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Welcome to INSIDE WASHINGTON BUSINESS!

O n Mondays, The Washington Post expands its 
coverage of business by focusing exclusively on 
the region’s important businesses and financial 
communities. Regional business news and features, 
computer know-how, investment and tax advice all 
assist in making the subject of business informative 
and comprehensive.

WASHINGTON BUSINESS seeks to simplify 
complex and sometimes ambiguous topics through 
graphic representation. The use of graphics in 
WASHINGTON BUSINESS can help to make the 
subject matter more interesting for students. 
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For many students — especially the younger learners — initial reactions to the business 
sections may be characterized by disinterest and an inability to relate to the stories or 
concepts covered by business articles and features. Teachers may find an informal overview 
of the section helpful to establish a comfort level with this part of the paper.

Making predictions about the nature of 
what’s to be read promotes more strategic 
reading and can be particularly important 
when approaching informational reading 
material such as business news. The process 
enhances comprehension by calling up and 
utilizing any prior knowledge related to 
the topic. Vocabulary and word analysis 
are empowered through the thinking and 
discussions initiated by such predicting. The 
following overview exercises will acquaint 
readers with WASHINGTON BUSINESS 
as well as equip them with important 
understandings and vocabulary that will 
enhance their success.

The BUSINESS section of the paper 
is published Tuesday through Sunday; 
WASHINGTON BUSINESS appears only 
on Monday. Given the titles of these two 
sections of the paper, ask students to predict 
how the sections will be similar and how 
the sections will be different. Students may 
conjecture that while BUSINESS features 
a national perspective on the economy, 
WASHINGTON BUSINESS targets more 
“local” (regional) business news. What 
company names would students anticipate 
appearing in WASHINGTON BUSINESS? 
Which would refer only to D.C.? What other 
location names might be found within 
the stories, captions and advertisements 
throughout WASHINGTON BUSINESS?

WASHINGTON BUSINESS not only 
allows for the evaluation of data, but also 
can foster the ability to solve problems using 
arithmetic operation. As might be expected, 
math concepts (numbers and number words) 
appear frequently in WASHINGTON 

BUSINESS (as well as in BUSINESS). 
Prior to using the WASHINGTON 
BUSINESS section, have small groups 
of students or the whole class brainstorm 
number words they expect to see in this 
section of the newspaper. Teachers should 
first model for the class by providing a few 
examples. These would include: percent or 
%, increase, savings, million, contract, loan, 
sales, finance, bankrupt, balance, debt and 
treasury. After brainstorming and sharing 
lists, students can use the WASHINGTON 
BUSINESS pages to find terms already 
listed and add new terms to the list.

Almost everyone conducts some sort of 
business every day. As another way of 
establishing a comfortable relationship with 
WASHINGTON BUSINESS, teachers can 
ask students to tell the class (or a partner 
or the members of their small group) about 
their most recent “business transaction.” 
Typical student transactions would include 
buying a pencil from the school store; paying 
for the school lunch; buying a movie ticket; 
getting paid for doing a task, chore, or for 
performing a service. What business terms 
might apply to the transaction described? 
 Consumer  Rate 
 Discount  Rebate
 Dollar  Sale
 Producer Tax

These general activities can help make 
business and business concepts more 
meaningful to/for students. The following 
outline of features and columns can 
assist teacher planning and suggest 
additional introduction to WASHINGTON 
BUSINESS.
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Highlights of Washington Business

Features

APPOINTMENTS Promotion announcements and personnel moves 

BUSINESS IN BRIEF A compilation of news about local companies that was not 
covered in the past week’s daily newspaper

BY THE NUMBERS Charting the course of the local economy

DILBERT Comic strip by Scott Adams

FROM THE GROUND UP Weekly real estate column by reporter Neil Irwin about 
Washington-area commercial real estate and economic 
development issues

K STREET CONFIDENTIAL Bi-weekly column about the intersection of government and 
business

LOCAL STOCKS An alphabetical table showing the stock performance of all 
local publicy traded companies

MONDAY MORNING A round-up of the previous week’s business news.

NEW AT THE TOP Profile of recently appointed executives

THE PITCH Bi-weekly column featuring the Washington-area advertising 
and public relations community

START-UP A weekly look at the region’s newest companies

TECHWORKING A weekly conversation with a local technology employer

WASHINGTON INVESTING  A weekly column by long time Post business writer Jerry 
Knight. It explores trends, events and market forces affecting 
the stocks of Washington-area companies.

THE WEEK IN STOCKS A short story summarizing the stock performance of local 
companies

Graphs

THE CoSTAR OFFICE 
MARKET WATCH

A weekly look at a submarket of the local commercial real 
estate sector

THE CURRENT INDICATOR A measure of current economic conditions in the Washington 
area

 HOW WASHINGTON STACKS UP Economic statistics that compare local job growth, 
unemployment rate and consumer price index to comparable 
national figures

THE LEADING INDICATOR A forecast of economic activity in the Washington area

NVTC POTOMAC TECH 60 An index measuring the performance of 60 tech firms with 
headquarters in the region

THE WASHINGTON POST-
BLOOMBERG REGIONAL
STOCK INDEX 

A weekly index of the stocks of 260 publicly owned companies 
in the District, Maryland and Virginia.



Read the Washington Post-Bloomberg Regional Stock Index

Academic Content 
Standards and Skills

Maryland
Mathematics, Students 
will collect, organize, 
display, analyze and 
interpret data to make 
decisions and predictions.

Virginia
Civics and Economics, The 
student will demonstrate 
knowledge of how 
economic decisions are 
made in the marketplace 
by applying concepts 
of scarcity, resources, 
choice, opportunity cost, 
price, incentives, supply 
and demand, production 
and consumption.

Washington, D.C.
Mathematics, Data 
Analysis, Statistics and 
Probability, The student 
collects, organizes, 
represents, evaluates and 
interprets data; makes 
predictions based on 
data.

Fundamental Aim: 
Reinforce Interpreting

Sub-skill Reinforcement: 
Locating information, 
understanding forms, 
decision making, 
analyzing, comparing 
and contrasting, drawing 
conclusions

GENERAL PROCEDURE  
Students will use The Washington Post-Bloomberg Regional Stock 
Index for this activity. This is a weekly index of the stocks of 260 
publicly owned companies in the District, Maryland and Virginia.

Reading of charts and graphs is an integral part of understanding 
WASHINGTON BUSINESS. Use the reproducible, “Taking Stock,” 
for the Level 2 exercise. The September 20, 2004, “Winners & Losers” 
is provided for use with the Level 3 exercise.

1 Have students review THE WASHINGTON POST-
BLOOMBERG REGIONAL STOCK INDEX. Use the graph 
to illustrate and explain these important parts of graphed 
data: 

•The title identifying the information being shown
•The subtitle explaining how the information is being 

measured
•The information along the left side (often quantities)
•The information along the bottom (months, weeks, 

days)
•Any special coding or additional information

Have students answer the following:
•What is being recorded by this graph?
•How is the information being measured?
•What period of time is covered by the graph’s 

information? For what period of time is the greatest 
amount shown?

