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 The man who stops advertising to 

save money
  is like the man who stops the 

clock to save time”

“
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Initially founded in 1903 as a lumberyard in Wisconsin, 
Andersen Windows has risen as the leader in the window 
and door industry across North America. Currently, 
Andersen Windows is the most used and recognized 
brand of windows and doors by builders, re-modelers and 
homeowners. Windows and doors within the family of 
Andersen brands are used in new residential construction, 
home improvement, remodeling, replacement and do-it-
yourself projects as well as in light commercial construction. 

Andersen brand products are not limited to only domestic 
use. Sales of such products for large projects abroad is 
continually growing by targeting large residential and 
light commercial development. As of late, Andersen 
brand products are currently being used worldwide in 18 
countries.

In addition to their commitment for high quality windows 
and doors, Andersen Windows is dedicated to the 
community, environment and safety. Since 1994, Andersen 
has been partnered with Habitat for Humanity, donating 
windows and doors and encouraging volunteer support. To 
date, the Andersen Windows Foundation has donated $45 
million to non-profit organizations.

Andersen Windows currently employs over 10,000 
individuals across North America with its corporate 
headquarters in Bayport, Minnesota.
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Opportunities:

-Increase long-term profits 
through green initiative
-Increase brand loyalty
-New benefits to promote
-Saturating our target 
demographic 

Strengths:

-Energy Star Rated 
Products
-Ease of installment 
(Andersen 400 Series)
-Federal tax incentive (up to 
1500)
-American manufacturer
-2.5 billion in sales

Weakness:

-Expensive compared with 
competition
-Faulty brand recognition
-Not preferred by contractors
-Advertisements don’t 
differentiate from competition

Threats:

-High price could turn 
consumers away
-Uneducated consumers may 
not comprehend long-term 
benefits 
-Past negative preferences 
could sway consumers from 
new benefits
-Commercial construction is 
at a low due to poor economy

SWOT ANALYSIS
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Since one of the great advantages of Andersen Windows 
is their energy efficiency, our campaign will be focused in 
cities and areas where the population is focused on going 
green and saving energy. To do this, we have researched 
which cities are known for being eco-friendly, and which 
cities offer additional tax breaks for the residents that are 
environmentally friendly. Popular Science ranked cities 
around the country with populations larger than 100,000 
on different scales regarding air quality, energy use, and 
preferred modes of transportation. Their rankings justified 
our findings, rounding off the top 10 environmentally 
friendly cities as: Portland, Eugene and Oakland, Oregon, 
San Francisco, Boston, Cambridge, Mass., Berkeley, Seattle, 
Chicago, and Austin, Texas. Most of the standout states are 
out West, like Oregon, Colorado, Minnesota, and California. 
The Midwest and Eastern regions were pretty nonexistent in 
our research. 

Our focused demographic is the homeowner who is looking 
to remodel their older home to make it more energy efficient, 
and also the new homeowners that are looking to build. 
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The Problem of Energy Waste

Each year, millions of consumer dollars are wasted on 
heating and air conditioning that is transferred out of the 
house because of inefficient building materials.

 According to the U.S. Department of Energy, energy loss 
due to windows is responsible for 5% of the total energy 
consumption in the United States 

The more energy we have to use, the more harmful CO2 is 
released into the air, contributing to greater pollution

Benefits of Energy Efficient Windows to the 
Consumer

Energy efficient windows can save the consumer money as 
well as decrease the consumer’s impact on the environment. 

Savings can range from $71- $501 annually depending on 
what kind of window you are replacing, or where you live. 
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Below is a graph depicting the estimated savings based on 
where you live in the continental United States

Home energy use accounts for about one quarter of your 
carbon footprint. Reducing your energy bill can make a 
substantial difference. When heating a house with gas, coal, 
or electricity somewhere along the process CO2 is released 
into the air, contributing to the “greenhouse effect” which 
has been linked to dangerous environmental irregularities, 
such global warming.

Home energy use accounts for about one quarter of your 
carbon footprint, reducing your energy bill can make a 
substantial difference.

Energy efficient windows create more comfortable 
environments by limiting the cold air from outside coming 
in, lessening cold drafts during chill winter months.

Standard windows can let up to 75% of the sun’s heat into 
the room. However energy efficient windows cut down on 
the heat transfer, while letting the consumer still enjoy the 
light from the sun.

The sun’s rays can be extremely damaging to consumer 
belongings such as discoloration of woods, flooring, drapes, 
art, and electronics. Energy efficient windows have special 
coatings that cut down on the amount of damaging rays that 
pass through the pane

Currently, under Obama’s new green initiatives, buying 
Energy Star windows gives the consumer up to a $1,500 tax 
incentive. Andersen Windows was awarded the Energy Star 
Program’s Partner of the Year for 2010.
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covers the fenestration industry. Every year they come 
up with a list of the top 100 window and door companies 
Andersen Corporation was ranked first in the billion 
dollar or more sales category with a work force of 10,000 
employees.

