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[bookmark: _Toc228696645]Executive Summary
This case study is a complete analysis of a persuasive campaign.  Our group, the Virtual Candies, chose to examine Cessna’s Leadership Campaign.  Cessna manufactures executive planes and has recently mounted a campaign to combat a negative stigma that has been attached to the use of executive planes.  Through our research, our group learned of the many benefits business aviation contributes not only to the companies who utilize this form of travel, but also to millions of American workers.  We divided our audience pie and agreed with Cessna’s decision to target primarily potential buyers.  The government, the general public, and the media are also important audiences that are addressed.  For further audience analysis, we conducted our own surveys and discovered that most people have little to no knowledge of the executive plane industry and have a neutral to slightly negative view on the use of this transportation. 
Cessna’s campaign was wonderfully crafted.  The tactics included newspaper advertisements, creation of a Web site, appearance on television, and partnerships with other organizations fighting for the same cause.  We used several persuasion theories as tools to analyze the campaign.  Heider’s Balance Theory, Social Judgment Theory, Elaboration Likelihood Model, and Fishbein’s Theory of Reasoned Action proved to be the most applicable tools for our analysis.
We ultimately concluded that Cessna’s campaign could be maximally effective with only a few minor changes.  We suggested the campaign be more interactive and perhaps provide a more relatable spokesperson.  While we greatly admire Cessna’s use of language, we would encourage their use of the term ‘business aviation’ instead of the alternatives that may carry negative connotations.  Finally, while focusing on potential buyers was a wise decision, Cessna should not ignore the power of public opinion.
Through our study, we have learned to effectively analyze audiences, apply persuasive theory and technique, and design persuasive campaigns.  Overall, our group feels this experience has been an invaluable educational journey; the countless hours of frying our neural pathways have proved to be well worth it. 

[bookmark: _Toc228696646]Situation Introduction
The executive plane industry’s problems began to fester on Wednesday, Nov. 19, 2008 when Corporate Executive Officers from Ford, General Motors, and Chrysler flew company private jets to Washington D.C. to request taxpayer bailout money from the House Financial Services Committee (HFSC).

Representing the auto industry was Ford C.E.O. Alan Mulally, Chrysler C.E.O. Robert Nardelli, and General Motors C.E.O. Richard “Rick” Wagoner. 
The players

Harmless as it seemed on the surface, the decision would later be a move all three companies would come to regret as the Congress did not appreciate the notion of three high-paid executives flying via private aviation to the nation’s capital to request a $25 billion government loan to keep their businesses afloat.  During the proceedings the executives were heavily criticized for their choice of transportation.  From day one in front of the HFSC, Republicans and Democrats alike took turns taking jabs at the three companies’ business practices and their perceived sense of arrogance.

The Grilling Session







Source: http://www.cnn.com/2008/US/11/19/autos.ceo.jets/ 


Situation Continued
The only rebuttal the companies had was that their company policies indicated that all executive officers were required to travel in private jets for safety reasons (fear of kidnapping of the officers to gain access to company secrets/information). When asked whether the companies plan to change their travel policies as part of the restructuring needed to shore up their finances none of the companies answered directly – only saying they have cut back on travel expenses in light of the changing economic landscape and decreased revenues.
At the same time Mulally, Nardelli, and Wagoner were being grilled by Congress, private aviation manufacturers throughout the United States continued to weather what has been a relentless attack on the industry’s necessity and reputation.

[bookmark: _Toc228696647]Stated Problem
“The executive plane market has taken some pretty big hits in the press. Pick a company that makes executive planes. Evaluate their current attempts to persuade buys, the public, and government officials about the utility of executive planes. Based on that evaluation, mount a persuasive campaign that legitimizes the use of executive planes.”


[bookmark: _Toc228696648]Actual Problem
In further examination of our case, we determined four main problems the executive plane industry is facing.
Negative exposure as a result of the government bailout
Due to a select few companies that have received negative exposure for their use of executive planes while requesting bailout money, the executive plane industry is suffering. 
All companies lumped into one category by the media, public, and government
It seems as though all companies that use executive planes have been grouped into one category of pompousness and corporate excess by the media, the government, and the court of public opinion.
Reluctance to use private aviation
Many are now hesitant to use jets (even though they are proven tools for success) as a result of the media, government, and public’s misconception of the foundations of private aviation. 
Easy target
For the general public, this is an easy target for frustrations with the economy and bailout money.  
Most ‘average Joe’s’ do not understand things like housing bubble burst, toxic assets, and stock market prices.  
But pointing the finger at a tangible object that ‘they’ have and ‘we’ do not, the problem becomes comprehendible. 
Many in the public view these jets as an unnecessary luxury where rich CEO’s sip champagne and get massages.

[bookmark: _Toc228696649]Our Selection…

After looking at a number of different private jet manufacturers, our group decided on a Cessna, a 15,000-employee company based out of Wichita, Kansas.

History of Cessna
Cessna was officially formed on Sept. 7, 1927, as the Cessna-Roos Aircraft Company after founders Clyde V. Cessna and Victor H. Roos. Later that year, on Dec. 22, 1927, the secretary of state approved a name change to Cessna Aircraft Company. 
However, the company can trace its history to all the way back to June of 1911, when Cessna, a farmer in Rago, Kansas, built a wood-and-fabric plane and became the first person to build and fly an aircraft between the Mississippi River and the Rocky Mountains.  The first Cessna A-series aircraft is delivered to Edwin A. Link of Pittsburgh, Pa., on February 28, 1928, for the robust rate of $6,500.
Interestingly enough, Cessna Aircraft Company closed its doors from 1932 until 1934 due to the state of the economy, but thrived in the post-World War II economy and in 1972 Cessna became the first aircraft manufacturer in the world to build 100,000 aircraft. 
The company was purchased by its current owner, Textron Inc., in 1992 and currently owns and operates five manufacturing facilities in North America, employing more than 15,000 people.  It also operates 10 company-owned service centers across the United States and Europe.
[bookmark: _Toc228696650]Purpose
Our purpose, based off our assessments and research, was to analyze Cessna’s current attempts to persuade potential buyers in the executive plane industry.  Additionally, we were to recommend potential changes that needed to be made or added, to Cessna’s existing campaign.  
[bookmark: _Toc228696651]Scope
The scope requires that a team manage what receives focus throughout a case. The aspect that our group sought to include was first and foremost a thorough analysis of Cessna. From there, we shifted to a direct focus on the company’s Leadership Campaign which dealt with Cessna’s current position on the legitimization of business aviation. Equally as important, our group understood the significance of exclusion.  Keeping areas such as customer service, manufacturing, and management out of the scope, we were able to manage the project successfully. 
After receiving our continuous improvement, we were made aware of an important comparison that could be included in the scope. The stances and reactions of Cessna’s competitors would be helpful to study as it would provide a related experience, as well as an interesting outside opinion. This information could shape multiple aspects of our study and thus, should be included in the scope. 