•For what period of time is the smallest amount 
shown?

•What might be the reason(s) for a reader to closely 
follow the information reported by this graph?

Review the charts that indicate the 10 biggest gainers and 
losers among regional stocks trading at more than $3 a share 
for the week, three-, six- and 12-month periods.

•Was any company consistently a best performer?
•Was any company consistently a worst performer?
•Identify the different types of companies. Is there a 

particular kind of business in the best performers? 
Why might this be?

Extension: Students might consider what information they 
would like to follow over a period of two to three weeks. Have 
them design the graph that would monitor this information. 
How could the data be collected? Who or what would be a 
source for the information? How could the collected, analyzed 
data be useful?

EE4INSIDE WASHINGTON BUSINESS



EE5INSIDE WASHINGTON BUSINESS

2 Direct students’ attention to THE WASHINGTON POST-
BLOOMBERG REGIONAL STOCK INDEX graph. This is a 
weekly index of the stocks of 260 publicly owned companies in 
the District, Maryland and Virginia. The companies included 
in this index range from Allegheny Energy to XM Satellite 
Radio, MicroStrategy to Digene, Jos. A. Bank Clothiers, 
Humphrey Hospitality and Chindex International.

Students will use the graphed performance of selected area 
stocks. Use the reproducible “Taking Stock.”
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3 Tell students they have $800 to invest in a local company. 
Divide the class into five investment groups. Each group is 
to complete the following steps.

REVIEW AREA COMPANIES
Each group will compare the current week’s WASHINGTON 
POST-BLOOMBERG REGIONAL STOCK INDEX with the 
reproducible “Index Winners & Losers for the Past Week, 
September 20, 2004.” 

•Why might a company be a six-month best 
performer then a week’s worst performer?

•Are any Washington companies consistently best 
performers?

•Should these businesses be considered by your class 
for investment?

•Should any of the September 20, 2004, worst 
performers be considered for investment because of 
their current performance?

If an EARNINGS WATCH is included, have students review 
the quarterly earnings report or other data.

Have students review SELECTED AREA STOCKS. 
Which five companies might they consider based upon this 
information?

READ LOCAL BUSINESS NEWS
Read articles in WASHINGTON BUSINESS. Are any of 
the companies that are being considered or type of business 
included in articles? Based upon information in articles, 
what should be considered in making a final decision?

SELECT A COMPANY
After students have reviewed all the information they 
have about Washington companies, they are to select one 
as their recommendation for class investment. Secure the 
company’s prospectus. Find all available information about 
this company.

PERSUADE THE CLASS and VOTE
Prepare graphs and other information to present to potential 
investors, the class. Each group will try to persuade their 
classmates to vote for their recommendation. The class will 
vote on the company in which to invest. If the vote is close, 
the money can be split between companies.

“BUY” STOCK and FOLLOW THE MARKET
Students determine the number of stocks they can afford. 
Over the next three months follow the company’s stock. 
Update the graph and determine if their investment was 
successful.
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Name _____________________________________________________________________________

Taking Stock

You live between two neighbors, both of whom invest in the area stock market.

Your neighbor on the right, Mr. B. Rupt, buys and sells his stock whenever the mood strikes him. He 
doesn’t watch the changes in the stock market to help him decide when he should buy and sell.

Ms. P. Pholio, your neighbor to the left, however, studies the market carefully and buys shares of stock 
just when she thinks they’re going to begin increasing in value. She sells them when she believes they 
are about to start falling in value.

Within the last eight or nine months, both Mr. Rupt and Ms. Pholio purchased fifty shares of stock 
in Amalgamated Paperweights, Inc. (API). As a business, API is normally a very safe buy; the rise 
and fall of its value tends to match or duplicate the rise and fall of THE WASHINGTON POST-
BLOOMBERG REGIONAL STOCK INDEX. Last week, you overheard these neighbors talking. Each 
had sold their fifty shares of API. However, Mr. Rupt said he had lost the most he could possibly lose 
when he sold off his shares. Quite to the contrary, Ms. Pholio told her neighbor that she made the 
most that she could have made buying and selling API stock. Use the graph to answer these questions 
about each neighbor’s investment.

1. If Mr. Rupt lost the most he could possibly lose when he sold his API stock, on what date did he buy 
his API stock?

2. When did he sell his shares of API?

3. If, in her buying and selling, Ms. Pholio made the greatest profit she could make, on what date did 
she buy her API stock?

4. When did Ms. Pholio sell her shares?

5. How long did Mr. Rupt hold on to his shares of API?

6. Approximately how many points did his stock drop in that time?

7. How long did Ms. Pholio keep her API?

8. Approximately how many points did API gain in that period?

9. If one share of API cost Mr. Rupt $10 when he bought his fifty shares, how much money did he 
spend?

10. Based on the drop his stock took, how much did he get for his fifty shares when he finally sold 
them?

11. How much money did he lose?

12. Ms. Pholio paid $5 each for her fifty shares of API. How much did she spend when she bought the 
stocks?

13. Considering the approximate gain of API shares during the time Ms. Pholio had the stocks, how 
much did her fifty shares bring when she sold them?

14. What was her profit?
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Index Winners & Losers for the Past Week, September 20, 2004

The Washington Post-Bloomberg Regional Stock Index is a weekly index of the stocks of 260 
publicly owned companies in the District, Maryland and Virginia. Accompanying the index 
are the 10 biggest gainers and losers among regional stocks trading at more than $3 a share 
in the past week.

Week’s Best Performers Week’s Worst Performers

Stock Close Change (%)

I.C. Isaacs $3.05 281

W.R. Grace $8.71 221

Sensytech $27.05 78

DigitalNet Holdings $29.81 47

American 
Community Properties $12.40 46

HealthExtras $13.81 45

Trex $48.11 44

Varsity Group $6.33 44

Star Scientific $5.19 43

Overnite $32.18 41

Stock Close Change (%)

Hanger Orthopedic $5.69 –67

WebMethods $5.05 –47

LCC International $3.25 –46

TeleCommunication 
Systems $3.43 –45

Flyi $4.08 –44

Spherix $3.58 –43

Talk America $5.54 –39

Sinclair Broadcast $7.94 –37

XO Communications $3.40 –36

Novavax $3.58 –35

6–Month Best Performers 6–Month Worst Performers

Stock Close Change (%)

Commonwealth Biotech $6.36 224

I.C. Isaacs $3.05 218

Rowe $4.86 143

Star Scientific $5.19 136

W.R. Grace $8.71 131

NII Holdings $40.71 103

Harman International $102.10 103

Massey Energy $27.52 101

American 
Community Properties $12.40 100

XM Satellite Radio $30.20 91

Stock Close Change (%)

