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Abstract 

Managing the communication budget consists of two fundamental problems: 

determining the size and allocating to different instruments. Typical-

ly the two problems are treated separately and independently. In this 

paper we use subjective estimation, integrating allocation and budget-

ing decisions. First, the effectiveness of communication instruments 

is measured by means of conjoint analysis. The effectiveness measures 

obtained are inputs to a decision calculus model, which determines the 

optimal global budget. The approach was implemented in the context of 

resolving the negotiation between a local subsidiary and the headquar-

ters of a European multinational. The product category concerned is a 

consumer durable. 
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INTRODUCTION 

The traditional decision process for setting the communication budget is 

similar to the 'top down' approach, popular in computer programming and 

systems analysis. In marketing such an approach is advocated by Ray 

(1973). Schematically, he starts from a situational analysis, which con-

siders company objectives and market opportunities. From this, broad 

marketing objectives are derived, in terms of distribution, sales, market 

share and so on. Tentatively a global communication budget is set in 

relation to the objectives. From this point on the decision process be-

comes an iterative scheme, where the global budget is allocated in more 

and more detail, in relation to more and more specific goals. 

Following the spirit of this scheme Gijsbrechts (1984), Gijsbrechts & 

Naert (1984) and Naert & Gijsbrechts (1985) treat the organisation as an 

hierarchical system, where each level operates under the (budget-) con-

straint imposed by higher levels. The iterative nature of the allocation 

scheme implies that to some extent, the allocation is the result of a 

negotiation between the different hierarchical levels. The higher, co-

ordinating level, has to assess the market potential of each sublevel and 

allocate to the subunits for which it is responsible. In order to achie-

ve this, the coordinating level, implicitly or explicitly, assesses a mar-

ket response function for each subunit. In the approach taken bij Gijs-

brechts & Naert, the response functions are communicated by the louver le-

vels, as part of a more or less formai negotiation procedure, imposed on 

ail subunits simultaneously. 

The examples cited illustrate the growing concern for more rational deci-

sion procedures in the practice of marketing management. At the same ti-

me the impiementability of such approaches has been improved because op-

timization techniques and decision calculus models have gained wider ac-

cep tance. 

In cases where important changes in the environment lead to significant 

changes in strategy, the negotiation process referred to above will show 

substantiel limitations when called upon for implementing the strategic 

change. The rules of thumb (such as, a fixed advertising-sales ratio, 

a given relation between share of advertising expenditures and market 
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share,...) which are often applied are characterised by considerable in-

ertia. More in particular, when lower level management calls for increa-

ses in marketing spending based on changes in the market place, there 

will typically be a good deal of hesitation at the coordinating level, 

before such increases are authorized. A basic reason for such hesita-

tion could be that the higher level is suspicious that the subunit is 

overemphasizing needs, or that projected responses are biased upward. 

There seems to be a need for procedures which insure, as best possible, 

against overoptimism or response bias from the lower levels. 

The application reported in this paper deals with such a situation. 

The company involved is a multinational selling a durable consumer good. 

The study deals with the communication strategy in a European country. 

National management had been claiming higher communication budgets for 

some time, but conglomerate management hesitated to authorize a substan-

tiel increase. At the corporate level management was not convinced that 

increasing the spending level would increase market shares sufficiently. 

The general opinion was that the product category was in the maturity 

phase of the life cycle and that communication expenses should be at a 

minimum. National and corporate management agreed that communication 

should be aimed primarily towards the distribution channels. Since the 

product is bought very infrequently, the effectiveness of consumer ad-

vertising was judged to be rather low. However, the market had been cha-

racterized by a rapid change of the relative importance of different dis-

tribution channels. The share of super- and hypermarkets had grown sig-

nificantly over the past few years. 