[bookmark: _Toc228696652]By the Numbers 
Our group compiled a great amount of information that put our case into perspective. Among the most insightful facts:
Cessna has announced that they will have to layoff at least 4,600 employees throughout 2009, roughly a third of its workforce.
86% of business aviation passengers are not executives, but rather mid-level managers and sales representatives. 
Each year, business aviation contributes over $150 billion to the U.S. economy.
1.2 million people are employed in the U.S. business aviation industry.
There are 5,174 airports in the U.S. with paved runways; only about 700 of those airports are served by commercial airlines.  This is one major reason why business aviation can be much more efficient than commercial travel.
Half of the business planes made in America were sold to foreign buyers, creating over $3 billion in positive trade.  Other countries including Japan and Germany had tried to compete in this industry, but have since conceded to American ingenuity and craftsmanship. 
Business aviation’s greatest role in our economy is its ability to enhance the profitability and competitive strength of U.S. businesses and industries.  Organizations that take advantage of the speed and flexibility offered by private business aviation have proven time and again that they will outperform businesses that rely solely upon commercial airlines for travel. 
One study of over 500 businesses from 1992 to 1999 has shown that companies who used private business aviation for transportation earned 146 percent more than companies who did not use this form of travel. (Aircraft Owners and Pilots Association)

Figure 1 is a chart from djbairtaxi.com/chart.pdf that demonstrates the clear advantage that private business aviation offers.
[bookmark: _Toc228696671]Figure 1





[bookmark: _Toc228696653]Assumptions 
As a group, we made several assumptions regarding our case.  Five of the most significant are:
Cessna’s target audience is that of potential buyers of their executive planes.  This becomes evident when looking at the four full-page advertisements Cessna placed national newspapers.
We presume that no campaign can be successful at persuading 100% of audiences.  This is why it is important to “slice the audience pie” correctly; persuading the right audience is key.
Business aviation serves as an important tool for many companies’ success.  Big business is about the bottom line; smart and successful businesses would not use private business aviation if it did not provide a return on investment.
Persuasion is a process, not an event.  We must expose the audience to our message more than once in order to effectively persuade them. 
We are assuming that a significant portion of Cessna’s sales slump is a direct result of the recent negative press. We assume this because Cessna has created a campaign to address this issue specifically. We cannot ignore however, the influence the general economy has played in the sales decline. 


[bookmark: _Toc228696654]Audience Analysis 
Audience analysis is one of the most crucial aspects when trying to effectively analyze a case.  Our analysis dealt with three powerful audiences: the buyers, government, and public.  While conducting our research we found that the Obama administration has been pressuring corporations who have received bailout money to refrain from purchasing private planes and to consider using commercial travel options. 
An example of this would be when Citi group was told to “fix it” after they announced plans to purchase a $50 million jet subsequent to receiving $45 billion in bailout money.  Citi group obeyed, thus hurting the bottom line of the plane manufacturer and probably Citi group’s potential profits from the utilization of this efficient form of travel. 
Our government officials are an important audience as well because they have to power to impose legislation regulating private business aviation.  These regulations or taxes could hurt an industry that provides thousands of American jobs and billions of dollars in positive trade.
 The media have been persecuting many corporations (those who have received bailout money and those who have not) for their use of executive planes.  This negative publicity is extremely one-sided and does not explain the positive aspects of the private aviation industry.  The media influences public opinion and we believe it is fair to say that they have caused the much of the problem.
We were eager to learn how the general public felt regarding the use of executive planes so we distributed a short survey and received 63 responses. (See appendix B)
The first question we asked was, “What is your knowledge level regarding the use of corporate jets?”   Respondents ranked their knowledge level on a 0-10 scale where 0 means “I know nothing,” 5 means “I have average knowledge,” and 10 means “I have expert knowledge.”	
23 people marked a zero—indicating that most people who took the survey have little to no knowledge of the executive plane industry.  Figure 2 is a graph of our results on this question.
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The second question we asked was, “What is your feeling regarding the use of corporate jets?”  Respondents ranked their opinion on a 0-10 scale where 0 means “I am strongly opposed,” 5 means “Neutral,” and 10 means “I am strongly supportive.”
The results to this question were mostly neutral to slightly negative.  Figure 3 is a graph of our results on this question.  And we did see a number of links to words like “AIG” and “Bailout money” in the section of written response.  (The third question was a qualitative open ended question.  See the appendix for a list of these comments). This was an important indication because our questions made no reference to either phrase.
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Audience Analysis So What?
In searching for Cessna’s best ‘bang for the buck,’ we determined that the potential buyers are the most important audience as they directly impact Cessna’s bottom line.  Our rational for this is that if convincing one CEO to buy a plane means $50 million in revenue.  While convincing 50 million ‘Joe the public’ would cost a great deal of money for a public campaign, with most likely no financial gain to show for it.  In the end we could not however, underestimate the power of public opinion.  Public opinion can influence these companies as the general public is the direct consumer of Cessna’s direct consumers.  (i.e. Cessna sells a plane to Starbucks, if the public were angry enough about said purchase they may cease consuming Starbucks coffee).  The public also elect leaders and influence government officials who ultimately have the power to impose regulation. 

