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NEw Yoax,~Whi1e Mazola
margarine's “Goodness of corn™
campaign features an authentic
American Indian as a continuing
central character, it was never con-
ceived as an ethnic campaign.

Rather, the selection of an attrac-
tive. contemporary American In-
dian woman was designed to.com-
“municate to a mass audience the

salient product benefits of corn.or. -

as the American Indian called it.

-find_a.way to. differentiate Best
Foods’ Mazola from the competi-
tion and to commiunicate its taste
and health benefitsin an authorita-
tive but memorable manner. We

looked for a vehicle which would

not simply generate brand aware-
ness (the category is_ already

loaded with ever-popular mne- =

monic devices). It had to be rele-
vanttothesubject...corn...todo
the job we wanted it to do

The answer lay with the Ameri-
¢an Indian. Not only did Indians
raise corn to provide a central and
important part of their diet, they
introduced it to the first explorers

“maize.”
~ Our marketing challenge was to

who came to these shores centu-

S

== T

N

rfes ago. ;. And we knowthattoday's

_congumers learned thesefactsand

the meaning of *‘maize” by heartas -
school chlldren and so readily ac-
cepted
C

s What we had was a distinctive _
and believable platform for our
“goodness from maize” strategy, a
platform which 'was already es-
tablished in the minds of our target
consumers. )

As'a final step, our challenge was
to find the right spokesman to
carry our miessage. We-wanted

someone who would symbolize the -

beauty, the pride and the heritage
~—of the American Indian. And.Te-
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_Mazola marga-

Goodness

rine uses an
American In-
dian spokeswo-
man_to play up -
the natural corn
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~_ Negro Travéler & Conven
—— CHicaco—We were born
need to help black people
P ‘the days of segregatio:
~ blacks feared to venture
railroad or. bus statio
strange "town. They cc
beaten up, jailed or even
they did not have an ad
hotel to go tog =
In those d@.’.. 37 year<
- told black peéople “whe
“would find‘a guest house ¢
they. would be accepte
Jjected.
Over the years, our pu’

-naya, a delightful,_contemporary .
full-bloodedApache born in Las ~

goodness of its
ingrediems.w_ .

the most gratvamg and construc- -

~~has changedand blacksn
-:.... . need such information. [
fumish the information t!
totravel, factsaboutthefa
==-"of the-world-in travel feat:

PSS

ate advertxs!ng which does what -

W/\%én‘ you need
to talk to the
— 8o BillionDollar

—Black Market..you
**need to talk to m —

Cruces, N.M., became Our SpOK&s-
person.

The campaign-was successful
from the outset and has continued
to produce share growth in the
more than two years it has run.
Copy testing has shown it gener-
ates high recall for the brand. And

build on'the substantial equity that

this strong core idea. .

One commercial, set in an actual
village, shows Tenaya speaking as
an—Iindian—in—the-background

_we_continue to explore }&Ah_to__l.

~“Mazola margarine hascreated with—

no matter what the source

Tive nature. Letlers and phone calls
have congratulated us not only on
the use of-an-Americanlndianasa—3a compellmg{onsumer—beneﬁ\ —

central character, but om

g00d advertising should dor Gaifl
viewerattention and communicate

We CarTy ads for hofelsant
i _While sonre airlines_no
———tise-in-the-black-media;

lines and cruise lines h:
very slow. As for some v
tels, it seems that unless

The presence of Tenaya, our Afher-
ican Indian spokeswoman, lends
the authority and believability that
helps to negotiate the sale. #

O cre-

2% market_share is 12%—
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Some might say that is true of any

grinds corn. “We used the stone
metate to grind maize. . . what you
= éall cormim————

Three other tvspots have Tenay: a
in the corn fields—holding a doll ~
made of corn husks ‘after a good

The Amalgamated Group
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ALABAMA h ,
Sumagram Noria .',we)sm.s_sm-esn:
PER — Momie Seacon St Paul Recorger

. P o
hervest-of- maire - imome-commer
digging" stick as Indians plant
maize nearby and in a third singing
with children in"an Indian-lan-

T guage "My ffustis in the sacred

corn,” an ancient sOng.