National management argued that these changes called for a more active 

merchandising and communication strategy, and resulted in a larger need 

for consumer related advertising. The company had a lower penetration 

in the new channels of distribution as compared to the more traditional 

channels. Both national and conglomerate management were aware that in-

creasing the penetration in the new channels was a primary objective in 

the near future. At the corporate level, increasing communication bud-

gets met with some resistance, however, because in an earlier experiment, 

sales had fallen notwithstanding an important increase in spending had 

taken place. 
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At this point the conclusion which emerged was that, in order to recon-

ciliate the two points of view, allocation and total budget decisions had 

to be treated simultaneously. This implies that effectiveness measures 

for individual communication instruments are secured. Typically, these 

cannot be obtained on the basis of objective data, such as retail store 

audits or consumer panels. In principle, however, such data can be used 

to estimate aggregate market response functions. In our case, the compa-

ny had recently decided to buy store audit data. Although these data 

confirmed the importance of the shift in distribution, the series was 

too short to be used in constructing response functions, and of course 

provided no Glues as to the relevant communication instruments. 

BUDGET ALLOCATION DECISION ANALYSIS 

Experimental design 

In order to obtain both effectiveness measures for the communication in-

struments and market response estimates, a two step procedure was de-

veloped. In the first step profiles of communication budget allocations 

were submitted to a number of judges. On the basis of their prefe-

rence ranking, effectiveness measures were derived by means of additive 

conjoint measurement. 

In the second step the judges estimated the market response associated 

with four profiles, each corresponding to the "optimal" allocation (that 

is, optimal in their own judgment) at a given budget level. This two step 

procedure should allow one to control or at least isolate response bias 

to a large extent. 

It was felt that obtaining adequate responses would require an experi-

mental design that would simulate as closely as possible a realistic bud-

get negotiation and allocation decision scheme. 

The first step in setting up such an experiment was to identify the ma-

jor possibilities to be considered in the allocation process. Conglome-

rate management after consultation with local management provided a list 

of the major discretionary expenditure categories (six in number). 
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For each category several expenditure levels were considered, resulting 

in a list of 14 possible communication actions, hereafter called instru-

ments. Basic promotional expenses (price lists, product leaflets...) 

were assumed to be met and are therefore considered as predetermined and 

not part of the experiment. Likewise, the size of the sales force was 

taken to be fixed. The 14 communication instruments, together with the 

estimated cost of each one were constructed with the help of local mana-

gement. These instruments had all been used at least once (not necessa-

rily at ail levels) over the past 3 to 4 years, so ail judges at a mini-

mum had some knowledge of ail instruments. The 14 instruments can be 

grouped as follows: 

* 3 levels of T.V.-advertising on national network television (with a 

varying number of repetitions of the spot) 

* 2 trade shows 

* 2 levels of contests (one directed towards the distribution channels, 

the other involving both distribution and consumera) 

* 1 level of point of purchase displays (specifically oriented towards 

the self service environment of large Chain stores) 

* 2 levels of advertising in specialised magazines (3 or 5 magazines), 

oriented towards the consumer 

* 4 levels of regional spending (scaled relative to last year's spending 

levels: equal, 50 per cent increase, doubling and tripling expenditu-

res). 

Table 1 shows the 14 instruments and their costs relative to the chea-

pest one (actual costs are not disclosed to respect the proprietary na-

ture of the data). 

insert table 1 

With the help of these 14 instruments a simulated negotiation procedure, 

considering four levels of communication budgets was constructed. The 

budget levels considered were chosen in relation to last year's budget. 

The four budgets were labeled: 

B I 	: 'mini': about 65 % of last year's budget 

B II : 'normal': roughly equal to last year's budget 

B III : 'increased': about 	45 % 	higher thon last year's budget 

B IV : 'large': about 85 % increase in budget. 
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These percentages are relative to the discretionary spending levels of 

the previous budget, this means above the fixed costs for leaflets and 

the like. 

For each budget level a set of profiles was constructed from the list of 

fourteen instruments. For B I, B III and B IV seven profiles each were 

constructed, for B II six, giving a total of 27 profiles. No attempt was 

made to obtain orthogonality in the profile design. However, an effort 

was made to insure that ail instruments appeared roughly the same number 

of times. This could not be fully achieved, because a number of instru-

ments are mutually exclusive (referring to different levels of the same 

expenditure category). Also, only profiles judged to be implementable 

from the organization's point of view were retained. Finally, it was as-

sumed that gearing the profiles to specific spending levels added to the 

degree of realism of the exercise, outweighing the benefit of an ortho-

gonal design. 