[bookmark: _Toc228696655]Need and Remedy
The three needs are security, economy, and flexibility.  Security keeps business information confidential, away from peering eyes.  Economy generates more value in the long run.  Flexibility allows for the ability to be in more places in a shorter amount of time.  The remedy is business aviation—an invaluable tool to help corporations keep up with an incredibly competitive business environment. 
[bookmark: _Toc228696656]Disadvantage
One disadvantage is greater upfront cost.  Although, through our research we have found they are more economical in the long run.  Another disadvantage is the negative stigma associated with business aviation, which is what Cessna and other organizations are addressing.  Finally, business aviation may be less safe, or at least many people believe there is a higher rate of accidents with business aviation than commercial jets. (Our group did not look into the statistics specifically, but we all acknowledged that this is commonly held belief.  Since this issue is not the one on the table, we directed our attention elsewhere).  Even though they are often used for security reasons such as protecting proprietary information from peering eyes on commercial flights as mentioned earlier. 
[bookmark: _Toc228696657]Devil
Our devil in this case is the people who are unfairly critical of business aviation.  The facts on this issue support the use of private business aviation.  Later we will discuss this peripheral thought process and how Cessna is addressing it. 

[bookmark: _Toc228696658]Campaign Analysis

Type
We determined this type of campaign is ideologically oriented.  It is trying to persuade people of an idea— the value of business aviation. 
Persuasive Position
The Cessna campaign is focused on business leaders and their egos.  The campaign says that successful executives did not get where they are by being timid; they got there by being bold and using every opportunity and tool available to get ahead.  Cessna is positioning its aircraft as one of the indispensable tools that successful companies need to be competitive and prosper. 
Cessna also illustrates that hard times are when the best companies take advantage of opportunities and really excel.  Through increases in efficiency and productivity these opportunities can be exploited.  Cessna’s position is that access to private aircraft helps increase both of these areas.
Language and Imagery 
The term business aviation is used by Cessna.  We believe this is good because terms like corporate jets, private jets, and executive planes have negative connotations. 
The language used in Cessna’s four advertisements is strong and largely pathos based.  (See appendix C)
First Advertisement: “Timidity didn’t get you this far.  Why put it in your business plan now?”  Note words like: pity the poor executive who blinks; bold decisive moves; adjusting, not retreating; missions; true visionaries; rise.  We see Cessna invoking a metaphor for business competition as war.
Second Advertisement: “Some words of encouragement for the last people who really need them.”  Here, note the continuation of the war metaphor with words like: renegades; visionaries; misery’s pit; mission; weapons; victory; strongest; swiftest; slip failure’s tenuous grasp; rise.
Third Advertisement: “Competitors are already frustrated by your vision.  Infuriate them.”  Cessna uses terms like: winners and losers; corporate survival; victors; stare down the beast; keep flying in this storm; weak will wither; bold emerge stronger; rise.  In this one Cessna also addresses the accusation of “cavalier excess” and implies this excess is not private business aviation, but inefficient or ineffective use of resources. 
Fourth Advertisement: “Leaders, by definition, are always the first ones out of any predicament.”  Here the war metaphor is seen with general exploration or competition analogies: in front; keep up the pace; doom; frozen with fear; find strength; resolve is immense; chart the uncharted; slip the stream of negativity; deliver to the front lines of business; salute these champions of business; blaze the path to prosperity; rise.
In these advertisements, Cessna has also used nonverbal communication to send a similar message.  The background in all four pictures is mostly sky—not clear, bright blue sky, but dark, cloudy sky, perhaps it is about to storm.  It is like Cessna is saying, “we will help you weather this storm; we will help you win the war; rise above the turbulent conditions and succeed.”  We feel these advertisements utilize a mild fear appeal as well; through the metaphor, Cessna is addressing business people and telling them that decisions made in these difficult economic times could mean the difference between life and death (of the corporation).  Sink or swim; live or die; fight or flight (pardon the pun); what is it going to be? 