Formosa Plastics Group came in 2nd with 90,000 employees. 
Formosa Plastics is based in Taipei, Taiwan while Andersen 
is headquartered in Minnesota, is American made, and 
provides jobs for the American workforce. Formosa 
Plastics only manufactures synthetic doors while Andersen 
manufactures a full line of synthetic and wood doors and 
windows.

Jeld-Wen Inc. rounds out the top three and employs 20,000 
workers. Jeld-Wen Inc. is also an American company based 
in Oregon. Jeld-Wen offers a wide array of doors and 

windows, interior doors, and 
millwork products. Jeld-Wen 
is one of the major sponsors 
of the international golf 
circuit, including the Jeld-Wen 
Tradition and a main sponsor 
of the Australian Football 
League. 

Pella Corp. is a privately-
held window and door 
manufacturing company 
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founded in 1925 with operations across the United States. 
Patented Rolscreen insect screen that rolls out of site when 
not in use.

Milgard Windows and Doors has a patented SmartTouch 
lock which receives the Arthritis Foundation Ease-of-Use 
commendation. Only window manufacturer to receive a 
2008 Bronze IDEA Award for design.



OBJECTIVES
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Andersen Windows is already known by some for having a 
reputation for their durable and quality products. Though 
their windows and doors may not be the cheapest among 
competitors, they are known for being a high-end product. 
The problem with the current branding though is that not 
enough people know this about Andersen Windows. That is 
why we want our campaign to focus its attention on raising 
brand recognition. When our demographic thinks about the 
brand, we want them to instantly think of high-quality, great 
value and all of the benefits Andersen Windows has to offer.

To help make these ideals of the brand stick with 
consumers, we also want to promote the new benefits 
Andersen Windows is adding to their already excellent 
windows. These new benefits include an easier to install 
window series, a new federal tax credit, and an increased 
involvement in energy efficiency. All of these things increase 
the quality of Andersen Windows, but also helps consumers 
save money in the long run. We hope that by promoting the 
increasing strength of the products, we will increase image 
management, and possibly address issues that previous 
users have had with the brand.

Overall, our biggest goal is to increase brand loyalty 
along with brand recognition. Not only do we want our 
demographic to instantly recognize and understand the 
brand, but to feel a sense of dedication to it as well. People 

1. Raise brand recognition 
2. Highlight new benefits:
  energy efficiency and new   
             installation-tax credit 
3. Image management
4. Brand loyalty 
5. Length of campaign: one year 
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should put Andersen Windows at the top of their list when 
considering which windows and doors. to buy, and our 
advertising campaign will focus on making this a reality. 



31

BU
D

G
ET

Based on our selected advertising mediums and the length 
of a one year campaign, we initially thought it was appropri-
ate to set the budget for the Andersen Windows campaign 
for $43,750,000. We obtained this budget by first figuring out 
the net sales for Andersen. Andersen Corporation is the par-
ent company of Andersen Windows and is made up of four 
subsidiary companies. We took seven percent of the total net 
sales and then divided this number by four. This left us with 
$43,750,000 million for the Andersen campaign. However, 
while most other agencies will charge this amount, we were 
able to undercut the budget while still obtaining all of our 
campaign goals and desired advertisements. Currently, the 
budget is $40,989,562.

This budget covers the cost of advertising strategies that 
include celebrity endorsements by Mike Holmes, national 
television placement and print advertisements placed in 
stores, magazines and on the Internet which will be broken 
down and explained later on.

TV:       40.5% 
Internet:      2.4% 
Miscellaneous and Production Costs:  4.9% 
Magazine:      21.3% 
In-Store:      6%
Celebrity Endorsements:    24.4%



STRATEGY
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Andersen windows and increase brand awareness. We 
wanted our advertisements to reflect this by showing the 
different benefits Andersen Windows provides, the comfort 
and security they bring and build up the credibility of the 
product.

Many of our advertisements will be featured in home 
magazines such as Better Homes & Gardens, some will 
appear as Internet ads, and many will appear on home 
improvement cable channels such as HGTV, DIY Network 
and TLC. We also want to advertise in network primetime 
slots, which may not hit our target demographic head 
on, but will help increase brand recognition with the 
general public. Most advertisements will appeal to the 
consumer’s general desire for comfort and security, while 
simultaneously appealing to their “bottom-line” side by 
promoting benefits and savings.