Hanger Orthopedic $5.69 –62

Talk America $5.54 –59

Spherix $3.58 –57

Flyi $4.08 –56

Novavax $3.58 –49

WebMethods $5.05 –49

XO Communications $3.40 –45

Aether Systems $3.10 –44

Optical Cable $4.60 –42

Performance Food $24.40 –40

1–Year Best Performers 1–Year Worst Performers

Stock Close Change (%)

DigitalNet Holdings $29.81 27

Commonwealth Biotech $6.36 25

Convera $3.21 23

SI International $23.97 20

BCSB $17.32 14

Star Scientific $5.19 13

Interstate 
Hotels & Resorts $4.75 12

Gene Logic $3.83 11

Novavax $3.58 11

MicroStrategy $40.97 10

Stock Close Change (%)

TeleCommunication 
Systems $3.43 –22

Rowe $4.86 –12

Hanger Orthopedic $5.69 –10

Spherix $3.58 –8

Sensytech $27.05 –8

Strayer Education $104.67 –7

NCRIC Group $8.40 –6

SafeNet $28.35 –5

Flyi $4.08 –5

Saul Centers $30.76 –5

3–Month Best Performers 3–Month Worst Performers
Stock Close Change (%)

I.C. Isaacs $3.05 232

W.R. Grace $8.71 66

Star Scientific $5.19 46

Rouse $66.70 42

United Therapeutics $33.02 38

Hooker Furniture $27.69 37

Caci International $50.09 33

American Woodmark $73.70 33

XM Satellite Radio $30.20 32

Essex $10.55 29

Stock Close Change (%)

Hanger Orthopedic $5.69 –53

WebMethods $5.05 –39

Novavax $3.58 –33

Flyi $4.08 –31

Tessco Technologies $12.18 –30

Performance Food $24.40 –27

Sinclair Broadcast $7.94 –27

Digene $26.45 –26

Versar $3.78 –26

Spherix $3.58 –25
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The  “Ad”vantage in Washington Business

GENERAL PROCEDURE  
Endorsements for products, the words that draw attention to 
advertisements, and public-service announcements are the focus of 
this lesson. For Level 1 and Level 3 activities, two central questions 
might be asked: What is the impact of a celebrity spokesperson 
on the success of a business or cause? How does the appeal of the 
celebrity impact the family budget and local economy?

Have students scan the advertisements in the WASHINGTON 
BUSINESS section to prepare for the following exercises. For 
the Level 2 exercise, teachers will need to save WASHINGTON 
BUSINESS for two weeks. The use of an overhead projector or 
chalkboard may be needed for Level 2.

Public Service Announcements are the focus of the Level 3 activity. 
Web sites for local TV and radio stations carry guidelines for PSAs. 
Nonprofit, tax-exempt community groups and organizations are 
eligible for public service time. 

You may wish to review FCC guidelines or ethical guidelines 
for balancing business pressures and journalism values. The 
Radio-Television News Directors Association state on their Web 
site: News reporting and decision-making should be free of 
inappropriate commercial influences. If electronic journalists 
weaken their commitment to journalistic principles and public 
service in exchange for financial gains, credibility erodes and 
the audience will turn away. A list of guidelines can be found at 
www.rtndf.org/ethics/balance.shtml. 

Academic Content 
Standards and Skills

Maryland
Reading/English 
Language Arts, Students 
will analyze important 
ideas and messages 
in informational texts. 
Analyze the authorʼs/
textʼs purpose and 
intended audience.

Virginia
English, Grade 8, The 
student will analyze mass 
media messages. Evaluate 
the persuasive technique 
being used. Evaluate 
sources, including 
advertisements, editorials, 
and feature stories, for 
relationships between 
intent and factual content.

Washington, D.C.
Reading/English 
Language Arts, Grade 5, 
Language for Research 
and Inquiry, The 
student summarizes and 
critiques two or more 
local newspaper articles 
dealing with the same 
topic or issue.

Fundamental Aim: 
Reinforce Developing 
Positive Attitudes and 
Personal Interests

Sub-skill Reinforcement: 
Locating information, 
identifying, critical 
thinking, comparing and 
contrasting, drawing 
conclusions, evaluating
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1 Ask students to name individuals who are in advertisements 
for businesses and products. 

•Can they name area athletes and the products they 
endorse? 

•Have they eaten at one of the Joe Theisman 
restaurants? Do they know other businesses that are 
owned by current or past athletes who have played 
for area teams?

•What product have they purchased because of 
its association with an athlete, musician or other 
celebrity? Did this purchase impact their family’s 
budget? Their personal budgets?

Why do professional athletes and celebrities endorse 
products? Why do companies pay athletes to wear their logos 
when playing in competitions?

When Michael Jordan left Washington, he ended his career 
as a professional basketball player. He still had a 19-year 
partnership with Nike. Was the partnership beneficial to 
Jordan and Nike? (It was reported that the Jordan footwear 
and apparel business produced $500 million in annual 
sales.) Have students pretend they are in marketing. What 
plan do they have to make the transition from Michael 
Jordan to another celebrity athlete? Who would they select? 
(In   1999, when Jordan first retired, Nike used the “Team 
Jordan” approach. During the 2003 World Series, Nike 
again produced a series of “Team Jordan” ads with such 
celebrities as Derek Jeter, Jason Kidd and Mike Phillips. 
Each represents an aspect of being “Jordan.”) Do they think 
their children will identify with or know Michael Jordan the 
way people still know Babe Ruth and Joe DiMaggio? If yes, 
would they argue to keep the contract with Michael Jordan?

Have students skim the advertisements that appear in 
WASHINGTON BUSINESS. Do any of these ads feature 
well known individuals? Why do students think ads in this 
section are not likely to feature celebrity endorsements?

Extension: Would students support high school athletes 
wearing company logos on their uniforms? What if wearing 
a local company’s logo meant receiving new uniforms and a 
better playing field/court/stadium? See related Post article 
on team mascots and logos on page D11.
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2 In preparation for this activity, scan the advertisements 
from the current edition of WASHINGTON BUSINESS 
as well as those from one or two previous editions. Note 
those advertisements which are headed by an attention-
getting sentence or phrase. Should earlier editions of 
WASHINGTON BUSINESS not be available, the following 
examples can be used in this exercise:

A. Successful meetings don’t just happen.
B. Put less money where your mouth is.
C. Put Your Office On Springs
D. A Suite Deal
E. Our rates are right on the money.

Use photocopies, an overhead transparency or the chalkboard 
to share such advertising phrases — but not the full 
advertising copy — with students. Using one of the phrases 
or sentences, lead students in a consideration of what product 
or service is being promoted by the advertisement. Point out 
the use of special words and/or any play on words which 
helps with this deduction. Does the vocabulary suggest a 
particular type of business, or could the phrase or statement 
apply to any business? To illustrate, note the following “key” 
to the examples above.