® In each commercial, the spo-
~késwoman segues into the mes-

cial. in another hdlding an-ancient -
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NEW YoR}.—«Ob\lousI} the chal

lower ranked radio station or new

“The Black Collegian M

publication: : e E
= = I disagree. Consider the follou B .NEw ORLEANS—The.1r
Ing items. o lenge facing minority m

1980s is to survive anc
Considering that there :
handful of nauonall) c
black magazines, with
being downwird, publis]
—. what couldbecalleda™w
" field for blacks. It's a to
—Ress—————
What makes 1! tough
advertising community
allocate an equitable s!
——vertising-budgets to-t
oriented media. The b
eris being overlook
“ ‘nored by many advertis
.. The main problem is
_.— companies think they
blacks by advertising il
———erat media—After all;
~—Blacks watéh tvand rea
paper. However, in adve
—— —.morethanthe message.

~— dium—The-empathy—am

» A majer toothpaste brand pur-
chased one 30-second spot on
“King" WBC-TV) for $60,000 to
reach heavy-using blacks. Yet the
brand does not use black media.
e The 1970census underestimated
the U.S. Black population by 7.6%.
“———There really were 1,800,000 more
blacks than the government
thought
e Of the top 100 U.S. markets
ranked by black-population, 40 do
not receive ethnic measuring con-
1 adingradio”
rating compan) These markets
encompass- 8.6% of the nation’s
T L population—which means . -
thaz we don’t really know what
-200,600 blacks i
< Of Nielsen's 1,100 or so metered
‘tv_ homes, about 90 are black (we
~ hope!). These 90 homesdetermine

Fioniga £2:en Counet

with heavy local or

CALIFORNIA "'5352‘1";‘“‘ - " sage: *‘Mazola margarine knows all
S A | _about the goodness of corn. That's=——
g‘ Lows g:c;:sw why Mazola margarine js made
. ,;‘é\;;{;;‘e el from corn oil- goodness. Mazola
5 Neware Riry Amentar- margarine has no cholesterol, nat-
_ = NEW YORK urally. and Mazola tastes naturally
VO WARLIG DlSTRlCT Df COLl;IIElA i 3 Amsierdam News~ — fn e;h,
s 2 gorawtmnegr——— |V — £ ch comm | in the cant
introduce a new __ fLDRIN ___Wesichester Coury Rress mmercial in the ca
— X = i, Tnes. uomn CAROLINA_ 4 paign closes with Tenaya saying.
product. or promofe-_.. [l —News Regoner - .,;rog. -~ -Cana !;rzs Durnam “Remember Mazola margarine. It~
- A 2 St NIRRT a = auptte Post 2.5 itG— o . 22
_" 7 national campaign Sin b ‘iE-]SEJaclmd: Tne Catohnuan Ragn gets-its-goodness frommaize:

We have had response from the

of getting a larger proportionate
share of the advertising dollar.

%
—engefacing minority mediaist

hat—whatbtackssupposed:
For instance, they show that black

women watch more‘daytime tv.
Many advertisers. reached the con-

‘ify of a medium are trar

Geogia 3160 Cauner Btack Dispatch
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Chicage Neenena Delender

Q. our needs. A
powerful Black™
newspaper in every

New Ciusacer PENNSYLVANIA
L™ Sew Parsay ™ yner

—reqiona e T 'omru' American Indian community of
feqi6 FeHor—————— 7 cConal e = X T 3
Loms 8 Cleweland Car § Post =
4 35 BO-WAYS 10— |- lews vey vira BRANGMA = = RTHERN :

CALIFORNIA'S

clusion that as long as they have a
- 60%/40% day/prime mix, they don't

need “specialized” media (which,

to us, meams black media).

« Much market planning is predi- -

cated on Nielsen or SAMI's
and harin® warehouse
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