
Battle of the Laptop Brands:

The Apple and PC Ad War



Evaluating Advertising Effectiveness

ÁGet noticed?

ÁGet brand buzz?

ÁGet customers?

What yardstick is your brand 

using in the consumer -engagement 

marketplace?
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We are not in business to 

be noticed; we are 

in business to be 

chosen.

- WalMart CEO
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Apple and Microsoft

4© Brand Keys, Inc. 2009



Reaction to Microsoftõs òShoe Circusó
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The First Bill Gates + Jerry Seinfeld Microsoft 

Ad Makes No Sense
By Jason Chen, GIZMODO BLOG, 8:43 PM on Thu Sep 4 2008, 169,675 views 

Á ... I don't understand... I think it means that Windows is the same thing except it 

sounds funny and is cheaper... The ad still makes me want to buy a Mac. 

Á As a fan of Vista (yes, it's worked excellent for me since launch) and a staunch 

Apple opponent, I'm horrifically disappointed. 

Á My guess is that they're setting up for something. I just hope the payoff is better 

than the journey. 

Á And the point of that commercial was?? 

Á Seinfeld is soo Windows 95. 

Á I would get my money back if I was Microsoft. 

The Bloggers
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http://i.gizmodo.com/5045703/the-first-bill-gates-%252B-jerry-seinfeld-microsoft-ad-makes-no-sense
http://i.gizmodo.com/5045703/the-first-bill-gates-%252B-jerry-seinfeld-microsoft-ad-makes-no-sense
http://gizmodo.com/people/diskopo/posts/


ÁPC World, Friday, First Seinfeld Vista Ad is Out: And 

Makes No Sense

ÁConde Nast Portfolio.com, First Microsoft/Seinfeld Ad 

Bombs

ÁLA Times, Seinfeld and Gatesõ Microsoft Misfire

ÁComputerworld, Seinfeld -Windows TV commercial 

premieres to a baffled audience: Like Seinfeld's 

show, it was basically about nothing

ÁSan Francisco Chronicle, Microsoft cancels Seinfeld 

ads: Company to end campaign after two 

commercials
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The Press



ÁPhase I: Phone research to collect category and 

brand metrics among PC and Apple Users

ÁPhase II: Online research of advertising 

effectiveness (strategic and executional) among 

same segments, partnering with iThink

ÁN=200/segment

Á95% confidence level
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Quantitative Research



Advertising: Interest
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Looking at interest alone can be misleading. There is little differentiation on 

this measure, while the marketplace, and our engagement data, tell a 

different story.
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Advertising: Relevance

33 32

15

25

0

10

20

30

40

50

Apple "Off the Air" Apple "Bean Counter" Microsoft "Shoe Circus" Microsoft "I am a PC"

Relevance

Top 2 Box on a 1-7 Scale

Asking about how relevant the ads are brings us a bit closer to some distinction 

among the adverts, but offers no nuanced information about the strategic 

performance of the ads.
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A brandõs advertising is most effective 

when it speaks to what drives consumer 

engagement and loyalty in the category.
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How do you know what drives customer 

loyalty and engagement?
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The drivers of loyalty change from 

category to category

We donõt buy cars the 

way we buy coffee or 

computers
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