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switch brands, promote a benefit of a product, or demon-
strate some new use for a product. The 3M Company 
increased sales of its Scotch brand cellophane tape by sug-
gesting other uses for the product beyond repairing torn 
paper. Arm & Hammer baking soda’s original purpose was 
to make cakes rise, but the company also increased sales by 
promoting the product as a cleaner and deodorizer. One of 
Arm & Hammer’s best ads tells consumers to buy a box of 
baking soda and pour it down the drain to clean and 
deodorize the sink. In essence, the company was suggest-
ing that people buy its product to throw it away! Arm & 
Hammer’s research showed that people used baking soda 
to freshen laundry and to brush their teeth, so the com-
pany introduced detergent and toothpaste enhanced with 
baking soda.21 Begun in 1993 on behalf of the California 
Milk Processor Board, the “Got Milk?” advertising cam-
paign succeeded at boosting milk sales and has become 
one of America’s longest-running and most celebrated ad 
series. The “Got Milk” ads ran both in California and 
nationally until 2014, when the national milk promotion 
board decided to focus on milk’s protein content in its 
advertising. But the campaign does still live on in California 
more than twenty years after it started.22

For details on America’s top advertisers, take a look at 
Table 11.1.

For a product to be successful, it needs more than a 
good advertising campaign. It also needs to be a good 
product at the right price and has to be available for con-
sumers to buy. When Sony launched its PlayStation 2 
video game system, it did relatively little initial advertising 
and held off releasing popular games because it couldn’t 
manufacture enough of the consoles to satisfy public 
demand. Customers were ready and willing to buy, but the 
product simply was not available.23 Once there was a suf-
ficient quantity of the product, Sony started advertising.

SECRET 4  No amount of advertising can save a product 
that the public just doesn’t want to buy, as Coca-Cola dis-
covered when it launched New Coke in 1985. Coca-Cola 
spent $4 million on research that seemed to indicate that 
consumers would like the new formula better than the orig-
inal recipe. But consumers reacted to the change with anger 
and frustration, and Coca-Cola eventually had to bring back 
the old drink under the name Coca-Cola Classic.24 The 
research may have shown what people liked best in blind 
taste tests, but it didn’t take into account how people felt 
about the product, what meaning they assigned to it, and the 
fond memories they associated with it.25 What the research 
missed was “the abiding emotional attachment” Coke drink-
ers had for the product in its familiar form. One Coke exec-
utive told Advertising Age magazine, “We obviously tried to 
do psychological research, but it wasn’t adequate.”26 

Casual-wear retailer Gap experienced a similar reaction 
in 2010 when it rolled out a new logo to replace its two-
decades-old iconic blue square with white capital letters with-
out testing it with customers first. The response on the 

Internet was instant and negative. In a matter of days, Gap 
management brought back the old logo and issued a state-
ment that said, “O.K. We’ve heard loud and clear that you 
don’t like the new logo.” A second statement, this one from 
company president Marka Hansen, went on to say, “We’ve 
learned a lot in this process. And we are clear that we did not 
go about this in the right way. We recognize that we missed 
the opportunity to engage with the online community.”27 
(This is also an example of Secret Four—Nothing’s new: 
Everything that happened in the past will happen again.)

The Agency
The advertising profession originated in the 1840s 

when agents started selling ad space to clients in the new 

Web 11.4: Find out more about how milk is being 
promoted.

*For comparison, Apple is the world’s highest-valued corporation. It is ranked number 
twelve in terms of advertising spending.

Source: Data from the Advertising Age Top 200 Megabrands. Reprinted with permis-
sion from Advertising Age/American Demographics. Copyright, Crain Communications 
Inc., 2014.

			   2012 
			   U.S. Ad  
			   Spending 
	 Rank	 Brand	 (in millions)

	 1	 AT&T	 $1,586

	 2	 Verizon	 $1,427

	 3	 Chevrolet	 $958

	 4	 McDonald’s	 $957

	 5	 Geico	 $921

	 6	 Toyota 	 $879

	 7	 Ford	 $857

	 8	 T-Mobile	 $772

	 9	 Macy’s	 $762

	 10	 Walmart	 $690

	 40	 Apple*	 $662

Table 11.1  ��Top Advertisers in the United States, 
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