USING THE CEO AS YOUR AD SPOKESMAN 
I’ve been way too frequent a visitor at St. Thomas graduate business classes since our return from Japan.  I’m teaching my Advertising Strategies class on Tuesdays, sitting in on a marketing management class on Mondays and teaching/auditing the new mini-MBC classes on Thursdays.  And on Wednesday, 4/16, I did a guest lecture gig for Glenn Karwolski’s class on Management Priorities.  

The subject was using the CEO as an advertising spokesperson.  For those who might be interested, here’s the gist of what we discussed.  If you have questions, or comments, email or call.  I’d be happy to provide details.

There are two key questions:

1. CAN HE DO IT?

2. SHOULD HE DO IT

You can help decide these questions by working through a couple of checklists:

CAN HE DO IT checklist:

1.  Does he look good, especially on TV?

-- note JFK vs Nixon; Reagan vs everybody;  Bush Sr vs Dukakis

2.  Can he act?

-- this requires real acting skills and not everyone has them

-- can he move in and out of a personna?

-- how about the voice?  

3.  Does he want to do it?

-- celebrity is not for everyone

-- note Ray Kroc ( a shy accountant)  vs Dave Thomas (an extrovert people person)

SHOULD HE DO IT checklist:

1.  Is this the right creative strategy?

-- what about your product, competition, marketplace, etc.?

-- what business are you really in and is this the business you want to promote?

-- what are your advertising objectives, near and long term?

2.  If a brand image creative strategy makes sense, is the CEO the right icon?

-- Dave Thomas... Lee Iacocca, etc.

-- look at it from outside... don’t get caught up in groupthink

-- will this icon help sell the product/message?

-- note Taco Bell chihuahua, Marlboro Man, Hathaway eye patch guy, Green Giant

3.  Is this the best use of the CEO’s time and unique talents?

-- is the company stable or in flux?

-- how strong is the management team?

-- does this align with senior management KPOs?

-- recognize that this is a major undertaking if done right.

4.  Other issues

-- this is always a short term branding strategy.  Does that make sense?

-- how do you plan to integrate CEO with other marketing communications?

-- is the CEO going to be around for a while?

-- are there skeletons in the closet (due dilligence as with any spokesperson)

-- how will this play with Wall Street and other stakeholders?

-- are you “selling the source” when you should be “selling the service?”

-- keep current skepticism about CEOs and ad spokesmen in mind:

    -- Enron, tobacco execs lying to Congress, fraud

    -- CEO salary controversies

    -- “( advertising) spokesmen are paid liars with straight faces.”

WHEN IT WORKS, the upside can be great

-- gives the organization a face and a personality

-- builds customer trust

    -- Teddy Roosevelt and John Muir as spokesmen for railroads in 1890s

-- gives the appearance of personal involvement with customers

-- helps counter crisis situations  (Michael Jordan vs negative Nike manufacturing press)

-- a good way to extend brands

-- "The only true measure of advertising is its ability to create the brand momentum that transforms an organization, ignites its bottom line, and deepens the relationship between a brand and its customers."  -- Jack Supple, Carmichael-Lynch.  

Can your CEO do that?

--dw

