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Published for ;
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Number | 2010233

Registration Date October 22, 1996 ' :
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Jor
ADVERTISING

EFFECTIVENESS

1998

Greg Ingram
Eat Mor Chikin
Chick-fil-A, Inc.

The Richards Group

A JURY OF MARKETING PROFESSIONALS HAS DEEMED THIS CAMPAIGN AS ONE OF THE MOST EFFECTIVE
OF THE YEAR. THE SELECTION IS BASED ON SOUND RESEARCH, STRONG MARKETING OBJECT IVES,
CLEAR CREATIVE MEDIA AND ADVERTISING STRATEGIES, AND HAS DEMONSTRATED SUCCESSFUL
ACHIEVEMENT OF SALES AND MARKETING GOALS.

P ke

President, New York American Marketing Association Executive Director, New York American Marketing Association
P RESENTTETD BY N E W Y O R K A M A
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1998 Readers’ Choice Awards

February 27. 1998 » Page 9C

Your favonte busmesses

For a restaurant chain that just serves chicken, CHICK-FIL-A INC. has a
huge herd of cattle. What started with two three-dimensional cows on an
Atlanta billboard in 1995 has grown to a multimedia drove — with bill-
boards in 22 cities, radio and television advertisements, in-store displays
and imprinted clothing. Next up: a special cow-run section of the company’s
new Web site.

“We knew we had a home run from the start,” said Steve Robinson,
semor vice presxdent of markenng for the Atlanta-based chain. “There’s

hi | about a cow trying to protect its own

lee It's funny stuff.

“They've done a wonderful job of creating a personality for ChiclcfikA,” he
said. “They're not characters. They're re-creations of real cows, They're not
going to be some kind of art fad that comes and goes.”

‘The cows urge consumers to “Eat Mor Chickin.” The billboards won a Sil
ver Lion Award at the Cannes International Advertising Festival last year in
France.

Chick-fil-A has sold more than $1 million worth of cow merchandise, and
the company figures the campaign; created by Dallas-based The Richards
Group, has generated $1.5 million in free press,

HONORABLE MENTIONS: LongHorn Sbeakhouse. Shallowford Vasectomy

BEST JOB IN ATLANTA

At Coke, Ivester is ‘It’

Doug lvester: Readers covet the
position with Coca-Cola that
ke now kolds

Chlldhood dreams of baseball star-
dom still capture the imagination of
many readers as they visualize them-
selves on the mound at Turner Field
for the Braves or way up in the
stands as the club's general manager.
But even more readers are happy
enough with their lot to pick their
own job as the best in the city.

Ambitious readers, though, envy
M. Douglas Ivester, who took over as
chairman and
CEO of The Coca-
Cola Co. upon the
death of Roberto
Goizueta last Octo--
ber. Ifsalotfor -
_ an armchair cor-

i ~ porate captain to
g aim for: Under Gotzueta's leader-
slnp. Coke 's market value rose from $4 billion to
$180 billion.

Ivester has yet to name anyone to fill his old
positions as the company’s president and chief
operating officer. He has been cagey about his
potential successors.

Ata recent meeting of thousands of Atlanta
employees, Ivester said lie considered each of
them a viable candidate for Coke's presidency.
His meaning, according to one Coke official, was
that potential career growth at the company is

Center anlimited.
oy Reader proﬁle. Copenhaver is working for a purpose
i oo . e e T et

respect due a perennial winner in the

is eager to talk about why he loves his job.

marketplace, but spokesperson Robert
Baskin also traces Coke's high reputa'
tionto lts “consistency of purpose.”
Nati , Fortune magazine just
ranked Coke as the third-most-
admired U.S. corporation.
HONORABLE MENTION: Home Depot

Inc.

Top corporate citizen

THE COCA-COLA €0. Coke's role in the
Atlanta comymunity is hard to miss, what
with institutional names like the
‘Woodruff Arts Center and the Goizueta
Business School. The company’s success
has produced a bubbling flow of wealth.
“We try to be the best citizens
we can possibly be and we've tried to do
that for generations here in Atlanta,” said
spokesperson Robert Baskin.
HONORABLE MENTION: The Home
Depot Inc.

Customer service

THE HOME DEPOT INC, It doesn't have
valet parking or doormen, but when it
comes down to brass tacks, readers say
the Cobb County-based retail giant has
the best customer service in Atlanta. With
other chains offering similarly vast assort-
ments of hardware products at compara-
ble prices, service is what the company

John B. Copenhaver is
among readess who admire
The Coca-Cola Co. and its
leaders.

