Case to Accompany Chapter 7,  Consumer Learning, of Schiffman/Kanuk 





Lee Dungarees:  Not Momma’s Jeans Anymore!





	Baby boomers made Levi’s the nation’s jeans and Nikes the nation’s athletic shoes;  today, Generation Y is toppling both of those venerable brands in favor of Mudd, Paris Blues and Vans.  Reinforcing the risk of not connecting to a generation, Levis’ market share has plummeted while that of another old-line, but plucky brand, Lee, is improving due to bonding with Generation Y.   


	Known for decades as the misses brand of jeans (translate that to mean broad beam), Lee was dismissed by teens. As sales stalled in the early nineties, management realized that it had to take action.  The tactic—segment the market and re-position it—wasn’t revolutionary, but the re-positioning effort—especially advertising,  was.  


	Realizing that consumers form many of their brand preferences in their teens, marketers at Lee began by studying Generation Y.  Born between 1979 and 1994, this generation is over 60 million youth (second only to Baby Boomers in size), has tremendous spending power ($141 billion in 1998) and is markedly different from its predecessors.  It’s a racially diverse group as one in three is not Caucasian; one in four lives in a single-parent household; three in four have working mothers and they’ve been tapping away at computers since kindergarten, if not before.  


	Bombarded with advertising since birth, they are tired of ads that build image through slogans, feelings and celebrities.  They appreciate humor, irony and just  the truth which led advertisers such as Sprite to use the tagline “Image is nothing.  Obey your thirst.” or the slogan “Just show me the jeans” for J.C. Penny’s Arizona brand.  


	It takes different media to reach this group.   Firms such as American Airlines send them e-mail about discounted fares in its NetSaver program, Tommy Hilfiger sponsors Nintendo contests and Vans sponsors skateboard competitions.  While earlier generations watched the passive medium of television, Generation Y uses the internet—a much more active medium--to find information and communicate. And teens like to shop in specialty stores.  They have launched the success of brands such as Old Navy and supported the sales growth of Abercrombie & Fitch.      


	Psychographically, they are very optimistic about the future.  Raised in good times, their future looks very bright with an abundance of opportunities and jobs.  Thanks to all the shopping they’ve done, they are practical, street-smart and look for value;  care about traditional values such as stability, friends and family; are self-aware and earnest  and crave emotional fulfillment and personal balance.   


How does a firm founded in 1889 catch up to this market?  They begin with research by testing old ads, icons and words from their archives.  The findings?  Teens connected to the word dungarees, and liked the “hard-working,” “authentic” reputation of Lee along with the slogan “Can’t bust ‘em” and the old walking men logo (showing several working men walking along together).  Most surprisingly, they liked Buddy Lee—a surreal doll from the 1920s.         


Based on their marketing research, Lee went to work on the four Ps of marketing.  Product:  They developed sub-brands for segments in the teen market.  Lee Pipes sell to 10-to-14 year olds who are into extreme fashion with an attitude and Lee Dungarees, a classic workwear-themed collection is aimed at 17-to-22 year olds who value durability.  Price:  They have reduced price in amounts ranging from $1 to $4.  When those reductions are translated into retail prices, they are much lower.  Promotion:  They have re-introduced Buddy Lee; used the term dungarees in naming their new sub-brand and  re-introduced the slogan “Can’t Bust ‘em” and the Walking-man logo from the early twentieth century.  Teens translate the slogan to “Can’t Bust me” and seem to affiliate with the honest authenticity of a working man’s brand. 


The ad mystery is determining who Buddy Lee is.  A soft-bodied doll with a plastic head and molded hair, he has become the embodiment of the authentic, youthful, unstoppable spirit that Lee is built upon.   In the 1920s, he wore overalls and was displayed in store windows.  Over the years, he wore 17 different outfits, but the most popular was the cowboy where Buddy sported cowboy pants, plaid shirt, belt, bandanna, cowboy hat and lariat.  He represents Lee’s return to its working man roots. 


