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ABSTRACT
The perceptions of space are as numerous as its uses. An iconic image as simple as the Earth floating
amidst the vast blackness of space has come to represent multiple notions. An environmentalist may see it
as a lone “blue marble” for the intent of preservation. A shipping company may imply that their services
cater to the global market. A consultant firm showcases specialty in international relations. Some believe
space to be futuristic and high-tech whereas others extort it as a “fad” of a past era. This paper seeks to
evaluate the use of space in commercial advertising for products and services external to the space sector.
Basics of marketing and advertising are presented including; the “3 C’s” – Customer, Competition,
Company, the “4 P’s” – Price, Product, Place Promotion, and the art of segmentation, targeting and
positioning. With these topics in mind, statistics for television usage around the world are discussed to best
understand the motivation for advertising with television media versus print or web-based. Multidisciplinary themes of space are derived which help to categorize numerous examples of television
advertisement clips that have been found. Clips from the 1960’s through to 2009 from various industries
and languages are analyzed. This leads to the creation of a video database that divides each clip by
industry and region. The analysis of this database of advertisements is through a “reverse-engineering”
methodology of basic marketing and advertising principles. Appropriate questions include: What is the
accuracy of space use portrayed by the organization? What target audience and market segment is being
sought and why was space used specifically for this instance? Are there similar customs towards the use of
space within a single industry or specific region? Case studies examine a few diverse advertisements in
detail. This database and analysis provides a unique perspective into the representation of space in
television media, which benefits both space and non-space industry players. Those outside the industry
seek novel appeals to orient themselves better in the marketplace. Professionals within the space industry
are able to better comprehend public views and realize options for future ventures. All copyrights and
creative rights of advertisements discussed in this paper are retained by their respective owners.

INTRODUCTION
A choice was made to focus on products and
services outside the space industry as most often,
commercial businesses are flexible to do what
they can to attract a profit from their customers,
whereas other segments of industry, especially
government agencies, are much more
constrained. The commercial space industry,
although bourgeoning, is still a trivial market
when compared to other heavyweight industries
such as the food and beverage and automotive
industries. The target markets of these industries
are incredibly large and therefore better suited
for preliminary analysis.

The perceptions of space are as numerous as its
uses. An iconic image as simple as the Earth
floating amidst the vast blackness of space has
come to represent multiple notions.
An
environmentalist may see it as a lone “blue
marble” for the intent of preservation. A
shipping company may imply that their services
cater to the global market. A consultant firm
showcases specialty in international relations.
Some believe space to be futuristic and high-tech
whereas others extort it as a “fad” of a past era.
What is the appeal behind using space for the
promotion of commercial products? This paper
seeks to answer this question by evaluating the
use of space in commercial advertising for
products and services external to the space
sector.
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Focus centers on the application of space as a
theme in television advertising. Today television
is the most commonly viewed medium within
the household. It remains the most frequently
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selected avenue of promotion by organizations in
multiple countries – for the reason that its
audience reach is large and easily met. This
advantage has been challenged in the past
decade, as television’s share of viewer-ship
continues to battle the rapidly growing internet
market, by virtue of the internet’s lower
advertising production costs. The internet though
is still a relatively new medium, and historic
statistics on usage and frequency can vary
significantly. Logos or product placement in
space for promotional purposes, such as the
Pizza Hut Logo on the side of a Proton rocket
(Rubin & Peeters, 2004) or Coca-Cola’s
dispenser machine on the Space Shuttle
(Pearlman, 2008) are considered outside the
scope.

Promotion is only a small, yet extremely
important part of the overall marketing strategy.
It is marketing communications that informs and
persuades the customers (O’Dea, 2007).
Fundamentally, promotion is integrated within a
special mix, part of a traditional approach
towards analyzing whether a product is pitched
to the appropriate audience and whether that
audience is receiving the message that the
promoting organization wants to convey. This
includes (Metha, 2008):
1.

2.

Many product developers are quick to identify
“hi-tech” principles or ideas from which to shape
a promotion scheme. Others capitalize on the
interest generation by an event or series of events
(ie. NASA Mars Exploration Rover landings,
ESA Ariane 5 launches). These events and ideas
can carry with them associated notions that the
customer can instantly recognize – for example,
“novelty”,
“confidence”
and
“technical
superiority” (David, 2009) - a positive reason to
turn towards the space genre for market appeal.

