PART [V BUSINESS AND CONSUMERS

all of these demands, the woman still looks like a model.
In those few cases in which the harmony breaks down,
the woman is shown as being responsible for the break-
down or in need of drugs to cope with the stress. On
the other hand, men are seldom seem as responsible for
cooking, cleaning, and child care, or in need of drugs
in order to cope.
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Consumer product companies often face a competitive
marketplace where profit margins are slim and manu-
facturing cost increases frequent. Some companies
have adopted a new technique called “downsizing” o
respond to these pressures. They decrease product weight
or quantity while holding package size and price con-
stant. Consumer research suggests that consumers are
Jess likely to process the label information that discloses
the downsizing and the implicit price increase. Con-
sumers, then, are less likely to respond as they would to
a more obvious per package price increase. Downsizing
can come in a variety of forms, some more creative than
others. Perhaps the most common technique is to keep
the cxact same package but include less product. Some
coffee manufacturers have a new tevist on that strategy.
They decreased the quantity of coffee in the can, but
they claimed that a new “flaking” process allowed the
consumer to get more brewed coffee per scoop. Other
manufacturers reduce the package size and quantry,
and lower the package price but increase the unit price.
(New low pricel) Another approach is to increase pack-
age size, quantity, and price but also increase unit price.
(A variant of the old “economy size” package that had
a higher unit price.)

One drug manufacturer, barred from the continued
use of an active ingredient in a prescription asthma
drug, changed the formulation so that the new drug
was similar in ingredients to an over-the-counter
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EIGHT PITCHES

Consider the following eight attempts to influence
through marketing and advertising. Imagine that the
techniques described were successful at getting a person
to want the targeted product. But also imagine that in
each case the consumer failed to purchase the product.

1. An ad claiming, accurately: o
relatively good gas mileage. m
customer satisfaction ratings

2. A television commercial Sl

sports car that shows it Z0@