FEMA operati

“l am where ] am now because [ want to make a positive differ-
ence,” said Copenhaver, the regional director for the Federal
Emergency Management Agency. “If you have never seen the
aftermath of a disaster, then you have not witnessed the suffering
that comes with a catastrophic event,” he said.

Relieving suffering after disasters and helping communities avert
suffering by preparing for disasters make the job of overseeing

t South

n states fulfilling for Copen-

in
haver. Until last fall, he worked for IBM Corp. as a member of its
worldwide crisis response team, which helps companies prepare for
and cope with disasters affecting their computers and facilities.
Copenhaver does envy M. Douglas Ivester’s job as CEO of The
Coca-Cola Co.; he singled him out in his reader survey for the
-Chronicle. “You have an opportunity to do a lot of good there as

Roberto Goizueta did,” he said. “Look at the impact the man had |
think he re-energized the corporation. I think he utilized his pos;-
tion as CEO of Coke to get involved in a lot of charitable organiza:
tions."” Employees, shareholders and commuaities all benefited
from Goizueta’s leadership, Copenhaver said.

counts on to distinguish itself, according ognized logo in the world, according to
to spokesperson Don Harrison. Home company spokesperson Robert Baskin.
Depot has about 25 home-improvement “I's certainly time-tested,” he said,
warchouses in the metro area. HONORABLE MENTIONS: Chicl-filA Inc.

MENTION: The Ritz-Carlton | and Delta Air Lines Inc.
Hotel Co.

Cleverest radio

Corporate logo advertisement (tie)
Tﬂ! COCA-COLA CO. Forget computer' CHICK-FiL-A INC. AND LONGHORN
aided design. The curvy script design STEAKHOUSE. Cows run rampant on

created by Frank M. Robinson more
than a century ago is today the most rec-

Atlanta’s airwaves. On the one hand,
readers love Chick-fil-A's heifers, who

moo on listeners to eat chicken — un
leave beef alone. But at the same tim
readers show equal passion for Lung
Horn’s ads, which last year featurvd 4
parade of celebrities, including astr.,
naut Buzz Aldrin and America’s Cup
skipper Dennis Conner singing the:
praises of steak.

Cleverest print advertisement

CHICK-FIL-A INC. The cows arest .-
as ubiquitous as the Colonel or x«:
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2006 OBIE HALL OF
FAME HONORS:

Chick-fi{-A

8 | The 2006 OBIE Awards

Hatl of Fame Honors




Halt of Fame Honors




L work 90 | May 8,2006 | Advertising Age.

THE OBIES

'maqes Of the Week ) The OQutoor Advertsing Association of America awarded its coveted Obie Awards. Here are some highlights:

EXPERIENCE THE WORLD
OF INSECTS

SAN FRANCISCO ZOOLOGICAL SOCIETY: BBDO West, San Francisco
Creative director: Jim Lesser. Art directors: Sakol Mongkolkasetarin, Heward Jue. Copywriter:
Neil Levy. Display Design & Fabrication: Scene 2.

HALL OF FAME cHick-FiL-A: Richards Group, Dallas

InJune of 1995, those trickster cows began their hilarious graffiti campaign with this "Eat Mor Chikin™
billboard. It was only the beginning. While TV, radio and print followed, as well as branded merchandise
and the cows’ breakout into modeling (for nine consecutive, miltion-selling, cow calendars), the
consistently fun, and charming, outdoor work earned Chick-Fil-A a place in the Obie Hall of Fame.

Original creative directors: Stan Richards, Doug Rucker. Art director: David Ring. Copywriter: Gail Bartow.

BEST OF SHOW peDiGREE: TBWA/Chiat/Day, Los Angefes
World wide creative director: Lee Clow. Creative directors: Duncan Milner, Eric Grunbaum. Associate
creative directors: Margaret Keene, Chris Adams. Art director: Margaret Keene, Copywriter: Chris
Adams. Photographers: Sharon Montrose, Jim Craigmyle.

BMW MINL: Crispin Porter & Boqusky, Miami GOOGLE: Crispin Porter &

Executive creative director: Alex Bogusky. Bogusky, Miami

Creative directors: Andrew Keller, Rob Strasberg. Execcreative director: Alex
Assaciate creative director: Steve O'Connell. Bogusky. Creativedirector: Bill
Artdirectors: Alex Burnard, Mike Def Marmot. Wright. Artdirector: Tom Zukoski.
Copywriter: Dave Schiff. Copywriter: Ryan Kutscher.