  Type of Business and/or Vocabulary
  Service Being Promoted

 A. Meeting and conference center meeting, happen
 B. Cellular phone store sale less money, mouth
 C. Supplier of bottled spring water springs
 D. Office suites suite, deal
 E. Bank or savings and loan rates, money

Have students work in pairs or small groups to predict 
the business and/or service being promoted by the 
remaining phrases/statements. Their predictions should 
be justified by references to and explanations of the 
vocabulary used. After each pair or group has shared and 
“defended” their conclusions, use the current edition of 
WASHINGTON BUSINESS or the complete advertisement 
clipped from earlier editions to check the predictions.
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3 Have students read “In Public Service Ads, Celebrities Can 
Drum Up Fame or Shame For a Variety of Causes” (next 
page in this manual).

•What is a public-service announcement (PSA)?
•Why do television and radio stations provide air 

time at no cost for PSAs?
•Why would an organization want a prominent 

athlete or musician as a spokesperson?
•Why would a celebrity donate his or her time to be in 

a PSA?
•Would students select Sammy Sosa for the Habitat 

for Humanity PSA if it were filmed this year? Why? 
If not, who would they invite to be a spokesperson?

•Even though the celebrity donates time, the 
production of a PSA can be very expensive. It is 
important that the PSA gets as much air time as 
possible. Give examples of PSAs from the article and 
ones they can remember seeing.

Take a look at the down side of celebrity endorsements 
and PSAs. Students will be able to identify recent 
embarrassments of sports, music and movie figures. Have 
students research in WASHINGTON BUSINESS and 
BUSINESS sections for articles related to these events and 
track effect on corporations/companies.

•Do the personal lives of these figures influence 
whether students will go to their movies, buy their 
CDs or follow their season?

•Have they or their parents ever boycotted a 
performer or product?

•If the figure endorses a product, do you think the 
company should honor the contract or have a 
“morals” clause in contracts in order to remove the 
personality?

Extension: Have students compile a list of individuals 
prior to the past five years who endorsed products and did 
something illegal or questionable. What happened to the 
personalities? To the companies? Pete Rose, O.J. Simpson, 
Kobe Bryant and Martha Stewart might be used as examples, 
depending on the age of your students.
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In Public Service Ads, Celebrities Can Drum Up Fame or Shame for a Variety of Causes

By SABRINA JONES 
Washington Post Staff Writer 

One recent Thursday, Fox NFL Sunday co-
host James Brown took a swig of water before 
facing a teleprompter in a District studio.

Sitting on a stool, he deftly recited a script 
for a public-service announcement on the link 
between diabetes and foot care that is to begin 
running on radio and television stations in 
October. “What many people don’t know is 
diabetes is responsible for tens of thousands 
of lower-limb amputations each year,” he 
said during several takes, filmed at different 
angles.

For three years, Brown, a popular 
sportscaster, has recorded radio and television 
PSAs for the Bethesda-based American 
Podiatric Medical Association, a national 
foot doctors’ group. He decided to become the 
face and voice of the association’s “Diabetes 
Is a Family Affair” campaign because of his 
69-year-old mother’s years-long battle with 
diabetes. His younger brother and nephew 
also have the disease. About five years ago, 
Brown’s mother was forced to have a few toes 
amputated because of illness complications.

“There was a personal connection with my 
mom,” Brown, 52, said. “I’m talking from the 
heart and personal experience.”

Celebrities like Brown have been the 
spokespeople of choice for nonprofits, 
industry groups and federal agencies across 
the Washington region that seek to target 
listeners and viewers through PSAs. Unlike 
commercials, PSA sponsors do not buy media 
time, instead relying on radio and TV outlets to 
run the spots for free. But first, organizations 
must overcome the fierce competition for air 
time amid the hundreds of PSAs that station 
directors receive every week. The average 
television station ran 140 PSAs a week and 
the average radio station ran 189 PSAs a 
week in 2001, according to the District-based 
National Association of Broadcasters.

Brown’s experience with diabetes and 
his popularity made him a natural fit for 
the podiatric association’s campaign, said 
spokesman George Tzamaras. Three years 
ago, the group had sought a celebrity as a 
national spokesman to boost exposure of its 

message of the importance of regular foot 
exams. The newest PSAs, which cost $40,000 
to $50,000 to produce and distribute, will be 
sent to 500 TV stations and 800 radio stations 
with cover letters requesting that they be 
aired, Tzamaras said.

“We thought that if we brought in someone 
like James Brown, we could focus some 
attention on that part of the disease,” Tzamaras 
said. “He truly believes in the message; that’s 
why it works. The fact that he is comfortable 
enough to share the fact that his mother has 
diabetes and suffered amputation to part of 
her foot, it says a lot.”

The National Parks Conservation 
Association, a District-based nonpartisan 
group that lobbies on behalf of the U.S. national 
park system, launched a new TV public-
service campaign that strategically features 
its highest number of celebrities — four 
— in two sets of 30-second ads promoting both 
national parks and sites in the New York area. 
Comedian Jerry Seinfeld, television journalist 
Walter Cronkite and New York Knicks guard 
Allan Houston each filmed national and New 
York spots. Univision talk-show host Cristina 
Saralegui stars in a PSA that was shot in her 
Miami studio, said Sandra A. Adams, the 
association’s senior vice president for external 
affairs.

The parks group held a fundraiser in March 
and raised about $300,000 from businesses, 
including PricewaterhouseCoopers LLP, 
International Business Machines Corp. and 
Lehman Brothers Holdings Inc., to fund the 
campaign and other programs. Seinfeld, 
Cronkite, Houston and Saralegui were not 
paid for their participation. The success of 
the PSAs depends on TV and radio outlets’ 
generosity in donating air time, Adams said.

“I think the American public and also station 
managers need some additional incentive 
to listen to public-service ads,” Adams said. 
“Having names that people recognize makes 
an enormous difference. If you’re in your living 
room and you see a famous face or hear a 
famous voice, you’re much more likely to pay 
attention.”

But some warn that tying a star to a cause 
may backfire. Organizations have no control 
over the direction of a celebrity’s reputation 
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after a spot is filmed, said Jason F. Smith, 
vice president of Widmeyer Communications, 
a District-based firm that specializes in PSAs, 
press conferences and other issue-related 
communications. In 1999, Los Angeles Laker 
Kobe Bryant, for example, who has been 
charged in Colorado for sexual assault, was 
signed by GTE Corp., now Verizon, as a 
“literacy champion” for the company’s reading 
program. His likeness was featured on posters, 
inside GTE telephone directories and on 
calling cards. Bryant no longer participates in 
the program — Verizon chooses new celebrity 
partners every year.

“You run the risk of partnering up with a 
celebrity and that celebrity should do or say 
something afterward, and sometimes your 
issue has a liability,” Smith said.

