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'. USINE MARKETING

CAN’T AFFORD

A TIGER?

Even without millions of dollars to
spend for endorsements, you can find
a celebrity pitchman who’s up to par.
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Nike spent an estrmated $100 milion for Tiger Wootts” smilo of approval, You can spend

far jloss — and stil get results — wieh lesser-known colobs

heech Marin is counterculture royaly, half

of the Cheech and Chong team famed for

comadic cfforts [ike the spacad-oue “Dave’s Not

Here™ rowtine and star of wores of movics. So

what 15 the San Frandso comalin’s fice do-
ing on a bartde of hot siuce sold by Dasvid Figueroas 20-
pesson company from Kenne, Lousiana?

The answer s that when it comes to marketing, the
niny spice maker and the big mavie star go together like
red beans and ree. Clicech Foods recaives a percent-
age of the gross on every 84 boule of Cheecly Smokin’
Chipotde ot Sauce aned two acher (wors bearing the

7t avrrican way |

str’s image, while Figucroa Brothers pets its cut for
making and selling the condiments. “Cheech sells prety
well,” allows Frgucroa, who produces more than 100
spectaley seasoningy, including one in a similar arrange-
ment with Gramnyswinning singer Aason Neville.

By plaving on consumers’ aflinity for well-known
penonalities, markening with celcbrities can give busi-
nesses a special ability 1o cut through the nsing naise
of the informadion age. But when Tiger Woods com-
mands $100 million to wear Nike, a company like
Figueroa Brothers, with approxioaiely $10 million in
anmal revenoes, deardy has o devise inventive — and
inexpensive — ways to enlast celebritie.

A royalty scheme, which eypically pays 5 to 8 per-
cent of the les price w the eclebrity:, is one way. But
it's not the only way to cut through the noise cheaply
and effectively with the help of 2 familiar Bee. You can
also wse local celebrities. retirad celebrities. and cclcl-
rities with a special interest in seeing your produce suc-
coad, Pasd Carnwright of Spores Cedebriny Marketing in
Georgerown, Ontano, specializes in hiring sports sian
of the 80, '70s, and even s o apen shopping cen-
ters ad kick off sales cunpaigns. "I not always best
to gee the biggest name,” sus Carwright. “Somctime
a guy who's more reasonably priced is just as dfective
in a given marker.”

SELECTING YOUR CELEBAIT
Effective celebrity marketing ssares with picking the
right celebrity, You can contace your chosen celebraty
through an advertising agency — many specialize in
celebrity marketing — ar by contacting the celeb-
nin’s agent, Before going too far, however, ke a look
at how the celebrity’s image fits with vour brand.
“Flaving a celebney for the sake of having a ce-
lebrity is not necessanily a beost for the prodisc,” cu-
tions David Urban, professor of marketing at Vir-
ginia Commonwealth University, “What really mattens
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! Chooch Marin lert his mug 5 Figueran Drothors
heot sauce for a shaso in each Dottle soid

is having a celebrity 1o whom the Larget
market cin relae.”

Big companies spend thousands on re-
ports ranking personalities” appeal to spe-
cihic markets. Small business owners are
often dose enough 10 customers to intui-
tively know what — and who — mateers
to them. You can also employ common
senses if you know you're marketing to
Generation Ners, don't use a retired jock
who’s been our of the lincup for decades.

Consider also the celebrity's activitics
when away from the public eye. “Think
bong: and hard abour it advises Fgucroa
“You never know what they are doing in
their personal lives 1o damage your brasd
image.” Carnwrighe interviews retired ath-
letes and even their ex-teammates 1o ferra
out kegal and ather problems before isnvaly-
ing them in madeting projeces. “If 1 think
umkhndy sa nsk.” e says, =1 don't bather”
SIGNING YOUR CELEBRITY
Ready 10 bring vour cclebrity on boand?
There are several ways 1o avoid overload-
ing yvour budger, Royalty deals call for
litele or no upfront investment. Paying
an onpgoing percentage can drag down
profits, however. And while most rovaltics
are single-digic peecentages, sonie stretch
higher, “lc could become prohibitive 1o
the marketing budger,™ warns Figueroa,

You can hire a retired, local, or lesser
celebrity for Har fees that dre sometimes
surprisingly modest. Carowsight can ddiver
a well-known former baseball plaver 1o
hang out at a rade show autographing
halls for S1.000 a0 $5,000, 1f you want 1o

inchude a celehrity’s name and fice in an
advertising campaign, however, even faser
Tuntinaries may cost STO00 or mose,
Dont neglect the personal touch, etlser.
You can sometimes do more with an appeal
tarpeted at a celchriny’s special interst than
you can with a facer check. Oller 1o donate
a pereentage of sales 10 the cdebnty’s Gwvorite
charity. Or arrange 1o feature a odebrin’s
spoise or child in an advertisement. That
cunl encourage even the endosement-anene
1o make an exception.
IANAGING YOUR CELERRITY
bxg,mn[; a celebsity is only half the batle
You lawe to manage your relationship with
your spokesperson. 1o begin with, you'll

need 10 monitor your star 1o make sure

noching he savs or doss contlices with 1he
IIIEE JOSL WANL [0 PIOJKT.

I1s also imporant 1o keep the celcbrity
mvohvad. Try playing 1o the cddiins go
by aking for help designing your produce
or service, David Fgueroa steokead the ace
tor in a press release that <aid, “Cheech has
cxquisice taste and pushad our development
team to new heights of flavors and tex-
res” When it comes o celdbity markcr-

ing, this Dave is definitcdy there. P

| O00 ol tho Lot Ancan colebrty Marketng agen-
;cmcns INN ronTs GELE
| Butns enatehes markelers' necds with avail
| ablo elolirsas and holps negotale deals with
| thom. Corsact Burns a3 (847) BOG-5M00 of www
| burnssperls com
If you're on a tight budget, Iry seonTs ©
Len &% (D0%) BT3I 8405 or waw
sportscelobs com, President Paul Cartwight
hocks up rotited athlelos with matkoless who
nood A tamilar Bice 1o boost a now campagn
MARKEYING calculntos
coleirition’ *Q scores.” which evaluale in-
dividuals' appoal to larget audiences. Loarn
mare f1om them at ($16) 3657079 o waw,
GICH0E COMm, — MH
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STEAKS WITH PASSION!

Fatwelous Daning Exgpenence
Foavunng USIYA Primee Bovt

DONOVARS STEAX & Cisow Hovse
San Dicgoyia Jolla 575746956666

Wirwe Sove Bair Bl off Awarndd
B R

Bon's Stean & Croe Hoose
Dallas 215259086
San Prancisoo 4152733085

RINGROT STEAKI S
Posiland, OR
Downlowns SOC-220150%
Eastalde 5082550750
e Suwv v Ao of Encothmd e 1 iniwe

LGS Prvit STEAKINeSE.
Falm Desest 7607709799
Pala Sgueings 764161779

Seax's m-‘ bnu.\ & Croes
Salt Lake Clty SOR238-1748
Sprokane SEA05 N

Tt & Jacks
Fort Laudentale U5 5225225
e Sowxc i Asvnd of Eninonaw W isrver

MCKENDEICNS STEAk 1hooss
ABanta TTDS1 28888

ALROEA SORMIT STEAKIMUSE
Deniver MLT512112

CHARLIY S STIAK THoss
Orlando, FL 407363022
Wirse Sowv Ador Aarumnd of Evor flency Winawr

DYLAS PRisiE
New York, NY 21230047583
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