The 27 profiles are reproduced in table 2. 

insert table 2 

Estimation 

The estimation was to be perfnrmed by a number of respondents from the 

country concerned. These were chosen from the headquarters (3 respon-

dents from marketing management) and from the sales force (4 regional 

sales managers). 

The seven respondents were briefed about the procedure and about the 

purpose of the estimation exercise. For all concerned it was the first 

confrontation with this methodology and there was some initial hesita-

tion: several respondents, having expected a traditional interview, 

perceived the exercise as too restrictive in scope. For example, some 

respondents felt that price should have been considered as well. Pro-

vided they could express reservations about the choice of the instruments 

and had an opportunity to express their conception of the priorities 

with respect to communication strategy, they agreed to go through the 

exercise. 
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The respondents were first asked to rank order the profiles for each 

budget level according to preference. No comparisons across budget le-

vels were required. 

This part of the estimation was designed solely to obtain information 

about the relative effectiveness of the various instruments. The respon-

ses were coded from 1 to 27, where 1 relates to the least preferred pro-

file (level B I) and 27 to the most preferred (level B IV). The answers 

are reproduced in table 3. 

insert table 3 

This coding seemingly imposes transitivity across the budget levels. In 

the conjoint analysis however, transitivity across budget levels was not 

imposed. 

Analysis 

The analysis was performed by means of a Kruskal monotone regression. 

In this analysis computations were carried out without comparisons across 

budget levels (conditional analysis or no transitivity imposed). 

Simple ordinary least squares yields comparable results, but the relia-

bility of the monotone regression results was clearly superior. 

Results 

The consistency across respondents was very high. This can be seen in 

table 3. Especially for the lowest budget level, where the profiles are 

relatively simple (containing only two to three stimuli), the judges were 

very much in agreement. For higher budgets, leading to more complica-

ted profiles, the rank orders are still in good agreement. This consen-

sus is reflected in the partworths of the instruments (see table 4 and 

figure 1). Also internai consistency turned out to be very high: the 

stress values obtained for the différent runs of monotone regresssion 

were ail practically zero. 

insert table 4 

insert figure 1 
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From these results it is clear that averaging across judges is justified. 

The average partworths are displayed in figure 2. 

insert figure 2 

Because transitivity between budgets is not imposed, inversions in uti-

lity may occur between, for example, the best profile on a given budget 

level and the worst profile at the next higher level. While such inver-

sions were present for some individual respondents, they were not after 

taking averages. The relation between budget and average total utility 

of the profiles (defined as the sum of the average partworths of the indi-

vidual instruments in the profile) in the experiment is given in table 5 

and figure 3. 

insert table 5 

insert figure 3 

Budget allocation 

From the average partworths obtained and the cost of each instrument, the 

effectiveness per dollar of each instrument was computed. All the cost 

effectiveness values were normalised such that the overall average effec-

tiveness is 1. The results are reported in table 6 and figure 4. 

insert table 6 

insert figure 4 

The utiles per dollar showed less variability for in-house respondents, 

than for the judges from the field force , as can be seen from table 7. 

insert table 7 

The partworths per dollar allow, under the assumption of additivity, to 

infer which instruments are most effective, and should therefore be im-

plemented first. Thus, it appears from table 6 that magazine advertising 

at the lower level (instrument 9) is judged to be most effective, follo-

wed by point of purchase material. 
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The excellent rank of magazine advertising is partly due to the fact that 

it is (relative to some other instruments) a low-cost instrument, compar-

ing favorably in effectiveness with T.V.-advertising. Point of purchase 

material is a high-cost instrument, but was reported by ail respondents 

to be the top priority in marketing strategy. One of the trade shows was 

judged to be very effective, the other was rated totally ineffective. Te-

levision was rated ineffective unless intensified relative to a previous 

campaign. The contests, although well established in the 'marketing cul-

ture' of the country concerned, were rated below average. The regional 

expenditure instruments show less consistency. The current level is jud-

ged to be totally ineffective. However, level four appears as most effec-

tive, followed by level 2, while level 3 is not judged to be any better 

than level 2. This might be partly due to the fact that level 3 appeared 

oniy in three profiles resulting in a lower reliability as compared to the 

other instruments. 