[bookmark: _Toc228696659]Campaign Analysis – Identification
The RISE graphic is the first thing one sees when visiting CessnaRise.com, which is the site Cessna has created as part of their campaign to promote the use of business aviation. 
The background is (again) the sky.  The company logo is on the top, next to what we feel is a great message: RISE. Above the skeptics. Above the naysayers. To the challenge. This is a perfect example of “Analyze, Link, and Turn.”  Cessna has turned the negative accusations of corporate excess into a positive message to business owners and potential buyers.  Rise above those telling you what not to do and do what you know is best.  Those who do are leaders!
Cessna has therefore named this campaign the “Leadership Campaign.”  The press has referred to this campaign as the “Rise Campaign.”—both of which we think are good titles. 
We think the advertisements are very well designed and articulated.  The color coding and typefaces are consistent.  Plus, the core message RISE really helps promote the identification of the campaign.  We believe it is a great message and that it speaks to the right audience. 
Cessna has done more than simply place advertisements in the New York Times.  Cessna Chairman and CEO, Jack Pelton, appeared with National Business Aviation Association President, Ed Bolen on Fox Business News.  In a six minute segment, the two address the negative public image of business aviation and provide some logos for support of the campaign.  They dispel some misconceptions, mention numbers supporting the industry, cite the number of jobs it provides, and offer the advantages businesses have over their competitors who do not utilize this tool.  On the Web site for the campaign, visitors can click links to other sources of information including letters written to government officials, news articles, other organizations promoting business aviation (National Business Aviation Association, National Air Transportation Association, General Aviation Manufacturers Association), and similar campaigns like “No Plane. No Gain.”  In addition, there are many who feel strongly on this topic.  “We’ve got to get away from the symbolism of corporate fat cats smoking a big cigar on a golf course and instead think about the symbolism of people meeting and thinking together and creating ideas and building their cultures.” –Arne Sorenson, Chief Financial Officer, Marriott, The Washington Post
[bookmark: _Toc228696660]Campaign Analysis – Participation
Actor, Harrison Ford, appears on a new TV spot advocating for general aviation; certainly a better face to put on the issue than some CEO.
Cessna also has a well-respected relationship with the Special Olympics.  2010 will mark the sixth annual Citation Special Olympics Airlift.  This year Cessna will use more than 325 of its business aviation planes to transport 2,000 athletes to and from the Special Olympics U.S. National Games in style. 
Also, U.S. Senator Sam Brownback of Kansas wrote a letter to President Obama where he voiced his disagreement with the Obama administration’s belief on private aviation.  The letter was titled: Attacks on General Aviation Misguided, Harmful. 
[bookmark: _Toc228696661]Campaign Analysis – Penetration
So far, more than 300 news stories have been published, all telling general aviation’s story.  “Sometimes, you have to shout to be heard,” said Pelton. “This campaign gives us a strong voice, not for Cessna, but in defending the responsible use of business aircraft.  And I assure you we have been heard.” 
There is talk regarding this campaign, as it has been featured in numerous national newspapers and publications, the Wall Street Journal and Advertising Age to name a few. 
Also, Rush Limbaugh discussed the campaign for a full hour during his national radio program.  In addition, Fox Business News has asked Jack Pelton to return with an update on the industry. 
This campaign has not “made it” in all audiences, but seems to have successfully penetrated the target audience.  
[bookmark: _Toc228696662]Campaign Analysis – Campaign Checklist
Credible Source:
Cessna has only used credible sources of people within the industry to push their message.  Perhaps they should use another credible spokesperson outside the industry.  (Cessna wants to sell planes, so why should we listen to them?) They might want to get a business person to tell a success story in which business aviation played a vital role in the success of his/her business. Or consider putting a relatable face on the issue by showing the employees in the Cessna plant. 
Cessna Linked to Climate of Prevailing Opinion
The campaign focuses on leadership, success, and overcoming economic hardship—all important to the vast majority.  Cessna has also pointed out that this industry is good for business and good for America in that it provides American jobs and a positive trade balance.
Campaign Does Focus on Opinion Leaders
These leaders include corporate executives, business people, and potential buyers.  Perhaps Cessna should do more with the general public to change public opinion.
Hits a Responsive Cord
From their advertising campaign, Cessna has used language that is strongly emotional and carries a deeper metaphoric message that will likely resonate with those who hear it. 
[bookmark: _Toc228696663]Persuasion Theories
In analyzing Cessna’s current persuasive campaign for the utility of business aviation, it was helpful to apply a few theories of persuasion in order to better understand the approach Cessna took in the creation of the campaign.  In addition, the use of the following theories prompted new ideas about how to change and improve upon Cessna’s existing efforts.
Four persuasion theories were particularly helpful in the analysis of this campaign.  In this section, the following theories will be discussed in relation to Cessna’s campaign, as well as how the theories could be used as a tool to better it: Social Judgment Theory, Heider’s Balance Theory, Fishbein’s Theory of Reasoned Action, and the Elaboration Likelihood Model.
Social Judgment Theory
As previously noted in our analysis, Cessna’s current campaign focuses primarily on the buyers and potential buyers of business aviation.  At first glance, one could make the argument that Cessna should be focusing much more attention, time, and money on changing public opinion, especially since that seems to be one major reason why businesses are currently hesitant to purchase planes.  However, upon the application of the social judgment theory, Cessna’s approach of targeting buyers and potential buyers in the campaign seems accurate and just.
When the issue of negative attitudes and stigmas began influencing the business aviation industry, the general public had a presumably high latitude of non-commitment toward its utility (as indicated by our surveys).  This essentially means people generally did not care, one way or the other, if companies used planes as part of their business plans.  One reason for the average person’s lack of concern on the issue deals with having a very low ego involvement, meaning the average American does not feel he or she has much stake in the matter.
The following diagram portrays the public’s high latitude of non-commitment, which, according to the Social Judgment Theory, means they will be more easily persuaded.
 (
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Since the government and the media have been portraying the issue with such negativity, the popular public opinion, which is not very informed or involved, naturally shifted toward the rejection of business aviation.  However, as the surveys indicated, the majority of the general public still has a very high latitude of non-commitment, even after the launch of Cessna’s campaign, therefore people will be more easily persuaded to Cessna’s side through comparatively simpler and less costly persuasion tactics.
The Social Judgment Theory explains one reason why Cessna has made the right choice to place more emphasis of the campaign on targeting buyers rather than spending all its resources trying to persuade the general public.  The public apparently does not have such strong feelings on one side of this issue or the other; therefore it would be careless to allocate large amounts of time and money toward that audience.  The media and the government have already capitalized on the assumptions of this theory by presenting one negative view of the issue, which has caused many of the opinions to be negative.  Cessna could do the same thing in terms of the general public, only by introducing positive ideals and facts surrounding the industry.
Cessna has been doing a few things to persuade the public, such as appearing on Fox Business News to dispel rumors and inaccuracies about the industry.  Also, the ads in the New York Times that are targeted at buyers ultimately reach the general public as well. Perhaps a bit more of this style of tactics will balance out public opinion and sway it more toward the latitude of acceptance of business aviation. 
Another audience that was helpful to look at in terms of the Social Judgment Theory was the Obama Administration.  It was determined that President Obama and those on his side have an extremely high latitude of rejection, since they are deeply involved in the issue in terms of ego.  Due to the high ego involvement, the theory states this audience will be very difficult to persuade. 
The following diagram shows the Obama Administration’s high latitude of rejection, and just as importantly its low latitude of acceptance.