The public is also naturally skeptical of 
the motives of celebrities for participating in 
PSAs, Smith said. Some viewers, for instance, 
assume that celebrities are paid or have no 
real interest in a particular issue. Using stars 
from competing TV networks is also risky, 
according to a survey this year by West Glen 
Communications Inc., a firm with a District 
office that works with associations and firms 
on PSAs, video news releases and satellite 
media tours. Forty-one percent of TV stations 
say they would not consider a celebrity on a 
competing TV network, compared with 50 
percent of radio stations.

One example of a successful campaign, 
Smith said, is NBC’s award-winning series, 
“The More You Know,” which features the 
network’s sitcom stars. One spot featuring 
Eric McCormack, who plays gay lawyer Will 
Truman on Will & Grace, preaches tolerance 
as McCormack intones, “Hate is a four-letter 
word. So is love. Which word will you teach 
your children?”

“If the viewer doesn’t automatically accept 
that the celebrity would be supportive of the 
issue, you run the risk of them not buying it,” 
Smith said. “There’s got to be an instinctive 
and natural link between the person and the 
issue, or else it’s not going to ring true.”

If executed well, celebrity-driven PSAs can 
pay back in dividends, some industry insiders 
said. In 2000, Chicago Cubs slugger Sammy 
Sosa filmed a TV PSA in his hometown in the 
Dominican Republic to promote organization 

Habitat for Humanity, said Lena Hendrickson, 
senior account supervisor at the District office 
of public relations firm Hill & Knowlton, which 
managed the production and distribution of 
the spot. Sosa’s PSA, which ran in English 
and Spanish and cost $300,000 to produce and 
distribute, was sent to 1,000 TV networks and 
2,000 radio stations. Its distribution achieved 
the advertising equivalent of $8.3 million in 
media value, Hendrickson said.

“He was a cool spokesperson,” Hendrickson 
said. “He was at the peak of his career and he 
wanted to give something back to his country. 
We wanted to reach English and Spanish-
speaking audiences.”

The nation’s largest producer of PSAs, the 
Advertising Council, which has offices in New 
York and the District, said 10 of the council’s 
current 41 PSA campaigns include celebrities, 
according to Susan Jacobsen, vice president 
of corporate communications. The campaigns 
can cost more than $500,000. The organization 
recently produced a Homeland Security 
Department public service campaign with 
Martin Agency of Richmond and is working on 
another PSA project on predatory lending with 
Baltimore ad agency Eisner Communications.

The Center for the Advancement of Health 
in the District recently rolled out new TV and 
radio spots featuring actor Danny Glover 
on behalf of its “Saving Our Men” program. 
The PSA is designed to encourage African 
American and Latino men to monitor their 
health. The spots, which cost about $200,000 
to produce and distribute, were funded by 
the W.K. Kellogg Foundation of Battle Creek, 
Mich., said Ira R. Allen, the center’s public 
affairs vice president.

Glover donated his time for the spot, which 
was filmed in New York, but the foundation 
paid Glover’s airfare from California, as well 
as his hotel accommodations, Allen said. 
Glover was chosen because he is a respected 
figure among the spots’ target audience of men 
of color. Having a credible spokesperson helps 
transfer a message to audiences, he said.

“It’s a personal message delivered by a 
trusted source in your living room or your 
bedroom,” Allen said. “That should have a 
lot more direct impact than a dog-and-pony 
show.” 
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Starting and Sustaining a Business

GENERAL PROCEDURE  
A combination of curiosity, necessity, knowledge and inspiration 
yields inventions. Patents, copyrights and trademarks provide 
protection for intellectual property, product identity and a foundation 
for American enterprise. Patents are also an example of justified 
barriers to competition in a free market society, providing protection 
for new businesses and encouraging entrepreneurs to get into the 
market and stay there.

National economic content standard 14 addresses the role of 
entrepreneurs, individuals or groups who are willing to take risks 
in order to develop new products and start new businesses. The 
standard states: “Students will understand that entrepreneurs are 
people who take risks of organizing productive resources to make 
goods and services. Profit is an important incentive that leads 
entrepreneurs to accept the risks of business failure.” For some 
entrepreneurs, bankruptcy and disappointment result from poor 
business practices; for others, they take place because of piracy and 
illegal practices.

For the Activity 2 case study, students will read “Refusing to Sweat: 
U-Md. Football Player’s Quest for Dry Apparel Builds a $100 Million 
for Under Armour.” The article was published in WASHINGTON 
BUSINESS on August 18, 2003. 

Activity 3 focuses on both the entrepreneur and the protection for 
creators found in patents and copyrights. Students recognize the 
names Eli Whitney, Alexander Graham Bell and Charles Goodyear. 
Of these early 1800s inventors, who established a profitable business? 
Are we more successful today in securing the intellectual rights of 
inventors and protecting their right to profit from their creations?

For more information and student activities related to invention, 
business, and patents and trademarks, go to www.washpost.com/nie. 
Select The Capital Transformed from the Lesson Plans. The Law 
and Order section provides a background sheet, “The Evolution and 
Purpose of Patent and Trademark Laws,” and a student activity with 
vocabulary, “Be Inventive.” Also included are two student activities: 
“Toying with Business,” from the era of the mail-order catalogues, 
and “I.D. the Trademarks,” from 1885 to today.

Academic Content 
Standards and Skills

Maryland
Social Studies, Grade 
4, Economics, Students 
will explain how scarcity 
and availability of the 
economic resources 
[natural, human, 
capital] determine what 
is produced and the 
effects on consumers in 
Maryland.

Virginia
Social Science, Civics 
and Economics, The 
student will demonstrate 
knowledge of the 
structure and operation 
of the United States 
economy by describing 
types of business 
organizations and the 
role of entrepreneurship.

Washington, D.C.
Social Studies, Grade 9, 
Scientific, Technological 
and Economic Change, 
The student explains the 
expansion of business 
and industry from 
settlement to the present.

Fundamental Aim:
Reinforce Performing a 
Task

Sub-skill Reinforcement:
Locating information, 
finding the main idea, 
critical thinking, predicting 
outcomes, analyzing, 
drawing conclusions
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1 Who is an entrepreneur? What is the difference between an 
entrepreneur and a businessperson? Ask students to give 
examples of contemporary people and companies.

•What are the advantages of beginning a business? 
Answers may include: Problems with current 
products or services are solved. New markets 
are developed and products are improved. 
Entrepreneurial skill is rewarded. New jobs are 
created. Consumers have choices. Businesspersons 
that have inventions are protected from competition 
for a time.

•What are possible down sides? Answers may 
include: The hours required to begin a business 
will be extensive. Stress. Financial loss may occur 
due to sudden increases in the costs of production, 
an unexpected drop in demand for the product and 
increased competition with business rivals. 

