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THOSE attending the 95th annual conference of the Association of National Advertisers could have been excused for believing that they were taking part in a new reality series called "Extreme Makeover: Madison Avenue Edition."

Speaker after speaker at the meeting, which ended here yesterday, exhorted the more than 900 attendees to acknowledge and act on a new marketing reality: that major changes in consumer attitudes, habits and behavior will require completely making over how products are advertised.

While that message has been delivered with varying degrees of urgency at previous annual conferences of the association, which represents hundreds of the country's largest marketers, this time there seemed to be a notable shift in mood.

Before, the need for imminent change was deemed burdensome, even potentially a crisis. Now, though, many big advertisers are declaring that they see opportunities to sell more efficiently and effectively, thanks to new media and technologies that enable them to aim their ads much more precisely and predictably.

"The future isn't coming; it's here," said Jerri DeVard, senior vice president for marketing and brand management at Verizon Communications. "What are you and your company doing to go beyond what you're delivering now?"

"We're becoming more and more targeted," Ms. DeVard said of Verizon's efforts, particularly in marketing new products like broadband and fiber optic Internet service, which are being aimed at people ages 18 to 34. "And there's more and more pressure on the traditional media to deliver." 

After her speech, Ms. DeVard shared data on the shifts in the Verizon media mix from 2001 to 2005. Some newer media have increased their share of the company's ad spending. The Internet, for example, now accounts for 11 percent compared with 3 percent, and national cable television commercials are now 10 percent compared with nothing. And some traditional media have suffered as Verizon adjusts its media mix; newspaper ads, for instance, fell to 7 percent from 18 percent and broadcast TV spots to 20 percent from 33 percent.

But not all the traditional media are getting the cold shoulder. Three that received no ad dollars from Verizon in 2001 are now in the mix: magazines, 5 percent; print ad inserts, 7 percent; and billboards and other out-of-home advertising, 8 percent.

At another advertiser, the Procter & Gamble Company, "we're seeing a lot more experimentation," said James R. Stengel, global marketing officer, "and from that experimentation, new ideas and new innovations are emerging every day."

For example, to introduce a variant of Secret deodorant, Secret Sparkle, aimed at teenage girls, Procter decided to "forgo television entirely," Mr. Stengel said, which would have been considered heretical not too long ago, in favor of a print and online campaign that "far exceeded our expectations."

A Procter shampoo brand, Rejoice, increased its market share in the Philippines to the highest level in six years, he added, with a campaign focused on creating a catchy jingle-cum-song, which became "the most downloaded ring tone nationally," inspired a dance craze and earned the pop duo who sang it a gold record. 

In Israel, Procter reintroduced a detergent brand, Biomat, to Orthodox Jewish consumers without traditional advertising, which the target audience disdains, Mr. Stengel said. Instead, the brand sponsored a promotion centered on sending trucks carrying washing machines into neighborhoods where the consumers live. They were invited to donate used clothing that would be laundered in Biomat and donated to charities.

The brand's market share rose almost 50 percent, said Mr. Stengel, who is also the chairman of the advertiser association; he plans to repeat the promotion next year.

"Now is the time for all of us to push our thinking further," he added, because with more targeted advertising, pitches can be made "meaningful for your consumer, not meaningless."

As the Wachovia Corporation considers its ad spending for 2006, James J. Garrity, chief marketing officer, said in an interview, discussions include "spending more on public relations, significantly more on online and more in 'viral' or 'buzz' marketing" - as well as "less on traditional broadcast TV."

The interest in buzz marketing was piqued by a recent test in several small markets of a promotion carrying the theme "What is it?," Mr. Garrity said. The promotion included bank employees wearing "What is it?" T-shirts washing windows of cars as they drove up to drive-in tellers.

When consumers asked what "it" was, employees replied, "Customer service," he added, giving them a chance to discuss Wachovia products and services.

Mr. Garrity, in a speech before the interview, said that an analysis of the effectiveness of ads in various media in improving Wachovia's retail banking business would make any broadcast TV sales executives in the room unhappy but would make any employees of Yahoo and Google "very happy."

As it turned out, employees from both companies were in the audience. Both were among the sponsors of the conference. Also, Eric Schmidt, chairman and chief executive of Google, was asked to speak about how Google grew so rapidly to become one of the largest sellers of advertising, rivaling traditional media like broadcast TV.

The success of the text ads Google sells on its Web site, in what is called search engine marketing, demonstrates that "ads do have value if you figure out the right ones to show," Mr. Schmidt said, "at the right time and the right place."

The accountability of advertising with Google - for example, advertisers do not pay for ads if computer users ignore them - is also making a difference, Mr. Schmidt said, citing a text ad for an Atlanta skydiving school that read, "Only one death this year."

"No one clicked on it," he said, laughing. "They didn't have to pay for it."

In an interview after his speech, Mr. Schmidt assured a reporter that the example was "not a joke." Nor, he said, was an anecdote he recounted of a chief executive of a major advertising agency opening a meeting with Google executives by declaring, " 'I was just told you're going to kill us.' "

"We're working with the media companies, the advertising agencies, the creative people," Mr. Schmidt said. "They were initially fearful, but eventually they saw they could achieve results with targetability."

"It's a little bit disingenuous to create an 'us versus them' situation," Mr. Schmidt said, because it assumes "a zero-sum game" when marketers are planning their media mixes. Rather, he said, there is the potential for increased ad spending in all media, new or traditional, because more targeted ads can generate improved results.

"We want advertising to be a growth industry," Mr. Schmidt said, even to the point of wanting more students to study advertising in college, because "it's to our benefit if it grows."

Google is already experimenting with what Mr. Schmidt called "the sexy stuff," including elaborate ads using video, but he is wary of emulating the TV model. If the video ads are deemed too pervasive or intrusive, no one will click on them, he said, meaning they "will become less lucrative." 

Other speakers at the conference, which began Thursday night at the Arizona Biltmore hotel here, included marketing executives from Allstate Insurance, DaimlerChrysler, eBay, Home Depot, Johnson & Johnson and Motorola, as well as executives from the Leo Burnett and R/GA agencies.