[bookmark: _Toc228696675]Figure 5
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Cessna’s current attempts at persuading the government deal mostly with lobbyists.  In order to better its current campaign, Cessna needs to do two things to better persuade government about the utility of private business aviation.  First, a clear distinction needs to be made between the companies that received bailout and those that did not, instead of lumping all companies together into a single category of frivolity and excess.  Second, Cessna needs to better educate the government about the utility of business aviation and how businesses that use them as tools are statistically more successful than the ones not using business aviation. 
Cessna needs to aim for the extreme boundary of the government’s latitude of acceptance, perhaps making the comparison of how jets are necessary for the success of businesses just as it is necessary for the success of government operations, and particularly President Obama’s operations.  The government can be looked at as one of the most important “businesses” in the nation.  If the government’s “CEO,” Obama, did not have Air Force One in which to make his business trips, his safety, productivity, and privacy would certainly be compromised.  The same argument could be made for the average business.
Based on the campaign analysis, Cessna has not been deeply involved in focusing on creating the separation between bailout companies and non-bailout companies, nor have they specifically targeted government as an audience.  However, Cessna has allied itself with other organizations and lobbyist groups, such as the National Air Transportation Association (NATA).  The president of NATA, James K. Coyne, wrote a letter to President Obama in which he states, “Personal aviation isn't asking for a bailout or a line item in the budget. We only want out government’s leaders who use personal aviation more than anyone, to acknowledge our value and include us in their vision of a new America”
If Cessna gears its campaign toward becoming a bit more active in targeting the government, as well as the general public, in respect to the Social Judgment Theory, its future persuasive attempts should undoubtedly become more successful.
Heider’s Balance Theory
Another persuasion theory helpful in understanding Cessna’s current campaign was Heider’s Balance Theory.  Right now, the media (and subsequently the public) have portrayed a predominately negative view on the executive plane industry, which has caused businesses to become hesitant to make purchases.  However, Cessna realized that the public has a positive view on success and on getting out of this rough economy.  What Cessna has done with its campaign is make a positive connection between business aviation and the success of businesses and the recovery of our economy, saying that planes are a tool and part of the solution rather than part of the problem.  This throws the general public opinion in an unbalanced state, which they will want to rectify.  The simplest way for the public to get back into balance is to change its views on executive planes based on the new, informed beliefs introduced by Cessna. 
The following diagram shows what Cessna has done in its campaign in creating an unbalanced state among the general public.  According to the Balance Theory, the public will want to get back into balance.
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Elaboration Likelihood Model
The next theory of persuasion that we found to be quite helpful in the analysis and the improvement of Cessna’s persuasive campaign was the Elaboration Likelihood Model (ELM).  The model was used to show how Cessna’s various audiences have been processing the issue of business aviation.
We determined that about 99 percent of the general public has been processing messages about business aviation peripherally while only one percent has been doing so centrally.  This means people do not take the time to have an internal debate to arrive at an informed decision about the topic.  According to the ELM, people base their decisions on rules of thumb, such as the “big companies = bad” thought process.  Many in the general public automatically link business aviation to negative attitudes based on exposure from the media and government.  The suggested strategy for dealing with this problem is to present more points for the public to process peripherally that show the benefits of business aviation, such as the jobs the industry creates and the other ways business aviation can help the economy recover.
As for the government, it was determined that only about 25 percent of our nation’s leaders were processing this issue centrally, while the other 75 percent processed the issue peripherally.  The government may be processing this message a bit more centrally because of how much attention it has received and how involved the government has been with the issue, but it also seems like many government officials are simply following President Obama's lead and lumping all companies into a category with the companies that received bailouts and then planned to use the money for planes.  The suggested strategy to deal with the government is to get them to mentally separate the difference between bailout and non-bailout companies, as well as to help them understand how business aviation can be used as a tool to help the ailing economy.
As for buyers, most are probably processing the issue centrally because it involves major decisions that can affect the company’s bottom line.  The suggested strategy is to continue to give buyers more “logos,” or logical, rational reasons promoting the utility of business aviation.
Fishbein’s Theory of Reasoned Action
Next, we determined how Cessna’s campaign is aiming to change attitudes on the business aviation issue by introducing a new belief system, ones which outweigh the previously held beliefs.  The following diagram and explanation illustrates the differing beliefs surrounding the issue, and the value that is placed on both the previous and proposed belief systems. 
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Listed on the left side of the diagram are some commonly held beliefs that the public currently possesses.  For example: “Corporate excess is bad, CEOs are spoiled, only CEOs and top managers use private jets, and CEOs are wasting taxpayer money with jets.”  Together, these beliefs, some of which are gross inaccuracies, equate to a general attitude of a negative 40 after multiplying the salience and evaluation of the beliefs. 
On the right, there is a newly introduced set of beliefs, which ultimately outweigh the old set.  Beliefs such as “business aviation provides thousands of American jobs and business aviation will aid in recovering our economy,” are much stronger than the old set.  As the equation shows, the attitude has been changed from a negative 40 to a positive 61 with the addition of the positive 101 attitude of the new belief system.  Cessna needs to continue pushing new beliefs and facts that outweigh the negative public opinion in order to be more persuasive to all audiences.
[bookmark: _Toc228696664]Evaluation of Campaign
To begin the overall evaluation of Cessna’s Leadership Campaign, it should be stated that Cessna did an outstanding job, but there is room for a few improvements.  This section will highlight some of the strengths of the campaign, as well as some recommendations for continuous improvement.
First, Cessna effectively analyzed audiences and chose who they wanted to target primarily.  Cessna categorized buyers and potential buyers as the primary audience, since they are the ones who will have the most impact on the company’s bottom line.
Cessna also provided good positioning with its campaign. It is clear they are aiming to be the best in the industry and that they feel strongly about the fact that they can help businesses in these harsh economic times.  Cessna continues to position itself as a company that can be used as a tool to fix businesses, as well as the overall economy.
Another strength of Cessna’s campaign is that it has a strong, clear, and consistent core message.  Cessna’s message: Rise. Above the skeptics. Above the naysayers. To the challenge.  This message is used in all the advertisements and is promoted on the campaign Web site.  In tandem with the core message is the emotional language used in Cessna’s advertisements.  As previously stated, the advertisements have very strong emotional appeals and metaphors that aim to be reassuring and motivating for business in a rough economy.
Finally, another strength is that Cessna introduces new beliefs.  As shown in the Elaboration Likelihood Model, as well as other theories, Cessna has realized the negative stigma attached to the industry and is introducing a new belief system that is aiming to outweigh the old one.