Read “Start-Up” and other sections of WASHINGTON 
BUSINESS for news about new companies in the area. What 
goods or services are these companies providing? Do they 
have much competition in the area? If yes, from whom?
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2 “Maryland Firm Dominates Niche Apparel Market, but 
Reebok Wants In,” reads the jump subhead. How did this 
local entrepreneur start and sustain his business venture? 
Read excerpts from “Refusing to Sweat: U-Md. Football 
Player’s Quest for Dry Apparel Builds a $100 Million Market 
for Under Armour” that are provided with this activity or 
go to www.washingtonpost.com/wp-dyn/education/kidspost/
nie/A6827-2003Aug17.html to read (and download) the 
entire article. This WASHINGTON BUSINESS article by 
Charles Duhigg tells the story of Kevin Plank, 23-year-old 
founder and chief executive of Under Armour Performance 
Apparel. Plank’s company serves as a case study for solving 
a problem, financing a venture, promoting a product and 
facing competition. Visit www.underarmour.com for more 
product information and a timeline of product expansion 
and marketing.

Questions for consideration after reading The Post article:
•What problem faced athletes?
•What were Kevin Plank’s first steps in finding a 

solution to the problem? Were there any barriers to 
compete in this market?

•How did Plank market test his first product?
•How did Plank finance his new company?
•Reporter Charles Duhigg writes that “a competitive 

spiral often plagues upstart sporting-good 
companies.” What does he mean? In what way is/
isn’t this true for Under Armour?

•Under Armour “holds no patent for the fabric it 
uses.” Why do you think this is true?

•Why is money needed for “accelerated growth”?
•Is Under Armour manufactured only in Baltimore? 

Why?
•From 1996 to August 2003, what has been the 

impact of Under Armour on the compression-apparel 
market?

•Promotion of Plank’s first product was by word of 
mouth. Detail other marketing and advertising 
strategies Under Armour has employed. (In full 
article.)

•How important are each of the following to the 
sports apparel customer? The product A) sports a 
good looking logo, B) fits the user well, C) utilizes 
superior technology, D) meets performance 
expectations, E) is priced competitively.

•What has happened to this company since The Post 
featured it in August 2003?
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Extension: What business would students like to begin? 
What problem(s) would this product solve? Draw a picture 
of the product.

How much money do they need to begin their business? From 
where will they get their start-up money? Will it be from 
personal savings or family members? Is it a good idea to use 
several credit cards to maximum limit? The entrepreneur 
who began Under Armour received loans from the Small 
Business Administration. On Jan. 8, 2004, in “Government 
Suspends Small-Business Loans: Agency Says It Ran Out 
of Money,” The Washington Post reported that before it 
adjourned, Congress did not approve a budget for the SBA so 
funds were depleted. When Congress does approve the OMB 
allocation of $470 million, loans that were once $2 million 
will be capped at $750,000. SBA loans “benefit business 
owners who typically do not qualify for traditional bank 
loans,” reported Steven Gray. What impact might the cap 
reduction make on your small business?

Create a trademark for the product. A trademark includes 
any word, name, symbol, or device, or any combination, 
used, or intended to be used, in commerce to identify and 
distinguish the goods of one manufacturer or seller from 
goods manufactured or sold by others, and to indicate the 
source of the goods. In short, a trademark is a brand name. 
Visit www.uspto.gov for more information on filing for a 
trademark.

Have students identify the target market for their product. 
Create an advertisement that will appeal to that market. 
You may wish to use activities in “Target Markets in 
Advertisements” in the Inside Main News section of 
this manual. For further study of advertising, go to 
www.washpost.com/nie. Within Lesson Plans, select INSIDE 
Journalism: Keep the “Ad”itude. In addition Pencil Points 
provides a look at a new product on the market.
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3 U.S. Constitution, Article I, Section 8.
The Congress shall have Power … To promote the Progress 
of Science and useful Arts, by securing for limited Times to 
Authors and Inventors the exclusive Right to their respective 
Writings and Discoveries;

Why did the Constitution include protection for original 
thoughts and inventions? Why is a period of protection 
important to inventors and businesses? Do consumers 
benefit? How?

Why is patent and copyright protection important? Visit 
the FindLaw site for an excellent annotation of Clause 8 
(caselaw.lp.findlaw.com/data/constitution/article01/39.html). 
The explanation begins: “This clause is the foundation 
upon which the national patent and copyright laws rest, 
although it uses neither of those terms. So far as patents are 
concerned, modern legislation harks back to the Statute of 
Monopolies of 1624, whereby Parliament endowed inventors 
with the sole right to their inventions for fourteen years. 
Copyright law, in turn, traces back to the English Statute 
of 1710, which secured to authors of books the sole right of 
publishing them for designated periods.”

The United States Patent and Trademark Office 
(www.uspto.gov) Web site includes “Inventor Resources,” 
“Musicians-Artists-Authors,” “Trademarks-Logos-Brands” 
and “Kids’ Pages.” Explore these areas and more at this 
resource.

A study of patents and copyrights can lead to discussing the 
role of government in a free market economy. A free market 
is based upon the principle that businesses can enter the 
market easily and compete. Patents provide a balance to the 
difficulty of entering a market or starting a business. This 
allows the business time to modify and refine the business 
practices, to lower costs and to prepare to compete after the 
patent expires. Is this unfair competition? Rivals, who know 
how to make the product better or cheaper, are shut out 
from the market until the patent has expired. Consumers 
are deprived of a better and cheaper product. However, if it 
were too difficult to enter the market, there would be fewer 
producers and businesses. Should government help? It may 
provide other protections or help, such as small business 
loans, low tax rates on businesses and access to government 
research.
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Read WASHINGTON BUSINESS for examples of patent 
and copyright action. What businesses have applied for 
patents? Is someone in court for copyright infringement? 
facing copyright expiration? Are lower or higher tax rates for 
businesses being considered?  

What is piracy? Why is piracy counterproductive?

Use two early American inventors and entrepreneurs as 
examples. Introduce Charles Goodyear and Eli Whitney. 
Whitney graduated from Yale College in 1792 at the age of 
27. A year later he patented the cotton gin. Over the next 
four years, many planters would not pay to use the cotton 
gin and others pirated his invention. He was forced to close 
his business in 1797. Although the vulcanizing process 
revolutionized the rubber industry, Goodyear did not profit 
financially from his discovery. “His numerous patents were 
constantly infringed, and although he was able to establish 
his rights legally, he died a poor man in 1860,” according to 
the National Inventors Hall of Fame. Which profited from his 
work? Which was victim to piracy and patent infringement? 

What examples of piracy and patent infringement exist 
today? In what countries are businesses making an industry 
of pirating designer products and logos? How has the United 
States government and U.S. businesses responded to piracy? 
Read the MAIN NEWS and business sections of The Post for 
current examples.
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Refusing to Sweat It

U-Md. Football Player’s Quest for Dry Apparel Builds a $100 Million Market for Under Armour

By CHARLES DUHIGG

Washington Post Staff Writer

In 1995, when Kevin Plank finally got tired of his 
sopping wet T-shirt, he walked off the University of 
Maryland football field and into a capitalist fairy 
tale.

