Much of the preceding discussion encotnpasses ma~>agcri~l  
i~pl ica t ions .  This section augments the topip arid offers 211 
implicit set of additional hypotheses for furtlier resenrc:h, 
Varadarajan and ~Merton ( 1988) oft'er scverai nlanagcrial 
dimensions that represent choices practitioners make i n  
using cause marketing. Many of the managerial dirnch- 
sions noted subsequently are ones they' identified, 
Although sometimes recast, some of their other dimen-, 
sions have heen addressed, explicitly or iniplicitly, i n  pre- 
ceding sections. 

Lewi ($u . . .~~c~i~i io?? bdffi.ceti$rtri cd:? Z<~X:C. !S ;! 

fol- the assc2'-~tiori wi:h the cause to be at thebrand level. t!lc 
product linc/divisionai level, or tllc organ~zationa! levcl'? I: 
&?pears to be advantageous for the association between the 
firm and the c a s e  to be at the organizational level. Organi- 
zational-level associations enable the benefits of stronger 
organizaiional identification to be widespread and pcrva- 
sive. They also enable social campaigns to benefit fran-. 
chiszes and licensees. These campaigns are more likeiy to 
succeed because the support of senior management, which is 
a prereq~lisite for organizational level associations. brings 
more resources to bear on the social campaign and gives i r  
more visibility. 

Nu~r~ l>cr  r,fpar/icipa/itlg entiries. Is i t  better to have a 
single brand and a single cause, a single brand and niultiple 
causes, multiple brands (intraconipany) and a single cause, 
or multiple brands (intracompany) and multiple causes? 
The organizationai level association reccrnn~et~ded previ- 
ously stipul;ites that multiple brands be invalved with the 
cause. With respect to the number of causes.'fewer is bei- 
tei. For coinpan)-oriented benzfiis to be realized [uily, 
~c - ,~~ j ; . i i i i e~  mtir,: integr3te the cause inta internal and eyer-  
ria! programs, \\'hich provides opportunities for employees 
to be involved with the cause and evangelize.for i:. Because 
of the resources involved in doing this, social campaigns 
arc more effective when they focus on fewcr causes, per- 
haps one. Moreover, focus also facilitates a stronger orga- 
nizationa: identity. When multiple causes are used, they 
should be a related cluster or family of causes that create a 
theme. 

Geogruphic scope of rile cutn/)aigt~. Can a social cam- 
paign be effective on a transnational basis? Yes, it  can be. 
and it  can bring company-oriented benefits to bear in far- 
flung places of corilpany opcrations. Three of the successful 
canipaigns in this study were transnational. However, when 
a campaign spans a heterogeneous group of countries, i t  
ziay be difficult to firid one cause that key constituents in all 
relevant ccuntries view as high priority. In this case, a fam- 
ily of causes may be effective, and it is advantageous to per- 
mit country managers to select different but related causes 
(e.g., various children's health concerns). 1r.iplementation in 
multiple countries is obviously more con~plex than in a sin- 
gle country. Hourver. managers in one or a few countries 
cat1 lead in I~arning zbout Jcvcloping and i~nplcmenting 
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kc as role model and resources. 

Cuiise-related or corl)orate issue ptvtnotiot7. I S  i t  better 
the campaign to be cause-related marketing or corporate 

tie promotion? Whether the campaign involves what 
r-d:?rzjaa ar~d Mer~on (1988) define as cause-reiated mar- 
i l l $  ii.e.. a donation that the firm makes contingent on a 
lsumer making a purchase) or what Andreasen (1946) 
1s co:porare issue promotion (i.e., promotion of a cause 
[lout the promise of a contribution) or both does not 
m to matter. What does matter is the degree of organiza- 
ial commitment and the degree to which the cause is 
:grated into other programs targeting both internal arid 
'rnal constituents. 

i a t n l ~ a i ~ n  mjec t ive~.  IS it advisable :c :TY to -chievp, 
nonlic. coriipany-oriented, and no-zonomic ohjecti'ves 
single can~pai~n?  Rather than trying to achieve a!l three 

3s of obj~ctives in a single campaign. a portfolio 
roach c ; ~  be used. In such an approach, some campaigns 
c primarily company-oriented and noneconomic ohjec- 
s, whereas others have primari!~ economic objectives. 
s can frcc campaigns wiil: heavily weigl~ted konti~any- 
n t c d  and noneconomic objectives from conventioii;~l 
:rtisicg measures, and managers can avoid the prcclica- 
I t  arising from a mismatch of campaign objectives and 
uation measures. 

