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DELL Vostro/Latitude – Overview

Client: Dell

Flight: July, 2009 – August, 2009

Market: National

Description: Dell partnered with The WSJ Office Network with the following goals:

*Reach small businesses of 100 employees or less to promote the Dell Vostro 

*Reach mid-size businesses of 100-500 employees to promote the Dell Latitude

Our tenant profile capabilities enabled Dell to target small and mid-size companies by delivering their 
two different campaigns to each building in proportion to the small and mid-size companies present 
in the building. 

Study: The WSJ Office Network commissioned Brand Keys to execute a post-campaign awareness and intent 
to purchase study among building tenants in New York, Chicago and Los Angeles.
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DELL Vostro/Latitude - Campaigns

Dell Vostro Ad  - Standard Ad Dell Latitude Ad  - Standard Ad
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DELL Vostro/Latitude – Case Study Results

Source: Brand Keys, WSJON Dell, August 2009

Key Metrics 3 Market

Average

CHI LA NY

Telephone Interviews Conducted 116 115 112 120

Likelihood to Consider 
(Extremely/Somewhat Likely)

55% 40% 56% 70%

Increase in Brand Strength Based 
on WSJON Exposure

From 85% to 91% From 85% to 90% From 85% to 91% From 85% to 92%

Dell’s campaign on The WSJ Office Network generated a significant increase in brand strength and 

purchase intent.
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DELL Vostro/Latitude – Case Study Results

Source: Brand Keys, WSJON Dell, August 2009

Recall of the Dell campaign on the WSJ Office Network was notably stronger than other means 

advertising.

Where Respondents Had Recently Seen/Heard 
Dell Advertising

3 Market 
Average

Chicago Los Angeles New York

WSJ Office Network (in building) 37% 39% 35% 37%

Magazine 4% - 7% 6%

Newspaper 43% 39% 40% 50%

On-line 6% - 7% 11%

Outdoor 36% 33% 33% 44%

Radio 13% 6% 27% 6%


