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Abstract:
AMD is using print ads, targeting both business and home users as part of what it describes as its biggest-ever branding campaign. The Sunnyvale, Calif., company specializes in chips that run the same software as Intel's, but have been falling behind lately by some measures of speed. With its new campaign, AMD is attempting to build a distinct image of responding to customer needs, rather than simply shoveling faster chips at them, said Rob Herb, an AMD vice president.
Intel Corp. and Advanced Micro Devices Inc., which have long played tit for tat in introducing computer chips, have chosen the same day to announce major advertising campaigns.

The new ad spending, put at "tens of millions of dollars" by Intel and at $28 million by AMD in 2002, comes as both companies are battling tepid customer interest in technology. The two companies say the timing is mere coincidence.

Intel on Sunday will begin airing TV spots that highlight how technology has changed people's lifestyles. Over music by such artists as Moby and Basement Jaxx, the ads feature images of young people using digital photos, videos, music and wireless messaging.

The ads are a stylistic departure from Intel's past TV spots, which have included Blue Man Group and animated beings from outer space. "We've gone from blue men to aliens to people," said Pam Pollace, an Intel marketing vice president.

The campaign was created by New York ad agency Euro RSCG MVBMS Partners, a unit of Havas Advertising of France. It extends the company's recent "Yes" campaign, which was launched in June for a business audience and is based around a series of questions. Intel's new TV ads also end with a new query: "Can a better computer really change your life? The answer is `Yes.' "

AMD is using print ads, targeting both business and home users as part of what it describes as its biggest-ever branding campaign. The Sunnyvale, Calif., company specializes in chips that run the same software as Intel's, but have been falling behind lately by some measures of speed. With its new campaign, AMD is attempting to build a distinct image of responding to customer needs, rather than simply shoveling faster chips at them, said Rob Herb, an AMD vice president.

The ads were created by McCann-Erickson San Francisco, a unit of Interpublic Group of Cos. Some discuss customers' needs for better battery life on portable PCs. They use phrases such as "inspire me," "amaze me" and "challenge me," ending with the tag line "AMD me."