Final Campaign Rating
Based on the analysis, our group – The Virtual Candies – arrived at the final rating of 8.5 out of 10 for Cessna’s current campaign. The campaign is likely to be effective in reaching and being persuasive to the target audience – the buyers. The messages and slogans of the campaign are very memorable and emotional, and Cessna’s persuasive campaign team appeared to take some persuasion theories into consideration.
Recommendations
While Cessna’s current campaign is of high quality, there are a few recommendations we suggested in order to better persuade the various audiences.  The first recommendation is to continue to push the term “business aviation” instead of the various other terms used in place of it.  For example, the term “corporate jet” gives off a connotation of large companies spending countless dollars on big, fancy jets for frivolous use.  The term “executive plane” makes people think that only CEOs and other high-end businessmen are the only ones flying in them.  Finally, “private plane” makes the industry seem elitist, exclusive, and something that “normal” people do not have.  If Cessna can successfully get people to refer to the industry as “business aviation,” a more neutral term, then perhaps some of the negative stigmas will evaporate.
Another recommendation is to not underestimate the power public opinion.  While Cessna has been credited for choosing the right target audience—the buyers—the public likely needs a bit more positive information to be persuaded.  One recommendation for persuading the public is to use well-known spokespeople who are credible and likeable to the audience.  Right now, most of Cessna’s spokespeople are in-house, such as the CEO Jack Pelton.  Known supporters such as Harrison Ford should be utilized more.
A final recommendation is to make the campaign more interactive.  The campaign fails to show “real life” success stories of businesses that have made use of business aviation in these tough times.  Perhaps the campaign Web site could feature a forum for businesspeople to share their stories and inspire others.  This tactic boils down to the fact that people are more persuaded by their peers, rather than from a company that is trying to sell them something.
[bookmark: _Toc228696665]Improvements
Professor Clampitt challenged our group with a few improvement opportunities.  One question he asked was, “How much responsibility does the persuader have in providing those being persuaded with ammunition against criticism?”  This was an interesting “getting big” question that our group had not directly considered in our initial analysis.  Through further research, we found an article entitled Defending Your Jet; how to respond to increased scrutiny of your use of business jets. (Mark)  In the article, Mark calls on those who utilize business aviation to, “prepare yourself and others who use your corporate aircraft so that you can all speak truthfully and confidently about the benefits these important assets provide to your company.”  The article then describes many of the benefits of business aviation that our group discovered including: the security of proprietary information, the flexibility to travel exactly where and when one needs to while using the travel time for work, and contributions of business aviation in the small communities to which these businesses travel.  Cessna has given ammunition to their buyers in providing a link to this article on their Web site. 
Professor Clampitt also asked us why we feel Cessna used a persuasive approach based largely on pathos appeal.  Our group realizes that we may have been unclear on this aspect of the campaign during our presentation.  To clarify, while Cessna’s four advertisements were primarily appealing to emotion over logic, Cessna’s other campaign tactics do provide logos appeals.  On the campaign Web site, CessnaRise.com, links to other information are posted.  These articles provide not only logos, but also more ethos in that a reader will see that many organizations are involved in the legitimization of business aviation, not just one plane manufacturer.  Why use so much pathos in the most public tactic?  Good question; we cannot know exactly what the campaign creators had in mind.  One possible explanation lies in the metaphor: “don’t bring a knife to a gun fight.”  Since business aviation was being attacked with a pathos appeal (i.e. the accusation that companies who use business aviation are wasting money is not grounded in logic, but in the emotions of audiences who are angry with ‘big business,’ bailouts, and AIG executives receiving huge personal bonuses from taxpayers’ pockets), Cessna came back with a pathos appeal as well; thus bringing the appropriate weapon to the battle at hand.  
As another source of material for continuous improvement, we examined the “green sheets” that were filled out by the class.  The green sheets provided us with a number of examples of things we did well, and also a number of areas in which we could make improvements. 
Most of the students who provided us feedback felt that we did a very good job analyzing and researching the case.  Another area of strength, according to the green sheets, was our use of class models, such as the Elaboration Likelihood Model, Fishbein’s Theory of Reasoned Action, and Heider’s Balance Theory.  Finally, a strength that was listed on a number of evaluations was the fine job that was done by our speakers, which we attribute to our extensive preparation. 
One of the most frequently suggested areas of improvement involved the length of our presentation.  A number of students felt our presentation was too long and involved too much information. While we thought all of the information was essential to the case, we do feel we could have tightened it up a bit to shorten the length of the presentation.  Another suggestion was that we should not have had so many people talk during the presentation.  To improve this, we could have eliminated a speaker to better the flow.  Finally, it was suggested that we use a different color text on the slides, as it was too dark to read at times. 
[bookmark: _Toc228696666]Conclusion 
We will have to wait to see who ultimately wins the battle by persuading the most salient audiences.  The Cessna Leadership Campaign and our subsequent research has effectively persuaded these virtual candies.
To conclude, Cessna’s current campaign has the potential to be extremely effective, especially with a few minor adjustments rooted in persuasion theories.  Based on our analysis, we believe the following metaphor nicely explains our final position on the use of business aviation: business aviation is like high speed internet.  You can pay a little more up front and have a faster system that allows you to visit more sites and get more done in the long run, or you can get dial-up and save money at first, but experience delays and decreased production later.  Which one is more worth it in the long run?
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[bookmark: _Toc228696668]Appendix A: 100 Facts
In the fourth quarter of 2005, Ford Motor Company spent $214,479 on flying costs for its president, Mark Fields. (Reuters)
The CEO of the private jet company Dassault Falcon, John Rosanvallon, said he expects to have to make job cuts in the near future due to a steady decline of business. (NorthJersey.com)
Cessna Aircraft Co. plans to lay off 4,600, or 30 percent of its workforce (NorthJersey.com)
Cessna is based out of Wichita, Kan.
Hawker Beechcraft Corp., another jet company in Wichita, cut 2,300 jobs in February 2009.
Quote from John Rosanvallon, CEO of Dassault Falcon: "When you look at use of business aviation, it's not just a few fat cats traveling around."
Widespread criticism of private jet travel came to the forefront in 2008 when the leaders of struggling U.S. automakers flew in corporate jets to Washington to tell lawmakers why they need taxpayer assistance. (NorthJersey.com)
Companies that cancel orders for private jets often lose deposits of millions of dollars.
JPMorgan Chase & Co. said that it has no plans to purchase new jets or renovate an aircraft hangar until after it has paid off the money it received as part of the government's bank investment program last fall.
Citigroup, which received tens of billions in government bailout money, came under criticism after purchasing a new, $50 billion corporate jet for executives.
More than 250 CEOs racked up personal flight time worth at least $50,000 in 2004. (USA Today)
More than 100 CEOs and senior managers ran up tabs of $100,000 or more.
EBay spent $229,145 for CEO Meg Whitman's personal plane use in 2004 and what the online auctioneer characterized as a $128,390 "bonus" to cover her taxes on the imputed income.
Leucadia National's Joe Steinberg’s personal flights cost the company $743,556 in 2004, 18% more than his $630,429 salary.
New York University finance professor David Yermack tracked Fortune 500 firms that paid for CEOs' personal flight time from 1992-2002. In his study Flights of Fancy: Corporate Jets, CEO Perquisites, and Inferior Shareholder Returns, he found they lagged behind the benchmark Standard & Poor's 500 by 4 percentage points a year.
Quote from NYU professor David Yermack: "It's clear companies giving this perk perform poorly, and there's no reason to think that's changed. There may be a justifiable business purpose, but there are lots of companies that wouldn't have bought planes in the first place if the CEO didn't have his eye on it for the toy factor."
A 10-hour round-trip New York to Los Angeles first-class ticket on a major airline costs about $1,100. 
A flight aboard an aircraft that a company shares with others under a fractional-ownership arrangement might cost $5,000 an hour from New York to Los Angeles. 
