
FCB GRID

Joshua Bains spoke with Creative Director Bruce Bendinger, author of the Copy Workshop Workbook, about the FCB
Grid. Learn how it can.

But short-sighted Quadrant 3 will. Skin softening soap is just at the beginning of the feeling side of the grid.
Lists of keywords tell us what people want. Fragrance evokes higher feeling than a Hallmark card, and also
requires higher involvement. Pick an object on the way home. The most suitable media strategy to impress
Customers who belong to this quadrant is providing them Infomercials, Printable and Long copy formats. For
instance, a high cost product that is bought once in a life time will fall in this quadrant owing to the money
invested in the purchase. The best strategy to advertise products that lie in this quadrant is to provide
customers with complete information about the product including practical demonstrations if possible. Buying
things just for the heck of purchasing or yielding to peer pressure fall under this category of purchase. This
quadrant is termed as Satisfaction Quadrant. To understand the FCB grid, I spoke with creative director Bruce
Bendinger, who is the author of the Copy Workshop Workbook , and who has introduced concepts to students
of copywriting and marketing the world over. The products that fall under this category are those that are
bought in an impulsive manner or for personal satisfaction. It does help you explore the alternatives that you
might not have seen at the opening round. The decision to buy lies somewhere on that graph, in one of its four
quadrants: At the upper left, Quadrant 1 decisions are based on highly involved thinking. This is the reason
why the third quadrant is also termed as Habitual Quadrant. This is the reason why the second quadrant is also
termed as Affective Quadrant. Attention acts as the key driver in Quadrant Four. Some products that calls for
High Involvement as well as feeling that kindles the desire in consumers are beauty products, car for the
family and dress material. Examples for products that are purchased with low levels of involvement and very
little thinking effort are monthly groceries, vessel cleaners etc. Try it. This is not decimal point kind of stuff.
We learn about the product only after taking it home and not before. Demonstration acts as the key driver in
Quadrant one. Purchase requires information first, which leads to awareness and a considered buy. This is
achieved through the insight provided by the grid on the purchase pattern of each consumer. The best strategy
to advertise these products is to provide, visuals that will have a high impact on customers. Such purchases are
personal preferences and can be momentary decisions. Then you can explode the dot and quickly devise a
handful of concepts, each trained on a different buyer. At the upper right, Quadrant 2 decisions are based on
highly involved feeling. The best strategy to advertise these products is to focus on symbolic means and visual
elements that will have high impact on the consumers. Like Spotify at work. This helps sales department to
focus on the target audience represented by each quadrant for its own product lines. Maybe you think of these
ideas willy nilly as you type, but how can you engineer them without fail? This brings about a change in his
behaviour making him think rationally before making a purchase rather than harping on lateral thoughts. At
the lower right, Quadrant 4 decisions are based on lowly involved feeling. Perfume blows it away, ending up
on the far right of feeling. Impact acts as the key driver in Quadrant two. Purchase requires reflection first, as
personal ego and self-esteem cajole us to buy. The grid gives you an insight. With that information, we can
devise four advertising concepts about a single product that will influence different buyers. What are four
ways you can market a traffic jam? At the lower left, Quadrant 3 decisions are based on lowly involved
thinking. Purchase of practical goods based on habit and routine behavior. The first thing is to get some kind
of attraction.


