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than brands with lesser short-term
impact. More importantly, there was lit-
tie evidence of advertising that failed to
show short-term effects (on sales) mag-
ically contributing to brand equity over
time.

So short-term success, specifically the
ability to drive sales, is crucial to advert-
ising success. Moreover, our work and
the work of others has led to the conclu-
sion that the quality of the copy is a

‘much larger contributor to shori-term

success than is media weight. So we end
up with a fascinating series of events:
successful copy can contribute to short-
term volume growth, which in turn
builds long-term value and equity. But it
all comes down to the quality of the
commercial. Without that basic starting
point, there is nothing. No wonder mar-
keting people are seeking reassurance on
quality through pre-testing.
Two difficult issues remain.

® How do we most accurately isolate
and quantify the impact of advertising
on sales? B
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