It then appears that - if the budget permits - a gond communication mix 

would consist of instruments 9, 8, 4, 14 and 2 . Corresponding partworths 

and total utilities are given in table 8. 

insert table 8 

Budget restrictions and reservations about the large increase in regional 

spending could be elements in favor of implementing 9, 8, 4 and 12. 

Which communication mix is ultimately decided upon cannot be dealt with 

in isolation from market response function estimation. 

BUDGET SIZE DECISION ANALYSIS 

Estimation of market response functions 

The second part of the interview was intended to obtain data for subjec-

tive estimation of market response functions. The respondents were asked 

for each of the relevant product categories (about 10) to give a forecast 

of percentage change in volume sold, relative to the current sales, under 

the following assumptions: 
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1) Simply replicating the budget and allocation of the previous budget 

year. 

2) Implementing their preferred allocation at each of the 4 budget levels 

considered. 

Figure 5a and figure 5b show the sales response functions for 2 products 

obtained from 6 of the respondents. 
1  They show wide variability across 

respondents. This was in line with the experience of corporate headquar- 

insert figure 5 

ters. Indeed one of the motivations in performing the study stemmed from 

their concern that market response information obtained from local manage-

ment was insufficiently founded. 

Time constraints ruled out the use of delphi-type procedures to insure 

a higher degree of consensus among respondents. Therefore, response 

functions were averaged. For the ten products concerned they are shown 

in figures 6a-6b. Notwithstanding the individual differences, it appears 

insert figure 6 

that the response functions can be grouped into a group of more (communi-

cation) sensitive and one of less communication sensitive products. The 

cluster of products 1 to 6 (figure 6a) contains the more differentiated 

products, while products 7 to 10 are more price sensitive. 

Replication of the previous budget was judged by all respondents to be 

a very bad solution, equivalent to, or even worse than reducing but real-

locating the budget. 

A well balanced budget equal in amount to last year's budget was estima-

ted to result in a status-quo. On average the response functions indica-

ted approximately a 20 per cent difference in volume between the lowest 

and the highest budget levels considered. 

1 	The graphs were put on a colon plotter limited to a maximum of 6 
functions. 
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Budget determination 

Most response functions showed increasing returns to increases in the com-

munication budget. This could be an indication that the current budget 

is so low that it goes barely beyond the threshold level. On the other 

hand, subjectively estimated increasing returns could equally well be a 

confirmation of the concern we expressed about a potentiel response bi-

as. 

In order to control for such response bias the market response functions 

were reconstructed as functions of the effectiveness of the instruments. 

Figure 7a gives the average response function for one of the more sensiti-

ve product categories, as a function of the budget. Figure 7b gives the 

sales evolution (percentage change in volume) as a function of the total 

utility level obtained, given that at each budget level the best of the 

profiles in the experiment would be implemented. Figure 7b is construc-

ted from table 5. 

insert figure 7 

This response curve still shows increasing returns for some product ca-

tegories, such as the one shown in figure 7. Overall, the sales - uti-

lity response functions are close to linear however. For some product 

categories the first part (from the lowest to the 'normal' budget levels) 

showed a smaller slope, indicating that respondents had difficulties in 

considering, or accepting, that lower sales could result, even when com-

munication support would be reduced. 

Thus, possibly the response functions show an upward bias, at the lower 

budget end (i.e. a higher market share for the lowest budget level than 

should be expected), and also at the upper budget level, resulting in a 

higher slope at the upper tail. Both biases are somewhat alleviated by 

fitting a linear regression through the response functions. This regres-

sion line was then taken as the sales - utility response function. 