Plank, 23, the founder and chief executive of 
Baltimore-based Under Armour Performance 
Apparel, was used to fairy tales working out for 
him.

In college, he tried out for the Terrapin football 
team as a walk-on and eventually rose to special-
teams captain. After eight of his teammates were 
hospitalized with heat exhaustion one summer, 
Plank decided the cotton shirts they wore under 
their pads absorbed too much sweat and weighed 
players down. The Lycra compression shorts he 
wore, on the other hand, wicked moisture away and 
decreased his fatigue by supporting his muscles.

However, Plank could not find any shirts made 
of similar material. So in 1996, with graduation 
nearing, the business major purchased lingerie 
material and tailored it into athletic undershirts. 
He handed the clothing out to teammates who 
gave it high praise, and from there was born Under 
Armour, a company that projects apparel sales of 
about $110 million this year.

But real life is creeping up on the company. 
Nike and Reebok are edging into compression 
apparel, and Under Armour may find itself prey 
to a competitive spiral that often plagues upstart 
sporting-good companies.

“This company has an amazing story,” said 
John G. Horan, a sports-industry analyst and the 
publisher of Sporting Goods Intelligence. “They sell 
the story well and have great products. But they’re 
getting big enough now to attract the attention of 
companies who know how to compete.”

After graduating, Plank produced 500 of his 
shirts and sold them out of his car. He moved into 
the basement of a Georgetown home he inherited 
from his grandmother, maxed out five credit cards 
for $40,000 in start-up funds and sold 200 shirts at 
$12 apiece to the Georgia Tech football team.

In 1996, the company booked $17,000 in sales. 
Through a network of National Football League 
players Plank met in high school and college, he got 
his shirts onto professional athletes. …

Today, the company has 235 employees and sells 
its nine lines of clothing in 4,500 stores. Customers 
include 101 major college football teams, players 
from 28 NFL teams and thousands of high school 
and teenage athletes. …

The compression-apparel market, which has 
grown 60 percent in the past year to $130 million, 
was essentially created by Under Armour, said Neil 
Schwartz of the market research firm SportScanInfo. 
The firm’s tight-fitting, moisture-wicking clothing 
expanded beyond specialty items aimed primarily 
at bicyclists. Under Armour claims 80 percent of the 
total compression market, compared with Nike’s 
3.5 percent and Reebok’s 1.1 percent. But Nike had 
total sales last year of $10 billion and Reebok sales 
of $3 billion. …

Under Armour, which holds no patent for the 
fabric it uses and says it considers the $5 cotton T-
shirt the true competitor of its $25 technical attire, 
may find a similar  competition emerging. … Both 
Reebok and Nike trumpet the technical abilities of 
their competing products as evidence of superiority. 
…

Under Armour has experienced “near amazing 
growth in the past three years,” Plank said. Most 
of it was funded by Plank’s family members and 
Small Business Administration loans. The company 
is owned by Plank, his mother, five brothers and two 
partners, both employees of the company.

In 2001, to pursue accelerated growth, Under 
Armour received an undisclosed amount of debt 
financing from Prudent Capital I L.P., a D.C.-
based investment fund that exclusively provides 
subordinated debt to later-stage companies. 
“Because their sales were growing so rapidly, 
they needed this slug of capital to support their 
inventory,” explained Steven J. Schwartz, chief 
executive of Prudent Capital I.

“They’ve got plenty of room to borrow more 
money if they need to. In this business, if you have 
a high-enough profit margin and you can grow 
through debt, there’s no need to take in outside 
investments.”

Under Armour manufactures about half its gear 
in Mexico, as well as Honduras and other Caribbean 
countries. It produces the other half in Baltimore, 
where wages are higher but production is faster. 
Plank estimates that the company can bring a new 
product to market in about six months. …

“We’ve been competing against Nike and Reebok 
for a while now, and we continue to win,” Plank 
said. “Our product is of superior technology, and 
because we focus only on this market, we can move 
faster and are closer to the consumer. Our best 
assets are our story and the community we create 
with the athletes.”



EE22INSIDE WASHINGTON BUSINESS

Competing Consumer Products

GENERAL PROCEDURE
“Because we were a kid act, we traveled at half-fare, despite the fact 
that we were all around twenty,” Groucho Marx once related. “Minnie 
[the brothers’ mother] insisted we were thirteen …

“‘That kid of yours is in the dining car smoking a cigar,’ the conductor 
told her. ‘And another one is in the washroom shaving.’ Minnie shook 
her head sadly. ‘They grow so fast!’”

That was a close shave for Minnie and her sons. A BBC Web site 
reports that in 2027 the Earth will have a close shave with a large 
asteroid. Rugby player Jonny Wilkinson is reported to have had a 
close shave with injury but will return to play. What is meant by this 
phrase?

The Washington Post BUSINESS and WASHINGTON BUSINESS 
sections feature specific markets and products. Use them to study our 
culture, compare products and understand the roles of advertising, 
patents and consumer allegiance to brand. For activities in this 
lesson, download and read “Crossing Blades For Face Time: 
Contesting the Premium Razor Market, Schick One-Ups Gillette” 
(www.washingtonpost.com/wp-dyn/education/kidspost/nie/A48245-
2004Jan1.html). In this model lesson, the latest developments in 
razors cross blades.

1 THE PERSPECTIVE OF HISTORY AND CULTURE
Has shaving always been part of American male culture? Did 
any of our Founding Fathers have beards? Which American 
presidents had beards, mutton chops or mustaches? What 
did men and women give up when they switched to razors? 
What were the tradeoffs (opportunity costs)?

The article gives background from 1901 to present. If you 
wish, you can go further back into the history of shaving. 
Some believe there is evidence from cave paintings that 
early man used a sharpened flint. Bronze, iron and gold 
blades were next used. In 1461 the Guild of Barber/Surgeons 
was chartered in England. When one went to a barber, the 
customer was at the mercy of the barber’s steady hands and 
sharp blade. Straight razors had to be sharpened, or stropped. 
The phrase “close shave” was used in the mid-1800s to mean 
“a slight, grazing touch.” In 1901 King Camp Gillette filed 
a patent for a razor blade that could be used until dull, 
thrown away and easily replaced. His technical adviser, 
William Nickerson, and he went into business producing 168 
“disposable” blades and 51 razors in 1903. During WWI, the 
U.S. Army bought and distributed Gillette’s “Khaki Sets,” 

Academic Content 
Standards and Skills

Maryland
Social Studies, Grade 
7, Economics, Students 
will analyze how scarcity 
of natural, human and 
capital resources affects 
economic choices 
producers and consumers 
make in the world today. 
Analyze opportunity 
costs and trade-offs 
made in the production, 
distribution and 
consumption of goods 
and services.

