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577. It is generally agreed that advertising, experience based on
usage and word-of-mouth communications are the three major

sources of images (Ross, Tr. 2239; Smith, Tr. 7732; Jacoby, Tr. 5487-
88). However, experts recognize that word-of-mouth communications
are essentially a derivative factor, dependent upon both advertising
and prior product usage (Ross , Tr. 2238; Jacoby, Tr. 5490; Sen , Tr.
7327-28; Smith , Tr. 7732). Thus , advertising and product usage are
the two most important sources of consumers ' images of products
(Ross, Tr. 2239).

578. Advertising also plays an important role in creating and
helping to foster awareness of a brand, in creating expectations

about how the product wil perform and in generating initial trial of
the product (Jacoby, Tr. 5292 , 5406 , 5489).
579. A consumer s initial trial of a product is often explained by

the consumer s perception of. how the product will perform; these
expectations are often generated by advertising (Sen, Tr. 7330-31;

Smith , Tr. 7735-36). Consequently, every time a consumer uses a
product , that usage experience interacts with the expectations that
were created by advertising (Ross , Tr. 2269- , 2701-02; Jacoby, Tr.
5407; Smith , Tr. 7745). (153)
580. Over a period of time, specific claims contained in an

advertisement tend to merge with a consumer s beliefs about the
product. This proposition remains true even though the consumer
may subsequently forget the specific content of those advertising
claims (Ross , Tr. 2045 , 2689-91; Smith, Tr. 7437). Thus , if a general
theme of an advertising campaign is reiterated over time, the
product image relating to that theme will endure despite the
likelihood that consumers will have forgotten the specific content of
previous advertisements directed to that product claim (Smith, Tr.
6108-9; Kuehn , Tr. 6681-82).
581. The importance of usage experience as a source of compara-

tive product image becomes significantly lessened with respect to a
product class such as OTC analgesics , where consumers are unable to
make an objective evaluation of how the products perform. In this
instance, the relative importance of advertising as a primary source
of comparative product image is enhanced accordingly (Ross, Tr.
2246-9, 2255- , 2613- , 2703-05; Sen , Tr. 7330-31; Smith, Tr.

7745).
582. In the case of OTC analgesic products , a consumer s ability

to objectively evaluate the products ' pharmacological performance is
greatly reduced by the consumer s expectations of performance

resulting from exposure to advertising, the placebo effect, the
subjective nature of pain in general and minor pain in particular