Lee’s advertising agency, Fallon McElligott, developed an elaborate model of how 17-to-22 years find things to be cool.  The agency folks believe that things first pop up on the fringe; then they’re adopted by the leading-edge group, then the in-crowd and finally by mainstream youth.  To reproduce this effect with Buddy Lee, Fallon plastered posters of Buddy Lee—unidentified and unbranded—in 15 key markets with a small notation, MOA#2.  Locals speculated that Buddy Lee was a new band!  Then the agency produced three minute “bio-pics” of Buddy as hero with no product mentions to air on graveyard cable, 2 AM slots on Comedy Central, adjacent to South Park repeats and on E! with unidentified tune-in ads running in local alternative weeklies and music ‘zines where MOA#2 was defined as Man of Action #2.  The goal was to hook the trendy kids who watch late-night TV by allowing them to discover Buddy Lee for themselves.  


Next Lee took an on-site sponsorship at the ESPN Extreme Games and aired movie-trailer-like teaser ads presenting “Buddy Lee, Man of Action”.  Now speculation centered on Buddy Lee being in the movies.  Later, a series of Buddy Lee action-movie parodies hawked Lee Dungarees and highlighted the jeans’ indestructibility.  In one of these, our hero, Buddy, tries to rescue a little girl’s kitty in the midst of a tornado.  But the girl finds that kitty’s all right because it’s in the house.  Buddy Lee isn’t.  He’s smushed--impaled on a tree outside, but his Lee Dungarees are still fine!   


When the campaign hit prime time TV, Fallon passed over mainstream favorites like Beverly Hills 90210 and Melrose Place for Buffy the Vampire Slayer, Dawson’s Creek and Felicity.  On cable, they used late-night placements and in magazines, they concentrated on fashion and music titles like Details, Jane and Spin.  


Lee became a lot cooler very fast.  According to the agency’s tracking study, perceptions that the brand was becoming more popular and was “cool to wear” jumped 10 percentage points from 25 to 35 percent and their sell-in of  the Dungarees line was four times higher than anticipated.  Most importantly, Lee gained 3 percent in market share in a flat year while Levi’s dropped just as many percentage points.         


What does the future hold?  There will be more examples of daring-do by Buddy Lee but where will they be seen?  Lee will be back at the X Games and ESPN.com; in print in the likes of Jane, Rolling Stone, Details, Vibe, Teen People, Mademoiselle, and  Entertainment; in TV spots; but the big surprise is cinema where Lee expects to air ads in 32,000 theatres in four months.  The company argues that cinema is the place to be because consumers aged 12-29 buy 48% of movie tickets.  While in the theater the audience is captive and ad recall of cinema advertising is five times that of TV (70% vs. 15%).   Furthermore, ads can be longer which better accommodates  the Buddy Lee action spots.  The question is whether captive audiences are captivated by cinema advertising or irritated by ads that delay the movie.    


Questions for Discussion 





What are the cues that Lee used in promoting its new Dungarees? 


Lee Dungarees and Lee Pipes are sub-brands of the Lee family brand.  Explain how stimulus generalization and discrimination can be used to explain consumer’s understanding of the relationship between the Lee brand and its sub-brands.  Does placing the name, Lee, on each of the new sub-brands have positive or negative effects?  


What type of learning theory does the Buddy Lee advertising strategy used by Fallon McElligott exemplify?  Classical conditioning?  Instrumental Conditioning?  Cognitive Learning Theory?  Explain your answer using the terms associated with the theory. 


Draw a memory network for Lee Dungarees. 


Is the message of the Buddy Lee ad (authenticity, etc.) appropriate for the Generation Y audience?  Why or why not?


Does the Buddy Lee campaign exemplify high or low involvement?  What type of processing?  Central or peripheral?  


Are jeans likely to be a high or low involvement purchase for teens?  How does this relate to advertising for the product?  


In terms of involvement and information processing, is cinema a good medium for Lee to use?   Why or why not?   Describe the type of ads that they should use. 


One P, Place, is not covered in the case.  Lee Dungarees are frequently found in mass merchandisers such as Sears, department stores such as Hechts and discounters such as Kohls.  Are these appropriate outlets given the image that Lee is trying to promote?
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