3.

Environmental analysis (3C’s)
a. Company
b. Customer
c. Competitor
Background marketing strategy
a. Segmentation
b. Targeting
c. Positioning
Tactical marketing decisions (4P’s)
a. Product
b. Place
c. Price
d. Promotion

Psychology relates to the emotional appeal of
certain advertisements and plays a significant
role. Such stimuli are described by the “Lazarus
model”, in which specific conditions of an
environment are directly connected with positive
and negative emotional responses. This notion is
utilized during promotion development to ensure
a correct and specific message is conveyed by an
advertisement (Rubin & Peeters, 2004).

54 examples of television advertisements from
1958 to 2009 have been collected for the sample
set through a combination of television viewing
and research. All advertisements could be found
on YouTube for the evaluation purposes. These
include numerous industries and products that
use space as a forum for marketing efforts.
Analysis of this collection evaluates the reason
for this choice, particularly as an advertising
asset for a product or service and an engaging
entertainment for end users. Coupled with a
series of statistics on television viewing time and
“adspend”, this evaluation will draw conclusions
to determine why space is a theme of choice.

There are two general types of advertising
(O’Dea, 2007):
1.
2.

Product advertising: making potential
customers aware of a specific product or
service and creating a desire for it.
Institutional
advertising:
presenting
information about a particular firm designed
to enhance a firm’s image.

MARKETING & ADVERTISING OVERVIEW

Both these types make use of the Lazarus model
to generate stimuli to engage customers. These
stimuli can be turned into profit through
numerous mediums. For example, integrated
marketing communications (IMC) is a technique
that spreads a unified message and theme across
multiple mediums. Professor Terrence Shimp
acknowledges that IMC is “widely accepted as a
key mechanism by which brand equity is built
and maintained” (Fitzgerald & Arnott, 2000).

A highly successful marketing strategy relies
“heavily on designing the organization’s
offerings in terms of the target market’s needs
and desires to using effective pricing,
communication and distribution to inform,
motivate and service the markets” (Kotler & Fox
1985)
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This directly involves the use of television
advertising to effectively apply the IMC strategy.

of the public through science fiction novels and
comic books by famous authors as Isaac Asimov
and Arthur C. Clarke, some well before human
society entered the “Space Economy”5 in 1957
(Hopkins, 2007).

Keeping in mind that the aim of promotion is to
attract customers, reaching a large market is
advantageous. Television media provides this
advantage. SES, one of the world’s leading audio
& visual distributors, stated that 80% of their
revenue is directly attributable to capacity in the
television broadcasting business. In Europe SES
Astra services one out of every two homes, or
117 million users. SES Americom directly
reaches 80 million homes in North America.
With the transmittal of 2400 different programs,
from an advertiser’s perspective, these numbers
are suggestive towards the positive use of
television advertising (SES, 2009).

With Sputnik’s success, the space economy
brought imagination into reality for viewers
across three generations.
Humans landed on the Moon (1969) – the Apollo
11 landings were watched by 500+ million
television viewers
(Kushner, 2007)
Robotic rovers landed on Mars (1997) – 45
million viewers via webcast
(Capanella, 2002)

Agencies and companies are still willing to pay
for this expensive but captivating medium.
ZeithOptimedia and other media groups, such as
the World Advertising Research Council
(WARC), issue
annual documents
on
“adspend”1, classified by geographical areas
(such as country) and media type. In 2007,
global spending on advertising was estimated at
approximately 479 Billion USD, of which 37%
or 179 Billion USD was spent on television
(ZenithOptimedia,
2008).
Ip-network.com
(2008) listed television share at 47%.
Irrespective of the range differences in market
share values, considering that 97% of European
Union (EU) households have a television, the
amount of spending seems to be justified for an
effective market impact (Association of
Commercial Television in Europe, 2007).

First commercially launched astronaut via
Ansari X-Prize (2004) – 2.7 million viewers via
webcast (Foust, 2005) with a total of 5.5 billion
media impressions of SpaceShipOne at an
equivalent value of $120 million USD
(Pomerantz, 2009)
New industries and technologies were created as
a result of the growth of the space economy.
Space entered popular media and began to be
used by private industry for the promotion of
various products and services, profiting from the
relationship of space with their brand.
With this significant activity surrounding space,
it could be assumed that the majority of the
population is aware of public efforts within the
space economy. Recent statistics from NASA
show this is not the case.