From the regression line in figure 7b a new sales - budget response is 

now constructed, by assuming that for each budget level the most effec-

tive instruments are implemented first. This results in the dotted line 



in figure 7a. It represents the estimated maximum response that can be 

obtained, that is, for each budget level it is assumed that the alloca-

tion to communication instruments is optimal. 

For the sake of clarity of exposition let us illustrate how an arbitrary 

point on this "optimal" response function is obtained. The estimated li-

near regression line is 

y = -7.885 + .813 x 

with y = sales evolution (percentage change in sales volume as compared 

to last year) 

x = utility 

Using instruments 8 and 9, table 8 shows that total utility is 12.022 giving 

a 	y-value of 1.89 . The corresponding relative budget (again from ta- 

ble 8) is .74 . 

The resulting response function will automatically show decreasing re-

turns, since each increase in budget is translated into less effective 

instruments. 

For each of the product categories last year's sales volume as well as 

the marginal contribution to profit and overhead were supplied by corpo-

rate management. Together with the constructed sales - budget response 

functions, an overall profit contribution function can now be determined. 

This overall response function is given in figure 8. Although it may 

appear almost linear, the net contribution function in figure 9 (contri-

bution minus communication budget), shows a clear optimum. In this op-

timum instruments 9, 8, 4 and 14 are implemented, implying a budget about 

20 per cent above the 'normal' or 'reference' budget level. 

insert figure 8 

insert figure 9 

However, this optimum would represent a short term or myopic view. Fi-

gure 9 shows a slight decrease in net contribution if instrument 2 is im-

plemented. A small degree of carry over effects, however, would imme- 
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diately make this instrument a worthwile undertaking. Since the product 

is bought infrequently, such a carry-over effect is unlikely to coure from 

consumer loyalty. Company officiais readily accepted the viewpoint that 

loyalty from the distribution channels is sufficiently high to warrant 

a substantial carry over effect. It then follows that doubling the bud-

get would seem justified. 

CONCLUSIONS 

The procedure described in this paper provides a practical method for for-

malising the decision process relative to setting the communication bud-

get and allocating it to the varions instruments under consideration. In 

approaches based on estimation of aggregate response functions, the com-

munication mix is independently determined, whereas here determining bud-

get size and its allocation are integrated. Increasing the budget does 

indeed not imply spending more money on an existing communication mix, 

but implies adding new communication instruments. The sequence of in-

troducing these reflects the implicit or derived communication priorities 

of management. While these derived priorities correlate with the explicit 

ones, the correlation is imperfect. This is due to the fact that most of 

the respondents reasoned in terms of absolute effectiveness of an instru-

ment, rather than in effectiveness relative to cost. 

The procedure also helps in focusing the budget discussion on the relevan-

ce of the "last" or "marginal" instruments. 

As a final remark it is worth observing that the procedure points to the 

desirability - from a methodological point of view - of bringing objec-

tive effectiveness measures into the picture. These could be secured on 

the basis of reach or frequency levels of the instruments considered. 



Table 1 : levels of different communication instruments and their relative cost 

instruments 
relative 
cost 

1 T.V. 	level I 	24 x 8" 5.38 

2 T.V. 	level II 	36 x 8" 7.50 

3 T.V. 	level III 	48 x 8" 9.62 

4 trade show construction industry 1.00 

5 J trade show agricultural industry 1.00 

6 contest distribution + personnel 2.09 

7 contest distribution + personnel + public 3.92 

8 point of purchase displays (2000 stores) 5.23 

9 advertising 3 specialised magazines 1.88 
(3 full pages, 4 colors insertions) 

10 advertising 5 specialised magazines 3.14 
(3 full pages, 4 colors insertions) 

