
ESPN UTILIZES INTEGRATED APPROACH TO APPEAL TO
TYLENOL 8  HOUR “ WEEK END WARRIORS”

BACK GROUND
In May 2003, the makers of Tylenol launched a new
product, Tylenol 8 Hour, specially formulated for the
extended relief of muscle aches, strains and body
aches associated with active pains.    

To correspond with its nationwide product launch,
Tylenol 8 Hour unleashed a multi-media ad campaign
that incorporated ESPN's television, magazine, radio
and Internet properties.  The campaign for Tylenol's
new extended pain reliever primarily targeted
"Weekend Warriors," men ages 18-34 who exercise. 

By advertising on multiple outlets throughout the
ESPN network, Tylenol 8 Hour was able to generate
awareness and encourage consumers to try its new
product.  The results demonstrate that advertising on
multiple ESPN properties worked together to build
brand awareness and drive purchase intent for
Tylenol 8 Hour.

CAMP AIGN ELEMENTS
ESPN developed a compelling promotional platform,
“The Sore Winner Challenge,” that appealed to
sports fans and fully leveraged ESPN’s integrated
assets in:

ESPN TV networks
ESPN.com
ESPN The Magazine
ESPN Radio
On-site 

ESPN produced advertising spots for the Web using
ESPN Motion that were co-branded with Tylenol 8
Hour.  In addition, “The Sore Winner Challenge” 
promotion included sponsored editorial content on
ESPN.com, an online trivia contest and in-store 
promotions in local markets.

 

 

  

 

 

MARKETING GOALS

• Drive awareness and excitement for the launch
of Tylenol’s new 8 Hour brand among sports
fans

• Increase trial and purchase intent among
“Weekend Warriors” - men ages 18-34 who
exercise

• Evaluate the synergistic value of advertising
and promotion of “The Sore Winner Challenge”
on multiple ESPN properties - TV, print, radio
and online
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THE TEST
Dynamic Logic's CrossMediaTM Research analyzed
the impact of Tylenol 8 Hour advertising and “The
Sore Winner Challenge” promotions on consumers
exposed to various media combinations on the ESPN
networks.  

Data was collected prior to and throughout the ad
campaign to evaluate the effects of various media
combinations at different stages of the campaign.
The test was conducted in a live, in-market 
environment with respondents recruited from
ESPN.com.  

THE RESUL TS
Tylenol 8 Hour’s integrated use of ESPN media effec-
tively increased Brand and Ad Awareness, Brand
Favorability and Purchase Intent among key 
consumers.  As shown in the chart below, 
consumers’ awareness of the Tylenol 8 Hour brand
increased from 48.9% to 83.1% as a result of ads on
multiple ESPN media.  In addition, Brand Favorability
for the Tylenol brand increased by 29.6 percentage
points.   
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ESPN’ S IMPACT
“The Sore Winner” advertising resonated with
ESPN’s sports fans and provided a powerful platform
for Tylenol’s new brand.  Tylenol 8 Hour’s campaign
was well integrated through multiple media proper-
ties; therefore, it maximized the advertising synergies
of the ESPN brand.

ESPN TV, ESPN Radio, ESPN The Magazine and
ESPN.com created a multi-media powerhouse for
Tylenol 8 Hour to introduce its new product to
“Weekend Warriors.”  The ad campaign capitalized on
ESPN’s assets and created a strong connection,
resulting in increased awareness of the new product
and in influencing consumers to try Tylenol 8 Hour.   
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ESPN Media include TV, Magazine, Radio and Internet
Source: Dynamic Logic, January 2004, Control n=501;
ESPN Media n=243
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