Although numerous sources234 show that in
recent years television steadily lost market share
to the Internet, all sources still identify television
as leader of the media pack, both by viewer-ship
and financial transactions.

A 2007 survey of 1001 adults in the United
States by NASA’s Strategic Communications
Office, suggested that (Hopkins, 2007):
41% of respondents believed that
NASA had a significant impact on the
US economy.

USES OF SPACE
The intrigue of space has yet to completely be
understood. Space has captivated the imagination

There could be any number of reasons as to why
the public is generally unaware of the ongoing

1

Adspend – industry term to describe the
amount of money spent on advertising
2
Nielson’s Three Screens Report 2008
3
ZenithOptimedia Press Release 2008
4
Advertising Producers Association (APA) TV
Advertising Expenditure figures and forecasts
2006
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Space Economy = The full range of activities
and the use of resources that create and provide
value and benefits to human beings in the course
of exploring, understanding and utilizing space.
(NASA, 2007)
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activities in space. One reason may be the notion
of selective attention – paying attention to only
what directly impacts daily life. This is not
encouraging news for television advertisers
using space themes and is in stark contradiction
of companies that spend thousands of dollars for
the development of television commercials that
employ space.

itself is quite multidisciplinary and can be
showcased through different avenues. Table 1
describes these themes.
Sector
Remote sensing and
Earth Observation

Attributes
Satellites & Photos of
Earth from Space for
various uses
Physical Sciences
Astronomy, Astrology,
Planetary Sciences,
Search For Life
Human Spaceflight
Humans in space,
and Life Sciences
zero-gravity, zerogravity research on
plants and animals
Business and
Commercial space
Management
companies, spin-off
products of space
technologies
Policy and Law
Government Agencies
(ie.NASA, ESA, CSA
etc), political aims and
developments, legal
forums and institutions
Space and Society
Impact of space in
everyday life, Nonprofit organizations
Technical
Engineering and
technology
developments,
launchers, spacecraft,
satellites
Table 1– Common sectors of space with
descriptions

One example is the Pocari Sweat brand, a
popular energy-drink in Japan. Dentsu Inc. stated
that Otsuka Pharmaceutical Co. spent $786,000
USD in 2001 to film a cosmonaut consuming the
product aboard the International Space Station

Figure 1 – Pocari Sweat Commercial on
the ISS (Science & Technology )

(ISS) (Rediff.com, 2001). This was part of a
“Planet Blue” theme, “that emphasized the
relationship of the Earth, humankind and water”.
The commercial was selected as Private-Public
Partnership project (PPP) by then NASDA,
because it exhibited a novel use of the ISS
facilities, live photos of the Earth from space and
because the product has the potential for use as a
water supplement in space, supplying ions and
water to the human body (Science & Technology
in Japan, n.d.). Taking into account the cost of an
astronaut per hour (approximately $55,000 USD)
in addition to cost of upmass6, investors believe
this method of advertising can be effective and
profitable (Agence-Presse France, 2005).

Brian Feeney, Chairman and CEO of
DreamSpace Group, (2009) suggests that “space
is considered the last and greatest, most difficult
and most expensive frontier mankind is
venturing into, where zero-gravity is its most
identifiable trait to the public.” This could be a
reason why most advertisers utilize the zero-g
element, offering potential customers the
perception of a highly unique experience with
their product.

Consider Nestle France’s 2008 promotional
campaign for the launch of their new recipe KitKat bar. A multi-million dollar space-themed
promotion including a contest for a free suborbital flight with Rocketplane Global Inc,
boosted Nestle’s year-to-year sales by 20%
(Lauer, 2009). This is “a huge swing in market
share for a consumer product” and indicates,
“that space can be a successful campaign theme
if done with skill and creativity” (Lauer, 2009).

Furthermore, the use of space could also be
driven by the desire for audiences for “trust” in a
brand, valuing a more accurate connection with a
product or service. These notions traditionally
instigate a conflict during the life cycle of a
product with respect to marketing and
technology interests. (Peeters, 2000)

Both Pocari Sweat and Nestle emphasized the
human element of space flight, whereas space
6

Upmass = mass of items taken into orbit
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Products marketed for their advantages to
“enhance customer acceptance” can “emphasize
technological features”, and vice-versa as a
synergy between marketing and technical facets.
This merging is described by Capon and Glazer
(1987) and Moenaert with the “I have a
DREAM:
Development
by
Research,
Engineering and Marketing” publication.