A trip from New York to Los Angeles aboard a privately chartered Gulfstream IV could cost $100,000.
Former GE CEO Jack Welch received bad press for using the corporate jet after retirement.
Ed Bolen is the National Business Aviation Association President and CEO.
Bolen was quoted as saying, “In recent weeks, a number of mischaracterizations and misstatements have been made about business aviation.  We commend the senators for cutting through the over-heated rhetoric and sound bites and highlighting the true importance of business aviation to the national interest.” (Charter X)
Senators Pat Roberts (R-KS) and Sam Brownback (R-KS) wrote to Obama in support of private business aviation.
The letter noted that “86 percent of passengers on business aircraft are in fact not CEOs, but mid-level managers, sales representatives and technical employees.” (Charter X)
JetBlue Airways has taken advantage of the criticism corporations are receiving for private business aviation; JetBlue launched a campaign at www.welcomebigwigs.com targeting corporate executives leaning towards commercial flights. (Sharkey)
Proponents of corporate jets say that it is a more efficient option for busy employees and that, “These airplanes are a workplace at 46,000 feet.” (Sharkey)
$25 billion was given to JPMorgan Chase (in the bailout) who were reportedly going to purchase two luxury jets for around $60 million each. (Sharkey)
Proponents for business aviation claim that aviation is an important (and uniquely) American industry that should not be destroyed.
In our research, we have found many private jet manufacturers utilizing press releases and newspaper advertisements as channels/tactics for persuading their audiences.
Many of these companies feel they have been painted in inaccurate light.  Private business aviation is a necessary and efficient tool, not an executive toy or excess, they say.
 Jack J. Pelton is Cessna’s Chairman, President, and CEO.
 1.2 million jobs in the U.S. are in general aviation. (Cessna)
$150 billion each year is contributed to the American economy by general aviation. (Cessna)
Sears and Starbucks have gotten heat for their use of private jets.
Cessna’s largest plane: Citation Columbus seats up to 8 passengers.
Cessna’s smallest plane: SkyCatcher seats 2 passengers and costs $111,500.
Cessna lists 22 different planes for sale on its Web site. 
Cessna has sold 190,000+ planes in its history. 
US government is one of the largest users of private jets. 
Business aviation employs more than one million people in manufacturing and support services.
Many companies rely on an airplane to conduct business across a number of different locations, which are often located in areas without robust airline service. 
Of the nation’s 5,000 public-use airports, only 500 are served by the commercial airlines, making business aviation the only option for accessing most airports. 
NBAA and the General Aviation Manufacturers Association (GAMA) recently launched No Plane No Gain, an initiative to educate the public about the many benefits of business aviation.
The White House has nominated Randolph "Randy" Babbitt as the next administrator for the Federal Aviation Administration (FAA). (National Business Aviation Association)
Randolph Babbitt's nomination is subject to confirmation by the U.S. Senate. (National Business Aviation Association)
Companies that use private aircraft also spend about $11 billion on commercial fares each year.
About 85 percent of corporate fliers are small operators.
Business aircraft is used as a business tool. 
President Barack Obama proposed budget includes user fees for general aviation.
User fees would total some $7 billion in 2011, or about half of the FAA's total budget. (National Business Aviation Association)
There are 11,000 business jets in the worldwide fleet with the vast majority of them based in the United States or owned by US companies.
Many corporations have it in their bylaws that their top executives cannot travel in the same aircraft which is why corporate jets are used
Corporate jets allow security to travel along.
The struggling bank Citgroup cancelled a $50m executive jet after being attacked for the purchase by the White House and by the US treasury.  (Clark)
Second-hand market for planes reaches new high.  (Clark)
Two leading firms – Cessna and Hawker Beechcraft – recently announced more than 3,000 job cuts. (Clark)
Sales of business jets have slumped amid negative publicity over corporate excess. The drop has been compounded by company cuts. Bombardier, maker of the Learjet and Challenger aircraft, today forecast a 25% fall in sales of its business jets  (Milmo and McDonald)
Small or medium-sized companies use 85 percent of aircraft used by businesses.
For the most part, that 85 of the planes used are single- and twin-engine propeller and turboprop aircraft or small or medium sized jets,
Most aircrafts interiors designed for business is about the size of a minivan or SUV.
The 1.2 million jobs supports 5,000 general aviation airports
General aviation contributes more than $150 billion annually to the U.S. economy
General aviation is one of the few remaining industries that maintain a positive balance of trade with nearly 40 percent of the country’s total 2007 production of $12 billion worth of aircraft exported.
Based on unit sales, Cessna Aircraft Company is the world's largest manufacturer of general aviation airplanes.
In 2008, Cessna delivered 1,301 aircraft, including 467 Citation business jets, and reported revenues of about $5.662 billion.
Since the company was originally established in 1927, some 192,000 Cessna airplanes have been delivered around the world.
Textron Inc. is a $14.2 billion multi-industry company operating in 28 countries with approximately 42,000 employees.
Many businesses of all sizes rely on these aircraft to provide the most cost effective and efficient means of transportation for their business model.
Business aircrafts provide employees the ability to conduct business while traveling.
On 4 November, 2008, Cessna's parent company, Textron, indicated that Citation production would be reduced from the original 2009 target of 535 "due to continued softening in the global economic environment" and that this would result in an undetermined number of lay-offs at Cessna.
CEO Jack Pelton indicated that while Cessna sales of aircraft to individual buyers have fallen that piston and turboprop sales to business have not.
Cessna is known for producing small, piston powered aircraft.
Cessna produces business jets.
Cessna is a subsidiary of the U.S. conglomerate Textron.
Cessna was founded in 1927.
In 2008, Cessna employed 15,000.
Cessna’s company history can be traced back to Clyde Cessna.
In June 1911, Clyde built a wood/fabric plane.
From 1932 – 1934, Cessna closed its doors due to a poor economy.
Dwaine and Dwight Wanace took over the company in 1934.
The Wanance brothers started the process of building Cessna into a global success.
Cessna’s 170 became the most widely produces light aircraft in history.
In 1972, Cessna was the first manufacturer to build 100,000 aircraft.
Cessna cut 665 jobs in November 2008.
Jack J. Pelton is the Chairman, President, and CEO of Cessna.
In January 2009, Cessna announced 2,000 additional layoffs.
Traditionally, Cessna likes to use marketing slogans and buzzwords.   Examples: Land-o-matic (landing gear) and Navo-matic (Cessna’s autopilot system)
In concrete terms, this market  (India) is growing at an average of 30-35 aircraft annually, says Ravi Menon, director, Air Works India Engineering Pvt Ltd, a Mumbai-based aviation company. Top manufacturers of business jets include Cessna, Gulfstream, Hawker Beech, Bombardier and Dassault.  (Shobha John)
The business aviation industry likes to point to fliers like Richard W. Shine. A former Air Force pilot, Mr. Shine says his 28-year-old twin-engine Mitsubishi MU-2 allowed him to expand his scrap metal business, the Manitoba Corporation in Lancaster, N.Y., near Buffalo. (Sharkey)
He said that as the Buffalo manufacturing economy collapsed, he was able to save his business by having the ability to fly conveniently to nearby states to develop new markets. (His company was founded by a grandfather who moved to Buffalo from Poland and opened a rag-recycling business with a horse and cart in the early 1900s.) (Sharkey)
Cessna has four different facilities in the United States and one in Mexico.
Cessna Aircraft Company is the world's largest manufacturer of general aviation airplanes.
In 2008, Cessna delivered 1,301 aircraft, including 467 Citation business jets, and reported revenues of about $5.662 billion.
Since the company was originally established in 1927, some 192,000 Cessna airplanes have been delivered around the world, including more than 5,700 Citations, making it the largest fleet of business jets in the world.
Cessna offers fractional ownership.
"Rise" advertising campaign Cessna launched in February.
TMZ is reporting that both Justin Timberlake and Brad Pitt have been spotted rubbing elbows on Southwest airlines flights in lieu of the private jets they normally use for cross country jaunts.
Last month, when the heir to the throne of Britain, Prince William, went on a skiing vacation in Courchevel, on a flight to Switzerland, he and his girlfriend, Kate, took a right upon entering the British Airways aircraft, and sat amongst the rabble.
The Queen herself, who isn't likely to join her grandchildren amongst the hoi polloi, has at least held off purchasing a new £7 million private jet, sticking instead to an older plane.
The 2010 Special Olympics USA National Games will be the sixth citation Special Olympics airlift.