SUBMISSIONS Send your best work to Susan McCoy, Photo Editor, Advertising Age, 711 Third Ave,, New York, NY 10017 or e-maif: smccoy@crain.com
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ADVERTISING MAGAZINE

SERVING THE ENTIRE OUTDOOR/OUT-OF-HOME INDUSTRY SINCE 1992
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A Decade

By CHRISTINA WARD

Not only are they on hillboards, radio and television, these heloved
cows are stuffed toys and the theme of ithe hiyhBSI-SB”iﬂg calendar.

even exceeding IIIGSHIGS of the “Sports ustrated” swimsuit calendar.

Pet the cows; don’t eat the cows -
eat Chick-Fil-A chicken. The Chick-
Fil-A cows are lovable and funny.
Their commercials have people
laughing all the way to the restau-
rant. What started as a simple, inex-
pensive campaign has grown to be
the most-successful advertising cam-
paign in history. Chick-Fil-A’s sales
have tripled since the beginning of
this campaign, and the influence and
fun of these ads only can get better
from here.

Bovine Beginnings

S. Truett Cathy of Atlanta, Georgia,
founded Chick-Fil-A over 60 years
ago. The company has been credited
as the pioneer of the boneless-breast
chicken sandwich and the quick-
service in-mall restaurant. Chick-Fil-
A, the second largest fast-food
chicken chain in the nation, has
grown into one of the largest private-
ly-owned restaurant chains and is

U R GETTINg
HUN;REEE

A fowermgwuﬁscape he{ps fo brand
the chain for Atlanta’s employees.

18 Mar/june 2006

This double conﬁguon was the initial set of cows created for the campaign.

represented in 38 states and
Washington, D.C. In 1994, Chick-Fil-
A approached Texas-based advertis-
ing agency The Richards Group with
a small budget and ideas of big
expansion.

Mark Baldwin, public relations
consultant for Chick-Fil-A, explains,
“We picked billboards because we
didn’t have the marketing and adver-
tising dollars like McDonald’s and
Burger King. We want-
ed to do something to
bring attention to the
billboards and not just
have flat billboards.
That's. where we came
up with the 3-D con-
cept.” The restaurant
chain tasked the
Richards Group with
developing an innova-
tive idea that continued
the theme and culture of
the company.

First, The Richards
Group had to come to
terms with the fact that

WWW.OAM INET

Chick-Fil-A was a mall-based restau-
rant. Mall marketing was different
from free-standing restaurant mar-
keting. Plus, Chick-Fil-A had to com-
pete with large companies like
McDonald’s and Burger King with
huge advertising campaigns. The
goal of the campaign was to take
business away from the burger guys.

Rob VanGordon, principal for The
Richards Group and lead Chick-Fil-A
account holder for seven years, says,
“We had to think how we could get
Chick-Fil-A into consideration and
launch a campaign when everyone’s
thinking about Burger King and not
about Chick-Fil-A. We knew that the
challenge was really about familiari-
ty and brand. Until that point, Chick-
Fil-A thought of their competition as
the other chicken chains and not the
burger chains.”

The Richards Group determined
that it would target the burger chains
as their competition. “The first thing
we had to do was position Chick-Fil-
A as an alternative to the hamburg-
er,” VanGordon says.

e e



Greg Ingram, senior manager of
marketing programs of Chick-Fil-A
for 23 years says, “We wanted some-
thing different and creative that
would stand out in the marketplace.
The Richards Group came up with
several 3-D ideas for us, and we tried
a couple of them. Then they present-
ed the ‘Eat Mor Chikin’ 3-D cow idea,
and we tried that in 1995. It grew
from there as our customers latched
on to it, and our restaurant operators
embraced the idea.”

The first billboard was launched in
Atlanta, Georgia, in June 1995 and
was immediately recognized by
national advertising magazines in
July the same year. “The first week of
the first billboard we received calls
from people sitting in Atlanta traffic
laughing at this billboard and saying
that it turned their day around, and
we knew we had something that
would give people a nice break in
their day and make them remember
Chick-Fil-A,” Ingram says.

Bovine Branding

Several ideas were implemented
and tested before both the agency
and company decided to go with the
cows as the lead campaign. Some ini-
tial ideas ran on billboards in both
Atlanta and Dallas. Ingram explains,
“We put a double-drive-thru bill-
board up in Atlanta and the rubber
chicken billboard in Dallas. The rub-
ber chicken went over well, and we
received a lot of media coverage from
radio and television stations. The
cows came right after the rubber
chicken.”