•
•

Industry Subcategory
Region

Further analysis on space sector affinity, target
audience, year aired, B2C & B2B, and accuracy
is presented in the following section.
Presented below are the breakdowns of the
database by Industry and by Region.

In television, this conflict has been subsiding
recently as the public takes more interest in
the accuracy and promotion of items. This is
exemplified by the increase in “technically
accurate” television programming across all
genres and including: CSI: Crime Scene
Investigation (Forensic Drama), Grey’s
Anatomy (Medical Drama), The Big Bang
Theory (Comedy) & Top Gear (News &
Entertainment). A rough extrapolation can
be made that this appeal for the use of
accurate, technical entertainment on
television,
translates
into
television
advertising on air.
A final example of technical accuracy can
be exemplified by a Mars Exploration Rover
spoof advertisement by Heineken. Heineken
has produced numerous space-themed
television commercials, three of which are
analyzed in the following sections of this
study, which provide their audience a mix of
comedic relief and scientific accuracy.

Figure 3 – Database Industry Breakdown

Figure 2 – Heineken on Mars
(n.d.)
DATABASE
The database created consists of 54
television advertisements, the earliest from
1958 and the most recent in 2009. Each
advertisement is initially segmented by:
•
•
•
•
•

Figure 4 – Database Region Breakdown
Notes on database:
1.

Description
Year Aired
Brand
Company
Industry Category
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“Year aired” is estimate based on user
input from video source (ie. YouTube).
Therefore dates should be noted as
“approximate”. Dates not identified
listed as N/A
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2.

3.

4.
5.
6.

“Space Sectors” include Remote
Sensing & Earth Observation (RSEO),
Physical Sciences (PS), Human
Spaceflight & Life sciences (HSLS),
Business & Management (BM), Policy
& Law (PL), Space & Society (SS),
Technical (T).
"Industry" categories include:
Automotive, Entertainment, Financials,
Food & Beverage, Government &
Public Services, Household &
Pharmaceuticals, IT, Service Providers.
“Company” is the last or most recent
owner of product.
All copyrights retained by respective
owners
“Accuracy” is ranked as:
High (Mostly all principles of space
used are accurate)
Medium (Some principles of space
used are accurate, some items
incorrectly represented
Low (Mostly all principles of space
used are inaccurate)

Space Sector Affinity by Advertisements
Figure 5 – Space Sector Affinities
Space Sector Affinity by Industry

ANALYSIS
Attributes analyzed are addressed as follows:
•

Space Sector Affinity
o by Advertisement
o by Industry

•

Target Audience

•

Accuracy

•

Year Aired

•

B2B & B2C

Graphical representations and tables from dataset
are provided in the following pages, which are
followed by discussion.
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Figures 6-12 – Space Sector Affinity by Industry
- Various
Space Sector affinity classifies the representation
of the space theme applied in the advertisements.
These include:
•

•

•

•

•

•

•

Remote Sensing & Earth Observation
(RSEO)
o Any representation of Earth or
space assets used to monitor
Earth
Physical Sciences (PS)
o Any
representation
of
astronomy,
cosmology,
astrophysics,
mathematics,
micro
&
zero-gravity
environments
Human Spaceflight & Life Sciences
(HSLS)
o Any representation of human
spaceflight activities
Business & Management (BM)
o Any
suggestion
of
a
product/service:
“used
in
space” or “chosen for space”,
further business opportunities
in space
Policy & Law (PL)
o Any representation of political
motivations, national pride, or
of international, national space
legislations,
treaties
or
resolutions
Space & Society (SS)
o Any representation of the
general society and its interest
in space activities
Technical (T)
o Any representation of past,
present or future technologies
related to space activities

Taking these definitions into account, the
analysis shows that a majority of the
advertisements showcase T (43 of 54), HSLS
(42 of 54) and PS (41 of 54) respectively.
Reasons for this would be that these are instantly
recognizable features of space an audience
would have an affinity to.
Aspects
of
robustness,
trust,
frontier
technologies and complex design are aspects
showcased via technical space opportunities.