[bookmark: _Toc228696669]Appendix B: Survey
A Brief Survey
This survey is for academic purposes only.  Your identity and responses will remain confidential. 

Please indicate your response by circling the most appropriate number on the scale below.
1.) What is your knowledge level regarding the use of corporate jets?
0	1	2	3	4	5	6	7	8	9	10
										
I know nothing  		I know an average amount		I have expert knowledge

2.) What is your feeling regarding the use of corporate jets?
0	1	2	3	4	5	6	7	8	9	10
										
I am strongly opposed  		       Neutral		                    I am strongly supportive

.
3.) Please provide any additional thoughts or comments regarding the use of corporate jets.
      (Please write comments below)







Total surveys: 63
Rating/# of respondents
0-23
1-11
2-3
3-9
4-3
5-12
6-1
7-1
8-0
9-0
10-0

0-5
1-4
2-11
3-6
4-6
5-24
6-2
7-2
8-2
9-0
10-1
Written Responses
I couldn’t care less
Unnecessary 99% of the time. They should fly coach like the rest of us unwashed masses and charter planes instead of owning them.
Unplanned air travel = hasty decisions = probably not good decisions. Therefore, I propose large corporations which are chartered to operate in the public interest should not be allowed to own planes.
I’m going to be one of those guys wasting money on private planes one day...so I like them!
If I could afford it, I’d do it without question. Why chum with the "little guys" if you don't have to.