States VanGorden, “We hit on the
idea of using cows that — out of
enlightened self-interest — would try
to convince people to eat more chick-
en. We thought the idea was good,
and 10-years later, we still think it’s a
great idea. We now have one of the
most-successful ad campaigns in his-
tory.”

The cows have bécome some of the
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most-beloved figures in a national ad
campaign. Ingram says the cows’
success really stem from the simplic-
ity of the campaign. “Most people
like cows in general, and the theme
ties in so well with who we are.
People can see the cows writing
something and immediately know
that it's Chick-Fil-A without seeing
the logo,” he explains. Research indi-
cates that cows are more likable ani-
mals than other animals. The
Chick-Fil-A cow has transformed
and gone through different stages to
appeal to a variety of people, no mat-
ter the genre or age. For example,
outdoor ads now include the
Shopping Diva Cow and the proper
Southern Belle Cow. The first televi-
sion commercial included “Cows in
the Field.”

The general campaign theme typi-
cally changes with the time of the
year and events happening in the
nation and in the company. The cows
have election campaigns during elec-
tion years. In August 2004, the cows
made a crash into a pool to promote
the new Chick-Fil-A chargrilled
chicken sandwich. Since the begin-
ning of the campaign, the popularity
of the cows has grown significantly.
Starting as outdoor embellishments,
the Chick-Fil-A cows have since
developed television and radio spots,
provided appearances in Chick-Fil-A
Peach Bowls, designed bovine-
inspired merchandise lines and
posed for cow calendars that sell sev-

eral million copies annually.

The first Chick-Fil-A television
commercial aired in Atlanta, Georgia
in May 1997 and received recognition
from a national advertising magazine
in June of that year.

Award-Winning Bovines

The campaign has won every
major award in each of the various
advertising mediums.

The Chick-Fil-A “Eat Mor Chikin”
idea has received the OBIE Award for
outdoor advertising in the restaurant
and food category, the Silver Lion
award for outdoor advertising at the
Cannes International Advertising
Festival, the Silver EFFIE award for
creativity and effectiveness in adver-
tising, Adweek’s “Best Spots” and an
award from the Atlanta Business
Chronicle for “Cleverest Billboard
Advertisement.”

Additionally, Chick-Fil-A has been
Restaurants & Institutions magazine's
“Choice In Chains Customer
Satisfaction Award” recipient 10
times. The chain has also been recog-
nized for three consecutive years as
having the “Best Drive-Thru in
America.”

“What's more impressive to me
than all the awards that Chick-Fil-A
has won is that their sales have dou-
bled three times over since the cam-
paign began 10-years ago,”
VanGordon says. “And as everybody
in the business knows, the long-term

A

1.800.8-BOARDS

These cows have been some of the
campaign's most ﬁ)olar dlong busy
interstates and highways.
sales goal is the ultimate criterion of
success for an advertising cam-
paign.”

In 2004, Chick-Fil-A reported sys-
temwide sales of more than $1.7 bil-
lion, and in 2005 sales exceeded $1.9
billion, maintaining its 37-year-long
streak of consecutive sales gains.

A Bovine Future

For 10 years, the Chick-Fil-A cows
have kept customers laughing and
have increased restaurant patronage.
“We are picking up steam now, and
The Richards Group has done a great
job with thinking of new things for
cows to do to keep it where people
are looking forward to keeping up
with the cows,” Ingram says. “We've
got fun stuff planned for the cows.
The cows see what humans are get-
ting excited about, and they play off .
of that.”

The cows are known for their hi-
jinxed antics intended to encourage
people to “Eat Mor Chikin” and less
beef - all for self-preservation. “The
future for the campaign is as bright
as it’s ever been,” notes VanGordon.
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“Over time I think that the campaign
can fall into the same realm as “Tony
the Tiger’ or the ‘Pillsbury
Doughboy’ -- iconic campaigns that
have lasted for several generations.”
Through the years, the success of
the campaign has depended heavily
‘on the evolving ideas of The Richards
Group. “In my estimation, The
Richards Group has continued to
make the work better with each cam-
paign,” says Van Gordon. “In some
of the most recent ads, I think the
work has been equally as strong as it
was 10-years ago. The comments that

. we hear from consumers and people

~ in the industry only echoes this

thought. ;
“T think the campaign has lasted

and been so successful for these past

10 years because it’s simple - cows, -

in and of themselves, are just inter-
esting. We're not the first ones to use
~cows. in advertising, and there s