IAC-09-E5.2.5 MERALI, T.
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One example includes British Airways using the
concept of advanced technologies to convey a
difference between amenities of luxury (space
plane) in comparison to its competition (ISS).

prides itself on being the “only tires on the Space
Shuttle”.
Competitor
Bridgestone
released
an
advertisement a few years later based on a space
theme for its tires. With these two businesses
sharing the same market, their audiences could
be potentially confused, whereby Bridgestone
suffers from “The Law of The Leadership” since
Michelin was the first company to connect the
theme of space to vehicle tires (Ries & Trout,
1994). An unusual industry for the use of the
space theme, the audience perceptions as
measured by added business remains to be seen.

Another example includes advertisements with a
“used in space” branding, detailed further along
in the affinity analysis section. The automotive
industry, 2nd largest industry represented in this
analysis (17%), derive promotional campaigns
on the basis of such technical affinity (6 out of 8
advertisements).
Whether driven by the space race of the Cold
War or simply by the curiosity of humankind for
the further exploration of space, the experience
of an astronaut both on Earth and in orbit is a
dream no more than 489 citizens7 have had the
fortune to share (Harwood, 2008). It is this
exhilarating feeling that advertisers wish to
convey to their audience, as a direct correlation
between the induced feeling and the product and
service being promoted. Frequent use of
astronauts in space suits (orange space shuttle
suits, interior flight suits, various space and lunar
EVA suits) supports this analysis.

Another famous battle arose in the Food &
Beverage industry between Coca-Cola and Pepsi
Cola, both companies vying for leadership
exposure in the zero-g and space environments.
Coca-Cola supplied NASA with a cola dispenser
to fly on the Space Shuttle, whereas Pepsi Cola
was to release a can into space. Neither
campaign gained much popularity, with CocaCola’s efforts resulting in astronauts suffering
from physiological effects of consumption and
Pepsi Cola from technical malfunctions of a
release mechanism.

The solar system, planets, stars, celestial bodies
and related to HSLS, the zero-g environment, all
resonate with the general public of all audiences
who understand these fundamental concepts of
the space environment, either science fiction or
in reality. Closely connected with HSLS, the use
of astronauts in space without the effect of zerog conditions would lose the capacity for
engagement. Therefore, as outlined with the
HSLS sector, the appeal of “floating” in the
zero-g environment is best visualized to convey a
unique and “out of this world” concept.

The Food & Beverage industry is the largest
industry represented in our analysis (36%) with
20 advertisements. Of these, 18 of 20 relied
heavily on the use of the PS sector. Interesting
to note is the popularity of advertisements for
alcoholic beverages. Both beer and spirits are
represented, mostly used in conjunction with
comedic
overtones.
Take
Heineken’s
advertisements for example. Varying across
different space sector affinities, the consistent
use of humor and space have resulted in some of
the
most
memorable
space-related
advertisements to air, implying that their product
is enjoyed both on Earth and “out of this world”.

Although relatively small, the BM sector
advertisements with this affinity mostly
conveyed the “used in space” branding for their
product. Similar along the lines of the T sector,
“used in space” implies the user that the value of
this product is such that it is qualified to fly into
space. An advertisement on TANG was as direct
as saying “its no wonder TANG was selected for
the Space Shuttle”. Quality, reliability and
novelty all provide added-value to these products
on Earth and in the minds of the consumers
exposed to the advertisements. Michelin Tires

7

The Heineken advertisements are unique also in
that they all cater to the same target audience and
are produced with great attention to details of
accuracy. Analyses relating to these attributes are
outlined in following sections.

As of 2008 – SpaceCalc, CBS News
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Target Audience
Take the Cheerios & V8 commercial offering a
moon-rocket toy to land a man on the Moon.
Based in the 1960’s, this advertisement used the
recent news developments to send a man to the
Moon, engaging both a healthy diet amongst
children but also the pioneering spirit to excite a
first generation of youth in space via a toy.
Contrast this to the Heineken commercial of the
Mars Landings and a new generation of youth, in
an era where exploration of Mars was a popular
phenomenon.
Accuracy
Number of
Accuracy Level
advertisements
HIGH
MEDIUM
LOW
Table 2 – Accuracy Level of advertisements

Figure 13 – Estimated Audience Range versus
Number of Advertisements
A target audience is an essential component of
the overall marketing strategy as described
earlier in this report. As such, one of the motives
to conduct this study was to understand the link
between the theme of space and its target
audience(s). As shown above, the 18-35 year old
target audience was significantly highlighted
with 43 of 54 advertisements represented.
Directly attributable to this spike is the Food &
Beverage industry with 36% of the sample set of
advertisements.
Exceptions
are
those
advertisements specifically for alcoholic
beverages. With legal drinking age policies
varying country-by-country, targeted consumers
are those who are legally able to consume,
therefore discounting children’s age ranges
(classified as <18 years of age for this study).