11 regional actions - normal level 1.15 

12 regional actions - normal level + 50% 1.73 

13 regional actions - normal level + 100% 2.31 

14 regional actions - normal level + 200% 3.46 
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Table 2 : combination of instruments in profiles and cost relative to 

last year budget 

profile instruments cost relative to 
last year budget 

1 1-11 0.68 

2 4-5-7 0.62 

3 4-6-9-11 0.64 

4 5-7-12 0.69 

5 6-9-13 0.65 

6 8-11 0.66 

7 4-5-10-11 0.65 

8 1-4-5-6 0.99 

9 1-7 0.97 

10 2-13 1.02 

11 8-10-12 1.05 

12 7-9-14 0.96 

13 4-7-10-12 1.02 

14 1-8-14 1.46 

15 2-4-6-10 1.43 

16 3-5-9-12 1.48 

17 2-4-7-12 1.47 

18 1-6-10-14 1.46 

19 6-8-10-14 1.45 

20 4-5-7-8-9-11 1.48 

21 3-6-8-11 1.88 

22 3-5-10-14 1.79 

23 3-8-9-11 1.86 

24 2-4-7-9-13 1.73 

25 1-8-10-14 1.79 

26 1  4 5 6 8 9 11 1.85 

27 4-5-7-8-10-14 1.85 
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Table 3 : rank order of preferences for the seven respondents 

profile respondents 

1 2 3 4 5 6 7 

1 1 2 1 2 1 1 2 

2 2 1 2 1 2 3 1 

3 4 5 5 3 6 5 5 

4 3 4 4 5 3 4 4 

5 6 6 6 6 5 6 6 

6 7 7 7 7 7 7 7 

7 5 3 3 4 4 2 3 

8 8 8 8 9 10 10 11 

9 9 9 9 8 8 8 9 

10 10 11 10 10 9 11 10 

11 13 13 13 13 13 13 13 

12 11 12 12 12 11 9 8 

13 12 10 11 11 12 12 12 

14 18 19 18 18 18 19 18 

15 16 16 17 14 16 17 14 

16 17 14 15 15 14 14 17 

17 15 17 18 17 17 15 15 

18 14 15 14 16 15 16 16 

19 20 20 20 19 20 20 19 

20 19 18 16 20 19 18 20 

21 27 22 24 23 23 25 23 

22 24 21 22 21 21 24 22 

23 25 23 26 24 25 26 26 

24 22 25 25 22 22 21 21 

25 26 26 27 26 24 27 27 

26 23 24 21 25 26 23 24 

27 21 27 23 27 27 22 25 



Table 4 : partworths of each instrument for each of the respondents 

instru- 
ment 

respondents 

1 2 3 4 5 6 7 average 

1 6.68 5.02 4.58 5.55 4.82 6.62 6.37 5.662 

2 9.6 11.31 10.23 9.31 9. 9.57 7.94 9.565 

3 11.97 8.35 11.54 8.76 9.68 11.93 10.81 10.434 

4 1.35 1.09 2.13 1.01 2.36 1.41 1.72 1.581 

5 .93 .59 -1.97 1.25 .22 1.18 .64 .405 

6 2.33 1.66 2.13 1.4 2.46 2.48 1.97 2.061 

7 4.89 3.34 3.59 3.67 3.63 4.61 4.03 3.965 

8 6.42 9.55 9.27 9.8 9.76 6.53 9.29 8.66 

9 2.81 3.95 3.77 3.99 3.29 2.68 3.05 3.362 

10 4.14 3.35 4.24 4.14 3.44 3.99 4.4 3.957 

11 .83 0. -.74 .38 .19 .78 .26 .242 

12 1.54 1.67 2.78 1.87 2.35 1.63 2.34 2.025 

13 2.48 2.2 2.56 1.39 .86 2.15 2.46 2.014 

14 4.22 6.48 5.3 4.77 4.87 4.4 3.33 4.767 

stress .0012 0 .0002 0 0 .0005 .001 
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Table 5 : partworths and cost effectiveness for each combination of 