- ‘k somethmg mherently appe

m:wtwnmw! PP LT

\ 7 LATEST DIET CRAfZ: LOW-COW
Chaxgﬁlled Choices 3

i

~ launches, grand opening appear-
- ances  and

Simple but humorous messages have helped the cows endure for over a decade.

endearing about a cow that I can’t
explain. Another aspect is that Chick-
Fil-A hasn’t asked us to have multi-

ple roles for the advertising. We use
the cow as a way to endear the
_ Chick-Fil-A brand to consumers.”
The cows’ focus will likely stay the
same in the future: basic branding for -

the company through product

sports: sponsorshlp,f
owever, says» VanG
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vequals creative success for 10 years

less of each change in the campaign’s
design, every communication main-
tains three key ingredients: a simple
preservatlon message that beef is
bad, and chicken is good; humor, ‘
and a Chick-Fil-A logo. A sm\phsuc ,

message plus light-hearted fun

andrunnmg 'I'hat'scudwecanchew
on. s

bwarld-outdoorcom
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U R S

L AR e s me ge

June 1995 First “Eat Mor Chikin” billboard in Atlanta

July 1995 Billboard recognized by “Ad Age” magazine

July 1996 Campaign launched in all Chick-Fil-A restauranis

July 1996 First radio commercial

August 1996 Recaives OBIE Award for outdoor advertising in the Restaurant
and Food category

February 1997  First commercial produced

May 1997 First commercial airs in Atlanta, Georgia

June 1997 Commercial recognized by ADWEEK as “Best Spots”

August 1997 Receives Silver Lion award for outdoor advertising magazine at
the Cannes International Advertising Festival

September 1997  First cow-themed calendar; more than 33 calendars printed

February 1998  Voted “Clsverest Billboard Advertisement” by Atlanta Business
Chronicle

June 1998 Receives Silver EFFIE award in the Fast Food/Restaurants cate-
gory for creativity and effectiveness in advertising

September 1998 Second series of commercials- produced with cow-theme

September 1998 Plush cow toys debut

December 1998  First “Cow TV spot airs during the Chnck-Fnl-A Peach Bowl

December 2000  Cows featured in 65 billboards in 54-different markets

March 2001 Merchandise sales (T-shirts, calendars, plush toys, etc.) exceeds
$13 million '

October 2003 2.4 million copies of calendars printed - tnple'the amount of
swirmsuit calendars that “Sports lllustrated” sold in 2002

July 2005

Chick-Fil-A celebrates 10 years of campalgn mth Cow
Apprec;atlon Day July 1B . N

ngredlen‘:’f?ay Iflxseastfz):,ess
of this compaign.

Helping with product promofion.

3-8 Creations

First came the chicken, then the vehi-
cles and finally the cows. That's exactly
how it went for the Chick-Fil-A cam-
paign and the litfle company responsi-
bie for all the beloved billboard
characters. Ten years ago, Jerry Smali,
owner of Small Creations in Southlake,
Texas, could never have imagined that
his foam creations would stay so
endearing for so long.

Small Creations is a small company
with big demands. They were first
approached by The Richards Group to
make the rubber chicken for the first
billboard; they followed that up with the
creation of two- rear-ends of automo-
biles for : a second outdoor board idea.

“They came back for the thlrd ‘thing
and wanted us to do two cows on a bill-
board with one- sitting on-top of the
other,” explains Small. “We made one
oversized- set. of cows whtch were
carved out’ of Styrofoam. Then steal
was placed inside the Styrofoam and
they were coated with a special outdoor
coating and finally pamted e

The first set of cows was the Iargest

| created for a20.X 60 bcard * Current

dlsplays are much smauer

“The Rlchards Grcup appmached us
for more sets of sma!ler ‘cows;” ~says
Small. “Those cows were carved out of
foam mmally ‘Then we ma
molds offthose foam carvings, and
now. all of the cows thereafter have
been made from those - molds The
cows on the billboards now are fiber-
glass, and we subcontract out the fiber-
glass work. When we gét the cows
back, we paint | them and attachi the feet,
the ears and the tail. Then they’re
ready.”

Each ﬁberglass cow wetghs about
200 pounds. What started as one set of
cows_has increased to 300-plus sets.
“That amount of cows is enormous for
a billboard campaign,” Small empha-
sizes. “It's the most we've ever done,
and the longest-running outdoor cam-
paign for fast-food ever.”
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