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New ad trend focuses
on emotional bonding

N.Y. Times News Service L. Knight Professor of Advertisin;
A stark photograph shows a fa- at the University of North Carolina
ther and son sitting in the living at Chapel Hill.
room, the son watching TV, the /* “The closer you can relate_your
father facing away. product to my life, the more inter-
It is part of a series of adver- ested I am in your product.” "~
tisements that depict families in The target market for pleasur%\
crisis. boats is men between the ages of
Public service ads for a family 35 and 54, a population that is fill-
counseling center, perhaps? Pro- ing up with members of the baby-

motions for “thirtysomething”? boom generation.
No. They are the latest ads for The Johnson outboard motor
Johnson outboard motors. campaign seems to assume that

The campaign, prepared by many of these people have family
Hoffman Yor[l)x &gnCoxgpton, the Mi- problems, and proposes a potential
Iwaukee advertising agency, ex- solution.
emplifies the trend toward ads that “We're asking them to consider
de-emphasize, or even ignore, the the boating life'style,” said Michael
differences among brands. J. Waninger, director. of marketing

Instead, the goal is to establish at the Outboard Marine Corp., the
an emotional connection between Waukegan, Ill, company that
the consumer and the product, a makes Johnson motors.
process known in advertising as  “When the baby boomers re-
“bonding.” create, it's important that they do it
( “Good advertising is not about as a family unit” Waninger said.

m,

thing — it’s to sonjéone,” sald— “Boating allows them to do that
'Tg‘téutébbo%mes more so than, say, golf.” //

ExrAMmPLE

HOW CoOoOuLD THE PEACE MOVEMENT
BECOME A BIGGER PART OF

ouRrR CUSTOMERS - LIVES®?

If we were to translate the message of this news article to
the peace movement and ocur local peace groups:

1 What is our product?
2. Who are our customers?
3. How could we "establish an emotional connection”

between the customer and our product?

4. How could we relate our product ‘more closely to their
lives? ,
S. Could we identify needs--as the .boat company has--and

figure out ways to meet those needs?





 




 

