


lgnoring traditional fashion advertising, we
identified Members Only with the most
crifical issue facing Americans: Drug abuse.

And allocated Member Only's entire $6
million budget to that cause. (The president
of Members Only declared war on drugs
before the President of the United States.)

As a result, Members Only received
approximately $6 million worth of national
publicity before the first commercial even
aired. And received $25 million worth of
measured media, for free.

Store presidents who previously “weren't
in" were now calling Members Only to see
how they could get involved on a local
level.

In a study conducted by an independent
research firm, Members Only top-of-mind
awareness increased 40% from 1984
when sales were at a peak.

During the first wave of anti-drug
advertising, Members Only’s dollar
share gained 4 points from September fo
December. A 16% increase.

Overall sales have been up 20% a year
since the anti-drug campaign began.




Korey Kay's anti-drug campaign for
Members Only took the high ground,
and regained ground for this previously
declining brand.




n mid-1986, Honda's national and
New York market share were
slipping. (National at 7%. New York

at 6.2%.)

We needed to create a campaign for
the Tri-State Honda dealers that would a)
build store traffic b) increase sales and ¢}
gain share in the New York market, without

reducing the perceived value of the brand.

Research showed that the quality of the
car was the key to Honda's success.

It also revealed that most people
dislike shopping for a car because they
consider car salesmen pushy, high pressure
and hard sell (29% of respondents said
they'd rather go to the dentist than a
car dealer).

"The Car'T'hat Sells Itself.




Combining these pieces of knowledge,
we developed the following strategy:
"Convince customers that Honda dealers
are special because they make shopping
for a car a pleasant experience.”

We wanted the commercials to
communicate that Honda salespeople aren't
pushy, high-pressure or hard-sell. They
don't have to be. They sell Honda, " The
car that sells itself.”

That gave birth to “Danny,” the hapless
salesman that never gets fo show his stuff.

Right after the campaign broke,
Honda's declining share in the New York
market reversed sharply, and over
seven-year period climbed to 73% higher
than their national share.

This impressive performance was
achieved without the use of image-eroding
discounts, rebates or clearance sales.




Honda's share in the New York market
more than doubled, growing to 73% higher
than Honda's National share.




Honda gained market share in the New
York area at Toyota's expense.




Toyota outspent Honda in this market by
a three fo two ratio, vet...




ounded in 1982 as “The Agency for
— Entrepreneurs,” Korey Kay & Partners
is a mid-size, creatively-driven,
fullservice advertising agency based
in New York.

Our claim to fame is putting companies
on the map, then all over it = Virgin Atlantic
Airways, Comedy Central, Celebrity Cruises
and Wynn Las Vegas are among them.
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