Advertisements of Pxmart

Pxmart was a discount shopping center established by the government for government employees in order to supplement their lower wages.  These shopping centers were privatized and turned into Pxmart in 1998 and any civilian could now enter Pxmart without the need of a pass.  Pxmarts are simple shopping environments without the parking facilities, eye-catching billboard signs, or well-lit spacious areas that characterize discount shopping centers such as Carrefour.  This lack may come across as a serious drawback, yet a series of innovative ads turned the drawback into an advantage.   
In 2007 Pxmart released the first of a series of ads that left a deep impression on the TV audience.  The ad featured a Mr. Pxmart who straight-forwardly told the audience about Pxmart’s defects, including no gorgeous decoration and no conspicuous signboards.  But then the ad said that Pxmart saved money on decoration in order to provide their customers with the cheapest products.  The ad was quite persuasive because it not only claimed that Pxmart was cheap but also gave the reason why it was cheap so that customers could understand and believed it.  Statistics proved that this first ad succeeded in drawing customers to Pxmart.
After the first ad was broadcasted on TV, a series of additional Pxmart ads of Pxmart were released in sequence to tell customers that Pxmart sells quality goods at low prices.  Customers may have understood Pxmart was cheaper than other markets, yet they might also have some suspicion about the quality of the products sold there.  They inferred that Pxmart might have done shoddy work and used inferior materials so as to sell its products at such unbelievable low prices.  In order to dispel this misunderstanding, the ads introduced a series of interesting tests to prove that goods sold by Pxmart were not only cheap but more importantly just as good as the name brands.  In one of the ads, Pxmart demonstrated that its boxes of tissues had more quantity than other brands.  Mr. Pxmart gave a woman who was crying a box of tissues from Pxmart to wipe her tears.  She used one, two, three…to one hundred and ninety tissues.  Was the box empty?  At this moment, something amazing happened: she continued to pull tissue papers out of the box until the number count reached two hundred.  Through this simple but dramatic story, the ad proved that cheap prices do not mean the customers would be short-changed on value.    
As economic problems swept across the globe, Pxmart ads took another approach to speak to customer concerns.  Unlike prior ads that highlighted Pxmart’s low prices, the final series of ads emphasized the importance of saving money.  At the beginning of the ads, Mr.Pxmart narrated the importance of taking good care of children and protecting animals.  The children and animals then assumed postures that resembled the picture on the thousand-NT bills.  In other words, protecting children and animals equals protecting money, and we have to treat them properly, and the best solution was to shop Pxmart where we could save money, and by extension, protect children and animals.  The ads used a humorous and creative way to imply that audience should shop at Pxmart for a good cause.  The ads also made spending money natural and right.
In the end of 2007 as the financial Tsunami hit the whole world including Taiwan, Pxmart ads catered to the anxieties and fears that followed Financial Tsunami.  As people tend to economize on their living styles, Pxmart ads met customers’ need and succeeded in attracting customers.