advertising and promotion instruments 

budget 
level 

profile 
number 

budget 
index 

average 
total utility 

cost 
effectiveness 

2 0.62 5.95 .773 

3 0.64 7.25 .909 

5 0.65 7.44 .910 

I 7 0.65 6.19 .756 

6 0.66 8.90 1.073* 

1 0.68 5.91 .695 

4 0.69 6.40 .740 

12 0.96 12.10 1.004 

9 0.97 9.63 .796 

8 0.99 9.71 .788 

II 13 1.02 11.53 .906 

10 1.02 11.58 .908 

11 1.05 14.64 1.115* 

15 1.43 17.17 .962 

19 1.45 19.45 1.074* 

18 1.46 16.45 .899 

III 14 1.46 19.09 1.043 

17 1.47 17.14 .931 

20 1.48 18.22 .987 

16 1.48 16.23 .877 

24 1.73 20.49 .949 

22 1.79 19.56 .874 

25 1.79 23.05 1.030* 

IV 26 1.85 21.98 .953 

27 1.85 23.34 1.011 

23 1.86 22.70 .976 

21 1.88 21.40 .910 

* profile with highest cost effectiveness within each budget level 



Table 6 : average cost effectiveness 

instrument 
average 

 
cost effectiveness 

1 T.V. 	level I 	24 x 8" .936 

2 T.V. 	level II 	36 x 8" 1.135 

3 T.V. 	level III 	48 x 8" .965 

4 trade show construction industry 1.407 

5 trade show agricultural industry .361 

6 contest distribution + personnel .877 

7 contest distribution + personnel + public .899 

8 point of purchase displays (2000 stores) 1.473 

9 advertising 3 specialised magazines 1.588 
(3 full pages, 4 colors insertions) 

10 advertising 5 specialised magazines 1.122 
(3 full pages, 4 colors insertions) 

11 regional actions - normal level .187 

12 regional actions - normal level + 50% 1.041 

13 regional actions - normal level + 100% .776 

14 regional actions - normal level + 200% 1.225 



Table 7 : cost effectiveness for each respondent (after normalization) 

instru- 
ment 

respondents 

1 2 3 4 5 6 7 

1 1.062 .846 .836 .916 .793 1.045 1.028 

2 1.096 1.369 1.341 1.103 1.063 1.085 .920 

3 1.066 .788 1.180 .809 .892 1.055 .977 

4 1.156 .990 2.094 .897 2.092 1.199 1.495 

5 .796 .535 -1.937 1.111 .195 1.003 .556 

6 .953 .720 1.001 .594 1.042 1.008 .818 

7 1.067 .773 .899 .831 .820 .999 .893 

8 1.051 1.658 1.742 1.665 1.654 1.061 1.544 

9 1.277 1.903 1.967 1.882 1.547 1.209 1.407 

10 1.129 .969 1.328 1.172 .971 1.081 1.219 

11 .616 0. -.630 .292 .145 .575 .195 

12 .762 .876 1.579 .960 1.203 .801 1.175 

13 .920 .865 1.090 .535 .330 .792 .927 

14 1.044 1.700 1.505 1.225 1.247 1.081 .836 



Table 8 : optimal sequence of instruments to enter the advertising and promotion mix 

order of 
entry instrument 

cost 
effectiveness 

%  cost 
of 

year'
last  
s budget 

average 
partworth 

budget 
index 

average 
 

total 
utility 

1 9 	advertising 3 specialised 
magazines 

1.588 0.20 3.362 0.20 3.362 

2 8 	point of purchase displays 1.473 0.54 8.66 0.74 12.022 

3 4 	trade show construction 
industry 

1.407 0.10 1.581 0.84 13.543 

4 14 	regional actions - normal 
level + 200% 

1.225 0.36 4.767 1.20 18.370 

5 2 	T.V. 	level II 	36 x 8" 1.135 0.78 9.565 1.98 27.935 
o 
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Figure 1 : partworth of each instrument for each of the respondents 
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Figure 2 : average partworth of each instrument 
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Figure 3 : average total utility as a function of the communication budget 



- 24 - 

Figure 4 : average cost effectiveness of each instrument 
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Figure 5a : sales response for product 1 
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Figure 5b : sales response for product 2 

40. 

30. 

20. 

10. 

0. 

-10. 

-20. 



- 26 - 

Figure 6a : average sales response (products 1-6) 
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Figure 6b : average sales response (products 7-10) 
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Figure 7a : sales evolution 
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Figure 7b : sales evolution 
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Figure 8 : contribution 
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