Finally we want to expand on the typical mediums by 
advertising in stores such as Lowe’s and the Home Depot, 
and also spending a lot of our money on a celebrity 
endorsement with Mike Holmes. We will feature our 
products on recurring episodes of his show Holmes 
on Homes, as well as use Holmes in a variety of TV 
commercials and print ads. This will increase our brand 
recognition and will create a strong partnership with one of 
the most credible contractors on TV, Mike Holmes. 

1. Holmes on Homes (Mike Holmes to use product
 on show-celebrity endorsement) 
2. National TV placement: HGTV, TLC, DIY
 Network, with additional advertisements during
 one family primetime show (8pm) 
3. In store advertisements: Lowe’s and Home Depot 
4. Magazines: Better Homes & Gardens 
5. Internet Ads 
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Mike Holmes is a professional contractor best known for his 
television show Holmes on Homes, which airs on HGTV. 
The premise of the reality show is to fix real problems bad 
contractors have left in owners’ homes. Mike Holmes not 
only inspects the houses for their problems, but he remod-
els and fixes the home free of charge. He encourages people 
to “do it right the first time”, and doesn’t skimp on small 
details.

We feel Mike Holmes is an ideal celebrity endorsement 
for this campaign, because he is so credible, likeable and 
trusted. His reputation is something we aspire for our brand 
to be known for. Most remodelers don’t know exactly what 
they are doing and often need advice, especially from some-
one knowledgeable like a contractor. By working with Mike 
Holmes we are able to give them the advice of using An-
dersen Windows products, with the integrity that Holmes 
is famous for. Having someone such as Holmes back our 
product conveys to the consumer that it is reliable and the 
right choice for them.

We will advertise the windows and doors on Holmes on 
Homes, as well as use Holmes in print ads, television spots 
and possibly in-store advertisements. This is a very large and 
important part of our campaign and we know that it will not 
only get the Andersen Window’s brand more recognition, 
but it will build brand loyalty by associating itself with the 
popularity of Mike Holmes. 
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Budget: $ 16,614,562

Our TV marketing campaign focuses on a celebrity endorse-
ment with Mike Holmes. We plan to focus on purchasing a 
few prime time slots between 7 p.m. and 11 p.m. on major 
television networks such as ABC, CBS and NBC. We would 
also purchase time slots on Home and Garden Television  
(HGTV), DIY Network, and TLC. These specialty channels 
will make it much easier to reach our target psychographic 
audience. We plan to place more advertisements on these 
specialty channels compared to those on major networks to 
increase the reach of the advertisements, while the ads place 
during prime time on the major networks will focus on in-
creasing the number of impressions.
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Budget: $2,459,373

In addition to celebrity endorsements and national televi-
sion placements, a number of our print advertisements will 
be featured in stores. The highlighted advertisements will 
be showcased in Lowe’s as well as Home Depot consider-
ing these two stores are recognized as the number one and 
number two home improvement stores. We’re going to focus 
our advertisements to locations mentioned in the earlier 
demographics including California, Colorado, Minnesota, 
Washington, Oregon, Illinois and Massachusetts. 
Our reasoning behind placing advertisements in stores 
stems from the fact that consumers initially browse in stores, 
searching for potential products. They want to see what 
products home improvement meccas are carrying as well as 
the quality of the product. In-store advertising has doubled 
since 2004. Additionally, more than 70% of purchase deci-
sions are made in-store. Advertising in Lowe’s and Home 
Depot gives the consumer an opportunity to ask home 
improvement professionals about the advertised products. 
Based on these facts, we have allotted six percent of our cam-
paign marketing budget for in-store advertising: $2,459,373.
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Budget: $8,549,700

Specialty magazines are a great way to reach our exact tar-
get. When people are building or remodeling their homes, 
magazines such as Better Home and Garden, or Home De-
sign are easily accessible and cheap reference guides. Our 
warm and attractive print ads that show families enjoying 
their energy savings will attract the conscious home owner 
to do more research on Andersen Windows for their own 
homes. 
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Budget: $1,000,000

Internet advertising is extremely affordable and because of 
that we want to put together an all-encompassing campaign 
to really get Andersen’s name and image out in the cyber 
net. Not only will we advertise on the familiar avenues such 
as Lowes, Home Depot, Menards, DiY Network, HGTV 
Network, and other home improvement related sites we 
would like to expand the brand recognition by advertising 
on general popular sites.  These sites include ESPN, Face-
book, Twitter, and the major search engines such as Google 
and Yahoo.  Given that advertising on the Internet is so 
affordable, in some cases as inexpensive as $30 a month, we 
feel this is a perfect avenue to make a big impact on raising 
brand awareness.  

Even if someone on a given site sees the logo it will help 
them to possibly recognize it in the future when they are in 
the market for a window or door.  One of our goals was to 
raise general brand awareness, and the Internet is the perfect 
avenue to reach the largest amount of consumers
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