


tournament on CBS or NBC, according
to Nielsen Media Research figures. A
golf tourney attracts far more viewers
than Fairway Gourmet, but getting half
an hour to push a brand—if only sub-
liminally—beats 30 seconds.

And even when production costs
eclipse those of a traditional ad cam-
paign, advertisers see benefits. The AXE

shows are a case
in point Each one
depicts the trials
and tribulations of
twentysomething
woman-chasers.
The program goes
light on AXE prod-
ucts, but during
the commercial
break, the viewer
sees an AXE spot
in which a guy
attracts swarms

of women. "We are entertaining young
guys, and then we show them AXE is
master of the 'mating game,'" says AXE
brand development director David Ru-
bin. "Fifteen-second ads are limited,
[and] product placement is good for
sticking your name in something. It's not
good for telling brand-level concepts."

RATINGS POP
IT'S NO SECRET WHY the networks like
advertiser-generated content. Typically
advertisers foot the entire production
cost of the show or pay for a portion and
agree to buy big blocks of advertising on
other shows in return. Sometimes, the
advertisers refer to their shows in their
print and TV ads, which can generate a
nice ratings pop. And of course the TV
guys sell ads against the program.

Building a show around a brand or
product is not without risk, of course.
Programmers stress that the show must
be entertaining. They won't pick it up
just because a big advertiser is behind it.
And while they are open to having ad-
vertisers as production partners, net-
work and cable executives say shows
need to mesh with whatever channel
they run on and contain no false mar-
keting claims.

For advertisers, it's critical to strike
the right balance. Push the brand too
much, and viewers could resist the hard
sell. Making the show appear independ-
ent and unaffiliated could backfire if
people find out they've been had. But hit
that sweet spot, say marketing experts,
and advertisers will have potential cus-
tomers fast-forwarding their TiVos just
to get back to...the advertisement. 

Hawaii is
footing
the bill  for
Fairway
Gourmet
episodes
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