In addition to the targeted market and message
the advertisement sends using space comes the
attribute of accuracy. This paper written from the
perspective a space industry insider, will
obviously notice flaws that the general public
and targeted audience may not. As such, three
levels of accuracy were evaluated based on only
the sectors of space presented in each
advertisement.
Surprisingly, 32/54 (60%) of the advertisements
portrayed space in an accurate manner. Heineken
has a strong space accuracy rating in this sample
set, as all three of its advertisements received a
“High” rating.
For contrast, a Chicago Health Club
advertisement barely used any realistic forms of
space representation other than identifying the
use of resistance exercise as a staple activity
“regardless of the century” you were in.
Comparing these two commercial companies,
there is a significant revenue difference between
each and different target audiences as well.
Heineken is an international beer company and
caters to an audience that is worldwide, along
with the capital to do so. Chicago Health Club
had an extremely limited market and furthermore
a small revenue stream in comparison. There is a
clear cost-benefit analysis between the time and
money spent on developing a set of promotions
with accuracy as a driving attribute – research,

Upon further analysis, some advertisements had
clear appeal to a specific market segment. For
example, night-club goers and partiers are
particularly visible in the case of Absolute
Vodka’s commercial converting the Moon into a
giant disco ball for a world party. This
advertisement showed young males and females
dancing, relating it to more the audience of the
18-35 year old range, rather than then 50+ year
old range.
The type of product and service offered will
define the target audience quite easily, but
another factor to consider are space-related
events that their triggers appeal amongst the
audience.

IAC-09-E5.2.5 MERALI, T.

32
6
16

9

SPACE & TELEVISON: IS THERE A REASON

production, distribution methods, frequency of
play all have associated costs with it.

Year Aired
Most of the advertisements of the sample set are
fairly recent, with 36 of 54 coming from the
2000s.

Although the use of space inadequately
represented may cause concern to a select few
who are either worried about public corporate
image or the true depiction of an orbital

Visually Portrayed
Decade
1950s
1960s
1970s
1980s
1990s
2000s
Unknown
TOTALS

Number
1
2
1
10
0
36
4
54

Earth
0
0
0
1
0
13
1
15

% of TOTAL
54 ads
27.78%
rendezvous, the simple fact that space is being
used to convey a message is already a positive
step in the right direction. The more recent
advertisements have the benefit of cheaper,
better technologies for filmmaking, computer
graphics design and animations, allowing the
producer much more control over its promotion.
Therefore, it is important that any further
analysis of accuracy take into account the era in
which the advertisement was produced.

Moon
1
0
0
2
0
6
0
9

16.67%
1.85%
Table 3 –Comparisons between Year Aired by
decade and visual portrayals of Earth, Moon,
Mars by decade
The search to populate the sample set was
predominately conducted with the use of the
Internet and tools such as YouTube. With the
Internet and the rapid spread of popular media,
including television advertisements, it should be
understood that limitations on the availability of
older advertisements, either because most were
not uploaded to the internet from CD, Laser
Disc, VHS or other older technologies,
contributes to this uneven balance in samples.

Consumer demand for more accurate television
programming, as mentioned earlier in this report,
could be an underlying reason for the increased
attention to accuracy. Volkswagen’s Beetle
advertisement hosted NASA Astronaut Richard
Searfoss to discuss the high quality product that
VW produces since VW has “more engineers
that NASA”. This may not first strike the public
as an “accurate” pitch, but on second though it
become clear how often one does see a real
Astronaut conduct a commercial. This generates
an affinity in the consumer for the product or
company, of trust and attention to detail.

Furthermore, due to the user-driven nature of
sites such as YouTube, information accuracy
with regards to details supplied cannot be
controlled. As a result, the data on “Years Aired”
was presented by decade to significantly reduce
error of supplied data.
The split by decade is useful in addressing
potential trends by event significance, as
addressed formerly for target audience.