E ~ ~ u l u n t i c ~ t ~ .  How should social campaigns be evaluated'? 
rs of social campaigns must develop new approaches to 
uate long-term. company-oriented, and noneconomic 
:ctives. Traditional short-term measures are inappropri- 

0 1 1  the other hand, the current relihnce on subjective 
uauon is also trouolesome. More system~tic arlJ iigor- 
approachcr, to qualitative da!:! collection and analysis. as 
as to the de\felopment of appropriate quantitative nic;i- 

s are needed. 

itltegrated cvt~~tnunicaricns. Can social ~ a r ~ ~ ~ a i ~ i i >  b i  
crlve mediums for integrhted communications? Because 
heir potential to increase organizational identification 
acl~ieve company-oriented goals, social campaigns can 
particularly effective mechanism through which to intc- 
r external and internal. communications efl'orts. This 
nds integrated marketing conirt~uaic~:ions-the stratc- 
integration of the various marketing communications 
,lions (Dunczn and Everett 1993)-inlo the realm of 

l'elllellt. nal comriiunications and human resource mana, 
effectiveness of advertising with a social dimension in 
context is largely dependent on the degree of aftiniy 
extcrnal and internal constituents have or develop for 
'ause. 

~i~uilarions. \i%at are the limitations of social campa~gns? 
aI ca~npaigns do not appcar to bc par-ticularly cffcctivc i n  
zving shon-temi econornic objectives. such as increasing 
; or differentiating products. They can be more difficult to 
ute than other approaches. and even a well-conceived arid 
executed campaign may be ineffective if constituents do 
lave or develop an affinity for the cause. Although the 
2 niessage is often effective in breaking through clutter 
getting attention, i t  can overwhelm the product message. 

t l  > < J L I ~ I  ~ ~ l l l l ~ ~ d ~ g ~ l  5 lllCh5'lgC !ll'ly 1K l l l l ~ l l l l L ~ l  1 ) l ~ ~ ~ l . l  < \ I  ! i l l > -  

construed, which [nay lead to negative atiril.lllint~s to thc cal;l- 
pan)/ by consumers. Finally, it m:iy b~ l(iff;!.ult.ii~r a cornp;.ny 
to eriJ an affiliation with a cause wi[!iout ~;i;g;t~ivc rcpcrcus- 
sions from the cause community and otlierb, Frhdps includ- . - ins key compar:Y constituents. 

7 - _  - . - 

ConcCiisie;? 
Thcre is much work ye! to be done in  he ilicii o i  advertis- 
ing' with a social agenda. From t!ie perspective of those 
interested i n  social responsibility, several t~nd~ngs  from 
this study are encouraging. Econcxnic and noneconomic 
objectives chn be blended in a harmonious ntanrier i n  aii 
individual ccmpaip andlor through a portfolio ai~proach to , 

coniin~~nicarions ?roerams. Koreo~~~cr, \<,lien c:rmpaig,!.i 
i~avc mixed objective:;, t t ' . ~ j  ;!':c;. z.,..,,!..i ii,w::;d greai".i 
cnii~hasis on nnneco~.3r.!ic objectives, and n?arl:igcrs 3rd 

more likely to conticue the campaigns and usc noacco- 
noniic objectives in  future campaigns. Finally, :;i>i:i:rl. ' 
advertising, whatever the moiivatio~~, can hi~vc po:;iti:le 
social benefits. 

Iironl tllc pcrspcctivc ol' all studc~~ts oi ~n:::!:crir~g. 20111- 

piin;/ advertising with a so~ilil dimension arid the stud;; (;I' i t  

call and should no lorigcr be rclcg:~tcd to thc ;tnltls of :iil 
' 

interesting hut minor n1arl:eting pheiionir.non. ilc>nc; prop- 
erly. i t  has irnpol-[ant potential benelils ior the co~npariy. i~ is 
becoming mainstream In corn~nercial adver:ising,. and i~ 
inusi now be studied in that contcx!. 

Appendix A 

I .  How did this campaign come :bout'? 
Probes: How and why did you be con:^ 

~nvolved, and whar role did you play? Wl~ere'di:! 
:be concept for this campaign ccnle from? Who 
advocated i t  and with what r:t;onale? How was 
that rationale received? Who eise was involved. 
and what rolcs did tlxy play? 

2. Wltat was the strategy behind this campaigr:'? 
Probes: What were the ohjectives for this 

campaign? Why and h:)w were [ltey sclcztcd'? 
What was the target market. aria why was i r  
selected? What was the message, arid why was'it 
selected? What media were sclc'ctcd for this car;)- 
paign, and why? t-low much was spenta? 

3. ( I f  i t  was a social campaign) Why was the decision 
made to affiliate with this cause or causes'? 

I'rohes: How did this dccision come about'? 
Were members of the cause comrnunity involkd'? 
I f '  so, what rolcs did they pl;~y? 

3. What challenges. if  any. did this campaign present? 
5. What was the impact of the campaign:' 

Probes: How was effectiveness assessed, and 
what measurcs were used? Who i.as involved? 
Was the campaign successful? 

6. What. if anything, did you Icam front your involvc- 
riier~t with this campaign? 

. .- 
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