Virginia
Social Science, Civics 
and Economics, The 
student will demonstrate 
knowledge of how 
economic decisions are 
made in the marketplace 
by applying concepts 
of scarcity, resources, 
choice, opportunity cost, 
price, incentives, supply 
and demand, production 
and consumption.

Washington, D.C.
Social Studies, Grade 11, 
Scientific, Technological 
and Economic Change, 
The student identifies 
elements of production, 
distribution and 
consumption.

Fundamental Aim:
Reinforce Interpreting

Sub-skill Reinforcement:
Finding the main 
idea, comparing and 
contrasting, categorizing, 
analyzing
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which were taken home at the end of service. Brand and 
product loyalty were established. The practice of shaving 
armpits, then the shortage of silk stockings during WWII, 
brought women into the razor mass market. 

A history of shaving may be found at homepage.dtn.ntl.com/
paul.linnell/electricity/razors.html and www.heart.net/
~krumholz/history.html.

CONTEMPORARY PERSPECTIVE
Discussion might begin with these questions:

•Why do men and women shave? What are the 
benefits and disadvantages of an electric razor? 
What are the benefits and disadvantages of a 
disposable razor? What other products are required 
if a disposable razor is used?

•Read “Crossing Blades For Face Time: Contesting 
the Premium Razor Market, Schick One-Ups 
Gillette” by Steven Gray. This article was printed 
January 2, 2004. Visit www.washingtonpost.com/wp-
dyn/education/kidspost/nie/A48245-2004Jan1.html 
to download and read the article. Why would 
someone buy a Schick Quattro or a Gillette Mach3?

•Prepare and conduct a survey based upon the article 
and students’ knowledge of the product. “Product 
Comparison” is provided for use with this article 
and other products that appear in BUSINESS 
and WASHINGTON BUSINESS. For “Brand” 
students would write “Gillette,” “Schick,” “Other” 
and “Electric.” For “Product or Line” students would 
write “Quattro,” “Mach3” and other appropriate 
lines. Is age or gender a factor in choice of product?
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2 In 2002, American men spent $1.7 billion on razors and 
blades, much of it on premium “shaving systems” such as 
the Mach3. Read the “Spiffing Up” graph. What conclusions 
can be drawn from the information provided?

SOURCE: Euromonitor International

Since razors are an important component of the men’s 
grooming products market, examine its prominence on store 
shelves and in advertising.

ON STORE SHELVES
•Availability. In what stores may razors be 

purchased? Students could select different stores to 
collect data: all razors sold and price of each. If any 
are on sale, record sale and regular price. Are all 
brands carried or have stores contracted with only 
certain companies? Are electric shavers as easy to 
find as disposable razors?

•Packaging. What colors are used? What is the most 
prominent feature of the packaging — product, 
promotional phrase, endorsement, brand?

•Display of razors. Are products grouped by brand 
or type? Which are at eye-level? Which are most 
accessible?

•Battle for genders. How many razors target women? 
How are these products distinguished from those for 
men? What are the opportunity costs for businesses 
in the razor industry? Is there a tradeoff in 
materials that are used?

IN ADVERTISING
•For one week, read The Washington Post for 

advertising of razors. Clip and record the products, 
date, page number and section of the newspaper. 
Include ads in drug store sale promotions. If 
a display ad is found, evaluate its design and 
effectiveness.
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•While watching television, record if any advertising 
appears for razors. Include day, time, product and 
whether the appeal is to men or women. Include 
key phrases that you remember. If music is used, 
evaluate its appeal and effectiveness.

•Which of these advertisements is most effective in 
conveying information about the product? 

3 IN THE COURTROOM
Steven Gray reports: In August [2003], Boston-based Gillette 
filed a federal lawsuit alleging that Schick stole one of the 
50 patents protecting the Mach3 concept — the “progressive 
blade geometry” that Gillette contends gives its razor its face-
contouring sharpness. Schick filed a countersuit, charging 
that Gillette falsely advertised that its razors offer “the best 
a man can get” and “the closest, most comfortable shave.”

•What other lawsuits have been filed by these 
companies? Based upon sales figures provided in the 
article, why are these lawsuits important?

•Do consumers listen to claims of “best,” “most …” or 
other superlatives? Is advertising, word-of-mouth 
recommendation or brand more persuasive in 
personal product purchases? 

•Why do businesses try to differentiate the product 
they manufacture from ones made by competitors? 
How can businesses overcome competitors’ cheaper 
or better shaving products? Do they spend more on 
advertising and marketing? Do they have to create 
a new “better super premium must-have” product? 
Differentiated market structure is a characteristic 
of a free market system. This is where the products 
that are made are basically the same, but each 
manufacturer strives to emphasize the differences. 
Firms spend considerable money on advertising and 
packaging in order to differentiate their products. 
Economic profits tend not to last long. Other types 
of market structure are: pure competition, pure 
monopoly and shared monopoly.

For more on patents and copyright, see “Starting and 
Sustaining a Business” lesson in the WASHINGTON 
BUSINESS section of this manual.
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Name _____________________________________________________________________________

Product Comparison

Brand

Product or line

Cost
Regular
Sale

Male users
Under 20
21-35
36-55
Over 55

Female users
Under 20
21-35
36-55
Over 55

Why purchases this product
Advertising
Recommendation
Price
Does the job
Other?

Frequency of purchase
Once in 5 years
Once a year
Once every 6 months
Every 30-60 days

Males rate this product
Superior
Good
Fair
Poor

Females rate this product
Superior
Good
Fair
Poor
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You have just reviewed and used suggested activities from one section of an online manual 
provided by The Washington Post’s INSIDE program. Each section of the daily Post is 
introduced and examined from the perspective of using it as a teaching tool and resource. 
Online lessons are found at www.washpost.com/nie. The sections for which activities are 
provided are:
 A Main News
 B Metro
 C Style
 CC KidsPost
 D Sports
 E Business
 EE Washington Business
 F Health
 G Food
 H Home
 I Extra 
 J Weekend

An index to the manual and to other Post online guides are found in INSIDE Index.

The Post’s Educational Services, a Newspaper In Education affiliate, serves schools in 
Maryland, Virginia and Washington, D.C. For more information about resources available 
to you and your students, contact the following:

   Educational Services: 
  (202) 334-4544

 Manager, Educational Services:
  Margaret Kaplow
   (202) 334-6225
  kaplowm@washpost.com

 District Representative: 
  Stella Jackmon
  (202) 334-4545
  jackmons@washpost.com

 Maryland Representative:
  Marian Washington
   (202) 334-5686
  washingtonm@washpost.com

 Virginia Representative:
  Christopher Janson
   (202) 334-5690 
  jansoncl@washpost.com