Indeed multiple other factors play a role, such as
distribution methods, the message the company
intends to send, or even the product and service
itself. Humour can also impact the accuracy of
an advertisement. But accuracy, in space related
activities, can translate into a positive image for
a brand, service or company.
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Mars
0
0
0
0
0
1
0
1

% of Decade, that had any
visual representation of
Earth, Moon, Mars
100.00%
0.00%
0.00%
30.00%
0.00%
55.56%
25.00%
46.30%

More interesting is the use of space within each
decade, specifically the visual representation of
Earth, Moon and Mars. For the purposes of this
representation, the “inferences” to Earth, Moon
& Mars are not included (for example, a lunar
module landing on Earth would not be included
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in the Moon category because the Moon is not
actually shown).

any standards, but a market was identified, and
space associated with conveying a message to
that target market (Global National, 2008).

The two advertisements from the 1960’s do not
actually show the Moon, contrary to what might
be conceived prior to this analysis, of advertising
during a moon-driven Era in space activities.
Mars would seem underrepresented in the 2000’s
era with NASA’s MER A/B rovers on Mars for
at least five years of that decade, but perhaps
significant societal issues as climate change have
advertisers using the Earth more often (13 of 36
ads from 2000s) to use the momentum of the
climate issue to draw attention to their own
products. Examples of this are Honda’s Fit
vehicle and BeluWater’s biodegradable bottle.

Other forums for B2B advertising are
conferences, exhibitions and tradeshows. Rene
Laufer of the University of Stuttgart suggests
that the use of space for B2B efforts is most
effective for more technical forums such as
tradeshows, where the focus is on datasheets and
print material and rarely television advertising
(Laufer, 2009). If indeed this is the case, focus
on future high capacity consumer industries such
as commercial space tourism or in-situ resource
utilization of the space environment from a
marketing perspective could be a next step.

Business-to-Business (B2B) & Business toConsumer (B2C)

RECOMMENDATIONS & CONCLUSIONS
Robust performance, fantasy lure, trustworthy
investments, an “out of this world” experience;
these among many attributes are a handful that
have been highlighted through this study of the
application of space through television
advertising.

Number of
advertisements

Model Type
B2C
54
B2B
0
B2B & B2C
7
Table 4 – B2B, B2C, B2B&B2C advertisements

37% or 179 Billion USD was spent on television
advertising in 2007 (ZenithOptimedia, 2008) and
television is still the leading media distribution
avenue of choice by most businesses for its large
mass market reach of millions of users on a daily
basis. The application of space as a theme in this
media light has seldom been examined, in light
of its multi-disciplinary nature. The nature of
space allows its marketing applications to thrive
in some of the most obvious and also
unimaginable markets. Cheerios & V8 products,
GI Joe and Barbie toys, automotive
manufacturers and tire producers, even the
insurance services industry.

A brief comparison of B2B and B2C companies
with respect to the use of space in their
advertising is significantly unbalanced. Each of
the advertisements of the sample set are
promoting a product or service directly to
consumers, with the added-value chance that a
business watching a genre-specific television
channel (ie. Bloomberg Television) may garner
some interest.
Due to the sheer market size that television
advertising offers to marketers it is almost too
large for specific business to business needs. The
“dual-use” effect eluded to above can be best
exhibited by the Fed-Ex Moon office
advertisement. This advertisement was featured
as a commercial during the 2007 Superbowl
Championship, to a multi-million consumer
market watching American football. However,
the chances that this advertisement may be
shown in restaurant and entertainment
establishments around the world, as well as at
consumers homes, stands the potential to garner
business interests as well as direct consumer use.

54 advertisements were examined in this sample
set initially categorized by description, year
aired, brand, company, industry and region
Further analysis of the sample set examined
space sector affinity by advertisement and
industry, target audience, accuracy, year aired
and B2B.
Key findings conclude that:
•

Airtime distribution costs topping over
$3Million USD for a 30 second segment during
the Superbowl event is quite an investment by
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Affinity for human space flight,
technical advancement and the physical
sciences are strongest
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•

Target Audiences for use of space can
be
defined
by
the
type
of
product/service, a specific market, and a
popular trigger event

•

Accuracy is dependant on the targeted
market (message content, use of
humor), associated costs via production
by CG (lower cost potential) or a
distribution frequency (higher cost
potential), and potentially due to
consumer demand for more accurate
television programming to develop
trustworthiness in a brand

•

•

marketing strategies have successfully targeted
audiences,
conveying
specific
messages
involving humor or ethics, with the medium of
space as a value driver. In order to elicit trust,
novelty, or leadership, the multidisciplinary
nature of space on the television set has so far
achieved this goal. In the coming years,
television advertising will continue to engage in
a competitive battle against a growing internet
advertising market, the resource from which the
advertisements evaluated in this study, were
found.
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ADVERTISEMENTS EVALUATED
Year
Aired

Brand

1958

Cheerios & V8

1967

G.I. Joe

Hasboro

Entertainment

1969

G.I. Joe

Hasboro

Entertainment

1979

Health Club

Chicago Health
Club

Service Providers

1980

Barbie

Mattel

Entertainment

1981

Intellivision

Mattel
Electronics

Entertainment

1983

-

Euroflower

Government &
Public Services

1984

Tang

Kraft Foods

Food & Beverage

1986

Actifed

Pfizer/Johnson
& Johnson

1987

Corolla

1987

Actifed

1987

LOTO

1989

Dodge Sprinter

1989

Bud Light

2000

Molson Canadian

2000

Bud Light

2001

Heineken

2002

Pocari Sweat

2004

OHRA

2005

Molson Canadian

2006

Cup Noodle

2006

Cup Noodle

2006

Cosmofon Macedonia

2006

Audi A6

2006

Timex Watch

2007

jobwinner.ch

Company
General Mills &
Campbell Soup
Company

Industry
Category

2007

Vodka

Absolute

2007

Honda Fit

Honda

2007

Heineken

Heineken
International

2007

FedEx

FedEx

2007

Michelin Tires

2007

traffic.com

2007

Employmentguide.com

Michelin
traffic.com,
Inc
Employment
Guide

2007

Heinz57

Heinz

2007

Insurance

Household &
Pharmaceuticals

2008

US Airforce Command

2008

HP Wireless Printers

2008

lastminute.com

2008

Volkswagen

Zurich
United
States
Government
HewlettPackard
Last Minute
Network
Limited /
Travelocity
Volkswagen
AG

2008

Buzz Lightyear

Disney

2008

BeluWater

BeluWater

2008

Doritos

Doritos

2008

Lincoln MKS

Ford

2008

Scotiabank

Scotiabank

Food & Beverage

Toyota

Automotive

Pfizer/Johnson
& Johnson
La Française
des Jeux

Household &
Pharmaceuticals

Chrysler
AnheuserBusch
Molson Coors
Brewing
Company
AnheuserBusch
Heineken
International

Automotive

Otsuka
(Philippines)
Pharmaceutical
Inc. (OPPI)
Delta-Lloyd
Group
Molson Coors
Brewing
Company
Nissin Food
Products Co
Nissin Food
Products Co
Cosmote

Entertainment

Food & Beverage
Food & Beverage
Food & Beverage
Food & Beverage

Food &
Beverage
Service
Providers
Automotive
Service
Providers
Service
Providers
Food &
Beverage
Financials
Government &
Public Services
IT
Service
Providers
Automotive
Government &
Public Services
Food &
Beverage
Food &
Beverage
Automotive
Financials

2008

Attitude Detergents

Bio Spectra

2008

Nescafe Espresso

Nescafe

2008

Vitamin Water

Pepsi Cola

2008

Lincoln MKS

Ford

Household &
Pharmaceuticals
Food &
Beverage
Food &
Beverage
Automotive

2009

Heineken

Heineken
International

Food &
Beverage

Food & Beverage

2009

Bridgestone Tires

Food & Beverage

Unknown

British Airways

Bridgestone
British
Airways

Service Providers

Unknown

Belong Beer

Belong

Automotive
Service
Providers
Food &
Beverage
Household &
Pharmaceuticals
Food &
Beverage

Food & Beverage

Financials
Food & Beverage

Volkswagen
AG
Timex
Corporation

Automotive

Unknown

Scope Mouthwash

Proctor &
Gamble

Household &
Pharmaceuticals

Unknown

Heinz Soup

Heinz

Tamedia AG

Service Providers
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